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State of Tourism

2019 Tourism Expenditures of $658.78 million — 7.5% increase
NHC tourism generated $57.91 million in local/state taxes

More than 6,680 employed in travel & tourism related jobs - $158.15 million in

payroll
Each NHC resident’s taxes were offset $245.85

Maintained:

« #8 ranking among NC’s 100 counties Wl .
IHMINGTO

« #2 ranking among coastal counties River District +| Tsland Beaches



2019/2020 ROT Collections

« FY 2019/20 ROT collections down 15.92%
e« CY 2020 down 6.43% (January thru June)

« 2nd 304 collections — FY 2019/2020

« CB—--4.29%
» KB —-3.52%
« WB —--8.52%

 Wilmington —-27.36%
e CC District —-20.59%
e District U —--0.53%

Wilwington.c.

River District ¢} Tsland Peaches



2019/2020 ROT Distribution

$357,157

W $3,811,622

m Beach Erosion -27%
m $3,434,681 _
® Tourism - CVB - 17.5%
m Carolina Beach - Mktg & Activities - 10.5%
= Kure Beach - Mktg & Activities - 4%
m Wrightsville Beach - Mktg & Activities - 9%
= Wilmington Convention Center - 29%

® $1,200,014 m $2,289,787 District U - Mktg & Activities - 3%

“ $564,738

= $1,371,005
Total 2019/2020 ROT Collections: $13,029,004



2019/2020 ROT Collections

Distribution by Category

$4,095,764

m Marketing - 31%

m Tourism-related Activities - 13%
= Beach Nourishment - 27%

- City of Wilmington - WCC - 29%

$1,686,925
$3,434,681

Total 2019/2020 ROT Collections: $ 13,029,004



Legislative Issues

COVID Relief Session

Industry Reopening

School Calendar Law

Occupancy Taxes

Beach Renourishment & Inlet Dredging Funding
Environmental issues

Wiltwi

R~erD._=.tn‘1 d»!:l._sland Beaches




Challenges

Industry Reopening
» Capacity limits
» Safety protocols
* Resident & Visitor Sentiment

Budget Impacts from COVID
Marketing

OVID-19

CORONAVIRUS PANDEMIC

Safety
Industry Participation
Infrastructure & Parking

Environmental Issues

Social Issues \A.thlﬂ On C_

River District ¢ Tsland
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creative overview




OPEN FOR OPEN OPEN FOR
ESCAPE FOR JOY OPEN FOR

et - UNWINDING
Whether it's a sunrise over the Whether it's catching a wave or ether you - 0 O g

digging into the catch of the day, seafo o home, we're ope for | | Whether it's a garden walk
| Wilmington and our beaches — avor: or stroll along the riverfront,
Carolina, Kure and Wrightsville we're open for wh{l}ever
f \at v brings you pqace:

OPEN FOR
WANDERING

Whether it's a paddle for
two or a state park hike,
we're open for whatever
helps you get out.
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escape joy savoring unwinding wandering
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Visit Wilmington, NC and .
Beaches

Whether it's catching a wave or digging Into the
catch of the day, we're open for whatever brings
you happiness.

is i1 Wilmington, NC and Beaches
4

Visit Wilmington, NC and Beaches

Epos a4 @

‘Whather It's a surwise over the waterway or a beachfront view, were
open for whatever heips you get away,

Instagrom

wimingtencoast
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an, NC and Beaches

00§ s 21 Comments 30 Shares

OPEN
FOR JOY

"OPEN FOR
ESCAPE

newsfeed

Learn More
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Visit Wilmingtan, NC and Beaches

Sponsoeed - @

Whether it's @ suniise aver the walenway of 8 beschfront view, wele
open for whatever helps you got away.

Open for escape Sign Up

Sign up for eSpecialy

Q0 2 143 Conuments 379 Shares

Visit Wilmington, NG and ass
Beaches
? ot - §

Whether it's a garden walk or siroll along the
riverfront, we're open for whatever brings you
peace

Open for unwinding ——
Sign especials Sign Up
OO& 12 Camments 28 Shares

lead

Instagram,

Visit Wiknirgion, NE s Beaches
Soensand

Visit Wilmington, NC and e
Beaches

ored &

Whether it's a sunrise over the waterway or a
beachfront view, we're open for whatever helps
you get away.

WILMINGTONANDBEACHES C..
Open for Escape
Get away 1o the NC coast

LEARN MORE

QO F 12K 90 Comments 317 Shares

video

Instagram
Vigit Wilminglon, NC and Beaches

Spansared

OPEN
FOR JOY

Learn More >

Qv A

Whaether it's hing a wave or digging into the calch
of the day. wa'te open far whataver brings you




preroll / video

Here's All the Gear Behind
Those Amazing Professional
Travel Photos (Video)

OPEN FOR 7 —
ESCAPE

(1

preroll

OPEN FOR _
UNWINDING

Get outside in

WILMINGTON, NC

AND ISLAND BEACHES

WilmingtonAndBeaches.com
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ARG RONC PLACESTOSTAY THINGSTODO RESTAURANTS

GET AWAY
THIS SUMMER

In Wikmington and our Iand Beaches, we're cpen for whativer heios.
¥ou get vty Much has changed, ansd wa'ne hene 10 aip you olan @

sy, relxing vicalion in cur beachis, pars, patent. and Mo, We
el you to el aafsly and reaporsitily 1 (he bes! of the Carsina

Conat for & getmway Rl of actvites ideal for nocial disinneing. Plaase
wiskt our COVID-10 page for what i sxpect whan visting Wiminglon
and lslang Banches

oy s B P wesinnd with Pass nmily ¢Gaxd iip idoas or stick
s for @ week of acthvities. Head to Downican Wimingten for
Ughteesing, e -Guided Mours Teough the Higtons Distnct. ol fneco
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Carping Seach State Park for an Lnplugged ecursen. Discowe
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Isinnd Aasorve on & saff-guidod tour, No matier whons you wandar,
¥Ou'TH BUre 10 find dden QEmS BTGAd GVary Comer.

FRalax saioly with lodging cotions for svery vacation style and find the
poriect place 10 umwind, Whalner you' lakieg for comioring days
‘spent with rosort amanities or ful-gendcs holel 1o rest afior dally
sdvanturas, yout find exscily what ysu need for your famdy or tans’
smmar vacation, Wake up i the sound of ccean waves at sesside
rnkals A 1eaceis or stay in & histork BAS in S heart of he cly.
1Our rentals and Folels s upholding cleaning and salety standards
that wall halp you find comtort and peace of mind, no matier wher you
wtay.

Slan pianning your summar full of gvaryihing fhat rings vou ja,

e DT pi
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PLACES TOSTAY THINGS TO DO  RESTAURANTS

Suamemar P artivod, and afiar @ tiy-a-Nomss spang, we' open for
wistvar heipa you et out and expioes. WisTIr you join us for o fun-
fifisct Bamity VBCATion Of & reliciog 0SSapo, wa'll DS Nary 10 NefR You
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Ersure averyone's safoly, face masks or coverngs ane required in
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be maintainod, a mask isn't requined while anjoying our parke of ime
on cur beaches. For full detals, ploase visit our COVID-18 page for
wharl 10 mapect turing your vist

dalicious coastal fare, Wamington is open for fun. Fen bios and
wxplons the 11-mile, cn- and ofi-road River to Sen Bigeny. fom
tsowaigwn Wilmingion o nearty Wrightsvifle Beach, Take in the fresh
air of Geanteld Laks Pack. u-mwmmmnmﬂ
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birthplace of NC surfing. Engn,hunrmnuw urirsy Diownioen
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places ko uwind everywhen you go. Find soft oaidocr advantur B

i, yoga on th pler, sod state park hiws. Or ventune ko one of our
nartry isdand benches for & day on the sand. From msgits with of of

hmnmmwmwual

Getions are uphoiding cleaning and sataly standal Mnlhcu\vm

find comfon and peace of mind. no malle when you siay.

Slan planning your sUmmer alcaoe.




campaign overview




campaign parameters

Educate prospective visitors on current status of destination, while
promoting activities available during COVID reopening phases

Flexible to accommodate any necessary shifts (timing, targeting,
budget, research)

Focus on in-state and surrounding drive markets

Strategy

Test multiple audience sets to match research findings of most
probable Summer travelers

Leverage a unified campaign to maximize exposure and combat
increased competition for share of voice



campaign parameters

Target Audience

demos:
social/display/video
adults 25-54, $75k HHI+, families interested in coastal
vacations

adults 25-44, $60k HHI+, young couples & friends, interested
in coastal vacations, special interest targeting
in-state only

eblasts

all travelers 25-54, $60k HHI+ and high intent for coastal
vacations

geography:
primary: North Carolina (focus on Triangle/Triad/Charlotte)
secondary: VA, SC, Washington DC, GA, PA, OH

timing:
April - July 2020



paidmediatimeline ® 6 6 6 0 ¢ & 0 & 0 0 o o o o o © o © o o o o o o © o o o © o © o o o o © o o o o o o o o 0o o o o° o o

2020

paid search
text ads

paid social

Facebook/Instagram
newsfeed, lead, carousel, stories, video

digital display
Google Display Network
multiple display + :15/:30s video
includes retargeting for all audience segments

e blast
500k unique targets per deployment




media summary




mediaspendsummary © © 0 0 0 0 0 0 00 000 0000000000000 0000000000000 000 00 0

$280,831.82*

(4/1/20 - 7/31/20)

= display

~ search

m social

m e-specials




goog|eana|yticsCampaignsummary © © 000 000606060606 0606060606000 0006000006000 00000 0000 0

total website traffic overview

Apr 1, 2020 - Jul 31, 2020: @ Sessions
Apr1,2019 - Jul 31,2019: & Sessions
15,000

10,000

May 2020 June 2020 July 2020

sessions

Apr 1, 2020 - Jul 31, 2020: @ Users
Apr1,2019 - Jul 31,2019: @ Users
15,000

10,000

May 2020 June 2020 July 2020

users

Comparison of traffic YOY shows result of heightened COVID reopen media activity- driving higher website
traffic compared to historical Summer months (June/July)



Campaignsummary>....................................................

results

campaign delivered: 0.25%

. 367,397 total m_qumes 0.42%

- 269,405 total clicks CTR%
- 32,080,966 total impressions 0.58%

- 974,955 completed video views
. 492,747 total interactions
. 0.84% CTR

inquiries

- $0.76 CPI
. $8.45 CPM
- 807 VG downloads (from
eblasts . . _ _
) especials display video display
+ 3,240 especial signups = search = social display = social video = social display
(eblasts/FB leads) m eblasts ® social video m eblasts m search

mvideo m phone



overall campaign analysis

Delivered large campaign reach (30m+ impressions) at very cost effective CPCs ($1.01 overall)

Unified digital campaigns are more efficient/cost effective than individual campaigns (compared FY17/18 - FY19/20
individual campaigns to unified campaign results (COVID/Hurricane campaign stats)

CTR% 20-25% higher than individual

CPC 15-25% lower than individual

CPM 20-25% lower than individual
Overall campaign CTR (0.84%) is 16-20x higher than industry average
Search CTR% increased 54% from April to July while CPC decreased 71% (due to individual campaigns)
Display CTR% stayed relatively flat across campaign
Campaign especially resonated on social outside of normal KPI metrics (clicks, CTR, CPC)

Social interactions were considerably higher (especially on video)

Lead ads (e-special signups) had a 37% conversion rate (industry average 15-20%)
Mobile and tablet placements far outpaced desktop across all tactics (display, social, search, video)
Top geographies- Charlotte, Raleigh, Durham, Greensboro, Fayetteville (DC, VA- out of state)



campaign insights

During times of crisis, paid media has shown to be an efficient and productive method based
on high intent among consumers; don’t shy away from paid media during crisis
- Continue unified digital campaigns moving forward in spring
maximize reach with potentially limited budgets due to COVID
Expand focus on younger demos during COVID-19 era
- Analytics show a 10% increase in site visitation for 18-24 (drop of 5% in 65+ audience)
without being specifically targeted through paid media
- Consider fewer creative versions of ads, but more audience segments
- Continue to align and refine media targeting using website analytics and other 1st party data
- Continue to blend social tactics and expansion in lead generating ads across formats
.- Continue to design/optimize web content and creative for mobile-first experiences
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Summer April - July| Social Media

Content Mix

In initial COVID phase, spotlighted tourism partners relevant to the #StayAtHome trend, getting outdoors,
inspiration for future travel

- Re-released relevant videos and FB/Instagram Lives

- Developed Zoom backgrounds and incorporated trending travel hashtags

- Developed Bingo cards featuring things visitors have done or wish they could do in the destination

- Developed Virtual Road Trip utilizing IG Stories

- Re-engaged influencers that previously visited the destination to share content

- Offered guests a variety of dining experiences including takeout, dine-in and dining alfresco

- Promoted variety of lodging partners along with what guests could expect

- Introduced Count On Me NC statewide initiative and featured NHC participating industry partners



Summer | Virtual Tour Sample Social Posts

ington, NC and Beaches _— ot sen
Aprl 34§ ... Visit Wilmington, NC and Beaches
- April 29 at 11:51 AM - &

mingion, NC and Beaches

b Visit Wrightsville Be:n:h NC T

tna o gt oot o vitus g s . bigen Published by Sp @ Published by April17 - @

your Zoom video calls wi D5 AL by 3e LY

Enjoy a virtual tour of historic downtown #WilmingtonNC, where history
& intertwines with the scenic riverwalk, historic homes, perfarming
arts center', and so much more.

Al Arorllig ciad Tl Good Morning from #WrightsvilleBeach. = We hope this bird's eye
IC has to offer from

nmmm and defvery! & virtual tour of our island beach brightens your day!

*Video filmed before social distancing guidelines/stay at home orders
were in effect

W TigPheto | Q@ Asdlocatien Bt

O Communt 2 Sh @ =

| HTSVILLE BEACH -

TH CAROLINA,

Q, Richard Nance everythings elosed ot i
should drive to mimisgtee for take out?

BIM;:J




Count on Me NC Sample Social Posts

[—— S ——

Fisn Hhene Gedl

wmingeoncoast Satlsfy your
Erindng o eostal IDatinns and tare
Wamereaibirgtar 8 v die
walersice. BAFrescofriday

- g g
wishhaneah

SExpioreIiardBeachs
FVIItNC ShorthCarinaCoast
FhaHanls TR
MirvstaTrmed Back ToTravel

oQv =]

—

o T —

WIS East FCEUMOEMENT &
3 pubis: Faith Flstivo that

' QUESTS A0 Duinetses 10
Perlps kiven denrynae safe from
ey —————
ERackTaTraued, we are w0 nmud of
The work being done #07oss
Wilmingacn and our islang Deaches
fcr the salery of cur visters ané
Dusnesses. 10 am mone about this
infiate st ceuntonmenc.o

Vi sur 8 participatng
Dusnesses incluging restaurants,
Iodging and moro threugh the i in
ot ot

oQaQv H

M Lied by stuyliryo_laing and 839 others

g Casensssscanc

Curbside takeout from your favorite 5C. aBeach
restaurant
Shady spot underneath the trees of Caroling Besch
State Park

Full bellies and hearts o/

CamnlimalasthiC

Picture yourself sitting on the porch of a home in
#CarolinzBeach, enjoying the panoramic views of the
beach and your children at play. Before the kiddos go
back to school, find the perfect vacation rental for
your getaway #0nlyinCE here: b IkIBgbi

8: @acpride221

kurebeachne « Follew
Freses Bevior inte of Kore Bsch

(=]

mmmy  kurebeachng Hungry and in need of
a crowd-pleaser?
freadiesrestaranikt family-styls
meals are available for camyout and
curbrsice pickup,

Swipe 10 S0 0 dredm Lakeous
speoad. e

. iriad_food noms

241 likes

7.\ wilmingtoncoast + Following
C.W. worth House Bed and Breakfast

..} wilmingtoncoast Located in the
heart of Historic Downtown
#WilmingtonNC, this histary lover's
dream bed and breakfast is waiting
to welcome you.

@cwworthhouse along with 11 other
lodging partners including
@courtyard.ilmwb,
@embassysuiteswilmingtonne,
@hiexwilmington and more have
completed the #CountOnMeNC
COVID-19 training. To learn more,
visit countonmenc.org.

Find more #CountOnMeNC
businesses through the link in our
bio.

w# @cwworthhouse

oQv I

736 likes

Juy 1

Add a comment...

oav [




Summer | Social Media

Results (Wilmington & Beaches

channels only)

297,894 Engagements

15,819,376 Impressions

1.4 Million Video views

4,397 Bit.ly link clicks

$0.01 Cost per Engagement

473,592 Total Social Followers with beaches

channels included

174,043 TOTAL SOCIAL

FOLLOWERS
H 114,221 1.7%
@ 36,216 6.5%
, 21,341 0.3%
@ 1,826 0.9%
u 439  [7]11.4%

% increase from 3/31 to 7/31

n

&

NLTRAY,
Y Vv



Summer | Social Media

COVID-19 Key Insights

Dining and inspirational posts were among the top performing content across all channels
Pandemic has fueled summer social media usage

Increase in impressions, engagements, video views, website traffic and subscriber growth
Lodging, dining and things to do posts were top drivers to the website

Users relied on the CVB social channels as a hub for information more than ever before



Summer | Paid Social Media Boosted Video

i Visit Wilmington, NC and e :’,I‘ﬁllclg—. Visit Carolina Beach, NC e HKURE Visit Kure B_each, NC k Visit Wrightswlle Besch, NC —
~ Beaches w1 Sponsored Sponsared - @ Sponsored - @
Sponsored - @

Whether it's surf fishing or surfing a wave, Whether you dine alfresco or bring seafood
we're open for whatever brings you peace. home, we're open for whatever flavors you're
..5ee More craving. ...See More

Whether it's catching a wave or reeling in the
catch of the day, we're open for whatever
brings you happiness. ...See More

Whether it's a paddie for two or a state park
hike, we're open for whatever helps you get
out. ...See More

Open for Savoring

Open for Wandering Open for J for Unwindi
SIGN UP oy Open for Unwinding - SIGN UP
EIGHLE Kick Back at Kure Beach, NC. LA Find Flavor at Wrightsville Beach, NC.

Get Outside in Wilmington, NC. Find Fun at Carolina Beach, NC.




Summer | Paid Social Media Boosted Video

Results
Drove new visitors to website with an average of 70% being new vs. returning users
1,672,326 impressions
314,359 video views
1,873 new email subscribers
Average cost per video view: $0.05 (inudstry average $0.10)
Average cost per lead: $8.47
TOTAL SPEND: $15,218



Summer | Content Marketing

Developed 8 Blogs
Virtual Garden Tour
Road Trips/48-Hour Itineraries
Family Summer Vacations
Soft Outdoor Adventures
Socially-Distanced Dining Roundup
Diving Into History
Ways to Experience the Water

Places to Stay



Summer | Proactive Public Relations

COVID-Related Results General Results Total
6 Earned Placements - 8 Earned Placements - 14 Earned Placements
5 Online - 6 0Online - 11 Online
1 Print - 2 Print - 3 Print
5.8M Reach/Impressions - 25M Reach/Impressions - 31M Reach/Impressions
$201k Ad Value - $915k Ad Value - $1.1M Ad Value
$604k PR Value - $2.7M PR Value - $3.3M PR Value
COASTAL O S ( /\ R4 / Travelin
LIVING urdState oo TEVEHNS

ﬂc VISITNC.COH YOUR STATE Obsa}é?%}neule'



Summer | WCC + Meetings

General Results Coping with COVID (reactive outreach only)
$4.6k Ad Value

$13.7k PR Value

- 1 Earned Placement, Print

- 45k Reach/Impressions

Rescheduling
CONFLICTS:

Working With Your Vendors

How To Host An Event

On A Budget

EventiRlafmers!
Using TECHNONISIESHES]
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PR/Communications COVID Highlights

PRSA

“You thought you e e sk o s i
were ready fOr @ woseson may st mrsses, sest
e

crisis, but...”
-

Eryie St it o Pl Blatms, Vst

i Harem Rk, iomtor Mrdis and Puble

ePress Trips/Media FAMS:
-Hosted 14 press trips (pre-covid)
-COVID cancelations = 9 confirmed spring press trips & Craft Beer media FAM

*Quarantine Silver Linings:
-Editor from Oprah.com +3 high-profile freelancers spent quarantine here—
pitching fall stories
-Canceled press trips are interested in rescheduling in Fall or Spring
-Earned Media during quarantine in Carolina Country (April cover); New York
Times (Museums section, March); Local Palate (June); fodors.com
-Opportunities: virtual webinars & media roundtables (SATW, PRSA, Visit NC)

*Other Activities:
Crisis Communications
Electronic Press Kit Makeover
Partner/Stakeholder Industry Updates and Surveys
Media Leads



FY19-20
Meeting
Results




Booked Events

Booked Events

2019-2020| 2018-2019 2008-2020 | 2018-2019 2018-2020 | 2018-2019
Booked Booked Rooms Rooms Delegates | Delegates
62 87 27383 35,292 25246 42 186
A e <3 -0
Market Segment Bookings
Association 24
Sports/Recreation 17 Religious Tour + Travel
Social [SMERF) a3
Corporate 5 Gowernmental S —
Governmentzl 4 Corporate ‘ o
Religious 2
Tour + Travel 1 Social [SMERF)
Sports/Recreation
WCL Booked Bvents
2019-2020| 2018-2019 2019-2020 | 20182019 2015-2020 | 2018-2019
Booked Booked Rooms Rooms Delegates | Delegates
20 19 12,722 £,240 15,950 9,910
5% 54% B6l%

Association




Canceled Reason

Health Concerns-COVID1S

Poor Attendence

Weather Related-
Hurricane Dorian
Location

Emruﬁc
Impact

531,058,815
57,299,444

33_,1?'4,!]24:
544,461

Canceled Reason







Community Building

Strategic Goal #1 : Align public-private sector strategies and elevate
community collaboration

Tactics/Program Activity

Ensure organization and industry is at the table for recovery planning
conversations and efforts

Work with industry partners and stakeholders to reopen the visitor economy with
clean and safe visitor experiences through Count on Me NC initiative

Promote the value of tourism to my community

Strengthen strategic relationships with elected and appointed officials

Expand the content being promoted by the organization to extend beyond
traditional industry partners and stakeholders

Work with relevant stakeholders to address social sustainability (e.g. diversity
inclusivity, resident pride, support the arts and creative economy)




Community Building

Tactics/Program Activity

Play a larger role in delivering education and training materials to the industry
through research, trends and webinars

Ensure recovery plans include examination of long-term strategies and outcomes
for the community and visitor economy

Work with relevant stakeholders to address environmental sustainability through
Visit North Carolina programs and ensure sustainable practices and encourage
responsible tourism

Work with technology platforms and partners to expand capabilities to deliver
hybrid meetings




Customer Engagement

Strategic Goal #2: Reassess target markets and define best messaging
for leisure and business/group travelers

Tactics/Program Activity

Evaluate target markets and evolve marketing strategies to attract more resilient travelers

Promote and highlight beaches, parks, wellness, nature and outdoor experiences; expand to
promote attractions, arts and culture during Phase 2.5

Develop messaging related to health and safety to reassure visitors

Monitor data signals and trends through research to inform recovery timing and messaging

Expand content and messaging filters to ensure appropriate tone




Customer Engagement

Tactics/Program Activity

Repackage current content relevant to new audiences and demands

Focus marketing strategies on generating earned media

Reassess business/meetings market and target new groups (e.g. smaller, regional)

Adapt destination imagery to incorporate visuals with fewer people/crowds

Develop a content strategy to showcase local tourism businesses, heroes, and influencers




Customer Engagement

Tactics/Program Activity

Invest resources in building a library of virtual experiences to inspire future visitation

Utilize partner input to inform recovery messaging and timing (Partner Advisory Committee)




Fall | Leisure Marketing

Overview (Aug — Nov)

Fall paid media efforts will focus on promoting destination is ready for visitors, offering the same
safe, fun and relaxing summer vacation experience available well into fall based on social distancing
activities and things to do visitors are seeking as a result of COVID

Latest research indicates that 70% of fall travelers say they are very likely to go to beach
destinations and a previously visited destination, indicating there is a finite group that can be
influenced for the remainder of 2020

Plans for spring will be revisited in September based on how COVID evolves and research



Fall | Leisure Marketing

Creative Strategy & Phased Messaging
Campaign theme, “Fall is the New Summer,” highlights why fall is a perfect time to plan a trip to
Wilmington and Beaches
Seeks to reassure potential visitors about COVID concerns related to safety
Calls to mind things that visitors love about Wilmington and Beaches in summer and reminds
them they are all still available - or even better - in the fall, thanks to moderate temperatures, fewer

crowds and off-season rates



FY 20-21 | Leisure Marketing

Fall Creative Concepts

BREATHTAKING
BLOOMS. MORE
‘BREATHING
ROOM.

Fall is the New Summer

i

SAME WARM NO W4 |T G.
WAVES. Fall is the New Summer

Fall is the New Summer

COOL ESCAPE. SA_.I"[E WAVES.

aveinthe.
face's r dig »
Whether it's the mild temperatures ot 'l.;; L‘fkrf{jjg
or warm water that extends well
into fall, Wilmington and our

rolina, Kure and

eSS P DI 5% Whether it's a walk in the garden
or stroll along the Riverwalk and

boardwalks, we're ready for

‘whatever inspires you.

PLAN YOUR ESCAPE nC X 5 ke EXPLORE TRIP IDEAS WI IMI Oﬂ L
Praaches & Tabnd | Baches # Talind | Bache




FY 20-21 | Leisure Marketing

Fall Creative Concets

SUN
SALUTATIONS.
MORE
STRETCHING
ROOM.

Fall is the New Summer
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waterfront well into fall ortaking
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INSPIRING SITES.
BACK IN SEASON.
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Fall Creative Concepts - Native Samples

Golden hour view.

Happy hour mood.

Fall is the New Summer

Whether it's a sunset over the river or stroll along
the waterfront, Wilmington and our beaches -
Carolina, Kure and Wrightsville - are ready for
whatever brings you joy

CTA: Plan your escape

Less crowds.

More room to explore.

Fall is the New Summer

Whether it's the stunning views or strolls along the
waterfront, Wilmington and our beaches - Carolina
Kure and Wrightsville - are ready for whatever
brings you peace.

CTA: Plan your escape

Same adventures.
More paddle room.

Fall is the New Summer

Whether it's kayaking on an eco-adventure or
catching a wave. we're ready for whatever brings
you happiness.

CTA: Plan your escape

Trails and ales.
More room to wander.

Fall is the New Summer

Whether it's a state park hike or tasting tour along
the Wilmington Ale Trail, we're ready for whatever
helps you discover new paths.

CTA: Plan your escape



Fall | Leisure Marketing

Target Markets

NC (primary)

SC, VA, GA and Washington, D.C. (secondary), based on website traffic and first party data arrivals
from out-of-state

*70% media spent in-state / 30% out-of-state

*Given that COVID research indicates things may level off with respect to fall travel, consider

tightening target geographies to NC only in October



Fall | Leisure Marketing

Target Audiences
People traveling without kids including couples, quarantined friends, singles, etc.
Families more receptive to fall travel than ever before due to pent up demand, school aged
kids doing remote learning, adults working from home at the beach
Adults 25-54, $75k+ HHI, interest in beach vacations and other activity interests
Younger travelers (current research shows this segment continues to be willing to travel) - Adults 25-

44, $60k+ HHI, interest in beach vacations and other activity interests



Fall | Leisure Marketing

Contextual Media Placements

- Priority placed on premium travel-related content to reach people who are actively researching

travel options (TripAdvisor, Expedia, KAYAK ,Travelocity, Trivago, etc.)

Research has shown people’s openness to seeing travel messaging from destinations has fluctuated

throughout COVID

Digital Media Channels

- Paid Search
- Paid Social (Static, Carousel, Video, Leads)

- Programmatic Display/Video/Connected
TV

- Targeted eBlasts

- Publisher-Direct Expedia, Trip Advisor,
Visit NC



Fall | Leisure Marketing
Aug-Dec Digital Paid Media Spend ($379,683)

B Publisher Direct

B Programmatic

Paid Search

B Paid Social

| VisitNC

H Other (OS newsletter, VG)
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Visit NC Co-Op Recovery Marketing Credit Program
- Destination marketing organizations are eligible for credits
based on tourism revenue lost as a result of COVID-19, per
the CARES Act
- All credits must be used October — December 2020

- CVB qualified for a maximum credit of $180k

Strategy
- Prioritize programs that allow us to "test” new channels

- Focus spending in NC (primary) and VA/SC (secondary)

- Complement the current paid campaign channels where

possible
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Visit NC Co-Op Recovery Marketing Credit Program Placements
(Oct. - Dec)

Social-Powered Special Interest Mobile, Travel / Arts & Culture / Epicurean
Digital Streaming Music Program (Spotify)

Paid Social

Travel eNewsletter Program (Our State)

Garden & Gun (Digital)

Connected TV (Cox)

Custom Content (VisitNC.com)

Travel Safety Insert in 2021 North Carolina Travel Guide (Full Page)



FY 20-21 | PR & Social Media

Phase 2.5 New Strategies

- Promote reopening of museums and attractions
through digital advertising and Visit NC Co-op Credit

Program

- Feature individual museums/attractions in Stakeholder
Spotlights on social media as they reopen

- Museum & Attractions Reopening blog




Fall | PR & Social Media

Strategies (Phase 2.5)

Highlight beaches well into the fall when beach season is typically not top of mind

Promote parks, outdoors, and wellness experiences, and sustainability

Promote mid-week stays as added opportunity for special rates/savings and availability
Develop itinerary-style content themed around short trips, saving money, ease of planning
Showcase local businesses participating in Count on Me NC initiative

Build video content and share other virtual experiences to inspire future visitation

Make it easier for visitors to access visitor information since most VICs are closed



Fall | Social Media

Content Mix

Feature a combination of current things to do, engaging video content and inspirational content to
motivate future travel

Develop customized FAQs for Facebook Chat to help answer commonly asked questions
Highlight open restaurants and outfitters to make it easy for visitors to know where to eat and visit
when in-market, including Downtown Alive

Incorporate UGC featuring traveler groups who are more apt to travel during COVID

Continue featuring stakeholder spotlights to showcase individual businesses

Work with partners to discuss new changes and offerings to be featured

Develop a Coastal Nature Scavenger Hunt for fall

Highlight new Outdoor NC initiative (stewardship program for NC’s natural resources)



Fall | Content Marketing

Aug-Dec Blogs

- Fallis the New Summer

- Multi-Generational Travel

- Fun and Affordable Quickie Trip Ideas

- Exploring Wilmington’s African-American History at the Cape Fear Museum
- World’s First World War Il Heritage City

- Museums and Attractions Reopen

- Sustainable Travel

- Otter Unveiling at the Aquarium

- Best Pet-Friendly Things to Do

- How to Experience the Holidays Outdoors

- Shop Local This Holiday Season/Locally Made Holiday Gifts
- Holiday Food & Brews



Public Relations/Communications
Fall Strategies & Tactics

e« Support Marketing Dept. Initiatives

e Media Outreach:
» Press Trips: Reschedule Covid-19 cancelations; Host drive-market journalists and Visit NC press trips
» Pitch story ideas to in-state and regional journalists
» Respond/fulfill new media leads and press trip queries
* Virtual Events: SATW virtual convention & media marketplace (Oct.); Visit NC virtual media events
* Local media outreach plan

e Raise Local Awareness:
» Awareness of tourism importance & role of CVB

AMERICAN HERITAGE CITY

%w ((B—.»sm/ssj\[m

* Increase Count On Me NC local participation
« Community Engagement — partners, stakeholders, residents
* Crisis Communications

CONVENTION

OCTOBER 14-17



Flexibility is key as CVB reschedules press trips &
Whaots Next ¢ hosts journalists, bloggers, influencers.

Travel publications are pivoting during Covid:

Reporting on destinations/safety, science,
environment, people/cultures. Many pubs are going
. digital; reducing staff; using more freelancers.

| AP =i _- “All assignments are written in chalk, in a rainstorm.
PKﬁS@ﬂme Editorial calendars are changing by the hour and

coverage cannot be guaranteed.” —TravMedia webinar

B Now more than ever, media comps and discounts are
needed for rooms, meals, admissions to help stretch
the budget.

W Increased media interest in safety and Count on Me
NC businesses (sign up & earn your free certificate).

THANK YOU for your ongoing support!




Fall | New Website Development

Update
- CVB and Simpleview kicked off website redesign

with a launch date of early 2021

- Redesign includes responsive strategy, custom
interactive thematic maps, three beach microsites,
enhanced blog program, advanced facility search

and Quickview partner listings

- New/expanded content on FAQs, evergreen

seasonal activities, parking options and projects
that parking fees support, niche food & drink

options, fresh food markets
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FY 20-21 | WCC + Meetings

Target Media
M&C trade publications

M&C freelance writers

Business outlets

Public Relations Topics

Socially-Distanced Meetings (awaiting Phase 3 announcement)

Outdoor Meetings & Events & New Event Venues (e.g. North Waterfront Park, Station No. 2)
10th Anniversary of the WCC (in 2020)

Sustainable Meetings and Events, aligning with VisitNC’s new Outdoor NC initiative
Resources for Fintech Meeting Planners, eSports Event Planners

Aloft Coastline Hotel Grand Opening (tentatively scheduled for June 2021)



< CONVENTIONDISTRICT

FY 20-21 | WCC + Meetings Fer A

Creative

- Develop two new creatives for current campaign concept:

- Convention District Expansion/New Hotel & Fresh Air Meetings/Events
- eSports

- Update several existing marketing materials based on new Convention District expansion:
- Meeting Planner Guide
- Trade show booth panels

- Trade show booth tabletop display



FY 20-21 | WCC + Meetings

New/Updated Assets

Capture new photography:
New skyline photo including the Aloft
North Waterfront Park
eSports
Interior shots of the WCC
Events at 2-3 key off-site venues (i.e., Event Pier, North Waterfront Park)

Shoot and produce new meeting attendee video

SkyNav updates to Convention District Virtual Tour and drone video showcasing the updated skyline,

Convention District’s walkability through geo-coding



FY 20-21 | WCC + Meetings
Paid Media Strategy

Support efforts of CVB sales team by aligning with the trade show schedule in 2021, if applicable
Prioritize digital and print opportunities that target key market segments - i.e., state and regional
associations (AENC, Meetings Today, Small Market Meetings, Sucessful Meetings, Convene, etc.)
Select print issues in key publications with highly relevant editorial (NC, Carolinas, Coastal,
Southeast)

Leverage ad spend to secure value-added editorial

Paid media spend: $47,464




FY 20-21 | WCC + Meetings

Website
Build COVID FAQ page for Meetings section of current website

Advance facility search capabilities added to Meetings section of new website

Email Marketing Campaigns
eBlasts to targeted rented planner lists and CVB’s meeting planner database featuring Phase 3 opening

announcement and updates from sales team

Map Publisher

In-house development of special events venue map with descriptions

nnnnnn
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Fall | Sales Client Reengagement Strategies

Objective 1:
Align sales efforts with current market situation

- Seek meetings that align with maximum capacities/regulations for our meeting venues
based on COVID restrictions

- Adjust scope of sales efforts to a predominantly drive in market. (6-hour maximum drive)

- Capitalize on client loyalty; retain and rebook groups that have met here before

Objective 2:

Maximize opportunities for technology-based connections to rebuild convention
center business

- Set up and facilitate virtual site visits in conjunction with specific venues

- Plan and schedule virtual FAMs for clients not able to travel



Organization Sustainability

Strategic Goal #3: Ensure the health and the well-being of the CVB
iIn the medium and long-term

Tactics/Program Activity

Work strategically with hotel partners to ensure industry recovery and resilience

Identify reopening and recovery strategies to guide priorities

Reassess organizational roles and activities of the organization to identify priorities and potential
adjustments

Expand advocacy and education role to protect funding sources and relevance

Assess organization structure to prioritize key roles and essential programs

Assess reserve funding requirements and policies

Review organization mission, vision and values to guide organization through the recovery and resilience
phases

Use lessons learned from remote working to examine office flexibilities and efficiencies

Assess KPIs related to sustainability (e.g. off-peak visitation, dispersal)




Questions?

Wilmingtorc.
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