2026
Accommodations Tax Funds Request Application

Organization Name: LGCOA - Lowcountry Golf Course Owners

Project/Event Name: Golf Tourism Public Relations Campaign

Executive Summary

The goal of the golf tourism marketing campaign is to drive stay and play golf vacation traffic in Spring, Fall and
Winter to the Island's resorts and courses. The vacationing golfer is incredibly important to the Island's
economy due to their seasonal travel preferences, golf spending, accommodations preferences, length of stay,
and off-course spending. Golf travel is the #2 driver to the local economy and a strong golf tourism marketing
program is vital in keeping our incredible golf vacation experience top of mind in a crowded space with many
competing destinations who have multi-million dollar budgets.

Rounds of Golf Data

We polled the on-island golf partners for rounds and revenue captured outside of a 50 mile radius of Hilton
Head Island to show the amount of rounds and revenue generated by non-local golfers. Of the 15.5 on-island
courses polled, all but three provided data. Listed below are those who participated and the data that supports
the value of golf tourism to Hilton Head Island.

Partners Reporting for the following 12 month date period of 8/1/2024 - 7/31/2025:

Sea Pines Resort - Harbour Town, Atlantic Dunes, Heron Point

Palmetto Dunes Resort - Robert Trent Jones Course, George Fazio Course, Arthur Hills Course
Heritage Golf - Palmetto Hall (2), Oyster Reef, Port Royal (2), Shipyard (1.5)

Total Rounds of Golf Played Outside of 50 Miles: 364,454

With these numbers, it is reasonable to state with the average stay and play golf trip consisting of three rounds
and average persons to a room at 2 that a minimum of 60,750 rooms were needed to house this many golf
vacationers. Multiply this by 4 nights (average length of stay) and we see that a minimum of 243,000 room
nights were occupied by golf vacationers.

Cost Per Visitor: $1.23 per golfer
($150,000 granted funds divided by 121,500 estimated visitors)

The partners listed above were able to track rounds and revenue based on the difference between resort and
golf package rounds against local/member rounds. The numbers listed above do not include local or member
rounds.

Key Takeaways from the 2025 Golf Travel Survey:

¢ Golf tourism marketing is 100% focused on driving business during the spring, fall and winter seasons.
87% of those surveyed in 2025 said spring, fall and winter were their favorite seasons for golf travel with
76% of those pointing directly to spring and fall.

Page 1 of 16



¢ 42% of those who have taken a golf trip to Hilton Head Island in the last 12 months stayed for more than
one week.

e 77% of golf vacationers who visited within the last 12 months stayed in villas, condos, homes and
full-service hotels, contributing significantly to ATAX collections.

¢ 75% of golf vacationers played more than 4 rounds of golf on their trip, with 24.5% playing more than 5
rounds.

¢ 62% said they spend in excess of $750 per person on a golf vacation, with 26% spending between
$1000-$1499 and 8.5% spending in excess of $2000 per person. These numbers align well with our
high end golf travel experience.

¢ 98.5% were satisfied with their recent golf trip experience to Hilton Head Island, with 90% either quite
satisfied or extremely satisfied.

o Nearly 100% of those who drove to Hilton Head Island for their golf vacation did so from outside of 50
miles of the area, which is proof our marketing is reaching well outside of our market.

¢ 97% of those who took a golf trip to the Island in the last 12 months said they would make a return trip to
Hilton Head Island.

e Local restaurants, bars, retail shopping, and off-course activities will all tell you the vacationing golfer is
critical to their success due to the amount of business they drive during the spring, fall and winter
seasons.

Key Takeaways from the Economic Impact of Golf in South Carolina 2024 Report

This report was produced by the SC Department of Parks, Recreation and Tourism with the support of the SC
Golf Course Owners Association, an affiliate of the National Golf Course Owners Association.

¢ In 2024, golf had a $3.6 billion economic impact statewide, and the state continues to invest heavily
in marketing South Carolina as a golfer’'s paradise. Golf is of such importance to SCPRT, roughly 20
percent of total state advertising budget is spent on golf advertising and partnerships.

e The total direct economic impact from golf for South Carolina was $2.2 billion, while indirect and induced
effects added an additional $1.3 billion. Thus, the average combined multiplier associated with the study
was 1.61. Thatis, 61 cents of every dollar in direct output were re-spent in the state's economy. In
2024, the golf industry in South Carolina supported 30,404 full time jobs, and $1.7 billion in income
generated by the direct, indirect and induced effects of golf course operations and off-course
expenditures of visiting golfers. This all results in big business for Hilton Head Island.

¢ 2024 Off-Course Expenditures for Visiting Golfers
Lodging: $411 million (35%)

Restaurants & Bars: $249 million (21%)
Entertainment: $161 million (14%)
Shopping: $134 million (11%)
Groceries: $75 million (6%)

2025 Hilton Head Island Marketing Highlights YTD

¢ Creation and distribution of Hilton Head Island golf travel-related content via news releases to national
and regional golf media.

¢ Well-known golf content creators/influencers visited in August with more slated to come play and film this
fall for their YouTube and social media channels.

e A geo-targeted Connected TV commercial campaign is airing during The Ryder Cup (September 26-28)
in the following markets: Raleigh, Durham/Chapel Hill, Charlotte, Charleston (SC), Atlanta, Augusta
(GA), Jacksonville, Richmond and Northern Virginia/DC.

o Seasonal digital marketing campaigns launched with the Florida State Golf Association, the Georgia
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State Golf Association, the Carolinas Golf Association, and the Maryland State Golf Association

¢ In addition, we partnered with GolfStayandPlays.com and GolfWeek.com to expand the Hilton Head
Island golf vacation message to their site visitors and databases using a series of dedicated email blasts,
native ads, feature package offers and banners. The Trip Captain program at GolfStayandPlays recently
booked two trips and a significant annual golf tournament totaling more than $75,000 in revenue for
Island courses.

o All efforts send visitors to HiltonHeadGolflsland.com. Once on the site we are able to track highly
important metrics like quote requests for golf trips, phone call clicks, tee time link clicks, and outbound
links to partner courses and resorts. YTD, all web metrics are slightly ahead (5%) of this time in 2024.
Highlights include:

Total Sessions: 240,107

Golf Trip Quote Requests: 1837

Phone Calls Generated: 1006

Outbound Links to Course/Resort Websites: 126,693
Book Tee Time Link Clicks: 30,257

As you can see, golf tourism is vital Spring, Fall and Winter for Hilton Head Island. Golfers play, stay and
spend significantly when on a golf vacation. Their presence and their spending impacts far beyond the
fairways. A continued golf tourism marketing campaign is vital to ensure we continue to grow this segment of
business for the Island.
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2026
Accommodations Tax Funds Request Application

Date Received: 09/05/2025 Time Received: 03:31 PM By: Online Submittal |

Applications will not be accepted if submitted after 4 pm on September 5, 2025

A. SUMMARY OF GRANT REQUEST:

ORGANIZATION NAME: LGCOA - Lowcountry Golf Course Owners
Project/Event Name: Golf Tourism Public Relations Campaign

Contact Name: Barry Fleming Title: Executive Director

Address: P.O. Box 7882, Hilton Head Island, SC 29938

Email Address: bfleminggolf@gmail.com Contact Phone: 843-384-5342
Event Date(s): January - December 2026 Event Location(s): Hilton Head Island
Total Budget: $470,000.00 Grant Requested: $150,000.00

Provide a brief summary on the intended use of the grant and how the money would be used. (100 words

or less)

Golf tourism is extremely important to the Island’s economy, especially during the shoulders
seasons September to May. This ATAX grant request is for funding to continue building on the
past 15 years of successful golf tourism marketing efforts. The focus of this annual marketing
campaign is on driving stay and play golf vacation traffic during non-summer months. Funding
will be used to cast a wide net of proven marketing tactics across our east coast drive markets,
with an expanded emphasis on social media and YouTube to expand our messaging to appeal to
a younger audience of golf travel enthusiasts.

How does the organization/project/event either drive tourism to Hilton Head Island or enhance the visitor

experience on Hilton Head Island? How is this impact being measured? (100 words or less)

The Lowcountry Golf Course Owners Association (LGCOA) manages the area’s only golf
tourism marketing effort with funds provided by LGCOA partners, as well as funds from the
Hilton Head Island-Bluffton VCB, Hilton Head Island ATAX and Beaufort County ATAX. The
dollars are focused on driving vacationing golfers to Hilton Head Island September through May.
This is done through an extensive and targeted marketing program that includes: web

( HiltonHeadGolflsland.com), print and digital advertising, search engine marketing and
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optimization, connected TV advertising, social media and email marketing. Digital analytics are
in place monitoring every aspect of the marketing plan and its tactics.

A. Total Number of Physical Tourists Served: 121500
A Tourist is considered a non-resident, traveling more than 50 miles to the Town of Hilton Head Island.

B. Total Number of Physical Visitors Served:
A Visitor is considered a non-resident, who travels 50 miles or less to visit the Town of Hilton Head Island.

C. Total Number of Physical Residents Served:

A Resident is considered any person who claims their property address within the limits of the Town of Hilton Head
Island as their primary residence.

D. Total Number of Physical Patrons Served (A+B+C=D): 121500

How was the Number of visitors documented? (250 words or less)

We polled the on-island golf partners for rounds and revenue captured outside of a 50 mile
radius of Hilton Head Island to show the amount of rounds and revenue generated by non-local
golfers. Of the 15.5 on-island courses polled, all but three provided data. Listed below are those
who participated and the data that supports the value of golf tourism to Hilton Head Island.

Partners Reporting for the following 12 month date period of 8/1/2024 - 7/31/2025:

Sea Pines Resort - Harbour Town, Atlantic Dunes, Heron Point

Palmetto Dunes Resort - Robert Trent Jones Course, George Fazio Course, Arthur Hills Course
Heritage Golf - Palmetto Hall (2), Oyster Reef, Port Royal (2), Shipyard (1.5)

Total Rounds of Golf Played Outside of 50 Miles: 364,454

With these numbers, it is reasonable to state with the average stay and play golf trip consisting
of three rounds and average persons to a room at 2 that a minimum of 60,750 rooms were
needed to house this many golf vacationers. Multiply this by 4 nights (average length of stay) and
we see that a minimum of 243,000 room nights were occupied by golf vacationers.

Cost Per Visitor: $1.23 per golfer
($150,000 granted funds divided by 121,500 estimated visitors)

The partners listed above were able to track rounds and revenue based on the difference
between resort and golf package rounds against local/member rounds. The numbers
listed above do not include local or member rounds and revenue.

In addition, 100% of our Hilton Head Island ATAX granted marketing and PR dollars are
spent outside of 50 miles to drive traffic to HiltonHeadGolflsland.com. We tracked the following
website traffic by state to show where our dollars are having an impact January 1 - August 31,
2025. It is also important to note that we use this data to determine where best to spend our

Page 5 of 16



http://hiltonheadgolfisland.com/
https://HiltonHeadGolfIsland.com

dollars based on traffic by state.
State by State Website Visitors

Georgia - 20,190
Florida - 19,356
Virginia - 18,905
North Carolina - 16,801
New York - 15,816
Ohio - 14,860
Pennsylvania - 11,212
Texas - 10,873

Illinois - 9,834
Michigan - 7,162
California - 7,237
Indiana - 5,652
Massachusetts - 5,141
Tennessee - 4,313
New Jersey - 3,580
Kentucky - 3,420
Missouri - 2,561
Maryland - 2,044

B. DESCRIPTION OF OPERATIONS:

1. For state reporting purposes, give a brief description of the organization. (250 words or less)

The Lowcountry Golf Course Owners Association (LGCOA), comprised of 26 public and
semi-private play golf courses in Beaufort County, is responsible for the area’s sole golf
tourism marketing effort to drive vacationing golfers from outside of 50 miles to visit
September through May - where heads in beds are needed most.

It is very important to note that we use Town of Hilton Head Island ATAX funding to
ONLY promote golf at Hilton Head Island’s 15.5 golf courses.

The LGCOA and its committed DMO partner, the Hilton Head Island-Bluffton VCB, work
closely together to ensure the golf tourism messaging and channels align with the overall
Hilton Head Island brand. Our highly successful,15 year partnership coupled with the
annual marketing program generates tremendous revenue for the area's golf courses,
resorts, accommodations, retail businesses, and restaurants on Hilton Head Island. The
result of this coordinated effort also greatly benefits ATAX and its collections as our golf
visitors stay on average 4 nights when vacationing on Hilton Head Island.

It is also vital for the area’s small businesses to have golfers in town September through
May. Ask any restaurant/bar owner and they will tell you the out-of-town golfer is the
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lifeblood for their business.

2. Describe in detail how the requested grant funding would be used? (250 words or less)

The comprehensive golf tourism marketing program is designed to broaden awareness of
Hilton Head Island’s myriad of world-class golf resorts, championship daily fee courses,
accommodations, and stay and play packages.

The time is now to reach the most active demographic in golf travel, golfers between the
ages of 27 and 55. This demographic takes its cues on finding great destinations to play
from social media and YouTube. Currently, golf is the number one sport to watch on
YouTube. Funding will allow us the ability to generate a tremendous amount of video
content using strong golf content creators to reach millions consuming and interacting with
golf content on Instagram, TikTok and YouTube.

A portion of the granted dollars would also be used for a connected TV Campaign in drive
markets and markets SCPRT is focusing on to promote golf in South Carolina. We want to
ensure Hilton Head Island is a part of the conversation in these markets by connecting
with golf viewers who are streaming content to their connected devices.

We will continue partnering with select regional and national golf media who provide us
extensive reach and support. The majority of these efforts will be in the form of digital
communications like email blasts, native ads, display ads, golf package features, and
advertorial.

We craft and deploy seasonal news releases to all golf and golf travel related media. We
will host domestic golf travel writers, content creators, and social media influencers to
drive awareness with their readers, followers and subscribers..

3. What impact would partial funding have on the activities, if full funding were not received? What
would the organization change to account for partial funding? (700 words or less)

The reality is we are competing against rival and in-state golf destinations with
multi-million dollar golf tourism spends. It is very difficult to keep our name near the top of
the consideration list with our smaller budget. Partial funding of the effort would greatly
inhibit the program’s overall effectiveness and thus lower the chance of putting more
heads in beds in the shoulder seasons. Fewer dollars would greatly narrow our focus on a
smaller set of targeted media and markets, as well as minimize the amount of
geo-targeted search and social media that can be deployed - all of which have contributed
to the great successes this program has had the past 15 years.
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4. What is expected economic impact and benefit to the Island's tourism? (100 words or less)

Everyone on HHI wins when golfers are in town. According to SCPRT, Golf tourism is a
growing economic engine for the state. In 2025, a celebrated sector of South Carolina’s
$29 billion tourism industry, golf had an estimated $3.6 billion impact on the state’s
economy — contributing $21.2 million in Admissions Tax collections that year. Officials say
golf generates more income than any other single entertainment or recreation activity in
the state, and visitors who play golf during their trip to South Carolina spend an additional
$1.2 billion off-course. Hilton Head Island stands to benefit greatly from this growing
impact.

5. In order to comply with the State's Tourism Expenditure Reveiw Committee annual reporting
requirements, please classify your current grant request into the following authorized
categories:

1 - Destination Advertising/Promotion

Advertising and promotion of tourism so as to develop and increase tourist attendence 100 %
through the generation of publicity.

2 - Tourism-Related Events 0 %
Promotion of the arts and cultural events.

3 - Tourism-Related Facilities

Construction, maintenance and operation of facilities for civic and cultural activities 0 %
including construction and maintenance of access and other nearby roads and utilities for
the facilities.

4 - Tourism-Related Public Services

The criminal justice system, law enforcement, fire protection, solid waste collection and

health facilities when required to serve tourists and tourist facilities. This is based on the 0 %
estimated percentage of costs directly attributed to tourist. Also includes public facilities

such as restrooms, dressing rooms, parks and parking lots.

5 - Tourist Public Transportation 0 %

Tourist shuttle transportation.

6 - Waterfront Erosion/Control/Repair 0 %

Control and repair of waterfront erosion.

7 - Operation of Visitor Information Centers 0 %
Operating visitor information centers.

Total: 100 %

6. If not covered elsewhere in the application, please describe (a) how the organization will
collaborate with other organizations to enhance tourism efforts, and (b) provide a venue or service
not otherwise available to visitors to the Town of Hilton Head Island. (250 words or less)

The LGCOA has a deeply committed DMO partner in the Hilton Head Island-Bluffton
Chamber of Commerce and VCB. We work very closely with them and all marketing
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programs are fully reviewed together before, during, and after they are launched. We
meet regularly to discuss results and how to improve upon the success of the marketing
efforts, as well as staying on message for the destination as a whole. This collaboration
has significantly tightened the golf tourism effort over the past 15 years. The result of this
great working relationship between our two organizations has delivered tremendous
successes in expanding awareness, lead generation, golf vacation bookings, and
ultimately more heads in beds on Hilton Head Island September through May. In addition,
we also work closely with the island's 15.5 courses to ensure we are helping promote their
properties in ways that attract the vacationing golfer to pay them a visit. We align
messaging and strategy to maximize the campaign's effectiveness.

7. Additional comments. (250 words or less)

From our 2025 Golf Travel Survey - 76% of responders said their preferred seasons
for golf vacation travel were spring and fall.

A report titled Economic Impact of Golf in South Carolina was released in April 2025. This
was produced by the SC Department of Parks, Recreation and Tourism with the support
of the SC Golf Course Owners Association, an affiliate of the National Golf Course Owners
Association.

Golf tourism is a growing economic engine for SC, with visitor impact extending beyond
the fairway. In 2024, golf had a $3.6 billion economic impact statewide, and the state
continues to invest heavily in marketing South Carolina as a golfer’s paradise. Golf is of
such importance to SCPRT, roughly 20 percent of total state advertising budget is
spent on golf advertising and partnerships.

In 2024, the total direct economic impact from golf for South Carolina was $2.2 billion,
while indirect and induced effects added an additional $1.3 billion. Thus, the average
combined multiplier associated with the study was 1.61. That is, 61 cents of every
dollar in direct output were re-spent in the state's economy. In 2024, the golf
industry in South Carolina supported 30,404 full time jobs, and $1.7 billion in income
generated by the direct, indirect and induced effects of golf course operations and
off-course expenditures of visiting golfers. This all results in big business for Hilton Head
Island.

2024 Off-Course Expenditures for Visiting Golfers

Lodging: $411 million (35%)
Restaurants & Bars: $249 million (21%)
Entertainment: $161 million (14%)
Shopping: $134 million (11%)
Groceries: $75 million (6%)
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C. FUNDING:

1. Please describe how the organization is currently funded. (100 words or less)

LGCOA: $100,000

Hilton Head Island-Bluffton VCB: $200,000
Town of Hilton Head Island ATAX: $150,000
Beaufort County ATAX: $7,500

Total: $457,500

Our LGCOA partners contribute through annual dues. In addition, the profits from Hilton
Head Guide to Golf Magazine sales get the annual LGCOA contribution to $100,000. The
Hilton Head Island-Bluffton VCB contributed $100,000 for the period July 1, 2025 -
December 31, 2025. They are contributing an additional $100,000 to the effort for the
period January 1, 2026 - June 30, 2026. Lastly, Beaufort County ATAX granted us
$7,500 for 2025.

2. Please also estimate, as a percentage, the source of the organization's total annual funding.

Private Contributions, Donations
92 and Grants

Corporate Support, Sponsors 6  Membership, Dues, Subscriptions

2 Government Sources

Ticket Sales, or Sales
and Services

Other

3. Has the organization requested other ATAX or any other funding from other public sources or
organizations?
Yes _X No__

If so, please list top 3 sources and amounts.

Hilton Head Island-Bluffton VCB for July 1, 2025 - June 30, 2026 Fiscal $200,000.00
Beaufort County ATAX Grant for 2025 $20,000.00

D. FINANCIAL INFORMATION:

Fiscal Year Disclosure: Start Month: January  End Month: December

Financial Statement Requirements:

1. The upcoming fiscal year's operating budget for the organization.

Budget Provided: Yes
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2. The previous two fiscal years and current year-to-date profit and loss reports for the
organization.

Current fiscal year Profit Loss Report Provided: Yes

Previous fiscal year Profit Loss Reports Provided:

2023- Previous FY 1
2024- Previous FY 1

3. The previous two fiscal years and current year-to-date balance sheets.

Current fiscal year Balance Sheet Provided: Yes
Previous fiscal year Balanace Sheets Provided:
2024 - Previous FY 1
2023 - Previous FY 1
4. The previous two years and current year IRS Form 990 or 990T.
Current year IRS Form 990 or 990T Provided: Yes

Previous IRS Form 990 or 990T Years Provided:

2023 - Previous FY 1
2022 - Previous FY 1

E. FINANCIAL GUARANTEES AND PROCEDURES:

1. Provide a copy of the official minutes wherein the organization approves the submission of this
application.

An official set of minutes have been attached to this application.

2. Indicate whether your organiztion has procurement guidelines, which are utilized and followed in
the expenditue of ATAX grant funds.
@ Utilize and follow organization's own procurement guidelines

() Our organization does not have or follow procurement guidelines

F. MEASURING EFFECTIVENESS:

If you received 2024 or 2025 HHI ATAX funds
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1. List any ATAX award amounts received in 2024 and/or 2025.

2023 $50,000.00 Marketing, Public Relations and Content Marketing
2024 $100,000.00 Golf Tourism Marketing and Public Relations Campaign

2025 $150,000.00 2025 Golf Tourism Marketing Campaign

2. How were the ATAX fundsused? To what extent were the objectives achieved? The ATAX
Effectiveness Measurement spreadsheet available in the application portal will show the
numerics. Use the space below for verbal comments. (200 words or less)

Funds have been used for the following:

e Seasonal news releases sent to our media partners to publish throughout their
digital platforms.

Golf Association, and the Carolinas Golf Association leveraging digital market
assets such as dedicated email blasts to more than 550,000 golfers each send,
native and display advertising, and feature stay and play golf package promotions.
¢ Digital advertising partnerships with GolfStayandPlays.com and GolfWeek
leveraging digital market assets such as dedicated email blasts to more than

package promotions, and digital banner ads.

¢ Connected TV advertising campaign scheduled for the 2025 Ryder Cup.

¢ Hosting of 3 golf content creators/social media influencers to experience our golf
experience which resulted in 3 long form videos on YouTube, as well as reels,
stories and posts across Instagram and YouTube. As a value add, they also
provided several hours of b-roll drone video we can use for our online and social
media marketing efforts.

¢ Hosting of additional golf content creators/golf social media influencers this fall to
produce expansive content for YouTube, Instagram and TikTok.

¢ Hosting golf writers this fall to document our golf vacation experience for their
readers.

¢ Advertising partnerships with the Florida State Golf Association, the Maryland State

650,000 golfers each send, native and display advertising, feature stay and play golf

3. What impact did this have on the success of the organization/event and how did it benefit the
community? (200 words or less)

As the traveling golfer demographic is shifting to a younger, more passionate and more
experiential demographic, the 2025 funding has helped us insert the Hilton Head Island
into their conversations for consideration. The funds have also allowed us to

continue advertising with a list of proven media partners that have always driven great
results. The digital content and marketing created thus far has increased click traffic back
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to HiltonHeadGolflsland.com. This in turn has driven coveted outbound link traffic, stay
and play golf package bookings, and tee time bookings for the 15.5 on-island golf course
partners. Locally, our restaurants, bars, retail shop owners, and other off-the-course
activity providers will tell you golf vacationers drove significant and much-needed revenue
to their businesses September through May. In short, when golf vacationers are on the
Island, everyone wins!

Multi-night stays are the norm for golf vacations which is why our golf tourism marketing
efforts are so important for the Island. With the average golf trip spanning 4 nights, golf
tourism is putting a significant amount of heads in beds, which in turn increases
accommodations tax collections.

4. How does the organization measure the effectiveness of both the overall activity and of individual
programs? (200 words or less)

For all digital marketing campaigns we track click and engagement activity, as well as all
traffic sent to landing pages on HiltonHeadGolflsland.com. The digital campaigns are
designed to drive golf trip quote requests, as well as outbound traffic to course and resort
partners, all of which we can easily track through Google Analytics.

Our partnership with the Hilton Head Island-Bluffton VCB provides us an in-depth golf
tourism website - www.HiltonHeadGolflsland.com. We are provided with a robust,
real-time dashboard to view all analytics associated with all marketing campaigns. This
helps us make great decisions with every marketing dollar spent to ensure we are driving
great business to the island, as well as being excellent stewards of ATAX dollars.

Website Analytics YTD 2025 (traffic up 5% over same period 2024)

Sessions: 240,107

Golf Trip Quote Requests: 1837

Phone Calls Generated: 1006

Outbound Links to Course/Resort Websites: 126,693
Book Tee Time Link Clicks: 30,257

For our partnership with content creators/influencers we track YouTube video views,
impressions and watch time hours. For social media we track views and engagement on
posts, stories, reels. As an example, a recent content creator trip with 3 creators resulted
in 3 long form videos that generated 59,100 views, 777,900 impressions and 18,800
hours of watch time.

G. EXECUTIVE SUMMARY

Provide an executive summary using the "ATAX Effectiveness Measurement" form provided via the link
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on the left, or by utilizing the text area provided below to report uses of the organization's prior ATAX

grant, if applicable. If you create your own format, please refer to the "ATAX Effectiveness

Measurement" form and use the criteria as a guideline in developing your executive summary below.
(1300 words or less)

The goal of the golf tourism marketing campaign is to drive stay and play golf vacation traffic in
Spring, Fall and Winter to the Island's resorts and courses. The vacationing golfer is incredibly
important to the Island's economy due to their seasonal travel preferences, golf spending,
accommodations preferences, length of stay, and off-course spending. Golf travel is the #2 driver
to the local economy and a strong golf tourism marketing program is vital in keeping our
incredible golf vacation experience top of mind in a crowded space with many competing
destinations who have multi-million dollar budgets.

Rounds of Golf Data

We polled the on-island golf partners for rounds and revenue captured outside of a 50 mile
radius of Hilton Head Island to show the amount of rounds and revenue generated by non-local
golfers. Of the 15.5 on-island courses polled, all but three provided data. Listed below are those
who participated and the data that supports the value of golf tourism to Hilton Head Island.

Partners Reporting for the following 12 month date period of 8/1/2024 - 7/31/2025:

Sea Pines Resort - Harbour Town, Atlantic Dunes, Heron Point

Palmetto Dunes Resort - Robert Trent Jones Course, George Fazio Course, Arthur Hills Course
Heritage Golf - Palmetto Hall (2), Oyster Reef, Port Royal (2), Shipyard (1.5)

Total Rounds of Golf Played Outside of 50 Miles: 364,454

With these numbers, it is reasonable to state with the average stay and play golf trip consisting
of three rounds and average persons to a room at 2 that a minimum of 60,750 rooms were
needed to house this many golf vacationers. Multiply this by 4 nights (average length of stay) and
we see that a minimum of 243,000 room nights were occupied by golf vacationers.

Cost Per Visitor: $1.23 per golfer
($150,000 granted funds divided by 121,500 estimated visitors)

The partners listed above were able to track rounds and revenue based on the difference
between resort and golf package rounds against local/member rounds. The numbers listed
above do not include local or member rounds.

Key Takeaways from the 2025 Golf Travel Survey:

¢ Golf tourism marketing is 100% focused on driving business during the spring, fall and
winter seasons. 87% of those surveyed in 2025 said spring, fall and winter were their
favorite seasons for golf travel with 76% of those pointing directly to spring and fall.

¢ 42% of those who have taken a golf trip to Hilton Head Island in the last 12 months stayed
for more than one week.

e 77% of golf vacationers who visited within the last 12 months stayed in villas, condos,
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homes and full-service hotels, contributing significantly to ATAX collections.

¢ 75% of golf vacationers played more than 4 rounds of golf on their trip, with 24.5% playing
more than 5 rounds.

¢ 62% said they spend in excess of $750 per person on a golf vacation, with 26% spending
between $1000-$1499 and 8.5% spending in excess of $2000 per person. These
numbers align well with our high end golf travel experience.

¢ 98.5% were satisfied with their recent golf trip experience to Hilton Head Island, with 90%
either quite satisfied or extremely satisfied.

¢ Nearly 100% of those who drove to Hilton Head Island for their golf vacation did so from
outside of 50 miles of the area, which is proof our marketing is reaching well outside of our
market.

¢ 97% of those who took a golf trip to the Island in the last 12 months said they would make
a return trip to Hilton Head Island.

o Local restaurants, bars, retail shopping, and off-course activities will all tell you the
vacationing golfer is critical to their success due to the amount of business they drive
during the spring, fall and winter seasons.

Key Takeaways from the Economic Impact of Golf in South Carolina 2024 Report

This report was produced by the SC Department of Parks, Recreation and Tourism with the
support of the SC Golf Course Owners Association, an affiliate of the National Golf Course
Owners Association.

¢ In 2024, golf had a $3.6 billion economic impact statewide, and the state continues to
invest heavily in marketing South Carolina as a golfer’s paradise. Golf is of such
importance to SCPRT, roughly 20 percent of total state advertising budget is spent
on golf advertising and partnerships.

e The total direct economic impact from golf for South Carolina was $2.2 billion, while
indirect and induced effects added an additional $1.3 billion. Thus, the average combined
multiplier associated with the study was 1.61. That s, 61 cents of every dollar in direct
output were re-spent in the state's economy. In 2024, the golf industry in South Carolina
supported 30,404 full time jobs, and $1.7 billion in income generated by the direct, indirect
and induced effects of golf course operations and off-course expenditures of visiting
golfers. This all results in big business for Hilton Head Island.

¢ 2024 Off-Course Expenditures for Visiting Golfers
Lodging: $411 million (35%)

Restaurants & Bars: $249 million (21%)
Entertainment: $161 million (14%)
Shopping: $134 million (11%)
Groceries: $75 million (6%)

2025 Hilton Head Island Marketing Highlights YTD

¢ Creation and distribution of Hilton Head Island golf travel-related content via news
releases to national and regional golf media.

o Well-known golf content creators/influencers visited in August with more slated to come
play and film this fall for their YouTube and social media channels.

¢ A geo-targeted Connected TV commercial campaign is airing during The Ryder Cup
(September 26-28) in the following markets: Raleigh, Durham/Chapel Hill, Charlotte,
Charleston (SC), Atlanta, Augusta (GA), Jacksonville, Richmond and Northern

Page 15 of 16




Virginia/DC.

¢ Seasonal digital marketing campaigns launched with the Florida State Golf Association,
the Georgia State Golf Association, the Carolinas Golf Association, and the Maryland
State Golf Association

« In addition, we partnered with GolfStayandPlays.com and GolfWeek.com to expand the
Hilton Head Island golf vacation message to their site visitors and databases using a
series of dedicated email blasts, native ads, feature package offers and banners. The Trip
Captain program at GolfStayandPlays recently booked two trips and a significant annual
golf tournament totaling more than $75,000 in revenue for Island courses.

o All efforts send visitors to HiltonHeadGolflsland.com. Once on the site we are able to track
highly important metrics like quote requests for golf trips, phone call clicks, tee time link
clicks, and outbound links to partner courses and resorts. YTD, all web metrics are
slightly ahead (5%) of this time in 2024. Highlights include:

Total Sessions: 240,107

Golf Trip Quote Requests: 1837

Phone Calls Generated: 1006

Outbound Links to Course/Resort Websites: 126,693
Book Tee Time Link Clicks: 30,257

As you can see, golf tourism is vital Spring, Fall and Winter for Hilton Head Island. Golfers play,
stay and spend significantly when on a golf vacation. Their presence and their spending impacts
far beyond the fairways. A continued golf tourism marketing campaign is vital to ensure we
continue to grow this segment of business for the Island.

Signature: Barry

Title/Position: Fleming

Mailing Address: P.O. Box 7882, Hilton Head Island, SC 29938
Email Address: bfleminggolf@gmail.com

Office Phone Number: 843-384-5342

Home Phone Number:
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2025 Hilton Head Island Golf Travel Survey

August 2025



Hilton Head Island Golf Travel Survey 2025

Executive Summary

Total Survey Responses Received: 1,004

The survey was split into two separate questionnaires:
+ Questions for those who have visited Hilton Head Island for a golf vacation (70% of responders)

« Questions for those who have NOT visited Hilton Head Island for a golf vacation (30% of responders)

For those who HAVE visited Hilton Head Island for a golf trip:

70% of responders have taken a golf trip to Hilton Head Island
+  23.5% saying they are coming back within the next 12 months
+  55% of responders have taken a golf trip to the Island within the last 12 months.

+  87% of responders prefer to take golf trips in the 3 seasons most important for golf travel business on Hilton
Head Island - spring, fall and winter - with 76% saying spring and fall are their preferred season for golf travel.

+ Reasons they chose to take a golf trip to Hilton Head Island - 67% quality of the overall destination, 67% quality
golf options, 55% food and 48% accommodations options.

+  83% of responders stayed from 4 days up to 2 weeks when visiting Hilton Head Island for a golf vacation. This is
significant for ATAX collections, as well as incredibly helpful for the Island’s many restaurants, bars, retail outlets,
and area activities.

+ Nearly 78% of responders stayed in villas, condos, homes and full-service hotels, contributing significantly to
ATAX collections.



Nearly 75% of golf vacationers played more than 4 rounds of golf on their trip, with 24.5% playing more than 5
rounds.

Nearly 63% of responders spend in excess of $750 per person, with 26% spending between $1000-$1499 and
8.5% spending in excess of $2000 per person. These numbers align well with our high end golf travel experience.

98.5% of responders were satisfied with their golf trip experience, with 90% of those responders either quite
satisfied or extremely satisfied. Hilton Head Island delivers a high quality golf vacation experience.

Nearly 100% of those who drove to Hilton Head Island for their golf vacation did so from outside of 50 miles of the
area, which is proof our marketing is reaching well outside of our market.

65% traveled to Hilton Head Island via car and 35% by air.
59% said they would drive 9+ hours to a quality golf destination.

The top 3 other golf destinations considered were Myrtle Beach, Pinehurst and Charleston. These markets are all
marketing to the same geography as Hilton Head Island and have significantly larger golf tourism marketing
budgets.

40% of golf travel visits were family trips, 25% couples trips and 24% buddies trips.

Baby Boomers made up the majority of our survey responders (approximately 45%). We know the average age of
vacationing golfers visiting Hilton Head Island skews this age group. While still relevant, Boomers are aging out,
proving our marketing must start to connect with the younger Gen X and Millennial populations.

63% booked their entire golf trip on their own.
63% take multiple golf vacations a year.

97% said they would make a return trip to Hilton Head Island.



Those that have NOT traveled to Hilton Head Island for a golf vacation findings:

+ 22% of responders said price was a reason for not visiting Hilton Head Island. However, 34% of responders say
there is no reason they haven’t paid Hilton Head Island a visit. This presents an opportunity.

When asked about what determines where they take a golf trip, price was the number one reason, followed
closely by quality of destination, quality of courses and accommodations options.

+ Fall is the preferred season for a golf vacation (42%) over spring (31%).

« Other destinations they consider for a golf vacation: Myrtle Beach (57%), Orlando (41%), Pinehurst (18%) and
Charleston (16%)

+ Interestingly, this group prefers to travel by air for a golf vacation (52%). This also presents an opportunity to
promote the direct flight service to HHI.

95% are willing to drive more than 3 hours for a quality golf vacation with 61% saying they would drive more than
7 hours.

+  21% say they plan to take a golf vacation to HHI in the next 12 months (69% undecided)



Survey Portion for Those Who Have Taken A
Golf Trip to Hilton Head Island




2025 Golf Travel Survey - Hilton Head Island, SC

What is your preferred season to take a golf vacation?

87% of survey responders prefer to take golf trips in the 3 seasons most important for golf travel business on
Hilton Head Island. 76% prefer to take golf trips in the Spring and Fall.

Our golf tourism marketing effort focuses 100% on the spring, fall, and winter seasons.




2025 Golf Travel Survey - Hilton Head Island, SC

What is the average spend per person for your typical golf vacation?

Nearly 63% of responders spend in excess of $750 per person, with 26% spending between $1000-$1499 and
8.5% spending in excess of $2000 per person. These numbers align well with our high end golf travel experience.



2025 Golf Travel Survey - Hilton Head Island, SC

What is the age group for those you take golf vacations with?

Baby Boomers make up the majority of our survey responders. We also know the average age of vacationing
golfers visiting Hilton Head Island skews Baby Boomer. While still relevant, this age group is aging out, proving
our marketing must start to connect with the younger Gen X and Millennial populations. This changes the
marketing mix needed to drive business from a younger demographic.



2025 Golf Travel Survey - Hilton Head Island, SC

What media do you consume to help you determine your next golf vacation destination?

This aligns with the age of survey responders and what media they consume. However, Social media, YouTube,
and content produced by influencers and creators has risen dramatically since the 2022 survey, and are the top
sources for younger Gen-X and Millennials when researching destinations to visit.



2025 Golf Travel Survey - Hilton Head Island, SC

Have you taken a golf vacation to Hilton Head Island before?

Do you plan on taking a golf vacation to Hilton Head Island within the next 12 months?

Nearly 71% of responders have taken a golf trip to Hilton Head Island with 23.5% saying they are coming back
within the next 12 months.



2025 Golf Travel Survey - Hilton Head Island, SC

When was your last golf vacation to Hilton Head Island, SC?

55% of responders have taken a golf trip to the Island within the last 12 months.



2025 Golf Travel Survey - Hilton Head Island, SC

How many nights did you stay on your golf trip to Hilton Head Island, SC?

83% of responders stay from 4 days up to 2 weeks when visiting Hilton Head Island for a golf vacation. This is
significant for ATAX collections, as well as incredibly helpful for our many restaurants, bars, retail outlets, and
area activities.



2025 Golf Travel Survey - Hilton Head Island, SC

What were your Hilton Head Island golf trip accommodations?

Nearly 78% of responders stayed in villas, condos, homes and full-service hotels, contributing significantly to
ATAX collections.



2025 Golf Travel Survey - Hilton Head Island, SC

How many rounds of golf did you play on your Hilton Head Island vacation?

Nearly 75% of golf vacationers played more than 4 rounds of golf on their trip, with 24.5% playing more than 5
rounds. Vacationing golfers are playing lots of golf in the spring, fall and winter seasons.



2025 Golf Travel Survey - Hilton Head Island, SC

What went into your decision to choose Hilton Head Island for your golf vacation?



2025 Golf Travel Survey - Hilton Head Island, SC

How satisfied were you with your Hilton Head Island golf vacation?

98.5% of responders were satisfied with their golf trip experience, with 90% of those responders either quite
satisfied or extremely satisfied. Hilton Head Island delivers a high quality golf vacation experience.



2025 Golf Travel Survey - Hilton Head Island, SC

How did you travel to Hilton Head Island for your golf vacation?

If by car, how long was your drive to Hilton Head Island?

Nearly 100% of those who drove to Hilton Head Island for their golf vacation did so from outside of 50 miles of
the area, which is proof our marketing is reaching well outside of our market.



2025 Golf Travel Survey - Hilton Head Island, SC

If by air, which airport did you fly into for your Hilton Head Island golf vacation?

There is an uptick in those traveling into Hilton Head Island directly compared to the 2022 Travel Survey. Our
tourism marketing efforts will reinforce the direct flights to the Island to continue growing this number.

How far in advance do you start planning your typical golf vacation?



2025 Golf Travel Survey - Hilton Head Island, SC

How did you book your golf vacation to Hilton Head Island?

With the ease of online planning and booking today it’s no surprise more vacationers are booking their golf and
accommodations on their own. This makes it imperative our golf tourism marketing efforts highlight the
accommodation offerings that generate ATAX collections.



2025 Golf Travel Survey - Hilton Head Island, SC

What other golf destinations did you consider before choosing Hilton Head Island?

The top 3 destinations in Myrtle Beach, Pinehurst and Charleston are all marketing to the same geography as
Hilton Head Island. All have significantly larger golf tourism marketing budgets which presents a challenge for
Hilton Head Island to break through their marketing clutter to be considered as a golf destination option.



2025 Golf Travel Survey - Hilton Head Island, SC

What type of golf trip did you take to Hilton Head Island?

With the majority stating a family trip and a couples trip, this aligns with the Baby Boomer age group that
responded most to this survey. The responses highlight a tremendous opportunity to tap into the significant golf
buddies trip group demographic which skews Gen-X and Millennial. This group has exploded since COVID and
they are looking for very unique destinations to visit. Hilton Head Island can absolutely deliver the unique.



2025 Golf Travel Survey - Hilton Head Island, SC

Survey Portion for Those Who Have NOT
Taken A Golf Trip to Hilton Head Island



2025 Golf Travel Survey - Hilton Head Island, SC

If you have not taken a golf trip to Hilton Head Island, what has kept you from doing so?

Price has historically played a role with some due to the higher cost than a Myrtle Beach, as an example.
However, 34%o0f responders say there is no reason they haven’t paid Hilton Head Island a visit. This creates an
opportunity to increase visibility and frequency of messaging to this group with ATAX funding.



2025 Golf Travel Survey - Hilton Head Island, SC

What is your preferred season to take a golf vacation?

With those who have not taken a golf trip to Hilton Head Island, 72% prefer fall and spring golf trips.



2025 Golf Travel Survey - Hilton Head Island, SC

How Many Golf Trips Do You Take Annually?

50% take more than 2 golf trips annually, meaning many in this group can afford a higher priced golf destination
experience like Hilton Head Island.



2025 Golf Travel Survey - Hilton Head Island, SC

What Other Golf Destinations Have You Visited?



2025 Golf Travel Survey - Hilton Head Island, SC

How Far in Advance Do You Start Planning Your Golf Trip

During the pandemic booking windows were much tighter. In 2025, we are seeing vacationing golfers planning
further in advance (62% more than 4 months out). For many golf destination areas, availability is scarce requiring
very early planning and booking, which is driving this planning trend.



2025 Golf Travel Survey - Hilton Head Island, SC

What Factors Go into Choosing Where You Will Take a Golf Vacation?

With this group, price is the driving factor, followed closely by quality of the golf, quality of the destination and
accommodations options. However, we do know when traveling golfers are highly focused on quality, price
becomes less of an option to them.



2025 Golf Travel Survey - Hilton Head Island, SC



2025 Golf Travel Survey - Hilton Head Island, SC

Additional Survey Notes:

Survey Distribution: Summer 2025

Send Method: Email Communication with Link to Survey

Total Responders: 1,004

Targets: Golf Vacationers who have requested a golf trip quote to Hilton Head Island or

requested more information about the Hilton Head Island golf trip experience.

Conducted by: Impact Golf Marketing administered the golf travel survey for the Lowcountry Golf
Course Owners Association



LGCOA MEETING MINUTES
Alexanders Restaurant
June 11, 2025

Attendees: Brad Marra, Barry Fleming, John Farrell, Lisa Dahlstrom, Jim
Uremovich, Karen Kozemchak, Clark Sinclair, Alex Franseen, Andy Hinson,
Charlie Kent, John Scappatura, Tom Frost

Brad: Approval of March, 2025 meeting minutes — Approved

Barry: Rounds Report: Down 1% in total rounds YTD & several courses were
closed for part of the year

Lisa: Renovated bunkers at Port Royal (Robbers) and Shipyard & has no renovations
in 2025.

John: Harbour Town — Restoration — keeping the integrity of the design (All blades of
grass being replaced, all greens being redone- all bunkers — all lagoon bulkheads being
replaced). Davis Love lll —is involved in the restoration. All coming along beautifully!

Barry: We need to take a vote to agree to apply for ATAX funding for 2026. Vote
Unanimously passed to apply for ATAX funding to support the Island’s golf
tourism marketing campaign.

Golf Guide Discussion:
Andy: Is the Golf Guide still viable?

Barry:Very much so — when people travel to a resort destination, they instinctively
always want to pick up any of the information possible — especially, if they are a golfer
and want to play golf or want to know everything possible about golf in the area. They
pick up the guide and typically will take it home with them so that they will have it to
refer to when they plan their next trip back to our area. The guide doesn’t generate as
much revenue as it once did due to increasing print costs and our not continuing to
increase the cost to advertise in the guide. We used to generate approximately
$100,000 profit from the guide but now that number is about $60,000 per year — which
we put back into our marketing

Budget. Our cost to print the guide used to be about $11,000 per issue (3X per year)
but now that cost is: $18,000 - $20,000 per issue.

Barry:2025: We have reduced the number of issues we print each year from 3
issues to 2 issues; we have increased the number of copies we print to 80,000 per
issue. We have increased the cost to advertise by 3% - overall cost to all
advertisers will not decrease but we will continue to bill 3X per year. The new



HHI/Lowcountry Golf Guide will also act as our Golf Planner & will be called HHI/
Lowcountry golf Guide & Planner.

Multiple people chiming in with suggestions/questions & comments:

* Would like to be able to track more (PD tracks by phone calls & tracks
thousands of calls per yer).

* Modernize — Look/Image — (We have done so starting with our Spring/
Summer 2025 issue)

* Digital Issue — (Robbie will have it digitally available on our website)

* Golf Planner? Discontinuing — as our Golf Guide will serve as both a guide
and a planner.

Subcommittee: Suggestion is made to create a subcommittee to review our Golf Guide
and any other facets of our association that we think needs to be reviewed.

Marketing: Information was sent to everyone via email — for you to review. If you have
any questions, we’ll get them to Robbie.

Course & Employee of the Year Awards:
Course of the Year Nominee: Ocean Point GC @ Fripp Island Resort
Discover South Carolina Cup:
State of SC sponsored the event:
We brought in every daytime show that SiriusXM PGA Tour Radio broadcasts

30 hours of live broadcasting to all of the US & Canada (Approx. 1.5 million avid
golfer listeners)

10 radio hosts + 94 participants from 28 states in the US

Multiple local and state representatives did live interviews on multiple broadcasts
promoting HHI and golf in the state of SC.

Media Value estimated at: $414,000

Meeting Adjourned:






LGCOA 2026 Budget

Revenues

Passbook - Standard
Passbook Platinum

Gl Mkt Fees / Courses
Beaufort County Tax Grant
HHI ATAX Grant
Revenue Sub-Total:

10,000
62,500
26,000
15,000
150,000
263,500

Membership Overall Dues Revenue

Bear Creek

Chechessee Creek GC

Great Life Golf (Pinecrest & Dolphin Hee
Golden Bear / Indigo Run

Fripp Island Resort

Metropolitan Golf Group (Cresent & Eagle
Old South

Palmetto Dunes

Rose Hill GC

Sea Pines Resort

Heritage Golf Group

HH Nat'l

Sun City Hilton Head

Legends @ Parris Island

Membership Total:

970
1,082
1,194

970
1,194
1,194
1,082
1,696
1,082
1,696
2,000
1,082
1,360
1,082

17,684

Membership Overall Marketing Revenue
Bear Creek

Chechessee Creek GC

Great Life Golf (Pinecrest & Dolphin Hes
Golden Bear / Indigo Run

Fripp Island Resort

Metropolitan Golf Group (Cresent & Eagles
Old South

Palmetto Dunes

Rose Hill GC

1,000
1,000
2,000
1,000
2,000
2,000
1,000
3,000
1,000



Sea Pines Resort

Heritage Golf Group

HH Nat'l

Sun City Hilton Head

Legends @ Parris Island
Membership Marketing Total:

Total Revenues:

Expenses
Professional Services
Bookkeeping

Tax Accounting

Total Professional Services:

Administrative

Travel / Entertainment

Meeting and Program Expnese
Misc. Office Supplies

Rent

Telephone/Fax/Email

Bank Charges / Credit Card Fees
Internet / Online

Insurance Expense

Total Administrative:

Salary / Wages
Executive Director
Total Salary / Wages:

Dues & Subscriptions
SCGCOA & NGCOA
Member Dues/Chambers/Hosp

3,000
6,500
1,000
3,000
1,000
28,500

309,684

4,700
750

5,450

7,000
1,400
1,500
4,800

500
2,900

250
1,500

19,850

40,000
40,000

7,500
1000



National Golf Foundation 675
Total Dues & Subscriptions: 9,175
Golf Passbook Expense

Commissions and Fees Expense 300
Passbook Expenditure Schedule 450
Passbook Promotional Ads 0
Passbook Printing & Graphics 2500
Postage/Certified Mail (passbooks) 500
Total Passbook Expense: 3,750
Marketing

PR - Advertising - HHI Tax Grant 150,000
Consulting: Impact Golf Marketing 35,000
Creative: Impact Golf Marketing 2,500
Email Marketing 6,000
Digital & Print Media 54,000
Contingency 2,500
Total LGCOA Marketing Expenses: 250,000
Taxes

Other Taxes Expense 50
SC Admissions-Passbooks 250
Beaufort County (2.5%)-Passbook 100
Total Taxes: 400
Total Expenses: 328,625




Net Income LCGOA - Association ($18,941)

Guide To Golf

Revenues

Spring - Advertising 64,084
Summer - Advertising 64,084
Fall - Advertising 64,084
Total Revenues 192,252

Cost of Sales

Printing Cost - Spring/Summer 24,091
Printing Cost - Fall/Winter 24,091
Article Writing Cost 2,500
Graphics Cost-Spring Issue 1,500
Graphics Cost-Summer Issue 1,500
Graphics Cost-Fall Issue 1,500
Distribution Cost 18,000
Total Cost of Sales 73,182
EXxpenses

Bad Debt Expense

Bank Charges 1,200
Commissions-Fleming Golf 30,400
Accounting/Consulting 5,300
LGCOA General Mktg 500
Meals and Entertainment Exp 500
Postage & UPS Expense 150
Rent or Lease Expense 4,800
Supplies Expense 500
Total Expenses 43,350
Total Cost of Sales & Expenses 116,532



Net Income - GUIDE TO GOLF 75,720

Net Income - Combined 56,779




SC Low Country Golf Course Owners Assoc.
Income Statement
For the Six Months Ending June 30, 2025

GL Account

Code January- June 2025
Revenues
Passbook LCGOA (400) M-400 $ 3,635.35
Passbook LCGOA (125)
Interest / Misc. Income 4100 1,801.00
Gl Mkt Fees / Courses MKT-405 |'$ 6,500.00
Beaufort County Tax Grant $ 3,750.00
HHI Tax Grant $ 56,025.00
Other Income 4300 8.00
Revenue Sub-Total: 71,719.35
Membership Revenue
Dolphin Head
Pinecrest MR-4001
Crescent Pointe
Country Club HHead/Golden Bear MR-4003
Frip Island Resort MR-4004
Old South MR-4005
Palmetto Dunes MR-4006
Sea Pines Resort MR-4007
Heritage Golf Group MR-4009 2,000.00
HH Nat'l MR-4010
Hampton Hall MR-4011
Sun City Hilton Head MR-4017
The Legends MR-4020
Chechessie Creek Club
Great Life Golf
Membership Total: 2,000.00
Total Revenues: 73,719.35
Expenses
Professional Services
Bookkeeping 6100 1,985.00
Marketing Consultant
Tax Accounting 6102 720.00
Total Professional Services: 2,705.00
Administrative
Travel / Entertainment 6201 2,932.79
Casual Labor 680.00
Misc. Office Supplies 6204 1,073.35
Rent 4,800.00
Telephone/Fax/Email 6206 322.23
Bank Charges / Credit Card Fees 6300 2,634.61
Internet / Online 6208 115.00
Contributions 6920 11,360.82
Insurance Expense 6950 308.00
Total Administrative: 24,226.80




SC Low Country Golf Course Owners Assoc.
Income Statement
For the Six Months Ending June 30, 2025

GL Account

Code January- June 2025
Salary / Wages
Executive Director 6000 20,000.04
Total Salary / Wages: 20,000.04
Dues & Subscriptions
SCG-NGCOA 6601 8,232.96
Member Dues/Chambers/Hosp 6602 955.00
Miscellaneous Subscriptions 6603
Total Dues & Subscriptions: 9,187.96
Golf Passbook Expense
Commissions and Fees Expense 6650
Passbook Expenditure Schedule 6700
Passhbook Promotional Ads 6702
Passbook Printing & Graphics
Postage/Certified Mail (pb's) 6703 245.57
Total Passbook Expense: 245.57
Marketing
Public Relation / Advertising - HHI Tax Grant | MKT-6410 17,418.42
Sponsorship Expense MKT-6413
Heritage Promotion MKT-6415
Broadcast Golf Channel & Radio Advertising MKT-6416
Digital MKT-6417 1,650.00
Trade Shows / Regional Shows
Consumer Golf Shows
Buffalo PR - Golf Island Mktg
Consulting - Impact Golf MKT-6425 15,000.00
Email Marketing MKT-6424 3,000.00
Misc. Expense Contingency MKT-6436
Total LGCOA Marketing Expenses: 37,068.42
Taxes
Other Taxes Expense 6250
SC Admissions-Passhooks 6707
Beaufort County (2.5%)-Passhok 6709
Total Taxes: 0.00
Total Expenses: (93,433.79)
Net Income LCGOA - Association $ 19,714.44)




SC Low Country Golf Course Owners Assoc.

Income Statement

For the Six Months Ending June 30, 2025

GL Account

Code January- June 2025
Guide To Golf
Revenues
Spring - Golf Course Listings $ 24,687.00
Spring - Golf Course Ads 40100 $ 27,685.00
Spring - Other Ads 40200 7,462.00
Summer - Golf Course Ads 40410 52,372.00
Summer - Other Ads 40420 7,462.00
Fall - Golf Course Ads 40600 8,205.00
Fall - Other Ads 40650
Other Income
Total Revenues 127,873.00
Cost of Sales
Printing Cost - Spring 5000 24,091.05
Printing Cost - Summer 50010 1,500.00
Prinitng Cost - Fall 50020
Acrticle Writing Cost 50500
Graphics Cost-Spring Issue 51000
Graphics Cost-Summer Issue 51001
Graphics Cost-Fall Issue 51002
Distribution Cost 57000 9,000.00
Total Cost of Sales 34,591.05
Gross Profit 93,281.95
Expenses
Bad Debt Expense 61500
Bank Charges 62000
Commissions-Fleming Golf 63500 18,546.45
Commissions/Contract Labor
Accounting/Consulting 68500 2,400.00
LGCOA General Mktg 69400
Meals and Entertainment Exp 70500
Postage & UPS Expense 73500
Rent or Lease Expense 74000
Supplies Expense 75500
Utilities Expense 78000
Total Expenses 20,946.45
Net Income - GUIDE TO GOLF $ 72,335.50
Net Income - Combined $ 52,621.06




SC Low Country Golf Course Owners Assoc.
Balance Sheet
For the Six Months ending June 30, 2025

ASSETS

Current Assets

CSB Checking 52,696.54

CSB Operating 280,424.19

LR AR 2

CSB Marketing 19,713.82

Accounts Receivable 100,037.83

Total Current Assets 452,872.38

Magazine - Goodwill $ 200,000.00

Accumulated Depreciation

Property & Equipment

Total Property and Equipment 200,000.00

Other Assets

Total Other Assets

Total Assets $ 652,872.38

LIABILITIES AND CAPITAL

Current Liabilities

Settlement with Frey Media

Accounts Payable $ 3,831.11

Admissions Tax payable

Total Current Liabilities 3,831.11
Long-Term Liabilities 120,578.00

Total Long-Term Liabilities 120,578.00
Total Liabilities 124,409.11
Capital

Retained Earnings 475,842.21

Net Income 52,621.06

Total Capital 528,463.27

Total Liabilities & Capital $ 652,872.38




SC Low Country Golf Course Owners Assoc.
Income Statement
For the Twelve Months Ending December 31, 2024

GL Account | January- December
Code 2024

Revenues
Passhook LCGOA (400) M-400 $ 65,157.21
Passbook LCGOA (125)
Interest / Misc. Income 4100 3,826.63
Gl Mkt Fees / Courses MKT-405 |'$ 25,194.00
Beaufort County Tax Grant $ 3,750.00
HHI Tax Grant $ 93,850.32
Other Income 4300
Revenue Sub-Total: 191,778.16
Membership Revenue
Dolphin Head
Pinecrest MR-4001
Crescent Pointe 1,194.00
Country Club HHead/Golden Bear MR-4003 970.00
Frip Island Resort MR-4004 1,194.00
Old South MR-4005 2,214.00
Palmetto Dunes MR-4006 1,696.00
Sea Pines Resort MR-4007 1,696.00
Heritage Golf Group MR-4009 3,600.00
HH Nat'l MR-4010 1,082.00
Hampton Hall MR-4011
Sun City Hilton Head MR-4017 1,360.00
The Legends MR-4020 1,082.00
Chechessie Creek Club 1,082.00
Great Life Golf 2,000.00
Membership Total: 19,170.00
Total Revenues: 210,948.16
Expenses
Professional Services
Bookkeeping 6100 3,862.85
Marketing Consultant
Tax Accounting 6102 640.00
Total Professional Services: 4,502.85
Administrative
Travel / Entertainment 6201 619.80
Casual Labor 600.00
Misc. Office Supplies 6204 2,307.56
Rent 9,675.00
Telephone/Fax/Email 6206 642.21
Bank Charges / Credit Card Fees 6300 2,873.97
Internet / Online 6208 536.34
Contributions 6920
Insurance Expense 6950 1,369.00
Total Administrative: 18,623.88




For the Twelve Months Ending December 31, 2024

SC Low Country Golf Course Owners Assoc.
Income Statement

GL Account January- December|
Code 2024

Salary / Wages
Executive Director 6000 40,000.08
Total Salary / Wages: 40,000.08
Dues & Subscriptions
SCG-NGCOA 6601 6,781.00
Member Dues/Chambers/Hosp 6602 1,150.00
Miscellaneous Subscriptions 6603
Total Dues & Subscriptions: 7,931.00
Golf Passbook Expense
Commissions and Fees Expense 6650
Passbook Expenditure Schedule 6700
Passhbook Promotional Ads 6702
Passbook Printing & Graphics 3,250.12
Postage/Certified Mail (pb's) 6703 561.42
Total Passbook Expense: 3,811.54
Marketing
Public Relation / Advertising - HHI Tax Grant | MKT-6410 128,868.78
Sponsorship Expense MKT-6413 17,500.00
Heritage Promotion MKT-6415
Broadcast Golf Channel & Radio Advertising MKT-6416
Digital MKT-6417 22,832.42
Trade Shows / Regional Shows 3,500.00
Consumer Golf Shows 3,306.68
Buffalo PR - Golf Island Mktg
Consulting - Impact Golf MKT-6425 32,500.00
Email Marketing MKT-6424 6,000.00
Misc. Expense Contingency MKT-6436
Total LGCOA Marketing Expenses: 214,507.88
Taxes
Other Taxes Expense 6250 51.85
SC Admissions-Passhooks 6707
Beaufort County (2.5%)-Passhok 6709
Total Taxes: 51.85
Total Expenses: (289,429.08)
Net Income LCGOA - Association $ 78,480.92)




SC Low Country Golf Course Owners Assoc.
Income Statement
For the Twelve Months Ending December 31, 2024

GL Account January- December|
Code 2024

Guide To Golf
Revenues
Spring - Golf Course Listings $ 13,300.00
Spring - Golf Course Ads 40100 $ 34,915.00
Spring - Other Ads 40200 5,110.00
Summer - Golf Course Ads 40410 15,000.00
Summer - Other Ads 40420 42,475.00
Fall - Golf Course Ads 40600 20,350.00
Fall - Other Ads 40650 44,125.00
Other Income 450.00
Total Revenues 175,725.00
Cost of Sales
Printing Cost - Spring 5000 20,305.25
Printing Cost - Summer 50010 20,305.25
Prinitng Cost - Fall 50020 20,305.25
Acrticle Writing Cost 50500 2,850.00
Graphics Cost-Spring Issue 51000
Graphics Cost-Summer Issue 51001
Graphics Cost-Fall Issue 51002
Distribution Cost 57000 18,000.00
Total Cost of Sales 81,765.75
Gross Profit 93,959.25
Expenses
Bad Debt Expense 61500
Bank Charges 62000
Commissions-Fleming Golf 63500 21,595.85
Commissions/Contract Labor
Accounting/Consulting 68500 4,800.00
LGCOA General Mktg 69400
Meals and Entertainment Exp 70500
Postage & UPS Expense 73500
Rent or Lease Expense 74000
Supplies Expense 75500
Utilities Expense 78000
Total Expenses 26,395.85
Net Income - GUIDE TO GOLF $ 67,563.40
Net Income - Combined ($ 10,917.52)




SC Low Country Golf Course Owners Assoc.
Balance Sheet
For the Twelve Months Ending December 31, 2024

ASSETS

Current Assets

CSB Checking 33,708.20

CSB Operating 57,481.73

LR AR 2

CSB Marketing 278,623.19

Accounts Receivable 80,725.83

Total Current Assets 450,538.95

Magazine - Goodwill $ 200,000.00

Accumulated Depreciation

Property & Equipment

Total Property and Equipment 200,000.00

Other Assets

Total Other Assets

Total Assets $ 650,538.95

LIABILITIES AND CAPITAL

Current Liabilities

Settlement with Frey Media

Accounts Payable $ 17,064.46

Admissions Tax payable $ 4,554.28

Total Current Liabilities 21,618.74

Long-Term Liabilities 27,500.00

Total Long-Term Liabilities 27,500.00

Total Liabilities 49,118.74

Capital

Retained Earnings 612,337.73

Net Income (10,917.52)

Total Capital 601,420.21

Total Liabilities & Capital $ 650,538.95




SC Low Country Golf Course Owners Assoc.
Income Statement
For the Twelve Months Ending December

31, 2023
GL Account | January- December
Code 2023

Revenues
Passhook LCGOA (400) M-400 $ 73,074.84
Passbook LCGOA (125)
Interest / Misc. Income 4100 3,943.74
Gl Mkt Fees / Courses MKT-405 |'$ 26,500.00
Beaufort County Tax Grant $ 20,000.00
HHI Tax Grant $ 21,094.66
Other Income 4300 258.00
Revenue Sub-Total: 144,871.24
Membership Revenue
Bear Creek 970.00
Brown Golf MR-4001 1,160.00
Golden Bear / Indigo Run
Country Club HHead/Golden Bear MR-4003 658.00
Crescent Pointe 1,132.00
Old South MR-4005
Palmetto Dunes MR-4006 1,846.00
Sea Pines Resort MR-4007 1,846.00
Heritage Golf Group MR-4009 2,000.00
HH Nat'l MR-4010 1,132.00
Hampton Hall MR-4011
Sun City Hilton Head MR-4017 1,360.00
The Legends MR-4020 1,132.00
Chechessie Creek Club 1,132.00
Great Life Golf 1,293.00
Membership Total: 15,661.00
Total Revenues: 160,532.24
Expenses
Professional Services
Bookkeeping 6100 3,535.95
Marketing Consultant
Tax Accounting 6102 600.00
Total Professional Services: 4,135.95
Administrative
Travel / Entertainment 6201 1,169.27
Casual Labor 510.00
Misc. Office Supplies 6204 1,871.14
Rent 120.00
Telephone/Fax/Email 6206 621.14
Bank Charges / Credit Card Fees 6300 3,138.27
Internet / Online 6208 492.00
Contributions 6920 1,000.00
Prior Period Old Write off
Insurance Expense 6950 1,252.00
Total Administrative: 10,173.82




SC Low Country Golf Course Owners Assoc.
Income Statement
For the Twelve Months Ending December

31,2023
GL Account January- December|
Code 2023

Salary / Wages
Executive Director 6000 36,666.74
Total Salary / Wages: 36,666.74
Dues & Subscriptions
SCG-NGCOA 6601 11,308.11
Member Dues/Chambers/Hosp 6602 940.00
Miscellaneous Subscriptions 6603
Total Dues & Subscriptions: 12,248.11
Golf Passbook Expense
Commissions and Fees Expense 6650 520.00
Passbook Expenditure Schedule 6700
Passhbook Promotional Ads 6702
Passbook Printing & Graphics 2,534.62
Postage/Certified Mail (pb's) 6703 505.25
Total Passbook Expense: 3,559.87
Marketing
Public Relation / Advertising - HHI Tax Grant | MKT-6410 107,464.13
Spring 2017 Planner Printing MKT-6413
Heritage Promotion MKT-6415 20,000.00
Broadcast Golf Channel & Radio Advertising MKT-6416 27,500.00
Digital MKT-6417 10,000.00
Trade Shows / Regional Shows 3,500.00
Printing/Production
Graphic Design
Consulting - Impact Golf MKT-6425 30,000.00
Email Marketing MKT-6424 8,000.00
Misc. Expense Contingency MKT-6436 7,000.00
Total LGCOA Marketing Expenses: 213,464.13
Taxes
Other Taxes Expense 6250 50.00
SC Admissions-Passhooks 6707
Beaufort County (2.5%)-Passhok 6709
Total Taxes: 50.00
Total Expenses: (280,298.62)
Net Income LCGOA - Association ($ 119,766.38)




SC Low Country Golf Course Owners Assoc.
Income Statement
For the Twelve Months Ending December

31,2023
GL Account January- December|
Code 2023

Guide To Golf
Revenues
Spring - Golf Course Ads 40100 $ 15,550.00
Spring - Other Ads 40200 39,753.00
Summer - Golf Course Ads 40410 17,950.00
Summer - Other Ads 40420 38,728.00
Fall - Golf Course Ads 40600 15,550.00
Fall - Other Ads 40650 40,893.00
Other Income
Total Revenues 168,424.00
Cost of Sales
Printing Cost - Spring 5000 35,313.80
Printing Cost - Summer 50010 1,500.00
Prinitng Cost - Fall 50020 20,305.25
Article Writing Cost 50500 2,600.00
Graphics Cost-Spring Issue 51000
Graphics Cost-Summer Issue 51001
Graphics Cost-Fall Issue 51002 331.32
Distribution Cost 57000 18,240.00
Total Cost of Sales 78,290.37
Gross Profit 90,133.63
Expenses
Bad Debt Expense 61500
Bank Charges 62000
Commissions-Fleming Golf 63500 28,054.50
Freight Expense
Accounting/Consulting 68500 4,400.00
LGCOA General Mktg 69400
Meals and Entertainment Exp 70500
Postage & UPS Expense 73500
Rent or Lease Expense 74000 8,750.00
Supplies Expense 75500
Utilities Expense 78000
Total Expenses 41,204.50
Net Income - GUIDE TO GOLF $ 48,929.13
Net Income - Combined ($ 70,837.25)




SC Low Country Golf Course Owners Assoc.
Income Statement
For the Twelve Months Ending December
31,2023

ASSETS

Current Assets

CSB Checking 111,494.03

CSB Operating 20,421.00

CSB Marketing 2,409.18)

69@6999

CSB Money Market 306,338.99

Accounts Receivable 42,567.83

Total Current Assets 478,412.67

Magazine - Goodwill $ 200,000.00

Accumulated Depreciation

Property & Equipment

Total Property and Equipment 200,000.00

Other Assets

Total Other Assets

Total Assets $ 678,412.67

LIABILITIES AND CAPITAL

Current Liabilities

Accounts Payable $ 61,711.54

Admissions Tax payable $ 4,363.40

Total Current Liabilities 66,074.94

Long-Term Liabilities

Total Long-Term Liabilities 0.00

Total Liabilities 66,074.94

Capital

Retained Earnings 683,174.98

Net Income (70,837.25)

Total Capital 612,337.73

Total Liabilities & Capital $ 678,412.67
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