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A Focus on
Effectiveness

• Envisionit constantly monitoring our media placements 
and looking for opportunities and improvement 
• Already a significant improvement in digital ad performance and 

website traffic

Website Metrics MoM YoY

Users +18% +139%

Engaged Sessions +34% +109%

Destination Guide 
Requests

+163% +344%

Digital Ads MoM

Impressions +69%

Clicks +52%

Spend +51%

Cost Per Click N/C
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Precision and 
Flexibility

• Capitalized on our audiences who is seeking 
alternative Spring Break plans with the unrest that is 
happened in Mexico.  
• Digital ads targeting people who have or were searching the 

Puerto Vallarta area for vacations. 

• Weather Triggering
• Three weeks ago, we added “winter escapee” messaging to 

capitalize on snowy markets. Increasing our spend in New 
York, Boston, Philadelphia. 

• Billboards on I95 (NY/NJ) and I90 (Boston) highlighting the 
real-time difference in temperature
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Firestone Grand Prix

• Leveraging a marquee event for Visit 
St. Pete Clearwater

• Added welcome signage at PIE

• Focused marketing on maximizing 
exposure to the national and 
international broadcast audience
• Friday practices on FS1
• Saturday, the inaugural NASCAR Truck 

series, on Fox 12-3pm
• Sunday, the opening of the IndyCar 

season, on Fox 12-3pm
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Firestone Grand Prix
• Almost 3 million people saw the sun shining in 

St. Pete over the race weekend.

YouTube 

IndyCar: 328K views of the race and race highlights

NASCAR Trucks : 158K views of the race and race highlights
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Firestone Grand Prix
• Millions more on social media.

Organic:
• Views: 2,187,547 views
• Accounts reached: 29,279
• Engagements: 16,163

727 Society & Partner Collab Posts:
• Views: 227,991
• Engagements: 10,392

Paid Ads:
• VisitSPC Landing Page Views : 26,642
•  Impressions: 551,428
•  Reach: 304,552
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Valspar PGA

• Focused on pre-event content to 
connect the tournament with 
America’s Favorite Beaches
• Partnered with Ronde Barber, PGA Tour 

player, Stephan Jäger and golf personality, 
Will Lowery

• Created a Sand Shot challenge, with a 
difference.



• Full 11 min episode on VisitSPC and 
Valspar Tournament YouTube channels
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Time for a Change
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Evolution

• After more than a year with our Ampersand campaign and a new advertising 
agency up to speed, it is time to evolve our message

• The Challenge
• Most Florida destinations are a “sea of sameness” depicted by interchangeable images of 

sun and sand and happy people.
• Rather than presenting the the world with a postcard, we will show them a pulse.

• Ampersand was successful and stood out from the crowd, but the 50/50 split often 
limited the message. Emotion and storytelling is hard to convey
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Our Message 

Every beach destination promises sunshine and memories made in the 
sand, but in St. Pete-Clearwater, our promise stretches far beyond the 
shoreline. 

Yes, our white-sand beaches are world-class, but this is a place where 
you can bask in so much more than sunshine. 

Here, you can catch some rays and catch a show. Build a sandcastle 
and sleep in a palace, lay out on white-sand beaches and dig into 
world-class dining.

There is a unique cultural side to St. Pete-Clearwater





Targeting Our
Message 

• With precise targeting we 
can make sure our different 
target audiences get 
messaging and visuals that 
are most relevant to them













2027















St.Pete-Clearwater

May 4 to May 16, 2027

The Ocean Race Village will be based 

at the St. Petersburg Yacht Club

The IMOCA fleet (60-foot foiling sailboats) 

will be berthed at the waterfront by USF 

during the stopover. 

Events planned for Tampa Bay and along

The Gulf Beaches
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