
Marketing Advisory Committee Meeting
June 3, 2025



Carolina Beach MAC Meeting Agenda
• Call to Order
• Introductions
• Approval of Minutes
• ROT Reports
• FY 25/26 Marketing Plan Discussion
• Proposed FY 25/26 Budget
• Other Business
• Adjourn



FY 24-25 Recap
Plan & Results 



Unified Beach Results: FY Highlights To-Date
Channel Result Highlights

Paid Social*
*Denotes Wilmington 1st 3%

CTR up 28% YOY
Engagement rate up 100% YOY (.04% to .08%)
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 at a 
0.27%, well above the 0.08% benchmark

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

Programmatic Digital
March and April are tracking as the months with heaviest booking 
activity on the Unified plan
Atlanta, Philadelphia, Greenville and Washington, DC are showing an 
increased percentage in overall booking activity from programmatic 
display YOY

Sponsored Content
Sponsored content showing an increase in media-attributed 
bookings in Adara YOY; we’re expanding that strategy to include more 
local/regional sponsored content in FY26



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.



Unified Creative Examples



Unified 
Creative 
Example: 
Streetcar in 
Charlotte



Carolina Beach Results

Channel Result Highlights

Paid Social*

CTR up 6% YOY
Engagement rate up 171% YOY
Top performer: Fat Pelican
Fall saw huge jumps in 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

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



CB Creative Examples
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FY24-25
Highlights



PUBLIC RELATIONS
13M

Impressions
82 (High)

Avg. Barcelona Score

WRAL.com (July 2025)

5 beach towns in North Carolina to suit any fancy

Lonely Planet (August 2024):
The 16 best beaches in North Carolina

SouthernLiving.com (April 2025)

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

12
New Blogs

6
Refreshed Blogs

Seasonal & Holiday Content

Outdoor & Adventure Activities 

Food & Drink

History & Heritage Family, 

Kids & Pets Local

Lifestyle & Culture

Visitor Planning & Logistics



INFLUENCER MARKETING 
(Spring + OOS)

12
Influencers

326,358*
Impressions

14,250*
Engagements

Impressions: 

43.3K

Top Performing Posts By:
Engagements: 3.2K 

Engagement Rate: 6.2%

@theashleynez @welltraveledchild

*Impressions to date –  
Still pending metrics from 
several spring influencers

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


SOCIAL MEDIA (July-May)

175,657
Total Followers

35,427,229
Impressions

120,217
Engagements

2,333,957
Video Views



RESEARCH RESULTS
Data pulled from PlacerAI 







Tourism Master Plan 
Considerations



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 PlacerAI 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.



FY 25-26 Plan
Media, Partnerships, Research



Strategic Shifts
FALL 2025
• Decrease the seasonal media spend
• Fall / Spring split: 15% / 85% (vs. 32% / 68% last 

year)
• Focus fall dollars in-state (shifting spend from out-

of-state tactics), driving fall weekend getaways
• Start in September (post Labor Day and back-to-

school), run through November

CHANNELS
• Local/Regional print + digital tactics
• Paid social content shifting
• Streaming Video / OTT / CTV
• new fall video spot TBD
• Streaming Audio
• Programmatic Display
• Paid Search
• OOH
• 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 PlacerAI 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

OOH X X

Experiential (executions TBD) X

Tripadvisor / Hopper TBD X

Sponsored Content X



FY25-26
Planning



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 Year-round campaigns + Dedicated out-of-state campaign (Spring)

Broad destination itineraries including all 4 destinations  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 a resident 
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



FY 25-26 Budget
Unified • Beach Specific



What's New?
Budget implications & reorganization

• PPC strategy with Mythic

• Moved eblast budget to sponsored content

• Social media strategy and execution in house

• 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

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

• Visitor Guide going to bid next year



Carolina Beach Budget
Changes and explanations

• Sharing research platform costs between 
Unified and Beaches

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

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

• Flexibility for asset development and new 
campaign opportunities



Advertising Tactic FY 24-25 FY25-26 Notes

Paid Search $100,000 $85,000 Moved from Simpleview

Paid Social $175,000 $199,750 Combined with amplification

Programmatic- Dedicated $115,200 $51,000 Including remarketing; 
Mythic

Programmatic- Unified $121,950 $107,691 Including remarketing; 
Mythic

Custom Content- Unified $70,873 $44,872 Matador

Sponsored Content $45,000 $17,000 Formerly eblast

Publisher Direct $46,290 $39,591 TripAdvisor, Hopper

OOH-Dedicated $60,000 $25,500 Billboards, Transit, 
Experiential opportunities

OOH- Unified $27,100 $51,602

Streaming Video $128,725 $134,165 Mythic to place

Print- Dedicated $0 $25,500 Local/Regional Pubs

Print-Unified $34,895 $58,266 Includes premium 
placement in Visit NC Guide

Visit NC $17,815 $2,850 All digital placements

TOTAL $942,848 $842,787 Media fees removed 



PR & Social Media FY 24-25 FY25-26 Notes

Blog Content  Development $49,412 $17,151 Only reflects blog 
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 Marketing 
Campaigns $43,717 $66,217 Increased for new strategy

TOTAL $99,159 $135,983 Took out SM strategy dollars

Agency Fees FY 24-25 FY25-26 Notes

Agency Retainer/Project Mgt $17,820 $70,455 Increased to include media 
fees

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 Notes

CMS Licensing/Acct Mgmt $6,335 $7,415 Increase annual fees

Domain Renewals $300 $300

Email Platform $5,494 $4,751 Began Active Campaign 
platform in house

SEO $8,000 $9,146 Increase fees

Maintenance $2,000 $2,142 Slight increase fees

SkyNav Licensing $250 $250 No increase, will increase 
next year

Social Media Aggregator $2,646 $1,875 Brought Crowdriff in-house

AudioEye $2,000 $2,000

Check What's Good $0 $7,200 Replacing Mobile Trip 
Planner

TOTAL $27,025 $35,079 Increase with change of 
partners

Fulfillment FY 24-25 FY25-26 Notes

Postage $2,000 $2,000



Images & Video FY 24-25 FY25-26 Notes

Videos- Mythic $30,000 $15,000 Paid ad video production

Video- Other $0 $12,000 Additional video asset 
creation

Photo $15,000 $15,000 Photo asset creation

TOTAL $45,000 $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

Reearch FY 24-25 FY25-26 Notes

PlacerAI $5,000 $12,500 Visitor Intelligence

KeyData Short Term Rentals $0 $10,000 Short-term rental specific 
data

Adara Media Attribution $0 $15,000 Continuation

Savanta Brand Research $0 $15,000 Replaced Future Partners

TOTAL $5,000 $42,000



Thank you!
Questions?
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