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Overview

Media Buys

Visit St. Pete/Clearwater

Home to America's Best Beaches, avibrant arts community and amazing outdoor
S ry & B | | experiences, St Pete/Clearwater is a sunny destination that's just your style.




OVERVIEW

Strategy & Approach



Primary Objectives

33%

78 ENGAGEMENT Quality Content that
drives consideration

2k3/8 CONVERSION: Get the bookings &
make economic impact
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Tactics

Consistent Presence

Effective Media Levels

e Diverse Media Mix

Relevance

Innovation
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Geographic Targeting

DRIVE:
Florida, excluding Tampa/St. Pete

FLY:
States east of the Mississippi, Texas
and Ontario, Canada

Heavier presence in Digital +
Traditional Markets:

Atlanta, Cincinnati, Indianapolis,
Nashville, Chicago, Minneapolis,
Detroit

Split budget 75/25 Fly/Drive during Winter months and 50/50 during Summer months



Audience Targeting

Leaning into Behavioral Targeting: Travel Enthusiasts with Intent
e Core offerings: Beach, Family, Outdoors, Arts, Food & Craft Beer

e Interest in Sustainable Travel

e Continued focus on Diversity & Inclusion: Black travelers, Latinx travelers,
Accessibility, LGBTQ+

e Growing Market Share: Effectively compete with Myrtle Beach, Sarasota,
Naples, Panhandle, Space Coast / Daytona, Gulf Shores, Hilton Head



Media Mix
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Video Long-Form Content Display
and Rich Media (Text, Static)
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ALWAYS ON

Search Engine Marketing: SEM + YouTube
Social: Facebook + Instagram LET'S
Programmatic: Display + Video S
Proven Performers: Expedia, Atlas Obscura, Nativo @




NEW ALWAYS ON

Ad+Genuity: InFeed Video
High-impact video “politely”
appears to users as they
scroll through content

Custom skin and/or end
card for additional branding

But unlike when some of these musty

photos were snapped, parents today might
take a dozen photos of their kids even
before noon, posting the best ones to
Instagram and texting them to the
grandparents before trashing the blurry,
less-than-ideal shots.

Kodak once touted 2000 as a landmark
year, when the number of photos taken
worldwide first eclipsed 80 billion. Fast
forward to 2017, when just about everyone
has a cellphone camera in their back pocket,
and that figure jumped to a staggering 1.2




NEW ALWAYS ON

Nativo Stories and Canvas
High-impact video “politely”
appears to users as they
scroll through content

Custom skin and/or end
card for additional branding

Stories
- —

itineraries.

HERE'S PROOF THAT
FLORIDA IS AN OUTDOOR
LOVER'S PARADISE
[WATCH]




WINTER PROGRAMS

Social: TikTok + Pinterest
CTV/OTT: Ad+Genuity + Hulu
Programmatic: Weather Triggered + Rich Media

Custom Programs: Tripscout, TripAdvisor, Axios + Hopper




NEW Pinterest

. . . . e -\ Self-guided
It's where travel inspiration and S I aiking cours

personal discovery is happening

Keyword and travel-related content
targeting

Creative options include Images,
Videos and Ideas



NEW Weather-Triggered

Rub it in when it's cold and
snowing

Runs on Accuweather and
Weather.com

Custom messaging - sunshine
and warmth




NEW PadSquad

Full-screen mobile “politely”
reveals within story feed

Fun, cool, interactive options

Self-contained, rich storytelling
without any further clicks

©Q BRADENTON,FL 4

HERE IS EXACTLY
WHERE YOU NEED TO BE




NEW Tripscout

Instagrom
. . % oanniewhere -
Top travel-planning app with @& e
extensive influencer network

Robust offerings with SMM
guaranteed impressions




Big growth, big deals, and (& (eelB
everyone likes a deal R e aa Push Notification

* Y HOPPER now
Trees
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Deal Drop! $25 off hotels in St. Pete/Clearwater
S No strings attached - save $25 if you book on

Homescreen, push notifications (07 e
- . . . ] P n opper berore October 3
and Destination microsite with " 0

Video Loop

nnnnnnnnnnnnnnn

Unlock all Deals -






Overview

7 11 2
tactics supporting pieces of custom influencer
vertical video long-form content programs

5 9

hew partners new tactics

$500K+

negotiated added value




Budget & Breakdowns

$4,250,000 total net media

Summer
16%
Display (Text Video
or Image) 33%
32%

Co-Op
Always-On
Brand
51%

Winter

Digital
26% -

76%

Long-Formor
Rich Media
35%




Q&A



