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Agenda

Marketing Plan

Media Plan

New Campaign Presentation

Budget

Website Presentation (Delayed due to cancelled hurricane travel)
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5-Year Comprehensive Marketing Plan

»  Fluid, Working Document

«  Allows for changes, as needed

»  Ability to change focus if there is new technology, industry
changes, large-scale emergencies

= Each summer we will present an annual recommended
advertising plan, like we will today
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Annual Metrics

eAn annual five percent (5%) increase in the leisure market visitors/tourists as determined by the Longwood Travel USA Jacksonville

Visitor Report:

Goals: [2p15 4.0 Million
2017 4.2 Million
2018 4.41 Million

*An annual five percent (5%) increase in total tourist development tax collections:

Goals: {based on May 2016-April 2017)

2016-2017 Final | $7,647,071
Goal 2017-2018 | $8,029,425

A ten percent {10%) annual increase in website traffic to the City's official tourism wabsite

Goals: | 2016-2017 1,245,722

{estimated)
2017-2018 Goal 1,370,295

«Campaign Type Performance Metrics (Metrics and goals presented today In advertising presantation)
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Experience Development

» (Create visitor experiences that answer the question, “what is
there to do in Jacksonville?”

* Make it easy

+ Use the campaign focuses/destination attributes

» Involve the tourism community businesses

» Launch & Advertise
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Experience Development

Examples:

» Self-guided written and audio tours

*  Maps segmented by types of things to do (museums, for example}

+ Topic specific brochures, maps and itineraries focused on interests like outdoors and
parks, arts and culture, landmarks, stc.

* Dedicated mobile friendly webpages for each of the above tactics

»  App or map alerts to a visitor's cell phone when they approach tour
stops/designated spots

» Podcast or audio tour explaining what makes the stop special and points out the
significance to Jacksonville.

+ Blogs on the website to describe in more detail

* Regular media releases to make the media aware of new things

* Videos and rack cards for distribution through the visitor centers

* Accompanying each one of these experiences would be advertising to make
targeted audiences aware of experiences that might appeal to them
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Experience Development

Each experience development includes:

» |nitial research (includes meetings with experience stakeholders)
» Content and collateral development

« Launch the experience (promoting and advertising)

» Monitor metrics, encourage feedback
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Getting the Word Out!

Once we have created these experiences:

L

Post to our website

Post and advertise through our social media accounts
Advertise through our purchased advertising

Rely on our Public Relations Team to help get the word out

\.‘l'_‘lﬁvn—".“g}_jm lh:{,

e ke

b LET'S CREATE

LET'S CREATE




Public Relations & Earned Media

5-Year Public Relations Plan (see handout)

“fjad,}-.-n;rrlp 3 LET'S CREATE
- lmitn)

FY2018 Medlia Recommenciation: Leisure Campaign |
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Agenda

Media Objectives
Planning Parameters
Target Audience Analysis
Current Media Landscape
Performance Insights
Media Recommendation
Budget Summary
Measurement

Next Steps
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Media Objectives

Continue to increase awareness of Jacksonville among potential visitors
Encourage potential visitors to plan a trip to Jacksonville

Create a "visitor experience” through the media
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Planning Parameters

TARGET AUDIENCE
ACTIVE/OUTDOCR HISTORY/CULTURE/ARTS SPORTS
e Adutts 35-54

; Primary: Adults 21-54

Interested in nature, outdoors, i'rgtalm eslam(edwn g”g:m Secondary: Men 21-54
'r.'?cidreatlg:'l kinagdvkaanmm' boating, architectural structures, Large scale sporting events and
39' ll yal :iltlg. parks, galleries, theaters, symphony, targeted to markets where the

B O el eNEY 0o, museums, historical self- local NFL team is playing the Jags

activities/tours, etc. quided tours, stc. away (Cincinnatt + Indianapois)

*Culinary remains a secondary target
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Planning Parameters
GEOGRAPHY

Broad coverage of the Southeast Region of the U.S.
{Florida, Georgia, Alabama, North Carglina, South Camolina,
Kentucky, Tennessee, Louisiana, West Virginia and
Maryland)

Focused local market efforts in Savannah and Atlanta

Additional support on the following markets with higher
than average potential for visitors {Chicago, Dallas,
Philadelphia, New York, Washington, DC)

Sports focus on markets where the local NFL team is
playing the Jags away, and travel Is likely (Cincinnati +
Indianapolis)
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Planning Parameters

TIMING + SEASONALITY
October 2017 - September 2018

Greater focus on driving visitors for the
following slower months:

October — January
July = September

Additional support for Kids Free
November
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Planning Parameters

PLANNING BUDGET :
CHANNEL

Digital $803,250
Cable $178,500
Outdoor $76,500
Radio $76,500
Print $63,750
Direct Flight Promotion $25,500
Local Teams Sports Promotion 551,000
GRAND TOTAL: $1,275,000
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Target Audience Analysis

|eisure Group

Viable media target
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Target Audience Analysis

Leisure Group Viable media target

————

GfK MR

"ﬁm@. nill LET'S CREATE

Target Audience Analysis

GfK MRI's Survey of the American Consumer® is the industry standard for
magazine audience ratings in the U.S. and is used in the majority of media
and marketing plans in the country

i
etk Sl LET'S CREATE
wivx Hnctey




Target Audience Analysis

Provides richer, actionable data and insights in order to affect
strategic media planning

Demographics

v Age, gender, education
a2 Marital status

*  Household & personal
= jncome

Consumer Insights

Expenditure categories
Buying styles
Psychographic statements
Sports & leisure activities

Meciia Consumption

Media brands

Printed publications
Television networks
Independent websites

= Net worth * Planned life events = Streaming services
= Household/family * Public activities = Social networks
=  composition participated *  Radio networks

= (Occupation, title, industry s Advertising touchpoints
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Target Audience Analysis
Who are they?
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SPORTS

+  30% of U.S. population

* §1% malg, 39% female
* 19% aged 25-34
« 37% aged 35-54
* 16% aged 55-64

CULINARY

+ 168% of U.S. population

v 47% male, 53% female
* 19% aged 25-34
* 36% aged 35-54
+ 16% aged 55-64

HISTORY/CULTURE/ARTS

= 35% of U.S. population

+  45% male, 55% female
+ 17% aged 25-34
+ 33% aged 35-54
» 19% aged 55-64

ACTIVE/OUTDOOR '

+ 23% of U.S. population

«  48% male, 52% female
+ 23% aged 25-34
+ 38% aged 35-54
« 14% aged 55-64

+ 70% are college educated « 65% are college educated + 58% are college educated « 71% are college educated
» 71% are employed « 58% are employed « 65% are smployed » 70% are employad

»  Median HHI - $86,128 ! = Median HHI - $67,383 = Madian HHI - $69,597 = Median HHI - $93,940

*  57% are married «  55% ara married + 53% ara manied + 61% are married

+  44% have children at home » 36% have children at home » 40% have children at home = 37% have children at home

Sourre: 2016 Foll Gfk MAL, Base: Adults
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Target Audience Analysis

What are their attitudes, values, and interests?

“Investing for the future is very

my top priority.”

Active/Outdocr- B8% comp
History/Art/Cultura - 88%
Sports - 86%

I 2 Culinary - B9%

“Spending time with my family is |

important to me."

Active/Qutdoor- 83% comp
History/Art/Culture — 81%
Sports = 80%

Culinary — 85%

“] try to eat healthy these days
and pay attention to my nutrition.”

Aclive/Outdoor - 84% comp
History/Art/Culture ~ 85%
Sports - 82%

Culinary = 87%

i
|
i

[ like them.

Active/Outdoor = 83% comp
History/Art/Cutture — 91%
Sports - B8%

Culinary —94%

Enjoying life: Doing things because
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Target Audience Analysis

ACTIVE/OUTDOOR

“| often find myselfin a
leadership position.” - indax
126

Exercise for 4+ hours a week -
Index 120

Participate in environmental

HISTORY/CULTURE/ARTS

Fashion Influentials — index
123

Participate in book clubs —
Index 129

Interior Decorating Influentials
- Index 131

What are their attltudes values and interests?

5PORTS

“l consider myse'f to be very
sociable.” = Index 120

*1 find the ups and downs of
the financial markets
exciting.” — Index 121
“Willing to pay extra to trave!

CULINARY

“I use food to bring family
together.” = Index 121

Home Remodsling Influentials
= Index 138

Entertain friends and refatives
at home 1+ times a week —

groups/causes - Index 154 + Collect antiques, art, cains, or on favarite airling” - Index index 269

Actively participate In | stamps - Index 128 126 | Public Activities Influentials -
photography — Index 194 i « *|like to learn about forelgn “l am among the first of my | Index 159

“Technology helps makemy | cultures.” - Index 120 friends and colleagues to try | Cook for fun 2+ times a week
life more organized.” — Index | new technology products.” - = Index 236

134 ! Index 126

Source: 2015 Falf Gfk MRJ, Base: Adulis
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Target Audience Analysis

What are their travel attitudes and interests?

» | love doing research on a location = Categary influential
before | go on vacation - Index 168 Consumer/Vacation Travel = 131 T 4
+  Domestic travel activities: Go 1o the index i " 3

beach ~ Index 140 «  Activities on domestic vacations: Fine
= Domestic travel activities: | Dining - 121 Index 4 3=
Backpacking/Hiking = Index 243 | *  Activitles on domestic vacations: . "'j 3 L
»  Amount spent on domestlc travel last General sightseeing- 120 Index —
12 months: $7,000+ - Index 172 +  Amoun spent on domestic travel last

i 212 monins 87,0004 = 120 e s

SPORTS ' CULINARY

- Domestic Travel Activities: Flay Golf ! «  Category Influential
- 165 Index Consumer/vacation Travel -~ 186
» Domestic Travel Activities: Visit a Indeax
health spa/retreat - Index 127 | +  Aclivties on vacation: Go to the
+ Peopla often ask my advice on | Beach - 166 Index
vacation travel - Index 130 |+ Acthvities on vacation: Fine Dining -

«  Group tours are fun and a good | 191 Index
way to meeat psople - Index 123 *  Amount spent on domestic travel

Source: 2015 Fall Gfk MR, Base: Adults last 12 months: 57‘000-" - 247
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Target Audience Analysis

How do they consume media?

Media Usage Heavy Quintile
Heaviest users of digital media and outdoor; Composition Index

“appointment” TV viewers (Agtas=e1000
114 113
107
> Trust onfine content (index 128), and magazines 101
{126} the most SR
+ Use sml?:gg tah:trg-e It:‘g:t1gsmﬁon Internet Outdoor  Radio Magazines Ne

«  Write online blogs - Index 127

. Useﬁh'le_ssappsontheirphones-lmeﬂﬁo

«  Make personal or business travel plans — Index

. 146 X

1= Lisa onlina music services (e.g, Pando, Spotify) - ¢
Index 122 :

sie]

2016 Fall Gfe MRI, Base: Aduits, Heavy defined as Quintile lor 1L
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Target Audience Analysis

How do they consume media?

Media Usage Heavy Quintile

. : Py : Composition Index
Heaviest users of print, digital media and TV (Aduits = 100)

* 'Read 9 magazines a month, are online for 22 hours

113

. awesk, and spend 30 hours watching TV each

wesek
= \Misited a blog in the last 30 days — 123 Index
. Semaectronlcgreeﬁngci‘rds-lndenm T
+ Use Facebook (66% g':lYouTube {54%;) the

most of all social media! Magazine Newspaper Internet Outdoor Radio
- Chciad on an onfine on a social

“natWork in the S 30 Hals— 122 Index

2016 Falf Gfk MAt, Base: Aduits, Heavy defined as Quintile I or il
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Target Audience Analysis

How do they consume media? e
| seorts |

Media Usage Heavy Quintile

Heavy users across all media types Composition Index
{Adults = 100)

« Prefer connecting to the web via theif PCs - Index 122 115

+ Cornfortable using multipte channels (Intemet,
magazings, TV, and radio) to stay informed/up-to-date. 107 107
«  Obtained sports/news information on the Intemet in the

last 30 days - Index 134
+ \isited a web site for Sports — 140 Index
«  Watched live tefevision ~ 136 Index

105

[TF
= m -
= -

v Magazine Radic Newspaper Intemet Qutdoor

2016 Falf Gfk MAY, Base: Adults, Heavy defined as Quintile lar i,
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Target Audience Analysis

How do they consume media?

Media Usage Heavy Quintile
Compaosition Index

Heavy users of outdoor, digitat media and (Adults = 100)
magazine 5
T e
+ Are happy to use the Intemet to cany out day to day 107
barking transactions — Index 133 . . 102 102
+ Rely on their smartphones to leam things on-the-go - e | ==

Index 121 Outdoor Internet Magazine Newspaper Radio
= Look for recipes onfine - Index 124
= Purchase products using smartphones — incx 144
« Visit online blogs — Index 137

2016 Foll Gfk MR, Base: Aduits, Heavy defined as Quintde for i,
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Current Media Landscape

Smartphone usage has doubled in the past three years, and since 2014 has driven all of the
growth in digital media time spent

Growth in Digital Medla Time Spent In Minutes {MM) ﬁ
Source: comBeore Moacia Matrix MulthPlatform & Manite Metrls, 1.5, Ose 2013 - Dac 2018

sDeskiop mSmartphone mTablet

B7E 654

Dec-2013 Dec-2014 Dac-2015 Dec-2016

(Source: comScore 2017 U.S, Croxs-Platform Future In Focus)
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Current Media Landscape

Google and Facebook remain as part of the top digital media properties with over 200+MM visitors

Top Digital Properties: Unique Visitors {MM) by Platform
Sourcs; comSeore Media Msirix Muti-Platfonm, U.9., Dee 2018

IDeskmp Only = Mudti-Platform | Mobﬂe Only
1 300

Google Sites _ 247 MM
Facenook [ T 209 MM
Yahoo Sites | 206 M
Microsont Sites [ 190 MM
Amazon Sites [N 189 MM
Comeast NBCUniversal [N 154 MM
CBS Interactive | 152 MM
oL, inc. [N 157 MM
Appie inc. I 153 MM
Time Inc. Network (U.S) NN 129 MM

{Source: com5Score 2017 U.S. Cross-Platform Future In Focus)
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Current Media Landscape

Iz.l: n:g;nmmﬂn Digital Display Ad Spending,
152019
bitlons, % change and % of total digital display ad spending*

Programmatic ad spending is projected to
reach over $32 billion in 2017, and is
expected to continue to increase for the next
several years

B Pragrammatic digitel display ad spandiag
H % change 1 % of tetal digital display ad spending

3 il ransacted vis from
Mote: digital displry MAPLWMMW

APi3
native ais and acis on s0ciad networks Hie Facebock and ; includes
it mobile phones,
Sourca: eMarketer, Aprll 2017
2050 v sl COM

Source: comScore 2017 U.S. Cross-Platform Future In Focut)
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Current Media Landscape

US Native Digita! Display Ad Spending, by Segment,
20152018
bilfions

$28.24
522.09
Estimates show that native ad spend will 523
grow over 36% and will make up 53% of all
display ad spending in the U.S.
20 017 2018
HEsocial* Wl Nomseclal

Note; inchudes digial cispisy ads thet faficw the form, feef and function of
the content of the medla ot which they appesr; 'Mdummgfmm’y
iis apperring within social networks, Social network games and social
network apps that falow the Form, feet and function of the content of the
media on which Appear
Solrce: eMarkeler, March 2017
224379 WL eMark ster.com

{Source: eMarkeler, March 2017)
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Current Media Landscape

Nearly half of marketers are planning to ﬂ:&ctgg Cgagsgt iln T_‘[:;i; gom::_:?v'stmﬂge;c?; .
ramp up their spending against influencer % of respondems . SECIEE D e
marketing campaigns this year

Not sure

don't know
Influencer marketing revenues on Instagram I—V

alone are estimated at $570 million last year

Source: Lingia, *The State of influencer Marketing 2017, ° Nov 30. 2016

220614 wwwehlarketer.com

[Source: eMarketer, March 2017}
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Performance Insights

Site traffic, while influenced by other factors, is correlated to media spend

FY2017, Site Traffic v. Media Spend

140000 - - $200,000
120000
100000 %150,000
80000
$100,000
60000
40000 $50,000
20000
a $-
October November December January February March April May June
s TOTAL SESSIONS, FY2017 m—NEW USERS, FY2017 s MEDIA SPEND, FY2017

Source. Google Anaiytics
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Performance Insights

Site traffic and new users increased YOY from July — January

February — June has seen a slight decrease YOY due to delayed media start date

Site Visits YOY New Users YOY

600,000 450,000 ;

400,000
500,000 350,000
400,600 300,000

250,000
300,000 200,000
200,000 I | I I 150,000 I | I

100,000
100,000 50,000

o8 e wl
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Performance Insights

Past local market efforts in Charlotte and Tallahassee have proven successful,
garnering an uptick in site visits and new users during the period of media activity

Charlotte: Local Market Effort Tallahassee: Local Market Effort
ey ' 2500
1500 - . 1500 -
500 4
500 0
Pre-period: Medla activity: Post-perlad Pre-period: Media activity: Post-period:
8/8 - 10/2116 10/3 - 1113/16 1114 - 11817 a1 - 6/516 6/6 - 7/31/16 81 - 9/25/16
Sesslons New Usors mfe=Spssions  =l==flow Users

Source. Googie Anciviics
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Performance Insights

Dallas and Washington D.C. as of late have shown to be strong feeder markets for
flight bookings, with great potential 1o increase web visitation

FLIGHT ORIGIN MARKETS, April 2017 FLIGHT ORIGIN MARKETS, June 2017

Damp &

Doten FT Wierts T
e Tt HYRGA)

[ ]

o E e Lk o

Pamerers of Fights Booked Ferurnig il Piohts Baeh ot

Souroe: ADARA, Aprt/tune 2017
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Performance Insights

Hotel markets are traditionally dominated by regional drive markets; however, we
saw a sharp uptick in bookings from Atlanta in June

HOTEL ORIGIN MARKETS, April 2017 HOTEL ORIGIN MARKETS, June 2017
Jeciioneie FL Abwrin GA
Arards, GA Ansands, A
Cetancn, ML Erraln A
Charote, HC Towpa AL
Bavarnsn, Q4 o, B4
Telshases, FL N Yok NY
e rErL T Wb, O
Masrm FL Wi A
RalegnDumam, i Tubumen A,
Tompa FL el
Qe a0 [T y00% oo% s L (L1 1100% E T
e el bty Bt e L

Source: ADARA, ApriltJune 2017
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Performance Insights

Jacksonville | 83644 -10%| (Jacksonville 89,287 -20%
Houston, Orlando and Tampa Orlando 46,713 159%| [Ortando 61,696 |
i i i i MLami 1 20127 15%| [Adanta 19.340
have seen significant increases in o o T e e
site ViSitS as of |a-te New York 7,755 36%| [New York 11,137
Jacksonvllle Beach 5772 25%| |Charlotte 7,497
Charlotte 4,969 73%] 1Al dria 7,093 —
Frult Cove 4,802 -14%/ Washington 7,065 40%
Atlanta and Savannah are Washington 3819 51%) [Tampa 6823 iis
Chicaga 3,576 53%] (Miami 6819 [JM  -74%
recommended for areas of local Tashburn 3423 Zo3%] |Jacksonvill Beach 2,997 2%,
|Lakeside | 3400 -44%] |Chicago 4,439 0%
market focus based on: Paimvalley | 3012||  11%| [Frultcove a209] J| 2%
Tampa 2.979_| . 124%) |Pittsburgh 4,082 ~
|Galnesville 2.530 -20%| [Reston 3,407 -—
. . . - lah Y -
Potential for growth from & site by T | T | PR el e
H Houston 173 -A4% wannah 2759 -22%)
trafﬁc perspeCtlve nnah 1123 —lﬂ Gainesville 2,637 AT
Nashville 18837 17%| IPalm Valley 2,615 -22%
i . 5an Antonio 1,776 _218%| (Ratelgh 2,188 T1%,
Hotel origin market bookings T R s T T —1 [Birmingham 1123 2%
Palm Coast 1,548 -8%| (St Augustine 2,076 -11%
Raleigh | 1446 46%| {San Antenio 1,956 -20%
Salirce, Google Analtics Dallas | 120 -32%| |Nashville 1,891 -38%

v
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Performance Insights

Saurce f Medium

CHANNEL TYPE

Site Wisits  New Users

ofle { ofganic ORGANIC SEARCH 620,557 490,845
l1cltre:tl { [none) |DIRECT 171,852 146,725
. v bing { organic ORGANIC SEARCH 37,926 31,812 |
Native and geofencing were yahoo ] organic ORGANIC SEARCH 28208 22.905
H . H m.facebook.com / referral ORGANIC SOCIAL 17,991 15,782
pald taCtICS that ConSIStenﬂy d\ﬂhoo.r,om I referral PROGRAMMATIC/REFERRAL 15.059 13,791
H taboolapp / referral NATIVE 1. 9745 9,150
perforrned We" relatlve to wafifacebookpp [ referral NATIVE 9,412 7,003
i i e =sfimadden / contentob NATIVE 8317 7.733
derlng Slte VISltS IaSt year VF PLAYERS Carouse! / facebook carousel ORGANIC 5OCIAL 5,045 4,822
;lT:harlolte Geofence [ geofence campalgn GEOFENCING 4,535 4,226
onbyinjax.com / referral PROGRAMMATIC/REFERRAL 3,987 1,762
M) Jebbit Homepage / Jebbit ___|PROGRAMMATIC/REFERRAL| 3936|3871
Facebook Canvas Eat Local / Facebook ORGANIC SOCIAL 3,273 21,814
bock.visitjacksonville.com ( referral PROGRAMMATIC/REFERRAL 2,849 857 |
jacksonvillezoo.org f referral PROGRAMMATIC/REFERRAL | 2,357 1,698
lhs_emalt / email EMAIL 2,294 1,381
Info.visitjacksonvile.com [ referral PROGRAMMATIC/REFERRAL 2,123 33
jjva.com / refarral PROGRAMMATIC/REFERRAL 1,744 918
|.facebook.com [ referral ORGANIC SOCIAL 1,703 1,266
\facebook.com / referral ORGANIC SOCIAL 1,632 1178
madden / contenttab NATIVE 1.566 Laa4
col.net / referral PROGRAMMATIC/REFERRAL 1,508 1,087
Source: Google Anolytics makeascenedowntown.com / referral PROGRAMMATIC/REFERRAL 1486 1,260

Performance Insights

Occupancy has increased 2%

L LET'S CREATE

% Occupancy YOY
on average YTD
5%
80%
44t straight month for RevPAR .
growth 65%
60%
. , 55%
Estimated 2016 overnight 50%
visitors in paid accommodations 4o
were up 4.3% versus previous ot Mov e Feb  Mart ert Myt et
===0rcupancy, FY2016  =@==QOccupancy, FY2017

year

Source: STR repont 2017 + Longwoods Intemnational 2016

y=niille
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*‘March, April and June saw a 1% Iincrease in total supply,
conirfbuting to o decrease In occupancy %
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Media Approach

Deploy a cross channel approach with a heavier emphasis on digital tactics in order to
maximize traffic driven to the site

Find ways to align with relevant content opportunities and include targeting tactics that engage
with our key audience segments

Include focused local efforts in two key drive markets

I LET'S CREATE
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Evaluation Criteria

Recommended tactics and media partners are selected based on evaluation of the following
criteria:

MEETS KEY METRICS STRATEGIC ALIGNMENT VALUE + EFFICIENCY
» Target audience focus = Inclusion of high impact visual - Out-of-packet cost
= Past perforrmance elements . Measurable CPM
* Reach potential + Unique to Visit Jacksonvilie o ]
= Ability to geo-target = Custom content opportunities

(ch LET'S CREATE
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FY2018

Influencar Marketing
Native
Paid Social
Paid Search
Programmatic display/videa
Travel data targeting
DISITAL Addressable
Conde Nast Traveler
ESPN
iExplore
Lonely Planet
Custom e-blasts
RADIO Streaming Radio (Pandora)
CABLE Local Cable
OUTOFHOME |  Outdoor + gecfencing
Garden +Gun

¥iDS FREE NOVEMBER

ACTIVE/QUTDOQR  HISTORY/CULTURE/ARTS SPORTS CULINARY

PRINT F'I'c;r.i-da Spott Fishing

In-filght promotion

(@ LET'S CREATE
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I nfl U e n cer M a rketi n g  ACTIVE/OUTDOOR __HISTORY/CULTURE/ARTS CULINARY

-

Influencer marketing uses individuals the
target audience already trusts to

.
|
become brand advocates F

h

[y
Instagram and YouTube are the go-to
destinations for influencer marketing, as
users visit these channels for inspiration,
advice and original content from the
personalities they admire and respect i

“Images for demonstrative purposes only
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Influencer Marketing

ACTIVE/OUTDOOR  HiSTORY/CULTURE/ARTS CULINARY

s

Leverage top travel +
lifestyle influencers to
create content that
features the different
activities relating to
active/outdoor,
history/culture/arts and
culinary

* Wy R T e

%
s
e
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“Images for demonstrative purposes only
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Influencer Marketing

ACTIVE/OUTDOOR  HISTORY/CULTURE/ARTS CHLINARY
Influencers that align with our target segments will visit Jacksonville and share their
personal travel experiences with their followers

Tobi s a street phctngmmerthat makeunym glock:

il LET'S CREATE

Influencer

ACTIVE/OUTDOOR  HISTORY/CULTURE/ARTS CULINARY

Organic postings will then be extended via a paid media effort

filhﬂs-‘}'.-;ﬂi:
A=Y :

e : e

VST Eeb. T

N S L

R g %
5+ influencers 10+ organic posts Native amplification

“Images for demonstrative purposas only
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Native

ACTIVE/OUTDOOR  HISTORY/CULTURE/ARTS

Native advertising seamlessly integrates FOODsWINE -
advertising messages into the content
stream of premium web sites

Served in a natural editorial environment
and takes on the look and feel of the
respective site, driving to relevant content
about the brand

1st |leg of native campaign overdelivered :
by almost 9% in total engagements bty o 3

:ﬁd"} ol LET'S CREATE

Native

Continue running with our native partners, Pulsepoint
+ Madden

ACTIVE/QUTDOOR  HISTORY/CULTURE/ARTS

Take Another Little Piece of My Art

Increase native presence in FY2018 to include greater
coverage throughout the year (8x articles vs. 6x)

AOETS I LG BT CLTIT TUE . AR, P 2

£t [w]o]+]

Astaed Sobyecsr: v b Cure

A clitywide immenthe experience for Jacksomviile art fovers,
By Megan Eileen McDancugh Prots Credit AOCA facksor(

This booesn, B it vl wEn I die's @ visual and Pre art3cores, From

At ARt Wity n b= Dy ic rafs, musun cah DT ons, putiic at
rasy i Tvk ate, 1 2 e iy 32 around you. Cranne you- 'rrer Warnal s
nplore, decove: and i ; For ol art lewets =
Jachuorvie syla.

i
‘“md;,}:-ngd(_g 3 LET'S CREATE




Programmatic Digital

ACTIVE/OUTDOOR  HISTORY/CULTURE/ARTS CULINARY

Programmatic media buying automates Lo,
the decision making process of media n 2 &8

buying via real time bidding, so that our - .
message is reaching a specific individual R A IT S 3 & &
based on pre-determined criteria A L. &

Programmatic buying
is the future

Drives reach of our key segments reach via
audience, behavioral and content targeted
digital buys across a network of sites on
deskiop, tablet and mobile

LET'S CREATE

A
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Programmatic Digital

ACTIVE/OUTDOOR HISTORY/CULTURE/ARTS CULINARY
TYPES OF TARGETING J
AUDIENCE/ ) KEYWORD | GEO-
INTEREST SEARCH TARGETING
TARGETING RETARGETIN
G Allows us to focus
- efforts in our
Will pinpoint our 2OLICE :
key target Connects with oentifed foctprnt
segments across users who are
all of their devices actively searching
i for travel-related
information by
showing them our
ad

& 57 SR/ O Y,

@1 LET'S CREATE
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Programmatic v sy s e
TYPES OF UNITS L

DIGHAL | = DISPLAY ) e e
VIDEO T

communicated ina efficiencies and

high impact format clicks

with sight, sound
and motion (Desktop + mobite}

{Deskicp + mobileu

"%A;y:-nuup LET'S CREATE
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Travel Data Targeting

ACTIVE/QUTDOOR  HISTORY/CULTURE/ARTS SPORTS CULINARY

‘{.ADARA

Utilizes first party travel path-to-purchase data from airlines, hotels, and other
travel/transportation companies to reach those who are actively
shopping/booking in real time

Layers on additional targeting requirements to reach our key segments and
geographies

‘Mjr—tfl;}inr'i![r @ LET'S CREATE
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Travel Data Targeting

e, ACTIVE/OUTDODR HISTORY/CULTURE/ARTS SPORTS CULINARY
| I 4 . .
O. n D nm Utilize for all campaigns as well as a concentrated effort to drive
@ sports enthusiasts to Jags games

Where they are _
coming from — vs. lelsure
. I they saw your
Wherethey . ) @ ads o visied
SR aghe . your website

Other destinations P
they search

@ Hotel rate

® Number of
nights they stay

When and where °
they book

H L
“jﬁ‘rk} e @ LET'S CREATE
o fimthry

Site Direct Digital

ACTIVE/OUTDOOR  HISTORY/CULTURE/ARTS SPORTS CULINARY

Buying site direct allows us to reach our key segments via specific sites that have
content aligning with their interests and behaviors

Condé Nast

_ Iravéler

lonely planet ESr-ia
¥ 2

iExplare

pcome back different

i
"Uﬁrﬂg-:'-nnll, 3 LET'S CREATE
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S ite D i re ct D i g ita I ACTIVEfOUTDOOR  HISTORY/CULTURE/ARTS CULINARY

Tanvier
Condé Nast . |
[aveler =
R |

arts & culture

WX T EATY

el Wy

Includes geo, contextually and
behaviorally targeted placements to
reach key segments across site

Custom dedicated e-blast to reach a
captive audience interested in travel

*""ﬁﬁ;; Syl @ LET'S CREATE
L o o Fonthry

Site Direct Digital

E=Sr<ni

Geotargeted display placemenis across
desktop, mobile and tablet devices to
drive traffic to NFL away games

SPORTS

I LET'S CREATE




[ ] - » -
Site Direct Digital

/ \ Experience
lonely plonet B

e Yy

4

Lonely Planet is one of the most popular travel i
planning sites in the world P

P L T T P
TR S T Lo

To capitalize on this, recommending a section
sponsorship and custom native article with
branding elements

it
ety Sy le LET'S CREATE
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Site Direct Digital

/"'“
iEX

ACTIVE/OQUTDOOR  HISTORY/CULTURE/ARTS CULINARY

lere

ptume back different

iExplore is a site dedicated to adventure and experiential travel inspiration, attracting
users who are seeking new and unique travel experiences

3x native articles aligning with our key campaigns, including social promaotion, traffic
drivers

High impact rich media units driving to site

"ﬁf?rg):.ngwp @ LET'S CREATE
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Site Direct Digital

e
iExplare

come back different

ACTIVE/OUTDOOR  HISTORY/CULTURE/ARTS CULINARY

Ml &
e

Wivathas you're I ssech ol 8 hay gelewey with & ioved dne o faep R
whnde famsly In v, S D o MO o acdvarvurem 1 e el o
Arvala W, B it

Social article promotion Catfish high impact unit

‘jr?ds,} “nille LET'S CREATE
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Targeted E-blasts

SPORTS KIDS FREE NOVEMBER

Targeted custom prospecting e-blasts to :ﬁ
drive traffic for Kids Free November and B el GET OUTSIDE IN JAX!
to Jags games -

Includes retargeting those who have
opened the emails via social media

[N

Dt i

START YOUR - IR
Tt

"ﬂﬁrk}:m--ﬂig LET'S CREATE
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Paid social

n @ ACTIVE/OUTDOOR

HISTORY/CULTURE/ARTS SPORTS KIDS FREE NOVEMEBER

Site Visits from Social Networks

3500
3000
Social networks are a highly 2500
relevant environment based on 2000
reach, advanced targeting options 1500
and prevalence on mobile devices -
I T N ees—

1}
Slte Visits

HFacebook ®Twitter ®instagram @ Pinterest ®Llinkedin

A
fﬁmp%m @ LET'S CREATE
- o)

Paid social

1@

ACTIVE/OUTDOOR  HISTORY/CULTURE/ARTS SPORTS KIDS FREE NOVEMBER

= oz Vit iachsondite ok Libe Page
. . Sanrf our waves, nua our trais, pull our greens. You'd love how you £an be
Facebook offers massive scale and is et
recommended to reach all segments
ERURRRs | V11 /1T of _
Pinterest is recommended to reach
moms and drive event traffic for Kids £
Free November Jax: For the adventurous
iy i?fé;‘f"::‘ﬁ: Whlke ) Commemt & Share
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Addressable Digital

Targeting that matches the cable modem IP address to a subscriber’s billing address,
identifying the home's profile using databases like the US Census, Polk data, etc.

Layers on third party audience data in order to hone in on key campaigns

match IP

- address
”H
@

Locate
target —
audience &
II‘ serve ad all "
address iy over the
‘ web '

to home

) LET'S CREATE

Addressable Digital

ACTIVE/OUTDOOR _ HISTORY/CULTURE/ARTS CULINARY

Utilize to drive additional site traffic in Atlania and Savannah

Recommend testing high impact units* including in-banner video, offering multiple
points of engagement

“Creative mockup for dernonstrative purposes only
LET'S CREATE
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Paid search

CULINARY KIDS FREE NOVEMBER

ACTIVE/OUTDOOR  HISTORY/CULTURE/ARTS SPORTS

Google
Reaches the lowest hanging fruit; those qualified hand raisers who are actively
seeking more information about Jacksonville, vacation planning, etc.

Example keywords:

florida tourist attractions

fiorida trips

florida visitors guide

fun things to do in jacksonville
fun things to do in tampa fiorida
miami beach florida beach

@ LET'S CREATE
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Streaming Audio

PA N D O R A Share of Streaming Audio, AD25-54

Pandars One

Leverages Pandora’s registration data A
to reach our exact target segments / e
wherever they are listening

A%

In addition to audio, concurrent display
elements drive users to click through to
the site

Source: Edison Reseanch, Share of Ear Study, O3 2016

LET'S CREATE
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Streaming Audio

PANDORA

Recommended for driving traffic to Jags Y Head o the warrer

side of winter

games and for Kids Free November

Wl
‘jErA;;-.-nuUn LET'S CREATE

e By

Mobile Geofencing

Geofencing is a targeting tactic that
allows us to serve mobile ads within a
certain mile radius of a particular location

Past campaigns have been very successful in
terms of driving site visits and exceeding the
industry average for CTR

Total 2017 campaign overdelivered 12% on
impressions

Click-through rate was 0.42%, overdelivered industry
average by 250%

it
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Mobile Geofencing

ACTIVE/OUTDOOR  HISTORY/CULTURE/ARTS

Continue approach in key focus cities and larger
markets around outdoor boards and points of interest
that align with our key segments

Returning markets: Atlanta, Chicago, NYC

New markets: Savannah, Washington DC, Phitadelphia, and Dallas

BExample FPOls (NY):
Barclay's Center

Cantral Park

Madison Square Garden

Intrepid Sea, Alr & Space Museum
Prospact Park Lake

New York Botanical Garden

j?d,} il @ LET'S CREATE

(o]

Print ACTIVE/OUTDOOR HISTORY/CULTURE/ARTS SPOATS CULINARY
Reduce number of titles, reallocating dollars to increase digital spend

Continue to run in key publications that align with our key target segments and are a
must-buy for Florida travelers

FLORIDA SPORT

FISHING '

JounmNaL i/ ONLIHE # TELEWISION

LET'S CREATE
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I rI nt HISTORY/CULTURE/ARTS CULINARY

GARDEN(GUN

A consumer lifestyle magazine that celebrates the
modern South, covering topics in arts & culture, food
& drink, travel, music, home & garden and sporting

"BlktSouth

Print circulation = 375,000

One (1x) ¥ page ad + V2 page advertornial

One (1x) ¥4 page unit

Two (2x) Talk of the South e-blast sponsorships
One (1x) homepage takeover (added value)

1x destination listing (added value)

‘"ﬁﬁf‘;}:"'""ff’ﬂ ) LET'S CREATE

e

Print

FLORIDA SPORT

M FISHING

Provides in-depth coverage of saltwater fishing and boating in Florida and surrounding areas

Print circulation = 70,000

2x half page spreads REEL INTHE BIC ONE.

Best of Florida Sport Fishing issue ~ Nov/Dec
Offshore/Big Fish issue — May/June

i LET'S CREATE
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Prl nt ACTIVE/OUTDOOR  HISTORY/CULTURE/ARTS SPORTS CULINARY

Official Visit Florida Guide targets people who request the guide to plan their
Florida trip, the 5 Official Florida Welcome Centers as well as AAA offices

Includes e-version of the guide on visitflorida.com V/SIT FLORIDA
g R

Print distribution = 450,000

ks =l LET'S CREATE

u
Prl nt ACTIVE/QUTDOOR  HISTORY/CULTURE/ARTS CULINARY

The Travel USA Inspiration Guide is designed to create
awareness of travel in the US, reaching 21 countries in 13
language specific editions

Presence in Florida section: co-op with St. Augustine and
Amelia Island

Print distribution = 575,000

‘%&}-"rrm.’[r LET'S CREATE
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In-flight Promotion

ACTIVE/QUTDOOR  HISTORY/CULTURE/ARTS SPORTS CULINARY

Presence with airlines that support direct flights to Jacksonville

alleigﬂ%nt s?m%_ésr AmericanAlriines *g

Skl gEmW e TEKYT
1x cover page 1x 8-page In-fiight 1x half page,
December/ advertorial video, November
January issue in June June-July issue

LET'S CREATE

I 0 c a I C a b I e ACTIVE/CUTDOOR  HISTORY/CULTURE/ARTS SPORTS CULINARY

Focused local market efforts in Atlanta and Savannah to maximize reach

Example networks™;

travel

CHANNEL

00d

netwark

HISTORY

*For demonstrative purposes only. Networks will be selected based on strength of programming and efficiencies at
the time of negotiations

‘ﬁarlg-:-mﬂ!p LET!S CREATE
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Out of home

Digital billboards are a high impact tactic for
markets ideal for larger commuter markets

Provide flexibility in terms of messaging
(highlighting certain activities, weather
triggering, social tie-ing)

Supported with mobile geofencing efforts

Returning markets: Atlanta

New markets: Washington DC, Dallas, Savannah

STaiks 2l LET'S CREATE

Out of home

Continue with key placements in Chicago and NYC:

Metro lights, Chicago Bike shares, Chicago Barclays Center, NYC

(Ch LET'S CREATE
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Budget summary by channel

CHANNMEL FY2018 PLANNED % OF TOTAL
In-flight Promotion [ 29,295 2%
Print_ $ £35:083 4%
Digital - $ 818,870 64%
Radio ; S 72,500 6%
|Outdaor $ 66,030 5%
'Cable $ 179,965 14%
'Local Teams Sports Promotion +PFS 51,000 4%
PlanTotal [ 1,274,345 100%|

Tackyonll | LET'S EREATE



Media Mix Comparison

FY2017 Media Mix FY2018 Media Mix

# [n-flight

® Print

= Digita!

= Radio

= Qut of home
= Cable

= Sparts Promotion

LET'S CREATE

Budget summary by segment

VISIT JACKSONVILLE FY2018 BUDGET SUMMARY

- - 7 : ST ar T T S CTh z T OTA
In-flight promotion s 29,295 | $ - |8 - S - |s - s - IS 29,205
Print 5 28,267 | § 5898 |5 13,260 | 5 S 5 13,260 | § - 5 56,685
Digital S 274521 | 8 207,474 | S 185974 | § 64,200 | § 64,298 | S 2220005 B18,667
Radlo S - 15 R E - s 37,500 | § - 1Is 35000 |5 72,500
Outdcor $ - S 33,015 | % 33015{5 - | - |s - |5 66,030
Cable 5 179,965 | § - S - |5 - |8 - S - |8 175,965
Local Teams Sports Promotion | $ - |5 - {5 - IS 51,000 | 5 - |8 - (s 51,000
Plan Total T [ 508,048 | $ 245,387 |5 232,249 | § 152700 | $ 71558 | § S72001$ 1374142 ]
% of TOTAL SPEND A% A% 100%

o
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Cross channel custom partnerships

Benchmark goal for site visits is a 10% increase YOY

Total FY Media Total FY Site Total Site Visits

Fiscal Year

Spend Visits Increase YOY

FY2016 - Actual $743,591 1,281,469 —

FY2017 - Projected $814,986 1,340,643 5%
FY2018 - Projected $1,275,000 1,474,404 10%

(.
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Measurement

TOTAL PLAN BENCHMARK GOALS

Total impressians| | Totaiclicks ;| Totalvideo views _ |[Tatal engagements/article views | Total e-mail opens ||
82,460,517 82,363 1,775,379 370,298

B .
. jﬁrkj, “nife
s

e Fanh

LET'S CREATE

Quarterly metrics we’ll report on

CAMPAIGN BENCHMARK GOALS

1l Impressions Total clicks otal vidan views Engagements. | fotal email o

'ACTIVEJOUTDOOR 17,988,887 15,503 899,934 131,873 3,279
HIsTORY/cULTURE/ARTS [T 15,175 699,934 131,873 =

SPORTS 8,032,097 11,654 - - 16,000
CULINARY 4,951,670 6,757 175,510 56,552 =

KIDS FREE NOVEMBER 3,065,718 8,750 - - 16,000

LET'S CREATE
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Next steps

9/11 - seeking verbal approval to move forward
9/12-9/30 — written approvals, media buy placements, creative development + ad trafficking

10/1-10/2 - media goes live!

B
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THANK YOU!
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