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MARKETING UPDATE

Myrtle Beach City Council
May 11, 2010
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TDF Receipts

2009
2010

Rcvd. to date

$ 1,987,494

S 7,345,843

$ 9,333,337
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INVESTMENT

Digital Advertising $ 4,184,108
Television Advertising $ 4,813,464
Print Advertising $ 986,798
Radio Advertising $ 130,825
Outdoor Advertising $ 81,218
Direct Mail / Ing Fulfillment $ 1,951,889
Group/Sports $ 701,507
Promotion/Publicity $ 663,010
Research $ 410,199
Other $ 314,221

Total $14,237,239
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Allocations

-

International
Golf
15% 2%

Group

9%
Events|Festivals (net)

/ 3%

Other Marketing
3%
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Marketing Recap (January-April)

TV: 69 markets
250+ stations, partners
63.6 million households

Online: 4,000+ keyword searches
578 online ad publishers

28 direct buy partners

Unique User Sessions 2.1 million; +51%
Business Referrals 2.4 million; +27%
Phone Calls 64k; +121%
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Results of Digital Promotion

m 2008 Totals @ 2009 Totals 02010 Projected
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26 09 23 06 20 06 20 03 17 01
Dec Jan Jan Feb Feb Mar Mar Apr Apr May
2009 2010 2010
B www.orlandoinfo.com M www.vbfun.com M www.visitmyrtiebeach.com
B www.bransonchamber.com = www.daytonabeach.com B www.gatlinburg.com
www.outerbanks.com B www.visitflorida.com

Source: Hitwise 2010
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Group Sales Recap

37 Trade Shows

4 Sales Blitzes

5 Key Sponsorships

179 leads (Jan-April)
30,992 room nights booked
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—Increased Air Service

v' Porter Airlines

v" American Airlines

v" New Service by Spirit, Allegiant

- Atlanta, GA

- Ft. Wayne, IN

- Youngstown, OH

- Knoxville, TN

- Grand Rapids, M
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Spring Promotion (April-May)
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TV: 15 markets
950+ stations, partners

Online: 200+ keyword searches
170 online ad publishers

Radio: 44 stations
National: CBS Morning Show; TLC; USA Today
Unique User Sessions 77,985
Business Referrals 81,901
Phone Calls 3,133 visit
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2009 Results - Lodging Revenues
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1Q 2010 Results - Lodgmg

RevPAR

$ per unit 1st Qtr 2010 vs, 2009

15

Source: STR, CCU
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2009 Conversmn Study

Performed by independent research firm, measuring responses
and results of all ad responses (both digital and other) and
2009 return-on-investment.
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~ 2009 Conversion Study

Findings
* 69% conversion rate in same year

e 31% of converts were first-time visitors or had
not visited in previous five years

* 73% of non-converts plan to visit in 2010
e $77 economic return for ever $1 spent (excl. taxes)
e 81% net promoter index
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MyrtleBeachAreaMarketing.com

e Expenditures
e Research
e Creative
e Markets e Media Sources
* Metrics e Measurements
e Committee Lists
* Meeting Minutes
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