
VisitMyrtleBeach.com  1

M Y R T L E  B E A C H  A R E A  C H A M B E R  O F  C O M M E R C E

Tourism 
Marketing 
Strategy20

15



2    VisitMyrtleBeach.com

Deliver first time visitors to the 
Myrtle Beach area, with a focus 
on building the shoulder season.
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Focus: First Time & Shoulder Season Visitors!
As the official regional marketing organization for the Myrtle 
Beach area, our focus is to continue to attract and generate first 
time visitors to the Grand Strand. By applying relevant research, 
years of stakeholder and staff marketing experience, as well as 
deep insights generated from our on-going integrated marketing 
activities and research, we look to build the desirability of the 
Myrtle Beach area for our guests that have never visited and 
influence past visitors to return again.

Through our integrated marketing efforts that include 
research, publicity, media relations, content development, 
communications management, media investment and vendor 
relations, we are charged with increasing awareness and demand 
to visit the Myrtle Beach area for leisure, groups, meetings, 
sports and recreational interest. We also look to increase 
consumer and business interest in relocating to the Grand 
Strand. 

For 2015, our efforts will continue to derive the best destination 
messaging and deliver it effectively to the right audience at the 
best time using the most responsive channel. We look to impact 
the seasonality of our destination and build visitation during the 
shoulder months, while ensuring that the peak summer season 
is secured.

Continued emphasis is also going into fostering profitable 
relationships with key partners. On the international front, 
specifically in Canada, we continue to work closely with Brand 
USA, our country’s international marketing arm. By working 
with Brand USA, they add to our media investment when 
including them in our communications; however, we retain the 
activity generated regardless of channel. It’s a very cost-effective 
means to collaborate and spread our Myrtle Beach area appeal 
further.

2015 Marketing Strategy

70+10+3+10+2+5+tLeisureGroup

International
Golf
Research PR

2015 Marketing Direction
As the majority of media consumption continues to be 
screen based and mobile continues to grow in dominance, 
especially for travel, our media investments will continue 
to grow digitally. By mid-2014, over half of all searches 
were coming from mobile. By 2017, digital video will be 
more popular than social networking. Video is used by six 

out of 10 travelers when thinking about a trip, choosing a 
destination and when looking for ideas of things to do. We 
will continue to invest in producing and curating digital 
video to ensure we are poised to deliver against consumer 
interest and stimulate demand to visit the Myrtle Beach 
area.

2015 Marketing Allocations

The greatest share of the marketing investment 
continues to go towards leisure promotion. While 
group and golf have a significant investment, the 
importance of research and PR can’t be stressed 
enough as being integral to the success of our 
marketing efforts. 

2015 Media Mix

More than 60% of the media investment will be 
allocated digitally. This encompasses: search, display, 
video, mobile, social, email and content distribution. 
Television advertising will still be solid in core feeder 
markets and non-stop air service markets, with the 
balance directed to traditional media.

65+25+10+tDigital

TV
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Advertising investment will still be focused east of the Mississippi with some markets of opportunity included based on market 
insights. Full intergration of distribution channels will be utilized in reaching these markets and corresponding target audiences.

2015 Audience Calendar

Based on time of year, different audience segments, many based on lifestyle interests, will be targeted. Families weigh  
heavily especially in the summer and when best able to travel. We will seek to engage with a variety of folks at the best 
times of the year to meet the objectives set forth in our strategy: building the shoulder season, while protecting the summer. 

2015 Audience Segments

Multi-Generational Couples Families Sports Enthusiasts

Nature & 
Heritage

Empty-Nesters & 
Seniors

Girlfriend Getaways Groups & 
Meetings

Millennials Weddings &
Honeymoon

Family Golf Fishing & 
Boating 

Younger Generation Weddings & Honeymoons

Non-stop Flight Market Focus

Weddings & Honeymoons

Canada

Girlfriend Getaways

Boomers I MultiGen

Valentines

Girlfriend Getaways

Canada

Weddings & Honeymoons

Camping/RV/Outdoors/Fishing/Nature
Camping/RV/Outdoors/Fishing/Nature

Winter Deals

Northeast/Midwest 
Push

Boomers I MultiGen

Younger Generation

Spring Deals

Beach House I Rentals Late School

Summer 2.0

Fall DealsFamily Golf

July 4th

Easter

Holiday PushMillennials

Summer Family Focus
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Research
A key part of our marketing strategy is determining, through both qualitative and quantitative research, what consumers need to 
see and hear separate us from our competitive set; we must resonate with consumers.  In 2014, we conducted additional consumer 
research which focused on two key markets:  Pittsburgh and Philadelphia.  Using both qualitative and quantitative research, 
we tested a variety of destination videos, and commercials, as well asmessaging across several audience segments to determine 
consumer perceptions, needs, and expectations.  A segmentation study was also conducted in Canada to profile the visitor and 
evaluate the opportunities in this market.The results of these studies were powerful, positive and provided us with the insight and 
direction to shape our Visit Myrtle Beach advertising creative that you’ll see throughout 2015.

Public Relations and Social Media
Public relations efforts for 2015 will continue to promote the Myrtle Beach area as a family-friendly vacation destination, while also 
providing messaging about non-stop air service and shoulder season opportunities for leisure and group visitors. Our earned media 
strategy, which uses a combination of traditional and new online and offline press to carry a credible brand message to a broader 
audience, will continue this year. Additionally, ongoing national, international and regional media relations will keep the Myrtle 
Beach area top-of-mind with key travel, family, lifestyle, sports and group media and bloggers through targeted and proactive 
outreach. The focus will be on targeting first-time visitors, with an emphasis on promoting the additional benefits of traveling 
during the spring and fall shoulder season.

Our 2015 social media efforts will continue to focus on engagement. We know that social media provides a platform for users to 
discuss their experiences, likes and dislikes. With travel being such an aspirational commodity, we will continue to use our social 
media channels to encourage experience sharing and knowledge sharing from our many brand advocates. Our emphasis will be to 
foster greater social engagement where the users are sharing experiences, videos, photos, ideas, suggestions and recommendations, 
as well as providing information about what a visitor should do in order to have their best Myrtle Beach vacation experience.
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Market Segments

25+33+17+13+12+t
Meeting

International

SMERF

Motorcoach
Sports

Group Sales
One of the primary goals of the Myrtle Beach Area CVB is to increase travel to the area 
by recruiting group tours, meetings, conventions, motorcoach, SMERF (Social, Military, 
Educational, Religious and Fraternal), sports events and international prospects. 
With 60 miles of pristine, sandy beaches, an international airport with the capacity to 
welcome 2,200 passengers per day, 98,600 accommodation units at various price levels, 
a modern convention center with 250,000 square feet of meeting space and an upscale 
adjoining hotel and a new 100,000 square foot indoor sports facility, the Myrtle Beach 
area remains an ideal destination for meetings and group gatherings.

2015 group sales recruitment will focus on representation at 40 national, international 
and regional tradeshows. In addition, our group sales efforts will target planners 
concentrated in metropolitan cities where association headquarters are located 
(Washington, D.C., Atlanta, etc.). Sporting events will be targeted on national and 
regional levels. And, international prospects will be targeted through third-party 
sellers and travel industry trade entities including Brand USA, tour operators, receptive 
operators and travel agents.

Sports Tourism
After must anticipation, the Myrtle Beach area will soon have a 
100,000-square-foot indoor sports facility that will help expand sports 
tourism. The $12.4 million facility will open in March 2015 adjacent to 
the Myrtle Beach Convention Center. The complex will include eight 
basketball courts, 16 volleyball courts, a café and retail area, and 
large multi-screen video wall. The MBSC will have 2,000 seats 
and will be configurable for numerous indoor sports. For more 
information, please visit www.myrtlebeachsportscenter.com.   

In its first year, the new Myrtle Beach Sports Center is projected to 
generate $6.9 million in direct visitor spending.  By its fifth year, 
that number is expected to reach $28.4 million annually.  Two-
thirds of the additional visitor revenue will occur outside of the 
peak summer tourism season.

When it is completed, the Myrtle Beach Sports Center will join 
the Grand Park Athletic Complex at The Market Common and the 
North Myrtle Beach Park and Sports Complex as the latest state-
of-the-art facilities capable of hosting large numbers of sporting 
events and teams in the Myrtle Beach area.

The Grand Park Athletic Complex provides teams with seven large 
multi-purpose fields, two youth fields and a six-tunnel batting 
cage. These fields are designed to accommodate a variety of 
sports, including baseball, softball, lacrosse, soccer and football. At 
the North Myrtle Beach Park and Sports Complex, athletes will 
find four youth baseball/collegiate softball fields, two high school/
collegiate baseball fields, eight soccer/lacrosse fields and eight 
batting tunnels. 

SportsEvents_Aug.indd   1 7/17/14   8:52 AM
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1200 North Oak Street, Myrtle Beach, SC 29578
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2015 TOPLINE GOALS
• Generate 12 million unique user sessions to VisitMyrtleBeach.com
• Produce 9 million partner referrals
• Create 1.5 million first-time vacations
• Generate $125 million in earned media value (2.3 billion impressions)

As part of our continued integrated marketing efforts, we  
will continue to obtain industry recognition with awards such as:

•  2014 SOUTH CAROLINA GOVERNOR’S CUP - 
MYRTLE BEACH BOARDWALK 

•   COUPONSDAILY.COM 
20 CITIES FOR AN AFFORDABLE 
VALENTINE’S DAY GETAWAY

•  TRIPADVISOR VACATION RENTALS 
BEST FAMILY TRIP DESTINATION

•  TRIPADVISOR 
TOP 25 DESTINATIONS – UNITED STATES

•  YAHOO! TRAVEL 
50 COOLEST THINGS IN AMERICA

•   U.S. NEWS & WORLD REPORT: TRAVEL 
BEST FAMILY BEACH VACATIONS IN THE USA

•  STADIUM JOURNEY MAGAZINE 
TOP 100 STADIUM EXPERIENCES OF 2014

•  GROUPS TODAY 
SOUTHERN READERS’ CHOICE AWARDS 2014

•  DESTINATION TRAVEL MAGAZINE 
TOP 12 BEST AQUARIUMS IN THE NATION

•  CONVENTIONSOUTH MAGAZINE 
BEST PLACE TO KICK BACK

•  PRICELINE.COM 
TOP 10 SUMMER BEACH DESTINATIONS

•  USA TODAY, 10BEST 
BEST GOLF DESTINATION

•  TRIP ADVISOR 
MOST POPULAR TRAVEL DESTINATIONS 
FOR SUMMER 2013 & 2014

•  FAMILY VACATION CRITIC 
10 BEST BEACHES FOR FAMILIES IN 2014

•  FLIPKEY.COM 
2014 TOP MARATHONS & RACES WORTH 
TRAVELING FOR (2014)

•  TRIP ADVISOR 
TRAVELERS’ CHOICE: U.S. TOP 25 
DESTINATIONS (2014)

•  DREAM PLAN GO 
THE NINE BEST LAST-MINUTE U.S. TRIP 
DESTINATIONS (2014)


