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2023-2024 MEDIA VISITS

• Becca Blond — TripAdvisor
• Terri Peters — Business Insider
• Anne Braly — Freelance (Chattanooga Times Free Press, GONomad) 
• Ronny Maye — Freelance (Fodor’s Travel, The Points Guy) 
• Carrie Honaker — Freelance (Southern Living, Travel + Leisure)
• Jamie Valentino -- Freelance (Men’s Journal, POPSUGAR, Thrillist)

HOSTED MEDIA

UPCOMING MEDIA VISITS | 2024

• Matt Meltzer — Freelance (Thrillist, Matador Network) 
• Mariya Moseley — Freelance (VICE, Refinery29, Essence) 
• Colleen Rush — Country Roads



2023-2024 INFLUENCER VISITS

• Ashley West, @southernwestsunshine
• Sarah Hammer, @skhammer
• Amber Capps, @the__longweekender
• Sienna Cartier, @siennacartier
• Jamie Montgomery, @montgofarmhouse
• Ashley Clayborne, @ashleystastee

HOSTED INFLUENCERS

2023-2024 INFLUENCER REPORT

• Total Impressions: 481,804
• Total # of Posts: 108
• Estimated Earned Media Value: $95,508.85



2023/2024 REACH
• Total Impressions: 3,024,706,711 (Through September 30, 2024)

§ 1.3% Increase YOY

• Estimated Ad Value: $2,014,601 (Through September 30, 2024) 

§ 3% Increase YOY



INITIATIVES
2024-2025



DESTINATION STEWARDSHIP TACTICS

ECONOMIC VITALITY
• Ignite PCB Perks for need periods
• Attract new audiences through promoting a 

variety of visitor experiences, including sports, 
accessible travel, outdoor adventure, dining, 
etc.

• Coordinate 8-10 media visits (6 hosted in FY 
23/24) 

• Strengthen destination brand through unique 
partnerships, brand collaborations

INDUSTRY LEADERSHIP
• Utilize department leads for thought leadership 

opportunities with media outlets, podcasts
• Highlight PCB as industry leader in key areas 

including events, sports tourism, accessibility
•  Win industry awards
•  Implement qualitative approach to coverage secured

COMMUNITY VIBRANCY

• Elevate accessible travel developments through Fun. For. All. “Phase 2 & 3”
• Promote beach safety and flag education 
• Partner with local creators for destination promotion
• Refresh Winter Residents programming with new offerings
• Amplify local businesses through Shop the Shore initiative



INCREASE MEDIA VISITS

LEVERAGE ANNUAL SPECIAL EVENTS TO HOST 
MEDIA/INFLUENCERS THROUGHOUT THE YEAR

• Pirates of the High Seas & Renaissance Fest, Beach Home for 
the Holidays, Beach Ball Drop, Mardi Gras, UNwineD

• Promote incentive travel offerings

• Prioritize new nonstop flight markets for hosting opportunities 
(Austin, Boston)

CREATIVE TACTIC: NYE FAMILY GETAWAY

• With Visit PCB taking over Beach Ball Drop and Coca-Cola as sponsor, 
amplify awareness of the event by hosting content creators and their families 
for an NYE Getaway Dec. 29-Jan. 1

• Showcase the event as a “must-attend” 
annual tradition for all ages

• Invite influencers and their children from nonstop flight and drive markets to 
experience the event and kid’s beach ball drop

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



TARGET MEDIA

Judy Koutsky
Contributor, Forbes

• An award-winning writer with a 
focus on adventure, family travel 
and parenting, Judy is an avid 
scuba diver.

• LHG will invite Judy to 
experience an incredible 
Shipwreck Trail diving excursion 
along with the destination's top 
family and outdoor adventure 
offerings.

Matt Kirouac
Freelance Travel Writer, 
Thrillist, InsideHook, T+L

• A culinary school graduate turned 
full-time freelance writer, Matt 
covers food, beverage and travel.

• Leveraging Matt's love for one-of-
a-kind destinations and dining 
experiences, we'll pitch an action-
packed itinerary featuring iconic 
restaurants, activities and 
UNwineD.

Pam Wright & 
Diane Bair

Contributors, Boston Globe

• Pam and Diane travel 
independently, but share a byline 
telling first-person travel stories 
for the Boston Globe.

• With a focus on discovering 
unique perspectives on familiar 
locations, LHG will showcase 
PCB's hidden gems, events and 
accessible travel offerings.



TARGET MEDIA

Megan DuBois
Freelance Travel Writer, 
The Points Guy, Condé 
Nast Traveler

Dave Parfitt
Freelance Travel Writer, 
Family Vacationist, Lonely 
Planet, USA TODAY

• Writing about family travel from a 
dad's point of view, Dave seeks out 
destinations that offer something 
for every type of traveler. 

• With an interest in accessibility, 
Dave will connect with PCB's many 
accessible travel features and the 
"Fun. For. All" initiative.

• A Florida-based travel writer, 
Megan enjoys destinations that go 
beyond the ordinary, covering 
everything from attractions and 
hotels to culinary treasures.

• LHG will appeal to Megan's affinity 
for all things travel, food and fun by 
highlighting the very best 
experiences in PCB.

Christiana Roussel
Freelance Travel Writer, 
Garden & Gun, Good Grit, 
Birmingham Home & 
Lifestyle

• Covering a mix of travel, lifestyle and 
design, Christiana is always on the 
hunt for a good story.

• LHG will engage Christiana with a 
solo or couples coastal getaway 
angle, plus a Shop by the Shore 
experience.



SAMPLE PITCH CALENDAR



SNAPPER SEASON

• Promote PCB as the ultimate destination for snapper season, welcoming novice 
and seasoned anglers, families and long weekenders to celebrate throughout the 
season

• Highlight exciting experiences for non-anglers destination wide, emphasizing the 
many ways to enjoy snapper season without ever casting a line

• Boost awareness with special activations, restaurant/chef collaborations, creative 
brand partnerships 

• Invite media/influencers to ”color their summer snapper red” with fishing, cruises, 
dining, accommodations and beyond

CREATIVE TACTIC: Snapper Season Culinary Retreat
• Host media culinary retreat focused on snapper season
• Partner with local chefs/restaurants for competition where media choose favorite 

dish
• Include cooking demos/classes, wine pairings, seafood market trips



SNAPPER SEASON

ESTIMATED IMPRESSIONS: 

500k

ESTIMATED EARNED MEDIA VALUE: 

$50,000

CONCEPT: 
Panama City Beach will play host to a group of top fishing influencers who 
work with Huk for an iconic fishing weekend – capturing content of 
infamous fishing experiences to pre-promote Snapper season in Panama 
City Beach.



PCB PERKS

• Boost excitement for PCB’s savings program, PCB Perks

• Create PCB Perks vacation itinerary to promote range of deals for all 
interests and ages, from families to solo travelers

• Encourage partner participation to secure exciting deals

• Partner with local businesses and lifestyle brands to create exclusive 
PCB Perks vacation packages

CREATIVE TACTIC: PCB Perks Media + Influencer FAMs
Host media and budget/family travel influencers from target drive and 
nonstop flight markets with an exclusive PCB Perks itinerary, showcasing 
the many ways to stay and save at the Real. Fun. Beach. 

The Hambrick Family | @thetravelingchild

The Krause Family | @amomexplores

Nick & Madison | @thecapturingcouple



SHOP THE SHORE

• Introduce Shop the Shore, an unmatched coastal shopping 
experience featuring locally loved treasures that capture the 
charm of Panama City Beach

• Raise awareness of updated Shop the Shore map and unique design 
offerings through proactive pitching to design/home editors

• Host media and content creators to experience Shop the Shore "Tour"

§ Zoe Gowen, Senior Homes Editor, Southern Living
§ Monique Valeris, Home Design Director, Good Housekeeping
§ Darina Egstad, @darinaegstad, Nashville Home/Design Influencer
§ Kerry Swain, @casually.coastal, Boston Home/Design Influencer @casually.coastal

CREATIVE TACTICS: 
Shopkeepers of PCB: Connect with local shop owners to identify engaging, inspirational narratives for pitching. Include 
high quality imagery – headshots, lifestyle shots
Holiday Gift Guide: Create annual gift guide with items, descriptions and photos submitted from local shopkeepers 



FUN. FOR. ALL.

• Elevate promotion of Fun. For. All. initiative and awareness of new accessible offerings through tailored 
pitching, targeting distinct personas and interests, FAMs, and thought leadership opportunities

• Develop creative story angles that spotlight all aspects of accessibility and various audiences, 
including caretakers, families, siblings

• Identify unique human-interest stories related to accessible events at Pier Park, Aaron Bessant Park

• Spotlight accessible sports tourism and seek opportunities to welcome differently abled athletes to PCB 

• Host accessibility-focused media and influencers to spotlight accessible amenities, events and niche 
offerings like accessible scuba diving

CREATIVE TACTIC: Fun For All Ambassador Program
• Host accessible influencer at every major event as a "Fun. For. All" Ambassador to promote accessible events and sports, with 

the goal to own accessible event space (@roll.with.cole, Hunter March)
• Incorporate influencer feedback to improve and elevate inclusive offerings, such as “VIP” accessible section at events



UNWINED 

• Pitch lifestyle programs to tease event, featuring festival chefs 
demonstrating classic dishes and wine pairings ahead of the event 

• Secure top-tier media and influencers from target markets for 
hosted UNwineD getaway 

CREATIVE TACTICS: 
• Curated Media Invites: Create curated gift baskets to share with attending 

media/influencers to further build excitement for event and encourage pre-event 
promotion, include local treasures, unique food and drink samples for a "taste" of 
UNwineD

• Pre-Event Activation: Amplify promotion ahead of event by partnering with 
restaurant in target market to host pre-event activation/dinner featuring the 
festival's food & wine, leveraging National Drink Wine Day (February 18)



WEDDINGS

• Promote PCB as the ideal destination for weddings, vow renewals, honeymoons, ”mini-
moons” and proposals

• Highlight range of activities and experiences beyond the wedding day for families, 
guests, bridesmaids/groomsmen (fishing charters, sunset cruises, helicopter tours, 
etc.)

CREATIVE TACTICS: 
• Content Creator Retreats - “Weddings, Beaches, and Beyond:” Invite a group of 

content creators, wedding bloggers, and photographers to attend a PCB retreat, where 
they’ll experience all PCB has to offer beyond the wedding day (sunset yacht parties, 
private beach dinners and adventure excursions), sharing their experiences with 
engaged couples and adventure-seeking honeymooners.

• Experiential Content: Partner with creators to produce a video series or mini-
documentary featuring the journey of couples getting married in PCB. The content can 
be used across social platforms, wedding publications, and streaming platforms to 
amplify PCB’s appeal.



WEDDINGS

• Further tap into the weddings/romance market by showcasing  each step of a love story in 
PCB– from proposals and weddings to honeymoons, anniversaries and vow renewals

• Identify real-life love stories for pitching,  encourage couples to share user-generated 
content via a dedicated hashtag 

• Create dedicated itineraries/guides for proposals, honeymoons and anniversaries, 
highlighting a combination of romance, adventure and relaxation

CREATIVE TACTICS: 
• "Destination: The Knot" Partnership: Partner with wedding planning website, The Knot, to 

host engaged content creators and spotlight magical wedding venues,  activities, 
restaurants and more 



• Amplify sports tourism in Panama City Beach and facilities including Publix Sports 
Park, Frank Brown Park

• Generate buzz for key events like IRONMAN Florida and youth tournaments by 
engaging sports media and influencers, emphasizing PCB’s top-notch venues and 
ideal year-round conditions

CREATIVE TACTICS:
• Sports-Focused FAM Tours: Host FAM tours for event planners and media, 

showcasing sports venues and their ability to host youth and professional 
tournaments  

• Sports Vacation Packages: Create travel packages combining sports events with 
leisure activities, appealing to both athletes’ families and sports enthusiasts

• Brand Collaborations: Partner with sports gear brands for event sponsorships, on-
site activations and influencer content, promoting PCB as the premier sports 
destination

SPORTS



INCENTIVE TRAVEL

• Create incentive itinerary for media pitching, host two writers for on-site destination 
experience in PCB 

• Gather quotes from two incentive planners who regularly book travel to the destination 
for inclusion in tailored pitching

• Develop annual incentive trend report to showcase key insights, trends

• Explore content partnership opportunities with top incentive outlets 

CREATIVE THEMES:
• Adventure & Achievement, Thrilling Incentive Travel: Promote adventure-based incentives 

like deep-sea fishing, parasailing, and eco-tours for top-performing employees, tie in trend of 
experience-based travel.

• One-Of-A-Kind Retreats, Exclusive Incentives: Highlight unique local offerings and 
activities for incentive travel, including dolphin tours, beach bonfires, Shell Island excursions, 
Capt. Anderson's bespoke wine pairing dinners.



MEETINGS 

• Showcase PCB as the ideal destination for small market meetings, corporate retreats and team building

• Promote range of unique activities and experiences for groups year-round, from outdoor adventure to beachfront 
dining and beyond

CREATIVE THEMES:
• Elevate Your Team in PCB - Coastal Corporate Retreats: Highlight experiential team-building, morale boosting and 

relaxation opportunities with outdoor activities like snorkeling, paddleboarding, and sunset sailing

• Beachfront Boardrooms - Reimagined Meetings: Preview nature-inspired retreats, outdoor meeting setups with Gulf 
views, beachside brainstorming, and alfresco dining to spark creativity

• Productivity Meets Paradise - Curated Retreats: Develop themed retreat packages including leadership 
development, innovation workshops, and local experiences like dolphin encounters -- blending professional 
development with unique local offerings



WINTER RESIDENTS

• Profile Series: Pitch stories highlighting winter residents' backgrounds and lifestyles to 
local, regional and national media.

• Economic Impact: Share data and stats on their economic contribution to pitch as a 
newsworthy story.

• Host media from national outlets and "snowbird" publications to experience PCB 
firsthand as a winter resident (The Boston Globe, Chicago Tribune)

CREATIVE THEME:
• Journalist Access: Offer exclusive experiences showcasing the winter resident lifestyle for 

unique coverage.



Engage strategic lifestyle brand and creative partnerships to leverage new audiences, 
increase brand recognition and inspire travel to Panama City Beach.

SNAPPER SEASON BRAND PARTNERSHIPS

Partner with iconic brand known for red products or red 
logo (Swedish Fish, Red Bull, Ray-Ban) to become official 
sponsor of snapper season. 

VISIT PANAMA CITY BEACH X CABANA LIFE

Collaborate with coastal-inspired clothing and lifestyle 
brand Cabana Life, to host influencers and their families 
for a getaway around Mother's Day/Father's Day.

PCB DIVE TRAIL X SCUBAPRO
Showcase the “Wreck Diving Capital of the South” by 
hosting diving influencers and media to experience 
the five spectacular Florida Panhandle Shipwreck 
Trail sites off the coast of Panama City Beach, in 
collaboration with notable dive brands to extend 
audience

NATIONAL BEACH DAY GIVEAWAY 
One grand prize winner will be selected to win a free vacation to 
Panama City Beach for National Beach Day (August 30). Create 
a landing page for sweepstakes entry, promote via national 
broadcast segments and target markets.

BE BOLD: NEW IDEAS



THE BEACH WEDDING CAPSULE

CONCEPT: To promote Panama City Beach as a premier beach wedding destination while providing bridal parties 
with a stylish, hassle-free wardrobe solution through a curated "Weddings on the Beach Capsule" collection with 
Rent the Runway.

DETAILS:

Partnership Concept
• Capsule Collection: Curate a beach-friendly line for brides, bridesmaids, and guests, inspired by PCB's coastal charm.
• Brand Synergy: Promote PCB as the ultimate beach wedding spot with Rent the Runway’s stylish, easy-to-rent outfits.

Cross-Promotion
• Social Campaign: Launch #PCBBeachWeddings featuring styled shoots on PCB’s beaches.
• Influencer Engagement: Invite influencers for a "mock wedding" to showcase the collection.
•Media Pitch: Feature the collaboration in wedding and lifestyle media.

Experiential Elements
• Pop-Up Event: Host a "Beach Wedding Style Day" for previews and styling tips.
• Real Wedding Features: Highlight PCB weddings using the collection with #PCBBeachWeddings on social channels.



HIGHLIGHT VISIT PANAMA CITY BEACH’S CREATIVE 
ACCOMPLISHMENTS IN DESTINATION MARKETING AND 
PROMOTION THROUGH INDUSTRY AWARD RECOGNITION

AWARD OPPORTUNITIES:
• ESTO
• Flagler
• HSMAI
• STS Shining Example
• FFEA SUNsational
• Destinations International

WIN INDUSTRY 
AWARDS



POSITION PCB AS DMO LEADER THROUGH THOUGHT LEADERSHIP AND 
EXECUTIVE INSIGHT OPPORTUNITIES FOR DEPARTMENT LEADS.

LEVERAGE TRADE OPPORTUNITIES ACROSS KEY AREAS, INCLUDING:

• Special Events and Sports Tourism, Accessible Participation
• Tourism Development
• Destination Marketing
• Small Market Meetings
• Accessible Travel

SEEK THOUGHT
LEADERSHIP OPPORTUNITIES



ENHANCE “CHASIN’ THE SUN” 
PROMOTION

• Explore opportunities for brand/influencer collaborations to highlight TV show and 
destination’s fishing offerings.

• Continue to grow impressions, engagement and follower count on “Chasin’ 
The Sun” Facebook and Instagram channels.

2024 SOCIAL HIGHLIGHTS:

FACEBOOK

The Facebook page reached 2.4M users, received 2.7M impressions, 117K 
engagements, 7.8K link clicks, and gained 10K+ net new followers.

INSTAGRAM
The Instagram page reached 96K users, got 121K impressions,
6.2K engagements, 163 website taps, and gained 293+ net new followers.



STRATEGY & 
CREATIVE
FY25 | PANAMA CITY BEACH



FY24 Creative 
Recap



KEY BUSINESS OBJECTIVES

1. Maintain & Elevate Ongoing Initiatives | 
Continue to support key teams and initiatives 
while continuing to bring forward 
opportunities to elevate the destination

2. Increase Frequency | Drive repeat visitation – 
once visitors choose PCB, continue to bring 
them back

3. Capture Competitive Market Share | Continue 
to capitalize on competitive advantage in 
order to steal share

4. Promote Advocacy | Ensure loyalists (repeat 
visitors) remain advocates for the Real. FUN. 
Beach as well as locals within the community

34



PEOPLE DON’T MIND SPENDING TIME 
RESEARCHING—FOR MANY, THE ANTICIPATION IS 

JUST AS EXCITING AS THE TRIP ITSELF.

Sources: eMarketer

When asked if 
researching and 

planning for a vacation 
is too time-consuming, 
47% of people 

disagreed.

Part of the excitement 
about a trip comes in 

the 
anticipation.

“Travel is 
90% 

anticipation 
and 
10% 

recollection.”  
– Edward Streeter 

https://chart-na1.emarketer.com/263347/us-adults-who-agree-vs-disagree-that-research-planning-travel-too-time-consuming-may-2023-of-respondents%20%E2%80%8B


MIY 
LANDING 
PAGE
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Make it yours landing page



AI For travel plans
US Business Travelers Comfortable with AI Making Automated Travel Arrangements Based on 

Typical Behavior and Personal Preferences, May 2024

Yes No

Yes
87%

No
13%

Travelers are experimenting with AI for help 

planning their vacation itineraries. 

64% of travelers expect to use AI for research 
in the future or have already done so.

87% of US travelers would be comfortable 
allowing AI to automatically make travel 
arrangements (hotel, flight, transportation) for 
them.

Sources: eMarketer | PR Newswire 

https://chart-na1.emarketer.com/268025/us-business-travelers-comfortable-with-ai-making-automated-travel-arrangements-based-on-typical-behavior-personal-preferences-may-2024-of-respondents
https://www.prnewswire.com/news-releases/two-thirds-of-travelers-have-used-ai-or-plan-to-301939940.html


IMMERSING TRAVELERS IN 
PERSONALIZED JOURNEYS WITH AI-
POWERED ITINERARY BUILDER

39



AI-POWERED ITINERARY BUILDER
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New digital Media 
CREATIVE EXECUTIONS 
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ENCOURAGING 
EXPLORATION BY 
IMMERSING TRAVELERS 
IN A SCAVENGER HUNT 
EXPERIENCE
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IMMERSING 
TRAVELERS IN A SAFER 
BEACH EXPERIENCE
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Make It 
Yours



Research shows that pcb is
a place Where You Can Be You

REAL CONNECTION
There’s a real connection that visitors 
feel to the locals, to the beach, to their 
families and to other visitors.

REAL FUN
We’re fun for everyone, even when it means 
something different for everyone — and that’s 
hard to come by. We take pride in being the Real. 
FUN. Beach, and that sets us apart from the rest.

REAL BEAUTY
Our beautiful beaches don’t need a filter.
No matter where you are in PCB, you can 
experience the natural beauty the destination 
has to offer.

45



Make It Yours is still our brand campaign 
platform, however since 2023, we started 
infusing “Where You Can Be You” as a 
supporting headline to further elevate 
our message and help keep the campaign 
fresh.

46

This new sub-headline speaks to the ”Real” 
in our brand tagline showcasing the 

authenticity travelers crave. 



MAKE IT YOURS

47

IT’S YOUR VACATION 
WHERE YOU CAN BE YOU

MAKE IT YOUR REAL. FUN. BEACH.

Our sugar-white sands and turquoise waters make family vacations full 
of fun and impossible to forget. 

VisitPanamaCityBeach.com



MAKE IT YOURS
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MAKE IT YOURS
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Couples :30 Family :30

In addition to these two videos, we have videos speaking to our empty nesters, kids in strollers, and long 
weekender segments in varying lengths & formats



50

Fun For All



MOBILITY ACCESS VISUAL SUPPORT HEARING SUPPORT NEURODIVERSITY



FUN FOR ALL 
MICROSITE 
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Sports 
Support



sports

TEE OFf
A PERFECT STAY
CHAMPIONSHIP COURSES, GREAT WEATHER YEAR-ROUND 
AND MILES OF WHITE-SAND BEACHES MAKE
PANAMA CITY BEACH A GOLFER’S DREAM COME TRUE.

CATCH THE FUN
WHETHER YOU LOVE THE THRILL OF LANDING 
THE BIG ONE OR JUST ENJOY BEING ON THE
TURQUOISE WATERS OF PANAMA CITY BEACH

v

PLAy
HERE

AND
HERE

v

PlayPanamaCityBeach.com

Score a Winning Spot
Host your next game or tournament at the world-class, 160-acre
Publix Sports Park in Panama City Beach. Not only will you fi nd the
best state-of-the-art facilities in the Southeast, but you’ll also be
perfectly positioned to continue the fun along the sugar-white 
sands and turquoise waters of PCB.

CONTACT CHRIS O’BRIEN, DIRECTOR OF 
SPORTS MARKETING, AT 850-890-7738.



sports



56

Sales 
Support



Sales Support

MAKE Sunshine
THE FIRST ORDER OF
BUSINESS
OUR WHITE SANDS, TURQUOISE WATERS AND SUNNY DISPOSITION PUT YOUR 

ATTENDEES AT EASE. OUR EXPERIENCED MEETING COORDINATORS, THOUGHTFUL 

ITINERARIES AND VARIETY OF ACCOMMODATIONS DO THE SAME FOR YOU.

PLAN YOUR MEETING IN PANAMA CITY BEACH



Sales Support

Make sunshine the first order of business
(stock footage of a meeting room door opening. Beach 
scene is on the other side as it opens)

and fresh ideas part of your agenda.
(people enjoying fresh seafood)

Where sugar-white sands are a business requirement
(people playing games in sand or walking on the beach)

and wading in turquoise waters an action item.
(people or person in the water)

Create a new definition of “all hands on deck.”
(group on boat)

And close the deal with flying colors.
(golf shot)  

Where you can brainstorm in perfect weather,
(beauty shots of beach or state parks)

and even your conference room feels like a 
destination.
(beauty shots of beach or state parks)

Art Card or Text over Image:
[PCB] real fun meetings
Book your next meeting or corporate event at [url]
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Expanding 
Décor by 
the Shore



Shopping trail expansion

Creative Work-In-Progress
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Upcoming 
Campaigns



Q4 Campaigns

I Am Thankful Beach Home 
for the 

Holidays

Give the Gift 
of Here

New Year’s Eve 
beach Ball 

Drop



Thank You!
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