
2016	Real	Fun	Beach	Summer	
Campaign	– Jayna	Leach



Partner	Roundtables

In	an	effort	to	inform	and	support	our	partners	with	
the	changing	world	of	search	engine	management	&	
optimization,	the	CVB	will	be	bringing	in	Senior	SEO	
Analyst	at	Simpleview Inc.,	Sandee Jordan	to	cover	a	
variety	of	topics	including,		best	practices	for	SEO	on	
responsive	travel	websites	and	Google's	new	
algorithms	and	what	it	means	for	the	travel	
industry.

The	CVB	is	partnering	with Travel	Mindset and	its	
blog	influencers	during	our	 summer	advertising	
campaign.	In	conjunction	with	the	press	trip,	the	
Travel	Mindset	team	will	share	its	travel	social	
media	expertise	our	valued	partners.

In	celebration	of	Panama	City	Beach’s	
80th Birthday	as	a	destination,	the	CVB	will	be	
hosting	a	media	panel	to	share	insight	into	travel	
trends	and	developments	in	the	tourism	industry	
with	our	valued	partners	on	Tuesday,	May	3.



Kristen	Ordonez	– Fahlgren	Mortine



Summer Media Efforts
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Facebook	Partnership

We	established	one	of	the	first	ever	DMO	partnerships	with	
Facebook.

Through	Mar	31,	2016	we	have	garnered	the	following	results:
• 23,804,473	impressions	delivered
• 0.99%	click	thru	rate
• 1,470,873	total	video	views
• 1,605,183	engagements	(like,	share,	comments)	with	posts
• 60,457	site	sessions

This	campaign	will	continue	running	through	June	2016.



Digital	Media:	Performance	To	Date

Through	March	31,	we	have:
• Generated	awareness	through	46,660,767	impressions.
• Garnered	over	3.5M	video	views	with	a	video	completion	rate	of	55.92%.
• Achieved	a	click	thru	rate	of	.45%	driving	users	to	site,	well	above	the	

industry	average.
• Generated	81,883	site	sessions,	where	users	are	viewing	an	average	of	

1.56	pages	for	an	average	duration	of	48	seconds.
– Since	last	months	report	site	sessions	have	more	than	doubled
– Average	time	spent	on	campaign	landing	page	is	1:24

This	campaign	launched	January	18.	We	will	continue	to	monitor	and	make	
optimizations	as	the	campaign	continues.



Southwest:	High	Level	Results	To	Date

Through	March	31,	2016	we	have	garnered	the	following	results:
• 28,361,384	impressions	delivered
• 0.04%	banner	click	thru	rate
• 13,259,665	total	video	views
• 0.78%	video	click	thru	rate

This	campaign	will	continue	running	through	December	31,	2016.



Pandora	Branded	Station:	High	Level	Results	To	Date

Through	March	31,	2016	we	have	garnered	the	following	results:
• 41,428	new	listeners
• 17,830	returning	listeners
• 8,913	hours	of	listening	time

This	campaign	will	continue	running	through	December	31,	2016.



Additional Opportunities
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Marketing	Automation	Overview

PCB	plans	to	transition	from	a	manual	outbound	“email	blast”	strategy	to	
automated,	opt-in	conversations	that	lead	to	conversions.

Shift	to	single-topic,	personalized	messages	with	clear	calls-to-action	will	
establish	excellent	visitor	experiences	that,	over	time,	build	trust	and	affinity	
with	the	PCB	brand.

Scrub	email	lists	by	removing	old	and	invalid	email	addresses.

Determine	nurture	tracks	along	with	desired	messaging	and	outcomes	for	
each	track:

– Nurture	track:	Distinct	series	of	email	messages	designed	to	move	
leads	through	the	travel	planning	cycle

– Each	subsequent	message	is	determined	by	actions	taken	by	lead	as	a	
result	of	previous	email	communication



Additional	Opportunities

With	additional	dollars	we	recommend	considering	partnerships
that	would	help	enhance	our	current	strategy	



Cooperative Marketing
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Continued	Programs

Print
• Beaches,	Resorts,	and	Parks
• Softball	Magazine
Digital
• Southwest	Airlines
• Trip	Advisor
• PCB	Site	Retargeting
• Military	Ad	Network
• Regional	Market	Banners
• Travels	Guide	Inc.
• Consumer	Sweepstakes	Email

Social
• Facebook	Carousel	Ad
• Facebook	Promoted	Posts
• InstagramTakeover



New	Programs

Print
• The	Griffon
Digital
• Military	Dedicated	Email
• iExploreDedicated	Email
• BeachGuide.comDedicated	Email
• AL.com Dedicated	Email
• AL.com Display	Banners
• AL.com Long/Lat Impressions
• AL.com Content	Marketing
• AL.com Retargeting
Radio
• Rick	&	Bubba	Partnership





Gina	Stouffer	– LH&A





Recent	Awards	&	Accolades	

•“50	states,	50	dates:	Romantic	activities	around	the	USA”	– USAToday.com,	2016

•“The	10	Best	Beaches	in	Florida”	– CondeNastTraveler.com,	2016

•“The	South’s	Best	Beaches”	– SouthernLiving.com,	 2016

•“Ten	Beaches	to	Visit	Now”	– National	Geographic	Traveler,	2016

•“Top	10	U.S.	Beaches”	– TripAdvisor,	 2016



April	Events	



Spring	Jam	Social	Media
Artists’	posts	 during	and	after	the	festival	(mentioning	or	showing	Panama	City	Beach)	

reached	more	than	4	million	 people

https://www.facebook.com/thomasrhettmusic/videos



International	Press	Trip
– Phil	Mack,	Keep	It	Country	TV	(Europe’s	only	Country	Music	Channel)
– Deidre	Grant,	Tour	America
– Neil	Leslie,	Sunday	World	(Editor)	of	Ireland’s	largest	newspaper.		

(Their	equivalent	to	USA	Today)



Media	Mission:	April	20	– 22,	2016	

Atlanta,	GA:
•Charles	Bethea,	Wall	Street	Journal	Personal	Journal
•Ken	Benefield,	Southbound
•Apryl	Thomas,	AAA	publications	&	Southern	Hospitality	
•Rich	Porter,	The	Weather	Channel
•Jan	Schroder,	TravelGirl Magazine
•Holly	Steel,	Atlanta	Journal	Constitution	 (AJC)

Birmingham,	 AL:
•Laura	Kostelny,	Country	Living
•Valerie	Luss,	Southern	Living
•Carol	Muse	Evans,	Birmingham	
Parent



80th Anniversary	&	Editorial	Panel:
May	3,	2016

Elizabeth	Harryman	is	the	Travel	
Editor	of	Westways,	the	magazine	
of	the	Auto	Club	of	Southern	
California.	She’s	also	Travel	Editor	
of	the	six	other	AAA	magazines	
that	the	Auto	Club	publishes.	
Prior	to	 joining	Westways,	she	
was	a	Travel	Editor	for	the	TODAY	
show.

Lynn	O’Rourke	Hayes	is	a	
Contributing	Columnist	covering	
Family	Travel	for	The	Dallas	
Morning	News	and	is	also	the	
owner	and	editor	of	
FamilyTravel.com.	

Karen	Cicero	is	a	
Contributing	Food	and	
Nutrition	Editor	for	
Parents	Magazine.	Prior	
to	joining	the	publication	
in	2007,	she	was	the	
Nutrition	Director	for	
Shape	Magazine.



“Chasin’	the	Sun”	Release	to	Reality



Group	Fishing	Press	Trip:	May	12-15,	2016

Gary	Garth is	a	
contributing	editor	for	
Field	&	Stream	and	
also	a	blogger	for	Gary	
Garth’s	Outdoors.	His	
work	appears	in	The	
Courier-Journal	in	
Louisville,	KY	and	
other	outlets.

Bryan	Hendricks	is	the	
Outdoors	Editor	for	the	
Arkansas	Democrat-
Gazette	in	Little	Rock,	
AR	and	covers	Hunting,	
Fishing	and	other	
Outdoor	Recreation	
activities	in	the	
“Arkansas	Sportsman”	
column.	

Paul	Rackley	is	the	
Editor	for	Game	&	
Fish	covering	Florida	
Game	&	Fish,	
Alabama	Game	&	
Fish,	Georgia	
Sportsman	and	
Mississippi/Louisiana	
Game	&	Fish.	

Tom	Bie	is	
Editor	in	Chief	
and	Publisher	
of	The	Drake	
Magazine	and	
focuses	on	
fishing	in	the	
U.S.



Tell	the	Story
Economic	Impact	of	Year-Round	Success	

• Accommodations	 Investment	

• Infrastructure	Investment	

• Air	Route	Investment	



Summer	Consumer	Pitch	Themes		

• Summer	Events	for	All	Ages		

• Sports	Cations	for	the	Whole	Family	

• Fishing	and	the	Outdoors	Activities	

Key Markets of Focus : 

Dallas Nashville

Houston St.	Louis	

Birmingham Atlanta

Indianapolis Chicago	



Fall	Press	Trips	

• Pepsi	Gulf	Coast	Jam		

• Pirates	of	the	High	Seas	Fest

• Individual	 	Visits	



Gulf	Coast	Jam	2016



Sandee Jordan	- Simpleview



Organic Performance Review

Sandee Jordan
Senior SEO Analyst



Agenda

› Year over Year Performance

› Trends in DMO Search Traffic

› Measuring the Effect

› Our Response

A G E N D A



S E O  S N A P S H O T

Traffic Trends

YoY Growth: 2%



S E O  S N A P S H O T

Traffic Trends

YoY Growth: 1%



S E O  S N A P S H O T

Industry Organic Trends



Source Analysis:

S E O  S N A P S H O T

Traffic Sources

Organic Search traffic is 
the number one source of 
traffic to your website.  
Continued growth in this 
traffic medium is 
dependent on a successful 
SEO program. 

In 2016 we have an 
additional focus on social 
media content to boost year 
over year visitation.



Trends in DMO Search 
Traffic



T R E N D S

Shrinking Organic Search



S E R P S C H A N G E S

The Golden Triangle



S E R P S C H A N G E S

“Events” SERP
Desktop Mobile

New Events Carousel

#1 Organic result…

#1 Organic result…



S E R P S C H A N G E S

“Things to Do” SERP
Desktop Mobile

New Carousel Now Expanded to Other Searches

#1 Organic result



Measuring the Effect



M E A S U R I N G

CTR: “Events”



M E A S U R I N G

CTR: “Things to Do”



What do these SERP 
elements have in 

common?

R E S P O N S E

PCB & Organic Search



All	present	easily	
parsed,	mostly	

factual	information

R E S P O N S E

PCB & Organic Search



Our Response



Editorial Content Is…

› Hard to make it good
› Local experts are best equipped

› Not automatable

› Not easily parsed and spit back out

R E S P O N S E



R E S P O N S E

…Be a Friend



R E S P O N S E

…Editorial Content



Questions?


