The Palm Beaches

LAKE PARK

Partners in Tourism

ar

e iy it Elg

e .l‘h.



OVERVIEW

e —

R ey Y M P R

~-:5_y.;‘. L\ s

» Ax
il < -
g g
AR
LS % - .
¢ | P 2 = 1 - ¢
ot £ \ p i ; i : 3 .
’ 1 | o ’ 3 ,
ok : t 8 i VA iy g o .
Eah ’ > : e g N 4 3 ] 4
. ; e A ; . AR
: il ¥ h .ﬁ_ N "% ¥
: | = ¥ S— % 3 iov A
I._._..,.._....I|IE~ ) : M 25
I_,_.
k= e



Presenter
Presentation Notes
SECTION SLIDE: To replace background image right click on the edge of the photo, choose “Picture Format” option. Under “Change Picture” tab, in “Insert Picture from File” section, relink to a new photo. Change transparency to 30%. This will preserve gray overlay effect and watermark palm frond on top. For best quality new image needs to be cropped to 1600 x 580px. 


Discover The Palm Beaches

« Official Tourism Marketing Corporation contracted
by Palm Beach County’s Board of County Commissioners

* Private, not-for-profit organization accredited by
Destination International

* Reports to 25 Member Board / 7 appointed by Palm
Beach County Board of County Commissioners

A Tourism Development Council organization that
collaborates with sister agencies

MISSION: Grow the Tourism Economy

VISION: Position The Palm Beaches as Florida's
Premier Tourism Destination
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BED TAX INVESTMENT/GROWING THE TOURISM ECONOMY

ALLOCATION

30% Discover The Palm Beaches

188% Tourism Infrastructure
\ 13% Cultural Council
r 12% ERM
-Sports Commission
" 3% Film & TV Commission

M I LI_I 0 N - TDC / Special Projects

1% Tax Collector




TOURISM PROVIDES BUSINESSES
AND PEOPLE WITH OPPORTUNITIES _/

\ Total Economic
an IMPACT
of Palm Beach
County’s economy

ﬂ

FLORIDA

VISITORS GENERATE

in direct spending

DDDDDDD

‘éi Supports the

. livelihoods of
] &

r-“ hardworking people



SHARED COMMUNITY VALUE




CAPITALIZING ON STRATEGIC PLAN

BRAND AWARENE

& MARKETING vl

COMMUNITY f gy
ENGAGEMENT e
FFF T
GROW THE
TOURISM MEETINGS, EVENTS AND
ECONOMY LEISURE SALES
E;’ ORGANIZATIONAL V\_
SUSTAINABILITY DIVERSITY, EQUITY AND
INCLUSION

2023 —FINAL YEAR OF PLAN



2023 FOCUS

Leverage Sales/ Service
Integration

Accelerate Community
Engagement And
Sustainability Initiatives

New creative agency impact

Evolution of brand, tourism identity and logo
‘Website redesign

Segmentation strategy

Summer season initiatives

Increased sales visibility and efficiencies
Transformational events

Reassess investments in key international markets

Enhancement of business community partnerships
Refinement of shared community value/sustainability message
Increase city partnership initiatives in coop/product dev.

Reaffirmation of Diversity, Equity, and Inclusion (DEI)
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HISTORIC VISITATION

MILLIONS
© = NWHOUON

2013

2014

2015

2016

2017

2018

2019

2020

2021

2022



Visitation
9.5
(7]
Out-of-State Domestic _5 9 . 2
2022: 5.3M S 9.0
2021: 4.7M
2019: 4.7M

Florida Resident

2022: 3.2M 8.0 7 - 9
2021: 2.9M
2019: 2.9M
7.5
International
7.0

2022: 730,000
2021: 400,000

2019: 703,000 2019 2021 2022

*Source: DTPB estimates extrapolated from aggregate card usage data provided by VisaVue® Travel and data from other independent research sources
such as Florida Department of Revenue, STR, Euromonitor, TNS, Tourism Economics
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Visitor Spending

Total Spending

2022: 6.9B 0 22 $2.0 $2.3
2021: 5.5B 2 2.0
2019: 5.1B o
1.5
F&B: +25% 1.0
Lodging: +50% 05
Retail: +9% '
Recreation: +11% 0.0
Transportation: +25% e S
X N
< O
& O
Y
Ob
(<0

*Source: DTPB estimates extrapolated from aggregate card usage data provided by VisaVue® Travel and data from other independent research sources
such as Florida Department of Revenue, STR, Euromonitor, TNS, Tourism Economics
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Domestic Targets

Target Markets

2019-Q4 2021-Q1

2021-Q2 2021-Q3 2021-Q4

Market 2019-Q1 2019-Q2 2019-Q3

F

Atlanta--Athens-Clarke County--Sandy Springs, GA-AL 49175 59,528 51,749 55,520
Boston-Worcester-Providence, MA-RI-NH-CT 102,193 63,362 34,988 67,351
Chicago-MNaperville, IL-IN-WI 57,059 36,120 24198 44,313
Houston-The Woodlands, TX 79,330 65,985 62,853 66,728
Miami-Fort Lauderdale 226,079 233,295 221,998 220475
New Yark-Newark, NY-NJ-CT-PA 344,224 244771 175,778 260,271
Orlando-Lakeland-Deltona, FL 18717 130,087 111,595 114,395
Philadelphia-Reading-Camden, PA-NJ-DE-MD 62,282 41,670 29436 47114
Washington-Baltimore-Arlington, DC-MD-VA-WV-PA 89,086 70,828 57,929 75,964
Total 1,128,143 945,647 770,525 952,132
International Targets

Market 2019-Q1 2019-Q2 2019-Q3 2019-Q4 2021-Q1 2021-Q2 2021-Q3 2021-Q4
F

Argentina 6,268 6,122 5578 4,455 2,300 2,600 3,400 3,900
Brazil 7,788 6,020 5,887 6,435 700 1,100 1,400 2,600
Canada 131,725 57,956 29,334 34,639 18,100 17,700 15,500 04,300
Colombia 4179 4,490 4,338 4,653 3,600 10,000 8,000 6,600
Germany 4179 4,592 3,615 5148 300 400 400 2,200
Mexico 1,994 2,245 2,479 2,376 1,800 2,800 2,800 3,300
United Kingdom 10,162 8,877 7,024 10,097 3,100 3,100 2,300 7,100
Total 166,295 90,302 58,255 117,801 29,900 37,700 33,800 90,000

41,570
60,690
49,820
67,510
198,150
255,350
104,030
45,300
61,660
864,080

61,350
64,570
45,350
16,960
226,560
276,270
129,670
69,620
70,740
961,090

53,410
37,920
30,880
16,670
218,860
196,990
129,180
56,020
64,190
804,130

57,330
63,780
48,590
17,570
218,000
283,170
132,510
63,530
84,870
969,350
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Always-On Brand Campaign
Allocation by Channel

Connected TV

Teaditional THE GOLDEN
AGE OF TRAVEL

Audio
OTA Metasearch

Broadcast

Paid Social

PSS
THE PALM BEACHES

lllllll

Digital, Native, SEM
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AUDIENCE SEGMENTATION

Targeting delivers the right marketing message at the right time

Groups & Meetings

Exploring with Bed, Beach & Cultural Explorers Rest & Resort Planners,
Friends & Relatives Beyond Business Travelers
Visiting or traveling Seeking beach, Seeking cultural Resort guests seeking ~ Meetings, conventions,
with friends & family outdoors & experiences & wellness beach-front stays expos, and their

entertainment options organizers
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FY23 CONTENT CALENDAR

October vember December
Spatober: Outdoors: Holiday
Wellness Month Paddle/Hike Happenings

& Manatees

January
Resorts &
Beaches

February March April
Sports: Spring Sea Turtles, Family Fun

Training, Golf, Manatees & Getaways
Polo/Equestrian Sustainability

September
Fishing, Diving,
Snorkeling,
Boating

June July August

Shop Summer Savings: Restaurant
The Palm Craft Pass & Month &
Beaches Savings Pass Nat'l Golf Month




DIVERSITY, EQUITY & INCLUSION

Prioritizing Multicultural Markets and Media Outlets

Black Hispanic LGBTQ+ Accessible Travel
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Execute print + video shoot to gather new assets
Continue implementing customized targeting tactics across media universe
Track results through quarterly segmentation research 
Launching new campaign to reach Accessible travelers with enhanced certification to ensure The Palm Beaches and all partners are ready 


Digital Center Of Excellence

*  Pioneered building internal digital team: paid
media, social media, content

* (Generated significantly more brand awareness,
engagement, and visitation

FLAT BUDGET 2022 OVER 2021:

2X

IMPRESSIONS
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Digital Platform Evolution

AD
MOBILE APP
PLATFORMS WEBSITE

©@

M

PERSONALIZATION DATA METAVERSE
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Develop a robust digital platform experience

Prepare for the future of the web, privacy, and traveler behavior



Continued Social Media Leadership

716K 7 Million 100

Combined Following Engagements Influencers

Across 7 Platforms In- House Content 40% Diversity Target
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BUSINESS OPPORTUNITIES
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« Affordable marketing and
advertising programs for
all size businesses and
budgets

* High ROI on The Palm
Beaches Marketing
Programs
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Filter Places

Category
[ Animal Encounters (9]

[ Family Entertalnment Center (%)
[ Airboats (4)

[ Waterparks (4)

[] Escape Rooms (2]

] Gaming (1)

O] Mini Golf (1)

City

Sort by

B Loggerbead Maringlife Centee

14200 U5 Highway Ore June Deach. FL 33400

3 WISAT OUR MEBSITE READ WosE

Website Listing, Calendar of Events and

Offers

Rapids Water Park

A% Herth Mitary Trail Biviera Seach FL 33307

Driving conversions by promoting local
businesses in prime locations on

ThePalmBeaches.com. Gives the business

20Mile Band Esat Bame A West Paim Be

WISIT OUR WEBSITE FEAD Wi

Shark Wake Park
Loeated in Cmehesize Park - 1440 Eshiem
‘West Palm Deach, FL 33443

WISIT QUR WEBSITE FEAD WAGE

™ Forgades Hafido Park

B 170 criin R Fort Lauderdabe FLE3S

.

[alm Beach Zoo & Conservation Socie!

1301 Summit Bodlevard West Falm Beach

WISIT OUR WEBSITE READ WASE

Airboat Rides West Palm Beach March 28, 2‘023

Boat Cruises Aboard the PonTiki
1116 Love Street Sufte 21 Jupiter, FL 33477

Sam Perry Retrospeetive

811 Park Place West Paim Beach, FL 33401

VISIT DUR WEBSITE READ MORE

= Fem Stroet Chess Park

300 Clematis Street, Sulte 200 West Palm Beach, FL 33401

- WISIT DUR WEBSITE READ MORE

the best opportunity to influence planning

decisions.

Free Admission for Active Duty-US Military & Family *

Jupiter Inlet Lighthouse & Museum
500 Captain Armour’s Way Jupiter, FL 33469

VISIT OUR WEBSITE READ MORE




Guide Opportunities

THE PALM BEACHES

[

—-""-"---\.\

Official Collateral FLORIDA
. .« PLACES T0 PLAY r—
Insiders Guide: pam Beach = =
Advertisement SRS oraos THE PALM BEACHES
EM““""”""":"’"""' INSIDER'S GUIDE
AEIIVHIES &ATTRAEU[]NS m“wmw-a-mmm o
: S P’;:“‘“’“:“ ORIGINAL.
ST otk = ONE
93 HOLES OF CHAMPIONSHIP GOLF. | ONLY.

thve dlining options—a Mestyle o s bmma et
this welooming clty that's home t annusl PGA Tour

stop, the Handa Classic. Play

‘andl shop.

Mill.slnﬁulndmmlﬂmr.

Riviera Beach
& Shlgzr Island

Explore the Ale Trail of The Palm Beaches
with stops at breweries and attractions

SR throughout Palm Beach County.
THEPALMBEACHES.COM/ALE-TRAIL-PALM-BEACHES

e 430+ Distribution points

e 352 locations throughout Palm Beach, Broward, and Dade Counties

8 FL Turnpike locations/ 59 locations within Orlando/ 12 in county Visitor Information Centers




BUSINESS

o PR, SOCIAL & CONTENT TIPS

Pg_-":,‘_s DL TG T Bl O
THE PALM BEACHES THINGS fFooo EVENTS ~ EXPLORE  PLACES PLAN
FLOKIBA todo &drink  calendar cities to stay your trip
View  Edit

e | wermecs | hav, pestssonus | s 2 [

BEACHES THINGS foan EVINIS  EXPLDRE  PLACES PLAK
tode  &drink calendar  citles  tosty  yourtrip

THINGS TO DO THIS WEEKEND IN THE PALM
BEACHES

March 24, 2023 - March 26, 2023

r—

——
Tiass
Our end-of-the-week selection for 24-26 March.

Tips for The Palm
Beaches Team

This form is used to submit information thay =
you wanl The Palm Beaches (o review lor
potential coverage in o social medis, website,
and PR efforts

i

f v P @<

A pride festival, a boat show, farmers’ markets, live music, and more! Here we have rounded up our end-
of-the-week top picks.

Examples of what we are looking for: new
openngs, renovations, new or updated
products/services/amenities, upcaming events
or any other noteworthy iterms you want 1o
share with us,

All Weekend Long

Palm Beach Pride, Lake Worth Beach

GET READY FOR THE POLD SEASON

When: March 25-24, 12:00 pm - 6:00 pm, T T

Palm Beach Pride is a two-day festival that celebrates the LGBTQ community, equality, and respect in a bt het's mbur Sy k.8 s Bt
Your Organization family-friendly enwvironment. Come to Lake Worth Beach and join Palm Beach County's largest gay & CLICK HERt

ThePalmBeaches.com/Tips




THE PALM BEACHES PARTNERSHIP

Partner Participation $350 per location
$0.00
Lake Park Businesses Cost Covered by Lake

Park



o
BRAND CAMPAIGN
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THE PALM BEACHES Brand Campaign Concept

The Palm Beaches has launched a new brand campaign
The Original. The One. The Only.

Assets highlight the history of hospitality in the destination,
with campaign tagline America’s First Resort Destination
a play on the legacy of Henry Flagler and Addison Mizner

Ads create a sense of nostalgia for an elevated travel
experience, conjuring images of The Golden Age of Travel
when Florida was the premier vacation destination

Campaign Concept included a new brand positioning
statement, brand promise and rebrand including a new logo

S

—;thrh-:::>

THE PALM BEACHES

FLORIDA

Brand Positioning Statement

America’s First Resort Destination® — The Palm Beaches are
renowned as the warm weather getaway by disceming guests
for over 125 years. Genuine hospitality is a way of life. Our
vibrant blend of people, cultures and coastal towns welcomes
everyone. Enjoy fewer crowds, a healthier beach experience,
exceptional cultural offerings and the warm Atlantic Gulf stream

water that creates the finest Florida vacation experience.

The original. The one. The only.

The Palm Beaches



CAMPAIGN CREATIVE

THE THE THE THE
ORIGINAL ONE ONLY PALM
BEACHES

{f// ; !f//’-—:—{\ }/,./_({—,:{\ }f,./_f_?\-‘:
THE PALM BEACHES THE PALM BEACHES THE PALN BEACHES THE PALM BEACHES

Digital Display

THE ORIGINAL.
THE ONE.
THE ONLY.

/rf-’-/(;

e ——

THE PALM BEACHES

FLORIDA

THE GOLDEN
AGE OF TRAVEL
IS BACK.

With breeze-filled days and
elegant nights, We invite
you: come explore the beach
destination unrivaled by

any — the ultimale getaway.
The one favored by those in
the know, who won't sellle
for anything less than The
original, The one, The only,

LI

uuH

15} ani




Brand Campaign Extensions: Cities

_ ORIGINAL. The campaign lends itself to many future extensions,
= ONE including a city-specific brand campaign
ONLY.

Opportunity for Lake Park to customize campaign with
city tourism assets for use on owned and paid media
channels:

* Advertising concepts including digital display, out of
home and print templates

¢ Paid Media Co-Op Campaign Extension Opportunities




LAKE PARK Brand Campaign Extensions

THE THE I'HI Lake
ORIGINAL,  ONE ONI) Park

Out of Home

Digital Display



ENHANCED TOURISM PARTNERSHIP

-
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#

GOALS

 Drive awareness of Lake Park
location and offerings

« Drive traffic to Lake Park’s mix
of restaurants, theaters,
breweries and more

* Drive attendance at upcoming
events

. Art & Music Street Festival
(Sep. 23)

Holiday Lights Showcase
(December)
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Paid Media Match Co-Op Campaign

The Palm Beaches + Lake Park will collaborate on a
custom media buy highlighting city tourism

Media mix options: digital display, social media, out of
home, print

Creative would feature The Palm Beaches new brand
campaign customized with Lake Park imagery/logo

All digital ads drive to Lake Park city landing page on
ThePalmBeaches.com with input from Lake Park team
on content

The Palm Beaches and Lake Park will collaborate on
market tactics, goals and media mix
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Additional Co-Op Options Available for
City-Specific Campaigns

Digital Display

THE ORIGINAL. THE ONE. THE ONLY.
«  Programmatic ad buying using The Palm Beaches

proprietary audience data and DSP; can include display or
pre-roll video

Paid Social Media

« Campaign on The Palm Beaches Facebook and Instagram
channels with co-branded copy/content

THE GOLDEN AGE Out of Home
OF TRAVEL IS BACK.
P * Print or digital billboard placements in high-impact highway

THE PALM BEACHES locations in key target markets
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