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2011-12 Key Metric Performance  
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Overall Website Performance 
 Total Website Visits are up +19% vs prior year 
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 Pages per Visit are roughly flat vs prior year 

 Avg Time on Site is up +27% vs prior year  Overall Bounce Rate is down 3ppt vs prior year 

+19% 

+27% 
-3ppt 

Jan - Apr 



Conversion Rate 

 YTD over 31% of visits to HHI.org converted on one of the key metrics 

 The majority ~93% of conversion are links outs to partner properties  
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31.8% 

Sources of Conversion 

Jan - Apr 



Organic Search Visitation 

 Organic Search visitation is up significantly +28% vs the prior year 
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+28% 

Jan - Apr 



Mobile Visitation 

 YTD, mobile visits drove 20% of overall HHI.org traffic 

 Mobile visits to HHI.org have more than double vs the prior year up +154% 

 Traffic is almost equally split between smartphones and tablets (iPad) 
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+154% 



Mobile Visitation 
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HHI 2012-2013 Online Marketing Plan 
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Strategic Overview  

 Objective ~ support an increase in HiltonHeadIsland.org website traffic from 
1.2 million to 1.5 million users in 2012-13    

 

 

 

 

 

 

 

 

 

 

 Strategy ~ utilize select, targeted, online marketing opportunities to cost-
effectively engage potential Hilton Head Island visitors and drive them to 
measurable online conversion actions  
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300k additional Visits 
a 25% increase 



Targeting of Online Marketing 

All of the 2012-13 HHI online marketing campaigns will be targeted toward specific 
users by multiple criteria:   

 Geographic origin market > local, SC, other key states, etc.  

 Search Interest > specific program, branded/company or competitor keywords  

 Content interest > relevant copy/keywords, select websites and topics  

 Behavioral Interest Categories > users recently identified with specific interests 

 Re marketing > remain engaged with majority of users who do not convert 

 Custom combinations > combine multiple of the above areas 
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Online Marketing Channels  
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 Search Engine Marketing (SEM) 

 Reaches the right customer at the right time 

 Global, targeted, measurable 

 Most efficient and effective advertising  

 

 Display/Banner Advertising  

 Reaches qualified users and utilize multiple targeting criteria    

 Focus on performance-based pricing options (pay-per-click)  

 

 Additional Opportunities  

 Mobile –mobile phone and tablet campaigns  

 Social Media ~ Facebook “Like” campaigns  

 Video ~ YouTube (the 2nd largest global search engine)   

  

Leverage multiple online channels to maximize targeting, reach, measurability, 
efficiency and effectiveness of online marketing efforts.   

http://mail.google.com/a/net-conversion.com/?ui=1&realattid=f_fcewmapa&attid=0.3&disp=inline&view=att&th=117f9b45100f4296


Promotional Focus  
 Individual campaigns customized to drive the following HHI promotional areas:   
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Facebook – Optimizing the Platform  
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Facebook – Optimizing the Platform  
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YouTube – Brand Channel  



Analytics & Reporting 
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Key Metrics for Hilton Head Island 
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Key Metrics for Hilton Head Island 
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Visitors Shoppers Conversions 

Key metrics are tracked and trended and be used to continually optimize the 
marketing campaigns and the website      

 Visits to Pre-Conversion Pages 

 What to See & Do 

 Where to Stay 

 Getting Here 

 Insider Visits  

 Request Planner Page 

 Completion of action  

 Links to partner resorts 

 Insider Sign-ups 

 Insider partner links   

 Facebook, Twitter 

 Vacation Planner 
Requests 

 

 Traffic to hhi.org 

 Direct  

 Organic Search  

 Search Marketing 

 Display Advertising 

 Social Media / CRM  

 Other Sources 

 



Hilton Head Golf 
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Website Performance 



Website Performance 
 Visits are up +50% vs prior year 
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 Pages per Visit are down slightly -6% vs prior year 

 Avg Time on Site is down -7% vs prior year  Overall Bounce Rate is up +7ppt vs prior year, driven 
by increased link outs to partner properties 

+50% 

-7% 
+7ppt 

-6% 



Organic Search 

 Organic Search is the primary driver of visitation growth vs the prior year.   

 Organic Search visits are up significantly +83%  vs the prior year 
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+83% 



Online Marketing Campaigns 

 Individual campaigns enable marketing efforts to focus against specific groups of 
consumers and interests, offer/messaging, conversion metrics and budget control. 

 Dedicated channel and products campaigns would be developed to promote 
multiple areas of Hilton Head Golf:    

 

 

 

 

 

 

 

 

 

 

 All campaigns will be tracked against key performance indicators:  

 Spend > Clicks > Shoppers > Conversions 
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Search Campaigns 

Content (Banner/Text)  

Re marketing 

Interest Categories 

 HHI Golf Search (US) campaign > targets users in the US seeking HHI golf 

 HHI Golf Search (CA) campaigns > targets users in Canada seeking HHI golf  

 Regional Golf Interest campaign > targets users in the US seeking SC, etc golf  

 Broad Golf campaign > targets users in regional drive states seeking general golf options  

 Competitors Golf campaign > targets users in top HHI markets seeking competitor 
destination 

Additional considerations 

Social Campaigns 

Mobile Campaigns  Video Campaigns  



Key Metrics for Hilton Head Golf  
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Visitors Shoppers Conversions 

Key metrics are tracked and trended and be used to continually optimize the 
marketing campaigns and the website      

 Visits to Pre-Conversion Pages 

 Golf Courses 

 Golf Package Offers 

 Golf Events 

 Enter to Win 

 Build Your Golf Vacation 

 RBC Heritage 

 Golf Insider 

 Outgoing Links & Form 
Submissions 

 Partner Links 

 Download Guide 

 Enter to Win Submission 

 Build Your Golf Vacation 
Submission 

 Golf Insider Submission 

 Traffic to hhi.org/golf 

 Direct  

 Organic Search  

 Search Marketing 

 Display Advertising 

 Social Media / CRM  

 Other Sources 

 



HHI Meetings & Groups Micro-site 

27 



Meetings & Groups Initiatives  

 The key objective is to position the HHI region as the preferred location to 
host a meeting, conference or retreat, while generating increased leads 
for group sales.  

 

 Lead generation via online Requests for Proposals is key.  

 

 Positioning destination lures, combined with key components of the Hilton 
Head Island Difference is key.  

 

 All content will be available on a mobile Web site for smartphone users. 

 

 Proposed introduction of Come Early, Stay Late incentive program for 
increased spending in region pre/post conferences/events.  
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Website Performance 



Questions? 
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