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PANAMA CITY BEACH | BOARD MEETING



WHAT WE WILL SHARE TODAY

FEBRUARY UPDATES

Media and Creative Plan from November 2018 - Present

Visit Florida Grant - New Media Opportunities

Spring Events Media Flowchart

Website Analytics Overview (November 2018 - Present)

“I Am Thankful” Recap

#RealPCB Recap

Plan Ahead/Plan Now Recap

How Do You PCB? Recap

Influencer Marketing - Izea

Make It Yours 2.0

Lou Hammond Update
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WHAT WE WANTED TO ACCOMPLISH POST-HURRICANE
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Engage our PCB fans in a way that drives advocacy.

Build an organic experience that connects our locals with visitors.

Develop more insights about fans while transitioning to MAKE IT YOURS 2.0.



WHAT HAVE WE DONE
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TIMELINE | POST-HURRICANE

HOW DO YOU PCB? #MYPCB
SOCIAL | PAID MEDIA  ENCOURAGING TO  SUBMIT
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VISIT FLORIDA GRANT | NEW MEDIA PARTNERS
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VISIT FLORIDA GRANT ADDED OPPORTUNITIES
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16 million added media impressions 
across all efforts funded by grant!



SPRING EVENTS MEDIA SUPPORT
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SPRING EVENTS MEDIA
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MARDI GRAS

UNwineD



WEBSITE ANALYTICS
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TOTAL SESSIONS: 796,996 = 2% Lift YoY

ANALYTICS OVERVIEW | Although Paid Media declined in Q4 YoY, traffic is up

12
Paid channels defined as: Display, Paid Search, Social, Email          Owned and Earned  channels defined as: Organic Search,

Direct, Referral



I AM THANKFUL
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I AM THANKFUL 
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The goal of this campaign was to bring Panama City Beach back to top of mind for loyalists and locals. We 

also wanted  to shift the conversation from the hurricane’s destruction to a more positive focus on the locals. 

Thankfully, Panama City  Beach suffered significantly less damage from the hurricane than nearby 

communities, so we wanted to take this opportunity to show our gratefulness.

MONDAY | STATIC POST | FB AND IG

TUESDAY | IG CAROUSEL | FB MULTI-PHOTO POST

THURSDAY | IG CAROUSEL | FB MULTI-PHOTO POST

Post Copy

In the true spirit of Thanksgiving, we are reflecting on all the things  we are thankful 

for in Panama City Beach. Today we are thankful for  the simple serenity of sugar-

white sand and turquoise

water. #RealFunBeach

Post Copy

Happy Thanksgiving from the #RealFunBeach! At the end of the day, we are all

thankful for each other, the moments shared, the memories made and the place

that always brings out the best in us.

WEDNESDAY | STATIC POST | FB AND IG

Post Copy

Today we are all thankful for the simple joys found in

Panama City Beach, the people who make them

possible and the loved ones we share them with.

FRIDAY | STATIC POST | FB AND IG

Post Copy

And we love you too! Whether PCB is  your home 

or your home away from  home, the strength of 

our community  is something to be thankful for. 

What  are you thankful for?

Post Copy

We are all thankful for any opportunity to lose the shoes 

and enjoy  long walks with our toes in the sugar-white 

sand.



PEOPLE REACHED: 220K

REACTIONS, COMMENTS & SHARES: 16,622

RESULTS
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#REALPCB
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#RealPCB

The goal of this campaign was to start shifting the perceptions of our audience 

about Panama City Beach. Many people outside of the destination were under the 

impression that PCB was severely damaged and would take quite a while to 

rebuild. We wanted to use locals to educate our audience about how the destination 

was fortunate enough to suffer minimal damage. We also wanted to start 

encouraging visitors to plan their spring and summer vacations. 

Organic Video Views:  80k 

Paid Video Views: 166K



Z
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#RealPCB



ORGANIC Results

RESULTS
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4,027

218

579

266,556

Reactions

Comments

Shares

Views

PAID Results

1,582

50

214

691,000

Reactions

Comments

Shares

Views

7 Posts14 Posts

28,710,787 Impressions Delivered7,269,273 Impressions Delivered



PLAN AHEAD/PLAN NOW
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In addition to our social campaigns we wanted to have a broader reach so we utilized some of our partners to run 

display creative. 

In mid-January we shifted our messaging to “Plan Now” to encourage visitors to start planning their spring and 

summer travel. We continued running display creative and we also added pre-roll creative with this messaging 

shift. 

This creative ran right up until we launched our “Make it Yours” creative.

PLAN AHEAD/PLAN NOW



PLAN AHEAD/PLAN NOW METRICS
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Plan Ahead Display Dec 2018 - Jan. 18th

- Total Impressions: 4,891,956

- Total Clicks: 4,678

- CTR: 0.10% 0.07% Industry Benchmark

Plan Now Display & Pre-Roll Jan. 18th – MIY Launch

- Total Impressions: 2,050,334

- Total Clicks: 2,164

- CTR: 0.08%



HOW DO YOU PCB? 
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ZZ
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Once we adjusted the mindset of our visitors with #RealPCB, we moved into “How Do You PCB?” which is the 

second phase of our campaign. The purpose of this campaign is to get visitors excited about coming back to 

PCB. We want to elicit UGC content by asking people “How Do You PCB?” we want people to show us why 

they love PCB, how they make PCB their home, what brings them back each year and anything else that 

answers “How Do You PCB? We are using the hashtag (#MyPCB) to collect the content and starting in 

March,we want to pull stories out from within the UGC content to be used widespread. People taking part of this 

campaign will also be entered to win a weekend getaway. 

HOW DO YOU PCB?



IMPRESSIONS DELIVERED TO DATE: 20,071,235

COMMENTS TO DATE: 453

HOW DO YOU PCB? RESULTS
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REACTIONS TO DATE: 2,982

SHARES TO DATE: 1,218

VIDEO VIEWS TO DATE: 974,000 (excludes Instagram Stories and Snapchat 

Stories)



HOW DO YOU PCB? RESULTS | Non-Bounce users are very engaged (time on page)
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46,277 SESSIONS
- 16% OF TOTAL SESSIONS  

SINCE START OF CAMPAIGN

43,074 NEW USERS (total 43,319)
- 27% OF TOTAL NEW USERS SINCE 

START OF CAMPAIGN

AVERAGE TIME ON PAGE: 8m12s
- NEARLY 4X HIGHER THAN OVERALL 

AVERAGE TIME OF 2m4s



INFLUENCER MARKETING
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INFLUENCER MARKETING - IZEA
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With Izea, we are working with  a wide variety of influencers that know the destination well from past visits, 

influencers that want to visit but have not yet had the chance, and influencers local to the area. Some 

influencers created Instagram posts while other wrote blogs to help accomplish a few things for us.

1. We needed to shift perceptions about PCB after the hurricane

2. We needed these influencers to help push out the message that people should start planning their spring 

and summer vacations to the destination.

3. We also needed help introducing our “How Do You PCB?” campaign.

4. These bloggers also helped to get our “Make it Yours” messaging out by telling their audience why they 

would want to go to PCB and what they would do there. Much of this content fell within our persona 

language.

We have the following content in market currently or preparing to go in market:

● 13 Instagram posts that are live

● 9 blog posts that are live

● 7 blog posts that are approved to go live - need influencers to post the approved content

● 8 blog posts that are being written by our influencers



TOTAL NUMBER OF UNIQUE MONTHLY USERS: 1, 852,816

TOTAL SOCIAL LIKES: 21,252

INFLUENCER MARKETING - IZEA RESULTS 
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TOTAL NUMBER OF BLOG VIEWS: 5,401

BLOG CLICK THROUGH RATE: 4.54% (ABOVE 3% TRAVEL BENCHMARK)

TOTAL SOCIAL COMMENTS: 641

TOTAL SOCIAL SHARES: 69

INSTAGRAM ENGAGEMENT RATE: 3.12% (ABOVE 2.17% TRAVEL BENCHMARK)



MAKE IT YOURS 2.0
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Make It Yours 2.0 is an evolution of our campaign last year. We have evolved our messaging and creative look and feel to be 

aligned with the mini-campaigns that led up to this point. 

This campaign is live. 

In our drive markets we will have broadcast tv, traffic radio, and OOH. We will also be on Spotify, Pandora, and streaming platforms. 

We are working with a few different content partners such as Meredith, Southern Living and BuzzFeed. Refer to slide 6 for a full list 

of media partners.

MAKE IT YOURS 2.0
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Below is our Universal broadcast spot which is 1 of 2 that we will be running. The other broadcast spot will have a family focus. 

MAKE IT YOURS 2.0



Slide subhead here

TRANSITION SLIDE
PUBLIC RELATIONS EFFORTS
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POST-STORM EFFORTS
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• Toronto Media Mission- Dec. 4 & 5. Met with:

• Ian Stalker, Canadian Travel Press

• Jennifer Merrick, Freelance: Canadian World Traveler 

+ Modern Mississauga

• Alison Kent, Freelance: Toronto Star + Reader’s Digest

• Kathryn Folliott, Travel Week

• Domini Clark, Globe & Mail

• Ted McIntyre, Canadian Golfer

• Jim Byers, Freelance: Vancouver Sun + Travel Pulse 

CA

• Andrea Chrysanthou, SavyMom.ca + Have Baby Will 

Travel

• NYE Beach Ball Drop promotion

• International Media Marketplace in NYC- Jan. 24

• Met with over 30+ media and influencers to share news 

and happenings in destination for 2019



PRESS RELEASES 
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• UNwineD (March 22-23)

• Chasin’ The Sun episodes

• Episode 4, Jan. 24

• Episode 5, Jan. 31

• Episode 6, Feb. 7

• Spring Events Release

• SandJam Music Festival (April 26-28)

• Seabreeze Jazz Festival (April 25-28)

• Thunder Beach Spring Motorcycle Rally (May 1-5)

• Jeep Beach Jam (May 14-19)

• SandJam Music Festival Headliners

• Kings of Leon, Third Eye Blind + Young the Giant
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PAST PRESS TRIPS + COVERAGE 

Press Trips:

*The following bloggers held coverage due to Hurricane Michael 

and posted in the last few months

Preschoolers in Paradise: August 9-12

• Pamela Watternberger, Simply Southern

• Ayren Jackson-Cannady, Red Tricycle

• Lisa Collins, Mom on the Side

• Nate Skaggs, Someday I’ll Learn

• Heather Anti, Daily Mom

Real. Fun. Thrills: October 5-8

• Sherry Boswell, Traveling Mom

• Nicky Ornohundro, Little Family Adventure

• Michelle Marine, Simplify Live Love

• Lauren Happell, Midget Momma

• Vera Sweeney, Lady and the Blog
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COVERAGE CONTINUED 
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COVERAGE CONTINUED 



39

UPCOMING MEDIA VISITS + SMT 

Media Visits:

• Dennis Lennox, The Christian Post

• Marissa Anwar, Darling Escapes

• Peter Greenberg, Peter Greenberg

• Andrea Chrysanthou, Have Baby Will Travel

• Vanessa Krombeen, @TheCheekyBeen

• Heather and Chris Boothman, A Brit & A 

Southerner

• Guistina Miller, Domestically Blissful

• David Coggins, Robb Report

Panama City Beach SMT:

• March 4-5

• Focus on families & couples

• Talking points: Spring travel following Hurricane 

Michael
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UPCOMING PRESS TRIPS

Radio Influencer Trips Beginning this weekend Feb 15

• Atlanta (WSBFM) Charly Morgan 2/15

• Orlando (WOMXFM) Jay Edwards 2/21

• Nashville (WSMFM) Lisa Manning 2/21

• Birmingham (WDXB/WQUEN) Madison Reeves 2/15

• *:30 and :60 endorsements with in market visit

Chasin’ The Sun Fishing: Feb. 28-March 3:

• Ed Mashburn, Florida Sportsman

• Luke Norman, @FishingWithNorm

• Randy Cnota, Coastal Angler Magazine

UNwineD: March 21-24:

• Jim Byers, Travel Pulse Canada

• Abigail Abesamis, Forbes

• Chris Chamberlain, StyleBlueprint Magazine

Scuba Diving Influencer Trip: May 16-19

• Ed and Jenn Coleman, Coleman Concierge blog 



THANK YOU

41


