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;éi(p Into 2013 with “Us !

Hilton Head Island
Visitor & Convention Bureau

2012-13 Destination Marketing Plan
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ﬁ)tene “Birhvell

Chairman, Hilton Head Island Marketing Council
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{ $ifion FHead Isfand Merketing Council

Steve Birdwell, Chairman
Kathi Bateson
Cary Corbitt
Karen Kozemchak
Ryan Matz
Tom Ridgway
Steve Riley
Carolyn Vanagel
Rob Jordan
Gerard Mahieu
David Tigges
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{ $ifion FHead Isfand Merketing Council

Short Term Goals

Top 5

1. Identify our top assets (events/attractions/ activities), especially those that target affluent travelers,
and build robust packaging with lodging around them.

2. Develop our Social Media Strategy & Allocate Resources to fully optimize.

3. Get Louder! Campaign to better communicate story of destination and organization’s marketing
programs and successes locally.

4, Improve partners planning together and creation of high impact co-op programs (like US Airways)

to market destination with partners.
5. Improve and broaden SEO and keyword search.

Long Term Goals (Up to 10 Years)
Top 5
1. Funding — Grow destination marketing funding

2. Tourism Product Development — destination engagement in planning and leveraging plan
announcements, openings and new products

3. Explore licensing of The Lighthouse as iconic brand image for HHI as a destination
4, Airport/ Air Service Improvements— terminal improvements, low cost carrier needed
5. Major New Fall/Winter event (Build auxiliary event(s) in fall around the Concours to increase

visitation and identify new event for off-season).
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SBill YWliles
President & CEO, Hilton Head Island-Bluffton Chamber
of Commerce
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Letkeeley Houng

President, Young Strategies Inc.
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Optimism &
Relnvestment!

A Positive travel forecast for 2012!

dUNG

strategies, 1nc.

Tuesday, May 22, 2012
Hilton Head Island SC_




{2011 — &Recoveny to expansion?

e “Counterintuitive”
Stock market erratic, corp. cash stockpiles
Federal, State & Local governments strapped

— Spending §
— Taxes®
— Deficitg
* Unemployment languishing close to 8%
» Personal savings upf
» Personal spending down}

Higher prices — gas, food and yes, trave




U.S. Travel Association’s

U.S. Travel Outlook {&

Research and Trends from Dr. Suzanne Co

Contacl Us Share Archive USTravel.org March 2011

Research Review

While key igfdicators poir§ to continuing improvements in U.S. travel segments, we are once
again faciny uncertainty, griven by rapidly changing world events that bear primarily on fuel
prices just akead of thefbeak spring and summer driving and flying season. If the price of
gasoline contindesT8 increase (or even surge) this will put additional pressure on the consumer
pocketbook. Despite this volatility, major analysts agree the economy is trending upward and
modest growth in travel is still expected. More

The Travel Dashboard in March highlights major indexes such as employment and consumer
confidence, Tourism Economics’ Leading Travel Indicator, prices and lodging performance.
More
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.5, Travel Assaciation's

U.S. Travel Outlook

Research and Trends from Dr. Suzanne Cook

Contact Us Archive ustravel.org January 2012

Research Review

As we begin the New Year, 2012 appears to bring positive momentum for the efonomy as
well as the travel industry. While a sustained recovery is still not under way an§ uncertainty
remains, most economists expect to see moderate growth throughout the year. Sagsu
confidence and spending showed strength over the holiday period, and employment numbers
continued to improve. Airlines, however, face challenges such as weak demand and soaring
fuel prices in 2012. Hotels are downshifting to slower growth, too, but business travel should
continue to do well and drive recovery. More

The Travel Dashboard in January highlights major indexes such as employment and
consumer confidence, Traveler Sentiment Index, prices and transportation trends. More




.5, Travel Association’'s

U.S. Travel Outlook

Research and Trends from Dr. Suzanne Coolk

Contact Us Archive ustravel.orao

Research Review

With summer quickly apprnachlng the .5 travel industry is anticipating moderately
|mpr|:|'u'ed perﬁ:urmance d strong season. Despne fickle e+:|:|n|:|m|+:

sugges( a more optimistic outlook ﬁ:urthe mnnths ahead. VWhile gas prices remain cause for

Eluamess travel - tlar- is under scrutiny again as a result thhe
high-profile GSA Enntrnuersy but the |r1+:|us’[r'j-r Is working closely with policymakers in order
to limit any negative effects. More

The Travel Dashboard in May highlights major indexes such as employment and consumer
confidence, Traveler Sentiment Index, prices and transportation trends. More




{ Good News for 2012

 February ADR grew by a near-record increase of 7.6%
over prior year.

* In North America, hotel rates jumped more than seven
percent for both business (+7.1%) and leisure (+7.3%)
travelers in February, marking the biggest year-over-
year increase on record, according to Pegasus.

 Despite an expected slowdown in April, forward-
looking booking data shows demand increasing at a
steady pace into the spring and summer, according to
the Pegasus View.

« STR's most recent forecast predicts ADR will grow 3.8
percent in 2012 and 4.4 percent in 2013.
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http://www.latimes.com/business/money/la-fi-mo-hotel-rates-20120326,0,204753.story
http://www.hotelnewsnow.com/media/File/PDFs/Industry_presentations/031812_Hunter_STR_final.pdf

{g\n %Uoﬁ)'mg Sraveler
* Mercenary Traveler
* Last minute planning
*Value seeking
* More shorter trips {
* Shift - Boomers to GenX
* Exploring new planning technology

* Changing travel party demographics




{8% %vofv'm.g SJraveler

FUNDAMENTAL SOCIAL CHANGE:

Leisure travel is no longer just a luxury

For most

It is a form of therapy |
We just have to get awayI




{g\n %Uoﬁ)'mg SJraveler

The NEED to GET AWAY:
* Get away from work, friends, family
* Get away from debt, politics, religion

TRUMPS:

*Price of gas
e Lack of job
* Debt, politics, family, etc.




{go(p &Fravel $frends

 Last minute planning > news cycle

* Technology to book

—\Website = experience (videos)
 Social media = relationship
» Jaded travelers — been there done that

» Impatient travelers want you to take
~ charge of their TOTAL exper g




SFraveter Expectations
{ P

* WWe are hearing from travelers that it
IS not always about the destination,
but also about what their passion
points are, what motivates them,
what they love to do In their life,"

— Ellen Bettridge, vice president
American Express Retail Travel
Network.




{g‘ume[)a %;a(pectaﬂonb

* Travelers are increasingly building their trips

around festivals (such as wine

and/or food).

 Although the culinary experience Is a big
draw, there Is also Iincreasing interest in
hiking tours and outdoor, active vacations

and expedition-type holidays.

» American Express data show t
consumers are planning to spe

nat U.S.
nd 11 percent

more on vacations in 2012 tha

N last year.



http://m.torontosun.com/2012/03/02/destination-not-only-driving-force-for-travel
http://m.torontosun.com/2012/03/02/destination-not-only-driving-force-for-travel

{fB‘mnﬁ'mg & Rebranding

* Your travel product MUST stand out
« Appeal as a UNIQUE EXPERIENCE

* Your message must:
— Stand out
— Be memorable
— Connect emotionally with the traveler
— Motivate interest
— Be consistent
— Be funded to be visible




{Ta ke Away

You can’t run your offense when you
are always on defense

Slow down the game
Control the ball
Run your offense
RESEARCH BASED PLAN!
Customer Drivenll _




Berkeley Young,
Young Strategies, Inc

byoung@youngstrategies.com
704-677-4018
704-770-3333

www.facebook.com/Young Strateg
www.twitter.com/berkeleyyoung

WwWw.youngstrategies.com
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mailto:byoung@youngstrategies.com

{ (you.ng ,,&b.aiegw) &feam

e Destination research and strategic planning
e Research for 100+ destinations in 26 states

e Communities, regions and states

e Travel industry focused

* National research data and trends analysis

e Writing and speaking

e Board workshops & planning sessions

e Listening to travelers




sSources

.S. Travel Association
Wells Fargo Economics Group
Ypartnership
Smith Travel Research
PKF Hospitality Research
Tourism Economics
The Conference Board
Bureau of Labor Statistics
PhocusWright
U.S. Census Bureau
Cruise Line Industry Association (CLIA)
Air Transport Association (ATA)
Center for Exhibition Research (CEIR)
National Restaurant Association (NRA)

_ "Am—*rJ,,JrJ rJowJ ’, Lodg SAE Assoclation (AFZLA)
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Vice President, Visitor & Convention Bureau
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% cCTmDef %cmwrmd 2000-2010

Chart 2: U.S. Domestic Travel Expenditures and Nominal GDP, 2000-2010
% Change over Prior Year

8%
6%
4%
2%
0%
-2%
-4%

-6%

-8%

2000 2001 2002 2003 2004 2005 2006 2007

B Domestic Travel Expenditures Nominal GDP

2008

2009 2010

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

" HILTON HEAD ISLAND
COME tiwal with me



{ Jotad Misitors to Flibtonn FHead Jstand per (H)eal

2,500,000
2,400,000
2,300,000

2,200,000

2,100,000 T
|
September 11 Attacks

2,000,000

1,900,000

Global Recession

1,800,000
2001 2002 2003 2004 2005 2006 2007 2008 2009 2010 2011

Source 2009-2011: USCB Lowcountry and Resort Islands Tourism Institute

Source 2001-2008: STR & Visitor Profile Data, Hilton Head Island-Bluffton Chamber of Commerce Visitor & Convention Bureau
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{ Eﬁg}gmg Metuics:
Jan-March 2012 vs Jan-gVlaach 2011

* Two-Source Occupancy: Up + 14.2%
* Two-Source ADR: Up + 13%

* Two-Source RevPAR: Up + 29%

Source: STR & V-trip Two-Source Report ¥ i !
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{ Futwe Frends: Ppril- September 2012

* “On the Books” Vacation Rentals Occupancy:
Up +4.1%

 “On the Books” Vacation Rental ADR:
Up + 0.8%

e “On the Books” Vacation Rental RevPAR:
Up + 4.9%
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BUSINESS o TRAVLL © 100D o OOLF o PUZILSS,

U'S AIRWAYS i)

Hees

search

CHATLIVE  REQUEST WFORMATION MAPS & DIRECTIONS  BLOG  VIDEOS

MIETYRTCIIIPN S DEALS GOLF EVENTS SEE&DO LODGING DINING WEDDINGS ABOUTTHEISLAND = GETTING HERE

ay with me

A
g s 5
Your next family vacation
HILTON HEAD ISLAND 1S CLOSER THAN YOU THINK
come away with me =

ENJOY IT LIKE AN INSIDER

' | LATEST BUZZ ~ MARQUEE EVENTS WHERE TO STAY UPCOMING EVENTS n

Hilton Head Island C Watch the Full Episode

deATopShr-.a v ) of Getting Away

Rated Golf Resort 3

onthe PGATOUR gy
Forbes.

Together on
Hilton Head Isl

CNTRAVELLER.COM

HILTON HEAD ISLAND DESTI >

Some tings are werth preserving. Not kst
becaume theyt old, bt because they represent
the stories hat haveframed the ac o e ves
Historkc Michetile i worth preserving.  rep-
The Jazz Corner on Hilton Head Island is a cultural crossroads resents the story Bf the dawn of freedom

Mitchetvilia grounds hold the stories of the

— and was voted

of two great sou

raditions — jazz ai first freadmen~—stories destined to ervich our

one of the Childrent future.

at jazz rooms in the world by DounBeat Ma,

t Seafood Resta

in2011. Sea Grass Grille was voted “Be:

restaurants.

goto hiltonheadculinary.c

ol L | HILTON HEAD INSIDER SARCHTHS 06

e 2l

HILTON HEAD ISLAND

RECENT POSTS

Don’t miss Hilton Head Island Wine

. 4 Y . 'y r
aich 510, 20121 ofomericas (/6(%7'/!(1{/«, i

OF FREEDOM TS

& Food Festival,
o S0 o

“Dining here is like having an intimate

dinner in someone’s beach house.” k.
- Sea Grass Grille executive chef, =
Chad Newman

Mrrcuewviiie — THE NATION's FiRsT FREEDMAN'S ViLLAGE

o He

F ‘c;s;l)

- HILTON HEAD ISLAND
[OFS Bouth Carolina

{1k

whner and musician; g Hilton Head Island Visitor & Convention Bureau
‘executive chef Mark Gaylord of the Jazz Comer - www.hiltonheadculinary.com | 800.523.3373

HILTON HEAD ISLAND
South Caooh

HILTON HEAD ISLAND
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Research-Priven Pestination PVazketing

Hilton Head Island Marketing Council Meeting May 21, 2012

HILTON HEAD ISLAND

MARKETING
DASHBOARD

VISITOR & CONVENTION BUREAU

J&()llif] Caofina

March 2012
146,

Site visits

per visit

Bounce rate

Top content areas page views
March 2012

1. What to do 32
Where to stay (hotels inns resorts) 19,484
Events calendar 17,980

About the island 14,199

Where to stay (main) 13,526

[T

Mobile Traffic
March 2012

27.939 visits

April 2012
32.878 visits

Comparative statistics for www.hiltonheadisland.org

Minutes Avg on site

April 2012
140,261
36,102

HILTON HEAD ISLAND
& THE LOWCOUNTRY

think

MISSION & PRINCIPLES

HOME | REGISTER | LOGIN

VIEW CART/PURCHASES

ABOUT THE CHAMBER OF COMMERCE | CONTACTUS

ECONOMICIMPACT TRAVEI

22.1%

of all second home owners
plan to retire on Hilton Head
Island in the next 10 years

VIEW REPORT SUMMARY VIEW FULL REPORT

CURRENT
MONTH

CURRENT MONTH
COMPARED TO LAST YEAR

CURRENT YEAR
TO DATE

LODGING DASHBOARD DECEMBER 2011

April 2012
1. What to do 36,436
2. Events calendar 16,691

3. Where to stay (hotels inns resorts) 16,045 @"“0‘
4. Abont the island 13,575 VN

5. Dining (restaurants) 12,893

Year to Date
102.313 visits

= .

@

i

]
#

# OF VISITORS TO TIMESHARE
nton veap 1siano: 142,694 | occupancy:
HOME/VILLA & HOTEL HOME/VILLA &
OCCUPANCY 17.90% HOTEL AVERAGE
COMBINED: DAILY RATE
COMBINED:
HOTEL OCCUPANCY: 32.2% NOTEIVAVERACE

LATCCT MDWIC

DAILY RATE:

ORDEMOGRAPHICS RESIDENT DEMOGRAPHICS REGIONAL BUSINESS REALESTATE

03 04 05 » Pause

CURRENT YEAR COMPARED
TO LAST YEAR

94.50%

$107.00

$88.72

DADIIAD DECCADCLI

SEARCH ECONOMIC DATA

STAY CONNECTED

Sign-up to receive priority notification of
all news items, research and data
related to Hilton Head Island, South
Carolina.

WHY REGISTER?

Registration is required to gain access
to premium content. Chamber Members
should complete the registration
process to gain additional access to
data and discount pricing. The general
public can access most (but not all)
content without completing the
registration process.

HILTON HEAD ISLAND-BLUFFTON
CHAMBER OF COMMERCE

HILTON HEAD ISLAND
COME tiwal with. ms




{ gocub on the @ﬂ]ﬁuﬁrﬂ; $Jraveler

- HILTON HEAD ISLAND
‘™27~ GOLF

FIND GOLF COURSES BY MAP | GOLF BLOG | DESTINATION INFORMATION

COURSES GOLF PACKAGE OFFERS LODGING GOLF SCHOOLS EVENTS PHOTOS & VIDEOS HILTON HEAD EXPERIENCE

- T

Se—

LEGENDARY GOLF
EXPERIENCES

Precision and artistry take shape on Tee off course designer Gary Nearly all holes are lined with Over 40 years old and one of Hilton
this Pete Dye Signature Course at Player's first golf course on Hilton towering oaks and feature a few Head Island's champions of
Hampton Hall interesting doglegs antiquity

Head Island

HILTON HEAD ISLAND GOLF VACATIONS

HILTON HEAD ISLAND
COME tiwal with m




{ c@eneﬁocp CcJ\fexi@erL “Brand ﬁm(]

@ Traditional
Media

Puhlic
Relations

Foursquare

Food
Spotting

Googlet+

HILTON HEAD ISLAND
COME tiwal with me




Foster C2055 Snﬂu,stnd %Nehuoﬂ)dn%, Qadéa%ima and

{CJ motions

HILTON HEAD ISLAND -

VISITOR AND CONVENTION BUREAU THEISLAND THE EXPERTS THE DETAILS
'l . ]

THE b ?

SUBMIT RFP
CETTING HERE
PLANNER SERVICES

MEETING SPACES
ACCOMMODATIONS
CULINARY SCENE
RECREATION / ATTRACTIONS
GROUP TOURS / REUNIONS
MEET GREEN

TEAM BUILDING

SOCIAL RESPONSIBILITY

#HILTON HEAD TSLAND

1 i
-l / Lf ence

SIGN UPFORE-NEWS

DININ The Hilton Head Difference: Meet. Then Do. N —
* Restau A new way to think about meetings and retreats. HILTON HEAD ISLAND EXPERIENCE

* Caterin
* Bakerie The way we all "do business" has changed. Corporate performance is more important
* Hilton H

Please contact Jack Reed, Director of Sales

Head
than ever, but there is a new and wonderful focus on doing good in addition to doing rand

jreed @hiltonheadisland.org

1-800-523-3373

well. nd's
land is
The Hilton Head Island Difference is designed to give organizations an easy way to 91“0[
places

incorporate a Corporate Social Responsibility (CSR) component into their group

meetings. = 3 "
. . Download the Eﬁ
TGl this Hbibton Hoead A sband ﬁm{‘\{(n‘nue‘ -.ﬁ
e Meeting and retreat participants choose a community service project as a part of 7 Brochure Today » i’ﬂg 2

their event package.

e They are matched with a participating United Way of the Lowcountry or other

players of all skill levels

HILTON HEAD ISLAND

P
COMUE Ay |J.'-Ld"L Im



{ Moving the INeedle on Destination PWarket
cPerformance

Measure & Performance through Market Research
& Analysis --- Communicate Results

Generate Brand Awareness, Interest, Inquiry, Opt-ins &
Referrals for Conversion and Re-Targeting

Consistently Promote the Hilton Head Island Brand to Target
Customers via Select Content Hub Channels

Champion the Brand --- Leveraging Partnerships, Coops & Brand Extensions ---
Quality Sales Prospecting & Customer Service

Market Research ---- Promote Product Innovation & Re-Development ---
Target High-Value Visitors --- Engage in Adaptive Management

I . HILTON HEAD ISLAND .
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CHAMBER OF COMMERCE

Gack Recd

Director of Sales, Visitor & Convention Bureau
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{ Goup Dales Ovewiew 2012/2013

Leads 2012 vs. 2011

e Lead up +18%

* Room nights from leads up +74%
 Definite room nights up +75%




Lead %()Joedin%

* DayBreak

* SDR

« 73 qualified
prospects from 1,918
outgoing phone calls

HILTON HEAD ISLAND
VISITOR & CONVENTION BUREAU

8oing business gmcejixmj

HILTON HEAD ISLAND

lboards. From the
end with the

This
opening of its first bridge to the mainla
island’s natural beauty. It remains that way today.

mile island is unfike most other meeting destinations. There are no neon signs, skyscrapers or
d in 1858, Hilton Head Island planners insisted that de

Hilton Head Island’s windswept shores are a beautiful place for invigorating new ideas and relaxing in luxury. The South

Carolina Lowcountry rewards and refreshes all who visit with championship golf, brand-new spas, world-class resorts and

nient, e

00 attendees and a conv vironmentally planned

pristine beaches. Providing space to accommodate 10 to 2
location, Hilton Head Island is an ideal choice for meeting in style

What's more, you can save time by working with the Visitor & Convention Bureau. Whether your group is large or small

we can gather information and make recommendations. We're committed to responding to all requests expediently. usually

within 24 hours, and are fully equipped to h

Closer than you think
Hilton Head Island is a great value and is easily accessed by air, on land, or even by boat via the Intra-coastal Waterway.

aimed as one of the most beautiful and welcoming airports

Savannah-Hilton Head Intemational Airport is widely 3

anywhere, along with the Hilton Head Island Airport (HHH), where you can land right on the island via scheduled air service or

private jets

Meet & refresh

In addition to Hilton Head Island’s luxurious hotels and resorts, consider relaxing in one of 6,000 well-equipped homes or villas

for your next executive gathering or meeting.

Rejuvenating retreats
After a day of business, rejuvenate in any of Hilton Head Island's luxury spas and enjoy soothing massages and cleansing

treatments amid the Island’s natural beauty.

Jack Reed, Director of Sales

iy www._HiltonHeadMeetings.org
843.341.8361 | 868.278.0037 | JackReed@HiltonHeadIsland.org

A\l

v — 'y |

HILTON HEAD ISLAND
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{ Fradeshows

« SMU

* Meeting Quest

 GSAE

* Rejuvenate Marketplace
« AENC

 SCSAE

« ASAE/Springtime

* Collaborate Marketplace

i . HILTON HEAD ISLAND -
COME tiwal with me



{ &Events

» Regional Leadership

Summit
- .. SUCCESSFUL Y
 Diamond Invitational o)
Golf Tournament [INVITATIONAL

* Meeting Masters Golf
Tournament

HILTON HEAD ISLAND
wayy with m


http://www.thegolfe.com/

{ Monthby Lead Review Meetings

" HILTON HEAD ISLAND
COME tiwal with me




{yeol'uld

= Last year over 700 stories and mentions
about Hilton Head Island in the media

= Represents an ad value of over $8.3 million

O CHICAGO

Loyl A SUN-TIMES

GETTING AWAY Iél \"A
OGETHER NBC

HILTON HEAD ISLAND
ooy with, m


http://www.gettingawaytogether.com/destination/hilton-head?webisode

. L
7 ~

'*af(;‘
HILTON HEAD ISLAND-BLUFFTON
CHAMBER OF COMMERCE

Chalie Clazke

Vice President of Communications
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Public Relations Highbighs

HOTELSCITIESISUANE

g

- -
2011 READERS’

Condé Nast JiWasos:
ivioss TS

_SOUther n Living N o BESTINTHE WORLD!
pas 101 —({ cA

Decorati
Ideas e

Pretty color combos
& casy makeovers
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» HILTON HEAD ISLAND
== THE SUMMER MUST LIST
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{@rL the CCHD‘LLSorL

* Non-stop media relations: Ongoing proactive print,
online and non-traditional media outreach to reach
consumers in top markets via packages, island news and

in depth feature profiles
- Canadian Outreach: Reach Canadians in key markets i * i

via targeted media outreach and editorial appointments
in media hubs (Toronto and possibly Montreal) to entice

our neighbors to the north to vacation on Hilton Head LANDS END

« Upscale Travelers: Hone in on high yield consumers
via partnerships with like-minded brands (i.e. Vera

Bradley, Lands End) and of course targeting media

outlets catering to the high end consumer

!
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HILTON HEAD ISLAND

come away with me



