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Bluffton Destination Marketing Goals 

• Consistently support the destination’s brand position 
throughout all marketing programs. 

• Increase overnight visitation in Southern Beaufort County, 
particularly Bluffton. 

• Targeting overall 5% lodging revenues and related tax 
increase.  

• Increase visitor’s expenditures at Southern Beaufort County 
attractions, retail and dining facilities, particularly in 
Bluffton.  

• Increase Bluffton and Beaufort County’s attraction, 
hospitality, and sales taxes collected.  

• 5% overall visitor spending increase and visitor tax base 
increase.  
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US Travel Economy 2000-2010 

Sources: U.S. Travel Association, U.S. Department of Commerce 

 



Total Visitors to Southern Beaufort County per Year  
 



Lodging Metrics:  
Jan-March 2012 vs Jan-March 2011 

• Two-Source Occupancy:     Up + 14.2% 
  

• Two-Source ADR:                Up + 13% 
  

• Two-Source RevPAR:          Up + 29%  

Source: STR & V-trip Two-Source Report 



Who will we target? 

• Affluent consumers 
visiting Old Town 
Bluffton for cultural, 
historic, tours, shopping 
and culinary activities as 
day visitors. 



Overnight stays in Bluffton 
for Next Gen visitors 

 

As well as Boomer visitors 
to region 

  



Group Tour Planners with interest in Southeastern 
destinations:  
• Hub & Spoke Coastal Tours 

 



Bluffton Visitor Research 

• Dashboard 
 

• Bluffton Virtual Guest Book 
Surveys 
 

• Bluffton Visitor Economic 
Impact Study 
 

• Economic Metric Portal: 
www.thinkbluffton.org 
 

http://www.thinkhiltonheadisland.org/


 



Media Promotions 

• Bluffton Blog 

• SEM/ PPC Campaign 

 



Bluffton’s Authentic Brand Personality 
Main Idea 
• Enrich yourself with arts, history, dining, shopping and authentic Coastal 

South Carolina culture 
 
Brand Personality 
•  Warm and relaxed, historic, artsy, eclectic, independent-minded 

 
Support: 
• Old fashioned Southern Hospitality with a coastal flair 
• Tapestry of eclectic arts, crafts and shops 
• Historic sites, characters and stories 
• Lowcountry cuisine – local, coastal and fresh 
• Natural beauty of the May River and Lowcountry environs 
• “New Bluffton” entrepreneurial spirit 

 



 



 



 



 



 





 



 



 



 



 





Group Tour Marketing 
 

Brenda Ciapanna 
Sales & Marketing Manager 



We will continue to focus on the group tour market 
for Bluffton as well as unincorporated areas of 
Beaufort County as the ‘central hub’ for group tour 
adventures.  
 

We intend to draw group tour visitors by:  

• Building relationships with operators by attending 
various industry meetings (ABA, OMCA, Travel 
South, SC Motorcoach Assoc.) through one on 
one, pre-qualified appointments. 

• Offer tiered pricing/packaging attractions with 
accommodations 

 



Select Service Co-Op 

The Select Service Co-Op is made up of various 
limited service hotels both from Hilton Head Island 
and Bluffton.  They work on several initiatives 
throughout the year in targeting: 
• Religious 
• Military 
• Government 
• Group Tour 
• Small corporate transient business 

markets                    
 



Golf & Group Sales Update 
 

David Zunker 
Associate Director of Sales and 

Marketing 



Group Sales Overview 2012/2013 

Leads 2012 vs. 2011 

• Lead up +18%  

• Room nights from leads up +74% 

• Definite room nights up +75%  

 



Lead Prospecting 

• SDR 

• 73 qualified 
prospects from 
1,918 outgoing 
phone calls 

 



Tradeshows 

• SMU 

• Meeting Quest 

• GSAE    

• Rejuvenate Marketplace  

• AENC 

• SCSAE  

• ASAE/Springtime 

• Collaborate Marketplace  

 



Monthly Lead Review Meetings 



Golf Marketing Plan in Partnership 
with 

Lowcountry Golf Course Owners 
Association (LGCOA) 



Primary Marketing Goals: 
• Drive traffic to www.hiltonheadgolfisland.org 

• Cross market golf on visitbluffton.org 

• Drive traffic to complete  
an online golf trip  
quote request 

• Increase marketing  
database 



Primary Targets: 

• Georgia, Ohio, North Carolina, Pennsylvania 
and Toronto 

Secondary States: 
• New York, Illinois, South Carolina 

 



Elements: 

• Limited print 

• Direct marketing 

• Digital 

• Broadcast 

• Travel shows 

• Database and fulfillment 



Toronto Golf Show 

• Approximately 15,000 attendees in three days 

• Shared booth with State of South Carolina 
Parks, Recreation and Tourism 

• Collected 567 sign-ups, entered and folded 
into golf database 



Website Dashboard 

• Tracking 
website 
performance 
monthly 

• Current 
trends 
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