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Letter
from the

President
Dear Tourism Partner,
I think we can all agree 2020 was quite a year. First, I hope this finds you well.
Although the pandemic made travel difficult, if not impossible, in some ways, people still needed to get out of the house, off
the zoom calls and out into nature and we were pleased to see so many visitors find their way to South County, Rhode
Island in such challenging times.
A key factor to our success during the pandemic was that we did not go dark. We continued our marketing efforts by
focusing on our drive market. We encouraged locals to "love where you live" and take a staycation in South County while
inspiring out-of-state visitors to "find their way back" to South County, RI. We created new videos that aired on WGBH
public television in Boston, as well as on our website. Billboards went up on different highways in our drive market, digital
ads were placed nationally as well as print ads in such publications as Conde Nast Traveler, Yankee, Boston Spirit
Magazine and more.
We continued our social media efforts growing our audience. We started a new podcast, the Wavelength, where we sit
down with a South County business or local expert and chat about their work. We opened an online shop where we can sell
iconic, South County merchandise.
We expanded our community relations by donating gift baskets to our chambers to auction off. We purchased the items in
the baskets to boost our local businesses such as hotels, restaurants and attractions and let the chambers auction them.
We ran a Golden Ticket Getaway contest to boost the local economy where we sold locally made candy bars that included
winning tickets. Sales of the bars were donated to the Chorus of Westerly Summer Pops and the prizes that included twonight stays in South County with restaurant gift cards and activity vouchers. The response was immense.
We continued our public relations efforts both in-house and in conjunction with the state's PR firm and we were able to
earn some major press around the region. We continued to host travel writers, though not at our usual level due to the
pandemic.
All in all, we had a better year than we expected and we hope to see many visitors return in the coming year.
Louise D. Bishop

President, South County Tourism Council
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ABOUT THE COMPANY
The South County Tourism Council is a non-profit
organization dedicated to promoting the towns of
Charlestown, Coventry, East Greenwich, Exeter,
Hopkinton, Narragansett, North Kingstown, Richmond,
South Kingstown, West Greenwich, and Westerly as a
leisure travel destination. The SCTC’s promotional
efforts include publication of a 100-page vacation
guide; a year-long advertising campaign directed at
our leisure tourism market; targeted sales efforts;
public relations strategy; participation in numerous
trade shows; and a comprehensive website. The SCTC
is available to assist travel professionals including
media, tour operators, and travel agents, aid in
planning a meeting or corporate event, and provide
information to help visitors enjoy the destination.

MISSION AND VISION

The primary mission of the South County Tourism
Council is to plan, promote and market tourism
beyond our eleven town region. Working within the
applicable state policies and procedures, board
membership has the opportunity to identify our target
tourism market, and develop marketing campaigns
that attract visitors to our area.
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FINANCIAL OVERVIEW

South County Region Growth
By Hotel Tax Revenue
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FLOAT DIGITAL VISITOR GUIDE
We didn’ t print a new guide for 2021, instead we designed (all in-house) a new, abbreviated
digital guide called FLOAT that can be updated seasonally. Click on the image to get to the
link.
We continued to distribute hard copies of the 2020 guide and our maps upon request to
individuals, chambers, and any places or organizations that requested them.
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SOUTHCOUNTYRI.COM
When we compare our July 2020 – June 2021 website statistics to
July 2019 – June 2020 we see a steady increase across the board.
Pageviews are up 30%, number of users is up 35%, number of NEW
users is up 34%, number of sessions is up 28% and bounce rate is
down 14%.
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Digital Campaigns
Our Google AdWords campaign for the last fiscal year yielded 545K impressions +60% over last year
and 13K clicks +63% over last year with a 2.3% CTR (average CTR for a Google AdWords campaign is
1.9%).
MediaMax (Conde Nast) yielded 8.8M impressions with a 1% CTR (benchmark .05-.18%) and for social
there was a 1% CTR (benchmark .19-.24%).
LocalIQ yielded 4.4M digital display impressions with 0.13% CTR (benchmark is .05%), 5M social
impressions with a 0.60% CTR (benchmark 0.19-0.24%), and 1.5M YouTube impressions with a 13%
Video View Rate (benchmark 9%).
WGBH yielded 600K impressions and 1.2K clicks for a 2% CTR.

Sample
Digital Ads

We advertised on Billboards in our drive market from Springfield, MA through CT, NJ and down to MD and
DC via LAMAR for a total of 9.2M impressions.

Out of Home Advertising
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Our new video focused on getting out of the house and out to the beach.
Focusing on all the ways South County offers plenty of space to get outside
in nature and escape the confines of quarantine. We aired this shorter
version on WGBH and had the full length video running on our website,
social channels and YouTube and Vimeo. We also included it in our digital
display advertising.
Click to play.

NOW
OPEN
We launched our online shop in late June which is full of South County branded products.
Our sales didn’t start until July so we’ll report on how the shop is doing next time.
So far, the tote bag and the South County hoodie are the top sellers.

POD CAST
The Wavelength podcast is an educational and entertaining interview series about South
County RI. Every other week we sit down with a local business or expert that calls South
County home and chat about their work, their relationship to South County, and how they
make our area special and unique.
Episodes: 22
Listens: 1,270
Followers: 27
854 page views on the landing page on
our website, 680 unique visits
Referrals:
www.southcountyri.com 68
facebook.com 37
Instagram.com 32

Our e-newsletters go out weekly to an average list of 4,390
subscribers. In March through September, we had a 20%
open rate and a 22% CTR. Industry average for open rate
= 13% and for CTR = 5%.
Our top clicked links were as follows:
1.Covid 19 Updates
2.ReopeningRI.com
3.South County Restaurants offering Delivery, Takeout
and Curbside Pickup
4.Cut Your Own Lavender Event at Lavender Waves Farm
5.3 Rhode Island Road Trips article in Boston Globe

NEWS

FaceBook
From July 1, 2020 – June 30, 2021 our
cumulative FaceBook followers were 100,800
(up by 400 since last fiscal year
Our average reach is 992K with a 3% CTR (average
is 0.9%) and a 10% engagement rate (average is
3.2%).
Our top performing post was about outdoor dining
snow globes at Coast Guard House that garnered
6,011 reactions and 3.4% engagement rate!

Twitter
Our cumulative Twitter followers count is 6,125.
Our impressions are 282K with a 2.3% CTR (average is 1.6%) and an engagement rate
of 1% (average is between 0.2% and 0.9%).
Our top performing post was a link to a travel article about South County which
earned 23,839 impressions and a 0.2% engagement rate!

From July 1, 2020 to June 30, 2021 our cumulative
Instagram followers count was 12,404 with 3,724 new
since last fiscal year – a 43% growth.
Our average monthly impressions are 168K with a
CTR 5% (average is 0.5%) and an engagement rate of
6% (average is 3%).
Our top performing post was a photo of the Towers
linked to a Yankee Magazine article about coastal
drives.. The post had a reach of 36K, 1,545 likes, 20
comments, 87 shares, 69 saves and an engagement
rate of 12%!

Instagram

Blog
Our blog had 16,367 visits from July 1, 2020 – June
30,2021, with a CTR rate of 60% (average is 1.9%). We
had a 17% increase in blog traffic over the previous
year! Google Analytics also shows that readers’ time
on our blog went up by 42%!
Our top blog posts for last fiscal year were:
The Crab Days of Summer
Star Struck in Southern Rhode Island
Secret South County Sculpture Trail
Ocean House Unveils New Experiences for
Spring & Summer
10 Unique Wedding Ideas in South County, RI

Last year we extended our PR and marketing
efforts to building community relations. Through
several events we were able to raise the visibility of
South County Tourism Council while supporting
our community and giving back. A Golden Ticket
Giveaway was a fundraiser for the Chorus of
Westerly Summer Pops by selling chocolate bars
made by Hauser Chocolatier and three Golden
Ticket winners won a two-night stay in South
County, while 30 Silver Ticket winners won gift
cards to local restaurants.
We donated gift baskets for a two-night stay in
South County and gift cards to restaurants and
activities to each of our chambers to help them
raise money.
And lastly, we supported the Ocean Community
Chamber by hosting a photo booth for their
holiday light-up drive through event. Families were
able to take their holiday photos in our decorated
booth by a professional photographer.

Community
Relations

Public Relations

We had 2.76K total media placements from July 1, 2020 –
June 30,2021, some of the top ones include:
For Endless Sky, Sea And Sand, Book This Relaxed
But Luxe Rhode Island Resort (Forbes)
Rhode Island Travel Guide (Travel+Leisure)
Why You Should Consider Rhode Island for Your
Next Beach Getaway (HGTV)
Charmed, I’m Sure (Travel+Leisure)
Got a day with no plans? Try visiting Wickford, R.I., in
the winter (Boston Globe)
Total reach: 300M
AVE (Advertising Value Equivalent) = $3M

We placed print ads in national and regional publications such as \Conde
Nast Traveler, Bon Appetit, North Shore Magazine, Yankee Magazine and
Boston Spirit (above).

PRINT

ADS

More Print Ads

AD CO-OPS
We paid for ad placements for key partners to help with their advertising
efforts that would also help the region by attracting visitors.

HOTEL
WEEK
We worked with the state to bring Hotel Week 2021 to South
County. It was moved to April because of the pandemic, and we
had several properties participating, including Ocean House,
Weekapaug Inn and Shelter Harbor Inn - all with affordable rates.
Hotel Week earned a good amount of press that translated into
stays thanks to our partnership with the state’s PR company, NJF.

AWARDS
AWARDS
AWARDS

We were honored to win the Bronze in the North American Travel Journalists Association (NATJA) awards in
the destination video category for our Find Your Way Back video in 2020.
We also received an honorable mention in the destination visitor guide category for our 2020 Visitor Guide.

