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EXECUTIVE SUMMARY

TheCurrituck County Department of Traaeid Tourism was established in 2005 by Currituck County
to promotell KS O 2 dzy i & Q %o prBshadtbaNBitSs td cirda®ailBie main office of the
department is located at the CurritkdVelcome Center in MoyocklC with an additional Visitor

Center located in Corolla, NGourists experiencing the beauty of the Currituck Outer Banks and
Mainland spend money on lodging, entertainment, food and other goods and servitesh

generates economic relief to Countgsidents in the form of sales tax collectein estimated
500,000tourists visitCurrituckCountyduringthe 10-weekpeak summer travedeasoreach yealin
addition to our strong and growingfeseason visitation rates during spring and fall months). Below is
a snapshot othe local economic impact of tourism in Currituck Coumggulting in significant tax

relief for every resident

Currituck County Tourism Economic Impact

CurrituckCounty levies a local occupancy tax on the sktemtn rental of rooms, lodging or similar
accommodationsOccupancy tax revenues are the primary measirsucces$or / dzNNX (G dzO1 Q&
tourismdepartmentand the source for sustainable funding.

Currituck Couny tourismis strong and continues to grow in record numbers, producing over $375
million in direct consumer spending in 202@n increase of 2.9 percent from 2019

2020 Impact HighlightgPrepared for Visit NC by Tourism Economicsllaboration with the U.S.
Travel Associatiom September 2021)

1 Travel and tourism directly employs more than 2,247 individuauimituckCounty

1 Total payroll generated by the tourism industry in Currituck County was $88.5 million.

i State tax revene generated totaled $12.7 millicthrough state sales and excise taxes, and
taxes on personal and corporate income.

1 Approximately $17.6 million in local taxes were generated from sales and property tax
revenue from travebenerated and travesupported bisinesses.

1 As aresult of taxes generated by visitor spending in Currituck County inedi20resident*
of Currituck County pays $1,083 less in local and state tggespared to a $946 savings in
2019) andeach household unit** pays $2,697 lesslimcal and state taxes

RECENT ECONOMIC IMPACT OF CURRITUCK COUNTY SALES TAX COLLECTIONS
2018¢ County sales tax collected = $13,970,000; Tax Savings per resident = $903.47
2019¢ County sales tax collected = $14,340,000; Tax Savings per resident =5$946.3
2020¢ County sales tax collected$27,600,000 Tax Savings per residen$%,083.00

* 2019: population estimated at 27,763
** 2019: household units estimated at 10,522 (2.49 individuals per household)



MISSION & VISION STATEMENTS

Our Mission:

Themission of the Currituck County Department of Traaadl Tourism ioromotion of the county’ s
beaches andMainlandto attract guests for the purpose of visitation spending.

Our Vision:

The vision oCurrituck County Department of Travel and Tourisrto encourage and inspire
visitation to our beaches and Mainland for the pursuit of adventure, the love of history, the
warmth of Southern hospitality and the making of family traditions.

ENCOURAGING VISITOR SPENDING

The collection ofocal and state sales tagthat are generated byisitor spending; as a result of the
O2dzy & Qa LINE Yedhadcesyhe Gualify &f fif@ iNICarrituck County residents and
encourages tourisanelated businesgyrowth.

TheTravel and Tourisdepartmentencourages visitor spending by:

1 Providing visitors with information on tourisnelated businesses, attractions, activities, events,
accommodations, serviceand historical sites located in Currituck County through various
marketing channels and at our Welcome and Visitor Centers

1 Assisting county tourisfrelated businesses with advertisimgarketing,and promotional
support

1 Creating and producing events to draw visitorstay inCurrituckspecifically for those events, as
well as drawing day trip visitors from neighboring counties to visit Currituck on those specific
event days, thus growing sales tax revenues at local shops and restaurants.

TheCurrituckCounty Department of raveland Tourism has identified three pillars/goals to guide its
strategic and marketing plato fit its mission:

1 Be the voice of Currituck County tourism
1 Grow overnight lodging and tourism revenue
1 Advance the Currituck County toumsexperience beyond the beach



DEPARTMENT OVERVIEW

The North Carolina General Assembly has set rules into place that alloauNii&s to collect an
Occupancy Tax to fund their tourism marketing effofitsis can be up to a 6% tax addedeatal
accommodations that include hotel rooms and vacation rental hofbs.@cupancy taxate

currently collected by Currituck Coung6% and the Currituck County Department of Traaetl
Tourismis fundedentirely by onethird of the yearly occuparyctax collections by theounty. These
funds are used for the operations of the department and for the promotion of Currituck County to
encourage visitationThe remaining twehirds of the tax are used to fund tourismelated activities
and are administexd by the Tourism Development Authority

TRAVEANDTOURISM TEAM

The Currituck County Department of Tragabt Tourismis comprised o3 full-time employeesand
severaltemporary, part-time employees whose number varies seasonally.

Fulktime employeses, positionsand staffing structure
(as of7/1/2021):

Donald I. McRee, Jr.

Interim County
Manager/ County
Attorney

Tameron Kugler
Travel & Tourism
Director

Jill Landen

Curator/Site
Manager,

Alex Perry

Video
Production

Kemberly
Samantha
e Payne

Promo & Events Promo & Events
Coordinator Coordinator

Jeff
Dan Clowdsley Schwartzenberg Kaye Beasley

anag g_reatllve Marketing Sales & Marketing
Historic Specialist irector Director Associate
Corolla Park

Robert Smith

Visitor Centers
Supervisor

Michele Ellis
PR Coordinator

Chandler
Sawyer
Currituck
Maritime

Nancy Garris Elaine Goodwin
Visitor Center Visitor Center
Specialist, Specialist,

Corolla Whalehead

Museum
Manager

TheTraveland TourismDirector reports to the County Manager whia turn,reports to theBoard of
Commissionersvhichalso functiors as theTourism DevelopmenAuthority (TDA).Each member of
the TDA appoints an individuial the tourism industryto sit on the Tourism Advisory Boaf@AB)and
servein an advisory capacity to treepartment.The County Manager, the Touriddirector,and a
member of theTDAserve in an ex officio capacity.



DEPARTMENTAL TEAMS & SITE OPERATIONS

Within the department, wo teams have been created for communications and planning purposes
and to ensure cohesive operations. These two teamst twice monthlyand report to the Director
during thetwice monthlyfull staff meetingsThese teams are:

Marketing & Guest Services

Communications Robert Smith - Visitor Centers

Supervisor and Lead
Jeff Schwartzenberg -

Marketing Director and Lead Nancy Garris- Visitor Center

Specialist

Elaine Goodwin- Visitor Center
Specialist

Jill Landen- Site Manager &
Curator

Samantha Payng Promotions &
Events Coordinator

Chandler Sawyer Currituck
Maritime Museum Supervisor
Kemberly Sawyer- Promotions &
Events Coordinator

Kaye Beasley Sales &

Marketing Associate

Dan Clowdsley Creative
Director

Michele Ellis- Public Relations
Coordinator

Alex Perryz Video Production
Specialist

DEPARTMENTAL SOEBERATIONS

In addition to promotional activitythe CurrituckCounty Department of raveland Tourism is
responsible for theperation staffingand marketingof the followingfour cultural tourismsites:

Historic Corolla Park

Whaleheadn Historic Corolla Park
Currituck Maritime Museum
Historic Jarvisburg Colored School

= =4 =4 A

TheCurrituckCounty Department of raveland Tourismalso assigin variousmarketing and

promotion efforts for the Currituck County Rural Center (CCR)tournamentfields at Currituck
Community Parland the Currituck County Regional Airpdrhese venues angoveninto the

marketing plan for the departmenf he CurrituclBulls & BBQ evers specifically staged at the CCRC
annually, with the goal alrawing attention to thisincrediblemulti-use equestrian park and the

many amenities it providess well ago promote MainlandCurritucktourism.



VISITOR PROFILE

Understanding our Visitors

2021 VISITOR STUDY

In March 2021, a visitor study was conducteddhandlerThinkswith the main goal of
understanding firstime visitors to the Currituck Outer Banks. With the global pandemic having a
dramatic effect on leisure travel behaviors in 2020 and 2021, the Currituck Outer Banks saw
unprecedented demand and bookings due e tremote appeal of our destinatiolVe learned that

a lot of these leisure travelemsho choseto visit Corolla during this time werfrst-time visitors to

the area Below aresome key takeaways arithdings from this study.

METHODOLOGY

The quantitativesurvey consisted of approximated 15 questions targeted to individuals who have
inquired aboutthe Currituck Outer Banks in the past 24 months. The survey was designed to
understand travel intent and planning. An email was sent to over 39r@fiiry records.

Approximately 13,500 travelers opened the email and a total of 511 completed the survey equating
to a 4% participation rate. The 511 completes provides a margin of error 8f42% at the 95%
confidence level. The surveys were completenn March 26, 2021 through April 8, 2021.

KEY INSIGHTS

#1 - Corolla meets and exceeds expectations of fitshe visitors

Corolla is highly rated and firitne visitors are very satisfied with their experience. Conol&t and
exceeded the expectationsf first-time visitors (4.47 on a-point scalé, and they areaxtremely

likely to recommend Corolla to a friend or colleagé.70 on a §oint scale)Being satisfied and

having a great experienadten translatesnto future visitation. Ninetyfour percent (94%) of first

time visitors plan to return to Corolla for a vacation in the future and dixty percent (65%) plan to

make it an annual vacation. FstA YS @A &aA02NR LI 'y G2 NBIdzZNY RdzN
and September

#2— Visitors plan travel to Corolla in advance
Over onehalf (57%) of the firstime visitors plan their travel at least six months in advance and
twenty-nine percent (29%) three to five months in advance.

#3—Corolla is a family drive destination
The Corolla travgarty composition is primarily families (75%) and travel with six or more people
(43%).


https://www.chandlerthinks.com/

OVERALL DATA RESULTS

T

T

Corolla is a placeherevisitorsare likely to makea repeat visit. Twentyeight percent (28%)
of the respondent$ave visited the area 20 or more times.

Visitors arehighly likely to recommend Corolla as a vacation destination to a friend or
colleague (4.76 on a scale of 5)

Corollamakesan impact on visitors with ninety seven percent (97%) piagto visit the area
in the future.

Eight in ten visitors plan to make Corolla an annual vacation destination.

FIRSATIME VISITOR DATA RESULTS

T

Over one half (58%) of the firstme visitors had considered vacationing in Corolla in the past,
signifying a rather strongrandawareness factor of the destination

Firsttime visitors are extremely pleased that Corolla lived up to their expectatisitis the
destination receivin@ 4.47 rating on acale of 5

Because Corolla lived up to fititne visitor expectationghey are likely to recommend to
friends and colleagueyielding &4.70ratingon a scale of 5

Over ninety percent (94%) of firtne visitors are planning to return to Corolla for a future
vacation.

Approximately wo-thirds (65%) of firstime visitors plan to make Corolla an annual event.
The top five markets for firsime visitors(per the survey) werérom: Pennsylvania, North
Caplina, Virginia, OhiandNew York

2018 VISITOR STUBESULTS

A visitor profile study waalsoconducted in 201®&y ChandlerThinksn whichapproximately 9,000
email addresses from the Currituck County Department of Travel and Tourism inquiry daiayase
strategicallygeocoded fordeeper insightFindings include

1 Guests plan their trip in advanchirty-two percent 82% plan 612 months in advance
andnine percent 999 planmore than 12 months in advance.

1 Average guest per person spending is $463.07

1 Average party size 11 guests

1 Nights per visitEightyeight percent 88%9 of guests stay five or more nights duringeth
Visit.

1 Average group size is 4.9 people and is comprised ofgertierational families and
multi-families.Approximatelythirty-three (33% traveled withchildrenof different age
groups.

1 Visitors spend most of their budget on lodging and only altentpercent (0% of their
budget onentertainment, shoppingor dining.

1 Home rentals dominate lodging type (over 70%).

1 The Currituck Outer Banks isteosig repeat visitordestination (82%)Twenty percent
(2099 have visited 20+ time#ore thansixty percent §0%99 have visited % times.


https://www.chandlerthinks.com/

Understanding our Visitorgcont.)

CONSUMER SEGMENTATION FINDH¥&s2d on 2018 research conducted by ChandlerThinks
Themajority of Currituck County visitor inquiries fall within five LifeMode groups and account for
almost threefourths (74%) of all Currituck County visitor inquiry householdsese include:

[ en A an S e S o

Cozy Country Living (rural empty nestey0.7%
GenXurban (oldeGenXers with fewer kidsy 17.2%
Rustic Outposts (older families)15.2%

Affluent Estateswealthymarried couplesy 11.2%
Family Landscapes (young familie®)9%

Top Tapestry Segmenend Findings
People interested in visiting Currituckounty aranost likely to be

l

= =4 =4 4 -4 -8 -4 -9 2 -2

Primarily white

In their mid40s

Married and own their homes

Enjoy country lifestyles

College educated

Have children, but some are alsmpty nesters
Outdoor lovers

DlYers

Avid gardeners

Costconscious

Use technology as a tool, not a trend, and hence many aremad datewith the latest
technology

Other Tapestry Findings

T

= =4 =

= =4 =4 4 A

They ae more likelyto be interested in supporting the arts and NPR.

They prefer domestic brand vehicles, such as Buick, Jeep, Dlays]erand Chevrolet.
American Express is their credit card of choice.

They own items such as hot tubs, fireplaces, separate freezers, washers and dryers, indoor
and outdoorgrills,and many additional household items.

They are more likely to shop at Piggly Wiggly, IGA and/Sawégrocery stores.

When it comes to their home, garden and lawimey seem to show a DIY attitude.

They are more likely to listen to news radio and satellitaogd&iriusXM).

They are petovers and own multiple dogs and cats.

They regularly go to fine diningstaurants put they are also more likely than average to eat
atl F NRSSQa 2N/ FLIWFAY 5Qad

They are almost twice dkelyasthe average American to sh@ Tractor Supply Company
and 48% more likely to shop at Nordstrom.

They travel frequentlg both domestically and internationally, and not just for business.
They spend $3,000 or more on their vacations



202021 Visitor Bookings- Geographidata

July 1, 2020 June 30, 2021

Source: KeyData
Listed in order bsedon Total Bookings Revenue

| Top 20 Visitor States Top 20 Visitor CitiedRegions |

Virginia Alexandria, VA
Pennsylvania Arlington, VA
Maryland Pittsburgh, PA
Ohio Washington, DC
NewJersey Ashburn, VA
North Carolina Rockville, MD

New York Richmond, VA

West Virginia Springfield, VA
Connecticut Fairfax, VA
Massachusetts Central VA

Delaware Vienna, VA
District of Columbia Midlothian, VA
Colorado Fredericksburg, VA
Florida Virginia Beach, VA
Kentucky Leesburg, VA
lllinois New YorkNY
Indiana Baltimore, MD
Michigan Charlottesville VA
South Carolina Falls Church, VA
Tennessee Raleigh, NC

AVERAGE BOOKING WINDCG®WMPARISON
Source: KeyData

2021¢ 164 days

2020¢ 110 days

2019¢ 144 days




202021 Website Traffic- Geographic Data

July 1, 2020 June 30, 2021
Source: Google Analytics
Listed in order bsed onUnique Users

| Top 20Website Visitor States Top 20Website Visitor CitiegRegions |

North Carolina New York, NY
Virginia Washington, DC
New York Virginia Beach, VA
Pennsylvania Charlotte, NC
Ohio Philadelphia PA
New Jersey Raleigh, NC
Maryland Gorolla, NC
District of Columbia Raleigh, NC

Tennessee RoanokeVA
Georgia ColumbusOH
Florida Atlanta, GA

Connecticut Kill Devil HillsNC

South Carolina Baltimore, MD

Michigan Charlottesville VA

Massachusetts Chesapeake/A
lllinois Nashville TN

West Virginia Pittsburgh PA
Texas Norfolk, VA

Delaware Cincinnati, OH
Indiana ClevelandOH

AGECOMPARISON GENDEROMPARISON
55-64 23.71% Female 60.5%
4554 20.53% Male 39.5%

65+ 16.81%

3544 16.42%

25-34 15.77% Source: Google Analytics

18-24 6.76%



MARKETING STRATEGY FOR2022

PHASES OF TRAVEL PLANNING & STRATEGIC MARKETING TACTICS

AWARENESS

CONSIDERATION

EVALUATION

PURCHASE

AWARENESSravel soon but not planning no
Marketing & Communications TactiggV, Radio, Print, Outdoor, Digitafogrammatic display,
streaming audio, social media, sponsored content, Streaming (Roku + AmazoR &) Relations

CONSIDERATIOMultiple destinations being seriously considered
Marketing & Communications TactigKeywordbased targeting, contedbased native and display
advertising, paid search (PPC), video {jmle+ YouTube)

EVALUATIONNarrowed down 23 destindions; now researching lodging, activities, restaurants, etc.
Marketing & Communications TactigRetargeting (keyword + display + native), social, videc (pre
roll + YouTube)

PURCHASEinal decision has been made
Marketing & Communicationacticsg Emal

ADVOCACYVord-of-mouth, email, social posting that the destination was awesome (or not)!
Marketing & Communications TactigEmail and social media; encourage destination advocates to

GaLINBIFR (GKS g2NRHE
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MARKETING & ADVERTISING

OUTOFMARKEPROMOTIONFY 20221 RECAP:

With the global pandemic dramatically affecting traveler sentiment and behavior in 2020, the

primary goal with our FY 2020 marketingefforts was to position Corolla, NC and the greater

Currituck Outer Banks as the premarive-to destination that provides prospective leisure travelers
and¥ I YAfASE 6AGK Iy 2LILRNIdzyyAde G2 KAG GKS NRIFR
KSNBodé Ly [/ 2NRfflFX 6S I NS SEGNBYSte anethalisizy 48
abundantly rich in open space, private vacation rental homes and outdoor activities. If executed well,
this strategic marketing approachiould turn the prevailingly apprehensive travel sentiment brought
about by Covidl9 andinto arobustlevelof visitation season, highlighted by arcrease in

occupancy tax revenues through bookings in our vacation rental homes and hotels. An additional
measure of successthe growth of our website traffic and level of engagement, with
VisitCurrituck.consewing as the hub of our marketing efforts and one of the most evaluated key
performance indicators with any of our campaigns.

Already experiencing unprecedented visitor demand when the bridges to the Outer Banks reopened

in May 2020pur marketing effortavere designed to leverage the apprehensive travel sentiment by
positioning our brand as a simplractical,l YR | G G N> OGA GBS 2LIiA2y- IABSY
related concernsOur out-of-marketcampaign purposefully featured compelling imagery, cstest

branding elements, creative headlines, inviting body copy, unified calls to action, and inspirational
fFyRAY3 LI 3IS O2yiSyid OGKIFIG KAIKEAIKGSR 2dz2NJ RSa(
accommodations and widepen spaces, mirroringtra8INE Q RSaANB F2NJ al ¥FSide

Another critical piece of the strategic executiononfr marketingplan included shifting a majority of

our budget funds away from supporting an already strong 2020 fall (shoulder) season to help bolster
our late 2020/early 2021 marketing campaign designed to promote travel to Corolla and the
Currituck OuteBanks in 2021With that modification, we were positioned very well budgetarily to
significantly enhance our campaign impressions and exposure at the most critical time of a

LINR A LISOGA @GS { NadiSdasdN@dking RyN&S | YA Yy 3

As we navigated the evahangng dynamics of the pandemic, we were thrilled to round tne
202021 fiscal year (July 1, 2020 through June 30, 2@#h)a recordsetting year for visitation in
Corolla and the Currituck Outer Banks, yielding a lofty increase in collected occupasy tax
Currituck County occupancy taxes collected in FY-2028mounted to $16,652,679, a staggering
35.07 percent; or $4,323,94&; increase from 20120 revenues ($12,328,733). Occupancy taxes in
201819 totaled$12,433,277, while 202T8 occupancy tax renues came in at $12,011,602.

In addition to this dramatic occupancy tax revenue growth, we also saw a significant increase in user
engagement on our websitehe hub of our marketing activitypuringrFY 2021, user sessions on

the website increased by8.03 percent vs. FY 2020 and pageviews jumped by 14.10 percent over
GKS alyYS GAYS® 2KSYy O2YLI NAYy3I (GK2aS ymMESNAE :z
increases were even more significant. User sessions were up 44.04 percent and pageviaws saw

37.75 percent bump. In addition, we saw a dramatic increase in visitor guide requests {2 2020

70.44 percent increase vs. 2018) and a sharp decrease in website bounce rates (17.41 percent) on
our key campaign landing pages.

12



IN-MARKET PROMOTIOGNFY 20221 RECAP:

While a majority of our marketing budget is directed at inspiring prospective travelers-ofout
market areas to visit Corolla, NCsmallportion of our annual funding is allocated to reaching

visitors who have already arrived on the Outer Banks fokthedd @ Ok NA \5 G & @ by

2A0K 20SNI mnn YAfSa 2F &ALISOGI Odzf F NJ b2NIK /| NBf
visitors to the Outer Bankareastay in Corolland Currituck Countylhus, one of our annual

marketing goals is to connect Withat population of tourists and share the allure of taking a day trip

to Corollag inviting them to explore what makes our coastal town such a special place; our

windswept remote beaches, legendary wild horses, iconic historical sites (Currituck Beach

Lighthouse, Whalehead, Currituck Maritime Museum, Outer Banks Center for Wildlife Education),

and the charm of a more unspoiled beach experience.

In addition to the benefits of increasing sales tax dollars from day trip money spent in retail shops
and resaurants, the hope is that some visitors will also consider staying in Corolla on their next trip
to the Outer Banks, elevating our occupancy tax base as well.

We also focus a portion of our messaging on promoting our signature events in Historic arklla
(Under the Oaks Arts Festival, Independence Day Celebration, Corolla Cork & Craft, Yoga in the Park,
Currituck Bulls & BB@Vhalehead Candlelight Christmas), in hopes that those festivities will give
visitors yet another reason tdriveto Corollaor the Currituck mainlanduring their vacation stay in

a neighboring county

Our strategianarketing and communicatioregpproach to reaching thidn-market audience is quite
simplec to diversify our mediums, amplify the impression levels asctlogvds grow throughout the
summer, and carry a consistent, branded message throughout the campaign. For this outreach, we
focuson local print, radio, and online partners, as well as local cable television and outdoor media
partnerships to inspire visitot® drive north to Corolla for the day.

We also leveraged technology more than ever before, including several geotargeted social media
campaigns, and specific spots airing on Connected Television (CTV) locally. During this time, we
proudly unveiled our & Corolla OBX mobile approviding visitors with a comprehensive digital

G222t (2 Faarad 6AGK RSOARAY3I GoKSNB G2 32 | YR
Banks.

The resulbof these focused efforts was a cohesive campaign message that inspired record levels of
Outer Banks visitors to take a drive north and enjoy everything that Corolla has to offer for the day.
In FY 20221, Corollabased retail businesses and restaurantperienced record sales growth,
providing quite a boost to Currituck County tax revenues. Compared to FY2R0i8corded sales

tax collections between July 1 and June 30 increased by 33 percent over the previous year.

Over this time, visitation to ouruttural attractions and attendance at our signature events in Historic
Corolla Park continued to increase steadily, even with Cb¥@idafety measures in place. Paid visits
to the Whalehead museum increased 5.17 percent between February 2021 and Jungh2021
museum was closed for several months prior to that due to the pandemic), compared to the same
time in 2019.

We also hope thaby exposing notCorolla visitors to our beaches and historical/recreational sites
for a day trip, the special beauty thatists in this northernmost Outer Banks town is illuminated,

13


https://www.visitcurrituck.com/corolla-obx-app/

and will hopefullyimpact future vacation plans. Demand for vacation rental homes and hotel room
reached an altime high in 2021, with many of those guests being fiirse visitors to Corolla.
Looking forward, prebookings for 2022 look extremely positive as well.

FY 202-22 LOOK AHEAD
As weexploreexisting and newvays to inspire repeat and firgime visitation to Currituck County,
we will continue to do so strategically, with omnission and vision at the forefront of our efforts.

Marketing team goals andobjectives for2021-22 fiscal year include

() GrowingOccupancy Tax anghlesTax revenueshrough tourism promotional efforts to
attract visitation

() Continung toposition CurrituckCountyasa remote, upscale family-friendly destinatiorthat
is abundantly rich in open space, private vacation rental homes and outdoor activities

() Substantially and strategically growg our first party optin email database

() Contiruingto enhance local business partner and travel industry partner communication

() Leveragngour Outdoor NC Trailblaz@artnershipand incorporaing itinto our overall

marketing efforts

() Execuinga thorough content review of the website and contingto optimize our key

landing pages by incorporating updated copy, linksgblolutionimagesand video assets

() Revamping and consolidating our Visitor Guide

() Reshaping our Press/Media section lo¢ tVisitCurrituck.com websit

() Continuing to grow our social media reach and engagement levels with existing and new fans

OUTOFMARKET ADVERTISINTGRATEG: MESSAGING

Over the past year, we have spearheadestrategic shift in the timing of our owdf-market media
campaignsPreviouslypur media spenihg trends wereconsistenthroughout the course of the

year, with a slight bump in the key winter/spring months. Knowing that nesstire traveddreaming
planning and moking takes shapearly in the calendar yeaddénuary through mid\pril), we have
since adjusted the weight of our pamarketingplan to be less concentrated in the summer months
(when visitors are here already) @much more robust in the late fall/winter/early spring months.
Hence, we have reallocatebme of our annuabut-of-marketmedia funds from Q3 and Q4 Q1
efforts where we know they have a much stronger chance of paying off and yielding a promising
return (in the form of bookings)We havehadvery insightfulconversations with some of our key
vacation rental management partners over the past yaad they tend to follow similar timing with
their paid efforts as well for that same reason.

In addition, wth the pandemic surge in vacation rental home demand for leisure travel, compounded

by a decrease in overall inventory due to record home sales in recent years, we are seeing an
extremely competitive rental market. To communicate this sense of urgengsogpective travelers,

S KI @S 0S3dzy (G2 6SI @S a2YS aaSyast-market dzNBESy O ¢
advertising efforts

CURRITUCK [

OUTER BANKS,NC Coroua, NC s x
~ 7%

Corolla - Carova - The Mainland

LEARN MORE
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REACHING OUR TARGET AUDIENCE

DEMOGRAPHICS

Primary. The cemographicof the visitors we seeto reach through our promotional effortisiclude:

T
T

Household Income (HHI) of $120,000 or higher
Womenbetween the ages d35-64, in family groups that want to reconnect with each other
connect with natureand a relaxing environmerind intend to traveln the next three to
twelve months.These family groups include:

o Families with schoedged children

o0 Empty Nesters

o Familieswith non-school aged children

o Familes with homeschooled children

Targeted niche subcategoriesthin this demographi@lsoinclude:
o Naturelovers

Adventureseekers

Holiday and-eunion familygroups

Golfers

o]
o]
o]
0 Hunters/Sportsmen

Secondary The c&emographic®f our secondary audiences do rfwve a target HHI requirement
andare generallycomprised of a younger audierice

= =4 -4 -4

Engagedouplesc those interested in a destination wedding
EceTourism

Foodies (including beer and wine enthusiasts)
Experientiatravelers

CONVERSIONS

Tracking a direct correlation betwe@ur marketing efforts and actual rental home bookings has
always been a challengas we do not serve as the direct booking engine for these transactéms
have however refined our marketing funnaedver the past few yearand tested avariety of different
conversion actions throughout our websiteat showcase value and validate auarketingefforts to
a certain degreeThese actions are considered integral to the ovesalesunnel,and we continue
to drive traffic and retarget users to ensure they reach these conversion zones.

Current conversion actions include

T
T
1

Visitor Guiderequests(mailing)

Digital Visitor Guiddownloads

Vacation Rentals Page and gendrmadiging Pagesits and ticks These pages/actions show a
higher level of interest in the Currituck Outer Banks and encourage visitors to contact local
rental agencies or the visitor centers for more information.

Trafficto our website from our digital advertisirgfforts
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MARKETING TACTICS FOR-2@21

MARKETING BUDGET ALLOCATION

The Currituck County Department of Travel and Tourism utiieesral advertising channels to
support our promotional strategy. The advertisipgpmotions budget forFY2021-22 is
$3,353,00000and is allocated in the following manner:

Digital/Online 41.%% Cooperative Golf Marketing 1.8%
Television 17.0% Promotional Products 1.1%
Print 16.2% Travel Shows 1.0%
Radio 6.3% Support of Funds <1.0%
Outdoor 5.6% Video Services <1.0%
Events 5.0% Public Relations <1.0%
Printed Materials 3.5%

PRINT

Despitethe recent shift of some of oubudget dollars away from print and to various digital options,
print is still a very important medium for general awareness stndtegicvisibility. Following are the
publications wentend to collaborate withfor FY2021-2022 based on demographic matches to our
core target audience

1 National: Publicationswith a strategic national reack Garden & GunSouthern LivingReal
Simple Southern HomeSouthern Ladynd The Cottage Journal

1 Regional:Publications thateachsome of our largest feeder markeds a great value andre
used to saturate those marketbelping tokeep consistent messaging in front of readers
during peak vacation planning tim&sNorth Carolina State Travel Guid®ur State, The
Local PalateCaryMagazine Main & Broad CarolinaDay TripsCarolinaHeritage Guide
and Recreation News

1 Local:Local publicationgarget visitors who are alreadyn-market during peak and shoulder
seasons andre leveragedo promote weekly eventgHistoric Corolla Parither annual
event9 and to inspire day trips to Corolla and the Currituck mainland for attractions,
shoppingdining,; Y R S E LJ 2 NJ {(iCoastyOBXOdrdtBihks MagazaeNorth
Beach SunMilepost Magazine Coastal LifeOuter Banks Day Trippeand Outer Banks
Visitors GuidgVistagraphics)

1 Niche:Publications that focus on specific nidepics such aBuntingandweddingsare used
duringthoserespective seasons to @mote our area to those markebs Ducks Unlimited
American Waterfowler Wildfowl, NC Huning and Fislng Guide Outer Banks Wedding
Association Wedding Guid®uter Banks Wedding Guidand Outer BanksRestaurant
Guide

DIGITAL

Over ninety percent 9099 of travelers will do their research online amaghty-two percent 8299 will

end up making their booking online as welVith the availability of online travel resources at a
O2yadzYSNDa FAYISNIALIA I onding makketidgSeffodtsdverithie hadt severaly O NS |
years with digitalbecoming the largest segment of our annual advertising budget.

* Stratos Online Travel Booking Statis{#/4.8/21)
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https://www.stratosjets.com/blog/online-travel-statistics/

Following are oukey strategidaligitaltactics to generate user interest to convert to actual visitors to
Currituck:

1 Paid SearchThe largest percentage of our advertising dollars goes towards paid
search/display on Googl8jng,and YahooThese are fluidampaigsthat changes almost
dailyand are consistently monitored by our lead digital partner, CirGampaigns are split
tested and optimized to increase conversions and loeastper-click CPQ. Split testing (also
referred to as A/B testing or multivariate testing) is a method ofdraning controlled,
randomized experiments with the goal of improving a website metric, such as clicks, form
completions, or purchases. Incoming traffic to the website is distributed between the original
(control) and the different variations without any the visitors knowing that they are part of
an experiment. The tester waits for a statistically significant difference in behavior to emerge.
The results from each variation are compared to determine which version showed the
greatest improvement.

1 Progranmatic Display &Retargeting: These campaigns start with building a pool of users
who do not convert from our paid search campaigns. Our ads follow users around the
internet for a given amount of time until they decide to click back to our site or colwert
viewing/requesting a Visitor Guid€hese user groups have already shown interest in our
destination and typically convert at a higher rate than those who have never heard of the
area.

1 Paid SociaMedia: Paid sociamediaads onFacebook nstagram and iaterest allow us to
target at a much more detailed level and gain valuable insights on which demographic groups
are responding the best to certain types of aBscial campaigns are also split tested to find
the best headlines and imagesathconvert.

f Video AdvertisingWeQ NB SE G NBY St & atalentedvidebdraptier ob fafikid & S
is continuouslycapturingamazinginspirational,and educationafootagefor our destination
and turning those into marketable assets for us to.u®g ¢ceating videos for ouvarious
digital channels and platforms (website, social media, YouTube and Vimeo, and streaming
OKIFIyySt X Fa ¢Sttt Fra G§StS@AaAz2y alLlRddao 2dzNJ
grown immensely.

1 Native Advertising Native advertisings a type of advertising that matches the form and
function of the platform upon which it appears. In many cases it functions like an advertorial,
and maniésts as a video, article or editorigithout the occasional obtrusiveness of tarsd-
alone ad

1 Streaming Audioln addition to leveraging streaming audio to air our inspirational radio ads,
we are exploring ways to expand our presence with podcast listeners that strategically match
our demographic and geographargets

1 Lead Generationin a changing digital maeking landscape where user privacy settings are
making it more difficult to target potential customers, the importance of having a robust first
party database is paramountVe are working with a variety of digital partners to grow our
database through lead generation tactics in strategically placed online locations, with a focus
on our key feeder markets.

1 Sponsored ContentWorking with severgbartner publications, our sponsored content
offerings have steadily increased over the pssteral years, allowing for a controlled
presence in a strategicalptaced outlet that matches our core audience extremely well
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BILLBOARDS

1 13static boards are used throughout ti@urrituckMainlandcorridor of U.S:168 and U.S.
158, along with one static board located on48& Our US168 and U958 lpards that are
facing southbound traffic argypicallyused to promote things to do in Corollar on the road
G2 |/ 2 N, iitd hasse tdurs WhaleheadCurrituck Maritime MuseunHlistoric
Jarvisburg Colored Schoblistoric Corolla ParlBoards that are facing northbound traffic are
generallyused to promote things on th®lainlandor activities that visitors can do on future
visits X i.e., CCR@Gveddings, Knotts Islandndhunting).

TELEVISION

We strategically place @mbination of network, cable, andverthe-Top (OTT)/@nected TV (CTV)

buys across several of our kegive-time feeder markets As wecomprehensivelylo with all our
mediaplanning westrategicallyalign our television buys with the platforms, outlets and networks

that will allow us to gain maximum exposure to our key audiences. Our reliancé\bha3 grown in
recentyears, withy  y& ! o{ & 02 y a dzY S thedr@ldimnal broAdtasita#bl8 O2 NR €
televisionplatform.

I 002 NRA Y 3 (ssidéneelighddeeScinE M Irivestments in the Unit&tates grew by

40.6% year over year in 2020, to more than $9 billion. Growth will continue to accelerate in 2021 as
spending reaches $13.41 billiora figure that will likely more than double by the end of our forecast
period in 2025.

Corresponding witlour print, radio and digital components to our annual advertising and

promotional plan, we focus most of our marketing budget on reaching consumers who may be
planningtheirf I YA f @ Qa dzZLJO2 YAy 3 f SA adzNBdreaSitglplanhidgarddy R { A
booking months of January, February, March, and April.

Markets covered within our television campaign include:

- SE VANorfolk, Virginia BeaclGhesapeake - Pittsburgh, PA

- Richmond, VA - NYC metropolitan area (NY, NJ, CT)
- Washington, DC/Nohern VA - Columbus, OH

- Baltimore, MD - Raleigh, NC

- Philadelphia, PA/Southern NJ - Charlotte, NC

ROKU/AMAZON FIRE STREAMING CHANNELS:

In September 2021he CurrituckCounty Department ofravel and Tourism, in partnership with The
Vacation Channel, launched tl@mply Corollatreaming channelith aRokuand Amazorkire
connected deviceThisyearlong project provides a tremendowpportunity to showcase all th
incredible video assets th&urrituck hagreated within the departmentin a weHorganized way
Streaming sers caraccesshe channelnd enjoyexclusiveand inspiringcontentthat showcases
local businesses, attractions antbre, with the goal of encouraging additional research and an
eventual booking in our destination.

The launch of this streaming channel was accompanied by a strategic marketingmmunications

plan to grow awareness and increase channel download conversions. This effort will continue
throughout the course of the year and will include paid Roku adsearients to raise our visibility

FYR NIYy1lAYy3 SAGKAY GKS G¢NF @Sté€ OFGSA2NE GA0KDA

18


https://www.insiderintelligence.com/insights/ctv-fastest-growing-channel-digital-advertising/
https://www.visitcurrituck.com/roku/

MOBILE APP
In May 2021, e Currituck County Department of Travel and Toulistnoducedour newCorolla
OBX appavailable for download via thApp Storeand onGoogle Play

The app is your official source to discover activities, attractions, dining, shopping, events, specials
FYR Y2NB RdzZNAyYy 3 @2dzNJ @A aird O Appeéntedt KghlightsNdlade:y | Q

Local shopping, diningccommodationsand attractions listings
Currituck MORE Card specials

Historic Corolla Park event details

Corolla Beach access points

Beach safety tips

Beach driving and parking permit details

Currituck County alerts

X IYyR YdzOK Y2NB

=4 =2 =4 8 -8 -8 -8 -9

FIND YOUR WAY |

wihthe COROLLA OBX APP ¢
B/ — _F'ﬂ

Welcome to C N
orolla, NC
and the Currituck Mainlang

CURRITUCK

OUTER BANKS, NC
Corolla « Carova » The Mainland

(1% 9]+ ‘

RADIO:
1 In-Market ¢ Local radio is purchasdadrgelythroughkey partnerships witticast Carolina

Radio and JAM Medf@olutions Thesgroducedcommercialsas well as live promotional
reads and irstudio mentions, mostly focus on generating awareness and interest in seasonal
events as well as local attractions on the Currituck Outer Banks;(V¢halehead and the
Currituck Maritime Museum)rhegoalof localradio is to inform our visitors Corolla, as
well as those staying in Dare County, of the many reasons to visit Corolla and the Currituck
Mainlandfor visitation spendingurposesWe also utilize live remote broadcasts at our
events to help spreadhte word even further and to drive traffic, in re@ne, to the event.

1 Out-of-Market ¢ From January through March, we collaborate with sevBiaional Public
Radio NPR member stations to complement our inspirational campaign messaging that
GKS@QNB Ffaz2 tA1Steée aSSAy3a Ay GK&thasaNe 27F
time. ThroughCurrituck Outer Banks destinatioesearch conducted in 2018, it was
discovered that the public radio format matches extremely well with the dewolgics of our
core visitors. Oubf-market regiondor these campaignsirror those of our television
advertising.
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https://www.visitcurrituck.com/corolla-obx-app/
https://www.visitcurrituck.com/corolla-obx-app/
https://apps.apple.com/gb/app/corolla-obx/id1539110803
https://play.google.com/store/apps/details?id=org.reactjs.native.currituckNcApp
https://www.visitcurrituck.com/corolla-obx-app/

PUBLIC RELATIONS:
Our publicrelationsefforts incorporate several key aspects of our strategic efforts, including:

l
l

= =4 4

Media relations (proactive outreach and reactive collaboration)
Hostingtravel writers and digital influenceia Currituck County

Planned2021media coordination included

May/ June 2021 Blogger Allena Hurwitz, @toddlinaroundtidewater (H20OBX, Weeping Radish,
Grave Digger) and will continue to visit and highlight our area for Family Travel, sharing her
blogs with us on a regular bas

June 2021 Dave Wolding Carolina TraveléDay TripsMagazine

July 202% Amy Lenard. dzA ONlaQazine.

July 202t Josephine DevambeErench TV

July 2021 Dave Parkerd h y (i K $06. €duri®rg (hosted show from our Welcome
Center in Moyock)

July 202t Jarael RanahanForbesviagazinearticle

August2021- Rob HollidayPBS North CarolinaNorth Carolina Weekend

August 2021- Michiel Perry- Blacksouthernbelle.com

Regular distribution of press releaggurrituck Maritime Museum, Currituck Bulls & BBQ,
Tourism Ecoomic Impact)

Attending media missiong cooperation with travel partners (Visit NC)

Overseeing the fulfillment of requests for guides

Travel showsgarticipationto promote our beaches and Mdand In 2020, all travel shows
were cancelled due to thed®id-19 pandemicFor 202122, the following shows have been
identified to continue our presence in our top feeder markets and to showcase our area to
emerging markets:

Atlanta, GAc October 1617, 2021 Boston, MAc March 56, 2022
Chicago, Ik, Feb 56, 2022 Nashville, TN April 710, 2022
Washington, DG Feb 2627, 2022 Atlanta, GA; April 2324, 2022

CURRITUCK OUTER BANKS R R Y et K ousm

A N

TAKING FL|GHT IN THE TAR HEEL STATE

N FECAROHINAIS R

© e e e mo 0
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SOCIAL MEDIA:

Social Medias integral to the success of our marketing strategypporting our three pillars, along
with several other important desired goals and outcomes:

Bengthe voice of Currituck Countpurism

Growingovernight lodging and tourism revenues to Currituck County

Advancinghe Currituck County tourism experience beyond the beach
Sparknginspiration with visitors by posting beautiful imagery dmds tocaptivating stories
Boosting engagement and fostegimelationshipsvith current and prospective visitotsy
respondngto comments,guestions,and concerns in a timely manner

= =4 =4 48 A

FY 202122 Social Medi®bjectives, Goalsand Metrics

Business objective Social Media Goal Metric(s)

Awarenesgthese metrics
Grow the brand illuminate your current and Followers, shares, etc.
potential audience)

Engagemenfthese metrics shoy
Turn customers into advocatey how audiences are interactingl Comments, likes, @mentions, e
with your content)

Conversiongthese metrics
Drivewebsitetraffic demonstrate the effectiveness
your social engagement)

Website clicks, email signups
Visitor Guideaequests

Consumelthese metrics reflect
Improve customer retention | how active customers think an
feel about your brand)

Testimonials, social media
sentiment, etc.

FACEBOOK

What it ' isspifat@rsvisitorfergagementencouraging return visits
Target audiencepotential, first-time andreturningvisitors

Types of content we sharghotos,videos,event information, links to stories

Key performance indicators (KPI®ngagemen{likes, shares, comments, reach)
Commentsinformational and inspiringanswering questions about the area
Misc.: 324K+ likes (and growingye know our audienc@oyal and engaging)
DesiredPosting Frequency:

@CurrituclOBX 1x/day

@HistoricWhalehead3-4x/week

@Currituclaritime: 2-3x/week

@CurrituclkOBXEvents Driven by annual schedule and need to promote upcoming events
@HistoricJarvisburgColoredSchdsix/week

INSTAGRAM

What i t ' isspifatergvisitorferigagementencouraging return visits

Target audiencepotential, first-time andreturningvisitors

Types of content we will shareinspirational fhotos andvideos(visual medium)

Key performance indicators (KPI$pllowers, likes and shares

Misc.: continuing to grom(15,300+ followers), amazing visual opportunities to share
DesiredPosting Frequency:

@currituckobx 3-5x/week
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https://www.facebook.com/currituckobx
https://www.facebook.com/historicwhalehead
https://www.facebook.com/Currituckmaritime
https://www.facebook.com/CurrituckOBXEvents
https://www.facebook.com/historicjarvisburgcoloredschool
https://www.instagram.com/currituckobx/

TWITTER

What i t ' isforrbagos andupdates:
Targetaudience:potential, first-time andreturningvisitors
Types of content we will shargophotos andnewslinkupdates
Key performance indicators (KPI$pllowers, lkes andretweets
Misc.: continuing to growm(6,500+ followers)
DesiredPostingFrequency:

@currituck obx2-3x/week

2021-22 KeySocialPostingGoalgTargets

Currituck Travel and Tourism widirdinue toutilize social media platforms taspire current and
prospective visitorgby using compellingnagery andvideography),but alsoinform this audienceof

the manygreat things that are happening her&vays to grow our engagement and education are:

- Continue to include a link back to Visit@uck.com when possibleto assist withgrowing our
organicsocialreferral traffic

- Continue to share eadBurrituck Travel and Tourisibhog post (2x/mo.)

-/ 2y GAydzS G2 aKIFINB YSRAIF YSyiliAzya oFNIAOESa Iy
- Continue sharingur growing collection of videos

- Continue to incorporate noibusiness mainland images into the mix on a regular basis

- Share from or post abouurrituck County tourismelated businesss, while continuingo tag
partnerbusinesses and media outlets whenever we post

- Leverage the strength of ouaEebook audience crosspromote our other digital assets (other FB
pages, Instagram, Twitter, YouTube, Roku, mobile app, eNewsletter) to help grow those audiences

- Continue toco-host and share CurrituckOBX Events (FB event listings) to enhance awareness of and
potential attendance to these events

- Continue to sharether Currituck Travel and Tourism Facebook pages for increased engagement
and awarenessQurrituck Maritime Musum, Whalehead etc.)

o currituckobx ® = |OnSee
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https://twitter.com/currituck_obx

Social Media Competitive S€éFacebooKknsightsg 10/29/2021 Sample:

Page Total Page Lik From Last We Posts This Wi Engagement This '
1 %58 Visit Myrtle Beach, Sout... ~ 1.8m 100% 10 136.3K
2 nn Ocean City, MD - Tourism  1m 100% 9 137K W

i
3 VISIT FLORIDA 942.5K 100% 8 61.6k N
4 Oﬂ)( Visit The Outer Banks 742.2K 100% 2 159k W
YOU
5 %k Currituck Outer Banks 324.2K 100% 9 309k N
Keep up with the Pages you watch.
6 Visit Virginia Beach 261.6K 100% 6 91K 1§
T Visit North Carolina 215K 100% 3 78K
8 :,,,L The Crystal Coast 184.9K 1 100% 3 83K 1
Q  wkeis Visit Wilmington, NC an... 117K 100% 5 66K 1
10 | North Carolina's Bruns... 505K 100% 5 37K |
s, Currituck Outer Banks Performance for Your Post
Happy Wild Horse Wednesday &3 48,369 reople Reached
4,435 Reactions, Comments & Shares
2,809 1,997 812
Like On Post On Shares
945 731 214
Love On Post On Shares
16 9 7
Wow On Post On Shares
41 98
On Post On Shares
537 537 0
Shares On Post On Shares
= = 677 PostCiicks
78 0 599
+/ Get More Likes, Comments and Shares Photo Views Link Clicks Other Clicks

When you boost this post, you'll show it to more people

48,369 5112
People reached Engagements

Boost Post

Janet Curtin, Mary Lou Voskuhl and 2. 7K others 39 Comments 537 Shares.
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VIDEOGRAPHY:

In FY2021-22, we will continue to capture footage that focuses on the beauty and unigueness of our
destination, as well as the interests of our visitd@sir videoswill continue to promote the Corolla

and Currituck brand by visually telling the unique stoties bring visitors back year after year and

to inspire those, who have yet to come, to book their vacations.

Accomplishments to Date (FY 202P):

1 Roku
o0 hdzNJ W{ AYLX & [/ 2NERf{ fdready@omnmBonv#R24 @ #6830k L5060y St F
in the Roku traveyenre(Myrtle Beach is #91, Palm Beach is #77, OBXTV is #62)
primarily due toour streaming ad campaigand socialemail campaiga
1 Youdlube
0 160k Impressions since July 1
0 19.2k Views since July 1
1 Vimeo
0 52k Views Since July 1
o OurFall2021 videccampaign had 36kiewsviathe website
1 Videos Produced to Date
0 Tourismdepartment¢ CommunityAwareness
o0 Safety Beach Vided8)
0 In-Market Summer Commercia(R)
o Event Commercials for 2021
A 2021 Cornhole Tournament
2021 Under The Oaks Arts Festival
2021 Yogan the Park
2021 Independence Day Celebration
2021 Corolla Cork and Craft
A 2021CurrituckBulls & BBQ
0 Wour OBX Guidkideo series(3)
o CurrituckMaritime Museum(41in-museum andoromotionalvideog
o 2021 FallrVv/digital video ampaign

L > > > D

,"'/\. //\
‘,;‘1;/"' V)

"COROLL

OUTER BANKS, NC

~ /-\\ COROLLA
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Projects for 202122 to support our website, TV commercials, and various video and social media
platforms include:

1 Vlog Style and Website/Roku Store9 9 ELISNA Sy 0SQ @
o az2al 2F G(KS&AS @OARS2a Aft o

A Planning &rip
A History of the OBX
A Activities/Attractions of the OBX
A Wildlife of the OBX
A Golf
A Beaches
A Places to Stag Lifestyles of the OBX
A Shopping on the OBX
A Artists of the OBX
A Recipes of the OBX
A5Fe ¢NALILAYQ
f Inal NJ SiG {dzYYSNI / 2YYSNOA I fdcampaighNA S b 2 NI K £
1 Event Commercials (All tourism events)
1 Event Recaps (All tourism events)
1 Populate the Currituck Maritime Museum with videos andrease awareness of the facilities
0 25videos to go into the museum
o Promote the facility with regional commercsal
1 Wedding spots
1 Populate CorollaNC.com and VisitCurrituck.com with video content and stories
1 Local, regional and national TV promotional spots

0 2022 outof-market commercials
1 African American Experience of Northeast North Carolina / Hislaridsburg Colored School

»

CURRITUCK MARITIME MUSEUM

IN HISTORIC COROLLA PARK
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EVENTS

TheCurrituck County Department dfraveland Tourism produces and staffs several events during
the year, designed to enhanceésitationto the area, as well gsrovidea valueadded experience for
our existingguests.

Annual events that are free to attend include
1 Under the Oaks AstFestival (June
1 Independence Day Celebration (July)
1 Yoga in the Park tirsdays; June throughearly ®ptember)
1 Kids Day in the Park ¢n hold due to Covidate June througimid-Augus)

Eventswith an admission fee generatingfunds to help support Historic Corolla Park and
Whalehead include

1 CorollaCornhole Tournament@®Vednesdays mid June through early September
Corolla Cork & Craft (IBates)q (Wednesdayg mid Junethrough early September)
W2 Iy Qa 2/ loghold @QuezNBovihursdays; June throughmid-Augus)
Currituck Bulls & BB@irst Saturday ilNovember)
Whalehead Candleligl@hristmasTours(Fridays/Saturdays late November throughmid-
Decembey
1 Epicurean Evening at Whaleheatimited space tour and huntlubdinner Spring

= =4 =4 A

»
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Join Us at Whalehead for [ g
f COROLLA - .
q \ CORK & CRAFT

Weekly Wine, Beer & Craft Mixer

SR \’

UNDERSTHE OAKS JUNe 220623 \y7

"ARTS FESTIVAL HISTORIC COROLIA, NG WHALEHEAD
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ADDITIONAREPORTING

VISITATION TO OUR VISITOR CENTERS
One of our key reports is visitation to our visitor centéfsllowing is a comparative yeaver-year

report on theCurrituckWelcome Centein Moyockand the Coolla Visitor Center

*Please note that our visitor centesgre closed to the public fatose to a yeadue to the Covid 9
pandemidn 2020 and 2021which is reflected in these numbers.

July 1, 2017 to
June 16, 2018

July 1, 2018 to
June 16, 2019

July 1, 2019 to
June 162020

July 1, 2020 to
June 16, 2021

CurrituckWelcome
Center- Moyock

67,092

76,176

*45,519

*21,912

Corolla Visitor
Center

41,975

48,283

*39,964

*20,639

Our vsitor centers areextremelyimportant to thedepartmentasthey provide an opportunity to
educate visitors on the attractions, assdbsisinessesand amenities of oudestination They also
providean opportunity to educat® dzNJ 3dzSaida +FyR YI{1S | fFadgay3
KSNBX ¢KSi{KS NIChrkgR N ora digBbbriigicounty such as Dare. Those
visitors staying in other counties can still have a positive impact otoowism economy by spending
money in Currituckounty at restaurant and retail businessegj(ating to property taxelief to
countyresidents) Our Visitor Services teanonsistently povide our guests witlexceptional service
and are, in many instances, the first impression our visitors have of Currituck County.

WEBSITE TRAFHUTISITCURRITUCK.COM:
Other vital statistics fothe Currituck County Department of Travel and Tourisrolosely monitor
are website analyticBelowis a comparison of the lafive fiscal yeargJuly 1 to June 30

Fiscal Year | Fiscal Year Fiscal Year Fiscal Year Fiscal Year

20172018 | 20182019 20192020 20192020 20202021
Sessions 677,528 727,236 931,361 933,476 1,099,301
New Users 538,283 565,681 761,695 754,268 869,026
Bounce Rate | 71.51% 47 .91% 36.77% 38.60% 40.06%
Conversions* 73,513 84,669 123,324 123,324 166,447

(10.85%) | (11.64%) (13.24%) (13.24%) (15.14%)

* The percentage point beside the conversion figure is the percentage of visitors to the website that completed a
conversion actionThe tourism industry conversion percentage is 3.5%ffeds by the Currituck County Department of
Traveland Tourismare paying off, enticingur web visitors to complete a conversion action.

These and otheraports, along with the yearly Strategic aktarketing Plan, will be available in the
Business Resources sectiorvagitCurrituck.com
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https://www.visitcurrituck.com/business-resources/

ORGANIZATION AFFILIATIONS

The Currituck Department of Travel & Tourisalongs to several organizations to promote its assets,
to have access to vital industry informatiand to create alliances and partnerships throughout the
state of North Carolinand regionallyThese organations include:

African American Experience of Northeast North Carolina
American Alliance of Museums

Civil War Trails

Currituck Chamber of Commerce

Historic Albemarle Tour

National Trust for Historic Preservation

NC Association of Festivals & Events

NC Coast Host

NC Horse Council

NC Restaurant & Lodging Association

NC Sports Association

North Carolina Travel Industry Association (NCITIA)
Destination Marketing Association of NC (DMANC)
Outer Banks Chamber of Commerce

Outer Banks Wedding Association

Southeastern Museums Conference

Southeast Tourism Society (STS)

Travel & Tourism Research Association

Visit North Carolina

=4 =4 4 4 -4 4 -5 -5 4 -5 93 -9

= =2 =4 4 -4 -

TheTourismDirectoralsohas a seat on théllowing boards

NCTIA GoverndQ & / 2 dzg WidefPresid2nt NR

NC Coast Host Board

Exofficio member of the Curiick Chamber of Commerce Board
Historic arvisburg Colored SchoBbard

CurrituckYMCA Board

HistoricMaritime Museum Advisory Board

= =4 4 4 A 2
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https://ncblackheritagetour.com/
https://www.aam-us.org/
https://www.civilwartrails.org/
https://www.currituckchamber.org/
https://historicalbemarletour.org/
https://savingplaces.org/
https://www.ncfestivals.com/
http://www.coasthost-nc.com/
https://nchorsecouncil.com/
https://www.ncrla.org/
https://www.sportsnc.com/
https://nctia.travel/
https://nctia.travel/DMANC
https://www.outerbankschamber.com/
https://obxwa.com/
https://www.semcdirect.net/
https://www.southeasttourism.org/
https://ttra.com/
https://www.visitnc.com/

CURRITUCK COUMNBIYSINESS RESOURCES

Tourismrelated businesses in Currituck that havbrick-and-mortar shop or anestablished home
businesenjoy a myriad of opportunities tpromote their business (free of chargsjth the
Currituck County Department dfraveland Tourism. Theseopportunitiesinclude:

Website listings oWisitCurrituck.com

Business rack cards or brochures in the Currituck Welcome Center and Corolla Visitor Center
Inclusion in Visitor Guide listings and other publications

Listing on the North Carolina tourism website (VisitNC.com)

Cooperative advertising opportunities with omedia partners

Lead sharing

Display case promotion at the Currituck Welcome Center in Moyock

Event assistance program which provides advertising dollarsremkleting strategy

assistanceéo non-profit and forprofit groups to boost their events

1 Event gant program which provides up to $20,000 for events being held in the County. This is
a competitive process as no more than $100,000 will be awaedet yea applications due
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April 15
e ecreational tunitie
No vacation is complete without that perfect H20BX Segway
souvenir. Our welcoming merchants are ready to (On the mainland) Dive into the of the Outer Banks
help you find it. Whether it’s local, handcrafted sea Outer Banks at H20BX! Enjoy An off-road or historical adventure
glass jewelry or a high-quality Com!la T-shirt, you modern amenities and over 30 on a Segway in the Currituck OBX.
are bound to have a satisfying shopping experience. rides, slides and attractions. 107 C Corolla Light
Hungry? Discover our various restaurants 8526 Caratoke Huwy. Corolla, NC 27927
that are ready to fulfill your cravings. Whatever Powells Point, NC 27966 252-453-0877
ﬁf;_ng ?le:lfle‘:;l; Jouare Iookiniqur e h;:e i d 252-491-3000 www.outerbankstours.com
: family-friendly restaurants, relaxing pubs, an
elegant vfa[erfron( establishments. You§ E:eeds wiEkua wati sk oo Backwater Adventures
and desires are our business owners’ priority and Coastal (On the mainland) Adventures
they are at your service. Kayak rentals, kayak tours, kayak  in bass, fly and other light tackle
- = fishing, boat tours, fishing and freshwater fishing.
crabbing trips and various classes. 123 Pinewood Acres Dr.
1118 Corolla Village Rd. Powells Point, NC 27966
Corolla, NC 27927 252-202-3112
252-453-9872 www.backwateradventures.com
www.coastalexplorations.com OBX Balt & T
Kitty Hawk Kayaks Corolla’s largest and most fully
& Surf School equipped tackle shop, specializing
Surflessons, kayak tours, kayak in surfand freshwater fishing.
rentals, surfboard rentals and 815 B Ocean Tr.
~=  stand up paddleboards. Corolla, NC 27927
7 790 Sunset Blvd. 252-453-3339
~= Corolla, NC 27927 www.twstackle.com
N 252-261-0145
View our shopping \}‘ FEE Shistom mwm ‘!ku'm ;
and dining guide at - g ng
wTisitcariuckeon. B - Currituck Banks National  Charter fishing adventures,
b % < Estuarine Reserve offering affordable fishing trips
> Thisunique area isa relatively and rackle for all ages.
i "= undisturbed cross-section of a 1070 Ocean Tv. (and)
R ?’{ barrierisland between the Atlantic 603 F Currituck Clubhouse Dr.
= = " andthe Currituck Sound. Corolla, NC 27927
: i -l 252-261-8891 252-453-9500
1 :ﬁr;l’:r:lir: gﬁ::l;r:nwkesry, ? www.nccoastalreserve.net www.corollabaitandtackle.com
Brewing Company, offers iy
tours and outdoor seating "‘_'/i‘* s
where you can kick back =3
and relax with a refreshing, =%
2 excellently crafted local beer. . 4
Open most days from noon to 6pm, patrons are <%
welcome to bring in food from their cottage or =2
nearby restaurants and enjoy pints or flights of the S
beers on tap, fill a growler to go or purchase cans. pg”
www.northernobxbrewing.com » 252-207-1890 S
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https://www.visitcurrituck.com/

TOURISM DEVELOPMENT AUTHORITY & TOURISM ADVISORY BOARDS

CURRITUCK COUNBQARD OF COMMISSIONERS

Bob White District 1

SelinaS.Jarvis District 2

Mike H. PaymentChairman District 3

Paul M. BeaumontVice Chairman, iBtrict 4

J. Owen EtheridgeDistrict 5

Mary “Kitt, Atlargét heri dge

Kevin EMcCord AtlargeCURRITUCK COUNTYURISM ADVISORY BOARD

The Tourism Advisory Board, comprised of seven tourism industry professionals who serve for two
year terms, meets five times per fiscal year and plays an integral part in the marketing strategy by
reviewing and making suggestions utilizing their uniquats. This board also brings reathe,

current issues to the table that allow the Tourism Director and Marketing Director to shift strategy
and dollars to address a constantly changing tourism landscape.

Benjamin Beasley (Appointed by-ldrge seat)
. WQarolina Cafe

Keith Dixappointed by District 4 seat)
Keighlight Productions. Inc.

Daryl Harlow (appointed b&t-Largeseat)

Matthew Paulson (appointed by District 1 seat)
First Light Breakfast & Burgers

Sharon Pricéappointed by District 3 seat)
Always N Bloom

Ed Rudzinski (appointed Bystrict 2seat)

Janice Farr (appointed by District 5 seat)
Sun Realty

Tourism Dgelopment Authority Appointee:
Bob White Commissioner

Exofficio Staff Members:
Donal d “ | k drterilMBuitack CountyrManager
Tameron KuglerDirector, Department of Travel & Tourism
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