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MARKETING UPDATE 



Parallel Paths

• Envisionit continues to develop our 2026 strategic 

approach, media plans and creative direction

• Not waiting as, we need to be in market during the 

crucial Q4 consideration window

• Northeast/Midwest

• National Print & Digital

• Canada

• Drive Markets.

• Specials & Promotions



Northeast/Midwest

• Broad campaign across key markets, continuing with the 

Ampersand creative direction

Market St Philadelphia 

                                     Times Square, New York



Print & Digtal

AFar Travel Weekly

Digital



Canada

Digital campaign targeted to 

potential travelers in Ontario 

giving them “permission” to 

visit while highlighting different 

aspects of the destination.



Canada

A quick turnaround campaign to support the Blue 

Jays in the World Series.

• In Toronto - billboards, bus shelters, bars & 
restaurants

• Locally, social promotion of the watch parties

In Florida

In Toronto



Drive Markets

Strategically placed digital and fixed outdoor

Locally targeted digital ads 
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PTO
Society for Human Resource Management that 

found 48% of employees in the U.S. expect to have 

unused, paid vacation time left over by the end of 

the year. 

So, we decided to reward people for using their 

remaining PTO days in St. Pete-Clearwater



Wheel of Fortune

• Adara retargeting campaign to people 

who watched the show

• Live More Floridays Sweeps generated 

90,000 + entries.



Tampa Bay Lightning
• Our sponsorship with the Lightning primarily focuses on out-of-town fans through their 

DED boards, dynamically replaced signage for broadcasts outside of Tampa Bay.

• Additional elements include on site activations and what has become one of their most 

popular in-game features.



Podcast
Podcast series “Must Dos & Hidden Gems” builds on the 

itinerary section in Gulf to Bay.

Partnered with Tampa Bay Times to produce.

Distributed on all the major podcast platforms,  Apple, Spotify, 

iHeart etc.

5 episodes, each featuring a different part of the destination.
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