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A-TAX 04 2021 MARKETING ACTIVITIES

= CO-OP 3% - $8,171.00
= CREATIVE DEVELOPMENT 2% - $7,716.88
DESTINATION PUBLICITY 3% - $11,163.79
m GENERAL CONSUMER PROMOTIONS 74% - $238,27513
3319,933 GROUPS 6% - $19,679.76
= INTERNATIONAL 3% - $8,998.94
m OUTDOOR/PRINT 3% - $10,300.00

m RESEARCH 2% - $5,411.77

m TELEVISION 3% - $10,215.00



TDF 04 2021 MARKETING ACTIVITIES

m AIR SERVICE 15% - $1,230,767.07

B CO-OP 3% - 5216,076

m CREATIVE DEVELOPMENT 9% - 728,986.21
(o)

DESTINATION PUBLICITY 4% - $344,919.68

m DIGITAL 40% - $3,188,793.66

$8,029,022.71

GENERAL CONSUMER PROMOTIONS 16% - $1,303,521.91
B GROUPS 7% - $560,944.59
B INTERNATIONAL 3% - $260,969.86
B RESEARCH 2% - $162,277.30

M TELEVISION 1% - $31,765.94



2021 RECORD SETTING LODGING RECOVERY

#1 US. Market for Hotel Revenue W3
Recovery / \
*STR Occupancy at 57.4% up

38% NS

*STR Revenue up 81% - 884.3M
KD Occupancy at 49% up 66%
KD ADR at $154.88, up 21%
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2021 RECORD SETTING SALES & TAX REVENUE

*ATAX Revenue up 83% YOY
*TDF Revenue up 42% YOY

*Horry County Gross Sales
S1478B, up 29% YOVY

*Domestic Visitor Visa
Spending S198B, up 58% YOY P

lections
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2021 RECORD SETTING AIRPORT RECOVERY

*MYR deplanements at 1.6M
passengers, up 188% YOY and o
near 23% over 2019

220K

*Set SC state passenger record
iNn July with more than half a
million passengers

*Record 32M total passengers in

160K

140K

Deplanements

120K

2021 (arrivals & departures) /
eService from 10 airlines and
50+ nonstop markets with the

O d d it i O n Of S O U t hWeSt . Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec



2021 AWARD WINNING MARKETING

* Won US Travel's ESTO Award for Best
Integrated Marketing Campaign

 Generated 4.2B Earned Media
Impressions Valued At $238 Million

e Interest and Likelihood to Visit Myrtle
Beach all increased fromm March 2021

* 36% recall seeing an ad for Myrtle
Beach in past 6 months, more than
competitor destinations.

* Among those who recall advertising,
62% indicate it caused them to be
gworerinterested iN visiting Myrtle

each.

* CVB created $40 million in direct
and influenced bookings for
partners

Recall Seeing/Hearing Advertising During Past Six Months

Myrtle Beach, SC 36%

Gatlinburg, TN

Virginia Beach, VA 20%

Daytona Beach, FL 19%

Ocean City, MD 18%

Panama City Beach, FL 16%

None of the above 36%



FY21 Campaigns | Media Exposure Associated with 3.2x The Arrivals in Myrtle Beach

Target Group Control Group
< 96,812,290 ; O 0.0
Panel Exposures | Panel Exposures
13,884,647 13,884,647
Unique Users, | Unique Users,
Target Group : Control Group
. ® : : :
4 81,206 : | 25,292 i
: Attributed Arrivals | { Control Arrivals !

—————————————————

@ Arrivalist
@

May 1 - Dec 25, 2021.



CAMPAIGN MESSAGING

Always On Brand Creative: You Belong At The Beach

International (Canada & UK)

Beach with The Best

Spring Focus Summer Focus

TBD: Music Focus |

service will have campaign specific messaging updates to further align with leisure creative.

Airservice - General Brand Messaging & Southwest Specific

JAN FEB MAR APR MAY JUN JUL AUG SEP OCT NOV DEC

Groups [ Meetings / Sports

Summore Season

Winter
wOndeland

Note: Always On Creative would have a seasonal refresh to better reflect activities/weather in destination. Additionally, International and Air




BRAND MESSAGING ON YEAR-ROUND There are

no bad 60 miles
days
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2022 VISITOR GUIDES PRINTED!

*First printed guide |
e Incorporatin
You Belong at The Beach bron%i?wgw

*Expanded content including live

mMusic, the arts, playgr
. , ou Istori
sites, water safety égmorr;?s' sione

-@ddiéi}onol utility including local’s
s, QR codes for online promotion

EAT AROUND THE WORLD
RIGHT HERE AT 9722 B

ching out and trying new cuisines is the
t favorite dish!

Bran perfect
way to find your nex!

owl of authentic Thai food, taste traditional

Dominican cuisine, traditional Moroccan
s. Your palate can travel around the world right
h with over 30 different countries

Grand Strand.

Digintoa b
or savor
spice
here in Myrtle Beacl

represented across the

There is everything from homemade |talian and
handrolled sushi to Brazilian-style steakhouses and
authentic Mexican cuisine right here. Not to mention
we also have great American favorites including fun

burger joints, classic hot dog spots and lively sports

bars serving up some of the best wings in the south.

and you've got 2 recipe fora

Put all this together,
every palate.

culinary adventure sure to please
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Top Restaurants
Want to find the best
brunches? Top spots for
burgers? Finest fine dining
establishments? Weve got
lists of all the best restaurants

for every cuisine type at

\flsitMyrtlnBoach.com
A _—
re you thinking about a trip to M

some advice?
ce? A long time visitor |o

Scan the QR
Cod‘
lllrougl\ou( this gui:c
to access enhanced
digital content!

yrtle Beach? A first-timer in need f
o

{ g S t gn t d .
Okll 10| ome 'IIII ew to O: Weve

Share yo .
ur favorite
gotwh
at you need. Check out VisitMyrtleB
rtleBeach.com t
. oday!

memories of our 60 miles
of beaches & 14 unique
communities today!

#MyMyrtleBeach

» ey f’nd t".m best activities
TS —— °l'.spnng’ summer, fall,
ho’lda),s & beyond s Tall,

| restaurants & events
coming this year!




FORECAST - SPRING BREAK VISITATION CLIMBING

Horry Adjusted Paid & Owner Occupancy

100%

] Horry (3/17/2022 to 5/16/2022 as of 3/17/2022) | 53.7% ;"""

76%

60%

40%

20%

0%

lll.ll.lllOllll'll.

'"_...-u-unuuu.,...“'
“*0,,
‘e

--------O’_’

Easter Sunday 2021
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: Horry (Compared 3/18/2021 to 5/17/2021 as of 3/18/2021) | 48.9% |._-___-| Horry (Compared 3/19/2020 to 5/18/2020 as of 3/19/2020) | 38.8%

Easter Sunday 2020

317722

3118121

3/19/20

3/24/22

325121

3/26/20

3131122

41721

4/2120

417122

4/14/22 4/21/22 4/28/22 515122 5112122
4/8/21 4/15/21 4/22/21 4/29/21 5/6/21 5113121
4/9/20 4/16/20 4/23/20 4/30/20 57120 5/14120



= PARTNERSHIP GRAND STRAND 2026 ECONOMIC GROWTH INITIATIVE

The Initiative, developed from hundreds of pages of data and the feedback from more than 100 of the region’s top business and community leaders and sub-

ject matter experts, identified eleven objectives and four key pillars to achieve one core goal: to accelerate the economic prosperity and enhance the quality

of life for all businesses and residents across the region. No single pillar of the Initiative can advance the Myrtle Beach area and Grand Strand toward its desired

future in isolation - they are all interconnected and designed to work together.

PROSPERITY

Diversify Our
Economy &
Grow Small

[Role: Lead]

Dr. Marilyn Fore
President - Horry Georgetown Technical College

TALENT INFRASTRUCTURE

Attract, Support Revitalizing Scale Up Our
Develop & Downtown & the Transportation
Retain Talent Oceanfront Infrastructure

[Role:Convene] [Role: Support] [Role: Advocate]

"Partnership Grand Strand 2026 will strengthen strategic partnerships to achieve collectively what we could never
achieve alone. It creates a stronger regional partnership between the private sector and our academic institutions like
HGTC, CCU, and others.

The result is greater educational opportunities for all residents that become the springboard that leading to more
prosperity, business and job growth, and a better quality of life. "
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