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2024/2025 REACH

ÅTotal Impressions: 3,147,420,856(Through September 30, 2025)

Á 4.06% Increase YOY

ÅEstimated Ad Value:$2,153,134(Through September 30, 2025) 

Á 6.87% Increase YOY
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2024-2025 MEDIA VISITS

Å Rai Mincey ҮFreelance (EATER, Forbes, Allrecipes)

Å Alissa Harb ҮStyleBlueprint

Å Carrie Honaker ҮFreelance (Southern Living, Travel + Leisure)

Å Skye RodgersҮFreelance(USA Today 10Best)

HOSTED MEDIA

UPCOMING MEDIAVISITS | 2025-2026

Å Angela Caraway CarltonҮFreelance (Miami Herald, Time Out Miami, Boca Raton 
Magazine, Atlanta Homes & Lifestyles, Good Grit)

Å Robert Annis ҮFreelance (InsideHook, Midwest Living, Outside Magazine, Garden & 
Gun, National Geographic Traveler)

Å Trudy Haywood Saunders ҮFreelance (AARP, Garden & Gun)



2024-2025 INFLUENCER VISITS

Å Brittany Molfese, @brittanymolfese

Å Rachel Earls, @rachelearls

Å Erin Paz, @topknots_and_littletots

Å Chastity Nolan, @chastity.l.nolan

Å Sophia Renee, @sophia_renee

Å Sandra and Ryder, @ryderthedal

HOSTED INFLUENCERS

2024-2025 INFLUENCER REPORT

Å Total Impressions: 950,785

Å Total # of Posts: 95

Å Estimated Earned Media Value: $101,042.82



INITIATIVES
2025-2026



DESTINATION STEWARDSHIP TACTICS

ECONOMIC VITALITY

Å Ignite PCB Perks for need periods

Å Attract new audiences through promoting a 

variety of visitor experiences, includingsports, 

accessible travel, outdoor adventure, dining, etc.

Å Coordinate 12-15 hosted visits in FY 26

Å Strengthen destination brand through unique 

partnerships, brand collaborations

INDUSTRY LEADERSHIP

Å Combat takeovers through interviews with key 

leadership like CEO Dan Rowe, positioning PCB 

as a trusted, forward-thinking destination

Å Utilize department leads for thought leadership 

opportunities with media outlets, podcasts

Å Highlight PCB as industry leader in key areas 

including events, sports tourism, accessibility

Å Win industry awards

Å Implement qualitative approach to coveragesecured

COMMUNITYVIBRANCY

Å Elevate accessible travel developments through Fun. For. All.

Å Promote beach safety and flag education 

Å Partner with local creators for destination promotion

Å Refresh WinterResidents programming with new offerings

Å Amplify local businesses through Decor by the Shore initiative



INCREASE MEDIA VISITS

LEVERAGE SEASONAL APPEALTO HOST MEDIA/INFLUENCERS 

THROUGHOUT THE YEAR

Å Pirates of the High Seas& RenaissanceFest, BeachHome for 

the Holidays, BeachBall Drop, Mardi Gras,UNwineD, Snapper 

Season, Spring Travel, Summer Vacation, etc.

Å Target regional media for road trip travel

Å Prioritize new nonstop flight markets for hosting opportunities 

(Austin, Boston, New York)

CREATIVETACTIC: NYE FAMILY GETAWAY

Å With Visit PCBtaking over BeachBall Drop and Coca-Cola as sponsor, 
amplify awareness of the event by hosting content creators and their families 
for an NYEGetawayDec. 29-Jan. 1

Å Showcase the event as a ҵowuv-cvvgpfҶ"annual tradition for all ages

Å InvitekpὍwgpegtu"cpf"vjgkt"ejknftgp"htqo"nonstop flight and drive markets to 
gzrgtkgpeg"vjg"gxgpv"cpf"mkfҲu"dgcej"dcnn"ftqr

Å Leverage destination assets with full itinerary to showcase attractions, 
outdoor adventure and dining in addition to event



TARGET MEDIA

Helen Cauley

Contributor, 
Atlanta Journal-Constitution

Å A veteran food and culture 
journalist specializing in 
Southern events and 
experiences.

Å The UNwineDfestival, pairing her 
with local chefs, winemakers 
and Gulf-front hospitality, 
provides the perfect weekend 
for culinary storytelling.

Trudy Haywood 
Saunders

Freelance, AARP, Garden & Gun, etc.

Å A versatile writer often covering 
family-friendly destinations with 
Southern character.

Å LHG will host Trudy, her husband 
and their daughter for a 
multigenerational experience 
jkijnkijvkpi"Rcpcoc"Ekv{"DgcejҲu"
outdoor adventures, local dining 
and coastal charm.

Erin Murray

Editor-in-Chief, The Local Palate

Å Erin champions stories 
about South's foodways, 
celebrating its flavors, traditions 
and culinary stories.

Å Share PCB'sseafood scene, 
from dock-to-dish seafood 
experiences to oyster shucking 
and chef-led cooking demos and 
signature Gulf recipes.



TARGET MEDIA

Josh Rivera
Senior Travel Editor,
USA Today

Sheeka Sanahori
Freelance, The Washington 
Post, National Geographic, 
Travel + Leisure

Å An Atlanta-based journalist who 
often travels with her son,crafting 
compelling, firsthand narratives.

Å LHG will highlight multigenerational 
anglesҮfrom affordable attractions 
and natural wonders to a vibrant 
culinary scene and coastal 
adventures.

Å A travel editor at USA Today, 
Joshua is increasing coverage of 
accessible destinations.

Å LHG will showcase Panama City 
DgcejҲu"ҵHwp"hqt"CnnҶ"kpkvkcvkxg."
including adaptive beach access, 
inclusive attractions, and 
universally designed 
accommodations.

Lisa A. Beach

Freelance, Southern Living, 
AAA, Conde Nast Traveler

Å A Florida-based freelancer Lisa 
spotlights destinations with 
Southern charm.

Å LHG will curate an itinerary, blending 
natural beauty, cultural flavor and 
hidden gems to generate 
community -first storytelling ideal for 
her regional and national audiences.



SAMPLE PITCH CALENDAR



IMMERSIVE TRAVEL EXPERIENCE

Rqukvkqp"RED"cu."ҵVjg"Dgcej"Vqyp"ykvj"

the Best Diners," through pitching efforts 

and Winter Resident programming.

CREATIVETACTIC:

The Panama City Beach Breakfast Club

ÅLaunch an immersive trailoffering travelers a self-guided 
vqwt"qh"REDҲu"dguv"dtgcmhcuv"cpf"eqhhgg"urqvulike Andy's 
Flower Power,Thomas Donuts and FINNS Barista Bar.

ÅAnnual Visit PCB branded merch as a keepsake. 
Examples include mugs, baseball caps, bandanas, aprons, 
keychains, air fresheners and mini waffle makers.



TARGET MARKET ACTIVATION

NASHVILLE:Capitalize on the buzz around Gulf Coast Jam and 

VqqvukgҲu"tgqrgpkpi"kp"RED"d{"jquvkpi"c"etgcvkxg"rqr-up 

activation in Nashville to bring the Real.Fun.Beach. to Music City.

CREATIVETACTIC:

Bringing the Beach to Broadway

ÅTransform VqqvukgҲu"Qtejkf"Nqwpig"kpvq"RED"ykvj"ucpf."dgcej"
chairs, inflatable palm trees and a custom coastal drink menu featuring 
frozen strawberry daiquiris, piña coladas and margaritas.

ÅInvite Nashville-based travel, lifestyle and music influencers tocreate 
content from the event, promoting Gulf Coast Jam and PCB.

ÅHost Gulf Coast Jam ticket giveaway and a pop-up trunkshow featuring 
beachwear from a beloved PCB boutique.

ÅPitch the activation to country music and Southern lifestyle media.



TARGET MARKET ACTIVATION

NEW YORK CITY:Rqukvkqp"Fgnvc"Ckt"NkpguҲ"pgy"fckn{"pqpuvqr"ugtxkeg"htqo"NIC"

to ECP, launching Nov. 6, 2025, as a game-changer for Northeastern travelers 

seeking a sunny escape.

ҥMcvjnggp"Tgnnkjcp."Htggncpeg1"Vtcxgn"("Ewnvwtg"
Senior Editor, Outside Magazine

ҥDctdctc"Uejwngt"~"Hgcvwtgu"Gfkvqt."Pgyufc{

Brian Cicioni | Freelance, InsideHook, Time 
Out New York, USA Today 10Best

CREATIVE TACTICS:

Bringing the Beach to Broadway

ÅA high-impact in-market activation at a key NYC location (such as LaGuardia or 
Times Square)engaging travelers,influencers and local through immersive digital 
experiences with trackable performance.

ÅPitch seasonal recreation and signature PCB events.

ÅA week-long feature on New York Living, a popular lifestyle show, showcasing PCB 
directly to a top feeder market. The Pix 11 partnership will extend beyond broadcast 
with amplified reach through digital, socialand mobile advertising.



OUTDOOR ADVENTURES

Position St. Andrews State ParkҮcelebrating its 75th anniversary in 2026Үas a 

national parkҭquality experience without the crowds. Align with key travel trends 

like screen-htgg"ҵfkikvcn"fgvqzgu.Ҷ"tqcf"vtkru."uwuvckpcdknkv{"cpf"incorkpi0

CREATIVE TACTICS:

ÅPark Ranger-Led Storytelling: Interviews and "Then & Now" photos to share the 

rctmҲu"97-year history, wildlife preservation and insider tips.

ÅJunior Naturalist Tool Kits: To connect kids (and parents) to its ecosystems, 

theҵ97"Yc{u"vq"Gzrnqtg"Uv0"CpftgyuҶmkv"egngdtcvgu"vjg"rctmҲuanniversary and 

encourages hands-on learning like shell identification cards, wildlife spotting 

guides and dune ecology activities.

ÅSunset Celebration: Host a special longest table event featuring Gulf-to-table 

seafood tastings, campfire storytelling, a sandcastle-building competition and 

a park-inspired art walk showcasing regional talent.



Lknn"YcnmgtҲu"jkuvqtke"322vj"hwnn-distance IRONMAN this November offers a 
rqygthwn"uvqt{"vjcv"wpfgtueqtgu"vjg"fguvkpcvkqpҲu"tqng"kp"kpurktkpi"nkhgnqpi"cvjngvke"
achievement.

Her decision to return to Panama City Beach, where she completed her first 
KTQPOCP"kp"4229."urgcmu"vq"vjg"tcegҲu"ygneqokpi"gpxktqpogpv, scenic course 
and family-friendly spectator experience.

CREATIVETACTICS:
Å Interviews with IRONWOMAN:Leverage Jill as a spokesperson and 
vguvkoqpkcn"vq"jkijnkijv"Rcpcoc"Ekv{"DgcejҲu"crrgcn"vq"dqvj"gnkvg"cpf"
everyday athletes.

Å 100 Races, 1 Unforgettable Finish Line:Rtqcevkxgn{"rkvej"LknnҲu"oknguvqpg"vq"
national sports, lifestyle and human interest media. Invite press to cover the 
race on-site in November 2026 and distribute high-impact post-race photo 
and video assets for additional media opportunities.

SPORTS TOURISM



FUN.FOR.ALL.

Elevate promotion of Fun. For. All.initiative and

awareness of new accessible offerings through 

in-kind influencer photoshoot, tailored pitching, 

FAMs and thought leadership opportunities. 

Makayla Noble | @makaylamnoble

CREATIVETACTIC:

Fun For All Ambassador Program

ÅSpotlight all aspects of accessibility and 

various audiences, includingcaretakers, 

families and siblings.

ÅHost accessibility-focused media and 

influencers to spotlight amenities, events 

and niche offerings like scuba diving.

ÅIncorporate influencer feedback to improve major events.



UNWINED 

UNwineDoffers a valuable opportunity to showcase Panama City 

Beach's culinary and lifestyle offerings, drawing attention 

from target markets and encouraging year-round visitation. 

Extend beyond the event itselfҮa wine tasting at Duplin Winery, a 

Firefly-led mixology class, a freshdozen from Thomas Donuts, a 

"frozen concoctions" flight from PineappleYknn{Ҳu."c"etcyhkuj"dqkn"cv"

Dat Cajun PlaceҮvjg"um{Ҳu"vjg"nkokv#

CREATIVETACTICS: 

ÅCurated Media Itineraries: Arrangespecial food and beverage experiences and 

interviews around town that offer a diverse sampling of the local culinary scene.

ÅPre-Event Activation: Amplify promotion ahead of event by partnering with 

influencers in target markets for hosted UNwineDgetaway.


