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Current market situation



The Gloom

We look ahead to an evolving and 
complicated situation…



Declines Measured From 
“Pandemic Highs”

Mar – Aug v. previous year

Adj. paid occupancy % 
down 3 points – most 
significant decreases in 
Spring season.

YOY declines in key 
conversions across all months 
– organic sessions down 
significantly (-23%).



The Bloom

Travel interest remains high… Many Americans still view travel as 
“essential” and remain committed to travel 
even in an economic downturn.

Nearly two-thirds (64%) of American travelers expect the U.S. to enter 
an economic recession this year….Still, 75% believe “travel is a good 
investment” even during a recession.



The Glass Half Full…

OBVB has seen increased growth in revenues 
and spend despite lower occupancy and 

organic search interest.

Mar – Aug v. previous year

Revenue is up in 2022 –
Significant gains in June –
August, March – May flat.

Tourism related spend was up 
YOY – +$2MM in tracked 
spend (+7%).

Meals and lodging spend is up –
+$9MM (5%) & +$50MM (12%) 
respectively*.
*Through July based on available data 
on outerbanks.org



Our Advantages

Road trips are preferred travel 
method – +15-20-point lead on 
commercial airline.
Source: Destination Analysts – October SATS

Beach destinations continue to 
be desirable and viewed as safe 
destinations – “beach time” 
measured as top-2 most relaxing 
destinations. 
Source: Destination Analysts – October SATS

We’re advancing data analysis 
and insights – Expanded 
partnerships and new analysis 
from HY.



Performance audits and reporting



Our Foundation: 
Research
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HY 

Trade Desk

Strategies Rooted in 
Research



The Sum of All Parts

Carefully reviewing the connectivity and 
correlation across all data sets.



Drive Times and Per 
Capita Data Utilized to 

Prioritize Markets by 
Season



Key media initiatives



New Audiences 
Identified by OBVB

Childless Retreaters

A45+, HHI $75K - $150K, no 
children present in HH

Single Adults

A18+, never married, no 
children present in HH

Family Audience

A25-54, HHI $100K - $250K, presence of 
children in the HH (0-17)

Core Target Audiences

Additional Niche Audiences/Subsets

Fishing Surfing/Water Sports Birding

Personally participated in fishing 
(fresh/salt) in last 12 months

Personally participated in water 
sports* in last 12 months

Personally participated in bird 
watching in last 12 months

*Includes: Water skiing or Wakeboarding or Surfing/windsurfing or 
Snorkeling/skin diving or Scuba diving

Model audience segments 
within national consumer survey 
data to examine trends and 
opportunities. 



Full-Funnel Approach

Reaching core and niche audiences across the 
consideration journey. 

Adapting messaging to the audience based on 
key indicators and known travel intent.
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Spring-Summer Launching 
Dec 2022!
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CTV/OTT Streaming Audio

Print Display/
High-impact

Native Search



Leaning Heavily into 
Streaming Trends

Streaming is no longer a trend, it’s 
an absolute reality. 
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Source: comScore’s State of Streaming 2022

85.7MM
Per month

122 Hours
Per month

21.3 Days
Per month

Number of homes that 
streamed content in a month 

on CTV in the U.S.

+5.7MM homes v. Mar ‘21

Time spent streaming on 
CTV/household 

in the U.S.

+19% per month v. Mar ‘21

Average viewing days spent 
streaming on CTV.

+3.2 days v. Mar ‘21



Build Reach and 
Frequency Through 

Streaming TV

Layer audience targeting to focus 
messaging to core+ audiences.
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Direct buys: Premium ad-supported platforms

Access to 400+ 
premium PMPs

Demand-side platform: Programmatic inventory to help scale



Improving Site 
Driving Tactics

Efficiency tactics optimized 
routinely.
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1. Increasing native-like assets 2. High-impact visuals 
and display tactics

3. Heavy SEM focus



Email Remains 
Effective for Low-

Funnel
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Source: Hubspot July 2022

• 4 billion emails active worldwide

• 99% of users check their email daily

• Trustworthy and personalized 
communication vehicle that’s favored by 
all generations



Nurturing and 
Growing Leads

Key initiative for OBVB – actively 
finding new ways to grow first-

party audiences.
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On-going, monthly email updates:
Promoting key messages, local events, timely/seasonal 

offers

Workflow/personalized emails:
Content tailored to active interests and promoting key 

products/businesses 



On-going Reporting 
and Analysis

Tracking micro data sets against 
macro goals on a monthly and 

annual schedule.
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