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IN FLIGHT/LODGING BOOKINGS 

ATTRIBUTED TO DIGITAL 

CAMPAIGN EXPOSURES.
*SOURCE: ADARA IMPACT 

ALMOST $2.1 MILLION

PANDORA CUSTOM 

STATION AVERAGES 

35-40 MIN PER SESSION

ORGANIC PARTNER 

REFERRALS FROM 

LISTING COUPONS 

AND DETAILS WERE

UP 5%

NEWSLETTER SIGN-UPS

INCREASED 144%

5K UNIQUE LISTENERS 
PER WEEK

REAL.FUN.BEACH. 2020 SUCCESSES 



ELEVATED THEMES FOR ANNUAL PRESS TRIPS – NYE Beach Ball Drop

- RESULT: Garnered over 5,674,590 media impressions from hosted

INFLUENCER TRIP

- RESULT: Named Best Alternative to NYC Times Square Celebration by The Washington 

Post

APPEARED ON NATIONAL BROADCAST OUTLETS
- RESULT: Featured on the Today Show and reached new markets nationwide

LED THE INDUSTRY WITH PREMIER VOLUNTOURISM OFFERING – Stay It Forward
- RESULT: Syndicated coverage nationwide including in The New York Times, The 

Washington Post, Miami Herald, Skift, U.S. News & World Report, Yahoo! Life and more.

REAL.FUN.BEACH. 2020 SUCCESSES 
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EARNED MEDIA | COVERAGE HIGHLIGHTS

Fiscal Year Impressions to Date = 972,282,360 | Total AD Value to Date = $899,361
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BUSINESS GOAL

Drive short-term visitation.

AUDIENCE

New and past Panama City Beach visitors (dynamic segmentation evolution)

CHANNEL

Use a digital-first approach as it allows us to be flexible in flighting and frequent messaging 

optimization and helps drive more personalization.

MESSAGE

Reintroduce Make It Yours as overarching platform while using a laddering approach for 

other campaigns during Q4-Q1.

FLIGHTING

Less dependent on seasonality and more pulsing based on market conditions and consumer 

confidence

EXECUTIVE SUMMARY 



Landscape Brand  Media 

What is the 

landscape today? 

How can PCB entice new 

and existing visitors? 

How are new and existing 

visitors consuming media? 

KEY LEARNINGS FEED THE PATH FORWARD 



Landscape
What’s the landscape today?  



Stay on top of changing travel behaviors to 

accelerate conversion and build brand strength. 

• Micro-cations at destinations that are easy to access and navigate

• Driving over flying – though flying is revamping quickly

(82% of Americans have already traveled or will travel within 6 months 

(MRI-Simmons)

• Domestic destinations will gain more popularity.

• Change in the type of destination Americans will visit (40% of Americans 

will switch to a different type of vacation and destination than what they 

usually choose)

• Decision-making is driven more by the ability to connect than to gain 

social status



BRAND
How can PCB entice new and existing visitors?  



Right now, we are focusing on seasonality.

And instead, we can focus on personalization.

How to evolve year-round approach

Business goal:

Business objectives (brand strength):

Brand ambition:

Make PCB a year-round destination

Awareness/perception, acquisition and retention

To build a path to belonging



What makes a family vacation truly great is

the excitement of getting away and making 

memories that you can relive anytime.



VACATION

FALLING BACK TO ROUTINE

REALIZATION: 

EVERYTHING IS

JUST HOW YOU 

LEFT IT

PRIORITIES 

SHIFT 

FEELS ANXIOUS 

AND ENERGIZED

SHARES 

STORIES 

ABOUT 

VACATION 

EXISTENTIAL 

CRISIS

USES

MEMORIES

AS A COPING 

MECHANISM

PICKS UP 

MOMENTUM 

STARTS 

FEELING A 

DESIRE TO 

GET AWAY

SEARCHES 

FOR NEXT 

KIND OF TRIP 

HYPED UP 

ABOUT 

UPCOMING 

TRIP

FILLS GAPS OF 

INFORMATION 

ENJOYS 

THEMSELVES 

AND OTHERS 

MID-TRIP 

CRISIS

Vacation Planning 

Deliver an engagement proposition to give people 

an escape from what they are doing and feel 

attached to the brand.   

MOST BRANDS START HERE 

ENTERS 

BACK 

INTO 

ROUTINE  

REALIZATION:

THERE IS 

MORE TO LIFE 

THAN WORK

WE WANT TO START HERE 

Use triggers, mindset and needs to prolong the feeling of vacation.



Realization:

There is more

to life

than work

Priorities

shift

Realization:

Everything is just

how you left it

VACATION

DIGITAL: PRE-ROLL AND DYNAMIC DISPLAY

PLANNING

PERSONALIZED

VACATION PLAY LIST

PERSONALIZED BASED ON THE PERSONAS

Mixed feelings: 

anxious and 

energized

Engage by sharing the Real. 

FUN. Beach. experience

Conquesting – MIY makes it feel like 

more than just a beach vacation  

Position time off as a rewarding 

personal experience –

stay top of mind

Refresh vacation memories 
Alexa skill

”Play the Real. FUN. Beach. Radio"

Dynamic content, highly 

personalized content by motivations 

Use media and content to deliver our message in a relevant way. 



Comms strategy: Make the Fun of vacation an everyday feeling

MARKETING LEVER MARKETING LEVER MARKETING LEVER 

Increase Awareness Increase Brand Affinity Increase Relationship 

Reach existing and prospective 

visitors to increase brand 

awareness by cultivating 

connection through fun. 

Increase positive brand 

perception by highlighting the 

emotion of the experience.  

Deepen relationship with 

existing and new audiences by 

helping people connect with 

personal interests.

INCREASE BRAND ENGAGEMENT 

A COMMUNICATION STRATEGY GROUNDED IN MARKETING LEVERS



MAKE IT YOURS KEEPS FUN PART OF EVERYDAY LIFE

Make It Yours has been an invitation for visitors to create a vacation as unique as they are. Now we're 

taking it one step further. Because returning from vacation can feel like an emotional roller coaster, MIY 

2021 will help smooth reentry into normal life, filling the inevitable post-vacation emotional void in an 

engaging way while prolonging the fun vacation state of mind.

Make It Yours personalizes not only the experience itself, but also the emotional connection to that happy 

experience. By keeping those feelings going, MIY 2021 helps each visitor keep a little bit of PCB fun alive 

inside them and helps prevent them from falling back into routine.



Make It Yours evergreen messaging 

Q4  Q1  

Long-Weekend Stays

Thanksgiving Winter Holidays  Spring Travel 

Long-Weekend Stays Long-Weekend Stays

Labor Day campaign had a CTR 85% higher than our benchmark

Messaging Platform Messaging Platform Messaging Platform

UNwineD

Messaging Platform

Messaging and campaigns approach 

Next quarter initiatives represent an opportunity to prolong the feeling of vacation.



2020 Q3/Q4
Return to the REAL. FUN. BEACH. 

30



:10 VIDEO

Make It Yours. Make It Now. | Paid Social



THANKSGIVING
FALL GETAWAY

32



To reawaken the love of being together among 

families tired of virtual celebrations or being cooped 

up together at home, PCB will invite everyone to 

celebrate Thanksgiving at the beach.

PCB REVIVES THANKSGIVING

THANKSGIVING AT THE BEACH



STAY IT FORWARD
FALL OR SPRING VACATION





PCB REINVENTS VACATION

AS VISITORS FULLY ENJOY THE FUN OF THE BEACHES, FOOD, 

ADVENTURE AND ROMANCE OF PCB, THEY CAN ALSO HELP 

RECOVERING COMMUNITIES NEARBY.



AUDIENCE
Broaden audience and market approach  



ALWAYS ON

Atlanta

Albany, GA

Birmingham

Chattanooga

Columbus, GA

Dothan

Huntsville

Memphis

Mobile

Montgomery

Nashville

Orlando

Tallahassee

Flighted

Chicago

Dallas

Houston

Indianapolis

Jacksonville

Louisville

Minneapolis

New Orleans

Opportunity

Cincinnati/Columbus

Little Rock

Kansas City

Northeast (NY, Newark)

VISITATION FROM NEW MARKETS LED TO EXPANDING MARKET FOOTPRINT 



KEY QUESTIONS

• Which audiences are most likely to travel to PCB in the remainder of 2020 – 2021?

• How can we stay top of mind for audiences who aren't comfortable traveling yet?

• What are the motivators and detractors for travel?

• How long are visitors willing to stay in destination?

DATA SOURCES 

Shifts in people’s mindsets and behaviors create 
an opportunity to reframe audience approach 
and account for evolving needs.



PCB VISITORS

Families, Young Couples, Empty Nesters

Visited PCB within past six months

OTHER BEACH VISITORS

Families, Young Couples, Empty Nesters

Visited a beach within past six months 

but not PCB

POTENTIAL BEACH VISITORS

Families, Young Couples, Empty Nesters

Traveled to a non-beach destination 

within past six months

Behavioral segments



Delivering personalization through message sequencing

PCB Visitors
Segment One

Other Beach Visitors
Segment Two

Potential Beach Visitors
Segment Three

MESSAGING 

TERRITORIES
How we pique their interest

PERSONAS

How we align with their 

interest

OPPORTUNITIES
How we emotionally connect 

with what’s important to them



CELEBRATIONS    SPORTS 
PCB Visitors
Segment One 

Other Beach Visitors 
Segment Two

Potential Beach Travelers
Segment Three

Capitalize on family reunions, small 

weddings, birthday celebrations and 

anniversaries. Capture the fun in the 

moment of being reunited. 

Target families that have visited in the past 

for sports tournaments when promoting 

long-weekend stays. Ignite the feeling of 

playing sports again and the fun that comes 

with it.

OPPORTUNITIES  

Opportunity to use behavioral retargeting to reinforce the variety of experiences PCB has to offer



• Increase engagement with the use of dynamic 

content through an omni-channel approach

• Use personas to support marketing efforts from 

the sales team in the new environment

• Use visitation data to retarget audiences and 

provide new reasons to visit

• Promote an active, safe vacation through the 

lens of familiarity

Entertainment   

Romance Family Beach Eco-Adventure  

Adrenaline Foodie  

Expand personas roster to reinforce value props while giving people new ways to experience the destination.



MEDIA
How are new and existing visitors consuming media? 



SHIFTS IN CONSUMPTION

• Binging TV and streaming channels

• Increase in time spent with social

• Nervous segments consuming more traditional media

• Expect long-term habits to return to normal

Reprioritizing to impact personalization 
is key as we move into 2021



DIGITAL-FIRST APPROACH ALLOWS US TO BE 

NIMBLE

Deliver broad-reaching

placements to potential new 

visitors and reach PCB loyalists 

giving them a reason to return.

Digital video will be key 

in building awareness and 

interest across multiple 

channels.

Align media selection with 

opportunities to engage through 

native, streaming audio and 

retargeting to deliver messages 

personalized to an audience's 

motivation to travel.

Offer opportunities for audiences 

to engage with PCB through paid 

social and display, driving toward

specific conversions such as 

sign-ups for e-newsletters, Visitor 

Guides and events.

INCREASE AWARENESS INCREASE BRAND AFFINITY INCREASE RELATIONSHIP 

Applying the marketing levers in the paid media strategy



AN EXAMPLE OF PARTNERS



PRIMARY CHANNELS 

COMMS PILLAR 

TACTICAL ACTIVATION 

Video 
Audio (Streaming)  

Social 
(Paid and 
Organic)  

Digital 
Banners 

Native 
content 

Influencer 
Marketing Search  

Direct/CRM   

Cross-screen 

strategies

Balance of brand 

building through 

organic 

and multiple 

conversion points 

through paid

Early brand 

interception –

seeding brand 

message and 

nurturing with 

relevant information 

all the way to 

conversion

Delivering the 

sights, sounds, 

energy and variety 

of a PCB visit

Awareness
Brand 

Awareness/ 

Engagement

Custom station

Sponsored listening

Event promotion

Offering audiences 

a way to 

experience PCB at 

home and 

providing them a 

platform to stay 

connected

Brand 

Awareness/ 

Engagement

Cross platform

Sentiment 

targeting

Content driven

Conversion
Brand 

Awareness/

Engagement

Conversion Conversion

Highly curated 

content that 

provides shared 

value  

Focusing on 

reengagement to 

faster conversion; 

drive organic social 

followers, 

relationship and 

brand discovery.

Visitors Guide, 

direct mail 

subscription, email, 

text

Driving site traffic 

and content 

consumption 

through organic 

feel and relevant 

placements

Opportunity to 

personalize and 

optimize 

messaging by 

audience and 

personas

Dynamic 

messaging

Retargeting

Brand Awareness/

Engagement

Inviting influencers 

to destination and 

providing custom 

itineraries and 

experiences

Cross-channel 

content

Endorsement

Brand,

competitive

conquest,

events

Identifying primary channel roles 



PAID MEDIA BUDGET

SOCIAL $925,000 23.13%

DIGITAL DISPLAY + NATIVE $725,000 18.13%

DIGITAL / STREAMING VIDEO $650,000 16.25%

STREAMING AUDIO $500,000 12.50%

PRINT $200,000 5.00%

OOH $140,000 3.50%

OPPORTUNITY BUDGET $860,000 21.50%

TOTAL $4,000,000



• Promote last-minute bookings and 

highlight local partners and

promotions to drive markets,

including Texas and Tennessee

• Stimulate awareness of the PCB 

Sports Complex and the 

destination as the foremost sports 

tourism market in the South

• Develop new target audiences 

willing to drive farther and those 

looking to travel domestically rather 

than internationally

• Define experience for weekend 

trippers

INCREASE AWARENESS

• Continue to promote PCB as the 
ultimate destination to 
experience niche offerings

• Promote more of Panama City 
Beach’s Real. FUN. activities

• Expand social media reach with 
content shared in real time 
through influencer trips, including 
calculating ROI and estimated 
dollar metrics

INCREASE BRAND AFFINITY

• Further develop and promote 

Panama City Beach’s personas 

through targeted media and 

influencer trips

• Further engage local community 

with media support

INCREASE RELATIONSHIP

Applying the marketing levers in the earned media strategy



Continue to focus on national print and broadcast media through features and leading national trend stories.

A sampling of targeted national media for 2021: travel, lifestyle, culinary, bridal, fishing, golf, trades, etc.

• AFAR

• Bloomberg Pursuits

• Bridal Guide

• Brides

• CBS This Morning 

• Chicago Tribune

• CNN

• Condé Nast Traveler

• Destination I do

• Fathom Away

• Field & Stream

• Fodor’s Travel 

• Food & Wine

• Forbes

• Frommer’s

• Golf Digest

• Golf Magazine

• Good Morning America

• Lonely Planet

• Matador Network

• Outdoor Life

• Outside

• Southern Living

• Sport Fishing

• The New York Times

• Thrillist

• Travel + Leisure

• Travel Weekly

• USA Today

• The Wall Street Journal

• The Washington Post



October:

• Continue to engage influencers who have visited PCB in the past to keep 
PCB top of mind for future visits

• Example: Send PCB Pirates Fest package to best family and lifestyle 
influencers within PCB’s drive market to post on their social media

Jessica Fay, based in 30A
Lindsey Lutz, based in Birmingham
Mireille Beckwith, based in Atlanta
Margret Rojas, based in Houston

November – February:

• Begin hosting individual influencer trips (lifestyle, travel and family)
• Focus on different personas
• Highlight new programming and initiatives – foodie passport, celebrations, 

holiday programming, vacation rental homes, Stay It Forward, etc.

March:

• UNwineD
• Invite/host influencers secured for 2020, including Jessica Fay, Kristin 

Coffey Pressley, Shea Leigh Mills, Heather Poppie Coates, Ashley Bell, 
Colleen Gallagher and Jennifer Saviano

Influencer marketing



UNWINED 2021

• Create and send simple but thoughtful invitation (including UNwineD

swag) to influencers for them to open/post on social media

• Partner with UNwineD vendor to send small bottle of wine + cheese 

pairing

• Create individualized itineraries for influencers, highlighting social 

distanced, exclusive experiences (private boat tours, beach bonfire, 

spa treatments, etc.)

PARTNER / HIGHLIGHT VACATION HOME RENTALS

Create accommodation content to share throughout the year on the PCB 
website and social media, providing easy access for interested travelers and 
media.

Examples:

• Top 5 luxurious homes + villas

• Top 10 beachfront vacation homes

• Quirky Airbnbs in Panama City Beach

• The best home rentals for “travel pods”

Event promotion and strategic partnerships



LAUNCH PCB AS A “ZOOM TOWN” FOR WINTER 2020

“Zoom Towns” are defined as destinations that well-paid workers, such

as corporate executives, flee to in order to work from a home with extra 

space and solitude.

• Examples: Barbados, Lake Tahoe, The Hamptons

PARTNER WITH AREA HOTELS, RESORTS AND VACATION HOME 

RENTALS TO PROVIDE A VARIETY OF EXTENDED-STAY

ACCOMMODATION DEALS FOR WINTER THAT HIGHLIGHT 

AMENITIES AND FEATURES FOR REMOTE WORKERS

Highlight appropriate amenities and features for remote workers:

• Work with a view

• Free high-speed internet etc.

Capitalize on those working remotely through the end of the year, specifically in November and December. 



REAL. FUN. CELEBRATIONS

Celebration kits (kid and adult), available at the Visitor Information 

Center:

• Include Real. FUN. Birthday swag and itinerary suggestions for both 

kids and adults

Foodie passport – celebratory edition:

• Free ice cream cone at a Beach Ice Cream shop

• Complimentary cocktail at participating restaurant

Luxurious/exclusive elopement and anniversary experiences for adults:

• Private beach bonfire

• Private sunset cruise with champagne toast

Families to host celebrations on a more intimate level at the beach



LAUNCH STAY IT FORWARD 2.0

• Highlight educational and volunteer components (community 

service hours for virtual school and home school)

• Provide Stay It Forward kits at the Visitor Information Center for 

pickup

• Include Stay It Forward swag

• Encourage social media posting and tagging of PCB, 

documenting the experience

• Host individual influencers and their families to participate and 

document on social media

Allow families the opportunity to individually experience Stay It Forward. 



Thank You     


