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Public Relations



2021/2022 Highlights
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Total Impressions: 1,121,893,885

Estimated Ad Value: $3,843,239

APPROXIMATELY 10% INCREASE OVER 2021/2022



Coverage Highlights



2021/2022 Top Coverage
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2021/2022 Top Coverage
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2021/2022 Top Coverage
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2022/2023 Objectives
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1. Drive momentum for Fun For All accessible travel 
campaign and extended verticals of the program 

2. Amplify niche market storylines — i.e. weddings, 
meetings, sports, etc.

3. Inspire travel to PCB and expand reach through 
promotional partnerships, social media channels and 
burgeoning geographic markets

4. Support special events through hosting media and 
social media influencers

5. Leverage thought leadership opportunities to position 
PCB as a DMO leader within the industry

6. Capitalize on industry award opportunities 

FY23 Objectives



2022/2023 
Key Initiatives



Key Initiatives Sampling: Oct – Mar  

• Host media/influencers for Beach Home for the Holidays, Beach 
Ball Drop

• Announce news for 2023: 
accommodations/restaurants/attractions/infrastructure/Publix 
Sports Park

• Support fall, winter, spring events through proactive pitching

• Expand Fun For All offerings and approach into additional 
verticals, i.e. pets, solo travelers, etc.

• Secure thought leadership, executive insight opportunities 
surrounding destination’s workforce initiative 
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Key Initiatives Sampling: Oct – Mar  

• Pitch UNwineD (April) to long lead outlets, issue save-the-date for 
targeted media and influencers

• Extend “Chasin’ The Sun” support with brand/influencer 
collaborations, i.e. Minn Kota 

• Identify emerging markets and areas of opportunity for media 
mission outreach

• Leverage PCB personas to create “PCB For Every Personality” 
campaign

• Secure interview and thought leadership opportunities for PCB’s 
Workforce Initiative with travel and hospitality trade outlets — i.e. 
Hospitality Net, Lodging Magazine, Skift, Travel Market Report
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Key Initiatives Sampling: Oct – Mar  

• Leverage tourism to address unmet community needs: pitch 
thought leadership opportunities for Dan Rowe in key travel, 
science/sustainability outlets  — i.e. Travel Market Report, 
TravelPulse, Travel Weekly, Business Insider, National Geographic

• Niche Industry Support
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o Weddings: Real weddings submissions (partner/photographer), National 
Plan A Wedding Month (February)

o Sports: Focus on upcoming events and potential opportunities for Publix 
Sports Park, lay foundation for Indoor Sports Park, create data driven 
insight from executive team on success of venue

o Meetings: Utilize new VP of Sales, Steve Bailey, to offer insight on small 
market meetings within trade publications 



Creative Ideas



Creative Ideas
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Concept Name: MATADOR CREATORS

Description: As part of this non-paid collaboration, identify creators that 
fit PCB’s brand personality and asset needs. Access to social, video and 
more specifically, TikTok creators, to promote the destination on social in 
exchange for a destination experience.

Components:
• Social posts to Instagram and TikTok on Matador 

Network channels — driving awareness for PCB with 
the No. 1 adventure lifestyle digital publisher 

• Video creation shared on Matador Network YouTube

• Opportunity to secure video/social content for 
destination use with additional fee



Creative Ideas
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Concept Name: REAL. FUN. BEACH FAM

Description: Collaborate with a variety of popular brands that align with PCB’s coastal 
aesthetic to host a group of influencers in the destination — including a sandal brand, 
beach bag brand, swimsuit brand, and sunscreen or float brand. 

Components:

• The Ultimate Beachside Itinerary 

• Influencers are outfitted with products from the 
partnering brands

• Professional photographer available for content 
creation

• Social media contest via TikTok



Creative Ideas
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Concept Name: REAL.DEALS

Description: Work directly with local partners to create a REAL.DEALS. 
summer savings program for the month of August, showcasing limited-
time discounts, deals and packages on accommodations, attractions 
and dining. 

Components:
• Press release and landing page with participating 

partners listed

• Partner with influencers for program promotion on 
social media 

• REAL.DEALS. vacation itinerary to highlight range of 
offerings



Creative Ideas
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Concept Name: FUN FOR ALL PHASE 2

Description: Expand on the destination's Fun For All offerings and 
resources to further highlight PCB's commitment to accessible travel.

Components:
• Phase 2 – Accessible Travel Guide

o Create infographic and/or video guide showcasing accessible 
components across beach accesses, industry partners, etc.

o Host accessible influencer Chelsea Bear (@chelseabear) to 
document her tour of all accessible offerings in the 
destination

• Phase 3 – “FUN FUR ALL”

o Implement pet-friendly social media initiatives

o Host top animal influencers around the country for a beach 
meet up to drive content creation, also highlighting pet-
friendly offerings



Creative Ideas
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Concept Name: REAL.FUN.MOM. AMBASSADOR PROGRAM

Description: Elevate Moms Who PCB campaign to engage community 
and show appreciation for moms in Bay County who are champions of 
the destination and the Real.Fun.Beach brand.

Components:
• Through social media and PR, encourage Moms Who PCB to 

become the destination's REAL.FUN.MOM. via a dedicated 
landing page for a chance to win a family reunion for 5 family 
members

• Participating moms will fill out a REAL.FUN.MOM. submission 
form to showcase the top 10 reasons she's the ultimate fun mom

• Create sharable logo for Moms Who PCB to add to their social 
content, etc.

• Winner will be selected on Mother's Day 2023 (May 4)



Creative Ideas
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Concept Name: REEL FUN BEACH

Description: Partner with FishingBooker.com for a destination 
showcase, highlighting the top anglers/charter captains in the area, 
leveraging digital and social media exposure to a niche audience. 

Components:
• Host a regional TV show/anchor to “chase the sun” 

• National Go Fishing Day, June 18

• FishingBooker.com national contest to win a trip to PCB 



Creative Ideas
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Concept Name: CHUBBIES TAKES THE COAST

Description: Collaborate with national lifestyle brand, Chubbies, for a 
creative campaign initiative showcasing the destination via social 
media influencers and dynamic swim/beach-forward messaging.

Components:
• Host Chubbies influencers in PCB for a fun, coastal experience 

supporting an itinerary for the perfect seaside escape 

• Implement a national contest for chance to win a trip to PCB via 
visiting influencers

• Explore PCB themed Chubbies products for brand 
enhancement



Media



FY23 Media Strategy
Our goal is to build brand awareness and perception of Panama City Beach across targeted audiences in 
core and new markets while remaining adaptable and inventive in our strategies and executions. 

In order to drive preference and visitation for Panama City Beach, our media strategies will align channel 
preference of our audiences to the timing of their travel interest and intention. 
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• Continue a digital first approach across all media channels
• Implement a flexible buying approach:  plan annually, execute quarterly
• Dial up or back as needed based on external impacts
• Maintain competitive conquesting efforts – they are working
• Execute unique core market support
• Expand promotion of pulse campaigns and dedicated support of PCB-owned events
• Utilize data and learnings in real-time and from historic results

Measurement of Success
For paid media performance we will monitor these metrics as indicators of success:

• Expanded reach
• New sessions to website
• Time on site
• Engagement metrics 



Reaching Our Key Audience Segments

We will target all PCB segments by identifying those with travel intention – those who have visited PCB in 
the past as well as prospecting new visitors.
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Couples Young 
Families

Winter 
Residents

Summer 
Families

Long Weekend 
Families

Sports 
Families



Markets
Continue to target state-level for Georgia, Alabama, Tennessee

Chicago moves from Seasonal to Always On.  St. Louis moves from Opportunity to Always On. Both scored in top 10 markets overall.
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Always On

Core markets representing 
majority of year-round visitation.

Georgia
Atlanta
Columbus
Albany
Macon

Alabama
Birmingham
Dothan
Huntsville
Mobile
Montgomery
Auburn
Tuscaloosa

Tennessee
Chattanooga
Nashville
Knoxville
Memphis

Other
Tallahassee
Orlando
Dallas
Houston
Chicago
St. Louis

Seasonal

These markets travel to PCB in 
certain months and seasons and 
are included in media tactics at 
appropriate times of year.

Indianapolis
Louisville
Minneapolis
New Orleans
Baton Rouge
Cincinnati
Detroit

Opportunity

These markets are flexed as we see opportunity to reach 
competitor destination visitors, reach new visitors, and 
retarget those showing interest.

Austin
Jackson, MS
Newark
Denver
Kansas City
Washington DC

Little Rock
New York

Columbus, OH

Map Source: Young Strategies,  Spring 2022 Report



Pulse Campaigns & Event Support
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Pulse Campaigns

Thanksgiving

Holidays/NYE

Mother’s Day

Father’s Day*

Valentine’s Day

Labor Day

Events

Pirate’s & Renaissance
Fest

Beach Home for the 
Holidays

Mardi Gras

UNwineD

* As Needed



New For FY23



New For FY23
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Programmatic 
Display Streaming TV 

(OTT/CTV)

Podcasts



CatapultX: Moments Marketing

CatapultX uses artificial intelligence to:

• Match advertisers to relevant moments in the video content, yielding 
high CTR
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• Serves within video on the web and CTV 

• Uses existing display and native assets, they will dynamically format 
the ads based on the environment

o A period of time in which an action or event has occurred in a video
o Ensures that you’re serving your ads on the right sites and videos 
o Optimizes towards the best-performing moments

Timing: Early 2023 to impact spring/summer travel planning

Ad serving within relevant video content



Podcasts

• Test an extension of our audio success – we know Time on Site for 
music platforms (Pandora/Spotify) is high

• Podcasts share of ear has surged 37% since 2020

• Buying programmatically allows us to reach travel intenders wherever 
they are listening, allowing max reach

• Increase brand awareness and reach is a highly-engaged environment 
where listeners are passionate about the topics they listen to
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Source:  Edison Research, Share of Ear 1Q2020-1Q2022. P18+ 



Amazon Streaming TV: Visit Florida Co-Op

• Reach new audiences in our emerging/opportunity markets

• Ads appear alongside Amazon streaming video content like: Freevee, 
Live Spots within Prime Video, and apps on FireTV

• Run in April 2023, when people in the markets with direct flights 
(CHI/DC) are planning summer travel
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Twitter

• Over the past two years, Twitter has driven a 2-minute 
average time on site organically

• Visit PCB has 42,700 followers and posts regularly

• Knowing this is a strong channel organically, we 
recommend testing paid support to drive site traffic

• Twitter has the unique targeting capability to target based 
on conversations people are engaged in on the platform 
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LinkedIn

• Support the Sales team by utilizing LinkedIn’s job title 
targeting capabilities

• Reach meeting decision markers and planners
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August 2023: Gen Z & Kids In Strollers

• August visitation saw a dip in 2022, largely due to kids being back in 
school

• This campaign will target the Gen Z and Kids in Stroller audiences 
who have flexibility to travel any time of the year

• Flight: July and August 2023
• Potential Audiences:

• Tactics: Digital, based on current performances metric and 
availability
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o Gen Z Travelers (those that are able to travel)
o Kids In Strollers: Parents of kids ages 0-5



Pandora: Video Plus

• Reward listeners with access to premium features & on-demand 
listening in exchange for spending a minimum of 15 seconds with the 
PCB video ad

• Extension of our Sponsored Listening campaign, incentive-driven, 
with lower investment levels

• This will support Events campaigns & serve as a complement to 
Audio ads
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Regional Efforts



Regional Efforts: 
Make It FUN
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• Goal: Find unique opportunities to connect with 
potential visitors in our TOP markets and inspire a visit

• Be creative, make it fun, unite the audience, market and 
timing to deliver an unexpected result

1. Reach visitors at home (i.e. Atlanta’s 
Beach/Nashville’s Beach)

2. Bring PCB to life

3. Find unique opportunities

4. Align with in-market timing and PCB occasions



Regional Efforts: Local Media Partners
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Connect with authentic, local partners bringing the PCB brand to life through custom opportunities

Sample partners – final plans/partners in review.



Regional Efforts: Beach Forecast in 
Columbus, GA
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What Is It?
:30 second beach forecast by on-air talent

o Includes :05 second open “brought to you by PCB”
o Includes :10 close with PCB messaging

Partnering with iHeart Radio stations in Columbus, GA

Flight: 27 Weeks beginning March 1, 2023 to September 1, 2023

Stations:
o WGSY Sunny 100 – Columbus Adult Contemporary Station
o WSTH – South 106.1/ Simulcasting on 101.7



Regional Efforts: Weather Triggered 
Custom Campaign
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What Is It?
• Display & social media ads
• We set trigger conditions like “heavy snow expected”
• Ads serve when conditions are detected
• Encourages cold weather markets to be in a “PCB” state 

of mind 

Flight: January – February 2023

Markets: Chicago & St. Louis, MO

Tactics: Display and Social Media ads

Weather Condition Trigger Examples:

o Forecast > Heavy Snow 6 hr.: heavy snow is expected in the next 6 hours
o Past > Heavy Snow: heavy snow has fallen in the past 24 hours

Example Ad



Returning Partners



Returning Partners

2 | Title of Presentation



Continuing Tactics
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PrintOOH
Retargeting 

Display
Streaming TV

(OTT/CTV)

Programmatic 
Native

Programmatic 
Pre-Roll

YouTubeProgrammatic 
Display



Sports & Sales Support
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Paid Social
• Support organic I am Thankful and 12 Stays of Christmas campaigns with boosted 

posts

• Test and learn with a Lead Form campaign to drive sign ups

• Test Twitter to support MIY, based on high organic time on site

• MIY Always On

• Campaigns:  Likes, Visitor’s Guide, Facebook Poll Ads, Chasin’ the Sun, Events 
Carousels, Direct Flights

• Pinterest:  support MIY, Holiday, and Weddings (Sales Team)

• Find creative ways to support organic TikTok account

• Always keep funds in reserves to take advantage of new and innovative opportunities 

• Continue to optimize and refine our audience targeting & retargeting tactics & 
consistent creative refreshes



Channel Alignment

Consideration

Intent

Preference

Advocacy

Awareness



FY23 Media Budget



FY23 Media Budget
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CHANNEL PLANNED BUDGET

Digital $1,556,000

Social Media & Fee $1,468,804

TV 
(Streaming, Broadcast, Local/Event)

$862,000

Radio 
(Pandora, Spotify, Local/Event)

$789,550

Local OOH $198,900

Print
(includes Meredith Production Fee)

$466,876

Regional Campaigns $300,000

Contingency Funds $250,000

Unallocated $107,871

TOTAL FY23 PLANNED $6,000,000



Creative



New Photoshoot To Refresh Our Library (Q2)
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New Photoshoot To Refresh Our Library (Q2)
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We Have A Lot Of Exciting Creative In Market 
Right Now!
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Winter Residents Labor Day Pulse Campaign*

*Flight Ended September 4th



We Have A Lot Of Exciting Creative In Market 
Right Now!
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Competitive Conquesting



We Have A Lot Of Exciting Creative In Market 
Right Now!
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Addressable (Broadcast) TV

Couples/Romance Families



FY23 Creative Plan



Happening in Q4…
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In addition to producing creative to support our media buys, we are working closely with the PCB to create 
experiences for our visitors and locals.

Give the Gift of HereHappy Thanks-BeachingIn-Destination Experiences*

*Project in progress, this is only an example



What’s To Come in FY23…
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• Continue What’s Working: We have begun evolving the Make It Yours 
campaign to have more storytelling and describing REAL experiences in 
PCB while still keeping the FUN of the brand

• Emphasize: “Make It Yours at the Real. FUN. Beach”

• Build On Success: For campaigns such as “Moms who PCB” and “Real Fast 
to the Real. FUN. Beach” we will continue building on the success of these 
campaigns, continuing to bring in new audiences and reinvigorating current 
visitors 

• Bridging the Local & Visitor Experience: Our locals are just as important as 
our visitors, in FY23 we want to continue the work to bridge the gap 
between these audiences through education and experiences that benefit 
all

Building on “REAL” and Embracing the Community



Thank You!
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