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Destination Marketing Achievements

Consistently broke

REVPAR records for Longwoods International ROI Study
the market ‘
. 1
Successfully introduced in advertising $180 Spending RO
the new membership  Vestment $24 Tax ROI

model

Grew our content army Every $1invested in the 2021 Myrtle Beach

Drove > 200:1 RO| advertising campaign generated $180 in direct
) visitor spending and $24 in taxes

(#2 in the country)
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2022 Accolades & Awards

7 Best Beaches in South Carolina - AFAR

Perfect Vacation Spots for Families Traveling with Disabilities and
Autism - Fodor’s Travel

11 Best U.S. Destinations to Visit During the Fall - Fodor’s

Best Places to Celebrate The Fourth of July Across the U.S. -
Mapquest Travel

Best East Coast Beach Towns to Live In — Stacker

Ultimate Destination for Families — Southern Living

Best Resorts to Stay in Across South Carolina - Southern Living
Best Water Parks in The USA - Timeout

10 Best Resorts in South Carolina — Travel + Leisure

One of Most Affordable Places to Buy a Beach House in The U.S. -
Travel + Leisure

Top 25 Hotels for Families - TripAdvisor

Q22022 Top 20 US Cities Ranked by Searches (#4 for Beaches) -
TripAdvisor

Q3 2022 Top 20 US Cities Ranked by Searches (#4 for Beaches) -
TripAdvisor

20 Best Places to Visit in The Carolinas - U.S. News and World Report
Best Places to Visit in June - U.S. News and World Report

Best South Carolina Beaches - U.S. News and World Report

Best Family Vacations in the U.S - U.S. News and World Report

25 Top Family Weekend Getaways in the U.S. — U.S. News and World
Report

Best Family Spring Break Destinations — U.S. News and World Report

30 Best Dog-Friendly Beaches in the U.S. - U.S. News and World
Report

Fastest Growing Places in the U.S. in 2022-2023 - U.S. News and
World Report

32 Top Cheap Weekend Getaways in the U.S. - U.S. News and World
Report

Tourism Office of The Year — Southeast Tourism Society
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Destination Search Demand

® myrtle beach ® virginia beach daytona beach ® panama city beach
+
Search term Search term Search term Search term
United States ¥ Past 12 months ¥ All categories ¥ Web Search ¥

@
A
v

A

Interest over time

Average Nov 28, 2021 Apr 3, 2022 Aug 7, 2022
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Jan - Sept 2022 Myrtle Beach A-Tax Allocations

A-TAX Marketing Activities will promote visitation to Myrtle Beach through a wide range of promotions, including increased focus
general consumer promotions, digital promotions, groups marketing and event promotions targeting South Carolina visitors more
than 50 miles away from the destination

M Air Service - $33,755 - 27
M Co-op - $0- 0%
M Creative Development - $42,566 - 3%
B Destination Publicity - $18,091 - 17
M Digital - $633,085 - 447

General Consumer Promotion - $208,201 - 157
M Golf - $0 - 0%
B Group Sales - $362,565 - 257
M International Promotion - $9,428 - 17
M Outdoor & Print - $33,437 - 27
M Research - $31,666 - 27
M Television - $67,834 - 57




Jan - Sept 2022 Myrtle Beach TDF Allocations

IDF Marketing Activities will promote visitation to Myrt/e Beach through a wide range of promotions, including leisure advertising
campaigns, groups marketing, general consumer promotions and publicity, golf and international marketing. All campaigns will be
supported with research and tracking to maximize return on investments.

$17,203,058 &

23%

M Air Service - $901,412 - 57,

M Co-op - $0 - 0%

M Creative Development - $3,099,369 - 18%
M Destination Publicity - $219,871 - 17
M Digital - $5,926,937 - 357

M General Consumer - $3,951,300 - 237
W Golf - $716,735 - 47%

B Group Sales - $944,148 - 67

M International - $255,626 - 17

M Outdoor & Print - $7,412 - 0%

M Research - $665,275 - 47

M Television - $514,973 - 37



AR

S
LONG-TERM MARKETING GOAL

To position the Myrtle Beach area as a year-round destination

of 60 miles of “beach plus” among high value travelers who spend

more, book earlier, stay longer, and return more frequently.
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Organizatianal Objectives

Lead destination growth through comprehensive and integrated marketing programs
that inspire visitation, generate visitor demand, and lead to growth in tourism visitation

and expenditures.
v Increase average Iength of stay

Increase average RevPAR
Increase visitation during shoulder and holiday seasons
Increase tourism-related tax collection

|ncrease Investor value

DD T NN

|mprove resident sentiment and support of tourism.
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Market mix
IS determined

by many
factors
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Market Mix

Market size and proximity
Direct airlift access

Relative advertising costs
Current macro & micro trends
Arrivalist visitation

Measured online demand
Consumer planning behavior

Key Data vacation rental data
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2023 Spring/ Summer Markets
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Albany/Schenectady/Troy
Atlanta

Augusta

Baltimore

Boston

Buffalo
Charleston/Huntington
Charlotte

Chattanooga

Cincinnati

Cleveland

Columbus OH

Detroit
Greensboro/High Point

Greenville/Spartanburg/
Asheuville

Harrisburg/Lancaster
Johnstown/Altoona
Knoxville

Lexington

Louisville

New York
Norfolk/Portsmouth
Philadelphia
Pittsburgh
Raleigh/Durham
Richmond/Petersburg
Roanoke/Lynchburg
Tri-Cities-Tn-Va
Washington D¢
Wilkes Barre/Scranton

You ngstown




THE MYRTLE BEACH VISITOR

Family Oriented
Community Minded
Value Researchers
Fun Seekers
Traditionalists
Money Managers
Tech Savvy but Suspicious
Open Minded
Indecisive

Foodies

Culturally Conscious
Loyalists

Sports Fans
Adventurous
Happy-Go-Lucky




MYRTLE BEACH AUDIENCE SEGMENTS

4 \

Beach Sophisticates

AGE 35- 54 | HHI $100K+ | Travel Spend of $S5K+ |
Southeast, Northeast and Midwest

4 )

Family Tides
AGE 35-54 | HHI $50-$150K | Travel Spend of $2-$5K
100% Children | Southeast, Northeast and Midwest

N /
4 )

Classic Beachers
AGE 45-74 | HHI $50-$125K | Travel Spend of $2-$5K

%
N

N
-

Playful & Practical

AGE 25-44 | HHI up to $150K | Travel Spend of $2-5K |
Southeast, Northeast and Midwest

Southeast, Northeast and Midwest

N

N %
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Content Focus

While The Beach continues to be the primary driver of visitation during peak season, we will increase emphasis and

content production on the topics that will encourage people to visit year-round.

THE BEACH

m FOOD & DRINK GOLF PLACES TO STAY

ATTRACTIONS
ARTS & CULTURE
FESTIVALS & EVENTS
LIVE MUSIC
NEIGHBORHOODS
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Campaign Purpose and Alignment

Campaign Type

Evergreen Brand

Seasonal Brand

Interest/Experience-Based

Tactical
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Purpose

Introduce the brand;
re-introduce the brand

Enhance brand perception
and brand equity

Enhance brand affinity and
[e)V/e]14Y

Drive immediate
conversions

Campaign Names

You Belong at the Beach

Beach with the Best,
Summore Season

Shine & Dine, TBD

Air Service
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2023 Leisure Campaign Calendar

JAN FEB MAR APR MAY JUN JUL AUG SEP OCT NOV DEC
WINTER | SPRING | SUMMER |  FALL _HOLIDAY

You Belong

Beach with The Best

International You Belong

Summore Season

: ; ; ; : Shine & Dine : :
Golf/Sports Campaign : ; : : ; ;

: : : Music Campaign : : : :

- A

Campaign

General & Dynamic Air Service

- Seasoiil Periods I . -'irest“i' nce iami" - - .



Air Service

Marketing

Media Mix for 2023
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AIR SERVICE MEDIA MIX

Radio
10%

OOH
1%

Paid Search
10%

Travel

Endemic/OTA
15%



INTERNATIONAL MEDIA MIX

CcTv
15%

International
Ma rketing
Media Mix for 2023 i

Travel 25,
Endemic/OTA

20%

Paid Social
20%
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MEETINGS/GROUPS/SPORTS MEDIA MIX

Paid Search

Meetings,
Groups & Sports

Planner "

Ma rketing

Integrated Packages
54%

Media Mix for 2023

Cross Channel
Prcgrammatic
14%
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MARKETING INVESTMENT

Marketing Platforms _Market Research
PR & Promotions  ,9¢ 1%

4%

Agency Fees

2023 ’

Content &
Production _

Destination :
Marketing
Program
Allocations

Paid Media
39%
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THANK YOU FOR YOUR TIME!

Questions?




