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Letter from Our CEO,

To our tourism stakeholders, local businesses, and our Hilton Head Island
community. Together, we weathered the storm of Covid-19. In 2021 we banded
together, working to responsibly market our destination, clearly communicate
our health and safety precautions, and educate guests about the importance
of our delicate ecosystem.

Our efforts worked. We drove vital leads to our partner businesses from
HiltonHeadlsland.org, secured valuable stories in the press, launched

successful digital campaigns, and retained our title as America’s Favorite
Island® with Travel + Leisure and Condé Nast Traveler recognitions. We also learned we are capable of
more than we thought possible. We shifted course, met new demands, responded to fresh challenges, and
reconfigured our approach time and time again.

2021 taught us much about what we can do when we work together and how our organization can best
support our community and businesses, while attracting guests and helping to deliver on our marketing
promise to those visitors. And so, after consultation with local businesses, government agencies, colleagues
at the U.S. Travel Association and our partner agencies, we are launching this marketing plan with a new and
clear vision.

We are thinking bigger and being bolder with our approach. We are not restricting ourselves to the metrics of
the past, but instead laying the groundwork for an optimistic and ambitious marketing roadmap.

At each stage of our plan, with each milestone crossed, we will be evaluating our performance and sharing our
findings with stakeholders and businesses so that, together, we can learn and optimize our efforts.

The past two years have been challenging, but we have learned Hilton Head Island is perfectly, naturally
designed to speak to the emotional needs of our guests, and that our community, culture, and identity is at

the heart of everything we do.

| thank the Board of Directors, Marketing Council, community leaders, and residents for your partnership in
the days and months to come. We move forward in the spirit of transparency and community.

Sincerely,

William G Miles, IOM, CCE
President & CEO
Hilton Head Island-Bluffton Chamber of Commerce

HILTONHEADISLAND.ORG 5



2022 BOARD OF DIRECTORS

EXECUTIVE COMMITTEE

CHAIR

Susana Cook
Hilton Garden Inn

IMMEDIATE PAST CHAIR
Chris McCorkendale

VICE CHAIR, BLUFFTON
REGIONAL BUSINESS
COUNCIL

Chris Corkern

Prudential Insurance

VICE CHAIR, FINANCE

Andrew Schumacher
Palmetto Dunes P.O.A.

VICE CHAIR,
GOVERNMENT RELATIONS

Jean Beck
Hilton Head Area Realtors

VICE CHAIR, MEMBERSHIP

Andrew Carmines
Hudson's Seafood House
on the Docks

VICE CHAIR,
SMALL BUSINESS

Andrea Bragg
Forsythe Jewelers

BOARD OF DIRECTORS

Quinn Baldree
Truist

Steve Birdwell
The Sea Pines Resort

Joel Braun
Hargray

Mary Lee Carns

Technical College of the Lowcountry

Greg Kelly
Savannah/Hilton Head
International Airport

Diana McDougall
Coastal States Bank

Walter Nester
Burr & Forman

Dr. Al Panu
University of South Carolina,
Beaufort

Jon Rembold
Hilton Head Island Airport

Grace Stepp
Disney’s Hilton Head Island Resort

Joel Taylor
Hilton Head Regional Healthcare

Mike Tighe
Westin Hilton Head Island
Resort & Spa

6 FY 2022-2023 HILTON HEAD ISLAND DESTINATION MARKETING PLAN

VICE CHAIR, VISITOR &
CONVENTION BUREAU

Caleb Graham
Ocean Oak Resort

VICE CHAIR, WORKFORCE
& EDUCATION
Terry Tadlock

Correll Insurance Group
of Hilton Head

PRESIDENT & CEO

William G. Miles, IOM, CCE
Hilton Head Island-Bluffton
Chamber of Commerce

Ahmad Ward
Historic Mitchelville
Freedom Park

Steve Wilmot
Heritage Classic Foundation

Alan Wolf
SERG Restaurant Group



FY 2022-2023 MARKETING
COUNCIL MEMBERS

The Hilton Head Island Marketing Council serves as an advisory and advocacy committee to the Hilton

Head Island Visitor & Convention Bureau. The Council represents cross sections of the island’s diverse travel

and tourism industry and guides the planning and execution of the annual Destination Marketing Plan. The

committee monitors the plan’s effectiveness and results making recommendations for improvements and

enhancements when needed.

Vice Chairman, Visitor &
Convention Bureau
Caleb Graham

General Manager,

Ocean Oak Resort by
Hilton Grand Vacations

Arts Seat

Jennifer McEwen
Director of Cultural Affairs
Town of Hilton Head Island

Attractions Seat

Rex Garniewicz
President & CEO

Coastal Discovery Museum

Convention Property Seat
Teresa Manzolillo

Director of Sales and Marketing
Marriott Hilton Head Resort & Spa

Convention Property Seat
John Munro

Vice President of Hospitality

The Sea Pines Resort, Resort

Sales & Marketing

Cultural/ Historical Seat
Courtney Young
President/CEO

ForeSight Communications, LLC

Ecotourism Seat
Mike Overton
Founder & CEO
Outside Brands

Entertainment Seat
Ryan Larson
Director of Marketing
SERG Group

Festival & Event Seat
Lindsey Harrel

President

Hilton Head Island Concours
d’Elegance & Motoring Festival

Golf Seat

Brad Marra

Chief Operating Officer

Palmetto Dunes Oceanfront Resort

Home & Villa Seat
Dru Brown

Managing Partner
Island Time Hilton Head

Outdoor Recreation/ Sports
Julie Jilly

Vice President

Professional Tennis Registry

Restaurant Seat

Stacy Jukofsky

Marketing Director

Coastal Restaurants & Bars CRAB

Retail Seat

Beth Patton
Marketing Manager
Forsythe Jewelers

Select Service Seat
Sheryl Roger
Director of Sales
Courtyard by Marriott

Transportation & Tour Seat
Lori Lynah

Director of Marketing and

Air Service Development

Savannah/Hilton Head International

Airport

Transportation & Tour Seat

Jon Rembold

Airports Director

Hilton Head Island Airport/Beaufort
Executive Airport

Town Representatives
Angie Stone

Assistant Town Manager
Town of Hilton Head Island

Tom Lennox
Town Councilman, Ward 5

David Ames

Town Councilman, Ward 3

HILTONHEADISLAND.ORG



B
i e T e




APPROACH

In 2021 our marketing and communication

efforts followed two core streams:

DRIVING VISITATION
POST-LOCKDOWN.

PROTECTING THE HEALTH AND SAFETY OF OUR
COMMUNITY, BUSINESSES, GUESTS, AND OUR
DELICATE ECOSYSTEM.
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In FY 2022-2023 we are following the evolution of these efforts.

GOALS, STRATEGIES,
AND TACTICS

The previous year taught us we are creative, nimble
and capable of more than we ever thought possible.
With this in mind, our goal moving forward is
designed to allow for best-in-class thinking.

The overarching goal of the marketing strategy is to
drive qualified visitation to the destination.

STRATEGIES

» Build brand awareness and support qualified
visitation to our destination among our
target markets.

» Enhance leisure and meeting and group
business by supporting qualified visitation to the
destination (e.g., attracting those most likely to
appreciate and engage safely and respectfully with
our attractions).

» Drive the discovery and exploration of
the destination’s deeper stories, culture,
art, and history.

P

X

Connect the on-Island experience to deliver on
the marketing promise by supporting hospitality
businesses with consistent messaging and tools.

P

X

Create an understanding of the value of our
delicate ecosystem and instill pride in and
demand for protecting that ecosystem and
growing the infrastructure of our community
(Resident and Visitor).

*A full description of all activities can be found in our Marketing
Plan Strategy and Tactical Details Section. Below is a summary of
all activities.

HILTONHEADISLAND.ORG
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J BUILD BRAND AWARENESS

\/ ENHANCE LEISURE & GROUP BUSINESS
THROUGH QUALIFIED VISITATION

\/ DRIVE DEEPER DISCOVERY AND
EXPLORATION OF OUR DESTINATION

CONNECT THE MARKETING PROMISE
WITH THE ON-ISLAND EXPERIENCE

N

CREATE AN UNDERSTANDING OF,
AND RESPECT FOR OUR DELICATE
ECOSYSTEM (RESIDENT AND VISITOR)

N

TACTICS

Digital Display

Connected TV & Traditional Broadcast
Programmatic Advertising

Audio Advertising

Traditional Ad Placements (Print)

Social Media Marketing (Facebook, Instagram,
Spotify, Pinterest, Twitter)

User Generated Content Curation
Public Relations (Media Outreach, Partnerships,
Influencers and Paid Earned Media Placements)

Email Marketing

Social and Display Remarketing Advertising
Search Engine Marketing

Search Engine Optimization and Local Search
Website Platform Relaunch

Digital Experience Personalization

LinkedIn (Organic and Paid)

Virtual Networking

Meetings & Groups Paid Digital Media

Trade Marketing

Lead Generation Ads

Island Time Blog

Paid Social Media

Search Optimization

Social Media Video/Reels/Stories
User Generated Content

Chatbot Evolution and Optimization

Digital Experience Personalization

Community Campaign and Brand Bootcamp
Resident and Visitor Surveys

Eco Campaign



KEY PERFORMANCE INDICATORS

Brand Lift Study
Website Traffic

Media Impressions

Website Traffic

Partner Referrals
Geo/Demos

Home & Villa Occupancy
Hotel Occupancy

Direct Solicitation
(phone, e-mail, social media)

Sales Appointments
(sales calls, trade shows, virtual)

Leads Sent to Properties

Increase Email Sign-Ups and Personalized
Segmentation

Increase Time Spent on Blog

Increase Social Referrals

Increase in Content Engagement Metrics
Chatbot Engagements

Community Sentiment Survey

Community Sentiment Survey Benchmarking
Business Brand Bootcamp Adoption

Visitor Profile Study

Campaign Landing Page Visits




DEFINING OUR CORNERSTONE

Tourism is a competitive landscape. Every
destination must compete with every other tourism
destination for their share of the world’s attention,
visitation and investment. A destination needs to
integrate the community into marketing efforts

to create the desire amongst travelers to want to
experience the destination and meet its people.

For any destination to ensure its competitive
advantage and increase visitor revenue, there must
be a clear strategic framework for developing,
articulating and promoting the destination brand.
That is why destination marketing and management
organizations exist. They have the unique mandate to
steward the community’s identity and reputation in

the global visitor marketplace on a daily basis.

A destination brand is rooted in the community’s
priorities. It is a common good and a shared value.
Promoting the destination is for the benefit and well-
being of everyone in the community. Therefore, the
stewardship of the brand is an essential investment
for enhancing quality of life and increasing
opportunities for all residents.

The Chamber warrants and represents that the
marketing plan shall include a “cornerstone plan”
which engages the community with public relations,
education, and social media strategies.




VISION MISSION

A welcoming, world-class community Stimulate the regional economy while

embracing nature, culture and economic enhancing the quality of life for all.
vibrancy for residents and visitors.

IT ALL STARTS WITH A VISIT

If you build a place If you build a place

where people want where people want

to visit, you'll build a to live, you'll build a

place where people place where people

want to live. want to work.
THE

DESTINATION
MANAGEMENT
CYCLE

If you build a place where business If you build a place where people
needs to be, you'll build a place want to work, you'll build a place
where people have to visit. where business needs to be.

HILTONHEADISLAND.ORG 13



IT STARTS WITH A VISIT

As a community built upon
tourism it is imperative to ensure
the destination for the next
generation of residents, business
owners and visitors.

As the Destination Marketing Organization (DMO)
we are experts within this space, constantly working
to ensure the community’s priorities and stewardship
of the brand that ultimately ensures the quality of life
for all.

The FY 2022-2023 Destination Marketing Plan ladders
into our organization’s three-year Strategic Plan

and ultimately into our community centric 10 year
Destination Management Plan. Our approach to
long-term tourism success sits alongside the Hilton
Head Island community’s 20 year comprehensive
plan. Our efforts complement and support a vibrant
and collaborative partnership with the Town of Hilton
Head Island to ensure the future of the destination.

DESTINATION MANAGEMENT PLAN

This 10 year plan, in partnership with the Town and
community, helps ensure the continued growth of
our tourism industry, while safeguarding the idyllic
way of life for those that live and work here.

The plan provides a platform for community
engagement, including input from business and
government leaders, stakeholders and residents

into what strategies are needed to ensure the
long-term success of our destination. The Destination
Management Plan enables a shared vision for our
community, and creates strategies to address such
areas as sustainable growth, product development,
consumer expectations and other socio-economic
factors.

STRATEGIC PLAN

The goal of the three-year Strategic Plan is to
ensure alignment with our Board of Directors

and collaborative efforts with our partners and
community. The plan is used to set priorities, focus
energy and resources, strengthen operations,
ensure that employees and stakeholders are
working toward common goals, establish agreement
around intended outcomes/results, and assess and
adjust the organization’s direction in response to a
changing environment.

In February 2021, the Board of Directors approved
and adopted the 2021-2023 Strategic Plan. The plan
is organized around these 5 strategic goals:

—_

Improve Alignment & Community Engagement
Grow Local Business

Expand Meetings & Groups

A owoN

Energize Destination Development
& Management

5. Sustain and Innovate as an Oganization

MARKETING PLAN

The Destination Marketing Plan is an operational
one-year document that outlines our overarching
goal, strategies, and tactics for the coming fiscal year
that our organization will implement to

generate brand awareness regarding tourism. It is
built on strategies and tactics to achieve our yearly
goal and ultimately aligns with the Strategic Plan

and Destination Management Plan initiatives.

14 FY 2022-2023 HILTON HEAD ISLAND DESTINATION MARKETING PLAN






2022-2023
MARKETING ROADMAP

Our strategic roadmap outlines the key milestones across strategies
and tactics that will help the destination maintain momentum
and drive results.

JUL-AUG

Southern Living

South’s Best Voting NOV-DEC

Lowcountry Living/Summer Holiday Travel

Fall Travel Giving Tuesday

Oyster/Dining Digital Campaign Seafood Festival

TRADITIONAL MEDIA Concours Wine + Food
PLACEMENTS

Travel + Leisure

Condé Nast Traveler

Fu||—T|‘me Travel Weekend Getaways Thanksgiving

American Express L trv Dining (Ovster S Holidavs

Garden & Gun owcountry Dining (Oyster Season) Y.

Kingdom Magazine

Departures

Martha Stewart Living, Weddings

16 FY 2022-2023 HILTON HEAD ISLAND DESTINATION MARKETING PLAN



JAN-FEB

CAMPAIGNS

Foodie February

Gullah Celebration

Wine + Food

Seafood Festival

Piano Competition

Restaurant Week

Travel + Leisure Voting

Darius Rucker Golf Tournament

Fresh Start
Lowcountry Love

PROJECT MILESTONES

Website - Strategy, |A, Designs
Brand Refresh Documentation Complete
Summer Campaign Development Begins

Heritage activation and campaign planning

TRADITIONAL MEDIA
PLACEMENTS

Travel + Leisure

Condé Nast Traveler

Full-Time Travel

American Express

Garden & Gun

Kingdom Magazine

Departures

Martha Stewart Living, Weddings

MAR-APR

CAMPAIGNS

RBC Heritage
Travel + Leisure Voting
Condé Nast Voting

RBC Heritage
Spring in Swing: Golf, Fishing, Biking

PROJECT MILESTONES

Website - Visual Designs and
Creative Copywriting

RBC Heritage Campaign Launches:
Digital Media, Influencers, Activation

TRADITIONAL MEDIA
PLACEMENTS

Travel + Leisure

Condé Nast Traveler

Full-Time Travel

American Express

Garden & Gun

Kingdom Magazine

Departures

Martha Stewart Living, Weddings

MAY-JUN

Sea Turtle Conservation
Condé Nast Voting
NTTW Summer Campaign
Pedal Hilton Head Island

Wildlife/Conservation
Ready for Summer

PROJECT MILESTONES

Website - Development, Testing
& Launch before Jun 30, 2022

Summer campaign launches

TRADITIONAL MEDIA
PLACEMENTS

Travel + Leisure

Condé Nast Traveler

Full-Time Travel

American Express

Garden & Gun

Kingdom Magazine

Departures

Martha Stewart Living, Weddings

.—
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DEMOGRAPHICS AND PERSONAS

Hilton Head Island’s visitor foundation was built on
identified drive markets, ensuring overnight stays and
from a long-term lens, home ownership. We nurture that
foundation and look to our real-time data sources, such
as Google Analytics, in addition to research, partnering
with the Office of Tourism Analysis at the College

of Charleston and the University of South Carolina
Beaufort. Using these insights we are able to extract
visitor persona detail which allows us the ability to further
refine our messaging to a more qualified potential
consumer.

Today, as we adjust to the new traveler needs, we will
continue to keep our demographics and key personas at
the forefront, but will adapt as necessary in the short-
term to address the consumers travel sentiment. We will
expand our drive radius as travelers are willing to drive

)
4

further distances post quarantine and continue
to focus on our short-haul fly markets, supporting
new air lift as it becomes available.

We have identified the following key persona
groups as:

- Families

- Snowbirds

» Sports Enthusiasts

- Weekenders

- Culinary Explorers

- Arts, History and Cultural Enthusiasts

* International Travelers




OUR TARGET LEISURE TRAVELER

2021 VISITOR PROFILE STUDY

FEMALE MALE

Affluent Traveler

56.7%
~ Undergraduate

Degree or Higher

Trips per Year

Nights Average
Length of Stay

*2021 Visitor Profile Study:
Office of Tourism Analysis, College of Charleston

AGE DISTRIBUTION

1.49% 0%
(N/A) <19) 10.5%

14.5% / (20-29)
(>70) <
16.5%

- (30-39)
25.8% 12.6%
(60-69) (40-49)
18 7%
(50-59)
HOUSEHOLD INCOME
DISTRIBUTION
2.3%

68% 4k 6.3%

(>250K) \ (25-34K)
5.9% /
(200-249K) 1.7%
" (35-49K)
13.0%
(150-199K)
15.7%
(50-74K)

24.6%
(100-149K)
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TRAVEL OBJECTIVE

Find a vacation spot that will please everyone during the school holidays.

Jan Feb Mar Apr May  Jun  Jul  Aug Sept Oct Nov Dec

| Plan | | Visit Plan

FAMILY TRAVEL HABITS

Spontaneity: Price Sensitivity: Average Conversion Value:

High

WHO THEY ARE PREFERRED ACTIVITIES MARKETING CHANNELS
& ATTRACTIONS & FORMATS
Vacation Rentals & Resorts Facebook Videos
UpSC&J'? & Status V;.alue§ Beach & Water Activities Instagram

Oriented Family Time Biking & Hiking TripAdvisor
Tennis & Pickleball TV
Festivals & Events Online Video

Creating a Active & Health Kid-friendly Dining Forums & Blogs

Legacy Conscious Museums & Day Camps Pinterest

“LET’S MAKE MEMORIES.” THEIR PATH TO PURCHASE

/What can we do on Hilton Head \
Island that we don’t normally

- e ™ do at home? e N

I'm looking for a destination witha | | How early should we book our The photo of Aiden and Cally
mix of things to do. Is there enough to do vacation rental for the best deal? at the Coastal Discovery Museum
———————————— for a week or two? is so cute. | can’t forget to put that
I need to be able to relax, while T What’s the best way to get there? on Facebook.
the kids are busy and active. Does it make sense to stay Does it make more senseto | | e
———————————— inaresort or vacation rental? drive or fly? Where should we eat tonight?
Iwanttofindaplacelcanbrag | | 77— | e Who has kid-friendly specials?
about to my friends. Which rental gives us the best Whatshould I pack? | | e
,,,,,,,,,,,, access to beaches and dining? Are there any day camps
I want to make this trip a tradition | | T Where are the best places to book or kid-friendly events happening
- something we look forward to. What do other people have to say for the best price? this weekend?
\/ N about the island? J \_ \/ AN \/
|
Book } Visit & Share
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TRAVEL OBJECTIVE

Find a warm destination that feels like home for the winter, where they can welcome family
and friends for visits.

Jan Feb Mar Apr May  Jun  Jul  Aug Sept Oct Nov Dec

I Visit I Plan

Snowbird Travel Habits

Spontaneity: Price Sensitivity:

—

Average Conversion Value:

#

_

High

WHO THEY ARE PREFERRED ACTIVITIES MARKETING CHANNELS

& ATTRACTIONS & FORMATS
Vacation Rentals & Resorts Facebook

Traditional Values Dining Print

Family Time Golfing TripAdvisor

Tennis & Pickleball Radio
Biking v

Enjoys the Active & Health Online Video

Finer Things Conscious

“LET’S MAKE THIS FEEL LIKE HOME.” THEIR PATH TO PURCHASE

2

| can’t bear another season
in the cold. Where should
we winter this year?

We need somewhere to go
where the family can join us
for Spring Break.

The Jacksons really enjoyed
their vacation home last year.
We should ask to see
where they went.

I want to try something a little

\ different this year.

J

Are there any tennis camps
or golf lessons available?
Where are the best places
to eat on the island?
Are there any festivals or events in
the winter months?
Which area of the island gives
us the best access to the
beach and dining?

N

Dream

N

Plan

This rental truly is a home
away from home.
Look at all this space!
Where should we
eat tonight?

Next time, let’s bring the
grandkids - | think they’d
love the beach.

Is the best deal to book directly or
with a travel agent?
How early should we book our
vacation rental for the best view?

|
Book } Visit & Share
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TRAVEL OBJECTIVE

Find a destination where they can pursue their interests on their downtime.

Jan Feb Mar Apr May  Jun  Jul Aug Sept Oct Nov Dec

| Plan | | Visit | | Plan

SPORTS ENTHUSIAST TRAVEL HABITS

Spontaneity: Price Sensitivity: Average Conversion Value:

High

WHO THEY ARE PREFERRED ACTIVITIES MARKETING CHANNELS

& ATTRACTIONS & FORMATS
Golf Facebook Videos

C?pl?gs Fans Leisure Tennis & Pickleball Instagram

(Golf & Tennis) Lovers Boating & Water Activities Twitter
Hiking & Biking TripAdvisor
Nightlife vV

Spontaneous Active & Health Online Video

& Social Conscious

Forums & Blogs

“LET’S EXPLORE.” THEIR PATH TO PURCHASE

/ Where is the best place to
| want to spend a lot of time find stay-and-play offers?
~ ~ on the green, but where should | | -
. ) I go to eat after? What's the best way to get e I
It’s time to start planﬂmg ____________ there? Does it make more Who's playing tonight?
our annual golf trip. Are there any golf events | can sense to drive or fly? | wonder if there’s a show
”””””” ) check out after my round? we can catch.
Iwantto go somewhere with | | What should I pack? | | e
a few different courses so Are there any tennis camps Are there club rentals? What dinner spots can take us
I can try something new. Icanjoin? Where are they? | | e without a reservation?
I I — Where should I'stay | | =
Should we tgltht_he RBS Heritage Which golf courses are the best or that's closest to the Is there a boat tour we
atry this years most challenging to try? courses | want? can do last-minute?
Dream Plan Book } Visit & Share
1 .
u .
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TRAVEL OBJECTIVE

Find a fairweather weekend escape from work and city life.

Jan Feb Mar  Apr May  Jun  Jul  Aug

| Ongoing Visitation & Planning

Sept

Oct

Nov Dec

THE WEEKENDERS TRAVEL HABITS

Spontaneity: Price Sensitivity:

eeeeeee——

Eeeesse—— E—

Average Conversion Value:

e E——

High

WHO THEY ARE PREFERRED ACTIVITIES MARKETING CHANNELS
& ATTRACTIONS & FORMATS
Vacation Rentals & Resorts Facebook Videos
Upsg)ale & S;atus DUrbli’:m Beach & Water Activities Instagram
riente wellers . . . .
Dining & Shopping TripAdvisor
Romantic Things to Do v
Festivals & Events Online Video
Spontaneous Weddings Forums & Blogs
& Social Pinterest
“LET’S GET AWAY.” THEIR PATH TO PURCHASE
4 N
4 N ~ .
Let's get away this W:eéel is lhg best pf\face7w
\ong weekend. Are th?re any events ind last-minute offers? e IR
,,,,,,,,,,,, happening in the area? LT Where can we make
I’m looking for a place with e What§ the best way to get a dinner reservation that
enough things to do, that also Where is the best place there? Does |ttmakeﬂm?ore has a romantic vibe?
offers some down time. to stay for a weekend? sensetodriveorfly? ||
777777777777777777 i » . I want to wear something
| want to find a place | can brag [ want to do someThmg special What should I pack? cute for the show tonight.
about to my friends. for date night. Where can | find an outfit?
N U ) NG )

N

Dream

N

Plan

AR

N

Book

N

} Visit & Share
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TRAVEL OBJECTIVE

Be immersed in a new destination (or an old favorite) by exploring the pursuit of unique
and memorable culinary experiences.

Jan Feb Mar Apr May  Jun  Jul  Aug Sept Oct Nov Dec
| Plan | | Visit | | Plan | | Visit
CULINARY TRAVEL HABITS

Average Conversion Value:

————— —

High

Price Sensitivity:

— ——

Spontaneity:

#

WHO THEY ARE

Values
Authenticity

Spontaneous
& Social

I'm looking for interesting
culinary events.

I want to learn about the
local food culture.

| want to learn how to cook

a local dish.
! I want to indulge with great
food and great wine.

PREFERRED ACTIVITIES
& ATTRACTIONS
Cooking Classes

?eeking.an Food Tours

Er):]prgfil:*\/cee Wine, Beer, and Food Festivals

Specialty Dining Experiences

Unconventional

Hilton Head Island has a lot
of food-centric festivals
coming up—let’s check it out.
What are the area’s specialty
food experiences like?
What kind of cooking classes
are offered in the area?
Are there any top-rated
restaurants in the area?

Plan

When should we visit to be able to
best take advantage of
what HHI has to offer?

What’s the best way to get there?

Does it make more sense
to drive or fly?

How far out do we need to
book a reservation?

Book

MARKETING CHANNELS
& FORMATS

Facebook Videos
Instagram
TripAdvisor
Forums & Blogs
Pinterest

%
: “EXPERIENCE AUTHENTIC, LOCAL CUISINE.” THEIR PATH TO PURCHASE

These fresh oysters look amazing
- I need to share
it on Instagram.

Let’s pop into this farmer’s
market and pick up something
for our pantry.

That was fun! | can’t wait to
make this dish for my friends
back home.

That was incredible. I'm going
to write a review about
my experience.

|
} Visit & Share

HILTONHEADISLAND.ORG
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TRAVEL OBJECTIVE

To explore cultural attractions, historical sites and the local arts scene.

Jan Feb Mar

| Plan | | Visit

Apr May  Jun

Jul  Aug  Sept

Plan

Oct Nov Dec

Visit | |Plan |

ARTS, HISTORY & CULTURE TRAVEL HABITS

Spontaneity:

_

WHO THEY ARE

Price Sensitivity:

-

PREFERRED ACTIVITIES
=k, & ATTRACTIONS
Historical Attractions
Values Seeking an Art Galleries
Learning Immersive
& Authenticity Experience Local Culture
Culinary Experiences
Festivals & Events
Image Upscale Theater
Conscious & Status Music
Oriented

-

N

I’m looking for interesting things
to see and do.

I need to be able to show this off
on Instagram/tell my friends about
my vacation.
| want to indulge! Great food,
great wine, great entertainment.
I'm not looking for a prepackaged
vacation. | like to be able
to explore and really get to

knowa\de;nation.

Dream

/ Hilton Head Island has a lot \
of festivals coming up—let’s
check it out.

What are the area’s arts and
cultural experiences like?
Which resort is close to everything
I want to do?

Are there any local cultural
events coming up?

| want to hear what other people
\_ haveto say about theisland. )

Plan

4 N

When should we visit to be
able to best take advantage of
what HHI has to offer?
What’s the best way to get there?
Does it make more sense
to drive or fly?

Is a weekend enough, or should
we stay for longer?

o /

Average Conversion Value:

*

High

MARKETING CHANNELS
& FORMATS

Facebook Videos

Instagram

TripAdvisor

Online Video

Forums & Blogs

Pinterest

Earned Media (Print/Digital)

“EXPERIENCES ARE GREATER THAN THINGS.” THEIR PATH TO PURCHASE

This sculpture is beautiful. | need
to share it on Instagram.
Let’s pop into this cute
gallery and pick up something
to display at home.
Where can | get tickets
for tonight’s show?
| want to immerse myself in the
local culture...what are some off-
the-beaten path activities? Where
\ are locals spending time? /

%

Book

N\

4

Visit & Share
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TRAVEL OBJECTIVE

Find a vacation spot that will inspire and that offers something different than where we're from.
Escape the everyday, relax and recharge in a destination that’s fresh, and different from home.

Jan Feb Mar  Apr May  Jun  Jul Aug Sept Oct Nov Dec

| Visit || Plan | | Visit | | Plan

INTERNATIONAL TRAVEL HABITS

Spontaneity: Price Sensitivity: Average Conversion Value:

High

WHO THEY ARE PREFERRED ACTIVITIES MARKETING CHANNELS
& ATTRACTIONS & FORMATS
Homes & Villas Facebook Videos
- Upscale & Status Values Wellness- Beach & Water Activities Instagram

Oriented Family Time Focused Biking & Hiking TripAdvisor
Food & Drink TV
Festivals & Events Online Video

Making Active & Health F?rums &Blogs
Memories Conscious Pinterest
“IT’S TIME TO GET AWAY FROM IT ALL.” THEIR PATH TO PURCHASE
/ \ / What are the beaches like \

I'd love to soak up the sun and This beach is stunning! | can’t

really relax on our nextvacation. (| T T
I want to recharge. 4 When should | book my flight

on Hilton Head Island?

wait to show my friends.
I'd like to learn more about spa

I N
”””””” treatments and fitness options. to get the best fares? Let's spend the day exploring.

llove the beach, but Idon't | | T oor o AT IS ORERIS g R T I'd really like to get outside.
like huge crowds—I'd like to What’s the best time of year
go somewhere a little to travel? How’s the weather

Does it make more sense to | feel like taking it easy today.

stay in a hotel or villa?

more laid-back. || T T in the summer? What should we do?
We have more time to take }-lﬁs\t‘;s?—{sgatg gfalnf? What shou\dlpack for I don’t know many people who
alongertrip. Let'slookat | | " ) a spring getaway? have traveled to Hilton Head

Island, so I’'m going to post
about my experience. | think

i - I
booking a full week - or more! What are the must-see attractions

”””””” on HHI? I want to make the most Where are the best places

I'really need a change of scenery. of my time there. \_ to book? AN my friends would love it. Y,

Dream Plan Book } Visit & Share
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PRIVILEGED AND CONFIDENTIAL

MARKETING PLAN STRATEGIES
& TACTICAL DETAILS

The ultimate goal of the marketing strategy is to drive visitation to the
destination through a series of demand creation and demand capture
marketing activations. As outlined previously, not only does the strategy
aim to drive qualified visitors to the destination, but also to support the
discovery and exploration of new destination experiences that extend past
the core product offering that our brand loyalists have grown to love.

Each individual campaign that is implemented to
drive exposure for the destination will be deployed
based on a series of defined goals that align with the
overarching goal for the marketing plan. All tactics,
creative, campaigns, and overall channel strategies
will support the goal and will align with the specific
area of the customer journey.

The 2022-23 marketing plan will consist of the
following marketing channels:

» Search Engine Advertising

» Organic & Local SEO

» Digital Video (YouTube, Social)

» Connected TV and Traditional Broadcast

» Social Media Advertising

» Email Marketing and CRM

» Programmatic Display & Remarketing

» Audio Advertising on Digital Streaming
Platforms (DSP)

» Trade Marketing
» Community and Local Business Activation
» Traditional Print, Radio

» Public Relations and Influencer Marketing

AREAS OF FOCUS

The omnichannel marketing approach for the
destination requires focus, nimbleness, and
discipline to ensure all marketing activities support
the overarching goal for the 2022-23 marketing plan.
Although it is critical for the destination to capture
as much existing demand as possible to support
the overall performance of the destination, it’s
essential that we connect with new, qualified visitors
to support the long-term economic growth of the
destination.

A FOCUS ON THE

CUSTOMER JOURNEY

The Hilton Head Island marketing plan touches
qualified visitors at each stage of the customer
planning journey from initial discovery and
booking, through to the in-market and post-visit
experience. Overall, Hilton Head Island and the
partners throughout the destination have a shared
responsibility to inspire visitors, drive bookings, and
deliver on the authentic destination experience.

In 2022-23, to support our primary goal, our role
as a destination is to captivate qualified travelers
and meeting planners by creating an emotional
connection to the destination through targeted
marketing communications and compelling brand

36 FY 2022-2023 HILTON HEAD ISLAND DESTINATION MARKETING PLAN



PRIVILEGED AND CONFIDENTIAL

AUDIENCE TARGETING WITH DIGITAL MEDIA
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storytelling. Hilton Head Island will continue to
utilize a full funnel marketing strategy to drive
increased optics and referrals to partners throughout
the region. Our efforts will place a specific emphasis
on more awareness-focused marketing channels
utilizing immersive and authentic brand content to
reach new qualified prospects that the brand can
deliver for our partners, while continuing to nurture
repeat visitors and brand loyalists with our mid
funnel tactics.

THE HILTON HEAD

ISLAND BRAND

Throughout 2021, Hilton Head Island worked on

a multi-month branding initiative to identify the
personality, tone and voice, and visual strategy for
the brand. This process will play a critical role moving
forward as we communicate with qualified audience
segments while positioning the destination for a
guest’s next vacation, group outing, or meeting/
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conference. Hilton Head Island as a whole has a
strong brand, which is supported by the consistent
year-over-year accolades received by the brand.

As we continue to implement our recovery marketing
efforts, an emphasis on communication from a
consistent visual, creative tone and voice perspective
will be critical, as all visitor touchpoints should feel
the same. This will help us to support the goal of
connecting with new and returning qualified visitors.
Moving forward, we will continue to ensure our
brand and creative is innovative, impactful, and
consistent across all consumer touchpoints, leaving

a strong lasting impression of Hilton Head Island.

THE WEBSITES

The Hilton Head Island collection of websites serve
as the single-most important touchpoint for the
brand next to the destination experience itself.

In 2022, a number of web platform development
and technology upgrade initiatives are being

HILTONHEADISLAND.ORG 37



PRIVILEGED AND CONFIDENTIAL

implemented to streamline the Hilton Head Island destination’s email preference center, along with
digital presence, and enhance the overall user new and relevant drip campaigns mapped to the
experience while driving increased conversion for the  refreshed segments.
destination.

The “Stella” automated Chatbot will work through
Web platform development initiatives include the a constant evolution process this year. Using data
development of the new HiltonHeadlsland.org around the most commonly submitted user FAQs,
destination platform, as well as two dedicated Stella will be enhanced on a monthly basis with new
websites to support both our Weddings and capabilities, allowing her to answer more questions
Meetings & Groups marketing initiatives. Each of the more quickly, directing potential guests to the exact
three websites will be overhauled completely from a information they are looking for, thereby increasing
design and User Experience perspective to support the likelihood of a conversion.

both the new Hilton Head Island brand, tone and
voice, as well as an updated content strategy to
support the overarching goals of the marketing
strategy for the destination.

PERSONALIZATION

Utilizing first-party and zero-party data, the brand
will work to gain a clearer understanding of our
prospective visitors’ behaviors and implicit desires

to build a personalized, one-to-one communication
strategy. This starts at the HiltonHeadlsland.org
website and extends to our email communication
and throughout our entire digital marketing strategy.

Evolving Stella allows the destination to personalize

Hilton Head Island will create data-driven, always- . ) .
) our potential guests’ experience and take the

on, relevant, and compelling content strategy that . . . .
. o . opportunity to surface itineraries, experiences, and

matches the visitors’ mindset and interests. As . .
o o content that they may not discover on their own,
prospective visitors move through their journey : . .
) ) ] : - thereby supporting discovery and exploration.

the brand will continue to tailor messaging utilizing

sequential storytelling to make the destination

experience more relevant to each individual visitor. SOCIAL & CONTENT

Ultimately, the ongoing analysis of audience MARKETING

data will provide us with insights to make better Our priority with social media and content strategy
choices about market opportunities and high-value is always to increase interest and conversions for
audience segments, which will ultimately lead to our partners as a result of dynamic, aspirational
higher engagement with the destination and more destination content that entices our followers to
outbound referrals to partners. visit Hilton Head Island. To further align with our

Community first approach we will create and share

@

partner spotlights, and educate our followers on

EMAIL & CHATBOT

) the history of Hilton Head Island to help assist
Increased efforts to personalize the

them in becoming more personally connected to

customer journey will include an revamp of the the destination.

38  FY2022-2023 HILTON HEAD ISLAND DESTINATION MARKETING PLAN
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We will do this by:

» Co-branded/co-hosted giveaways and
sweepstakes with partners to celebrate events,
offers, milestones, and accolades.

» Can be conducted directly on social media
platforms in the case of smaller prizes where
social media exposure is a primary goal

» Larger prizes and/or promotions where
lead generation is a goal can be hosted on
HiltonHeadlsland.org

Share a series of engaging and informational
videos/blogs that highlight Hilton Head Island
locals and members. Not only sharing what they
do/what their business is, but how they came to
live and work on Hilton Head Island, why they
stayed, and what they love most.

Elevated social media messaging for organic
partner social media co-op programs.

» Instead of general awareness-focused
messaging, Visit Hilton Head will pivot to
timely, offers-focused copy. Partners are
welcome to submit notes about their top-
priority messaging and/or refreshed imagery
on a monthly basis.

Focusing more on community conversations
involving partners and overall members of the
community and social listening.

Highlighting more eco-friendly and
sustainability initiatives put forward by the
community.

PRIVILEGED AND CONFIDENTIAL

CHANNEL PRIORITIES
FOR 2022-23

These are the channels that best support
Hilton Head Island’s goal, and will be our focus
for FY 2022-2023:

Facebook is our most high-value social
channel. At 231.7K likes, our page has the
largest number of followers compared to

our other social channels. In 2022-2023, we'll
continue to build our Facebook community
by releasing engaging, current short-form
video while also increasing our volume of long
form video content. We will place a focus on
CTAs that foster community engagement,
increase sustainability/eco initiatives awareness,
marquee events, co-op partnerships, and
campaigns.

INSTAGRAM

Instagram is always evolving with new layouts,
new features, add-ons, business tools, and
more. As it continues to change, we will

adapt to keep up with what will keep us at the
forefront of users’ feeds. By creating authentic,
engaging content and staying current with its
newest oﬁerings, we can continue to break
through the noise and ensure our message
resonates with and grows our digital audience.

¥ TWITTER

Twitter is still a strong social performer for
Hilton Head Island. We will continue to utilize
this platform to distribute news, engage in

real time conversation, and repurpose top-
performing content. In addition to that, we will
start to jump into new trends and reintroduce
twitter chats to engage our members.

HILTONHEADISLAND.ORG 39



PRIVILEGED AND CONFIDENTIAL

(p PINTEREST

People come to Pinterest to be inspired, find travel guides, try new
things, and learn about attractions/experiences. With international travel
returning in 2022-2023 we will enhance our efforts to inspire people to
book a trip to Hilton Head Island. We will provide them with easy-to-
read, fun new itineraries, wellness options, and eco-friendly/sustainable

experiences.

The Visitor & Convention Bureau LinkedIn account is a natural home for
all destination accolades, announcements, awards, and relevant news like
additional flight routes, new partner openings, and other destination-
specific news. We will continue to share updates that are relevant to

our LinkedIn audience and deploy paid LinkedIn campaigns targeting
meeting & event planners and other industry professionals with news,
special offers, and valuable content as appropriate.

With 286 million users and over 4 billion playlists, Spotify is a core
platform for engaging with customers. Through playlists, collaborations,
and paid ads, Hilton Head Island will continue to influence and reach new
and existing audiences. With this in mind, we will continue to share songs
that are trending, feel-good, and implement wellness-themed audio
curation in 2022-2023.

Additionally, we will reimagine the way we report on Social Media. By
using metrics that specifically help us understand the social strategy’s
role in the customer journey, we will measure our audiences’ consumption
of storytelling content and the qualified leads we can push closer to a
visitation experience. We will also benchmark competitor performance
by using a set collection of metrics that allow us to analyze what is
working for them and how we can capitalize on our own channels.

40  FY 2022-2023 HILTON HEAD ISLAND DESTINATION MARKETING PLAN




ISLAND TIME BLOG

Our Island Time Blog drives qualified, engaged traffic to
HiltonHeadlsland.org. It's a landing place to bring people
in from our social feeds, and a great jumping off point

to show users what is happening on Hilton Head Island.
Tied closely to search engine results, our goal with the
Hilton Head Island blog is to create a useful tool for fun,
inspiration, informational, travel tips, news, and more.

Over the past several years we have developed a strong
bank of evergreen content for our audience, and now we
can focus on more topical content for specific audiences.
Formats we'll test and create in 2022 include:

» Long-form, editorial pieces

» Recipes and “insider tips” from partner restaurants,
hotels, and attractions

» ltineraries:
» For Different Demographics
» For Different Interests
» For Different Vacation Lengths

» Hilton Head Island Local features




PRIVILEGED AND CONFIDENTIAL

LEADING WITH COMMUNITY:
OUR CORNERSTONE PLAN

Hilton Head Island residents continue to connect more deeply with our
tourism marketing approach. With that transparency comes confidence
in the efforts and opportunities to share and show their “pride of place”.

TELLING COMMUNITY STORIES

The destination is made up of thousands of personal Initial content designed to highlight our local

stories. Our community makes us who we are as a businesses, along with those who bring authenticity
destination. In the coming year, we will work to tell and depth to our culture, heritage, and cuisine

more stories of our unique business owners, cultural experiences, will also be enhanced, and include Q&A
experts, artists, chefs, and local characters. These series with entrepreneurs on LinkedIn, Instagram
stories will be shared across our organic channels features, and video features.

and support efforts to drive deeper discovery and

exploration of our destination.




PRIVILEGED AND CONFIDENTIAL

SUPPORTING THE COMMUNITY & DELIVERING

ON THE BRAND PROMISE

To provide a positive, consistent experience for

our visitors and to support our community, we will
develop a brand “bootcamp” and toolkit to support
front-line hospitality teams with consistent, on-brand
messaging related to resourcing issues/changes

in service levels, and adjustments to the overall

experience in the destination.

Supporting this will be additional, grassroots

efforts to amplify the community’s insights, ideas,
and passion points in ways that effectively reach

our past and potential guests. This community
campaign will empower our residents and businesses
to share consistent, cohesive messaging about the
destination in ways that are authentic to them.




PRIVILEGED AND CONFIDENTIAL

NURTURING
NATURE

The Visitor & Convention Bureau will
continue to position Hilton Head Island
as an upscale luxury escape filled with
genuine experiences of all kinds.

ECOSYSTEM PROTECTION CAMPAIGN

In 2020-2021 we began to educate and inform residents and
guests about how they can play a role in protecting our delicate
ecosystem.

In 2022-2023 we will grow this approach, positioning the
participation in protecting the destination’s delicate ecosystem
as a reason to support Hilton Head Island in and of itself.

Inspired by destinations who've taken this step, such as the
Faroe Islands and Destination British Columbia, marketing
efforts this year will include an integrated campaign that
includes an added incentive for visitors: the opportunity to
actively participate in the destination’s research and protection
efforts.

We will also expand beyond our Sea Turtle Season, to grow our
educational and experiential offering around dolphins, birds,
and the beaches themselves.

Businesses will have the opportunity to be actively involved in
the efforts as well as ongoing ways to educate visitors. This can
include the expansion of current one-sheet information provided
to guests, adoption program, and beach clean ups for example.

44  FY 2022-2023 HILTON HEAD ISLAND DESTINATION MARKETING PLAN
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PRIVILEGED AND CONFIDENTIAL

RESIDENT AND VISITOR
SATISFACTION SURVEYS

As part of the official Destination Marketing
Organization contract agreed upon and signed
between the Town of Hilton Head Island and the Hilton
Head Island-Bluffton Chamber of Commerce, we will
report on resident and visitor satisfaction through
annual survey results. We have an established process
in place for both surveys and will continue with those
efforts. Using the results and insights from the first
year of this initiative, we will move forward with a
comprehensive plan to reach our community.

As part of ongoing engagement and education

within the community, we will provide regular tourism
updates throughout the year to enhance residents’
awareness and appreciation for tourism on Hilton Head
Island. Ensuring our number one economy is for the
benefit and well-being of everyone in the community.
By ensuring the success of tourism to Hilton Head
Island, we are stimulating the regional economy while

enhancing the quality of life for all.

LEISURE MEDIA PARTNERSHIPS
It is no secret that the popularity of Hilton Head

Island as a destination continues to increase. 2021
further amplified that sentiment as Hilton Head Island
was well positioned with the product travelers were
looking to experience. Recent accolades from Condé
Nast Traveler, Travel + Leisure, and Southern Living
are proof that Hilton Head Island is now a global

brand in regards to visitors wishing to experience

the Lowcountry. Research, reservation data from our
partners, and referral analytics indicate visitors are
eager, ready and willing to travel. Accolades earned by
the destination bring our brand to the top which helps
to enhance the overall awareness of Hilton Head Island
as a safe, “must-visit” destination. We will look to infuse
the local community into our media efforts that allows
the consumer to connect with the destination and
inspire them to travel to Hilton Head Island to discover
more.

Travel + Leisure and Condé Nast Traveler, with their
recognizable and highly coveted Reader’s Choice
Award accolade platforms, assist in the destination’s
efforts to cut through the ever increasing noise
within the global travel sector. Securing a third

party endorsement, at this level further solidifies the
destination and establishes Hilton Head Island top
of mind of a traveler’s consideration set.

Today’s travelers, specifically seeking upscale,
shoulder-season travel, have a myriad of destination
choices. This was an important factor pre COVID-19,
but is even more so as we leverage on the pent-up
demand for travel and travel restrictions. By utilizing
these platforms and endorsements to further amplify
our voice, we are able to tell our brand story and
leverage our overall marketing to help differentiate
the destination from the competitive set and drive
awareness and visitation to Hilton Head Island.



MEDIA PARTNERSHIPS

PRIVILEGED AND CONFIDENTIAL

Below are examples of media partnerships we will continue to leverage. As additional opportunities arise

throughout the year with cooperative partnerships these efforts could be expanded into other media brands.

Condé Nast

— Traveler —

BY THE NUMBERS

TOTAL PRINT DIGITAL
AUDIENCE UNIQUE USERS

SOCIAL READERS SPENT
FOLLOWERS ON TRAVEL

— Full-Time —

TRAVEI

BY THE NUMBERS

TRAVEL+
LEISURE

BY THE NUMBERS

AVERAGE HHI TOTAL PRINT
AUDIENCE
DIGITAL UNIQUE SOCIAL
VISITORS FOLLOWING
SEARCHING FOR ARE COMFORTABLE
FUTURE TRAVEL IDEAS TRAVELING
FROM T+L DURING DOMESTICALLY

THE PANDEMIC

SOCIAL
FOLLOWERS

EMAIL
SUBSCRIBERS

FOLLOWERS ACROSS
OUR NETWORK

BY THE NUMBERS

UNIQUE VISITORS
MONTHLY

HIGHER RESPONSE

RATE THAN INDUSTRY

AVERAGE
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In 2022-2023, the Hilton Head
Island Visitor and Convention
Bureau will employ a forward-
looking strategic, and thoughtful
public relations plan that is
designed to make us stand out
from the competition and convert
first-time visitors to repeat guests.

There continues to be a built-up demand for travel
over the past two years and we continue to take
advantage of that momentum. Consumer sentiment
is changing, and travelers are ready to go big and
experience destinations in unique ways. They are
looking more than ever before to understand the
communities they visit and immerse themselves in
local culture and environments. There is a new era of
vacationers seeking amenities and vacations that are
experiential, comforting, and engaging, and we are
prepared to harness this energy to continue to stay
top-of-mind with our loyal, repeat guests as well as
new visitors.

As we continue to adapt with the ever-changing
landscape, we're making significant and strategic
shifts to our priorities. While we will rely on our tried-
and-true pillars, we are remaining agile while looking
towards the next wave of media trends. These
imperative shifts will allow us to deliver a steady
drumbeat of media coverage and social chatter to
ensure Hilton Head Island remains top-of-mind as an
ideal getaway for upscale travelers.

MEDIA LANDSCAPE

We always keep our finger on the pulse of the media
and stay on top of the trends that dictate the ever-
evolving landscape and adapt accordingly. Key
factors driving changes across the media industry
include:

FREELANCER BOOM: Just when we thought

the worst was over, we're continuing to see
publications fold. Following a couple years of
layoffs, outlet closures, and shifted beats, there is
more dependence on freelancers. There is now a

PRIVILEGED AND CONFIDENTIAL

larger pool of freelancers to tap into as we explore
storytelling opportunities. However, when it comes
to press visits, confirming assignments is becoming
more difficult to secure ahead of travel.

COMPETITION: The competition remains fierce
with all sectors competing for consumer attention.
Breaking through requires unique storytelling hooks
to entice media and consumer interest and answer
the “why now” question more urgently than ever.

NEW MEDIA: The importance of real-time video
remains crucial to communication efforts and will be
a part of everything we do.

RELOCATION: While many companies are starting

to open for hybrid in-person work and collaboration,
many New York City residents and media who
originally left the city in 2020 have made this move
permanent. Media are now scattered throughout the
country and globe, adjusting to this flexible lifestyle.
While many have now found themselves a hop, skip
and a step away from the Lowcountry, the now-
limited NYC media market is stretched thin for when
local media events do return.

OPPORTUNITIES FOR HILTON HEAD ISLAND
The change in consumer habits presents
opportunities for Hilton Head Island to leverage
existing assets and tap into current and anticipated
trends such as:

OUTDOOR EXPERIENCES: People are continuing
to crave outdoor experiences, whether it's an
adventurous activity, day on the beach, or dining
experience.

LAST-MINUTE TRAVEL: Travelers are becoming more
and more flexible in plans, with last-minute bookings
increasing by 50% according to Kayak.

GOING BIG IN 2022- 2023: With 65% of travelers
planning to “go big” this year with travel plans
(Expedia), travelers are prepared and excited to
loosen their purse strings in favor of an all-out
vacation filled with extravagant-yet-comfortable
experiences.
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TARGET AUDIENCES

While our targets are familiar, we are going to dive
even deeper as we dissect audiences that are most
likely to travel to Hilton Head Island in the new
normal.

FAMILIES AND GENERATIONAL TRAVEL: Family
travel will remain a primary target audience for
Hilton Head Island, especially families who may have
limited travel over the past two years and are now
looking to go all-out for a memorable vacation.

REGIONAL DRIVE MARKETS: We'll continue to
inform those in regional drive markets with easy
access to the destination of the outdoor activities,
unparalleled Lowcountry cuisine, and southern
charm.

AFFLUENT CONSUMERS: With flexible office
schedules trending paired with the pent-up demand
for travel, we'll focus on those looking to purchase

a second home, permanent home, or those with
disposable income for extended stays on-Island.

PRIORITY FOCUS AREAS

As we look to place Hilton Head Island in top-tier
media across platforms, we've aligned with our PR
agency, Weber Shandwick, on prioritizing areas
where we see the most growth opportunity, high
consumer interest and strong mediability.

With our “hidden gem” stories continuing to be
strong fodder for the media, we will explore angles
across all verticals to showcase that there is much
more to Hilton Head Island than meets the eye.

CULINARY: We'll tell culinary stories year-round
to bring a slice of the Lowcountry to consumers’
screens. We'll also uncover recipes, chef stories,
Lowcountry signature dishes, and more to bring
Hilton Head Island culinary experiences to life.

WELLNESS: With self-care and wellness tipping the
trends scale, we'll tout Hilton Head Island’s active

adventure offerings as well as on-island experts to
showcase the variety of wellness experiences available.

OUTDOOR: We'll highlight Hilton Head Island’s
outdoor offerings, miles of beaches and bike paths,
and year-round temperate weather to position the
destination as an outdoor haven. Will also emphasize
the island’s unique commitment to the environment.

CULTURE: We will continue to tap into the island’s
rich Gullah history and culture. We'll focus on angles
and spokespeople that authentically honor the
traditions and the history of the community. We will
continue to showcase Historic Mitchelville Freedom
Park as a unique part of the Gullah story.

SHOULDER SEASON/MARQUEE EVENTS: We'll
encourage visitation to the destination during the
spring and fall by leveraging access to on-Island
experiences.

2022-2023 PRTACTICS

We'll employ a number of public relations tactics
to seamlessly spread destination news far and wide
throughout the year. Public relations efforts will
include:

VISITING JOURNALIST/INFLUENCER PROGRAM:
Largely polarized throughout the pandemic, we're
seeing media sentiment continue to move closer to
pre-pandemic levels. We will customize itineraries
that highlight priority themes and messaging for
8-10 journalists for individual press trips while

still allowing media to experience true southern
hospitality and have a taste of the Lowcountry.

PAID INFLUENCER PROGRAM: Consumer habits

are constantly changing, especially when it comes to
travel and curating future itineraries. Our approach to
influencers remains tiered and strategic to leverage
niche audiences to offer engaging content leveraging
existing platforms. We'll explore both trade and paid
influencer partnership opportunities with a focus on
how to experience Hilton Head Island.
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ALWAYS-ON MEDIA RELATIONS: Our news bureau
will inspire travel to the destination by leaning into
themes that are currently resonating most with
travelers. Story angles will be identified to highlight
new developments and trends alongside priority

storytelling pillars like history, culture, and much more.

PRIVILEGED AND CONFIDENTIAL

STRATEGIC PARTNERSHIPS AND SPECIAL
PROJECTS: We'll align with like-minded brands to
execute partnerships and campaigns that elevate
Hilton Head Island among target audiences. These
opportunities will be evaluated and explored on an
ongoing basis.




PRIVILEGED AND CONFIDENTIAL

MEETINGS &
GROUPS SALES

As we enter into 2022-2023, expectations

and industry trends are similar to those of
20212022, with increased demand for guest
rooms and meeting spaces, and an optimistic
outlook for a full recovery.

According to Cvent reporting, unique RFP opportunities for
meetings and events for Hilton Head Island in 2021 increased 13%
over 2019 and 120% over 2020. In regards to what planners want in
their venues and destinations, a safe and clean environment leads the
way, followed by accessibility/easy-to-get-to venues, and value for
the money spent. Within the planning community, they continue to
experience the need for the following:

» Virtual networking

» Hybrid-ready venues—internet with sufficient bandwidth
» Staff trained for virtual technology

» Increase in collaboration

» Flexible options for participation—capacity to social distance
in person or an option to attend virtually

The return of face-to-face meetings should continue to improve as
Covid-19 and travel restrictions are lifted. The “lift and shift” trend of
rescheduling meetings and events due to the pandemic has begun
to move toward “strategize and actualize”, where host venues and
meeting planners collaborate, finding solutions to hold successful
meetings.

Post-pandemic, Hilton Head Island is positioned to compete for
group business with more than $50 million of hotel renovations,
updated conference space, parks and leisure activities, and food
and beverage venues. As the destinations Designated Marketing
Organization (DMO) we have increased marketing and advertising
partnerships with leading industry publications, social media/digital
advertising, and media outlets to leverage the island’s brand assets
to increase lead generation.

Our presence at industry trade shows continues to reinforce our
willingness to partner with our meeting planners and increase
visibility to decision-makers.
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PRIVILEGED AND CONFIDENTIAL

OUR APPROACH

SOLICITATION ACTIVITIES: 50 PER MONTH MAINTAIN AND GROW INDUSTRY PARTNERSHIP

» Direct solicitation

IN ORGANIZATIONS AND ADVERTISING

(phone, e-mail, social media)
South Carolina Parks, Recreation and Tourism

» Sales appointments South Carolina Sports Alliance

(Sales calls, trade shows, V|rtua|) North Carolina Society of Association Executives

» Leads sent to properties

Georgia Society of Association Executives

INCREASE NUMBER OF DIRECT RFPS AND ?e‘?“”9:'7””e“.'”tj”at:";a' ”
RFPS SUBMITTED THROUGH WEBSITE C°C'etty or incentive Travel Excellence
ven

» 2019: 69 Leads Received (T
» 2020: 24 Leads Received Meetings Today (Meetings Today magazine +
. Trade Sh
» 2021: 55 Leads Received radle Show)
Northstar Media (Meetings & Conventions
» 2022:100 Lead Goal Magazine + Trade Shows)

Social Media Platform LinkedIn (Organic and paid
TOTAL ROOM NIGHTS advertising through the new Hilton Head Island

BOOKED THROUGH VCB VCB LinkedIn page)

» 2018: 1,155 TRN
» 2019: 736 TRN

» 2021: 2,907 TRN *2020 Lift & Shift

. . . Charlotte, NC Jacksonville, SC
re-books in addition to new business Raleigh, NC Dallas, TX
» 2022: 1,200 Total Definite Room Nights Goal Atlanta, GA Chicago, IL
Columbia, SC

Market segment breakdown Visitor &
Convention Bureau RFPs 2019 & 2021*

MARKET SEGMENT 2019 ‘ MARKET SEGMENT 2021

CORPORATE 19 Corporate 23
ASSOCIATION 26 Association 13
SMERF 19 SMERF 7
GOVERNMENT 1 Government 2
TOUR GROUP 3 Tour Group 7
INCENTIVE 1 Incentive 1

WEDDING 19 Wedding 2

*Due to COVID-19 we did not host meetings and events.
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INTERNATIONAL
MARKETING

LANDSCAPE

The long-awaited opening of the border to all vaccinated

inbound travelers, which took place on November 8, 2021,
is expected to usher in a new period of recovery. Many
economies have also recently began transitioning away
from their “zero Covid” strategies. This will allow travelers
from key inbound markets to visit again in the short-term.
International arrivals are estimated to register at just 27%
of pre-pandemic levels in 2021 and spending is estimated
at an even lower 22%, as border restrictions impeded
arrivals from key international source markets for most of
2021. But strong international travel growth is expected in
2022—led by Canada and Mexico. Nevertheless, despite
the recent lifting of border restrictions, international
arrivals and spending will take some time to recover.
International visitations to the U.S. fell from 79 million in
20179 to just 19 million in 2020 and are projected to total
only 52 million (66% of 2019 levels) even in 2022. Full

recovery is not anticipated until 2024 or 2025.

Source: U.S. Travel Association Fall Forecast 2021
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INTERNATIONAL MARKETING STRATEGY

Our strategy, due to the volatility of the international travel market, will be
to continue to monitor the market and keep partnership opportunities ready
to activate when the time presents itself. These partnerships include but are
not limited to Coastal South Carolina, Brand USA and international trade
partners with the focus of increasing international visitation, spend and
market share to the destination.

COLLATERAL
AND FULFILLMENT

The Hilton Head Island Visitor & Convention Bureau develops and produces the
Official Hilton Head Island Vacation Planner. This print and digital publication is our
primary fulfillment piece and a comprehensive guide to what to see and do, where
to stay, dining, activities and more on Hilton Head Island and in our region. We
receive many online, as well as phone inquiries, and distribute the planner to elected
officials, state Welcome Centers, airports, AAA offices nationwide along with
distribution at tradeshows, events and to media. In partnership with the Lowcountry
Golf Club Owners Association (LGCOA), we also include their Official Golf Vacation
Planner with our planner when requested.

As travel trends have shifted and domestic travel to new destinations has increased,
the Vacation Planner is a critical first touchpoint with potential visitors. Telling

a story through stunning photography and compelling content is an imperative
component to the travel journey process that ultimately leads to a conversion with
our partners. This “coffee table” piece allows our visitors to visualize their vacation
and discover the destination, the reason
for our many accolades, and imagine
themselves here vacationing on America’s
Favorite Island®. In addition to working
with a publisher, our in house marketing
staff provides the business directory, event
calendar, local photography, editorial
content management, editorial review

and proofreading for this asset.

PROMOTIONS AND BROCHURE
DISTRIBUTION AT AIRPORTS

Included in our budget for fulfillment costs
is a monthly fee to support brochure distribution at the Savannah/Hilton Head
International Airport’s Welcome Center and the Hilton Head Island Airport.
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Introduction

This study estimates the economic impact
generated by tourism to the Town of Hilton
Head Island in the year 2021. It examines the
impact of such tourism on the broader
economy of Beaufort County, South Carolina,
and takes into account the direct spending of
the visitors along with the positive secondary
effects of such expenditures. The analysis
entailed individually estimating the economic
impacts associated with various tourist
segments, as classified by the visitors’ lodging
type — villa rental, hotel, timeshare, second
homeowners and their non-paying guests, and
same-day visitors —and then summing them
together for an overall total.

This analysis was conducted by Dr. Daniel
Guttentag and Melinda Patience of the Office
of Tourism Analysis, which is part of the
Hospitality and Tourism Management
Department in the School of Business at the
College of Charleston.

Methodology

The economic impact estimations undertaken
for this analysis involved various steps and
diverse data. Initially, visitor volume estimates
for each lodging type were produced using data
on lodging demand, as provided by various
third-party entities (e.g., STR and DestiMetrics),
combined with visitor behavior data that is
collected via a Visitor Profile Survey. The
estimated total number of visitors in each
segment for 2021 can be observed in Table 1.
These figures then were used to estimate the
total direct visitor spending associated with
each segment. Such spending estimates also
relied upon visitor expenditure data collected
as part of the previously mentioned Visitor
Profile Survey, which asks respondents about

Impact of Tourism in HHI on Beaufort County, 2021

their spending in over a dozen categories (e.g.,
lodging, food, transportation, and activities).
The list of expenditure categories, and the total
estimated direct expenditure in each category
for 2021, can be observed in Table 2.

The previously described data subsequently
were used to determine average per-person
expenditures. These figures were combined
with the estimated visitor counts and used as
inputs for a regional economic impact
modelling tool, IMPLAN. IMPLAN is an input-
output (10) model that uses regionalized
economic data and other information to
determine economic output that accounts for
direct expenditure and the secondary benefits
of such expenditure (indirect and induced
impacts). The model further estimates labor
impacts and tax revenues.

Table 1. Number of HHI Visitors

‘ Segment Visitors
Villa Rental 962,686
Hotel 508,977
Timeshare 481,934
Second Homeowner 719,302
Non-Paying Guests 186,667
Day Trip 267,290

Total Visitors 3,126,856

The following metrics, as estimated by the
economic impact model, are covered within
this report:

e Employment: The number of jobs in the
region supported by the economic
activity, which involves an industry-
specific mix of full-time, part-time, and
seasonal employment. Seasonal jobs are
adjusted to annual equivalents.

FY 2022-2023 HILTON HEAD ISLAND DESTINATION MARKETING PLAN
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Table 2. 2021 Estimated Total Spend by Spending Category

Category Totals

Transportation (around the destination)

Lodging

Food — Dining Out

Food — Groceries
Shopping

Spas

Golf

Biking
Performance/Visual Arts
Festivals

Museums/Historical Tours

Boating/Sailing/Fishing
Nature-based Activities
Dolphin Tours

Tennis

Other Expenses

$118,036,862
$789,416,087
$413,711,729
$173,757,632
$222,969,080
$36,774,965
$73,878,603
$34,922,859
$19,412,371
$15,653,261
$28,447,904
$53,116,069
$18,579,413
$24,130,236
$11,763,489
$49,564,068

Total Expenditure

Labor income: All forms of employment
income, including employee
compensation (wages and benefits) and
proprietor income.

Output: The total value of industry
production, which for the service sector
represents total sales, for the retail
sector represents gross margins, and for
the manufacturing sector represents
sales minus inventory change.

Direct: The initial effects to local
industries that are directly receiving the
expenditures of interest.

Indirect: The secondary effects resulting
from business-to-business purchases in
the supply chain occurring throughout
the region, as triggered by or in support
of the direct expenditure activity.
Induced: The ripple effects in the region
resulting from household spending of

$2,084,134,629

income, after the removal of taxes,
savings, and commuters.

e Taxes: These revenues take into
account a variety of taxes including
sales tax, property tax, and income tax.
These figures do not account for
tourism taxes, such as accommodation
taxes.

Results

Compared to 2020, which was wholly defined
by the COVID-19 pandemic, the year 2021
marked a significant shift back towards
normalcy for the hospitality and tourism sector,
and for society more broadly. This shift closely
paralleled the rollout of widespread public
vaccination early in the year. Nevertheless, the
ongoing pandemic continued to influence travel
behavior, with the rebound in tourism led by
leisure travelers, who were largely attracted to
non-urban destinations with opportunities for

HILTONHEADISLAND.ORG
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outdoor recreation. Such trends were favorable
for Hilton Head Island, which was able to
attract a record-breaking number of visitors.

A total of 3.13 million visitors came to Hilton
Head Island in 2021, up 19.9% compared to
2020 and up 16.5% compared to 2019. The
overall economic impact of this tourism for
Beaufort County was $2.80 billion, up 103.7%
compared to 2020 and up 85.2% compared to
2019. This economic impact represents not just
the direct expenditure by visitors, but also the
secondary ripple effects of such economic
activity that occur as tourism businesses spend
operating funds and as tourism dollars are re-
spent within the region. Hilton Head Island
tourism also supported an estimated 36,919
jobs, which represent 34.1% of all jobs in
Beaufort County, as per employment data
provided by the Bureau of Economic Analysis.
Similar to the economic impact figure, this
employment figure does not refer solely to jobs
within the tourism sector, but rather to a
combination of full-time, part-time, and
seasonal jobs that are both directly and
indirectly supported by the broader tourism
economy and its secondary effects on non-
tourism industries and enterprises. Impact
estimates for each of the visitor segments are

Impact of Tourism in HHI on Beaufort County, 2021

presented in the Appendix (Tables Al - A6), and
the employment impacts are presented in
Figure 1.

A total output multiplier for tourist spending
was calculated using the model estimates. This
multiplier represents the ratio of total
economic impact to direct spending. The
estimated output multiplier for Hilton Head
Island tourism on Beaufort County was 1.34.
This signifies that every dollar spent by tourists
on Hilton Head Island increased output in the
overall Beaufort County economy by a total of
$1.34.

The tourist expenditures generated an
estimated $29.53 million in tax revenues for
local Beaufort County governments. The Town
of Hilton Head Island earned an additional
$39.64 million in accommodations tax,
hospitality tax, and beach preservation fees, as
reported by the Town of Hilton Head Island
Revenue Services. Together, this $69.17 million
in tax revenue represents a Return on Tax
Investment (ROTI) of 38.01, based on the $1.82
million that was spent on destination marketing
in 2021. In other words, each dollar spent by
the Visitor & Convention Bureau yielded an
estimated return of $38.01 in local tax revenue.

Figure 1. Estimated Employment Impacts by Visitor Segment

18,000
16,000
14,000
12,000
10,000

Villa Rentals Hotels

8,000
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4,000
2,000
0 |

Timeshare 2nd Homeowners & Day Trip

Non-paying Guests
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Appendix

Table Al. Villa Rental — Estimated Economic Impact on Beaufort County

Employment Labor Income Output

Impact of Tourism in HHI on Beaufort County, 2021

Direct 12,605 $356,054,411  $837,915,772
Indirect 1,524 $65,306,260  $215,770,628
Induced 1,513 $60,694,186  $207,048,153
Total 15,641 $482,054,857 $1,260,734,553

Table A2. Hotel — Estimated Economic Impact on Beaufort County

Employment Labor Income

Output

Direct 6,495 $144,752,275  $402,067,778
Indirect 830 $35,385,351 | $124,323,097
Induced 647 $25,963,907 588,568,232
Total 7,973 $206,101,532  $614,959,107

Table A3. Timeshare — Estimated Economic Impact on Beaufort County

Employment Labor Income Output

Direct 4,391 $109,058,827  $263,016,843
Indirect | 532 $22,563,787 = $79,182,588
Induced 472 $18,933,404  $64,587,907
Total 5,395 $150,556,019  $406,787,338

HILTONHEADISLAND.ORG
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Table A4. Second Homeowner & Non-Paying Guests — Estimated Economic Impact on Beaufort

County

Employment Labor Income Output

Direct 5,589 $110,389,574  $275,255,540
Indirect 670 $27,741,691  $104,773,740
Induced 495 $19,856,784 $67,735,333
Total 6,754 $157,988,049  $447,764,613

Table A5. Day Trip — Estimated Economic Impact on Beaufort County

Employment Labor Income Output ‘
Direct \ 971 518,918,457 $41,632,528
Indirect 101 $4,132,010 $15,698,167
Induced \ 84 $3,352,104 $11,433,305
Total ‘ 1,156 $26,402,571 $68,763,999

Table A6. Total, All Segments — Estimated Economic Impact on Beaufort County

Employment Labor Income Output ‘
Direct 30,051 $739,173,544 $1,819,888,461
Indirect 3,657 $155,129,098 $539,748,220
Induced 3,211 $128,800,386 $439,372,930
Total 36,919 $1,023,103,028 $2,799,009,611
Estimated Local Tax Revenue $29,534,406
Local Tourism Tax Revenue (ATax, HTax, and Beach Preservation Fees) $39,644,871
Total Estimated Local Tax Revenue $69,179,277
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Table A7. Top 50 Industries Impacted by HHI Tourism

Industry Output

Non-hotel accommodations

Full-service restaurants

Hotels and motels, including casino hotels
Other real estate

Miscellaneous store retailers

Fitness and recreational sports centers
Transit and ground passenger transportation
Owner-occupied dwellings

Food and beverage stores

Water transportation

Museums, historical sites, zoos, and parks
Management of companies and enterprises

O 00 NO ULl b WN B
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Personal care services

Scenic and sightseeing transportation and support activities for transportation
Monetary authorities and depository credit intermediation
All other food and drinking places

Electric power transmission and distribution

Insurance agencies, brokerages, and related activities
Offices of physicians

Other amusement and recreation industries

Performing arts companies

Other local government enterprises

Services to buildings

Limited-service restaurants

Legal services

Maintenance and repair construction of nonresidential structures

Hospitals

Employment services

Other financial investment activities

Management consulting services

Securities and commodity contracts intermediation and brokerage
Advertising, public relations, and related services

General merchandise stores

Non-depository credit intermediation and related activities

Postal service

Accounting, tax preparation, bookkeeping, and payroll services
Tenant-occupied housing

Waste management and remediation services

Automotive repair and maintenance, except car washes
Landscape and horticultural services

Impact of Tourism in HHI on Beaufort County, 2021

$633,231,853
$435,199,453
$156,220,079
$154,688,231
$128,227,864
$122,471,805
$118,565,382
$71,371,460
$67,897,954
$53,628,381
$47,254,094
$46,953,174
$39,151,567
$37,884,118
$28,979,733
$28,939,460
$21,795,792
$21,597,106
$21,465,194
$20,302,286
$19,510,623
$19,135,009
$18,544,909
$18,019,640
$17,847,050
$16,551,900
$14,705,175
$14,381,081
$13,063,864
$12,338,119
$11,861,162
$10,893,553
$10,369,992
$9,961,576
$9,865,494
$9,804,885
$9,675,986
$9,662,874
$9,534,069
$9,408,689
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Industry Output \
41 Fossil fuel $9,252,322
42 | Non-store retailers $8,678,487
43 | Radio and television broadcasting $8,203,622
44 | Nursing and community care facilities $6,583,933
45 Car washes $6,440,816
46 | Clothing and clothing accessories stores $6,071,317
47 | Building material and garden equipment and supplies stores $6,014,177
48 | Other durable goods merchant wholesalers $5,865,529
49 ' Motor vehicle and parts dealers $5,783,823
50 Offices of dentists $5,709,387
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2021 PUBLIC RELATIONS
YEAR IN REVIEW:

WEBER SHANDWICK
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2021 COMMUNITY SENTIMENT
SURVEY EXECUTIVE SUMMARY:

MMGY TRAVEL INTELLIGENCE



COMMUNITY
PERSPECTIVES

RESIDENT SENTIMENT STUDY

JULY 2021

,.i("h g TON HEAD ISLAND-BLUFFTO MM [g p o . :
S HP M CHAMBER OF COMMERCE T‘ avel ]ntelhg(fn(.e
g

SURVEY

METHODOLOGY
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SURVEY METHODOLOGY

* MMGY Travel Intelligence conducted an online survey of 2,979 Hilton Head
Island residents

* Residents were invited to complete the online survey through the Hilton Head
Island website, social media sites, and email outreach.

* The survey was fielded June 14, 2021 — June 25, 2021. Data were tabulated and
analyzed by MMGY Travel Intelligence.

* The participants met the following criteria:
v Must be a resident or property owner of Hilton Head Island;

v' 18 years of age or older.

“This sample size yields an error range of +/- 1.7 percentage points at the 95% level of confidence. This means

B2 T, H
l TZ]\'C' ] n tCl I IgC n CC - that if the survey was to be replicated 100 times, we would expect the results to vary by no more than 1.7

percentage points 95 of those times.

RESPONDENT

DEMOGRAPHICS

84
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DEMOGRAPHICS

Type of Residency/Ownership on Hilton Head Island

Property

owner
10%

Part-time
resident
1%

Full-time resident
79%

) S N | - . Are youa Hilton Head resident or property owner?
Iravel Intelligence

DEMOGRAPHICS

Hilton Head Communities

Hilton Head Plantation 28%
Palmetto Dunes
Sea Pines
Indigo Run
Shipyard

Port Royal

Long Cove
Palmetto Hall
Wexford
Leamington

Other/non-gated community

What community do you live in?

Travel Intelligence

HILTONHEADISLAND.ORG
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Zip Codes
29926 1351
29928 1287
29910 24
29909 7
29925 6
30350 6
29588 5
Travel Intell ]}1 ence N Whatis your 7ip code? (Only the most ited ip codes included in his table

DEMOGRAPHICS

Length of Residency on Hilton Head Island
All my life
1%

Moved here more

than 20 years ago
2% Less than 5 years

31%

11-20 years
21%

5-10 years
25%

LA g N | | . How long have you been a resident of Hilton Head Island?
[ravel Intelligence ghavey
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DEMOGRAPHICS

% OF RESIDENTS WHO WERE VISITORS BEFORE MOVING
TO/PURCHASING PROPERTY ON HILTON HEAD ISLAND

Were youa visitor before you moved to/purchased
property on Hilton Head Island?

DEMOGRAPHICS

[ Travel Intelligence

Do you currently work on Hilton Head Island?

No, | am retired
58%

Do you currently work on Hilton Head Island?

HILTONHEADISLAND.ORG
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DEMOGRAPHICS

Total Respondents

Gender
Female 58%
Male 42%
Self-identify 0%

Household Income

Less than $30,000 0%
$30,000 - $49,999 3%
$50,000 - $99,999 12%
$100,000 - $149,999 16%
$150,000 - $249,999 19%
$250,000 or more 20%
Prefer not to answer 30%
B Travel Intelligence

DEMOGRAPHICS

Total Respondents

Level of Education
Less than 4 years of high school 0%
4 years of high school 4%
1-8 years of college 13%
4 years of college 39%
Graduate school or more 43%

Children under 18 in household 1%

Travel Intelligence Doyoucarenl have il s e ance g oo vl
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KEY INSIGHT #1

Residents largely consider tourism
important to Hilton Head Island’s
local economy, but many also feel it
has a negative impact on their
lives, especially during Summer.
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KEY INSIGHT #1

Six in ten residents believe tourism is extremely important to Hilton Head Island’s local economy, while only
4 percent believe it is not very important or not important at all.

Importance of Tourism Not At All Important
1%

Don't Know

0%

Not Very Important
3% —— w

Somewhat Important

36% .
Extremely important

60%

How important do you believe tourismis to the local Hilton Head Island economy?

Travel Intelligence e

KEY INSIGHT #1

One-third of residents feel that tourism impacts their life at least somewhat positively, while six in ten feel
it has at least a somewhat negative impact.

Impact of Tourism

7

Extremely o Extremely
. 7% 7/ .
Positively Not Negatively
Somewhat At Somewhat
Positively All Negatively
7
0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%
Lo L & | (Fhatinrs H ld you say Hilton Head Island tourism impacts your life as a resident?
I rave I hjtk ”]E_lk nee .. ow would you say Hilton Head Island tourism impacts your life as a residen
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KEY INSIGHT #1

Summer is considered to be “too crowded” by nine in ten residents, while seven in ten feel Fall is “just
right” and six in ten feel Spring is “just right”. Winter is the considered both “just right” and “not crowded”
by more than four in ten residents.

Seasonal Perceptions

Summer 87%

Winter 44% 46% 10%

0% 20% 40% 60% 80% 100%

H Not Crowded mJust Right Too Crowded

g I ']._‘] \t L‘l I n t L\ | ] ] L:k‘ n '\. L‘ . Pleasc indicate your perception of the level of visitation during the following seasons.
C

KEY INSIGHT #1

IMPORTANCE OF ATTRACTING VISITORS TO HILTON HEAD
ISLAND DURING TIMES OF YEAR WITH LOW VISITATION

Extremely important  [EEEA

Somewhat important 35%

Not very important 28%

Not at all important 23%

1% 1 don't know

Please indicate how important you believe it is to attract visitors to Hilton Head Island
during times of the year that usually have lower visitation (November — April).

B Travel Intelligence
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KEY INSIGHT #1

IMPORTANCE OF HILTON HEAD ISLAND-BLUFFTON
CHAMBER OF COMMERCE EDUCATING VISITORS HOW TO
RESPECT THE LOCAL ENVIRONMENT AND NATURAL
RESOURCES WHEN VISITING

Extremely impx nt 83%

13% Somewhat important

2% Not very important

1% Not at all important

1% | don't know

In your view, how important is it for Hilton Head Island-Bluffton Chamber of Commerce to
educate visitors about how to respect the local environment and natural resources when they visit?

TYPE OF IMPACT HOSTING MARQUEE EVENTS AND
FESTIVALS HAS ON RESIDENTS AND VISITORS

Extremely positive impact 27%

Somewhat positive impact 43%

Neither positive nor

negative impact 18%

9% Somewhat negative impact

2% Extremely negative impact

One of the Hilton Head Island-Bluffton Chamber of Commerce’s objectives is to
promote marquee events and festivals. Please indicate the type of impact you
believe these activities have on the quality of life for local residents and visitors.

Travel Intelligence

!
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KEY INSIGHT #1

| support efforts by the Hilton Head Island-Bluffton Chamber of
Commerce in educating visitors about how to be responsible in

0,
protecting and preserving our natural resources when visiting Hilton 87%
Head Island
| support efforts by our town in the funding and installation of local 67%
(]

public art, exhibits, and cultural attractions

I support efforts by the Hilton Head Island-Bluffton Chamber of
Commerce in promoting attractions, festivals, exhibits and similar on 57%
Hilton Head Island

| support efforts by the Hilton Head Island-Bluffton Chamber of

0,
Commerce in branding and marketing Hilton Head Island for tourism 47%

ol e . s . Please indicate your level of agreement with each of the following statements:
[ravel Intelligence 5 .

KEY INSIGHT #2

HILTONHEADISLAND.ORG



While residents tend to be
knowledgeable about tourism and its
benefits, opportunities exist to further

educate residents on tourism’s impact
on their lives and their finances.

KEY INSIGHT #2

KEY INSIGHT #2

Tourism on Hilton Head Island...

Creates traffic congestion problems for local residents 86%
Generates tax revenues for state, county, and local governments

Creates jobs for area residents

Brings too many people to Hilton Head Island

Supports local business creation

Increases real estate values

Provides restaurants that local residents can also enjoy

Negatively impacts our natural resources

Supports existing small businesses throughout the year

Provides amenities and attractions that local residents can also enjoy
Helps offset the costs for public safety personnel, streets/roads, schools
Reduces taxes for residents (ex. property taxes, county and city sales taxes,...
Covers the cost of beach renourishment

Causes local restaurant & entertainment prices to rise

Is an important factor in making our community a great place to live

Helps create a positive ambiance/vibe in the local community

wod i I ) | s ,l g Please indicate your level of agreement with the following statements.
rave LCHIZENCC 24 ! s 8
e
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KEY INSIGHT #2

% Of Hilton Head Island Residents say they don't
know what resources fund the Hilton Head Island-
Bluffton Chamber of Commerce

Resources Used to Fund Hilton Head Island Tourism
Accommodation tax dollars collected... 83%
Hospitality tax
Local sales tax
Resident taxes
Private funding

State funding

Other

Which of the following resources do you believe funds the Hilton Head Island-Bluffton Chamber of Commerce

g7 Travel Intelli
“~A > > > “we
ravel In [L Ig( nce -25- tourism marketing efforts? Please select all that apply. (n-2.264 those who gave an answer other than Don’t Know)

KEY INSIGHT #3
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Nearly all residents feel pride in
being Hilton Head Island residents

and feel it offers high-quality
experiences, dining, and shopping.

KEY INSIGHT #3

KEY INSIGHT #3

Three-quarters of Hilton Head Island residents are extremely or very proud to be Hilton Head Island
residents, while one quarter are at least somewhat proud to be residents.

Pride in Hilton Head Island Residency

Not very proud Not at all proud
3% 1%

Extremely proud
42%

Very proud
36%

L g | - - Please indicate the level of pride you feel in being a resident of Hilton Head Island.
[Tavel Intelligence pridey 8
s
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KEY INSIGHT #3

“I BELIEVE HILTON HEAD ISLAND IS A VERY SAFE PLACE TO LIVE”

Strongly agree 49%

Somewhat agree 39%

7% Neither agree nor disagree

4% Somewhat disagree

1% Strongly disagree

Pleasc indicate your level of agreement with the following statement:
I believe Hilton Head Island is a very safe place to live.

KEY INSIGHT #3

Highest Perceived Hilton Head Island Experiences

Goalf courses

Beaches

Leisure pathways and bike trails
Outdoor/nature activities

Savannah/Hilton Head International Airport
Water sports/activities

Surface street bike paths

Community parks

Outdoor public spaces for festivals and events
Hilton Head Island Airport

Retail shopping

Playing fields for sports leagues, tournaments and competitions
Road quality

Museums/Cultural attractions

Public pool/aquatic centers

Indoor facilities for sports leagues, tournaments and competitions

B Travel Intelligence

-30-

91%
91%
86%
80%
79%
77%
70%
70%
69%
55%
49%
44%
42%
38%

27%
18%

Please indicate your perception of the quality of the following services, products and
infrastructure on Hilton Head Island to serve visitors and residents alike.

HILTONHEADISLAND.ORG
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KEY INSIGHT #3

Perceived High Quality Dining Options
Signature and Upscale 76%
QOutdoor dining 76%
Locally sourced food/cuisine
Take-out
Fast casual
Breweries, Wineries, Distilleries
Food trucks
National/regional chains
Walk-up stand
Travel Intelligence e oot cosbson o head s

KEY INSIGHT #3

Perceived High Quality Shopping Options

Big box retail centers _ 23%

LA g N | | . Please indicate your perception of the quality of each of the
[ravel Intelligence vourpera iy

following categories of shopping on Hilton Head Island.
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KEY INSIGHT #4

While residents give Hilton Head Island
a high Net Promoter Score (NPS), many
acknowledge a perceived negative
impact of tourism that has dampened
their enthusiasm for it.

KEY INSIGHT #4
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KEY INSIGHT #4

The Net Promoter Score for Hilton Head Island among residents is +52 meaning there are more promoters
than detractors among residents.

Net Promoter Score

66% 20% Detractors
Promoters Passives (1-6s)
(9 &10s) (7 & 8s)
0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%
Cn L - . s Onascale from 1-10, where 1 = Not Likely at Alland 10 = Extremely Likely, how likely are you to recommend Hilton Head
| T.]\ L‘I l HIL‘l Il‘t{k‘IWL C -35- Island as a place to visit when talking to trusted friends and family members who do not live on Hilton Head Island?

KEY INSIGHT #4

% OF RESIDENTS WHO CONSIDER THEMSELVES
ENTHUSIASTIC ADVOCATES OF HILTON HEAD ISLAND

Do you consider yourself to be a passionate advocate for Hilton Head Tsland?

B Travel Intelligence
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KEY INSIGHT #4

The top attributes passionate advocates recommend when talking about Hilton Head Island as a
vacation destination are the Beaches, Restaurants, Biking/Bike paths, and Golf/Golf courses.

Natural Beauty

Asanadvocate, what are your favorite island attributes to share and talk about when recommending

l rav C | II1 [L | héﬂk ]‘lk C 97 Hilton Head Island as a vacation destination? (displaying top 60 attributes - sce verbatims)

KEY INSIGHT #4

Negatives Aspects to Tourism on Hilton Head Island

Traffic/Overcrowding
The overwhelming response to this
question is the traffic and
congestion caused by tourists. This
also causes a lack of parking and
difficulties getting into local
restaurants.

Trash/Littering
Residents also feel that tourists

leave a significant amount of trash
and litter on the beaches, especially
during the Summer season.

Disrespectful Tourists Other mentions:
Residents believe that tourism is »  Two days of timeshare check-ins/check-outs
attracting a more disrespectful * Affordable housing
tourist to the Island that doesn’t *  Some resident feel there isn't enough
respect the natural resources and * Others believe it deters from the high
residents. These tourists are also quality of the Island
partying more. * Over-development/commercialization

RS Ty 11 | e Do you feel there are negative aspects to Tourism
l rav L‘l I n [L‘l ] ]gk‘]‘l ce -%8- on Hilmn?—icad Island? If yes, what?
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WHAT CAN
HILTON HEAD
ISLAND DO?

« Improve the housing for
workforce. Be sure we pay
competitive wages to recruit
and retain employees in the
hospitality sector in particular

“Attroct higher-end

quality of guests.

B Travel Intelligence

«

More unique local shops,
artisans, artists;
restaurants. No National
restaurant chains..... keep

things unique to HHI

uniquely boutique!

“Improve the roadway, more
landscaping, make use of
vacant property like the big
concrete lot on main street
to bring nature and

encourage outdoor activities

¢ Second set of
bridges to get onto
the island.

ccCapitoIize on the unique
culture and history of Hilton
Head. Cultivate Gullah
cultural centers. Appeal to
visitors who are interested in
nature and would respect
our environment. Visitors
who are educated or
interested in the natural

world and want to explore
our beaches respectfully.

What could Hilton Head Island do to make the City more attractive to
entice travelers to visit here rather than to another City?

COMMUNITY
PERSPECTIVES

RESIDENT STUDY

RESEARCH REPORT — JULY 2021

L. HILTON HEAD ISLAND-BLUFFTON
CHAMBER OF COMMERCE

B Travel Intelligence
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2021 VISITOR PROFILE STUDY:

OFFICE OF TOURISM ANALYSIS,
COLLEGE OF CHARLESTON



Hilton Head Island
Visitor Profile Survey

2021

Melinda Patience
Daniel Guttentag, Ph.D.
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HILTON HEAD ISLAND VISITOR PROFILE SURVEY

PREPARED FOR:

HILTON HEAD ISLAND-BLUFFTON
CHAMBER OF COMMERCE

BY:

OFFICE OF TOURISM ANALYSIS
SCHOOL OF BUSINESS
COLLEGE OF CHARLESTON

66 GEORGE STREET | CHARLESTON, SC 29424
843.953.1996 | OTA.COFC.EDU | PATIENCEM@COFC.EDU
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HILTON HEAD ISLAND VISITOR PROFILE SURVEY

EXECUTIVE SUMMARY

SAMPLE DEMOGRAPHICS

Baby Boomers represented 49.9% of the respondents, followed by Gen X (22.0%), and then Millennials
(21.8%). Over 56% of those surveyed had a Bachelor’s degree or higher, and more than 50% had an annual
household income of $100,000 or more per year. Also, just over three-fourths of the respondents were
married. Based on a comparison with the prior survey, these characteristics suggest a trend towards
younger travelers visiting the area.

POINT OF ORIGIN

The respondents resided in 380 geographical areas / MSAs (Metropolitan Statistical Areas) throughout
the US, stretching from east to west coast. More respondents resided in Ohio than any other state (11.3%).
Second was Pennsylvania (7.1%), followed then by New York (6.2%), Georgia (5.9%), North Carolina and
California (4.7% each), Florida (4.0%), and then Virginia (3.8%). In-state visitors did not make up a
significantly large portion of the respondents (3.3%).

According to a market penetration analysis, the following MSAs were major markets amongst
respondents: New York-Newark-Jersey City, NY-NJ-PA; Atlanta-Sandy Springs-Roswell, GA; Philadelphia-
Camden-Wilmington, PA-NJ-DE-MD; Pittsburgh, PA; Washington-Arlington-Alexandria, DC-VA-MD-WV;
Cleveland-Elyria, OH; Los Angeles-Long Beach-Anaheim, CA; and Cincinnati, OH-KY-IN.

Canada remains the top international origin market amongst respondents (49.3%), followed by Europe
(17.3%) and Asia (9.3%).

THOSE WHO TRAVELED TO HILTON HEAD ISLAND

The top three reasons for choosing Hilton Head Island as a destination continue to be visiting beaches
(75.4%), relaxation (51.5%), and spending time with family (46.6%), followed by biking (16.4%), golf
(13.7%), and culinary experiences (12.2%). The activities in which visitors actually participated are similar
to the previously mentioned activities, and also include shopping, nature-based activities, and water
excursions.

Of those surveyed, 38.5% of overnight visitors and 57.8% of day trip visitors indicated they had visited
Hilton Head Island, SC for the first time, suggesting that the destination continues to appeal to new
visitors.
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HILTON HEAD ISLAND VISITOR PROFILE SURVEY

TRIP CHARACTERISTICS

The average group size of those surveyed was 3.8 for overnight visitors and 2.1 for day trip visitors. The
main mode of transportation to the island continues to be personal/family car (67.6%). However, flying
into the destination increased notably from the prior survey (19.5% to 25.5%), with the proportion of
visitors flying into Hilton Head Island Airport rising substantially (12.8% to 39.8%).

The average length of stay for those
surveyed varied by segment; those
staying in villa rentals stayed
approximately 7.9 nights, hotel
visitors stayed 5.5 nights, timeshare
visitors stayed 8.3 nights, and
second homeowners stayed 10.4
nights. The overall average was 6.7
nights.

Home/villa rental continues to be
the most popular choice of |
accommodation for  overnight
visitors (37.2%), followed by resorts |
(20.9%), hotels (15.0%), timeshares A
(14.2%), and second homes (4.3%).

TRAVEL PLANNING

VRBO remains by far the most popular online booking platform for villas/homes (34.2%), followed by local
vacation rental companies (22.9%) and the local resorts’ online booking platforms (e.g., Sea Pines,
Palmetto Dunes) (15.1%). The percentage of respondents booking via Airbnb increased significantly from
the prior survey (2.4% to 10.0%).

Other destinations like the Outer Banks, NC; Myrtle Beach, SC; and Gulf Shores, AL remain competitors
for Hilton Head Island as alternative beach destinations. The top competing city market was Charleston,
SC.

Top reasons for choosing to visit Hilton Head Island were previous visitation (60.0%), beach destination
(49.7%), word-of-mouth/recommendation (24.1%), within driving distance of home (23.9%), and wanting
to visit somewhere safe during/after COVID-19 (19.0%).

Of those visitors surveyed, 89.3% indicated an intention to return to visit Hilton Head Island.
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HILTON HEAD ISLAND VISITOR PROFILE SURVEY

NON-VISITORS

Of those who indicated not to have traveled at all or not to have traveled to the Hilton Head Island /
Bluffton area in the past 12 months (N=860), just 38.6% had never visited the Hilton Head Island / Bluffton
area before, and 48.8% had visited one to five times before.

Of those non-visitors, 37.6% traveled elsewhere, 2.9% found it too expensive, 2.0% mentioned health
reasons, 2.0% were hesitant because of unpredictable weather events, 1.5% did not travel at all, and 0.9%
did not find what they were looking for. Over 26% stated the COVID-19 pandemic kept them from visiting
the Hilton Head Island / Bluffton area. Of those who did not visit the Hilton Head Island / Bluffton area,
alternative destinations in the Southeast (26.9%) and Midwest (10.5%) were the most popular.
Nonetheless, 49% of the non-visitors indicated they had plans to visit the Hilton Head Island / Bluffton
area within one year.

TRAVEL BEHAVIOR

Looking at the travel behavior of both visitors and non-visitors together, the majority (56.6%) take two to
four leisure/vacation trips per year, and they are most likely to travel between May and October.

The top five most appealing experiences for leisure trips/vacation were: beaches (91.3%), relaxation &
rejuvenation (88.8%), passive outdoor adventures (76.7%), historical attractions (73.7%), and romantic
couple-getaways (70.6%).

The following attributes
were most important in
choosing a leisure
vacation: natural beauty
of the  destination
(92.7%), ease of access
(89.0%), quality of
lodging and dining
options (89.1% and
88.6%), affordability
(87.6%), diversity of
dining and lodging
options (84.9% and
70.8%), and low traffic
congestion (69.3%).
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HILTON HEAD ISLAND VISITOR PROFILE SURVEY

METHODOLOGY

The 2021 Visitor Profile Study (VPS) for the Hilton Head Island and Bluffton Area was conducted
electronically. Between June 2021 and January 2022, emails were sent on a rolling basis to invite
individuals to participate in the VPS. These individuals had previously visited www.hiltonheadisland.org
or www.visitbluffton.org and submitted their email addresses, and they were generally contacted
following their anticipated dates of visitation. In addition, invitations to complete the survey were posted
in January 2022 on the social media channels of the Hilton Head Island Visitor & Convention Bureau and
Explore Bluffton.

A total of 2,084 completed surveys were collected. This report is based largely on the 1,040 respondents
who visited Hilton Head Island as an overnight or day trip, along with individuals who did not travel at all
or did not travel to Hilton Head Island / Bluffton.

This report presents the results of the present study, together with comparative results from the last time
this study was completed, in 2020. Because the prior (2020) report looked at visitation that occurred
primarily in 2019, such results are labelled as “2019” throughout this report, rather than as “2020,” which
is how they were labelled in the prior report. Likewise, the data from the current survey are labelled as
2021 because the vast majority of these respondents visited in 2021. When 2019 data is not presented, it
is because the question was not asked in the previous survey.

The table below shows the visitor estimates for Hilton Head Island by segment for 2019 and 2021. The
estimates are based on secondary data for hotel, timeshare, and villa visitors, as well as primary data
collected regarding second homeowners, their guests, and day trippers.

Visitor Segment 2019 2021  Change (%) |
Villa/Home Rentals 755,953 962,686 27.3%
Hotels/Resorts 473,679 508,977 7.5%
Timeshares 454,093 481,934 6.1%
Second Homeowners 613,216 719,302 17.3%
Non-paying Guests 159,137 186,667 17.3%
Day trippers 228,250 267,290 17.1%
Total Visitors 2,684,328 3,126,856 16.5%

Table 1: Visitor Estimates for 2019 and 2021

10 FY 2022-2023 HILTON HEAD ISLAND DESTINATION MARKETING PLAN



HILTON HEAD ISLAND VISITOR PROFILE SURVEY

HILTONHEADISLAND.ORG 111



()]

Z

< <«
— ez
w -
Do
< <
w o
L -
ZiHE
O o
= w
=

3




