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OBVB Marketing Objective and Goal

Objective: To be a spotlight for Dare County’s hospitality constituents to assist in 

growing tax collections from occupancy and meals tax

Goal: 3% annual growth on occupancy and meals tax

3 Source: Dare County Tourism Board (OBVB) – Adopted Budget Fiscal Year 19/20 – by DCTB
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Buxton’s Research Defined Three Key Target Audiences
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Audience Definitions – Priority Order

Childless Retreaters: 
A45+, HHI $75K - $150K, 

no children present in household

Family Households: 
A25-54, HHI $100K - $250K, 

presence of children in house (<18 years old)

Single Adults: 
A18+, never married, divorced, widowed, 

no children present in household



Goals: Build Short/Long-Term Results via Layered Approach
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Increase 

Awareness

Build Interest / 

Consideration

Drive New and 

Repeat Visitors

Brand Building:

Increase messaging awareness via mass effective reach

Increase Travel Intent:

Customer acquisition, multi-message

Engage and Remarket:

Customer retention, refined and tailored messaging



Roles: Targeted Media Specific to Each Audience
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Brand Building

Increase Travel 

Intent

Engage and 

Remarket

TV High impact / campaign reach driver

CTV Extension of TV / reach selective media viewers

Print Intimate media type / frequency and high impact

Digital Build increased frequency to base audiences

Radio Remarket video viewers with informational message

Digital Competitive conquesting, sequential messaging

Email Segment users and customize messaging

SEM Broad term targeting, competitive

Digital Retarget relevant intent / actions

Email Retarget relevant intent / actions

SEM Capture branded term searches



Adjust Media Flighting To Align with Audiences and Push 
Key Seasonal Visitation

• Jan – Mar: Heavy up presence in traditional media 

• Jan – May: Maintain targeted digital placements throughout, capturing active interest
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Nov Dec Jan Feb Mar Apr May Jun

TV

Connected TV

Digital Radio

Local Print

High-Impact Print

Display/Native

OTAs

SEM



Measure Results At All Stages
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Exposures

Real-Time Metrics

Campaign Success Metrics

Continuously monitor and 

optimize performance

• Monthly dashboards

• Seasonal recaps

• Annual plans



Media Tactics

Geographic Analysis

TV

Connected TV

Digital Radio

Radio

Programmatic Display/Native

OTA



Majority of Traffic Comes From Eight States
Geographic Analysis

• ~80% of geographic activity happens in the top 25 markets for OBVB 
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State Traffic # % of Traffic

VA 228,176 24%

NC 135,005 14%

PA 61,144 6%

DC 110,544 11%

NY 60,624 6%

MD 16,292 2%

OH 37,000 4%

SC 21,550 2%

MA 17,475 2%
GA, MD, IL, 

TN, MI, CT
88,120 9%

Total 969,495 100%

State Arrival # % of Arrivals

VA 2,865 27%

NC 2,136 20%

PA 1,475 14%

DC 1,197 11%

NY 422 4%

MD 344 3%

OH 269 3%

SC 224 2%

MA 101 1%

Total* 10,713 100%

18 DMAs 

found in both 

Source: Google Analytics, Arrivalist – Removed (not set) data from GA for analysis

Reviewed organic search and trackable Arrivals by DMA - Top 25 Market Data Summary: Jan 1 – August 31, 2019 data



Per Capita Review of Top Feeder Markets
Geographic Analysis

• Markets with high per capita likely contain high awareness of OBVB’s tourism 

offerings and would likely be repeat visitors
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Market A18+ Population Volume Rank Per Capita # Per Capita Rank Volume Rank Per Capita # Per Capita Rank

Charlottesville VA 141,821 7 211 1 15 1.09 2

Norfolk-Portsmouth-Newport News VA 1,330,008 1 98 2 1 1.67 1

Roanoke-Lynchburg VA 796,673 8 35 3 12 0.37 6

Greenville-New Bern-Washington NC 500,060 12 32 4 7 0.95 4

Raleigh-Durham (Fayetteville) NC 2,154,448 4 22 5 3 0.61 5

Washington DC (Hagerstown MD) 5,067,281 2 20 6 2 0.36 7

Charlotte NC 2,246,822 5 20 7 10 0.17 12

Richmond-Petersburg VA 1,086,248 10 18 8 4 0.97 3

Greensboro-High Point-Winston Salem NC 1,296,803 14 12 9 11 0.26 10

Pittsburgh PA 2,062,353 11 9 10 6 0.27 9

Harrisburg-Lancaster-Lebanon-York PA 1,403,223 20 7 11 9 0.30 8

Nashville TN 1,992,266 17 7 12 20 0.02 19

Baltimore MD 2,167,082 15 7 13 8 0.20 11

Columbus OH 1,702,382 19 6 14 16 0.08 15

Philadelphia PA 5,732,703 6 6 15 5 0.15 13

Greenville-Spartanburg-Asheville-Anderson 1,578,929 21 5 16 14 0.11 14

Atlanta GA 4,776,635 9 5 17 19 0.01 20

Cleveland-Akron (Canton) OH 2,656,501 18 5 18 13 0.07 16

Cincinnati OH 1,646,900 22 5 19 17 0.04 17

Hartford & New Haven CT 1,812,042 25 4 20 18 0.03 18



Recommend Strategic Launch of New OBVB Messaging 
to Support 2020 Spring/Summer

• Heavy presence within key feeder markets (high per capita)

• Targeted messaging to additional geographies with additional high volume markets
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Priority High Per Capita Markets

Charlottesville VA

Norfolk-Portsmouth-Newport News VA

Roanoke-Lynchburg VA

Greenville-New Bern-Washington NC

Raleigh-Durham (Fayetteville) NC

Richmond-Petersburg VA

Targeted Focus to Key Audiences

Washington DC (Hagerstown MD) Columbus OH

Charlotte NC Philadelphia PA

Greensboro-High Point-Winston Salem NC Greenville-Spartanburg-Asheville-Anderson

Pittsburgh PA Atlanta GA *new*

Harrisburg-Lancaster-Lebanon-York PA Cleveland-Akron (Canton) OH

Nashville TN *new* Cincinnati OH

Baltimore MD Hartford & New Haven CT

*Note: will group full states when applicable*



TV is Main Awareness Driver – Expand Use For 2020

• Expand use of traditional TV to deliver 

new OBVB brand messaging to key 

high per capita markets

• TV deliveries to skew older, best fit for 

Childless Retreaters

• Fall FY20 markets: 

- Norfolk-Portsmouth-Newport News VA

- Richmond-Petersburg VA

- Raleigh-Durham (Fayetteville) NC
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Charlottesville, VA

Norfolk-Portsmouth-

Newport News , VA

Roanoke-Lynchburg, VA Richmond-Petersburg, VA

Raleigh-Durham (Fayetteville), NC

Greenville-New Bern-Washington, NC

Recommended 2020 TV Markets



Secure Premium CTV to Reach Selective TV Viewers

1. Balance delivery in top per capita markets to deliver additional frequency during 

January and March TV flights

2. Extend use of CTV to reach key audiences in additional feeder markets
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Digital Radio Complements Connected TV (& Digital)

Majority of CTV users also frequently listen to digital radio services
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Source: SIMMONS 2018 Fall NCS/NHCS Adults 2 Year - S8DFH



Remarket Visually Exposed Users With Radio Messaging

• Retarget audiences 

visually exposed to CTV 

messaging OR previous 

outerbanks.org visitors 

with specific audio 

messaging

• Builds frequency

• All audiences actively 

listen to streaming audio

- Pandora is preferred 

source followed by 

Spotify
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Use Our State for Local Print

• Childless Retreaters are most likely to 

subscribe to magazines

• Our State is best local option

- Strong paid circulation: 218K 

- Full page 4-color with 6x frequency 
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Audience Reach Reads Any Magazines

Childless Retreater 65%

Family Audience 49%

Single Adult 55%



Secure High-Impact, Regional Print In Top Ranked Pubs

• Develop 4-page polybagged booklet and 

secure regional distribution for 2020 launch

- States: NC, VA, MD, DC, PA, NY, OH, MA

- Dimensions: 7-7/8” x 10-1/2”

• Parents magazine insert could include family 

focused content

• Southern Living and T+L messaging can be 

generalized for Childless Retreater/Single 

Adult audiences

• Limited overlap in readers measured*

- Less than 10% Parents to SL/T+L

- 10-12% overlap between SL/T+L
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Source: SIMMONS 2018 Fall NCS/NHCS Adults 2 Year - S8DFH
*Overlap based on national measurements
Note: Real Simple has 20% overlap of circulation with T+L and Southern Living (SL)



Layer Digital Tactics To Efficiently Drive Seasonal Awareness

• Utilize programmatic banner, programmatic native, OTA banners and custom 

content to promote Spring/Summer

• Each layer can reach all three key audiences segments

• Use top performers from Fall campaign or historical data

19



Prioritize TripAdvisor As OTA Partner

• Strong historical performer in FY19 and FY20 Fall campaigns (Arrivals and site metrics)

• Family Audience and Childless Retreaters frequently use for travel information
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*Focus targeting to NC content and competitive 

destination content*



Matador Custom Content Program

• Matador has high percentage of site traffic that fits 

similar demographics of key audiences

- Over half of audience is A35+ with HHI $75K+

• Develop 3 custom articles promoting Spring/Summer 

- 3 "Social Pro" sponsored articles

- 25k total guaranteed page views 

- 1.3MM total guaranteed impressions from social 

traffic drivers to the content

21



Digital Flighting by Market Type

• Target all key geographies for all tactics

- Utilize HY Trade Desk and TripAdvisor throughout launch 
of 2020 Spring/Summer

- Increase presence in Mar – May with launch of additional 
partners to lead into Summer
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Partner Jan Feb Mar Apr May

HY Trade Desk – Display/Native

Sojern/Adara – Display

Travel Spike – Display

TripleLift – Native

TripAdvisor – Display

Matador – Custom Content



Plan Summary



Media Flighting Flowchart
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Nov Dec Jan Feb Mar Apr May Jun

TV

Connected TV

Digital Radio

Print 

Digital
(Display/Native/Video)

OTAs

SEM
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