
TOURIST 
DEVELOPMENT 
COUNCIL
ADVERTISING & PROMOTIONS
8/16/2022



GULF TO BAY



Gulf to Bay 
Destination Magazine

• 10th Anniversary Issue

• Partnership with Tampa Bay Times

• 500,000 copies

• Distribution details:
• June 26: 115,000 households in our Florida 

markets: Orlando, Jacksonville, Miami-Ft. 
Lauderdale, West Palm Beach, Ft. Myers

• July 31 & August 7:305,000 households in our 
out-of-state markets: Chicago, Philadelphia, 
DC, Boston, Atlanta, Cleveland, Pittsburgh, 
Indianapolis, Nashville, Columbus, Cincinnati

• Mail fulfillment piece for all online destination 
magazine orders

• AAA offices, VISIT FLORIDA Welcome 
Centers, St. Pete-Clearwater International 
Airport and Tampa International Airport













BRAND 
CAMPAIGN



Brand Platform

Visit St. Pete/Clearwater’s brand platform, first 
identified in 2014, was purpose‐built to connect with 
visitors on a deeper, emotional level. 

Positioning on a potent human value that matches the 
brand experience and fits with current and prospective 
customer values allows Visit St. Pete/Clearwater the 
opportunity to become the antidote for what people feel 
is missing in their lives.

Past research concluded the intersection point between 
the essence of St. Pete/Clearwater and visitors’ (current 
and prospective) personal values is VIBRANCY.



VIBRANCY
a state of being 
full of energy, 

enthusiasm and 
brightness

BRAND
World-class art museums, 
beaches, restaurants, and 

attractions come together in a 
vibrant tapestry that stimulate 

and heighten one’s senses.

AUDIENCE
Our social, enjoyment-

seeking, culturally-inspired, 
creative target audience is 

not seeking the same boring 
beach experience as 

everyone else.

CULTURE
To answer the gap of 

engagement and 
connection in life, people 

are craving immersive 
experiences that heighten 
senses and bring intense 

pleasure.

Brand 
Platform



Brand Campaign

• Since 2014, Visit St. Pete/Clearwater has creatively 
expressed the vibrancy brand platform in several 
successful marketing brand campaigns.

• In 2021, we identified a need for a new campaign.

• Last significant creative production development 
was in 2014.

• Since then, new product has been added in the 
market.

• Brand perception study identified new 
opportunities for connecting with potential visitors.

• Importance for VSPC creative to be fresh and 
memorable.



Considerations

Traveler priorities/preferences

Marketing objectives/priorities

Brand perception strengths/opportunities

Creative testing results

Brand framework/Creative implications



Traveler Priorities
for Overnight 

Destination Selection

• Overall ambiance & atmosphere
• Opportunities to relax
• Natural beauty
• Ease of getting around
• Appealing hotels/resorts
• Restaurants/local food scene
• Welcoming/friendly locals
• Beaches that suit their taste
• Outdoor activities
• Unique history and heritage

Destination Analysts – Visit St. Pete/Clearwater 2021 Brand Perception Study



Destination 
Marketing Priorities
• Create a powerful message and 

connection strategy built off our brand 
platform, vibrancy.

• Ensure St. Pete/Clearwater is portrayed 
as a family-friendly destination

• Position St. Pete/Clearwater as a premier 
destination with a diverse collection of 
world-class arts and culture

• Highlight inclusive and diverse culture of 
the destination - accessibility

• Focus on beach but highlight entire 
destination



Brand Perceptions

St. Pete/Clearwater 
STRENGTHS               

• Relaxation

• Beaches that suit my taste

• Outdoor activities

• Natural beauty

St. Pete/Clearwater 
OPPORTUNTIES to grow

• A strong arts scene

• A place with a variety of 
things to do 

• A place with unique, 
one-of-a-kind experiences

• A place of younger travelers

• A destination with an overall 
ambiance and atmosphere

Destination Analysts – Visit St. Pete/Clearwater 2021 Brand Perception Study







Creative Testing

• Partnered with Destination Analysts

• Thirty (30) in-depth interviews in January 2022

• Diverse audience inclusion of leisure travelers

• Participants resided in key target markets

• Each one-on-one interview lasted approximately 60 
minutes, during which participants reviewed two 
different potential advertising campaign concepts

“Let’s Shine” outperformed alternate 
concept

Destination Analysts – Visit St. Pete/Clearwater 2022 Creative Testing Research



Creative Testing Insights

• Aligned well with travelers’ definition of vibrancy –
colorful, exciting, alive and energized

• Appealed to Millennials and Baby Boomers alike

• Found campaign to be inclusive and welcoming
• Especially with invitation of “Let’s”

• Portrayed St. Pete/Clearwater as a place with a:
• Strong arts scene
• Variety of things to do

• Participants noted:
• The importance to portray the beach
• Want to see more of the uniqueness of the 

destination
• Want to see a diversity of activities

Destination Analysts – Visit St. Pete/Clearwater 2022 Creative Testing Research



CAMPAIGN



It’s time to bask in the sunshine again. And in St. Pete/Clearwater the sun 

always shines a little brighter. Here, regardless of weather or season, day 

or night, every visit is vibrant and rejuvenating. Every color is more vivid, 

every sip more flavorful, every smell more intoxicating, every touch more 

intense. Every moment more memorable. So, let’s escape. Let’s make the 

most of every visit. Let’s get together by getting away. Let’s shine.

Let’s Shine.



SAMPLE 
PHOTOGRAPHY























CREATIVE





















Central/East Florida OOH



Central/East Florida OOH



DISPLAY BANNER ADS





THANK YOU!
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