


2012-2013 Core Strategies

e Strengthen the Brand

* [ntegration

* Content In Context

* Take Personal Approach

* |ncreasing First-time Visitation
* Fuel Advocacy through

Past Visitors
e Create Industry Value by Doing
What They Cannot Do For Itself
* |nnovation

AN ST.PETERSBURG
/5] CLEARWATER




Do What The Industry
Can’t Do On Its Own

e Create integrated county-wide branded programs, platforms
and co-operative opportunities

* Grow brand loyalty via social and emerging media
* Work with area airports to support new air service
* Provide tourism information and county-wide research

* Provide industry leadership, support, education and
professional development

* Protect and preserve our area’s vital tourism assets
e Serve as your link during a time of crisis

e Communicate the value of tourism for Pinellas County to
government, business and community leaders
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Chicago: Union Station Domination
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Chicago: Union Station Domination
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New York City: Branded “S” Train
Times Square to Grand Central
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New York City: Branded “S” Train
Times Square to Grand Central
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Manhattan: In-Train Advertising
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Manhattan: Subway Billboards

CLEARWATER

water WintegEscape
ster at L andinSand.com

Your Chance to Win a
St. Pete/Clearwater Winter Escape |
Register at LandinSand.com
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Manhattan: Urban Panels

Prince St Stations
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New York Suburb: Commuter Trains

WOULDN'T YOU RATHER

BE RIDING
AWAVE?
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Manhattan Urban Panels

Prince St Stations
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Manhattan: Double-Decker Buses
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459,213,000

MEDIA IMPRESSIONS
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Emeril’s Florida

COOKING

CHANNEL
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1-800-ASK GARY Amphitheater:
The Beach Deck
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AT THE FLORIDA STATE FAIRGROUNDS
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Visit St:Bete/Clearwater’s

|

ExXperience

INSPIRATION PANEL
This gateway panel features multi-dimensional navigation that links to targeted pages where
users can select their own fully customized emotion-and activity-inspired content experience.
The content - fully customized for each combination of travel style and activity - is served based

* My St. Petersburg/Clearwater »

on CMS tagging, delivering a dynamic and personalized experience for each user.

B enewsietter Sign-Up» | Order a Free Guide »
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o RELAXED SUN

aeation do you want?

ROMANTIC

RepiNeD  MVELY e

. | ADVENTUROUS

First-time site visitor sees Inspiration
Panel that grabs attention with
iconic destination imagery and an
opportunity to tailor site experience
to personal travel style.

(UEPIRYIENE What's Happening

SUNNY g
WONDERLAND
WINTER HERE <

Get Vacation Ideas >
Enter the Contest >

Our Best Beaches

Highlighted content drives home
the many beach and outdoor
activities available year ‘round

in St. Pete/Clearwater.

Based on IP address, the “What’s Now”
area adapts to highlight a campaign
specifically designed for users from a
specific target market.

Deals component has specific
messaging for escaping
the winter weather.




Community Pages

This interactive slider gives users the option of going
directly to the tag page for a specific community. Much
more than a basic overview, each tag page aggregates
a variety of rich content about that community, from
articles and videos to photo essays and maps to
updates from Community Contributors.

page actsas a gateway for vnsntors to learn more about each of St. Pete/Clearwater’s distinct commu

EXPLORE COMMUNITIES PAGE

EXPLORE COMMUNITIES L,ZQ ;

R \
/. On mouse over, the user is presented with two

/ options for exploring the selected community:

’ via a zoomed-in, interactive Google map, or by |

viewing a Community Slideshow and Overview.

R

You have recently viewed

Community Contributors Blog

Community Contributors share their valuable,
intimate knowledge of the city or town in which
they live with users. Within the framework of

If the user clicks on “Map View,” the each community tag page, they offer firsthand,
interactive Google map will open with experiential knowledge of the destination through
listings automatically plotted for that answering questions and posting regular updates
.. . ” R community. The user can view a preview on a variety of topics from upcoming events to
e isitor elcke on Hiclo VW, an of the listing, with the option of clicking creative trip ideas.

interactive lightbox will appear with a brief,
engaging copy overview and photo tour.
The user can also ask a question, or click
through to that community’s tag page.

through to the full listing profile.




PHOTO ESSAYS
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Site visitors can explore and be inspired through
a clickable carousel of beautiful images, all

captioned to provide that essential call-to-action.

‘Research shows that consumers are increasingly spending time interacting with photographic elements online.
utiful, powerful images immediately convey that the destination is worth exploring. With its breathtaking scer
St. Pete/Clearwater’s story can be told in highly visual, emotional ways through this new site element.

VIDEOS

Top Sunset Spots »

Beach Lesser-Known
Paddlsboarding » St. Pete/Clearwater

MORE SLIDESHOWS

Clearwater Beach » St, Pete Beach »

The Photo Essay page also
provides easy access to related
content, including articles, deals
and more slideshows — all to
encourage deeper exploration of
the site’s content and St. Pete/
Clearwater’s message.

m BEACH ADVENTL

HIDE MAP A

Surwenn

Users can click on “Show Map” to
see the geographic location of each
image in the slideshow, plotted on an
interactive map. The map could also
plot relevant listings.
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Vacation Cycle

INSPIRATION
Visitor Guide

REMINISCING PLANNING
Facebook Web

IN-MARKET
Mobile

ST.PETERSBURG
CLEARWATER

/5




STPETERSBURG
CLEARWATER










] ’iw;‘.é’

et Y

w«ﬁ ur focus
‘ ~ Attract domestic and international
visitors to our sandy white beaches,
crystal blue shores and family-friendly

-..\.\ig entertainment districts.
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our audience

13,784,900
VISITORS

$3,657,003,300
EXPENDITURES
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January 2013
275,000 magazines
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our team The award-winning writers and designers of
the Tampa Bay Times and Bay magazine

« FNAME — 2010, 2011, 2012, best cover design, best section

» Society of News Design — honored for photography,
magazine design, and overall magazine presentation

« Society of Publication Design — best cover design

» National Press Photography Association — honored
for photography
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our advertising

Dedicated sales team

led by Kelly Spamer,
National/Majors Advertising
Manager

Deadline: November 30
Rates: Unchanged
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