HILTON HEAD ISLAND-BLUFFTON
CHAMBER OF COMMERCE

QUARTERLY REPORT
FISCAL YEAR 2025-Q1

JULY — SEPTEMBER 2024
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DESTINATION
METRICS

JULY 1 — SEPTEMBER 30, 2024

The occupancy rates show modest declines year-over-year

(YQY), with August showing the sharpest decrease at -6.1%.
However, the declines in July (-1.5%) and September (-1.2%)

were relatively small. The higher occupancy in July and
September indicates these months were better in terms of
filling rooms compared to August, which might be linked to
summer season peaks in July and end-of-summer travel in
September. August’s drop is the most notable, likely
reflecting either a temporary demand dip, competitive

market conditions, or external factors like weather (Tropical

Storm Debby).

Across the board, ADR declined year-over-year, with the

steepest drop in July (-5.3%). This could indicate that hotels

or lodging providers were discounting prices to sustain

occupancy levels during the peak summer travel period. The

declines in August (-2.8%) and September (-0.8%) were
smaller, suggesting that while the market remained

competitive, there was less pressure to discount as much in
those months compared to July. The steady decrease in ADR

might be a sign of pricing pressure due to competition or
reduced consumer willingness to pay higher rates, which
could affect overall revenue performance.
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TOWN OF BLUFFTON
SOCIAL REPORT

JULY 1 — SEPTEMBER 30, 2024

Overall, Q1 was successful for Bluffton’s social media presence.
We saw significant growth in Instagram followers and TikTok
engagements, indicating that our content is both reaching and
resonating with newer, more active, audiences. Last year, we
shared more video content, which resulted in higher reach and
engagement. Moving forward, we’re maintaining a consistent
posting cadence to keep metrics stable and we're continuing to
make video an integral part of our strategy
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Followers

1,135

-7.3% YOY

11,784

+20.6% YOY

700

+4.6% YOY

2,305

+7% YOY

Engagements

14,609

10,534

32

Flat YOY

1,114

/\  +153.8% YOY
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TOWN OF BLUFETON
WEBSITE PERFORMANCE
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Heart of ‘i Lowcountry™ SESSIONS
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The Heart of the Lowcountry™ is widely
known for parks. outdoor activities. and golf.
Arts, culture, and deep history. Locah

markets, shopping, and o much more.
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EVENTS PUBLIC RELATIONS

JULY 1 - SEPTEMBER 30, 2024 JULY 1 - SEPTEMBER 30, 2024

For FY25-Q1, our organization’s Bluffton events included:

* Bluffton Regional Business Council

e SCChamber Grassroots Tour - 41 1, 286,863,399 $743,910
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MEDIA PARTNERSHIP — GARDEN & GUN

CAMPAIGN DATES: JUNE — OCTOBER 2024

Publication: Garden & Gun is a lifestyle brand that covers the best of the
south including sports, culture, food, music, art, literature, people and
their ideas.

Activation: Digital branded content promoted on Garden & Gun website
and social channels, along with enewsletter feature and display ads.

2M+ 24.7k+ 40K+
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Bluffton’s Natural
Abundance

The undeniable appeal of this tranquil
corner of South Carolina is rooted in
traditions driven by the water and the
land—and the families who preserve

them

September 9, 2024
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bluffton

Though the population of this quiet Lowcountry river town,
which is located on the banks of the May River between
Hilton Head Island and Savannah, has grown in the past
decade, Bluffton, South Carolina, retains an abiding sense of
place. Live oaks drip with Spanish moss along old dirt roads.
The coastal village's original one-square-mile footprint, Old
Town, remains a bustling hub of gracious nineteenth
century homes—along with locally owned shops, art galleries,
and restaurants that capitalize on the region’s considerable
farm-fresh produce. Down by the water, pickers harvest
prized oysters the old-fashioned way, by hand. And cadres of
shrimpers and anglers—professional and recreational —still
look to the river to provide the evening’s meal. Here, amid

the marshlands and maritime forests, generations of




DESTINATION OFFICIAL
VACATION PLANNER

JULY 1 — SEPTEMBER 30 2024

The official Vacation Planner is the first touchpoint visitors
receive when planning their visit to the Bluffton.

Official Bluffton Vacation Planner: 4,790
Official Hilton Head Island, Bluffton,
Daufuskie Island Vacation Planner: 12,684

2024 VACATION
PLANNER



https://issuu.com/hilton_head_island-bluffton_vcb/docs/blufftonvacationplanner2024_final_color_proof_crx_?fr=sYjc1MzYzMDk3OTE
https://issuu.com/hilton_head_island-bluffton_vcb/docs/blufftonvacationplanner2024_final_color_proof_crx_?fr=sYjc1MzYzMDk3OTE

HILTON HEAD ISLAND-BLUFFTON
CHAMBER OF COMMERCE

WISITOR & CONVENTION BUREAL
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