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{ Hilton Head Island Marketing 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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Optimism & 

Reinvestment! 
 

A Positive travel forecast for 2012! 
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{ 2011 – Recovery to expansion? 

• “Counterintuitive” 

• Stock market erratic, corp. cash stockpiles 

• Federal, State & Local governments strapped 

– Spending  

– Taxes 

– Deficit 

• Unemployment languishing close to 8% 

• Personal savings up 

• Personal spending down 

• Higher prices – gas, food and yes, travel 
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{ 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.  

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


{ An Evolving Traveler 
•Mercenary Traveler 

•Last minute planning 

•Value seeking 

•More shorter trips 

•Shift - Boomers to GenX 

•Exploring new planning technology 

•Changing travel party demographics 

•Fewer but more engaging activities 



{ An Evolving Traveler 

FUNDAMENTAL SOCIAL CHANGE: 
 

Leisure travel is no longer just a luxury 
 

 

 

For most 
 

It is a form of therapy 

We just have to get away! 
 



{ An Evolving Traveler 

The NEED to GET AWAY: 

•Get away from work, friends, family 

•Get away from debt, politics, religion 

TRUMPS: 

•Price of gas 

•Lack of job 

•Debt, politics, family, etc. 
 



{ Top Travel Trends  

• 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 experience 

 



{ Traveler Expectations   

• We 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.  



{ Traveler Expectations   

• 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 increasing interest in 
hiking tours and outdoor, active vacations 
and expedition-type holidays.  

• American Express data show that U.S. 
consumers are planning to spend 11 percent 
more on vacations in 2012 than 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


{ Branding & 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 

 



{ Take 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 Driven!! 
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Berkeley Young,  

Young Strategies, Inc 
 

byoung@youngstrategies.com 

704-677-4018 

704-770-3333 
 

www.facebook.com/Young Strategies 

www.twitter.com/berkeleyyoung 

 

www.youngstrategies.com 

mailto:byoung@youngstrategies.com


{ 
• Destination research and strategic planning 

• Research for 100+ destinations in 26 states 

• Communities, regions and states 

• Travel industry focused 

• National research data and trends analysis 

• Writing and speaking 

• Board workshops & planning sessions 

• Listening to travelers 

Young Strategies Team 



{ Sources 
U.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) 
American Hotel & Lodging Association (AH&LA) 
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{ US Travel Economy 2000-2010 

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

 



{ Total Visitors to Hilton Head Island 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 



{ Future Trends: April-September 2012 

• “On the Books” Vacation Rentals Occupancy:  

       Up + 4.1%  

 

• “On the Books” Vacation Rental ADR:  

       Up + 0.8%  

 

• “On the Books” Vacation Rental RevPAR:  

       Up + 4.9%  

Source: V-trip 



{ Plan Highlights 



{ Research-Driven Destination Marketing 



{ Focus on the Affluent Traveler  



{ Develop NextGen Brand Loyalty 

 



{ 
Foster Cross Industry Networking, Packaging and 
Promotions 
 



{ Moving the Needle on Destination Market 
Performance 

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

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

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

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

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

• DayBreak   

• SDR 

• 73 qualified 

prospects from 1,918 

outgoing phone calls 

 



{ Tradeshows 

• SMU 

• Meeting Quest 

• GSAE    

• Rejuvenate Marketplace  

• AENC 

• SCSAE  

• ASAE/Springtime 

• Collaborate Marketplace  

 



{ Events 

• Regional Leadership 

Summit 

 

• Diamond Invitational 

Golf Tournament 

 

• Meeting Masters Golf 

Tournament 

http://www.thegolfe.com/


{ Monthly Lead Review Meetings 



{ 
 Last year over 700 stories and mentions 

about Hilton Head Island in the media  

 Represents an ad value of over $8.3 million  

Year in Review 

http://www.gettingawaytogether.com/destination/hilton-head?webisode
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{ Public Relations Highlights 



{ 
• 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 

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  

 

• 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  

On the Horizon 
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