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e Call to Order
Introductions

Approval of Minutes

* ROT Reports

* FY 25/26 Marketing Plan Discussion
* Proposed FY 25/26 Budget

* Other Business

Y
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* Adjourn
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FY 24-25 Recap
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Unified Beach Results: FY Highlights To-Date

Channel Result Highlights

. . %* CTR up 28% YOY
Paid Social Engagement rate up 100% YOY (.04% to .08%)
*Denotes Wilmington 1st 3% Both jumps can largely be attributed to the refreshed “Kid-Free”

creative in the fall, as well as ongoing targeting optimizations
The social extension program has secured almost 7,000 clicks ata
0.27%, well above the 0.08% benchmark

. Skippable YouTube maintained a completion rate of over 60%, while
V| d eo the benchmark sits at 15%; total video completions are up 20%
YOY, resulting in a 27% increase YOY of website views

March and April are tracking as the months with heaviest booking
activity on the Unified plan

Progra mm at i C Digital Atlanta, Philadelphia, Greenville and Washington, DC are showing an
increased percentage in overall booking activity from programmatic
display YOY

Sponsored content showing an increase in media-attributed

Spo nsS Ored Co ntent bookings in Adara YOY; we’re expanding that strategy to include more

local/regional sponsored contentin FY26
h‘

Wilwingto
River District ¢|Tsland Beaches




Hotel bookings (measuring trends only) show Streaming Audio and Matador need re-working. We increased YouTube spending in FY23-24 and it’s driving huge
results - we’ll be increasing spend further here.

Hotel Totals (7)

[4

- TO TOTAL TOTAL IMPRESSIONS REVEMLE PER HOTEL
SEARCHES . 5 - ETIMATED ESTIMATED » PER HOTEL 1000

JEVENLI
TRAVELERS MIGHTS REVENUE

w YouTube 1876 66,048 22 55 255 21 $ 1905 4,242 4,333 582537451 1,428.01 $133.38 $ 19457
w Sojern 1,078 19,680 21 585 15.9 2 $14B.42 2,13 2,254 $ 334 557.46 26,0285 S87 8157
w Trip Advisor 1,009 2378 21 57 25 21 $17886 2,087 2151 $ 38416922 1,816.55 $98.32 $£184.08
w SimpleWiew a6a 31,386 23 4.7 212 22 202107 2173 2,202 S 4451873 18983 § 1,065.056 S 20487
b Mythic 320 5613 2 29 221 18 £180.35 B16 671 £121,0n2.44 5533862 £3.26 £196.45
w Onalfiew 209 3,572 22 ns 19.3 18 $17019 404 463 $ 78,793.06 103,444.51 $ 165 $195.04
w CausallG 127 3,144 22 26 216 2 $171.94 252 276 $ 4745558 33524203 051 §£188.32
b Qutside Magazine 22 509 17 14.4 16.7 2.2 £ 20588 48 38 776474 7970513 5256 £15B.46
w Garden and Gun 21 328 21 237 209 2 £151.25 41 45 £ 6,806.25 429722 §2352 5 186.01
w Pandora 2 13g 15 18 4.3 16 £148.82 13 12 $1,785.84 434,059.08 $0.n $ 13737
b WisitNC -] 133 23 10 64.3 2.4 12625 19 26 £32825 2507212 £5.03 §172.78
w Meta & 489 3 a 355 2.7 0 16 12 ] 20152.67 ] 3

w Matador k] o a 0 a $0 % ¥ %




we.  Visit Wilmington, NC and Beaches

Unified Creative Examples oo e

riverfront hotels to modern houseboat villas, we have your ideal
waterfront retreat.

Craft cocktails.
Coastal adventure.
Historic charm.

All in one place.

Wilvingtonc.

& Tsland | Beaches

Explore More

WILI {ES.

Discover your next getaway Learn More
Get Trip Ideas
o5 Like (] comment £ Share

Oceanfront.

. . Historic riverfront.
Gills & Thrills Waterfront dining.
EIHIE visit Wilmington

All in one place.
& & Island Beaches

Wilwinatonc.
¢ Tsland | Beaches




Unified
Creative
Example:

Streetcar in
Charlotte




Carolina Beach Results

Channel Result Highlights

CTR up 6% YOY

Engagementrate up 171% YOY

Top performer: Fat Pelican

Fall saw huge jumpsin CTR and Engagement Rate with the intro of kid-free
targeting; the spring campaign still saw overall increases, which is significant as the
YOY increases from FY24 to FY25 were already high

Paid Social*

April showing as heaviest booking month attributed to programmatic display
Sojern tracking a 525:1 ROAS

T

Programmatic Display




tmun  Carolina Beach, NC

Bty
C B C t . E l B e, e B X e @
e Sponsored - @
re a Ive Xa m p e S PESENEL Famous donuts, tiki tunes, summer amusement rides & fireworks
Where charter fishing makes for great dinner on a Thursday—just because. There's only one Carolina Beach.

(ﬂROlIﬂﬂ BEACH L o @ ° ° o plans. Or the state's best burger from a gas

station - we have that, too.

YOUR GUIDE TO SUMMERTIME
AT CAROLINA BEACH

PLAN YOUR GETAWAY

Good Times & Good Vibes in CB IT'S NOT EVERY DAY YOU
Escape to Carolina Beach for a colorful summer getaway. Take a leisurely walk along M A K E E v E ( n N TA( ‘ w |T H
the vintage Carolina Beach Boardwalk, lete with id t rides,

ek sk i Gt e Y sem it Vbt of rscects i YOUR DINNER.

cruises or adventure on land at a state park, recreation area and more. Your only-in-

Carolina-Beach vacation starts here.

lina-beach.wilmi d...
Voujusthavetobehere  Lear more YOUR BEACH TRIP
Get Trip Id
T DESERVES FIREWORKS.

[fb Like C] Comment d) Share

CAROLINA-BEACHWILMINGTONANDBEACHES.C...

Y 0 U .l U S T H AV E (H ROLINA BEH(H{Q‘V. \G":t“ Tlr‘llstld::\sfe to be here TOU
TO BE HERE. DON'T Miss 0T o — rym
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PUBLIC RELATIONS
. 13M 82 (High)

Impressions

Avg. Barcelona Score

TRAVEL
. . . Southern Living Q @uan M ey o
tonely i planet DESTNATIONS  BOOKS  TWPS  STomes Q@ 5 beach towns in North Carolina to suit any fancy g
SRS R S S S, n i r T Tl Whether you're looking for sports, seafood, history or family fun, North Carolina has a beach town to fit that need.

Posted 3:26 p.m. Jul 10 - Updated 10:20 a.m. Jul 18

The 10 Most Beautiful Beaches In North
Carolina For An Unforgettable Escape

By Kaithyn Yarborough | Pubiihed o0 Ao

The 16 best beaches in North
Carolina

Maya Stanton
46032005 30 i esd

Any way you slice it, North Carolina has lucked out as a state, With its
charming mountain towns, bustling cities, and quiet sandy beaches, North
Carolina makes the cut on any travel list—and we just love exploring every
trail-blazing destination, one by one. While summer is high-time for coastal

Wrightsville Beach Sound Sunset.

vacations, fall provides a welcome respite from the sweltering heat at our
% T TI very favorite North Carolina beaches. (Winter and spring getaways in these
seaside towns are just fine by us, too.) We've narrowed our list of the best
With 300 miles of barrier-island beaches and countless charming coastal towns just When you think about the gorgeous beaches and coastal towns across North Carolina, it's no wonder that the tourism beaches to visit in North Carolina to these few incredible spots you need to
waiting to be explored, North Carolina's shoreline attracts millions of visitors each year industry is steadily growing. In fact, there was a 6.9% increase in domestic and international visitors in 2023, and 2024 is
- and it's not hard to see why. looking just as bright.

add to your bucket list. You'll want to sit back and enjoy the sunset at these

sandy spots all year long.
Lonely Planet (August 2024):

WRAL.com (July 2025) SouthernLiving.com (April 2025)
beaches in North Carolina

h towns in North rolina t it any fan

The 10 Most Beautiful Beaches In North

Carolina For An Unfo



https://www.wral.com/story/5-beach-towns-in-north-carolina-to-suit-any-fancy/21518777/
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CONTENT MARKETING

12

New Blogs

Seasonal & Holiday Content

Outdoor & Adventure Activities

Food & Drink

6

Refreshed Blogs

History & Heritage Family,
Kids & Pets Local

Lifestyle & Culture

Visitor Planning & Logistics




INFLUENCER MARKETING
(Spring + O0S) 15) performing Posts By:

Impressions: Engagements: 3.2K
43.3K Engagement Rate: 6.2%

Influencers

&’ .
Carolma s cart s

Carohna Beach
rorlfe carolina

several spring influencers

* BEACH
*Impressions to date — 32 6 3 58
Still pending metrics from b ) : nnpl 'MTWMMM

_4”
Impressions

14,250*

Engagements

@theashleynez welltraveledchild

Wilwingtorc



https://www.instagram.com/p/DJP5JJlOioh/
https://www.instagram.com/p/DJtxh5lOx1v/

SOCIAL MEDIA (July-May)

35,427,229

Impressions

175,657
Total Followers 120,21 7

Engagements

2,333,957

Video Views




RESEARCH RESULTS

_——/— ___—_——
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Metric Name Carolina Beach ® Carolina Beach

Town » North Carolina Town » North Carolina

Out-of-Market Visitors (i) 1.6M (-2.8% YOY) 1.6M (+5.7% YOY)

Visits (1) 4.9M (-4.4% YOY) 5.1M (+0.7% YOY)

Avg. Days in Market (1) 3.1 3.2

Avg. Daily Time Spent in Market () 664 min 663 min

Median Daily Time Spent in Mar... (i) 665 min 657 min

e e Most Common Ethnicity Eachelnrhs Degree Persons per Household
Income or Higher

SBTK White (64.7%) 46.2% 2.50

$87.3K White (64.9%) 46.4% 2.50

e ——




DMA

Raleigh-Durham (Fayetvlle)
North Carolina

Charlotte
North Carolina

Greensboro-H.Point-W.Salem
North Carolina

Washington, DC (Hagrstwn)
Virginia
Greenvll-Spart-Ashevll-And
South Carolina
Roanoke-Lynchburg

Virginia
Greenville-N.Bern-Washngtn
North Carolina

New York
New York

Richmond-Petersburg
Virginia

Visits N
(% of Total) ~

1.5M (31.1%)
711K (14.5%)
578K (11.8%)
177K (3.6%)
130K (2.6%)
123K (2.5%)
118K (2.4%)
96.8K (2%)

65.6K (1.3%)




Tourism Master Plan
Considerations

_——/— ___—_——
Wilwingtonc.




TMP Themes

Emphasis on Soft Season

* Planning for the shoulder season with in-state
campaign

Deeper understanding of visitor and
resident engagement

* Using research platforms like PlacerAl to
make better strategic decisions for the
destination's brand and community
relations.

Cross-Promotion of Assets &
Communities

* Strengthening local partnerships to create
new opportunities for visitors to engage
with the destination.

Wilvingtonc




FY 25-26 Plan
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Strategic Shifts

FALL 2025

e Decrease the seasonal media spend

e Fall/ Spring split: 15% / 85% (vs. 32% / 68% last
year)

e Focus fall dollars in-state (shifting spend from out-
of-state tactics), driving fallweekend getaways

e Startin September (post Labor Day and back-to-
school), run through November

CHANNELS

e Local/Regional print + digital tactics
e Paid social content shifting

e Streaming Video/ OTT/ CTV

* new fall video spot TBD

e Streaming Audio

* Programmatic Display

e Paid Search

e OOH

e Hopper (TBD) for fall/holiday travel

SPRING 2026

Improve efficiencies on both the channel and vendor
levels

Focus on driving family vacations from further away for
longer stays

NOTABLE CHANNEL SHIFTS

Introduce Rich Media with AdTheorent

Introduce Experiential

Increase YouTube spend

Local/Regional print (i.e. Local Palate)

Streaming Audio plan TBD with potential podcasts
Continue Tripadvisor with native; looking into Hopper

STRATEGIC SHIFTS- BEACHES

’

Expand YouTube success from Unified into Beaches
plans

Use PlacerAl to determine the best markets for each
beach

Lean into target personas on social, specific to each
Beach destination

Utilize programmatic display as a retargeting tool for
Beaches (lean on video to create high impact
awareness)




FY 25-26 Media Channel Snapshot

Channel Fall 2025 Spring 2026

Local/Regional print + digital tactics X X

Streaming Video / OTT / CTV X X, with heavier presence!

Streaming Audio X TBD, podcasts

Programmatic Display X X
Paid Search X X
Paid Social / Social Amplification X X
Rich Media (AdTheorent) X
OCH X X
Experiential (executions TBD) X
Tripadvisor / Hopper TBD X
Sponsored Content X




i




PUBLIC RELATIONS +
CONTENT MARKETING

OLD APPROACH - NEW APPROACH

Primary target audience: Families (except for fall) ) Adults traveling with and without kids
Content appealing to broad audiences _ Content featuring interest-based activities to reach niche audiences

Beach-specific content and pitching year-round _ Lead with Wilmington in the “soft season”

Minimal focus on events _ Drive event attendance by highlighting visitor-facing events

Majority of blog content developed by FWV — Incorporate more Q&As, interviews, etc. into blog




INFLUENCER MARKETING

OLD APPROACH _ NEW APPROACH

Host travel influencers ‘ Host niche influencers +Explore some “non influencers”

Seasonal campaigns m) \oorround campaigns + Dedicated out-of-state campaign (Spring)
Broad destination itineraries including all 4 destinations EEE) Curated itineraries featuring 1-2 destinations

Content focused on general awareness — Bookable itineraries including discount codes when possible

Organic content - Allowlist top performing content




Check What's Good

Strategic partnership

Replacing Mobile Trip Guide
Capitalizing on equity of existing brand

People will be able to flip between aresident
view and a visitor view

Ability to organize to give each beach their own
section, but also give people a chance to filter
content based on how they want to explore.

Itinerary builder

"Experience Trails" pilot program

Discover

Family
Friendly

Live Oak Bank

SUPPORTING WILMINGTON'S
SMALL BUSINESSES

Discover

Bars and
Breweries




FY 25-26 Budget

_——/— ___—_——
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What's New?

Budget implications & reorganization

 PPC strategy with Mythic

* Moved eblast budget to sponsored content

e Social media strategy and execution in house
e Check What's Good partnership

* Research platforms

* Leaving space for experiential opportunities




Unified Budget

Changes and explanations

* Decreases in agency fees since bringing social
media in house

* Decreases in Crowdriff and email platform for
bringing in house

 Simpleview fees increased YOY

* Bringing in partnership with Check What's Good;
sharing between beaches

e Change in agency billing—billing media Net;
agency fees increased to show actual dollars

* Visitor Guide going to bid next year

Advertising @ PR & Social Media @ Contracted Services

@ Research @® Website Management @ Brochures/Pubs

® mages & Video @ Travel/Prof Dew. @ Special Promos

1400000

1200000

1000000

800000

600000

400000

200000




Carolina Beach Budget

Changes and explanations
e Sharing research platform costs between

Unified and Beaches

* Bringing in partnership with Check What's Good;
sharing between beaches

 Change in agency billing—Dbilling media Net;
agency fees increased to show actual dollars

* Flexibility for asset development and new
campaign opportunities

1000000

800000

600000

400000

200000

Advertising @ PR & Social Media ® Agency Fees

@ Research @ Website Management @ Fulfillment

@ Images & Video @® Contingency




Advertising Tactic
Paid Search

Paid Social

Programmatic- Dedicated

Programmatic- Unified

Custom Content- Unified
Sponsored Content
Publisher Direct

OOH-Dedicated

OOH- Unified
Streaming Video

Print- Dedicated

Print-Unified

Visit NC

$100,000

$175,000

$115,200

$121,950

$70,873
$45,000
$46,290

$60,000

$27,100
$128,725

$0

$34,895

$17.815

FY 24-25 FY25-26

$85,000

$199,750

$51,000

$107,691

$44,872
$17,000
$39,591

$25,500

$51,602
$134,165

$25,500

$58,266

$2,850

Moved from Simpleview
Combined with amplification
Including remarketing;
Mythic

Including remarketing;
Mythic

Matador
Formerly eblast
TripAdvisor, Hopper

Billboards, Transit,
Experiential opportunities

Mythic to place
Local/Regional Pubs

Includes premium
placement in Visit NC Guide

All digital placements



PR & Social Media FY 24-25 FY25-26

Only reflects blog

Blog Content Development $49,412 $17,151
development
PR Content Development $0 $49,412 PR efforts from FWV
Press Trips $3,750 $0 Covered in carry-over dollars
Sprout Social $1,680 $1,703 Slight yearly increase
Social Channel Verifications $600 $1,500
influencer Marketlng $43,717 $66,217 Increased for new strategy
Campaigns
TOTAL $99,159 $135,983 Took out SM strategy dollars

Agency Retainer/Project Mgt $17,820 $70,455 Increased t?eIg;:lUde media

Strategic Planning $5,140 $0 Not needed this year

Creative Services $27,920 $23,760 All creative for paid ads

TOTAL $50,880 $94,215 Increase b/c of new billing



Online Management FY 24-25 FY25-26 “

CMS Licensing/Acct Mgmt

Domain Renewals

Email Platform

SEO

Maintenance

SkyNav Licensing

Social Media Aggregator
AudioEye

Check What's Good

TOTAL

$6,335

$300
$5,494
$8,000
$2,000

$250

$2,646
$2,000

$0

$27,025

$7,415

$300
$4,751
$9,146
$2,142

$250

$1,875
$2,000

$7,200

$35,079

Increase annual fees

Began Active Campaign
platformin house

Increase fees

Slight increase fees
No increase, will increase
next year

Brought Crowdriff in-house

Replacing Mobile Trip
Planner

Increase with change of
partners

_____ Fulfittment __ FY 24-25 FY25-26 _____ Notes

Postage

$2,000

$2,000



Videos- Mythic $30,000 $15,000 Paid ad video production
Video- Other $0 $12,000 Addltlonalw'deo asset
creation
Photo $15,000 $15,000 Photo asset creation
TOTAL $45,000 $42,000
PlacerAl $5,000 $12,500 Visitor Intelligence
KeyData Short Term Rentals $0 $10,000 Short—termdr:tr;tal SRESILS
Adara Media Attribution $0 $15,000 Continuation
Savanta Brand Research $0 $15,000 Replaced Future Partners
TOTAL $5,000 $42,000

______ Other FY 24-25 FY25-26 ____ Notes

Contingency $155,254 $141,112 Based_on revenue
projections

TOTALS FY 24-25 FY25-26 ______ Notes

Total Budget $1,424,148 $1,345,675 $-78,473



Thank you!
Questions?

{ V- e

L M
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