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MARKETING PLAN INTRODUCTION FY 2018

The visitor and convention bureau (VCB) is St. Johns County’s (SJC) 
designated destination marketing organization (DMO). As tourism is 
the lifeblood of St. Johns County’s economy, it is important to market 
the entire destination using innovative and strategic methods with the 
goal of being a global destination for premier leisure and group travel. 
The FY 2018 marketing plan defines these strategies. 

For FY 2018, the VCB has planned for a significant budget decrease 
(-21 percent in marketing spend, -16 percent overall). The budget for 
FY 2017 was artificially enlarged due to the one-time distribution 
of previously unallocated funds identified by St. Johns County. This 
year, the allocation of anticipated Tourist Development Tax (TDT) 
collections to destination marketing (Category 1) is $4,986,017, 
based on an estimate of 5 percent more than what is expected to 
be collected in FY 2017. With this reduction in funding, the VCB’s 
spend on marketing is still a healthy 75 percent – 8 percentage points 
higher than the average for Florida DMOs and 18 points higher than 
DMOs of similar size nationwide, according to Destination Marketing 
Association International. In this plan, the VCB sets out new initiatives 
to improve efficiency and enhance reach while continuing to deploy 
tried-and-true methods to accomplish its mission of driving visitation 
to St. Johns County during FY 2018.

    In FY 2018, the VCB will improve on the redesigned primary 
website, www.FloridasHistoricCoast.com, especially in the 
areas of navigation, content relevance and SEO activation. The 
VCB will also build working relationships with other websites 
in the destination. As successfully initiated in FY 2017, social 
media enhancements will continue to add relevant user-
generated content to the website. Metrics will continue to 
evolve to better reflect the impact of the site on visitors.
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   eCRM programs will be increased as the database has reached 
a milestone of 119,000 addresses, which makes it efficient to 
communicate to targeted segments with refined and highly relevant 
messaging (e.g., fishing messages to fishermen, golf messages to 
golfers, etc.).

   Consistent with the latest research findings, destination branding 
messages will evolve to reinforce the fact that there is more to do 
in Florida’s Historic Coast® than expected, which will resonate with 
Millennials’ and Boomers’ desire for new experiences. Messaging 
will retain the features that the audiences report are meaningful to 
them.

   Expanding the destination’s presence and active engagement on 
social media sites will grow and continue to foster more immediate 
and relevant interactions among visitors. It also increases 
interactions between visitors, the VCB and its stakeholders. Social 
media will also be more thoroughly integrated into the content 
activation for the website and database acquisition.

   Based on research suggesting a flattening of demand for travel and 
enhanced competition from other destinations, the VCB will focus 
on affordably retaining its presence in key drive markets and only 
the most historically productive fly markets. 

   The VCB will build on a joint initiative with the St. Johns Cultural 
Council (SJCC) and St. Johns County Cultural Events Division to 
market a branded, demand-enhancing collection of events and 
activities to drive overnight visitation in the slow period from mid-
August through September. Throughout the year, the VCB will 
continue to collaborate with the SJCC on other arts, culture and 
heritage–oriented destination marketing.

   In FY 2018, the VCB will build on its support of the leisure and 
recreation division (Category 3) work. It will also anticipate the 
initiation of a countywide sports authority by facilitating overnight 
sporting events with trade show prospecting by the expanded sales 
team. The addition of a staff member has freed our sales team to 
solicit new appropriate sporting events and tournaments, while the 
VCB continues to provide lodging information, additional activity 
suggestions and publicity in markets outside of St. Johns County 
for event organizers.

   Strategic initiatives to drive specific objectives, such as increasing 
midweek visitation, daytrip conversion to overnight stays and 
religious tourism, will be expanded in FY 2018.

   Hispanic marketing initiatives, which began in 2012, will be 
enhanced in FY 2018 with more and better-integrated publicity, 
advertising, promotion, sales and product development.

   Anticipating a significant decline in co-op opportunities with Visit 
Florida, the VCB will look to more regional partnerships with other 
destinations.

    Active engagement with local, regional and statewide tourism-
related organizations has and will continue to keep SJC 
tourism connected to the latest trends and in a position to 
influence them.

    The VCB will field educational presentations to demonstrate 
and reinforce the contribution of tourism to the residents and 
economy of SJC.
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In FY 2018, the St. Johns County tourism industry will embrace 
opportunities while continuing to face serious challenges.

   Major industry analysts project a slight decline in domestic travel 
and greater declines in international travel through 2017 and into 
2018. They also predict a flattening of lodging occupancy and 
average daily rate growth. As Florida’s Historic Coast expands 
lodging inventory, demand generation must be the highest priority.

   Millennial families present the best long-term opportunity for 
growth and replacement of aging Matures and Boomers, so 
touristic experiences and messaging will have to evolve to address 
this change without alienating the current visitor base.

   While Millennial families are expected to spend more on travel, they 
express genuine concern for and actively pursue values in their 
vacation choices. That means recognizing the growth of alternative 
lodging (e.g., Airbnb, VRBO, etc.) and thoughtful pricing by 
traditional hotels, motels and B&Bs will be more important in 
FY 2018.

   Growing concerns over parking and traffic congestion caused by 
regional growth and rising visitation continues to fray residents’ 
patience and may, without countermeasures, diminish the quality of 
the visitor experience.

   Burgeoning social media and mobile online environments are 
diluting commercial messaging opportunities, requiring constant 
reevaluation and updating of marketing tools.

The VCB team, its board and vendors will focus on thoughtful and 
practical responses to these and other serious challenges as they 
present themselves, which will make us smarter and more capable of 
achieving our overall mission.

MISSION STATEMENT

Brand and market the destination globally as a premier leisure, 
convention and incentive destination; communicate the area’s assets 
and inherent benefits to consumers, meeting planners, the travel 
trade, media, the local community and constituents; and facilitate the 
opportunity for partners to promote their individual businesses within 
that framework.
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KEY PLANNING OBSERVATIONS FOR FY 2018

1.  The forecast for travel in the coming year is flat overall with the only 
real growth being driven by Millennial families, who are traveling 
and spending more than their peers in the past 12 months and are 
expected to do the same during the coming year.

2.  Domestic destinations will be getting an increased share of 
visitation from American vacationers as the prospect of traveling 
abroad becomes more uncertain. This points to increased 
competitive activity as domestic DMOs aggressively solicit those 
extra visits in an attempt to lure them to their destinations.

3.  The St. Augustine | Ponte Vedra brand has never been more 
defined and salient in the marketplace, thanks to years of consistent 
messaging and constant pressure. With that clarity comes the 
opportunity to overcome those remaining barriers to visitation – 
and revisitation – by broadening the definition of the destination 
for all.

4.  For the first time in two years, interest in visiting Florida’s Historic 
Coast® has softened a bit, with Millennials significantly leading the 
way in interest over other generations. Recent success could be 
the culprit; as more folks from traditional target generations have 
visited, many may feel they’ve been there, done that.

5.  Road trips – once the staple of all great American vacations – are 
again on the rise. This bodes well for a destination such as Florida’s 
Historic Coast, where so much of its visitation originates in drive 
markets.

SITUATION ANALYSIS
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6.  Proposed cuts to the Visit Florida budget – and certainly many 
of their valuable cooperative programs – could significantly 
alter where Florida DMOs look to source visitors as it becomes 
increasingly cost prohibitive to market far away from home.

7.  Google is now the top travel website amongst Americans as that 
ever-popular search engine increasingly provides consumers 
the ability to research destinations and book flights, hotels and 
rental cars without ever having to leave the Google search results 
page. This has ramifications for the kind of content delivered to 
consumers, where and when that content is delivered and what, 
exactly, it asks consumers to do. It also impacts DMOs’ ongoing 
ability to remain the authority on vacationing in a destination 
as consumers increasingly trust Google as the source of that 
information.

LEISURE TRAVEL CLIMATE

Travel Intent

For the first time in some time, MMGY Global forecasts no growth 
in leisure travel for the coming year. The 2017 Portrait of American 
Travelers® – MMGY’s annual study on American travel habits – suggests 
both the number of vacations consumers plan to take in the coming 12 
months and the amount they intend to spend while on those vacation 
to be a bit off the pace of the previous year.

When asked about whether they would take more, the same or 
fewer vacations in the coming year, 25 percent said they’d take more 
vacations while 19 percent reported they’d take fewer trips. This 
represents a 6-point positive variance in intent to travel, significantly 
off 2016’s pace of 14 percentage points and equal to that of 2015.
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YEAR PERCENT POINT INCREASE IN VACATION INTENTIONS

2007 11

2008 11

2009 7

2010 2

2011 6

2012 6

2013 0

2014 0

2015 6

2016 14

2017 6

Source: 2017 Portrait of American Travelers®
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A flat category isn’t necessarily the harbinger of dark days to come. 
Instead, it could very well be consumer reaction to postelection 
realities or a temporary plateau as consumers catch their breath 
following a hot couple of years.

However, a flat category does point to the need for shifting share from 
competitors in order to grow St. Johns County’s business over the 
coming 12 months. With a smaller media budget in FY 2018, that calls 
for a combination of focus and innovation to effectively compete in 
what promises to be a hypercompetitive year.

TRAVELER SENTIMENT INDEX™

This flatness is corroborated in data from MMGY Global’s 
travelhorizons™ study, a quarterly survey fielded since 2007 that 
contemplates travel intent based on emerging economic, social 
and political developments. This data is reported via the Traveler 
Sentiment IndexTM (TSI), which is derived from six variables that 
consist of interest in travel, time for travel, personal finances available 
for travel, quality of travel services, affordability of travel and the 
perceived safety of travel.

For the second quarter of 2017, TSI posted a solid 110 – a full 10 points 
above its initial reading back in 2007 – but off last quarter’s pace by 5 
points. In fact, all six measures were down with the largest drops being 
in time for travel at 8 points lower than last quarter, and personal 
finances available for travel and perceived affordability of travel, both 
at -6 points. 

YEAR INTEND TO SPEND ON VACATIONS/NEXT 12 MONTHS

2013 $4,198

2014 $4,946

2015 $4,742

2016 $5,182

2017 $4,815

Source: travelhorizons™ 2017 Wave II 

Source: 2017 Portrait of American Travelers®

Travelers are also reporting that they’ll be spending a bit less on their 
vacations during the coming year. For 2017, consumers project they’ll 
spend an average of $4,815, off 2016’s high-water mark of $5,182, but 
still ahead of the $4,742 posted in 2015.
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Source: 2017 Portrait of American Travelers®

EMERGENCE OF MILLENNIAL FAMILIES

Encouragingly, there is one bright spot in the coming 12 months: 
Millennial families. Representing half of the Millennial traveling 
market – now the largest living generation and a formidable economic 
force – Millennial families are clearly in vacation growth mode, 
intending to take significantly more trips over the next 12 months 
while spending significantly more than their cohorts, Millennial couples 
and singles. 

When asked if they’re taking more, the same or fewer vacations, 47 
percent of Millennial families reported they’ll take more vacations while 
11 percent said they’ll take fewer, a whopping 36 percentage point 
variance.
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Millennial families estimate they’ll spend significantly more than their 
coupled and single cohorts, looking to allocate $6,282 for travel over 
the next year.

When looking at the numbers, this increased desire to travel among 
Millennial families should come as no surprise; they are significantly 
happier than their coupled and single Millennial peers and much more 
optimistic about their own futures, the futures of their children, their 
careers and America.

Source: 2017 Portrait of American Travelers®

Source: 2017 Portrait of American Travelers®

MILLENNIALS LIFESTAGE

MILLENNIAL 
FAMILIES

MILLENNIAL 
COUPLES

MILLENNIAL 
SINGLES

More 47 23 23

The Same 42 48 53

Fewer 11 29 24

Net Change in 
Travel Intentions

36 -6 -1

MILLENNIALS LIFESTAGE

MILLENNIAL 
FAMILIES

MILLENNIAL 
COUPLES

MILLENNIAL 
SINGLES

Mean $6,281.60 $3,899.10 $3,333.60

MILLENNIALS LIFESTAGE

MILLENNIAL 
FAMILIES

MILLENNIAL 
COUPLES

MILLENNIAL 
SINGLES

Happy 78 66 60
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Source: 2017 Portrait of American Travelers®

INCREASED SHARE FOR DOMESTIC DESTINATIONS

One other piece of positive news is that domestic vacations now make 
up 85 percent of total American vacations, up 7 points from last year.  
This means that travelers are opting to keep their visits – and vacation 
spending – here in the United States.
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While more vacations remaining domestic is good news, it also means 
those vacations up for grabs will be hotly contested. Destinations 
that usually rely on international visitors will look to replace vacations 
lost due to fallout from the international travel ban and the resulting 
perception abroad that foreign visitors are unwelcome in the United 
States.

INTEREST IN VISITING FLORIDA’S HISTORIC COAST

Along with an overall flat travel forecast, MMGY Global is measuring 
some softness around consumer interest in visiting Florida’s Historic 
Coast, with that number being the lowest it’s been since 2014. In 2017, 
32 percent of travelers polled report being interested in visiting the 
St. Augustine | Ponte Vedra area, down from the record 41 percent 
posted in 2016, according the Portrait of American Travelers®.

Source: 2017 Portrait of American Travelers®

Source: 2017 Portrait of American Travelers®

MILLENNIALS LIFESTAGE

MILLENNIAL 
FAMILIES

MILLENNIAL 
COUPLES

MILLENNIAL 
SINGLES

The Future 
of My Children

84 N/A N/A

My Own Future 83 68 70

The Future of the 
Company I Work at

83 54 58

The Future 
of My Job

82 60 49

The Future 
of America

65 35 27

The Future 
of The World

62 35 33

AMERICAN CITIES/REGIONS 
INTEREST IN VISITING DURING 
NEXT TWO YEARS

2013 2014 2015 2016 2017

St. Augustine/ 
Ponte Vedra Beach, FL

28% 27% 34% 41% 32%abd

a Significantly different than travelers in 2013.

b Significantly different than travelers in 2014.

d Significantly different than travelers in 2016.

PERCENTAGE OF TOTAL VACATIONS:  
DOMESTIC & INTERNATIONAL

2016 2017

Domestic destinations 78% 85%d

International destinations 22% 15%d
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Source: 2017 Portrait of American Travelers®

The Millennial traveler significantly leads all other generations, with 
41 percent interested in visiting Florida’s Historic Coast.

While slipping a bit from the high-water 47 percent posted last year, 
that 41 percent represents the second highest measure recorded for 
Millennial interest in travel to the destination.
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Finally and importantly, those interested in visiting Florida’s Historic 
Coast are significantly more active domestic travelers than those not 
interested in visiting, only taking 3.2 vacations a year. This means that 
additional efforts will not be needed to convince this target to travel in 
general, but only to visit Florida’s Historic Coast and visit more often.

Source: 2017 Portrait of American Travelers®

AMERICAN CITIES/REGIONS 
INTEREST IN VISITING DURING 
NEXT TWO YEARS

Millenials Xers Boomers Matures

St. Augustine/ 
Ponte Vedra Beach, FL

41%bcd 30%d 28%d 21%

a Significantly different than Xer travelers.

b Significantly different than Boomer travelers.

d Significantly different than Mature travelers.

AMERICAN 
CITIES/ 
REGIONS 
INTEREST 
IN VISITING 
DURING NEXT 
TWO YEARS

Millennial 
2013

Millennial 
2014

Millennial 
2015

Millennial 
2016

Millennial 
2017

St. Augustine/
Ponte Vedra 
Beach, FL

27% 32% 38% 47% 41%abd

a Significantly different than Millennial travelers in 2013.

b Significantly different than Millennial travelers in 2014.

d Significantly different than Millennial travelers in 2016.

Source: 2017 Portrait of American Travelers®

DOMESTIC VACATION COUNT Interested 
in FHC

Not Interested 
in FHC

Average Number of Demestic Vacations 
Taken During the Past 12 Months

3.2b 2.6

b Significantly different than travelers not interested in visiting FHC.

RGoldman
Sticky Note
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MARKETS OF ORIGIN

Top Markets

Per DK Shifflet data, travel to St. Johns County is predominantly 
from the United States and for leisure purposes. Based on cardholder 
spending in the destination, VisaVue® reports that the majority of 
domestic visitation originates from key Florida markets. These markets 
have held steady for the last two years. (Note that Jacksonville 
outperforms the number one driver of visitation with over one million 
Top originating MSAs by Cardholder count.) 
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Further, VisaVue reports that 2016 year-over-year growth for their 
cardholder spend in the county originated from the following 
Metropolitan Statistical Areas (MSAs): the Tampa-St. Petersburg 
area (9.8 percent), Atlanta (8.2 percent), Jacksonville (7.9 percent), 
the Melbourne-Titusville area (7.3 percent), Washington, D.C., and 
Baltimore (6.4 percent), Gainesville (6.2 percent) and the Miami-Ft. 
Lauderdale area (6.0 percent).

According to DK Shifflet, of the aggregate leisure travel to St. Johns 
County, approximately half are day-trippers with another 40 percent 
staying overnight in paid accommodations (30 percent in hotels, 
10 percent in other types of accommodations). Half of all overnight 
leisure travel to Florida’s Historic Coast originates from Florida. 
VisaVue® data suggests those top overnight Florida markets – again, 
based on their cardholder counts – to be Jacksonville, Orlando, the 
Tampa-St. Petersburg area and the Miami-Ft. Lauderdale area.

Source: VisaVue® Travel 2016 Domestic Tourism Report

Top Originating MSAs by Cardholder Count (000’s)

Jacksonville, FL

Orlando, FL

Daytona Beach, FL

Miami-Fort Lauderdale, FL

Tampa-Saint Petersburg-Clearwater, FL

Atlanta, GA

New York-Northern New Jersey

Gainsville, FL

Washington-Baltimore, DC

Melbourne-Titusville-Palm Beach

1,173.92

204.40

173.40

124.91

94.54

89.54

84.40

70.50

65.78

53.15
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This suggests, interestingly, that Jacksonville is not just a day-tripper 
market; it can also be counted on for a sizable bit of overnight 
visitation. The opportunity exists to aggressively grow overnight stays 
from Florida markets that traditionally send more overall visitation to 
Florida’s Historic Coast.

Road Trips on the Rise

As Americans increasingly favor domestic over international vacations, 
road trips are also on the rise. This is good news for a destination that 
sources the majority of its visitation from the drive markets listed 
above. 

In 2016, road trips represented 22 percent of vacations taken by 
American travelers, while in 2017 the number increased significantly to 
39 percent. Almost half of American travelers took at least one road 
trip during the past 12 months, and MMGY Global predicts even more 
will do so next year.

Source: VisaVue® Travel 2016 Domestic Tourism Report

2016 VisaVue® Lodging Only Cardholder Counts Top MSA

Jacksonville 21,186 13.6%

Orlando 10,838 6.9%

Tampa/St. Petersburg 9,381 6.0%

Miami/Fort Lauderdale 7,717 4.9%

Atlanta 5,725 3.7%

New York City/Northern New Jersey 4,828 3.1%

Washington D.C. 4,183 2.7%

West Palm Beach 3,616 2.3%

Gainsville, FL 3,332 2.1%

Melbourne/Titusville 2,924 1.9%

Daytona 2,902 1.9%

Sarasota/Bradenton 2,088 1.3%

Charlotte, SC 2,087 1.3%

Lakeland/Winter Haven 1,993 1.3%

Philadelphia, PA 1,874 1.2%

Tallahassee 1,688 1.1%

Ocala 1,484 1.0%

Charleston, SC 1,081 0.7%

Savannah 1,167 0.7%

Source: 2017 Portrait of American Travelers®

PERCENTAGE OF TOTAL VACATIONS: 
ROAD TRIPS

2015 2016 2017

Road Trips N/A 22% 39%d

d Significantly different than travelers in 2016.

ROAD TRIPS 2015 2016 2017

Took at least one road trip, defined as a driving 
vacation with multiple stops along the way.

33% 37% 46%cd

c Significantly different than travelers in 2015.

d Significantly different than travelers in 2016.
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Curbed Visitation by International Travelers

The international backlash from the Trump administration’s suggested 
travel ban has begun to take root. Articles such as one entitled “Time 
To Boycott Vacations In The U.S.” in the January 30, 2017, Toronto Star 
suggest what could be on the horizon. 

According to an article on CNN Money, one forecast suggests a 
decline in visitors by 10.6 million this year and the next. That drop – 
nearly 7 percent of expected travelers – could cost the U.S. economy 
more than 18 billion dollars. More than half of that business will result 
from reduced travel from Canada and Mexico.

To counter that threat, destinations that rely on robust international 
visitation like New York City, Seattle, Los Angeles and San Francisco 
are already running creative that sends a message of welcome to the 
world.

Despite such efforts, however, that significant loss of visitation will 
need to be replaced. That it will be replaced with American travelers 
– who are already shifting their vacations to the U.S. versus traveling 
abroad – promises to fuel a hypercompetitive environment into the 
near future. Unlike anything we’ve seen for a number of years, larger 
destinations will move down the food chain and begin to compete 
with destinations once considered too small to be rivals for visitation.

BRAND HEALTH

In 2016, the St. Johns County Tourist Development Council 
commissioned H2R Research to field a brand perception study 
to better understand how the Florida’s Historic Coast brand was 
perceived across the marketplace and relative to its competitors. This 
was the first third-party brand health assessment of its kind in the last 
seven years.

Findings pointed to a robust brand that significantly outperformed 
H2R normative measures and was on par with – and occasionally 
bested – those scores posted by its two closest competitors in the 
historical and beach spaces.

Millennials are leading the resurgence of the road trip. They show 
a significant difference in their intentions to road trip versus other 
generations. Within the Millennial generation, more Millennial families 
took road trips in the past 12 months than Millennial couples (versus 41 
percent) and singles (versus 36 percent). 

Source: 2017 Portrait of American Travelers®

Source: 2017 Portrait of American Travelers®

IN NEXT 12 MONTHS, 
PLAN TO TAKE*

Millenials Xers Boomers Matures

More Road Trips 25%bcd 19% 16% 14%

Same Number of Road Trips 61%bcd 68% 70% 74%

Fewer Road Trips 14% 13% 14% 12%

Net Change in Travel 
Intentions (Road Trips)

11 Points 
bc

6 Points
c

2 Points 2 Points

a Significantly different than Millennial travelers.

b Significantly different than Xer travelers.

d Significantly different than Boomer travelers.

d Significantly different than Mature travelers.

* Among travelers who took at least one road trip vacation during the past 12 months.

MILLENNIALS LIFESTAGE

MILLENNIAL 
FAMILIES

MILLENNIAL 
COUPLES

MILLENNIAL 
SINGLES

Mean 40.07 31.55 33.65
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Likewise, lapsed visitors – defined as those who have visited but not 
in the past two years – indicated the barriers preventing their return 
were primarily having other places they prefer to visit, the “been there, 
done that” syndrome and not thinking about Florida’s Historic Coast 
when planning trips.

Finally, the brand perception study echoed what the Portrait of 
American Travelers® also suggested. It underscored the importance 
of the Millennial audience who posted an incredibly strong market 
potential score and were also slightly less likely than other generations 
to have visited the area. The study pointed out that as Boomers begin 
to age and travel less frequently, converting these Millennials is key to 
keeping the pipeline full moving forward.

COMPETITIVE LANDSCAPE

Not surprisingly – and attributed to a flattening demand for travel 
– interest in visiting all of the destination’s competitors is down in 
2017 versus 2016. All posted 7- to 9-percentage-point differences, 
which are considered to be significant shifts in visitation interest. So, 
encouragingly, all destinations are in the same boat when it comes to 
a softening of prospective traveler interest.

Highlights from that study are as follows:

   Aided brand awareness was 90 percent, whereas Savannah has 96 
percent awareness and Charleston has 95 percent awareness.

   Market potential measure was at 74 percent for St. Augustine | 
Ponte Vedra, versus Savannah at 79 percent, Charleston at 75 
percent and the overall set average at 67 percent.

   Opinion of the area was 80 percent, which is equal to Savannah 
and beating Charleston’s 74 percent.

   Destination relevance measured at 78 percent and beat Savannah 
at 74 percent and Charleston at 69 percent.

   Florida’s Historic Coast posted the strongest affinity scores in the 
set with 32 percent of people saying they had a “Strong Affinity” 
for the destination, 32 percent saying “Love” the destination and 31 
percent saying they would “Recommend” the destination. 

   Intent to visit the destination scored 51 percent and beat Savannah 
at 44 percent and Charleston at 39 percent. 

   Travelers had a clear understanding of what the destination offers 
with 72 percent of respondents saying “historic” and 68 percent of 
respondents saying “beaches.”

The study uncovered some opportunities, especially regarding barriers 
to visiting and revisiting the destination.

For non-visitors, true barriers included a lack of interest in historic 
attractions, not offering enough to keep the kids entertained and 
being too expensive.



SITUATION ANALYSIS

26

SI
T

U
A

T
IO

N
 A

N
A

LY
SI

S

27

SI
T

U
A

T
IO

N
 A

N
A

LY
SI

S

What isn’t encouraging, however, is that certain destinations such as 
Charleston, Orlando, Ft. Myers, St. Petersburg/Clearwater and the 
Palm Beaches have significantly more resources than St. Johns County 
to spend their way out of this dilemma. These total media spend 
numbers sourced from Kantar Media could very well be understated, 
as budgets for Florida’s Historic Coast are underreported by roughly 
$458,000 for CY 2015 and over $1,000,000 for CY 2016.

Source: 2017 Portrait of American Travelers®

Source: Kantar Media

COMPETITIVE AMERICAN CITIES/REGIONS IN-
TEREST IN VISITING DURING NEXT TWO YEARS

2016 2017 % PPt 
Change

The Florida Keys/Key West 63% 54% -9

Orlando, FL 53% 45% -8

Charleston, SC 47% 38% -9

Savannah, GA 43% 36% -7

Miami, FL 43% 35% -8

Tampa, FL 40% 33% -7

Ft. Myers/Sanibel/Captiva, FL 42% 33% -9

St. Petersburg/Clearwater, FL 41% 33% -8

St. Augustine/Ponte Vedra Beach, FL 41% 32% -9

Ft. Lauderdale, FL 39% 31% -8

Panama City Beach, FL 36% 29% -7

Sarasota/Bradenton, FL 35% 26% -9

Destin, FL 31% 25% -6

TOTAL SPEND 2015–2016

MARKET/DESTINATION 2015 ($000) 2016 ($000)

Charleston $8,947 $9,168

Daytona Beach $1,867 $1,378

Ft. Myers $4,883 $4,084

Jacksonville $473 $352

Orlando $6,932 $5,833

Palm Beach $3,452 $3,219

Panama City $1,481 $1,008

Savannah $1,497 $2,925

St. Johns County $930 $1,098

St. Petersburg/Clearwater $3,275 $3,252

Tampa $792 $1,024
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GOOGLE EMERGES AS THE TOP TRAVEL WEBSITE

Changes in 2017 weren’t just limited to destinations and road trips. 
Search engine results are now the most considered information source 
during every stage of travel planning but one – ideas and inspiration, 
which was number two among Millennial travelers. Just last year, 
search engine results were only the most considered source when 
travelers were looking for advice and ratings. 

Additionally, 40 percent of American travelers now use Google 
searches on a regular basis to obtain travel information and prices – 
up by 8 points last year – making it the most popular website used 
during travel planning.

Prospective travelers can get robust content directly on the Google 
search result page without ever having to leave that environment. 
This reinforces the importance of DMOs maintaining ownership of the 
brand story so as to continue to be seen as the expert on vacationing 
in the destination.

Only an effective combination of paid search ads and organic search 
presence will allow a destination to effectively tell – and own – their 
story on that Google search result page, where they are no longer just 
competing with other destinations and online travel agents. 

This budget gap suggests the need to be extremely judicious and 
focused in market and media selection in the coming fiscal year to 
ensure the kind of weight levels that will ensure that Florida’s Historic 
Coast’s work is seen, heard and felt. 

Exacerbating the competitive spend issue is the Florida Legislature’s 
recent 67-percent cut to Visit Florida funding. Amid questions 
concerning accountability, transparency and spending practices, Visit 
Florida’s operating budget was slashed from last year’s $82,000,000 
down to just $25,000,000 when the new fiscal year begins on July 1, 
2017. This significant cut could lead directly to a significant reduction 
in people visiting the state, with one estimate being roughly 30 million 
fewer people a year.

These cuts will have a direct impact on the state’s competitive ability 
as destinations can no longer afford to market further away from 
home, which Visit Florida’s cooperative programs allowed them to do. 
Fewer travelers coming to Florida from out of state means that those 
living within the state of Florida are that much more valuable. MMGY 
Global observes increasingly heated competition not only in those 
core markets in which Florida’s Historic Coast competes – Jacksonville, 
Orlando, Tampa and Palm Beach County – but also other markets not 
considered within the core markets. This results in other Florida DMOs 
tapping and cultivating new markets to make up a visitor shortfall.



OUR HISTORY IS NOT THE SAME OLD STORY CAMPAIGN 
AND EVOLUTION

As it has these past seven years – with a few nips and tucks along 
the way – the Our History Is Not the Same Old Story advertising 
campaign continued to do yeoman’s work telling the tale of Florida’s 
Historic Coast®, effectively solidifying St. Augustine | Ponte Vedra in 
consumers’ minds as a diverse and one-of-a-kind destination firmly 
grounded in history and incredible beach experiences.

The performance of this single campaign is a testament to what a 
focused message delivered through consistent pressure over time can 
do for a destination brand. But, as with any long-running strategy and 
campaign, refinements need to be made to keep the work relevant 
and fresh, ensuring it maintains maximum effectiveness.

To that end, FY 2018 will be a year of renewal. And with a successful 
campaign that has been immutable for the past seven years, the time 
has come to evolve. 

An updated creative brief was developed this past year and serves 
as the North Star for this evolution. The refined brief provides new 
insights that truly enhance the target demographics understanding 
of Florida’s Historic Coast’s broad appeal.
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Importantly, this evolved creative campaign will not stray too far from 
the previous campaign. Key elements like large photography, coquina, 
filigree and poetic copy maintain their presence in the new advertising. 
The upcoming photo shoot will allow expansion of the image library 
for advertising, social media and other mixed uses.  The new images 
will feature not only new places and activities never before shown in 
the work, but also unexpected things guests can do in those iconic 
settings for which the destination is well known.

Finally, the Our History Is Not the Same Old Story tag line will take 
on a whole new meaning as guests are encouraged to write their 
very own unique and personal histories while on vacation in Florida’s 
Historic Coast.

Our mission moving forward will be to broaden the definition of the 
destination for past visitors and for prospective guests. Our creative 
will have a renewed focus on things considered to be “hidden gems” 
and the experiences that allow people to find meaningful connections 
with one another.

BRAND ACTIVATION

As in past years, communications are reaching the destination’s target 
audiences through ever-expanding integrated media campaigns in 
core markets that feature the following:

   :30 and :15 TV commercials on cable and local TV channels

   :30 web videos featuring The Conquistador Returns

   :60 general market radio, :15 general market NPR reads and :30 
Hispanic radio

  Web display banners, including HTML5, static and mobile units

  Newspaper and magazine print executions

  Billboards along key routes to the destination

  Paid social media support via Facebook and Instagram

   Native advertising placements

  An expanded cooperative program
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With focus, simplification and innovation governing the plans moving 
into FY 2018, the agency began strategic shifts in FY 2017. Those 
included:

   A summer TV broadcast “bookend” technique – airing one :15 
spot each at the front and back of a commercial pod – effectively 
achieving a higher frequency within the current budget

   An increase in engagement by implementing paid social media 
sponsorships of posts that support the content of monthly e-blasts. 
Sponsorships of events like Birding & Photo Fest and Nights of 
Lights have increased awareness and engagement with the events 

   New co-op partnership opportunities that increase participation, 
including a Facebook and Instagram carousel promotion. A first-
ever group tour co-op that allowed various partners to come 
together in an itinerary format, distributed via email and landing 
page

   A Nights of Lights creative campaign that included, for the 
first time ever, a dedicated Nights of Lights TV commercial to 
underscore the beauty of the event via moving pictures

   Updated meetings & events and groups creative for print ads, 
banners ads and email templates that showcased the variety of 
spaces available in St. Augustine | Ponte Vedra

   An increasingly important Hispanic effort via dedicated print and 
broadcast executions during key travel periods like Nights of Lights 
and summer

RESULTS:

In its seventh year in the marketplace, the Our History Is Not the Same 
Old Story campaign continues to help drive strong results for Florida’s 
Historic Coast, both in brand health measures and in destination key 
performance indicators.

Recent research commissioned by the Tourism Development Council 
(TDC) points to brand awareness, destination relevance, intent to 
visit and destination affinity scores being equal to or besting those 
of key competitors while far outstripping normative measures. And, 
importantly, consumer understanding of what the destination stands 
for in the marketplace – and offers visitors – is at an all-time high. The 
most recent Portrait of American Travelers® also highlighted the year-
over-year growth of interest in visiting St. Augustine | Ponte Vedra to 
32 percent among adults planning to travel in the next two years. It 
was 40 percent among Millennials.

Those results are also being felt directly in the marketplace with 
increased consumer traffic to the VCB website, as well as year-over-
year increases in hotel occupancy, demand, room revenue and bed 
tax collections. In addition, St. Johns County continues to receive 
accolades that the agency continues to leverage in advertising, such 
as St. Augustine Beach being voted #8 Best Beach in the United 
States as part of TripAdvisor’s® 2017 Travelers’ Choice Awards®; Condé 
Nast Traveler’s 2016 Readers’ Choice Awards; and Money Magazine’s 
number one Best Destination Value.



MEDIA PLANNING OVERVIEW

With a lower media budget in FY 2018 versus FY 2017, our focus will 
be refined with an increase in digital efforts for efficiencies to ensure 
the VCB continues to generate targeted website traffic and, ultimately, 
drive overnight visitation. Key objectives will include qualified website 
visitation based on a new engagement scoring model with secondary 
metrics such as lead generation, intent to travel and partner referrals. 
Traditional broadcast media and promotional calendars will also 
play an important role in increasing awareness of and interest in the 
destination. The media plan will align strategically with event and 
promotional calendars as well as historic performance and booking 
patterns to ensure need periods are met. The VCB will continue to 
look for growth opportunities in verticals such as meetings and travel 
trade markets as well as ways to cultivate and promote midweek 
leisure stays. Emphasis on maintaining support for the critical summer 
season and boosting exposure during the shoulder seasons will 
continue to remain an important part of the FY 2018 marketing efforts.

Working closely with MMGY, the VCB continues to monitor the 
changing media landscape and the increasingly fragmented 
travel planning process. Shifts in media consumption provide new 
opportunities to reach travelers across multiple platforms and devices 
with the need to ensure the right messaging is targeted to them at 
the most influential moments. The VCB will continue utilizing efficient 
digital channels, including programmatic media for a datacentric 
approach, paid search as an always-on engine and qualified traffic 
driver, along with paid social efforts to extend audience reach. While 
there will be an increased focus on digital media, both magazines 
and newspapers remain important parts of the VCB’s media mix. The 
ability to buy regional editions and leverage integrated packages with 
key publishers builds frequency and efficiency of media funds.
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It is important to note that as consumers continue to shift their 
television viewing habits, the VCB and MMGY Global must look for 
ways to extend and enrich television targeting; and continue to build a 
brand base while expanding the scale of the audience. Cost-effective 
digital opportunities via video and audio will expand broadcast reach 
in key markets.

RESEARCH:

Travel Experience Path: From Inspiration to Visit to Sharing

The travel experience path is a continuum that begins with inspiration 
that leads to purchase and continues through sharing that inspires 
others and repeat visitation. Throughout the process, today’s 
consumers evaluate numerous sources of information and inspiration 
across multiple devices from desktop to tablet and mobile – often all 
within the same day. The abilities to be nimble, track the use through 
multiple paths and provide personalized content are key to connecting 
and influencing savvy travelers.

TOTAL VISITOR EXPERIENCE:

   Ideas and Inspiration: The American traveler casts a wide net, 
looking to family and friends; offline media, including print, 
broadcast and outdoor; and search engines and social media posts 
for ideas and inspiration when starting their travel planning.

   Option Envisioning: Travel review websites top the list of traveler 
provider information followed by search engines and personal 
recommendations from family and friends with social media playing 
a large role in distributing these recommendations. Offline media 
plays an important role in building awareness.

   Research, Reviews and Comparisons: The internet across all 
devices remains at the forefront as travelers explore a variety 
of online resources to shop for fares and rates. Hotel and resort 
promotions top the list, followed by search engines and OTAs. 
Rounding out the top five sources at this stage are airline 
promotions and travel service provider websites. Destination 
websites are in the top ten sources.

   Purchase: When travelers are ready to make reservations, travel 
service provider websites top the list, followed by OTAs and 
hotel and resort promotions. Search engine results and car rental 
promotions round out the top five purchase points.

   Pre-Trip Preparation: The internet is top of mind as travelers line 
up their itineraries prior to their trips. Tablets and smartphones are 
used at this stage to download boarding passes, check out hotel 
and restaurant ratings, purchase attraction or event tickets, and 
download destination guides.

   In-Market Travel Experience: Mobile internet access comes to the 
forefront as travelers explore a variety of opportunities while they 
are in-market. Taking photos, looking up directions and restaurants 
and accessing social media top the list. 
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   Post-Trip Sharing: Social media sharing starts when travelers are 
in-market and continues post-trip as photos are shared with family 
and friends. Destination emails keep visitors updated on activities 
and events and encourage repeat visits.

KEY OBJECTIVES:

   Grow new visitation to FloridasHistoricCoast.com and other 
destination web sites

   Drive qualified distribution of all visitor guides

   Continue to focus on lead generation for remarketing efforts

   Grow overnight midweek business and groups

   Improve engagement and conversion from social channels

   Provide high-value opportunities for co-op partner participation 

The media plan will maintain emphasis on proven performers like paid 
search and social, maximize distribution of existing content assets 
and remain flexible for performance-based optimizations to provide 
deeper engagement across devices.

KEY PERFORMANCE MEASURES:

   Increase total consumer inquiries by 5 percent over the previous 
fiscal year

   Increase consumer engagement with the brand 10 percent over the 
previous fiscal year

   Increase qualified trade leads and intent 5 percent over the 
previous fiscal year

   Increase co-op opportunities with five new high-value programs 
over previous fiscal year

ACCESS THE INTERNET VIA DEVICE PERCENT 
OF TRAVELERS INTERESTED IN 

VISITING ST. AUGUSTINE

Current Access to the Internet Interest in  St. Augustine 

Laptop computer 82%

Smartphone 77%

Desktop computer 60%

Tablet 56%

Smartphone and Tablet 51%

Internet-enabled television (i.e. SmartTV) 21%

Gaming console 17%

eReader 10%

Personal automobile 7%

RGoldman
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TARGET MARKETS

Media efforts will focus on key feeder markets demonstrating the 
highest engagement and conversion rates across visitor data gained 
from VisaVue and website visitation, print fulfillment sources, paid 
media referrals and website analytics. Florida markets continue to be 
top contributors and thus remain a key priority. Significant growth 
in the regional markets of Chicago, Philadelphia and Washington, 
D.C., is the result of heightened emphasis. The VCB will utilize 
digital geotargeting to efficiently reach markets showing growth in 
overnight stays, such as Texas, Illinois, North Carolina and New York. 
All geotargeting will be layered with data indicating interest in Florida 
travel.

TRADITIONAL MEDIA

   Primary DMAs: Jacksonville, Miami, Orlando, Tampa

   Secondary DMAs: West Palm Beach, Atlanta

DIGITAL MEDIA

   Primary DMAs: Jacksonville, Orlando, Miami, New York, Atlanta, 
Chicago, Philadelphia

   Secondary DMAs: Washington, D.C., Dallas, Southeast region and 
Northeast region

KEY AUDIENCE SEGMENTS

The 2015 SJC Visitor Profile Survey reported that visitors consist 
mainly of in-state residents (42 percent) followed by residents of 
Georgia (8 percent), North Carolina (4 percent), Pennsylvania and 
New York (3 percent). For the period from July 2016 to January 2017, 
ADARA Impact reports that most overnight bookings came from 
residents of Orlando, Tampa, Jacksonville, Atlanta, Miami and New 
York City.

Targeting key DMAs in the Northeast, the Southeast and Texas 
will maximize both the effectiveness and efficiency of marketing 
investments in boosting overnight visitation. 

Media efforts will impact key audience segments, including couples 
and families. Nontraditional media opportunities will reach Boomers 
and military members to grow midweek stays. An increased digital 
focus on the growing Millennial families segment will drive new visitor 
prospects and engage this desired segment. The Hispanic community 
will also remain an important target segment due to its heritage 
relevance, high representation in top feeder markets and opportunity 
to leverage the growing multigenerational travel trend.

Also in an effort to grow midweek room nights and meetings business 
to Florida’s Historic Coast, the VCB will develop a strategic B2B 
communications plan to reach key intermediary audience segments, 
including travel professionals, meeting and event planners, and 
leisure social group travel. These niche segments will be targeted on 
both regional and national levels via relevant trade and social media 
sources.
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SEARCH ENGINE MARKETING (SEM)

An overall decrease in budget means overall less spend in SEM; 
however, it remains a significant portion of the overall media budget. 
SEM continues to be a key method for driving quality leads to 
FloridasHistoricCoast.com. To achieve high visibility and gain more 
clicks on search engines like Google and Bing, it is important to 
maintain our presence above SEO efforts. 

Major search engines like Google continue to shift more of their traffic 
to paid search listings. In 2017, Google launched price extensions and 
Visual Sitelinks, aimed at shifting more clicks towards paid search 
listings. Organic searches appearing within the top four search results 
are declining year over year and are more likely to appear below the 
fold. 

Organic traffic cannot replace the terms being targeted for paid 
search. To reach travelers who do not have Florida’s Historic Coast 
in their consideration, SEM will continue to be used to target those 
incremental terms as well as brand terms. 

   Incremental terms: Florida family vacations, Florida beaches, 
Florida attractions

   Brand terms: St. Augustine, Ponte Vedra, America’s Oldest City

SEM continues to be a top performer in cost efficiency. The cost of 
a site visit through SEM is 66 percent lower than the total digital 
media average. The cost for a quality site visit – someone who visits 
more than one page – is 77 percent lower than the total digital media 
average.

QUICK FACTS:

   The paid search campaign was launched on Google Adwords and 
Bing Ads in November 2012.

   The campaign is live with over 7,700 active key phrases and 
1,200 targeted ads directed to 40 different landing pages. There 
are 5,700 negative key phrases to eliminate impressions from 
unwanted broad match variations.

   The campaign targets all aspects of St. Augustine | Ponte Vedra 
tourism, including all relevant terms for travel, lodging, attractions 
and activities (such as fishing, sailing or shopping), events, parks, 
etc. While the campaign is active across the entire United States 
and Canada, bids are tiered to act more aggressively in top 
performing markets.

   The campaign utilizes all available ad extensions, including sitelinks, 
callouts, apps, structured snippets and review extensions to 
enhance click-through rate.

   Remarketing is also enabled to all nonconverting site visitors.

   The campaign is optimized based on performance tracked in 
Google Analytics with the primary goals of lodging partner 
referrals, vacation guide requests and e-newsletter sign-ups.

   Dollars are constantly shifted from poorer performing segments 
of the campaign into stronger performers. Adjustments are 
made at the key phrase level by device, engine, landing page and 
geography. Automated alerts are in place to notify the paid search 
team when there is a decrease in performance of any attribute of 
the campaign.

   The paid search campaign generates over 51,000 visitors per 
month with a cost-per-click of $0.34, well under the travel industry 
average of $1.55. The paid search campaign converts 29.7 percent 
over site averages at 62.1 percent versus the 47.9 percent site 
average. It accounts for 42 percent of site traffic and 54.5 percent 
of site goal conversions. This includes 5,600 partner referrals, 660 
monthly vacation guide requests and 2,750 book-direct clicks.
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KEY PAID MEDIA STRATEGIES AND TACTICS FOR FY 2018

1.   Focus on measurable media and relevant performance metrics to 
maximize total inquiries and consumer engagement

 a.   Optimize all digital efforts toward key metrics: brand 
engagement, website visits, travel intent and leads

 b.   Continue to research and identify new opportunities to 
supplement proven performers and achieve goals

 c.  Leverage emerging media by:
  i.  Extending engagement with video assets across screens 

(television, desktop or laptop, tablet and mobile experiences)
  ii.  Continuing to distribute new content to raise awareness and 

engagement
  iii.  Utilizing content partnerships to maximize brand awareness, 

engagement and intent to travel
  iv.  Continuing to increase use of paid social opportunities to 

directly impact goals
  v.  Evaluating and testing options for promoting VCB messaging 

within the sharing economy sector
 d.  Continue paid search success while leveraging new opportunities
  i. Optimize lodging and partner terms
  ii. Utilize YouTube video ads
  iii.  Continue to test and develop more effective landing page 

design
  iv. Increase bids for top-performing exact match terms
  v.  Utilize Google Display Network with managed placements and 

image ads
 e.   Maintain lead generation efforts to distribute content and 

engagement with new and repeat visitors to the destination
  i. Optimize media for best performers in FY 2017
  ii.  Identify new and emerging opportunities for new lead 

generation sources
 f.   Increase Spanish-language content assets and distribution to 

engage with key feeder market audiences and multigenerational 
groups for both advertising and promotional purposes

  i.  Continue to test and develop effective landing pages for 
Hispanic visitors

2.   Utilize research tools and reporting to plan effectively and 
efficiently

 a.   Strategically align media buying to reach key audience segments 
and planning periods

 b.  Continue to research and identify new areas of opportunity
 c.   Use performance-based reporting and insights to optimize 

media regularly
 d.  Provide insights on target audiences and travel trends
 e.   Continue to utilize first- and third-party data to reach target 

audiences by:
  i. Finding those with an interest in travel to the destination
  ii.  Identifying people at every stage of the travel experience to 

message with maximum relevancy
  iii.  Aligning with competitor content for conquering opportunities 
 f.   Continue to research and identify new opportunities to 

supplement proven performers to achieve goals
 g.   Strategically use broadcast media to increase awareness 

and  inspire renewed interest in the destination among target 
audiences in key feeder markets

  i.  Distribute audio and video assets in digital environments to 
drive qualified traffic to the website

3.   Build overnight midweek business by continuing to focus the 
media budget on key markets for Boomers, military and couples to 
increase overnight stays

4.  Support key events to boost offseason visitation
 a.   Continue to support key events, including Hispanic Heritage 

Month, Halloween and other spooky events, the Three Kings 
holiday for the Hispanic demographic, Nights of Lights and a late 
summer or early fall promotion

 b.   Utilize digital media in key drive markets to promote Nights of 
Lights

RGoldman
Sticky Note
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5.  Maintain emphasis on building group and trade business by:
 a.  Increasing qualified leads
 b.   Maintaining trade media exposure to drive top-of-mind 

awareness and competitive positioning among travel trade and 
meeting planners

  i. Focus on smaller corporate and some association meetings
  ii.  Align media with key trade shows to leverage ad spend and 

reinforce sales team presence at trade shows 
 c.  Continuing to focus on travel trade to drive more room nights
 d.   Renewing successful media opportunities to enhance travel 

agent knowledge of the destination
 e.   Focusing on key feeder markets of the Northeast region, 

Mid-Atlantic region and Chicago

6.  Support VCB co-op partners
 a.   Leverage and maximize the agency’s buying clout as a means 

of providing media opportunities to local partners normally 
unavailable due to cost constraints

 b.   Choose efficient and proven media vehicles with high value to 
partners

 c.   Encourage partners to purchase on a share or percentage basis 
with media only purchased if minimum amount of partners 
participate

 d.  Create a more consistent brand identity
 e.   Utilize qualified formats, including newspaper, magazine, radio 

and online
 f.   Provide programs to touch on all audience segments and support 

key events
 g.   Provided that new legislation does not prevent it, continue with 

select Visit Florida cooperative programs in magazines and 
online with the intention to maintain presence in markets that 
continue to show strong partner referrals

7.  Use strategic insight to maximize seasonal opportunities
 a.   Utilize research to align market visitation, travel-planning cycles 

and media usage of each audience segment to develop a 
framework for effective programs for each season

 b.  Continue to support peak business
  i. Maintain focus on spring and summer business for families
  ii.  Continue to focus on key feeder markets with traditional 

media
  iii.  Utilize digital media to expand and enhance key feeder 

markets, including the Southeast and Northeast regions
 c.  Support shoulder season – August/September (Fall)
 d.  Leverage robust event calendar to drive overnight visitation
 e.   Maintain a continuous schedule in the Jacksonville market to 

promote overnight visitation from this key drive market



In addition to continuing the most successful initiatives from FY 2017, the 
sales team is implementing the following innovations to help exceed its 
FY 2018 goals:

   Automate more eCRM efforts to reach more planners prior to 
appointments for all trade shows and to more efficiently stay in 
regular communication after the events to improve RFP production. 

   Increase use of LinkedIn to post communication regarding upcoming 
trade shows and generate interest in Florida’s Historic Coast® to book 
appointments.

   Develop a new incentive program to encourage planners to submit 
new RFPs to help generate more leads and room nights. Qualified 
planners will be included in a drawing for a trip to the destination. 

   Leisure Sales will explore new opportunities for our campground 
partners in the county and search for RV groups willing to host group 
tour events at the County Fairgrounds, all generating additional bed 
tax dollars.

   Leisure Sales will continue to reach out to diversity groups, especially 
Spanish-speaking groups interested in St. Augustine/Ponte Vedra.

    Maximize leverage with the Northeast Florida HelmsBriscoe (HB) 
group and other HelmsBriscoe associates to take advantage of the 
organization’s new focus on CVBs to help them close business. The 
team will increase its involvement in HB site visits and other activities, 
including sponsorship of their annual summer team-building event.

   Host two St. Augustine/Ponte Vedra Expos for residents and group 
leaders in The Villages to include interested VCB partners. This is a 
new twist on past Villages programs for the destination.
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   Reach out to new markets to include groups interested in culinary 
experiences and agritourism, as well as upscale motorcycle groups.

   Increased focus on proactive sports sales efforts, including the 
addition of a new sports and recreation FAM and participation in 
two of the nation’s premier sports tradeshows, Connect Sports and 
TEAMS.

   The creation of two new FAM events, one targeting the African-
American market during Black History Month (February) and the 
other targeting military groups during Military Appreciation Month 
(May).

The VCB sales team promotes St. Augustine, Ponte Vedra & The 
Beaches throughout the U.S. and abroad. The department deploys 
various direct sales strategies targeting key meeting professionals, 
travel agents, tour operators, wedding and event planners, third-party 
planners and consumers with the goal of keeping Florida’s Historic 
Coast® in the “destination forefront.”  

The sales team target for FY 2018 solicitation tasks will continue 
aggressive growth with an 11.2 percent increase over last year in 
spite of a nearly 8 percent decline in budget.  Targets for leads (up 
1.6 percent) and room nights (up 1.5 percent) reflect a leveling-out 
of last year’s aggressive goals on both these fronts (lead goals were 
increased 15 percent and room night goals were up 11.7 percent in 
FY 2017), and Smith Travel (STR) data shows overall RevPAR growth 
in the county over the past 12 months of 3.1 percent. Also taken into 
account is a continuing trend of moderate group growth in the 3 
percent to 8 percent range based on confidential pace reports by 
selected group properties based on “business on the books” levels, 
economic conditions and planned special events. 

KEY PERFORMANCE MEASURES:

   The Sales Department goal for combined leads (Leisure, 
Conference and Executive, Sports and Social) sent to hotel 
partners will be 383 (an average of 32 per month), a 1.5 percent 
increase over FY 2017

   The combined group room night goal will be 79,475 (an average 
of 6,525 per month), a 1.5 percent increase over FY 2017.

   The wholesale room night goal will be 119,700 (an average of 
29,925 per quarter), a 2 percent increase over FY 2017.

With the increase in leads and room nights, plus additional travel 
to shows and site visits, time has been a challenging factor. 
Notwithstanding, the solicitation call goal (phone or email) will 
increase to 2001 (an average of 167 per month), which is an 11.2 
percent increase over FY 2017.

LEISURE SALES – OBJECTIVES:

Throughout FY 2018, the leisure sales team members will continue to 
focus efforts on increasing awareness of the destination’s products 
and services, with emphasis on the unique brand attributes attractive 
to domestic and international families, couples and adults traveling 
together, as well as organized motor coach, RV clubs and packaged 
tours.

   Exceed the targeted number of lead room nights from the previous 
year among tour operators, wholesalers, travel agents, educators 
and other travel influencers by attending trade shows, hosting site 
visits and FAM tours, solicitation calls, e-communications and sales 
missions.

   Generate 132 leads capable of producing 23,447 group lead room 
nights.
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   Facilitate and track 119,700 wholesale room nights by establishing 
and supporting wholesaler relationships with domestic and 
international tour operators to include traditional and online travel 
companies.

   Continue to maintain a presence at major travel trade shows, 
organize sales missions and sales calls to include and support travel 
industry partners on Florida’s Historic Coast.

   Continue to upgrade and maintain the quality of the VCB travel 
trade database and CRM programs (ongoing updates, archiving, 
etc.).

   Strengthen relationships with key travel partners, such as AAA 
counselors, travel agents, group leaders, golf tour operators and 
receptive operators.

   Explore what new selling opportunities can be provided to 
campground partners in the county as well as solicit RV groups 
willing to host group tour events at the County Fairgrounds, in turn 
generating additional bed tax dollars.

   Continue to reach out to diversity groups, especially Spanish-
speaking groups wanting to come to St. Augustine/Ponte Vedra.

   Reach out to new groups that we are currently not pursuing, such 
as upscale motorcycle and cycling groups and groups interested in 
agricultural tours and culinary experiences.

TARGETED LEISURE SALES SEGMENTS

Retail travel agents with an emphasis on domestic group tour or 
motor coach operators, U.S.-based receptive operators, international 
tour operators or wholesalers, and residents of The Villages.

STRATEGIES:

   Generate leads for industry partners by attending travel trade 
shows and sales missions, soliciting tour operator membership 
directories and researching on the internet.

   Work with hotel partners and Florida’s Historic Coast’s new 
air service provider to develop inclusive packages to sell in 
Philadelphia and other markets as routes develop.

   Attend new RV/Campground Florida Consumer Show with partner 
campgrounds

   Send e-newsletter to lists of RV clubs to generate group business 
for partner campgrounds

   Host two St. Augustine/Ponte Vedra expos for residents and group 
leaders in The Villages to include interested VCB partners. Doubling 
up expo audiences is a new strategy for the destination.

   Continue assisting domestic group operators and receptive tour 
operators with itinerary development.

   Continue developing relationships with high-performing tour 
operators, travel agents and wholesalers in key markets; research 
and participate in their product launches to travel agents either via 
attendance or via marketing materials/promotions.

   Conduct site visits for receptive tour operators throughout the year 
to increase awareness of the destination and build alliances when 
feasible.
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   Continue supporting tour operator co-op programs to increase the 
number of hotels used and increase room nights sold.

   Monitor wholesale room nights generated by tour operators, 
receptive tour operators and online travel companies (OTC).

   Although we will be cutting back on some international initiatives 
due to the political climate and budget reductions, staff will 
continue to serve on the IITA board of directors to maintain 
relationships with receptive tour operators.

See Appendix A for specific list of Domestic Leisure Initiatives, 
International Leisure Initiatives, Religious Initiatives. 

CONFERENCE SALES – OBJECTIVES:

Conference Sales will continue to focus efforts on increasing 
awareness of the destination’s products and services, with an 
emphasis on the destination’s unique brand attributes that are 
attractive to senior executives and meeting professionals in the market 
segments of corporate, association, incentive, financial and medical 
business.

   Exceed lead room night goal by attending trade shows, hosting site 
visits and FAM tours, solicitation calls, e-communications and sales 
missions.

   Generate 87 leads capable of producing 40,133 group lead room 
nights. 

   Focus on higher-rated business from medium-sized corporate 
groups (150-250 attendees) with weekday business patterns while 
cultivating awareness among larger associations for the larger 
group properties.

   Continue attendance at hosted buyer appointment shows focused 
on planners who book business in Florida and the Southeast.

   Focus on Florida, Georgia, North Carolina, Virginia and Washington, 
D.C., for state and regional associations and for regional corporate 
business. 

   Update the VCB meeting planner website with partner information 
or promotions and booking incentives to make it a more effective 
tool and resource for meeting planners.  

   Continue offering travel and trade show opportunities to industry 
partners when appropriate.

   Provide attendance, booth share and brochure distribution at 
trade shows, sales missions and site visits for VCB partners when 
appropriate.

   Grow and maintain the quality of the VCB meeting planner 
database and CRM programs (ongoing updates, archiving, etc.).

TARGETED CONFERENCE SALES SEGMENTS

National, regional and Southeast state associations; corporations, 
insurance and medical organizations; plus third-party and independent 
meeting professionals.

STRATEGIES:

   Maintain memberships in the Florida Society of Association 
Executives (FSAE), the Georgia Society of Association Executives 
(GSAE) and the Association Executives of North Carolina (AENC) 
in order to attend selected buyer and seller opportunities 
throughout the fiscal year.

   Target Southeast state and regional associations by making 
solicitation calls, sending periodic e-communications and attending 
tradeshows to maintain top-of-mind awareness in the market 
segments.
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   Continue to enhance and maintain content on MyFloridaMeetings.
com, Visit Florida and Cvent websites.

   Manage RFPs, distribute hotel leads and maintain follow-up contact 
through transaction closure. 

   Participate with Visit Florida in targeted VIP planner events and 
tradeshows.  

   Host three or four high-value meeting planners and C-level 
executives Tuesday through Saturday during THE PLAYERS 
Championship.

   Manage a group closing fund to help properties close business for 
SJC. 

   Participate in national and regional booth trade shows, Hosted 
Buyer one-on-one appointment shows, industry events with 
buyers, meetings, sales missions and special events to promote the 
destination and produce lead room nights. 

See Appendix B for specific list of Meeting & Incentives Initiatives.

GROUP CLOSING FUND (GCF)

Purpose: Offset a competitive disadvantage by providing funds to 
qualified corporate and association meeting groups.   

Background: This initiative was originally created by the VCB 
Conference Sales Committee in response to what the committee felt 
was a competitive disadvantage when meeting planners compared 
the time and cost of ground transportation to and from Jacksonville 
International Airport to St Johns County hotels and between hotels 
and venues to other destinations they were considering. In order to 
offset this disadvantage and win more room nights, and therefore 
more bed tax dollars, properties could request funds on behalf of 
the meetings group to help offset their ground transportation costs. 
It was believed this would level the competitive playing field and 
that it would certainly be in the public’s interest to drive more group 
business to Florida’s Historic Coast.

As requests began to arrive at the VCB, it was discovered that ground 
transportation wasn’t always the main issue for meeting planners 
when comparing proposals to other destinations’ properties. Although 
the issue is mainly ground transfers, there could be other reasons for 
approving a request in order to earn the business.

Based on past actual usage and existing GCF commitments, an 
allocation of $28,000 has been made for FY 2018. 

Requirements and Documentation: The requirements for a property 
to offer GCF dollars as an incentive to help win business are as follows:

   Payments from the GCF will be made after the meeting to 
determine final qualifications.

   Group must have a minimum of 200 total room nights to qualify as 
documented by the host property.

   The Group Closing Fund Request Form plus an email requesting 
the type of credit must be sent to VCB allowing five business days 
for a decision.

SALES

5958

SA
LE

S

SA
LE

S

RGoldman
Sticky Note
Type size of this line appears smaller than at end of leisure sales section.



   Dollars approved must be less than the anticipated VCB portion of 
the bed tax collected from the program – 44 percent of 4 percent 
tourism development tax on consumed room nights.

   Funds will be allocated on an annual basis. Payments are limited by 
the availability of funds remaining in the program.

   Should more than one hotel in St Johns County be competing for 
the same program, all of those properties will receive the same 
incentive to include in their proposals.

   Once agreed, neither the group, their designated planner nor the 
property has authority to revise the dates or terms of the incentive 
without written approval from the CEO of the VCB.

KEY PERFORMANCE MEASURES:

   Convert at least 25 percent of proposals that include a GCF offer. 
(Lower conversions will suggest that the program may not be a 
decider for planners.) 

   No over-commitment of available funds.

EXECUTIVE GROUP, SPORTS AND RECREATION, SOCIAL, 
EDUCATIONAL, FRATERNAL, MILITARY, REUNIONS, WEDDINGS 
AND SPECIAL EVENTS 

In addition to booking group business, the sales and services manager 
has a special role in highlighting the growth of new destination 
products and services to enhance the meeting experience. This role 
includes matching unique brand attributes attractive to small meetings 
(executive groups), social excursions, educational programs, family 
gatherings, military reunions, sports and recreational events, and 
wedding and special event planners.

OBJECTIVES:

   Draw more midweek business to all lodging and service partners.

   Enhance and maintain the quality of the VCB database and CRM 
programs (ongoing updates, archiving, etc.) for these segments.

   Explore and initiate new educational, travel and trade show 
opportunities to benefit industry partners.

   Offer partner participation opportunities at trade shows, sales 
missions and FAM tours to VCB partners when applicable.

   Introduce services to assist planners with their needs prior to 
and during their programs, including, but not limited to, collateral 
material, destination presentations, welcome letters and education 
on enhanced meeting experience opportunities.

KEY PERFORMANCE MEASURES:

   Generate 164 leads capable of producing 15,865 group room nights.

TARGETED EXECUTIVE GROUPS, SPORTS AND RECREATION, 
SOCIAL, EDUCATIONAL, MILITARY, REUNIONS, WEDDING and 
SPECIAL EVENTS SEGMENTS

The sales and service manager will handle groups of 50 rooms or 
less on peak nights, regardless of market segment in addition to the 
segments noted above. Event services continue to evolve, allowing 
more reasons for meeting and event planners to seriously consider 
the destination. By continuing to take a proactive approach and 
consistently offering quality sales and services, we will optimize our 
opportunities to bring in new and repeat groups.
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STRATEGIES:

Continue engagement through memberships of the International 
Gay & Lesbian Travel Association, Meeting Professional International 
– Northeast Florida Chapter, National Coalition of Black Meeting 
Planners, Military Friendly Network, Society of Government Meeting 
Planners and Vetfriends.com

   Regularly attend monthly member meetings, appointment shows 
and trade shows, and make sales calls targeting executive groups, 
social, military, reunions, social, sports and recreation, weddings and 
special events markets.

   Manage RFPs, distribute hotel and service leads, conduct site visits 
and maintain customer contact through transaction closure.

   Conduct a separate sports and recreation meeting planner 
initiative program in conjunction with the St. Johns County Parks & 
Recreation Department.

   Host FAMs during Black History Month in February and National 
Military Appreciation Month in May.

   Manage the quality of partner content within the iDSS sales 
program to ensure sales leads are accurately sourced out.

   Manage the execution of quarterly iDSS training sessions for VCB 
partners as needed by marketing coordinator.

   Maintain updates to e-version of the Celebrate Guide to ensure its 
accuracy.

   Manage the reprint and distribution of the Celebrate Guide to 
ensure its accuracy and effective use. 

See Appendix C for specific list of Segment Initiatives.

SALES



PR &
COMMUNICATIONS
The mission of the Communications Department is to manage the 
VCB’s public relations efforts to enhance the value of the brand and 
to successfully attract overnight visitors to St. Johns County, Florida’s 
Historic Coast®. All objectives are designed to reach potential visitors 
with meaningful messages in locations where they are, inspiring them 
to engage with the destination. 

OBJECTIVES:

  Generate media coverage of the destination and its attributes

  Expand social media followers, reach and engagement 

   Increase awareness among the Hispanic market to inspire travel to 
the destination

MEDIA RELATIONS

In FY 2018, the VCB Communications Department will continue to 
measure and report on media impressions, including digital, print, 
broadcast, local, national and international coverage, along with 
monthly summaries of high-quality media coverage. Media coverage 
will highlight attributes of the destination, including culinary, music 
and entertainment, eco and outdoor activities, culture and the arts, 
and what’s new in the destination.
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STRATEGIES:

   Publicity efforts will be coordinated and integrated with advertising, 
sales and promotions plans to reinforce every program’s reach to 
appropriate audiences.

   Hosting media in the destination will continue, as well as attending 
media missions to develop relationships with key media. 

   Publicity will be boosted by a variety of multimedia assets to better 
serve the needs of the growth in bloggers and writers for digital 
and online publications. 

FLORIDA’S HISTORIC COAST MEDIA IMPRESSIONS

Source: Vocus/Cision News and TV Eyes Broadcast Monitoring Service

FY 2014
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FY 2017
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   The Will Wilcox Effect: In 2016, coverage of THE 
PLAYERSChampionship quadrupled the number of impressions 
received for the event in the past. Consider it the “Will Wilcox” 
effect. Media coverage of Will Wilcox’s hole-in-one on the Stadium 
Course’s 17th island green made international news and was played 
over and over, spiking media impressions even higher. This caused 
an anomaly of media coverage that delivered as many impressions 
in the month of May as in the entire previous year. 

   The media impression goal for FY 2018 is 15 billion impressions, an 
8 percent decrease from the 2017 goal. In FY 2018, the 
Communications Department anticipates a decrease in media 
impressions due to the effect of smaller budget, which will limit 
the department’s travel for media missions and the resources to 
host national and international media in the destination. And the 
destination can’t expect another hole-in-one at the PLAYERS in 
2018.

   In 2017, the department participated in seven media familiarization 
tours with between four and 12 participants, with the majority 
supported by Visit Florida. Due to an anticipated 67 percent 
reduction in Visit Florida resources and a smaller VCB budget, the 
goal for 2018 is to host four media familiarization tours, including 
those with regional DMOs and partners such as the PGA Tour. 
Dining and golf will be among this year’s FAM tour themes.  

   In FY 2018, the online press room and press kit will be redesigned 
to incorporate more multimedia assets such as photos and video. 
The press room will include packaged content providing writing, 
videos and photos for dining, beach, family travel, romance, history 
and golf. 

   In FY 2018, the department will participate in three media missions 
to build relationships with domestic and international press, a 
reduction from seven media missions in 2017 due to the reduced 
VCB budget. 

SOCIAL MEDIA

Social media continues to surge in importance for increasing 
awareness of the destination, generating travel inspiration, validating 
quality of experience through third-party resources and as an effective 
conduit for communicating directly with consumers.

OBJECTIVE:

   In FY 2018, increase followers’ reach and engagement across all 
VCB social media channels.

STRATEGIES:

   The VCB will produce more engaging multimedia content that 
takes advantage of new and changing social media features and 
technology.

   Staff will continue to work with consultants and participate in 
ongoing professional development to stay on top of social media 
trends, new tools and other opportunities to increase social 
engagement. 

   Use social media sweepstakes or contests to build audience and 
grow email database. 

   To boost the VCB Sales Department’s new LinkedIn channel, a 
dedicated meetings and events press kit will be developed and 
available to any LinkedIn user checking out the destination.
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KEY PERFORMANCE MEASURES:

   Currently, the VCB has approximately 9,500 followers on Twitter, 
a channel the VCB uses to reach social media influencers and 
consumers. The goal for FY 2018 is to increase followers by 
10 percent to 10,700.

   Florida’s Historic Coast’s Facebook page has more than 460,000 
followers with an average engagement rate of 5 percent. The goal 
for FY 2018 is increase followers by 8 percent to 495,000 with an 
average 5 percent engagement rate, which is industry standard for 
an audience our size.  

   Host four social media sweepstakes and/or contests, a 50 percent 
increase, to attract and engage audiences, and to capture email 
addresses for the database.

   Participate in six Twitter chats, an increase of 50 percent. 

   Create a separate Instagram channel dedicated to food and dining.

   On Instagram, the goal for FY 2018 is to increase followers to 
12,500, a 25 percent increase. With its mostly Millennial audience, 
Florida’s Historic Coast currently has more than 9,800 followers. 

   On YouTube, the goal is to increase lifetime views by 17 percent 
to 270,000 in FY 2018. The VCB’s YouTube channel currently 
has 230,000 lifetime views. It remains one of the top channels 
for internet search and is highly used by a younger audience for 
information.

HISPANIC AUDIENCE DEVELOPMENT 

According to the most recent census, the Hispanic population makes 
up 25 percent of Floridians. The Hispanic traveler remains a top 
potential visitor for Florida’s Historic Coast. The destination’s Spanish

history will continue to be capitalized upon and leveraged in FY 2018, 
paving the way for more Hispanic visitors. 

STRATEGIES:

   We will enhance the destination’s Hispanic branding by 
communicating that ours is “the place to come to share, 
experience, learn and enjoy your legacy,” staking a strong claim to 
the heritage positioning. 

   The in-state Hispanic market and nearby travelers will be the 
primary consumer. Most young Millennial families are active users 
of social media, smartphones and the internet. Non-Millennial 
Hispanics are more likely to use magazines, newspapers and social 
media to get information to make travel decisions. 

   Monthly press releases will be issued along with active media 
pitching year-round.

KEY PERFORMANCE MEASURES:

   Increase Hispanic media coverage by 10 percent from 127 million 
to 140 million impressions. 

   In 2017, the VCB hosted eight Hispanic media representatives, 
from print to online to broadcast. In FY 2018, the VCB will host 10 
Hispanic media representatives, an increase of 25 percent. 

   The Hispanic traveler is an active consumer of social media. In 2017, 
the VCB developed a promotion with a social media influencer that 
generated positive results. In FY 2018, the VCB will work with three 
social media influencers. 

   In FY 2018, the VCB’s Spanish language Facebook page will double 
its followers from 3,600 to 7,200. The number of Twitter followers 
will increase by 25 percent from 460 to 575. These social media 
channels will alternate posts in both English and Spanish.  
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FY 2018 PROGRAM GOALS 
AND STRATEGIES:

Looking ahead to FY 2018, the VCB 
will be allocating additional funds to 
support programming updates for 
email marketing. This increase will 
allow for Miles to embark on a full 
consumer email template redesign, 
designs for a new custom email 
template, management of a new 
subscriber segmentation initiative, 
custom deployment lists, and full 
scheduling and reporting.

ELECTRONIC CONSUMER
RELATIONSHIP
MANAGEMENT
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For several years, the VCB and Miles have looked toward the 100,000 
subscriber mark as a turning point that would make a more advanced 
program possible. Therefore, the FY 2018 recommendations include 
an increase in the number of email deployments from 12 to 24 
accompanied by a segmentation strategy that will align new content 
with corresponding subscribers based on their stated leisure vacation 
preferences. 

The plan is to create a branded template that will speak to specific 
users, giving them targeted content that complements the messaging 
in the monthly consumer deployments. Miles has seen success with 
this approach in other markets, leading to increases in engagement 
and open rates; these new email templates and custom deployments 
should do the same for the VCB’s evolving program.. 

This new program plan encompasses 12 monthly consumer 
deployments and 12 custom deployments. Miles will identify the top-
performing topics and content for that particular month, and the VCB 
team will develop content based on this direction. Insights for this 
content development stem from research compiled within content 
activation programming.

The VCB has also asked Miles for their point of view and 
recommendations on the monetization of VCB partner participation as 
a means of offsetting costs while driving partner involvement. 

AS THESE NEW INITIATIVES ARE PHASED IN, MILES WILL: 

   Continue with list cleansing. As the list gets older, interest tends 
to drop off. Regularly scheduled list cleansing will remove inactive 
subscribers. 

   Continue with A/B testing of subject lines. Subject lines will 
be tested prior to each mailing to see which gets the highest 
engagement. 

FY 2018 KEY PERFORMANCE MEASUREMENTS:

   Increase open rate to 20 percent

  Maintain strong average click-through rate on opens of 15 percent 

  Increase subscribers by 10 percent after cleansing

FY 2018 ECRM BUDGET ALLOCATION:

Email Marketing 
(12 consumer deployments + 12 custom deployments) $39,400.00

FY 2017 PROGRAM SUMMARY TO DATE:

With the exception of an understandable dip in the weeks that 
immediately followed Hurricane Matthew, program growth was 
consistent throughout FY 2017. A coordinated effort combining the 
work of the VCB’s two contracted agencies with that of in-house 
contributors kept the mailings on time and on target throughout the 
year. Following a content calendar developed by the VCB, MMGY 
delivered fresh, branded creative for each issue, while Miles continued 
to update, manage and distribute the Florida’s Historic Coast monthly 
enewsletter. The program consistently evolved, successfully competing 
against past performance and industry benchmarks.
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Additionally, Miles ensures that the e-newsletter’s subscriber list 
is updated and cleansed so that all email addresses are valid and 
deliverable, the effectiveness of which is evident both in the growth 
of quarterly subscriber numbers and the strong month-over-month 
engagement figures, consistently on par with seasonal expectations.  

FY 2017 PROGRAM HIGHLIGHTS:

Acquisition of new opt-in subscribers was steady, leading to a total 
of more than 120,000 subscriptions and opt-ins at the time of this 
writing.

   Average click-through rate on opens is 12.2 percent; the industry 
average is 2.2 percent according to stats from MailChimp and 
Constant Contact, so the program is far exceeding industry 
standards. This click-through rate is down ever so slightly year-
over-year from FY 2015, when the average was 13 percent.

   Our average open rate is 16 percent; the industry average is 20 
percent according to stats from Mail Chimp and Constant Contact. 
This open rate is consistent year-over-year from FY 2015, when the 
average held steady at 16 percent.

   There are approximately 120,000 subscribers in the VCB database; 
this is an increase of 27,000 subscribers from FY 2016.

ELECTRONIC CONSUMER
RELATIONSHIP
MANAGEMENT

FLORIDA’S HISTORIC COAST DIRECT MARKETING
PROGRAM - QUARTERLY SUBSCRIBER GROWTH
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FY 2018 PROGRAM GOALS AND STRATEGIES:

In planning for FY 2018, Miles and the VCB plan to take definitive 
action to outline specific goals and strategies to achieve in order 
to ensure success on the new FloridasHistoricCoast.com. These 
strategies include: 

   Continue with the content activation program. Based on the 
immediate performance impact seen with this campaign, an 
allocation of $100,000 is recommended from the FY 2018 budget. 

   Improve site navigation. Evolution is a natural process that comes 
post site launch. The team has repeatedly received feedback that 
the site navigation needs to include more information, as well as 
reprioritize navigation options that already exist. Changes that 
began in FY 2017 will be monitored and adjusted as needed in FY 
2018.

   Deliver more robust partner profiles. The VCB is committed to 
working with VisitStAugustine.com and other partners to explore 
opportunities around event and partner content. In addition, we 
will modify the layout of current partner profile pages to ensure 
the most comprehensive partner information is featured on 
FloridasHistoricCoast.com. By developing new solutions, the VCB 
will be in a position to leverage this technology to create new tools 
to suit the needs and success of FloridasHistoricCoast.com.

   Provide an even more engaging social presence. Miles will work 
closely with the VCB and the social media vendor to maximize 
social media presence on the website through customized 
individual pages. In addition, specific content actions will be 
developed for upcoming campaigns. 
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Keeping this approach in mind for FY 2018, the VCB plans to continue 
to examine how users interact with the site on each type of device, 
setting goals for desktop, mobile and tablet users separately. 

KEY PERFORMANCE MEASURES:

Bounce is the primary metric to indicate an engaged visitor. Below are 
the FY 2018 goals per device for bounce rate:

   Desktop Bounce Rate Goal: 35 percent (currently 49 percent)

   Mobile Bounce Rate Goal: 50 percent (currently 61 percent)

   Tablet Bounce Rate Goal: 42 percent (currently 51 percent)

The landscape around bounce rate has changed significantly in recent 
years. User behavior more often follows the model of a user coming 
to the site, finding the information they need and then leaving the 
site. The way other DMO sites and the industry in general are going is 
not to view this interaction as negative. Instead, implementing scroll 
tracking to determine how users are engaging with the content – 
whether they are reading to the bottom, etc. – will be key in offsetting 
bounce rate. If a user scrolls to a certain percentage on the site, it does 
not count as a bounce. Miles will be implementing scroll tracking on 
FloridasHistoricCoast.com in order to keep with this evolving reporting 
landscape and anticipates seeing lift in engagement immediately.

The secondary goal is to continue to monitor retained visitors. A 
retained visitor indicates that the visitor is finding the content they are 
looking for and continuing to use the website to help plan their travel. 

   Retained Visitor Goal: 45 percent (currently 35 percent; 47 percent 
in FY 2016).

PROPOSED WEB DEVELOPMENT BUDGET ALLOCATION 
FOR FY 2018:

All recurring services are in line with an overall decrease in year-over-
year budgets. The Content Development and Activation budget has 
been reduced by $20,000 from FY 2017. 

FLORIDA’S HISTORIC COAST 
FY 2018 BUDGET BREAKDOWN

Recurring Services $60,600.00 

Site Hosting  $7,000.00 

Maintenance (12 hours/month) $18,720.00 

Analytics and Support ($600/month flat fee) $7,200.00 

Get Smart Content ($700/month licensing fee) $8,400.00 

Get Smart Content Monthly Maintenance & Reporting 
(6 hours/month) $8,280.00 

BrightEdge Service ($500/month licensing fee) $6,000.00 

BrightEdge SEO Monthly Management (3 hours/month) $5,000.00 

Special Projects $100,000.00 

Content Development and Activation Program $100,000.00 

Total FY 2018 Budget $160,600.00 
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FY 2017 PROGRAM SUMMARY:

In FY 2017, Miles and the VCB prioritized a number of website 
initiatives. On June 1, 2016, the new FloridasHistoricCoast.com site 
went live. With the launch of the new site, immediate performance 
increases were observed:

   Traffic improved from August 2016 through April 2017, with the 
exception of October due to Hurricane Matthew.

   The team made adjustments that increased goal conversion rate 
after the new site launched. These enhancements included more 
prominent signals of intent to travel (SIT) on the site such as guide 
order, calendar of events and retained visitor metrics.

VISITS OVER TIME
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Comparing the most recent seven months of website metrics to 
the previous year (October 2015 through April 2016 versus October 
2016 through April 2017), the site saw positive performance overall. 
However, there are still a few areas in need of improvement:

   27 percent increase in sessions

   28 percent increase in new users

   30 percent decrease in time on site

   9 percent increase in bounce rate (overall)

  6 percent decrease in bounce rate (organic)

Compared to last year’s declining performance metrics, it is positive to 
observe that combined efforts around developing a new website and a 
focus on Content Activation programming helped to move the needle.

FY 2017 PROGRAM HIGHLIGHTS:

In FY 2017, Content Activation programming played a key part in 
increasing qualified organic performance. This digital marketing 
strategy for the VCB focused on optimizing content on the site as 
well as website and campaign support management. Organizations 
that have robust, hyper-focused content marketing strategies are 
leading the way in site performance. This includes specific A/B testing 
between content marketing versus just search engine marketing (paid 
traffic). Content marketing delivers better short-term and long-term 
results. 

There are three phases of Content Activation programming that were 
prioritized for FY 2017. Here are some highlights:

Highlights from Phase I – Apr 1, 2016–Sep 30, 2016* 

   Views of target pages increased 183.5 percent, and site sessions 
that started with a target page as the landing or entrance page 
increased 30.3 percent.

   As for engagement, the bounce rate on target pages increased 24.6 
percent, and pages per session decreased 31.4 percent. This could 
mean that users found what they wanted on the first page they 
visited, which they found as a result of efforts to increase organic 
traffic.

   Pages that saw the greatest increases in traffic included Annual 
Events, Outlet Shopping in St. Augustine, St. Augustine and Ponte 
Vedra on a Budget, and Swing by the World Golf Hall of Fame. 

Highlights from Phase II – Oct 1, 2016–Mar 31, 2017* 

   Views of target pages increased 48.7 percent, and site sessions 
that started with a target page as the landing or entrance page 
increased 37.4 percent.

   As for engagement, the bounce rate on target pages decreased 
4.7 percent, and pages per session decreased by 27.2 percent. This 
could mean that users found what they wanted on the first page 
they visited, which they found as a result of efforts to increase 
organic traffic.

   Pages that saw the greatest increases in traffic included Events & 
Festivals, Weddings, Offbeat St. Augustine, Hidden Gems in 
St. Augustine and Plan the Ultimate Family Vacation.

*These metrics are all year-over-year and take into account organic traffic only. 
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Miles is currently running Phase III of programming, which is expected 
to complete by the end of June 2017.

Continuing with the content and organic performance-focused 
approach in FY 2017, the team also prioritized enhancements to 
the partner profile pages on the new site. Some of the general 
enhancements included more 
detailed “what you need to know” 
content, full details on amenities, 
payment and general information. 
Social call-outs and related deals 
and events content were placed 
more prominently on the page.

To the right is a mock up of the new 
partner profile pages on 
FloridasHistoricCoast.com:

These enhancements went live on 
the site in May 2017. Miles and the 
VCB expect increased engagement 
stats and increased organic ranking 
for partner pages to gauge success.
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In FY 2018, the VCB Promotions and Strategic Alliances Department 
will support overall VCB efforts through Media Promotions.

Media promotions supplement and extend paid advertising. They also 
build destination awareness at little or no cost to the VCB through 
partner-funded contests and sweepstakes that provide prizing. The 
bulk of these are leveraged promotions.

Leveraged promotions are secured through aggressive negotiation 
of MMGY Global’s paid media buys with television and radio stations. 
This yields significant incremental exposure in the form of “Win a 
Trip” contests and “Enter-to-Win” sweepstakes that are verifiably 
measurable and complementary to the corresponding advertising 
campaign. 

In any given market, promotions are “awarded” to the media 
partners who offer the most efficient rates for reaching the target 
demographic, as well as partners providing a robust, value-add 
promotional support package. The goal is to negotiate for as much 
incremental media value as possible without impacting the integrity of 
the actual media buy.

For FY 2018, a budget of $30,000 covers prize development and 
winner fulfillment with a return on investment requirement of at least 
$10 in partner funded media for each $1 of VCB costs incurred. 

As an example of the tracking process that will be utilized, following 
are excerpted data from the VCB’s 2017 Nights of Lights promotional 
development: 

(See Appendix D for Nights of Lights promotional value sheet) 
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MEDIA PROMOTIONS: 

PROMOTIONS
FY 2017 POST-NIGHTS OF LIGHTS PROMOTIONS ANALYSIS

HIGHLIGHTS

   Event: Nights of Lights

   Duration: 12/5/16 to 1/22/17

   Markets: Orlando, Jacksonville, Tampa, Miami

RESULTS

   20 promos contracted as added-value

   35 weeks worth of on-air promo support

   800+ on-air promos, including recorded + live-liner mentions

   13.3M impressions reached

   ̃ $209k worth of exposure negotiated at no cost

   947 new leads/opt-ins generated at no additional cost

= Advertising DMA
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STRATEGIES:

   Continue to reinforce to recipients of VCB ad dollars that doing 
business with the VCB requires incremental promotional support

   Ensure that promo messaging and creative is consistent with VCB 
advertising and branding

   Ensure that promo timing effectively supplements its 
corresponding paid advertising schedule (e.g., pre-flight, post-flight 
or overlap)

KEY PERFORMANCE MEASURES:

   Secure a minimum of $300,000 media value (based on minimum 
10:1 ROI on budget)

   Develop promo campaigns that supplement MMGY Global 
broadcast buys

   Develop and execute promotions that support Northeast Florida 
Regional Airport (NFRA) and its direct air service providers as 
aggressively as NFRA can deliver leads on media partners and 
assured prize seating. Minimum goal: one promo per carrier per 
origin market.

VCB PROMOTION AND PRODUCTION SEED MONEY

From time to time over the course of each year, the VCB is presented with 
attractive exposure opportunities that require marketing or production support 
assistance in order to secure the project or to maximize the destination’s inclusion 
within it. Most common are TV production opportunities, such as these two from 
2017:

   “Pets Welcome Here” is a nationally syndicated travelogue highlighting 
four U.S. destinations that are particularly accommodating to travelers 
accompanied by their pets. The VCB’s $5,000 production assistance resulted 
in a four-day shoot in our destination and a featured position in the show.

   “Painting the Town” with Eric Dowdle is a 30-minute national PBS program 
filmed entirely in St. Augustine, made possible by a modest but dedicated 
commitment of assistance from the VCB.

STRATEGY:

   Maintain awareness of and contact with producers and syndicators of location-
based productions

KEY PERFORMANCE MEASURE:

It is difficult to measure initiatives that depend on good fortune as much as skill 
and planning. The activation fund is modest – $15,000. The payoff, however, can 
be enormous in the form of dedicated mass media exposure. The VCB maintains a 
watchful eye through both its communications and promotion departments.

PROMOTIONS
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VCB OUTREACH

The VCB, to comply with its contractual obligation to raise the 
awareness of tourism’s benefits to residents of St. Johns County, 
conducts an ongoing speaking tour that brings relevant information 
to the community by booking the VCB CEO with appropriate 
neighborhood, business, public and private organizations. The 
presentations contain a mix of data, research, general info and custom 
content assembled for each group. An accompanying four-to-five-
minute video is updated each May with fresh data unveiled at the 
VCB’s annual State of the Industry event. The outreach program has 
been averaging one presentation every four to six weeks; plans are to 
increase the number of engagements in 2018 if demand exists. 

Objective: Provide tourism stakeholders and St. Johns County 
residents with an ongoing source of reliable information on the health 
of the local tourism industry and its impact on the economy and on 
their quality of life. 

Strategy: Develop and nurture a cogent, relevant and entertaining 
presentation applicable to various audiences and environments.  

KEY PERFORMANCE MEASURE: 

   Produce a State of the Tourism Industry event attended by more 
than 350 targeted tourism and hospitality stakeholders, community 
influencers and public officials

   Produce a summary presentation of the event to serve as speaker 
support for presentations to varied community groups over the 
following 12 months

For FY 2018, VCB Outreach is estimated to cost $5,000, which 
anticipates production needs during the year to keep the presentation 
timely and relevant. This may include video, editing, graphics and 
collateral.

INNOVATION: MIDWEEK HOSPITALITY PROFESSIONALS

This is a promotional program designed to build midweek business by 
targeting Central Florida hospitality workers, the majority of whom 
work on weekends. 

The key to the concept is the Hospitality Industry Association (HIA), a 
direct conduit to workers at all levels from front line to operations to 
management. The HIA currently has agreements with a number of 
St. Johns County attractions, restaurants and lodgers, but to maximize 
the impact of the program, it is essential to help increase the number 
of participating companies and develop attractive short-term offers.

Next step is to meet with HIA to solidify the plan and the 
responsibilities of each party with an eye toward an ongoing program 
with executions two times per year.

STRATEGY:

To extend the offer with a feeling of industry solidarity, both in the 
sincerity of the offer and the payoff of professional togetherness at 
the destination.

KEY PERFORMANCE MEASURES:

   Development of an offer of consequence sufficient to “move the 
needle”

   Success in gathering meaningful participation from a sizeable 
number of VCB partners

   Initial response from the target audience that validates the concept

PROMOTIONS



FY 2018 BRAND RESEARCH 

In FY 2017, three new campaign executions that were tested against 
the current execution to determine which resonates best with 
prospective overnight visitors to St. Johns County. MMGY Global 
developed the three new campaign looks with creative input from the 
board of directors and senior VCB staff. The research methodology 
was a monadic exposure of a representative sample of prospective 
visitors with household incomes of over $75,000 annually to two 
executions from each of the four campaigns being tested. The entire 
sample size was 1,600, half in Florida and half in Georgia, the two 
largest state contributors of visitors to St. Johns County.

The campaign execution that scored the highest in terms of influence 
and message communication was adopted for the FY 2018 integrated 
advertising messaging.

The evolved campaigns are essentially modernizations of the current 
messaging and incorporates certain proven elements of recent 
programs. In FY 2015, qualitative and quantitative research was 
replicated to verify the original work conducted in 2010 to determine 
the most effective branding moniker for St. Johns County tourism. 
Details of the work – and the selection of Florida’s Historic Coast® as 
the brand moniker – were referenced in the FY 2011 marketing plan 
in the “St. Johns County Brand” section of that plan. The follow-up 
study tested the status of consumer’s perception and awareness 
of the brand moniker. It also tested the evolved creative layout, 
the effectiveness of the Florida’s Historic Coast moniker, and the 
suggested campaign messaging improvements. For 2016 and 2017, the 
current moniker was retained, but primary images were enlarged and 
replaced with those from the most recent shoot. Broadcast and video 
executions featuring the return of “The Return of El Conquistador” 
scored exceptionally well and continues to do well, as does the 
destination positioning line: Our History Is Not the Same Old Story.

RESEARCH
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Additionally, in 2016, the TDC through H2R Market Research 
conducted its own research into the brand among a sample of 804 
likely visitors in Atlanta, Raleigh, Orlando and Tampa. The results 
verified the success of the campaign messaging. It underlined the 
strength of Florida’s Historic Coast as a positioning and the high 
awareness and positive perceptions of St. Augustine | Ponte Vedra 
among potential visitors. Other results from this research also guided 
the development of the new campaigns that were tested. 

VISITOR PROFILE RESEARCH 

In October 2011, the TDC, in collaboration with the VCB, began fielding 
a new and ongoing visitor profile survey (VPS) to capture actionable 
data on St. Johns County visitors. In FY 2013, a full cycle of data had 
been collected, resulting in a longitudinal picture of Florida’s Historic 
Coast visitors, their experiences, and their spending and destination 
consideration behavior. In FY 2014, a new collection and compiling tool 
was integrated into the VPS, allowing more granular analysis of data 
directly controlled by the TDC office. This data is being used to better 
target marketing efforts and to develop tourism services and facilities 
that are relevant to enhancing visitors’ experiences. In FY 2015, the 
VCB continued to work with the TDC to refine the capabilities of 
data analysis to provide even keener insights into the destination’s 
visitors. In late FY 2015, VisaVue spending and source market data 
was purchased by the VCB to add a layer of highly dependable large-
volume insights into where St. Johns County visitors are coming from 
and how they are spending while on Florida’s Historic Coast. 

Currently, it is expected that VisaVue will continue to be used in 
FY 2018 to verify source market and spending data. There are, 
however, an expanding number of new “big data” sources of detailed 
information on those who are exposed to the destination’s messaging 
and their travel planning and purchasing behaviors. The VCB will 
be exploring these sources to determine if they can provide more 
accurate and actionable data on which to make marketing and media 
selection decisions.

LODGING AND SECONDARY RESEARCH RESOURCES 

Monthly travel reports from Smith Travel Research (STR) will continue 
to be used to monitor lodging performance for St. Johns County. In 
2016, the VCB purchased an enhanced weekly report from STR which 
allows the VCB to compare lodging performance at the daily and 
weekly levels, opening the opportunity to examine event and holiday 
performance year over year. Additionally, secondary travel industry 
resources such as Portrait of American Traveler® and travelhorizons® 
will continue to inform the VCB of changes affecting the tourism 
business and customer behaviors in the current year and looking 
forward. Meetings Today Trends Survey and Business Travel Index will 
inform the VCB about the planning behaviors and trends of meeting 
planners, travel agents, tour operators and wholesalers.

ATTRACTIONS PERFORMANCE MEASURES: 

FY 2018 will mark the third year in which the VCB will gather and 
report gate attendance from a sampling of area attractions. This 
underscores the VCB’s dedication to visitor experience and will 
help it better understand the link between lodging and attraction 
performance. With continued cooperation of the sample group, this 
data has been incorporated into the tourism industry reporting by the 
VCB.

FUTURE DEMAND TOOL 

For FY 2018, the VCB tentatively plans to continue using nSight®, a 
“big data” tool to monitor online search demand and conversion, to 
track advertising, promotion and publicity performance. NSight has 
continued to evolve its collection and reporting system to improve its 
relevance to the destination and its suppliers, but if a more powerful 
tool that also measures visitor behavior in the market is identified, 
nSight could be replaced.
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OBJECTIVES:

   Monitor consumer awareness and acceptance of the Florida’s 
Historic Coast brand

   Accurately determine the origin markets, pertinent demographics, 
consideration set and process, media use, self-reported spend, 
relevant in-market behavior and satisfaction of visitors to Florida’s 
Historic Coast

   Monitor consumer and destination meeting planner selection 
motivations and intensions

   Monitor St. Johns County and its competitive set’s lodging 
performance monthly

   Monitor demand for Florida’s Historic Coast among online travel 
planners and purchasers

KEY PERFORMANCE MEASURES:

   Monitor online demand for Florida’s Historic Coast relative to 
selected competitive set destinations

   Continue to deliver monthly reports on lodging and attractions 
industry performance to VCB stakeholders and TDC, including 
callouts of weekly performance of special events and holidays

   Report on relevant research findings to the VCB stakeholder base 
as available

STRATEGIES:

   Review the TDC visitor profile survey data quarterly to assure 
that messaging and product development is relevant to visitors of 
Florida’s Historic Coast 

   With the help of MMGY Global and key travel industry associations, 
collect relevant secondary research results related to travelers’ and 
meeting planners’ motivations and influences

   Continue to receive Smith Travel Research reports on monthly and 
weekly lodging metrics

   Continue to collect and report on attractions’ attendance monthly

   Conduct monthly evaluations, if not more frequently, of online 
search demand for Florida’s Historic Coast and its key competitor



FLORIDA’S BIRDING & PHOTO FEST

OVERVIEW:

Florida’s Historic Coast®, St. Augustine in particular, boasts an 
extraordinary roster of annual events – over 700 in all – that includes 
reenactments, CoSA productions, neighborhood festivals and ad 
hoc activities that emerge during the year. With such an inventory 
of ongoing activity, the VCB has its hands more than full providing 
promotional support without taking on a producer’s burden. With one 
exception.

Since 2002, the VCB has produced and nurtured Florida’s Birding & 
Photo Fest, one of the great events of its kind in the country. Now 
entering its 16th year, the festival enjoys a strong following of serious 
photography enthusiasts and serves as a powerful statement for the 
appeal of our destination to the eco-tourism market. 

This signature event features more than 110 expert-led seminars and 
field trips and hosts more than 600 attendees, largely overnight 
visitors with a stay of three to five nights. Satisfaction levels are 
consistently high and, among those interested in birding and wildlife 
photography, it elicits tremendous respect for our destination.

Following each festival, participant surveys are analyzed and findings 
are applied to the development and marketing of the next year’s 
plans, addressing such matters as curricula, pricing, geotargeting, 
demographic trends and subject matter preferences.

Here are data pulled from the 2017 survey (sample size=119), which 
will be used in planning of the 2018 event, followed by objectives, 
strategies and key performance measures for 2018.
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   90 percent said that the Florida’s Birding & Photo Fest was their 
primary reason for visiting Florida’s Historic Coast

   74 percent said that they are likely to return to the festival

   86 percent of attendees participated two or more days

   56 percent spent two or more nights in paid accommodations

   51 percent stayed in hotels or motels, campgrounds, condominiums, 
or bed & breakfast or inns

   91 percent dined out

   48 percent visited the historic district

   49 percent visited the beaches

   47 percent visited state parks

   25 percent visited Ponte Vedra Beach

   14 percent visited the outlet malls

   15  percent visited museums or paid attractions

FY 2018 OBJECTIVES:

   Increase attendance and overnight stays to Florida’s Historic Coast

   Showcase the natural attributes and photographic opportunities in 
Florida’s Historic Coast

   Expand opportunities to build the Florida’s Historic Coast brand 
through PR and promotions

   Maintain festival standards and impact while reducing demand on 
VCB staff

FY 2018 STRATEGIES:

   Maintain e-mail marketing campaign (eCRM) to existing database 
of 3,711 past Birding & Photo Fest attendees 

  Enhance targeted digital promotion to prospective attendees using 
banners, in-feed and other social media tools

  Expand the focus from solely birding and wildlife photography 
by offering instruction on different genres of photography, such as 
macro, portrait, night photography, etc., thus appealing to a larger 
audience

  Motivate lodging partners to offer special rates to festival 
attendees; all participating partners will be listed on the festival’s 
website and in collateral materials

  Continue to pursue an exit strategy that would reduce the VCB’s 
project management demands by selling or transferring the event to 
a qualified buyer capable of delivering continued growth of the event 
and further enhancement of the Florida’s Historic Coast destination 
brand among nature and photography enthusiasts

KEY PERFORMANCE MEASURES:

   Increase event attendance by 5 percent over FY 2017 to 727.

RGoldman
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pls make bold "Increase event attendance by 5 percent"



The Category 1 (Destination Marketing) net bed tax allocation (the

VCB’s total public sector budget) for FY 2018 is $4,986,017, excluding 
reserves and SJC Indirect Fee. This is 16.2 percent less than the 
projected end of year FY 2017 budget figure. Due to the decrease in 
total available dollars and tight control of overhead, the marketing 
portion of the projected FY 2018 budget has decreased 21 percent. 
(As a percent of budget, overhead costs increased only 2.3 percent, 
even with higher benefits costs and the addition of a staff member for 
FY 2017).

However, as a percent of the total budget, marketing remains at 75 
percent. This is eight points higher than the average spent of other 
Florida DMOs and 18 points higher than liked-sized DMOs nationwide.

Based on tracking and thoughtful analysis of trends and needs 
as discussed in the preceding sections of the marketing plan, the 
available funds have been allocated to reinforce the strategies that will 
accomplish the VCB objectives:
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   Advertising remains the largest portion of the budget at 
56.3 percent 

   Total allocation to web development and eCRM is maintained at 
roughly 4 percent of budget, but within that allocation, a larger 
portion of resources are being moved from web development to 
eCRM

   Public relations increases its proportion of the budget slightly to 
4.3 percent, while 12 percent less in total.

   Sales spending declines by 7.9 percent, but its proportion of the 
budget rises from 4.5 percent to 5 percent

   Combined marketing spend is down 21 percent. As a percentage 
of the total, marketing spend is a healthy 75 percent. This is eight 
points higher than the average spent of other Florida DMOs and 
18 points higher than liked-sized DMOs nationwide

VCB BUDGET ALLOCATIONS

FY 2018 % OF 
TOTAL

% 
CHANGE

FY 2017 % OF 
TOTAL 

Advertising (included in 
SJC Advertising GL 4900)

$2,806,032 56.3% (23.3%) $3,660,262 61.5%

Meetings* (included in the 
Advertising total above)

$180,000* 3.6% (10.0%) 200,000* 3.4%

Promotional Seed Funds $80,000 1.6% (20.0%) $100,000 1.7% 

Web Development and eCRM 
(included in SJC Advertising 
GL 54900)

$200,000 40.0% (20.0%) $250,000 4.2% 

Public Relations 
(includes all of SJC Public 
Relations Services GL 54804 
and portions of In-House PR 
54805, Trade Shows 54010, 
Dues 55405 and Travel 
54000)

$216,093 4.3% (12.0%) $245,501 4.1%

Sales 
(includes Trade Shows SJC 
GL 54010, Travel 54000, Tour 
Operator, Sales Support from 
54900 and portions 
of 54805)

$248,781 5.0% (7.9%) $270,170 4.5% 

Fulfillment and 
Distribution 
(includes SJC Inquiry 
Services GL 54102, 
Postage GL 54110, Brochure 
Distribution 54112, and Visitor 
Information 53702)

$146,500 2.9% (10.1%) $163,500 2.7%

Research $ 28,000 0.6% 0.0% $28,000 0.5%

Total Marketing Related 
Spend

$ 
3,725,406

74.7% (21.0%) $4,717,433 79.3%

Remaining (including 
Overhead Operations)

$1,260,611 25.3% 2.3% $1,232,299 20.7%

Grand Total Excluding & 
County Indirect Fee 
(as of 4/25/17)
*Meetings ad budget is included 
in the Advertising total

$4,986,017 100.0%                   (16.2%) $5,949,732 100.0%

RGoldman
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RGoldman
Sticky Note
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OBJECTIVES:

   Optimize available resources to maximize activities directly 
impacting marketing efforts

   Maintain industry co-op spending on destination advertising, 
including meetings and conventions

   Increase resources for eCRM

   Exploit previous year’s investment in publicity and social media 
assets to maintain reach with lower total budget

   As affordable, protect spending on conference and leisure group 
sales

   Hold a small advertising allocation to support airline launches and 
route maintenance

KEY PERFORMANCE MEASURES:

   Achieve budget allocation proportions reflected in the chart on 
page 109, protecting the total spend on marketing based on the 
projected tourist development tax collections for FY 2018.

   Maintain partner co-op spending (including in-kind) to promote 
Florida’s Historic Coast at FY 2017 levels

STRATEGIES:

   Continue to find savings via increased efficiencies in operations

   Continue to negotiate aggressively for best possible pricing on all 
VCB purchases

   Reallocate resources from web development to eCRM

   Redeploy only the most attractive promotional and co-op 
opportunities supported by partners

   Conduct a large advertising workshop in September for partners to 
learn about co-op opportunities

   Continue to challenge our expert partners, Miles Marketing 
Destinations, The Rodriguez Group, Netweave and MMGY Global, to 
make the most efficient purchasing decisions possible

   Maintain as much flexibility as possible – within county guidelines 
– to move resources to the best performing marketing tools during 
the year.
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Domestic Leisure Initiatives

VA/NCMA/MCASC TBD 
This Annual Appointment Show is a great opportunity in the motor 
coach group travel industry to develop packages that bring motor 
coach groups from Virginia, North Carolina and South Carolina to 
Florida’s Historic Coast. Travel industry sellers from all over the 
United States get together for one-on-one tour itinerary planning. 
The multiday event also features business training and professional 
development seminars. Motor coach tour groups in the destination 
mean fewer vehicles in the historic area. It also drives more weekday 
business, which is a main objective for VCB staff. 
The expected attendance is 500 tour bus operators and suppliers.

National Tour Association (NTA) San Antonio, TX 
NTA and the United Motorcoach Association have combined their 
annual convention and expo. Now called Travel Exchange – it is one 
show that puts the full spectrum of North American travel buyers and 
sellers on the same floor. Motor coach tour groups in the destination 
mean fewer vehicles in the historic area. It also drives more weekday 
business, which is a main objective for VCB staff. 
Expected attendance is 800 motor coach tour operators and 
2,000 suppliers.

TAP Dance TBD 
Travel Alliance Partners, LLC is a member-owned organization of 
premier tour operators in the United States and Canada. Each is a 
regional expert with new and unique itineraries. The Travel Alliance 
Partners (TAP) hold an annual conference that brings tour operators 
and selected suppliers together for networking and appointments. 
Expected attendance is 30 motor coach tour operators and 
200 suppliers.

American Bus Association Cleveland, OH  
ABA is the premier business event for the leisure group travel 
industry. The appointments are the core of the show; these allow 
buyers and sellers to meet face-to-face in prescheduled seven-minute 
appointments. 
Expected attendance is 760 motor coach tour operators and 
2,000 suppliers. 

The Villages Group Leaders Event – Spring TBD 
New to 2018 – The VCB will put together an event at The Villages with 
partners to promote Florida’s Historic Coast for their club outings. 
Along the way, we will call on selected travel agencies, including AAA 
offices. 
Expected attendance is 10 group leaders and 250 residents. 

The Villages Group Leaders Event – Fall TBD 
New to 2018 – The VCB will put together a second event at 
The Villages with partners to promote Florida’s Historic Coast for their 
club outings. Along the way, we will call on selected travel agencies, 
including AAA offices. 
Expected attendance is 10 group leaders and 250 residents.

Nights of Lights – Florida’s Historic Coast 
Light Up St. Augustine FAM Tour 
New FAM Tour – Using this event as an incentive to host meeting 
planners identified at various meeting planner shows will be a unique 
and memorable way to educate them on the destination and on our 
meeting facilities. 
Expected attendance is five meeting planners.

THE PLAYERS Championship Florida’s Historic Coast 
Tournament FAM Tour  
Using this tournament as an incentive to visit and tour the destination, 
we will invite qualified golf tour operators, receptive tour operators 
and meeting planners to attend. They will site the appropriate hotels, 
attractions, etc., to familiarize themselves with the destination so they 
can better sell the destination. 
Expected attendance is five tour operators, receptive tour operators 
or meeting planners.
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Student & Youth Travel Association Baltimore, MD 
The SYTA Annual Conference offers a relaxed yet business-focused 
setting for tour operators, group travel planners and business partners 
to meet, learn and connect with each other. Over 900 attendees will 
gather together at the only conference and showcase dedicated to the 
student and youth market in North America. 
Expected attendance is 900 travel planners and suppliers.

Connect Diversity Summit 2018 TBD       
We will return to this show because of the planners and new leads 
received at the 2017 event. This summit will bring multicultural 
meeting and event planners together with destination representatives 
for networking, education and intelligent conversation about the 
meetings industry. At the Diversity Summit, they will help bridge the 
gap between multicultural meeting planners and hotel and destination 
representatives by discussing industry standards around the planning 
process and the value they place on multicultural meetings. 
Expected attendance is approximately 150 meeting planners.

21st Annual Hispanic Meeting Planner Conference TBD 
We will return to this show because of the relationships built with 
planners in the last three years and the leads we are working with. 
The International Association of Hispanic Meeting Planners (IAHMP) 
Conference invites meeting planners from some of the largest 
associations in the country, each representing an annual event looking 
for locations at which to meet. It is estimated that the value of the 
Hispanic market on travel, meetings and events is over $90 billion 
annually in the U.S. 
Expected attendance is up to 150 meeting planners and 
approximately 100 suppliers.

International Leisure Initiatives

International Pow Wow (IPW) Denver, CO 
The U.S. Travel Association’s IPW is the travel industry’s premier 
international marketplace and the largest generator of USA travel. This 
conference consists of threedays of intensive pre-scheduled business 
appointments. At IPW, buyers and sellers are able to conduct business 
that would otherwise be generated only through an exhaustive 
number of around-the-world trips. 
Expected attendance is 1,500 buyers and 1,000 suppliers.

Florida Huddle Ft. Lauderdale, FL 
This show brings tour operators who target international travelers – 
who have more leisure time, travel more, stay longer and have a higher 
discretionary income – together with Florida suppliers. Visitation often 
peaks in shoulder months, and stays extend through softer weekday 
periods. Hosting this show in St. Johns County last year brought the 
destination to the attention of international buyers and media that 
attended the show. 
Expected attendance is 200 buyers, 101 media and 199 suppliers. 

IITA Annual Summit Portland, OR 
We will return to this conference to continue building relationships 
with U.S.-based RTOs and assist them in promoting Florida’s 
Historic Coast to their tour operator clients in prospective countries. 
This will also encourage them to continue reporting room nights 
booked and consumed in the destination to the VCB sales staff. The 
conference includes the RSAA Marketplace and its 10-minute business 
appointment format. Representatives from the top receptive tour 
operator companies meet one-on-one with supplier members to 
learn about the products that suppliers can provide to meet receptive 
operator needs. 
Expected attendance is 150 receptive tour operators and suppliers.
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Religious Initiatives

Connect Faith FKA Rejuvenate Marketplace Portland, OR 
Rejuvenate Marketplace gives this team the opportunity to meet face-
to-face in preset appointments with qualified planners of faith-based 
meetings. Planners are carefully prescreened, and only those who 
book meetings that can be moved around the country and that utilize 
at least 300 hotel rooms are invited to the marketplace. This show 
continues to provide opportunities for booking religious meetings, 
retreats, etc. Consistency is important with this market. 
Expected attendance is approximately 400 religious planners.

Religious Conference Management Association (RCMA) Omaha, NE 
New to 2018 – This association holds a three-day event called 
EMERGE, which includes a two-day trade show featuring nearly 300 
unique venues, destinations, and event-based products and services. 
The 2018 program features four engaging keynote sessions, 30 
educational sessions and 19 micro-education sessions. 
Expected attendance is approximately 400 religious planners.

Christian Meetings and Conventions Association TBD 
The CMCA is an association of religious meeting planners that 
holds a Christian-centered showcase for the hospitality industry with 
programs that feature devotions, prayer and music. Members include 
people who plan for corporations, associations, local church retreats, 
ministries, denominations and third-party planners. 
Florida’s Historic Coast, as the birthplace of Christianity in America, 
is uniquely attractive to faith-based meeting planners.  
Expected attendance is approximately 150 religious planners.

Meetings & Incentives Initiatives

Florida Encounter West Palm Beach, FL                         
Florida Encounter is a hosted buyer one-on-one appointment trade 
show produced by Visit Florida focusing on the corporate, association 
and incentive markets. Invited planners must have current RFPs or 
histories of booking business in Florida.   
Expected attendance is 125 planners.

IMEX America Las Vegas, NV 
(International Incentive & Meeting Exchange) 
IMEX America is an international booth and appointment show for 
incentive travel and meetings. IMEX has produced excellent RFPs 
in the past. This is the largest hosted buyer program in the meeting 
industry, predominantly attended by corporate, third-party and 
incentive planners. The show is sponsored and endorsed by MPI, 
DMAI, PCMA, ASAE and SITE. We will be participating with Visit 
Florida. 
Expected attendance is over 2,000 planners. 

Small Market Meetings South Bend, IN 
A one-on-one appointment trade show for meeting professionals of 
all market segments who predominately book second- and third-tier 
destinations. This show has produced RFPs for our partner hotels for 
the last four years.  
Expected attendance is 300 planners.

Connect Marketplace/Corporate TBD                          
Produced by Connect Meetings, the marketplace is a one-on-one 
appointment show for corporate meeting and event organizers. 
Networking events give suppliers excellent opportunities to meet as 
many planners as possible. This show has a proven track record of 
producing RFPs. 
Expected attendance is 1,100 planners.



APPENDIX B

119

A
P

P
E

N
D

IX
 B

118

A
P

P
E

N
D

IX
 B

Independent Planner Education Conference TBD 
Produced by Northstar Media, this is a one-on-one appointment 
tradeshow and educational conference for meeting professionals of 
all market segments who have current RFPs. Northstar events reliably 
present excellent networking opportunities with planners; the team 
has seen excellent production over the years. 
Expected attendance is 120 planners.

Xsite Trade Show Tallahassee, FL 
Xsite is a one-on-one appointment tradeshow for state association, 
corporate, government, independent and third-party meeting 
professionals. This is an excellent opportunity to network and build 
relationships with this audience. 
Expected attendance is 200 planners.

Connect FL Hammock Beach, FL                                
Produced by Connect Meetings, this will be the second year for 
this one-on-one appointment show for corporate, incentive and 
independent meeting planners interested in booking events in Florida. 
Suppliers visit pre-qualified planners during preset appointments. Like 
Connect Corporate, this show has produced a number of RFPs for 
higher-rated weekday corporate business. 
Expected attendance is 160 planners. 

THE PLAYERS Florida’s Historic Coast 
Championship Tournament FAM Tour                                     
Using this tournament as an incentive to visit and tour the destination, 
we will invite qualified group meeting planners to attend.   
Expected attendance is three or four planners and meeting 
decision-makers.

Destination Florida Miami, FL                                
Produced by Northstar Media, this show has consistently produced 
RFPs in the past.  This is a one-on-one appointment trade show 
and educational conference for meeting professionals of all market 
segments who have current RFPs or histories of booking group 
business in Florida. 
Expected attendance is 100 planners. 

Elite Meetings Alliance (EMA) TBD                         
This is a hosted buyer one-on-one appointment show now produced 
by Cvent with former EMA leadership still in a consulting role. They 
bring in higher-end corporate planners with a focus on top-tier resorts 
with one-on-one scheduled appointments for a variety of corporate 
meetings, including incentive groups. 
Expected attendance is 130 planners.

SMART Meetings Mid-Atlantic TBD     
This is a hosted buyer one-on-one appointment show produced 
by Bright Media, bringing in planners from all market segments for 
prearranged one-on-one appointments. 
Expected attendance is 100 planners. 

Association Executives of North Carolina Trade Show Raleigh, NC 
This annual trade show is for association management professionals 
and meeting planners from association, corporate, government, 
educational and medical organizations, plus independent and third-
party planners. North Carolina is a geographic target due to drive 
distance. 
Expected attendance is 400 meeting planners and senior executives.

HelmsBriscoe Annual Business Conference Orlando, FL                      
The VCB has enhanced its online and booking engine presence with 
HelmsBriscoe for greater penetration and visibility to the third-party 
and independent planner segment.  The Annual Business Conference 
is for HelmsBriscoe associates and valued partners only. The trade 
show gives suppliers an opportunity to network and strengthen 
current relationships as well as meet new associates. 
Expected attendance is 1,100 HB associates.
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Meetings Today Live! South Howie-In-The-Hills, FL                      
This is a one-on-one appointment show for hosted buyers from 
primarily corporate groups looking to book in the Southeast. The 
VCB has had success earning RFPs from attending one-on-one 
appointment shows and expects this trend to continue. 
Expected attendance is 75 planners. 

Florida Society Association Tallahassee, FL 
Executives Monthly Meetings        
We will attend three monthly luncheons, months TBD. 
Monthly average of 30 to 40 meeting planners attend.

Florida Society of Association Executive (FSAE) TBD, FL 
This is the annual convention of Florida association executives and 
planners. 

Georgia Society of Association Executives (GSAE) TBD, GA                               
This is the annual convention for Georgia association executives and 
planners. 

Segment Initiatives 

SJC VCB Black History Month FAM SAPVB                         
New to 2018 – This two-night, three-day FAM will focus specifically 
on the African-American history our destination has to offer. The VCB 
will host qualified meeting planners that emphasize African-American 
historical tours and education as part of their meeting initiative and 
experience. Black History Month is recognized annually in the month 
of February. 
VCB Partner Participation Opportunity 
Targeting up to six qualified meeting planners

SJC VCB Sports and Rec FAM SAPVB     
New to 2018 – Previously, the VCB was reactive in welcoming sports 
and recreation events. This FAM, along with attending two sports 
appointment shows, is the destination’s proactive approach in both 
educating and soliciting more sports and recreation event planners 
to consider our destination. This FAM will also serve to bring a closer 
working relationship to the VCB and the St. Johns County Parks 
and Recreation Department. Dates are TBD based on department’s 
schedule. 
VCB Partner Participation Opportunity 
Targeting up to six qualified sports and events planners

SJC VCB National Military Appreciation Month FAM SAPVB 
New to 2018 – This FAM will place a greater focus on May’s 
significance to the military while exploiting THE PLAYERS 
Championship Tournament to entice planners. The FAM will be 
oriented toward the military-friendly atmosphere our destination 
offers and military points of interest reunion planners can look 
forward to. 
VCB Partner Participation Opportunity 
Targeting up to five qualified military reunion planners



APPENDIX C

123

A
P

P
E

N
D

IX
 C

122

A
P

P
E

N
D

IX
 C

Travel Events And Management in Sports Conference Orlando, FL                       
New to 2018 – A new initiative for the destination, this conference 
provides an opportunity to schedule appointments with governing 
body representatives and event rights holders. There are pre-
scheduled one-on-one sessions in the VCB booth, which will allow 
quality meetings with sports event planners to facilitate real business 
and generate return on investment. 
VCB Partner Participation Opportunity 
Expected attendance is over 3,000 planners.

CONNECT Sports (New) TBA                       
New to 2018 – This is another new initiative targeting the sports and 
recreation market. The conference includes one-on-one appointments 
with sports event planners, educational sessions related to the 
sports market and event requirements, and networking opportunities 
throughout. 
VCB Partner Participation Opportunity 
Expected attendance is over 1,500 planners.

Annual Florida Black Expo Jacksonville, FL                       
The Annual Florida Black Expo extends over three days, each day 
offering new networking opportunities, including a trade show to 
meet and greet new group business prospects. The expo forums are 
designed to educate, enlighten and inspire the entire community and 
the African-American community in particular. Aside from economic 
development, exposure to cultural resources is a part of the focus for 
this event, which is a great opportunity for highlighting the African-
American history within this destination. 
VCB Partner Participation Opportunity. 
Expected attendance is over 5,000 planners.

National Coalition of Black Meeting Planners Oakland, CA 
Annual Conference 
This will be our fourth year attending this productive conference to 
educate meeting planners on the array of history that are significant 
to the destination and to African-American history and the civil rights 
movement. The annual conference provides educational, trade show 
and networking opportunities with African-American meeting planners 
from all market segments across the U.S. 
Expected attendance is 200 planners.

Military Reunion Network Nashville, TN 
(Formerly Reunion Friendly Network)     
This two-day appointment and conference show has produced several 
new military reunions of all branches to the destination. Along with 
annual reunions, this event has supported the return of separate social 
groups. This conference includes a variety of networking events, 
10-minute one-on-one appointments, seminars, speakers and a 
supplier-buyer panel discussion on industry trends related to reunions. 
VCB Partner Participation Opportunity 
Expected attendance is 20 to 30 planners.

Tri-Base Military NAS JAX, Mayport, FL & Kings Bay, GA 
Travel Shows 
This travel trade show extends over three days, visiting three different 
naval bases. This initiative is a consumer-based show that allows 
exclusive entry to the NAS Jacksonville, Naval Station Mayport, FL and 
Navy Sub Base King’s Bay, GA. The VCB exhibits to military personnel 
and their families coming from the southeast region of the U.S. It is 
also an opportunity to entice future military reunions, destination 
weddings and social groups to the destination. 
VCB Partner Participation Opportunity 
Expected attendance is 500 to 800 people per location.
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Tampa Bay Bridal Show Tampa, FL                       
This well-received show has proven to be a productive area to target 
destination weddings and special events. For the past seven years, the 
VCB and its partners have received a variety of leads for weddings, 
girlfriend getaways, anniversaries and honeymoons. This four-hour 
consumer trade show draws over 500 registered brides accompanied 
by their families. 
VCB Partner Participation Opportunity 
Expected attendance is over 1,500 people.

Visit Florida I-95 Welcome Center Winter Festival Yulee, FL                       
The Visit Florida Yulee Welcome Center is the first and the largest 
welcome center I-95 drivers pass when entering the state. This 
one-day consumer show continues to capture the drive market by 
reminding drivers of the array of attractions, experiences and local 
events the destination has to offer. The event confirms the success 
of VCB efforts as many travelers report that they plan to visit the 
destination at some point in their travel. Attendance has increased 
each of the last seven years. 
VCB Partner Participation Opportunity 
Expected attendance is over 5,000 travelers.

Meeting Professionals International (MPI) Northeast Florida 
Northeast Florida Chapter                        
The MPI Northeast Florida Chapter has branched out even more 
by hosting luncheons within our destination, which makes VCB 
participation more crucial in supporting our host partners. Every 
luncheon provides networking and educational content related to 
current industry trends.  
Expected attendance at each is approximately 25 to 35 planners. 

Society of Government Meeting Planners (SGMP) Gainesville, FL  
Attending bimonthly SGMP meetings is crucial to maintaining our 
visibility in Alachua County (home to the University of Florida), 
strengthening current relationships and building new ones. Each 
luncheon provides educational topics related to the industry, as well as 
networking time with the planners. 
Expected attendance at each is approximately 15 to 25 planners. 

International Gay & Lesbian Travel Association Toronto, Canada 
Annual Conference    
This was a new initiative for FY 2017. The overwhelming feedback 
from planners that this destination welcomes the IGLTA community 
confirms the value of continuing to grow our presence at this annual 
conference. This four-day event has an appointment segment, 
networking sessions, an educational component and panel discussions 
offering open dialogue addressing the IGLTA industry standards and 
expectations of our industry.  
Expected attendance is over 200 planners. 

Rainbow Network Atlanta, GA 
Legalization of same-sex marriages in Florida has allowed this 
destination to welcome even more destination weddings and special 
events. This one-day wedding expo gives Florida’s Historic Coast an 
opportunity to showcase equality for all through the many wedding 
venues and wedding service partners ready to host more guests. 
VCB Partner Participation Opportunity 
Expected attendance is over 300 planners.
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FY16–17 NIGHTS OF LIGHTS 
PROMOTIONS VALUE SHEET

FY16–17 NIGHTS OF LIGHTS 
PROMOTIONS VALUE SHEET

Campaign Media Station Market Promo 
Weeks

Run Dates

NOL Radio WBTP-FM Tampa 2 12/19/16-1/1/17

NOL Radio WFLZ-FM Tampa 2 12/19/16-1/1/17

NOL Radio WFUS-FM Tampa 2 12/11/16-12/24/16

NOL Radio WMTX-FM Tampa 2 12/19/16-1/1/17

NOL Radio WXTB-FM Tampa 4 12/21/16-1/17/17

NOL Radio WJGL-FM Jacksonville 1 12/5/16-12/12/16

NOL Radio WEJZ-FM Jacksonville 5 12/12/16-1/15/17

NOL Radio WAPE-FM Jacksonville 1 12/5/16-12/12/16

NOL Radio WMGF-FM Orlando 1 12/12/16-12/18/16

NOL Radio WMGF-FM Orlando 1 1/16/17-1/22/17

Total :15 
Promo Spots

Additional 
Exposure

Opt-in 
Leads

Estimated Total 
Impressions

Estimated 
Station Value

30x live promo 
mentions

Online Contest Page, 
Eblast, Social Media

N/A 600,000 $10,500.00

25x live promo 
mentions

25x recorded 
promos

Online Contest Page, 
Eblast, Social Media

N/A 600,000 $18,500.00

30x live promo 
mentions

Online Contest Page, 
Eblast, Social Media

N/A 600,000 $15,500.00

30x live promo 
mentions

Online Contest Page, 
Eblast, Social Media

N/A 641,429 $10,500.00

20x live promo 
mentions

50x recorded 
promos

Online Contest Page, 
Eblast, Social Media

309 600,000 $33,000.00

26x :15 recorded 
promos

Online Contest Page 0 280,000 $3,100.00

105x :15 recorded 
promos

Social Media Exposure N/A 268,096 $10,000.00

20x :15 recorded 
promos

Online Contest Page 0 220,000 $2,500.00

20x :10 promos Online Registration Page 
URL Link on Page

N/A 208,000 $7,000.00

45x :15 promos 
M-F 5a–12a

Online Registration Page 
URL Link on Page, 
Opt-in Inclusion

113 208,000 $7,000.00
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Campaign Media Station Market Promo 
Weeks

Run Dates

NOL Radio WMMO-FM Orlando 2 12/12/16-12/25/16

NOL Radio WOCL-FM Orlando 1 12/10/16-12/18/16

NOL Radio WOMX-FM Orlando 1 12/10/16-12/18/16

NOL Radio WRUM-FM Orlando -  
Hispanic

1 12/12/16-12/18/16

NOL Radio WNUE-FM Orlando -  
Hispanic

2 12/6/16-12/20/16

NOL Radio WXDJ-FM Miami -  
Hispanic

2 12/6/16-12/18/16

NOL Radio WCMQ-FM Miami -  
Hispanic

2 12/6/16-12/18/16

NOL Radio WFEZ-FM Miami -  
Hispanic

1 12/12/16-12/18/16

NOL TV WESH-TV Orlando 1 12/12/16-12/18/16

NOL TV WOFL-TV Orlando 1 12/21/16

TOTALS 35 12/5/16-1/22/17

Total :15 
Promo Spots

Additional 
Exposure

Opt-in 
Leads

Estimated Total 
Impressions

Estimated 
Station Value

45x :15 promos 
M-F 5a–12a

Contest Page Online 
(desktop + app) 

Event listing on Best Bets 
Calendar, 1x FB Post +  

Twitter Post

139 335,337 $5,200.00

15x live-liner 
mentions

12x :10 recorded 
promos

2x Eblast Inclusion, 
Online Contest Page, Social 

Media Mentions

63 479,400 $5,350.00

15x live-liner 
mentions

12x :10 recorded 
promos

2x Eblast Inclusion, 
Online Contest Page, Social 

Media Mentions

106 593,000 $5,350.00

25x :10 promos Online Registration Page, 
URL Link on Page

N/A 634,000 $8,000.00

30x live-liner 
mentions

21x :15 recorded 
promos

Online Registration, FB 
Posts 300x250, 728x90, 
320x50 Banners, Event 

Calendar  Listing

25 55,402 $2,550.00

38x :15 promos
70x live-liner 

mentions

Online Promo Page - Listen 
to Win Homepage ROS

N/A 2,872,749 $17,300.00

38x :15 promos
70x live-liner 

mentions

Online Promo Page - Listen 
to Win Homepage ROS

N/A 3,185,911 $17,680.00

25x :30 live-liner 
ROT

Online Contest Page - 
Listen to Win

N/A 791,138 $13,750.00

On-air mentions 
during news

Social Media Exosure, Entry 
Page Opt-in Email, 

Enewsletter Inclusion

192 78,133 $8,878.00

1 Day mention on 
GDO -  

2x (6a–10a News)

728x90. 300x250 ROS, 
120x90 Logo on Deck the 

halls Page, FB Incusion

N/A 84,951 $7,600.00

846 Promos 947 13,335,546 $209,258.00

FY16–17 NIGHTS OF LIGHTS 
PROMOTIONS VALUE SHEET (CONTINUED)

FY16–17 NIGHTS OF LIGHTS 
PROMOTIONS VALUE SHEET (CONTINUED)






