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2024 ANNUAL REPORT

DIGITAL ADVERTISING
89M i:l 5.8M PRINT CIRCULATION
Website Sessions Website Users 14 .4M
17.5K @ 117K s
“— New Email = Total Email 581M Impressions
Subscribers Subscribers 7M Page Views
SOCIAL MEDIA 3.3M
Tracked engagements
f 596K . 65K + travel intents
fans followers 6 O4 Direct Bookings
81K 6K $1.3M Booking Value
followers followers 2.8 K Nights Booked HLHBHMH’S
30M BEACHES



2024 ANNUAL REPORT

PUBLIC RELATIONS

19 8 Articles published

with a reach of

4.02B

14 Press releases issued

3 9D Press trips with
7 O journalists hosted

Q.7 K Travel Blogger
Social Media Posts

Dllb'}\w

2%, 3 7M Travel Blogger
""‘ Social Media Post Views

HOSPITALITY &

INFORMATION
31K 109K
Welcome Center Vacation Guides
Visitors Distributed
7.6K 48K
Mobile welcome Partner
center interactions referrals
81 178
Portal trainings New partners
conducted listed

Total Partner Servicing HLHBHMHS

10%%0 INCREASE over 2023 BEACHES
_——_—



2024 ANNUAL REPORT

PO iii
Sports Sports Events
Events Room Nights
123 124K

Sports Planner

s's Site Visits 6

el Tradeshows 4

B Attended

Welcome Bags
ﬁ Distributed 29K
1 Website Sessions 258K
_—  Website Users 162K

ALABAMAS BEACHES

SPORTS & EVENTS

$ *

Economic New Sports
Impact Events
$80.4M 14

SOCIAL MEDIA
f 15K fans
2.5K followers
® 551 followers
& 87 Sports Stories
i 60.4M

D Press Releases
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2024 ANNUAL REPORT

287 H 74K

Meetings & Conventions mE Room Nights Major Leisure

19 39K * Events

Meeting Planner Site Visits Welcome Bags Distributed 1 3

50K

Website Sessions 2.6K followers E .
conomic

43K $ Impact

Website Users f 7K fans $4.4 M

9.6M m 834 followers

Meetings Story Reach



2025 VACATION & H
RENTAL OCCUPANC
FOREC




80%

70% 69.0% g7 49

FEB

63.0%
60%

49.0% 49.4%

50% 45.2%
40%
30%
20%
10%
0%
JAN

42.0%

39.0%
I I ]
MAR

m 2023 = 2024 m 2025

VACATION RENTAL OCCUPANCY
FORECASTS (2023-2025)

0,
19.0% o 17.0%

APR

Source: Key Data, LLC

ALABAMAS

BEACHES
A N\




45%
41.0%  41.0%

40%
35% 34.0% 34.0%
30%
25%
20%
15%
10%

5%

0%

JAN FER

m 2024 w2025

HOTEL OCCUPANCY
FORECASTS (2024-2025)

31.0%

MA

27.0%

R

20.0%

16.0% I
APR

Source: Key Data, LLC

ALABAMAS

BEACHES

A N\ S






BRIN

ROOT




SBUSINESS OBJECTIVE

Alabamas Graches

Increase direct bookings on
AlabamasBeaches.com

Drive high quality website traffic to key
pages on the website to influence visitation

Increase booking windows to support
higher ADR and longer length of stay
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DIA FUNNE
STRATEGY

Conversion/

High Intent: 20%

Consideration: 65%

Awareness: 15%
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TARGET MARKETS




MARKETS & MESSAGING

MONTHS  MESSAGING MARKETS

January Spring Break Nashville, Huntsville, Dallas, Houston, Atlantq,
February Messaging Birmingham, Louisville, Indianapolis, St. Louis, New
Orleans, Lafayette, Baton Rouge
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Spring beckons from Gulf Shores and
[ Orange Beach, where
warmer thanthe sun is
get. Here, 32 miles of whife:
are a pla;g'round for al ;jf“
breeze whispers, “Stay a litt




Playing through the Gulf
breeze just hits different.




MAKE GREAT
SOUVENIRS.
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MEETINGS SPORTS Q SEARCH

Stay  Thingsto Do  On the Water Plan Events Eat & Drink Blog Free Guide Deals ™ g:?::;
w v v v v v v v

BOOK
YOUR TRIP.

Property Type

Condo

Arrival

Choose

Departure

Choose

Guests

Q_ Search




WE TAKE

Looking for a memorable location for your next meeting,
conference or convention? Alabama's Beaches offer the perfect
blend of professional facilities and breathtaking scenery.

Our conference spaces, resorts, and hotels are equipped with all

the amenities to satisfy your needs. Beyond the meeting rooms,
the area boasts a variety of team-building activities, from dolphin
cruises and deep-sea fishing to golf and water sports.

Choose Alabama’s Beaches — just a drive away — for your

ALABAMAS

BEACHES

A N\

next meeting.
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COMMUNICATIONS TEAM

CRYSTAL HINDS JOANNA AEMOND
VICE PRESIDENT OF MARKETING SOCIAL MEDIA MANAGER
AUSTEN BOWMAN SYDNIE LEE
DIGITAL OPERATIONS MANAGER CONTENT SPECIALIST
KAY MAGHAN BRITTANY NIETO
PUBLIC RELATIONS MANAGER MARKETING COORDINATOR
EASTON COLVIN MALIA ELLIOTT
PUBLIC RELATIONS MANAGER DIGITAL OPERATIONS COORDINATOR
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