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FY26 Media Strategy

Objective: Enhance brand awareness and perception of Panama City Beach among 
targeted audiences in both core and emerging markets, while embracing adaptability and 
innovation in all 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. 

• Support Combatting Takeovers 
• Prioritize 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 
• 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:

• New sessions to website

• Engagement metrics 



REACHING OUR KEY AUDIENCE SEGMENTS
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CouplesYoung Families Winter ResidentsSummer Families

Long Weekend 
Families

Sports Families

Prospecting first-time visitors and retargeting past visitors giving them another reason to visit to PCB, we align 
campaign timing, messaging, and targeting to reach core segments during their unique planning windows.

Teen Families



Pulse & Events
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Pulse Campaigns Events

Thanksgiving

Holidays

Winter Residents

Mother’s Day

Valentine’s Day

PCB Perks

Snapper Season

High Impact Periods

Pirate’s Fest

Beach Home for 
the Holidays

Beach Ball Drop

Mardi Gras

UNwineD

Gulf Coast Air 
Show



CAMPAIGNS FY26

1. MIY

2. Competitive Conquesting

3. Winter Residents

4. UNwineD

5. Mardi Gras

6. Pirate’s Fest & Renaissance Fest

7. Beach Home for the Holidays

8. Beach Ball Drop

9. Gulf Coast Air Show

10. I am Thankful Boosted Posts

11. Christmas Travel/Gift of Here

12. 12 Stays of Xmas Boosted Posts

13. Valentine’s Day

14. Mother’s Day

15. Direct Flights (NY added for FY25/FY26)

16. Snapper Season 

17. Chasin the Sun

18. Visitor’s Guide Lead Gen (social only)

19. PCB Perks

20. Double Red Flags

21. Beach Flag Safety

22. Tourism Scholarship Program (Rising Tides)

23. Weddings

24. Sales Dept Support

25. Sports/Events Dept Support

26. Anti-Takeovers (NEW for FY26)

Overview of all initiatives supported to promote visitation and awareness of the destination



FY26 MARKETS
Continue to target state-level for Georgia, Alabama, Tennessee
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Always On

Core markets representing majority 
of year-round visitation.

Seasonal

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

Opportunity

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

  Atlanta
  Columbus
  Albany
  Macon

Alabama
  Birmingham
  Dothan
  Huntsville
  Mobile
  Montgomery
  Auburn
  Tuscaloosa

Baton Rouge
Cincinnati
Detroit
New York
Washington, DC (holiday)
Jackson, MS
Lexington, KY

Tennessee
  Chattanooga
  Nashville
  Knoxville
  
Other
Tallahassee
Orlando
Dallas
Houston
Chicago
St. Louis
Louisville
Indianapolis
New Orleans
Tampa

Austin
Newark              
Columbus, OH     
Kansas City
Little Rock 

San Antonio
Lafayette, LA
Philly
Boston
Hattiesburg, MS 



COMBATING TAKEOVERS



COMBATING TAKEOVERS
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Brand Campaign 
(MIY) High Impact Periods Anti-Takeover 

Response

• Key Audience Segments
• Teens

• Parents of Teens

• Teens 

Pillar

AUDIENCE

CHANNEL
• Display
• Pre-Roll
• Paid Social
• OTT

• Teens:  TikTok, Snapchat, 
Instagram, Gaming Apps, 
YouTube, Spotify

• Parents:  TikTok, YouTube, 
OTT, Meta, YouTube Music

• TikTok & Snapchat



HIGH IMPACT PERIODS:
teens
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Channel Targeting

TikTok Age 13 - 17 & Location

Snapchat Age 14 - 17  & Location

Instagram Age 14 – 17 & Location

Gaming Apps Curated Game List & Location

YouTube Creators, Channels, Content & Location

Spotify Age 13 - 17 & Location

teens: PAID Media RECOMMENDATION



HIGH IMPACT PERIODS:
Parents of teens
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MEDIA REC: parents of teens
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Channel Targeting

TikTok Parents

YouTube A25-54 with children aged 13-17

OTT/CTV A25-54 with children aged 13-17

Meta 
(Facebook & IG) A25-54 with children aged 13-17

YouTube Music A25-54 with children aged 13-17



BREAK THE GLASS
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Channel Targeting

TikTok Age 13 - 17 & Location

Snapchat Age 14 - 17  & Location

ANTI-TAKEOVER
PAID Media RECOMMENDATION
• Serve our anti-takeover messaging in the social media apps WHERE the takeover is being shared/planned

• TikTok and Snapchat are the most effective channels to distribute this message

• Paid media campaign will be turned on at the direction of City officials



FY26 Winter 
residents



WINTER RESIDENTS

16

• Winter residents aren’t just snowbirds with longer stays. They are also empty nester 
couples who can travel outside of the school calendar

• We target them ahead of when they visit, during their planning cycles with the goals 
of:

• Driving Aug/Sept/October travel
• Driving travel planning for extended stays in 4Q/1Q and rebooking before they 

leave

• Our recommendation for 2026 reflects current sentiment in the Canadian market

• Expand domestic US markets based on visitor data

• Keep trusted and reputable partners in Canada that allow for annual 
presence

• New print partners in the Canadian market offering exposure among new 
audiences

• Align digital media tactics with most appropriate markets



Geo-targeting



FY26 Winter Residents GEO-Targeting
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FY26 WINTER RESIDENT MARKETS

State Level
• Minnesota
• Michigan
• Wisconsin

DMA Level   
• Indianapolis, IN  
• Chicago, IL  
• Cincinnati, OH  
• Louisville, KY   
• NY Metro DMA (includes Newark)
• Washington D.C.   
• St Louis, MO   

 

New:  expand to state-level for Minnesota, Michigan, and Wisconsin

New:  expand to state-level for Minnesota, Michigan, and Wisconsin



Winter residents 
Media plan



FY26 Winter Residents MEDIA plan
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Media Channel Markets

Display U.S. & Ontario

Pre-Roll U.S. & Ontario

Social Media U.S.

VRBO Canada Canada

Snowbird Advisor Canada Canada

DreamScapes Magazine 
*NEW!

Canada

Canadian Snowbird 
Association News

*NEW!!
Canada



PARTNERS



Visit Florida Co-op
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• Support Visit Florida by running a co-op campaign on Connected TV’s through three 
streaming platforms

• Access to new streaming video platforms (Prime & HBO)

• Reach a national audience of travel intenders



LG ADS
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• Maximum visibility, high impact ads on the home screen

• Engage audiences as soon as they turn on their TV

• Served on all makes and models of LG Connected TVs

• Pause Ads & Screensaver Ads:  full screen ads when viewers pause or 
are idle

Example: creative mockups from vendor, FPO



Epsilon: comp conquesting
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• 2025 campaign drove 263 arrivals, according to Arrivalist – the highest of 
all tactics and partners that we track

• Utilize this for Competitive Conquesting, target people we know have 
stayed in hotels in our competitive destination set.  Reach people who 
have stayed 6+ months ago, who may be looking to book another beach 
trip

• Can incorporate those who have stayed at vacation rentals as well (not 
AirBnB)

Programmatic Display

Programmatic Pre-Roll



The knot
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Example: Editorial Sponsorship in FY24

• This will be our third year partnering; continues to be the top 
wedding brand and drive strong CTR

• Continue to influence newly engaged couples to plan their 
destination wedding at PCB

• Campaign runs during peak engagement season over the holidays

• Sponsorship of an Article,  Email Blasts, Social Media partnership, 
and custom high impact display ads



BOOKING PARTNErs
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• In Spring of FY25 we heavied up with booking partners to drive visitation

• Return on Ad Spend for the TDT was $8.68

• Based on strong results we recommend continuing with Priceline, Booking, Expedia, and VRBO

PARTNER ROOM NIGHTS LODGING REVENUE 
GENERATED

Expedia (May-June) 28,716 $7,228,366

VRBO (Feb – June) 64,378 $26,630,801

Booking/Priceline 
(April – August) 34,386 $6,923,917

TOTAL 127,480 $40,793,084

Note:  Revenue reported directly from booking partners.  This does not reflect Expedia 
Co-Op & VRBO July/August metrics. Data subject to change; as more time passes, 
more conversions are attributed to the media.



Pandora
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• Continue Sponsored Listening partnership where listeners will receive an ad-
free hour of music in return for listening to or watching our ad

• Custom PCBeachRadio Station to drive brand engagement and brand loyalty, as 
users keep returning to the station and we reach new listeners every month

• We will continue with Podcasting to achieve broad awareness and reach an 
engaged audience

All sponsorship elements with Pandora continue to drive high CTR and time on site



TRIP ADVISOR
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• Continue to sponsor the Panama City Beach Brand 
Channel (formerly Destination Page) and maintain 100% 
Share of Voice

• Continue to drive TripAdvisor users to our Brand Channel 
via native traffic drivers

• Engagement rate with content on the PCB page is 
average 2.50%+, above Trip Advisor’s benchmark

• Average dwell time on the page is an average of 100+ 
seconds, above Trip Advisor’s benchmark



Fy26 Partners
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Always On Tactics
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YouTube

Streaming TV (OTT/CTV)

OOH

Print Retargeting Display

Programmatic Pre-RollProgrammatic Display



Paid Social

• Video ads consistently drove highest performance, recommend continuing to 
prioritize video ads across all campaigns

• Snapper Season Campaigns will continue, with increased support

• New York Direct Flight support

• Meta (Facebook/Instagram) Campaigns: Likes, Visitor’s Guide, Chasin’ the 
Sun, Events Carousels, Direct Flights, Pulse & Events, Weddings, Competitive 
Conquesting, Winter Residents, Rising Tide, DRF, Beach Safety Education

• Pinterest Campaigns:  MIY, Weddings, and Holiday

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

31



CO-OP



CO-OP
• Support local businesses by offering opportunities 

for them to buy-in to special media offerings

• Winter, Spring, Summer opportunities

• Tactics range from display, paid social, and 
partnerships with Canadian publishers

33



Double red flags

beach safety
&



CaRvertise
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• This continues to be a tangible tactic to drive awareness of 
Double Red Flag meaning

• Over 36,000 miles driven in 2025

• Over 2.7 million impressions delivered in 2025

• Carvertise has over-delivered miles and impressions for the 
second year in a row



DOUBLE RED FLAGS & Beach Safety
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Double Red Flags

• Educate visitors about the Beach Flag system & what it means

• Run campaign during highest months of visitation and beach-goers

• Creative is a :30 second video

Beach Safety Education

Social Media

Local TV

Digital DisplayCar Wraps

Social Media

• Raise awareness to visitors and beachgoers that water is closed when double 
red flags are up

• Turns on ONLY when DRF are flying



Fun For All



Fun For All
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Expand PCB’s Fun. For. All. initiative to promote accessible travel

• This effort began in FY25

• Utilize video channels to encourage visitation during time periods when destination is more accessible

• Audience targeting in digital platforms allows us to reach users who have handicap accessible homes, wheelchair 
purchasers, and with interests that include: accessible travel, disabilities, disabled parent, children with disabilities



Rising tide 
scholarship support



Rising Tide Scholarship Support
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• Raise awareness with key audiences to highlight how PCB’s focus on 
customer service helps make PCB visitor’s beach of choice

Media Channels



Sales & sports



FY26 Sales Partners
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FY26 SPORTS Partners
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FY26 Media Mix
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CHANNEL PLANNED BUDGET

Digital $1,900,000

Social Media $1,659,483

Radio 
(Pandora, Spotify, Local/Event)

$941,780

TV 
(OTT, Local/Event)

$544,272

Print $575,486

OOH $270,801

Contingency Funds $250,000

Unallocated $108,178

TOTAL FY26 $6,250,000



Thank you!
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