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State of the Industry
Factors Impacting Consumer Travel



Travel Landscape



Traveler Sentiment Index™ 
Still Above Pre-COVID-19 Levels.
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Source: MMGY Global’s 2022 Portrait of American Travelers® “Summer Edition” - Custom Fort Myers - Islands, Beaches and Neighborhoods

Perceived Safety
Fairly Stagnant

Affordability
Continued Decline

Time Available
Slight Decline

Personal Finances
Significant Decline

Quality of Service
Fairly Stagnant

Interest in Travel
Decline, but still 
above pre-COVID-19 
levels



Americans’ Biggest Concern
Inflation Is Now the Top Problem Facing America.
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Source: GW, The Circular Economy Study, 2022; 2022 Pew Research Center’s American Trends Panel; Tripadvisor’s Seasonal Travel Index, May 2022

7 in 10
Americans view inflation as a 
very big problem for the country.
- PEW RESEARCH

77%
of U.S. consumers say they 
would spend less on 
non-essentials if prices 
continue to go up.
- TRIPADVISOR

21%

5% 6%

22%

68%

6%

22%

68%

5%

28%

63%
69%

MODERATE/DRAMATIC IMPACT SMALL IMPACT NO IMPACT

IMPACT OF INFLATION
% WHO SAY THE FOLLOWING ABOUT THE IMPACT OF INFLATION FOR THEM PERSONALLY*

GEN Z MILLENNIALS GEN X BABY BOOMERS



Fort Myers Prospects Are 
Concerned About Inflation but 

Finding Ways to Prioritize Travel.
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Source: MMGY Global’s 2022 Portrait of American Travelers® “Summer Edition” - Custom Fort Myers - Islands, Beaches and Neighborhoods

48%
of prospects will travel 
somewhere closer to 
home to accommodate 
for inflation  in the next 6 
months. 

31%
of prospects are 
extremely impacted by 
inflationary pressures on 
the household budget.

32%
of prospects will spend less 
on entertainment or 
shopping to accommodate 
for inflation in the next 6 
months.



Travel Spending Intentions 
of Fort Myers Prospects Are 
Up Significantly From This 
Time Last Year.

4.0 
Average number of trips this year
(down from 4.6 in 2021) 

$3,094 
Average travel spend this year
(up from $2,555 in 2021)



Interest in Beach and Florida 
Destinations Remains High

for the Next 12 Months.
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51%
of U.S. leisure travelers 
are interested in a 
beach vacation.

40%
of U.S. leisure travelers are 
interested in visiting Fort
Myers – Islands, Beaches 
and Neighborhoods in the 
next two years.

73%
of U.S. leisure travelers are 
aware of Fort Myers – 
Islands, Beaches and 
Neighborhoods.

Source: MMGY Global’s 2022 Portrait of American Travelers® “Summer Edition” - Custom Fort Myers - Islands, Beaches and Neighborhoods



Top Vacation Activities of Interest Are 
Centered Around Things That Can Be 

Tailored Based on a Traveler’s Budget.
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Top Activities of Interest on Vacation

Beach Experiences 49%

Shopping 44%

Visiting a State or National Park 39%

Historical Sites 37%

Visiting a Theme or Amusement Park 32%

Source: MMGY Global’s 2022 Portrait of American Travelers® “Summer Edition” - Custom Fort Myers - Islands, Beaches and Neighborhoods



Memories and Experiences 
in Fort Myers Hold More 

Value Than Price.

80% 
of our prospects agree that     

the memories they get from 
vacations are more valuable to 
them than any material item they 

purchased in the last year.

Source: MMGY Global’s 2022 Portrait of American Travelers® “Summer Edition” - 
Custom Fort Myers - Islands, Beaches and Neighborhoods



FY
22

/2
3 

Co
-o

p 
Ad

ve
rti

si
ng

 P
ro

gr
am

 

Key Takeaways
Interest in beach destinations remains high and is expected to 
retain consumer interest in 2023. 

1

Inflation is a top concern among Americans, but travel is a 
priority to our prospects. 

2

Remind travelers that Fort Myers experiences provide more 
value than the price tag.3



Media Consumption



Media Mix Should 
Match Consumer 
Behavior and 
Media Trends



Traveler Behavior

The Channels 
Keep Changing

Source: eMarketer

Paid video streaming subscriptions continue to increase. 
Sixty-five percent of U.S. adults had over three 

subscriptions at the end of 2021.

Consumers Have 
Fewer Cords but More 

Streaming Subscriptions

QR Codes Are Here 
to Stay This Time

More than half of consumers are comfortable 
interacting with QR codes while watching TV.



Traveler Behavior

Consumption, 
Consolidation 
and Emerging 
Technologies 
Are Remaking 
the Audio Space
Source: eMarketer

Daily time spent streaming digital audio will 
increase to over 99 minutes by the end of 2022.

Digital Storytelling

Podcasts Are Addicting
The number of U.S. podcast listeners 

will increase to 125 million in 2022.



Traveler Behavior

Context Is King

77% of consumers 
trust what they 
read on publisher 
sites and find the 
advertising more 
effective and 
impactful.

Source: Expedia



Traveler Behavior

Vacation Rentals 
Maintain Popularity

Fort Myers and 
Cape Coral were 
the destinations of 
greatest interest 
among Vrbo 
searches.

Source: Expedia



2008 2009 2010 2011 2012 2013 2014 2015 2016 2017 2018 2019 2020 2021

Social Media Usage Is at 
an All-Time High in the 
United States

82% of Americans 
over 12 use Social 
(estimated 235M)

Source: The Infinite Dial
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Facebook

31 minutes per day

TikTok

38 minutes per day

Time Spent on Social 
Remains at an All-Time High

Instagram

31 minutes per day
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Traveler Behavior

Query Variations 
Grow

Google Ads and 
Microsoft Ads    
continue to see new 
queries, reporting 
that 15% of queries 
are new every day.

Source: Google Ads



Traveler Behavior

How?
What?
Best?

$40 billion
Consumer spending via voice assistants is 

expected to reach an 18% market share in 2022.

60%
of smartphone users have used voice search

 at least once in the past 12 months.

Top 3 Common Keywords 
in Voice Search Phrases

of U.S. households have a smart speaker.

43%
Source: Google Ads



Integrated 
Marketing 
Strategy



Overall Creative Strategy
It’s A Good Day

Any day can be a good day in and around Fort 
Myers. Under sunny skies, in the right place 
with the right people, having a good day just 
feels natural. We’re taking back the meaning 
of the word “good” and showing that good 
times and good things are always on the 
horizon in Fort Myers.



Co-op Creative Strategy
A good day in the greater Fort Myers area 
doesn’t have to be perfect from beginning 
to end, but it does have perfect moments. 
Those are the slices of life visitors 
remember from a vacation. 

As co-op partners, we have the chance to 
be part of our visitors’ perfect moments 
every day. 



Campaign Look & Feel
The campaign features an inviting and 
refreshing color palette, lighthearted emotion 
and graphic shapes that help convey fun. 
Copy and headlines allude to the emotion of 
imagery while teasing that it’s time for more 
good days, and the greater Fort Myers area 
always delivers.



Questions?



Domestic Leisure 
Media Offerings



Meet consumers where they engage 
with content.

Diversify media mix and refine targeting 
tactics to align with evolving travel 
motivators and organizational 
objectives. 

Match messaging to media execution 
and align with new audiences.

Maintain tracking of all engagement, 
efficiency and production metrics.

Domestic Leisure 
Media Approach
Deliver data-driven strategy 
that is focused on engaging 
consumers at every phase 
of the funnel.
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MARKET WINTER SPRING SUMMER FALL

Travel Periods December 1–March 14 March 15–May 31 June 1–August 31 September 1–November 30

Media 
Flighting October 1–December 31 January 1–March 31 April 1–July 4 July 5–September 30

MARKET-SPECIFIC TARGETING
Utilized for brand and co-op messaging to generate awareness and consideration in key target markets

In-State Atlanta, Miami, Orlando, 
Tampa, West Palm Beach

 Miami, Orlando, Tampa, 
West Palm Beach

Atlanta, Miami, Orlando, 
Tampa, West Palm Beach

Atlanta, Jacksonville, 
Miami, Orlando, Tampa, 

West Palm Beach

Out-of-State 
Tier 1

Chicago, Cincinnati, Cleveland, 
Columbus, Detroit, Grand Rapids, 

Indianapolis, Milwaukee, 
Minneapolis, South Bend

Boston, Chicago, Cleveland, 
Columbus, Detroit, Grand Rapids, 
Indianapolis, Madison, Milwaukee, 

Minneapolis, New York

Cleveland, Grand Rapids, 
Indianapolis, Minneapolis, 

South Bend

Chicago, Cincinnati, 
Cleveland, New York

Out-of-State 
Tier 2

Boston, Champaign, Flint, 
Louisville, New York, Philadelphia, 

Toledo, St. Louis, Springfield

Cedar Rapids, Cincinnati, Des 
Moines, Flint, Green Bay, 

Lafayette, Lansing, Philadelphia, 
St. Louis, Toledo

Chicago, Cincinnati, 
Columbus, Detroit, 

Fort Wayne

Columbus, Indianapolis, 
Philadelphia, Louisville, 

St. Louis

Out-of-State 
Tier 3

Charlotte, Davenport, Fort Wayne, 
Green Bay, Knoxville, Lexington, 

Nashville, Peoria, Washington, D.C.

Buffalo, Davenport, Duluth, Fort 
Wayne, La Crosse, Lexington, 
Louisville, Peoria, South Bend, 

Traverse City

Boston, Louisville, 
Milwaukee, New York, 

Philadelphia

Charlotte, Detroit, Lexington, 
Minneapolis, Washington, D.C. 

NATIONAL TARGETING
Utilized for brand and co-op messaging to leverage intent and drive conversion



Domestic Vacation Rental Markets and Seasonality
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MARKET WINTER SPRING SUMMER FALL

Travel Periods December 1–March 14 March 15–May 31 June 1–August 31 September 1–November 30

Media 
Flighting October 1–December 31 January 1–March 31 April 1–July 4 July 5–September 30

MARKET-SPECIFIC TARGETING
Utilized for brand messaging to generate awareness and consideration in key target markets

In-State Florida Florida Florida Florida

Out-of-State 
Tier 1

Illinois, Indiana, Michigan, 
Minnesota, Ohio

Indiana, Michigan, Minnesota, 
Ohio, Wisconsin

Indiana, Ohio, Michigan, 
Minnesota, Wisconsin

Georgia, Kentucky, 
Ohio, Missouri

Out-of-State 
Tier 2

Georgia, Kentucky, Missouri, 
Pennsylvania, Wisconsin

Illinois, Iowa, Massachusetts, 
Missouri, Pennsylvania

Illinois, Kentucky, 
Missouri, Pennsylvania

Illinois, Indiana, 
Pennsylvania, Tennessee

Out-of-State 
Tier 3

Colorado, Connecticut, 
Massachusetts, New Jersey 

Kentucky, New Jersey, 
New York, Virginia

Colorado, Georgia, 
Massachusetts, New York

Kansas, Maryland, New Jersey, 
North Carolina, Texas

NATIONAL TARGETING
Utilized for brand and co-op messaging to leverage intent and drive conversion



SOCIAL SOPHISTICATES FAMILY FUN-SEEKERS

SAVVY EXPLORERS TIMELESS TRAVELERS



SOCIAL SOPHISTICATES

SAVVY EXPLORERS TIMELESS TRAVELERS

FAMILY FUN-SEEKERS
● Active and affluent travelers
● Conscientious consumers who value quality 

over price
● Brand loyal with high expectations for service
● Rely on reviews before purchasing and 

expect brands to be socially responsible

● Family-focused, sociable and spiritual
● Prioritize activities they can do together as 

a family
● Brand loyal and like to purchase brands 

that will impress others
● Busy lives make family time and memories 

important

● Interested in local exploration and diverse 
perspectives

● Highly value new experiences 
● Will seek out recommendations from 

others online
● Especially enjoy new culinary experiences

● Health-conscious, easygoing, traditionalists
● Mostly retired and/or empty nesters
● Value spending time with friends and family 

and celebrating special occasions
● Enjoy a slower pace of life and plenty of 

leisure time



Full-Funnel 
Media Approach



Full-Funnel Approach

Purpose: See yourself in this place
Messaging: Brand messages introducing the area and 
encompassing what we want consumers to associate 
with the destination
Targeting: High-impact, premium and new customer 
prospects using addressable, premium publisher and 
demo tactics

Purpose: Connect audiences with the Fort Myers experience
Messaging: Emotional connections demonstrating the variety 
of experiences available seasonally
Targeting: Behavior, context, purchase, travel intent and 
competitive conquesting

Purpose: Create a sense of urgency to book travel 
through memorable shareworthy itineraries
Messaging: Functional messages that deliver against 
consumer needs, drive action and promote good value 
Targeting: Tactical site, social and search retargeting

CONVERSION
Low-funnel and Retargeting

INTENT
Influence and Engage

PROSPECTING
Introduce and Inspire
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Prospecting
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Prospecting Approach

Social Media 
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Strategy

● Inspire, inform and generate awareness of the destination to potential travelers through 
organic social posts on the VCB’s owned social channels, specifically Facebook and 
Instagram. All posts will be boosted for a period of seven days

Messaging

● Images: Sourced and selected by the VCB 
○ VCB and MMGY reserve editorial and creative control, reserving the right to decline content if deemed 

inappropriate.  
○ A partner can sign up for up to three content calendar placements total per year on Facebook. 
○ A partner can sign up for one Collab feature per year on Instagram. 

● Copy: VCB writes content based on partner-submitted copy points and platform specs

Key Performance Indicators

● Cost per Engagement



Opportunity Overview

● One Instagram post created and shared on VCB's profile. VCB will send a 
Collab request to the partner's Instagram account so the post will also 
appear on the partner's profile. 
○ Social interactions are applied to both accounts, giving enhanced 

engagement metrics to partner's Instagram post.
● Post shared to organic audience of over 78,000 and boosted for seven days 

to users engaged with VCB on social media.

Opportunity Details

● Offering type: Accommodations, Attractions
● Placement: Instagram post
● Timing: Bimonthly beginning October 2022
● Distribution: 1,500 post engagements minimum
● Cost: $750
● Messaging considerations: High-quality, organic experience images

○ VCB and MMGY reserve editorial/creative control and reserve the right to decline content 
if deemed inappropriate.

○ A partner can sign up for one Collab feature per year on Instagram.

New Prospecting Opportunity
Social Media – Instagram Collab
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Current Programs

Social Media
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● Facebook Content Calendar Inclusions*

*VCB and MMGY reserve editorial/creative control and 
reserve the right to decline content if deemed inappropriate.
A partner can sign up for up to three content calendar 
placements total per year.



Intent
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Intent Approach

Paid Media Display
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Strategy

● Drive greater destination consideration among consumers 
showing travel intent behaviors

Messaging

● Images: Property/location and experience views
● Copy: Users are shopping and looking for price points; 

offer-based copy recommended

Key Performance Indicators

● Impressions, clicks
● Evaluate clicks against VCB industry average



New Intent Opportunity

PureWow
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Opportunity Overview

● PureWow is a premium publisher with 90M reach focused on women’s lifestyle content
● Vendor stats: Women 25–49 are the primary audience; indexes highly for parents
● Targeting will reach PureWow website visitors across all content segments

Opportunity Details

● Offering type: Accommodation, Attraction
● Placement: Standard display
● Timing: Spring 2023
● Distribution: 100K impressions
● Cost: $500



Current Programs

Paid Media Display
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Premium Publishers

● Condé Nast Digital 
● Dotdash Meredith Digital
● The New York Times Digital

Travel Endemic Publishers

● Domestic Vacation Rental Travel 
Intenders Digital

● ShermansTravel Digital
● Travel Intenders Programmatic Digital
● Tripadvisor Domestic Digital



Intent Approach

Paid Media Email
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Strategy

● Drive intent among travel enthusiasts who have opted in for vacation 
information from trusted sources/vendors 

Messaging

● Images: Property/location, rooms with views and experiences
● Copy: Opt-in subscribers are looking for deals; offer-based copy 

recommended

Key Performance Indicators

● Email sends, open rate, clicks
● Evaluate clicks and opens against VCB industry average



New Intent Opportunity

eTarget Summer Email
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Opportunity Overview

● Partners will be included as a featured 
property in a dedicated email sent to 
eTarget’s double opt-in database

● Targeting reaches in-state families interested 
in local road trips and summer road trip 
vacations

Opportunity Details

● Offering type: Accommodation, Attraction
● Placement: Dedicated email
● Timing: June 2023
● Distribution: 2M impressions; in-state only
● Cost: $450



New Intent Opportunity

Tinybeans Email (Parents)
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Opportunity Overview

● Tinybeans is a resource for all things parenting, including advice 
and family travel guides

● Vendor stats: Reaches Millennial moms (median age 35) with 
children 2-5 years old 

● Targeting includes Tinybeans subscribers living within in-state 
markets

Opportunity Details

● Offering type: Accommodation, Attraction
● Placement: Dedicated email
● Timing: May 2023
● Distribution: 40K impressions; in-state only
● Cost: $375
● Messaging considerations: Focus on families and parents



Current Programs

Paid Media Email
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● eTarget Leisure Email

● Luxury Link Email

● ShermansTravel Email



Intent Approach

VCB Email
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Strategy

● As an intent tactic, these placements showcase unique offers, amenities and 
attractions by leveraging the extensive reach of the VCB's growing database 
of individuals who have opted in to receive information about the greater 
Fort Myers area. 

Messaging

● Provide any special upcoming seasonal deals or offers. Include any unique 
amenities or complimentary services available.

Key Performance Indicators

● Open rate, clicks



Current Programs

VCB Email
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● Monthly eNewsletter
● Florida residents Apr–Sept

● Partner Dedicated
● Leisure Welcome Emails (3)
● Partner-focused Welcome Email



Intent Approach

VCB Website
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Strategy

● As an intent tactic, these placements leverage the extensive reach of 
VisitFortMyers.com by showcasing your business or deal as a featured 
listing. This opportunity provides your business or deal listing(s) with 
increased exposure during the users’ experience.

Messaging

● Provide any special upcoming seasonal deals or offers. Include any unique 
amenities or complimentary services available.

Key Performance Indicators

● Page views, partner clicks, click rate



Current Programs*

VCB Website
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● Featured Attraction
● Featured Deal
● Featured Restaurant 
● Featured Event
● Premium Featured 

Accommodation Deal

*All programs are offered quarterly: Oct–Dec, Jan–Mar, Apr–Jun, Jul–Sept



Conversion
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Conversion Approach

Paid Media Display
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Strategy

● Programmatic placements will reach travel shoppers and drive urgency to 
book

Messaging

● Images: Property/location and experience views
● Copy: Users are ready to book and looking for price points; offer-based copy 

is required

Key Performance Indicators

● Impressions, clicks
● Evaluate clicks against VCB industry average



New Conversion Opportunity

Priceline
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Opportunity Overview

● Priceline is an Online Travel Agency used to find discounted rates for airline 
tickets and hotel stays

● Vendor stats: 38M monthly visitors, 46% ages 25–44
● Targeting includes consumers looking for bookings in Lee County and 

competitive destinations

Opportunity Details

● Offering type: Accommodation, Attraction
● Placement: Standard display
● Timing: Summer and fall 2023
● Distribution: 75K impressions
● Cost: $500
● Messaging considerations: Offer strongly recommended



Current Programs

Paid Media Display
D

om
es

tic
 L

ei
su

re
 –

 C
on

ve
rs

io
n 

– 
Pa

id
 M

ed
ia

● Domestic Vacation Rental Vrbo Digital
● Expedia Domestic Digital (formerly OTA Domestic Digital)
● Island Hopper Songwriter Fest Programmatic Digital
● Partner Site Retargeting (Annual)
● Visitors – In-Market Mobile Geofencing Digital



Conversion Approach

Social Media
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● Drive conversion through website clicks from targeted dark ad placements 
run under the partner’s page identity for a one-month duration

Messaging

● Copy: Timely offers, value adds, experiences 
● Images: Showcase high-quality, organic experience images 

○ Top-performing campaigns have a focus on strong, social-first imagery 

Key Performance Indicators

● Cost per click



Current Programs

Social Media
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● Facebook & Instagram Advertising  
Single Image Placement: one partner per month

● Facebook & Instagram Advertising 
Carousel Placement: two partners per month

● Facebook & Instagram Advertising  
Slideshow Placement: two partners per month

*Meta, formerly known as Facebook, Inc., is the technology company that 
houses both Facebook and Instagram. All placements listed are 
considered dual placements that run on both platforms, with their 
algorithm optimizing delivery based on where your target audience is 
interacting with your ad most frequently. 



Questions?



International Leisure  
Media Offerings



Traveler Behavior

International Intent 
is Rebounding

2022 inbound 
flight searches 
and bookings to 
Lee County 
exceeded 2019 
levels.

Source: Sojern



Establish an always-on brand approach 
with heightened co-op delivery during 
key travel-planning windows. 

Focus on historical primary feeder 
markets of Canada, Germany and UK

Continue presence with 
travel-dedicated and vacation rental 
vendors to drive bookings.

Maintain tracking of all engagement, 
efficiency and production metrics.

International Leisure
Media Approach
Where we stay the course 
and where we shift



International Markets and Seasonality
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Intent Approach

Paid Media Display
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Strategy

● Drive greater destination consideration among consumers showing travel 
intent behaviors

Messaging

● Images: Property/location and experience views
● Copy: Users are shopping and looking for price points; offer-based copy 

recommended

Key Performance Indicators

● Impressions, clicks
● Evaluate clicks against VCB industry average



Current Programs

Paid Media Display
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● Travel Intenders Digital – Canada
● Travel Intenders Digital – Germany
● Travel Intenders Digital – UK
● Tripadvisor Digital – UK 



Conversion
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Conversion Approach

Paid Media Display
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Strategy

● Programmatic placements will reach travel shoppers 
and drive urgency to book

Messaging

● Images: Property/location and experience views
● Copy: Users are ready to book and looking for price points, 

offer-based copy required

Key Performance Indicators

● Impressions, clicks
● Evaluate clicks against VCB industry average



Current Programs

Paid Media Display
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● Expedia International Digital – Canada (formerly OTA International)
● Expedia International Digital – Germany (formerly OTA International)
● Expedia International Digital – UK (formerly OTA International)
● Canada Vacation Rental Vrbo Digital
● Germany Vacation Rental Vrbo Digital
● UK Vacation Rental Vrbo Digital



Questions?



Group Media 
Offerings



Continue focus on key group  
categories: meeting planners, travel 
advisors and weddings. 

Maintain always-on approach and align 
pulses with key windows of activity. 

Target markets with a history of and 
propensity to plan group events in 
Florida and the Southeast. 

Maintain tracking of all engagement, 
efficiency and production metrics. 

Groups Media 
Approach
Where we stay the course 
and where we shift



WeddingsTravel 
Advisors

Meeting 
Planners



Meeting Planner Behavior

Education Remains 
a Top Priority

81% of meeting 
planners have 
learned a new skill 
during the pandemic, 
including upskilling 
their technological 
and communication 
abilities.

Source: cVent
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Prospecting Approach
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Strategy

● Stay top of mind with meeting planners within publications that highlight 
meeting destinations

Messaging

● Build awareness for the product and highlight components that stand out 
from competitors 

Key Performance Indicators

● Impressions (circulation and readership)



New Prospecting Opportunity

Prevue Meetings + Incentives
M

ee
tin

g 
Pl

an
ne

rs
 –

 P
ro

sp
ec

tin
g 

– 
Pr

in
t

Opportunity Overview

● Prevue’s content features destinations, venues, resorts and group tours along 
with insights from industry experts

● One full page and advertorial placement in the Visit Florida January issue

Opportunity Details

● Offering type: Meetings
● Placement: Inclusion in a full page and advertorial
● Timing: January 2023
● Distribution: 37,800 circulation
● Cost: $215
● Messaging considerations: Highlight why meetings should be hosted in the 

greater Fort Myers area
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● ConventionSouth
● Corporate & Incentive Travel
● Florida Trend 
● FSAE Source
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Intent Approach

Paid Media Display
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Strategy

● Drive greater destination consideration among meeting planners on 
relevant sites  

Messaging

● Images: Property/location, meeting experiences and meeting room views
● Copy: Meeting planner offers or value adds

Key Performance Indicators

● Impressions, clicks



New Intent Opportunity
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Opportunity Overview

● Partners will have the opportunity to programmatically target meeting planners
● Targeting reaches users who have performed multiple meeting planner travel 

actions like searching for multiple hotel rooms, flights for multiple people, etc.

Opportunity Details

● Offering type: Meetings
● Placement: Programmatic display
● Timing: Spring 2023
● Distribution: 80K impressions
● Cost: $475



Current Programs

Paid Media Display
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● Meeting Planner Programmatic

● Meeting Planner Programmatic Digital with 
360-Degree Video



Intent Approach

Paid Media Email
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Strategy

● Drive intent among meeting planners who have opted in for informative 
messaging. Planners want to learn about properties and unique offerings.

Messaging

● Messaging should build demand for your product while differentiating your 
offer from the competition.

Key Performance Indicators

● Email sends, open rate, clicks
● Evaluate clicks and opens against VCB industry average



New Intent Opportunity

Prevue Meetings + Incentives
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Opportunity Overview

● Partners have the opportunity to be featured in a dedicated email deployed to 
the Prevue audience as part of a Visit Florida package.

● Prevue’s content features destinations, venues, resorts and group tours along 
with insights from industry experts. 

Opportunity Details

● Offering type: Meeting Planners
● Placement: Dedicated email and reblast
● Timing: February 2023
● Distribution: 30K sends
● Cost: $300



Current Programs

Paid Media Email
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 ● Association Conventions & Facilities

● Corporate & Incentive Travel 
● EproDirect
● FSAE 
● Northstar Meetings Group



WeddingsTravel 
Advisors

Meeting 
Planners



Travel Advisor Behavior

Celebration Travel  
Is Driving Large 
Group Trips

78% of Virtuoso 
advisors have seen 
an uptick in 
celebration travel, 
with anniversaries 
and notable birthdays 
being the primary 
motivators.

Source: Virtuoso Travel Advisor Survey
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Prospecting Approach
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Strategy

● The placement should build awareness for your product while also driving 
consideration over competitors. Advisors are looking for a destination and 
accommodations to fit their clients’ needs.

Messaging

● Travel advisor offers or value adds, product offerings to their clients

Key Performance Indicators

● Impressions (circulation and readership)
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● Northstar AGENTatHOME

● Northstar Travel Weekly

● Recommend
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Intent Approach

Paid Media Display
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Strategy

● Increase overall reach and target travel advisors who have shown online 
behaviors indicating they plan leisure and corporate trips through banner ad 
units

Messaging

● Travel advisor offers or value adds

Key Performance Indicators

● Impressions, clicks 
● Evaluate clicks against VCB industry average
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● Travel Agent Programmatic



Intent Approach

Paid Media Email
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Strategy

● Drive intent among travel advisors who have opted in for educational and 
informative messaging

Messaging

● Travel advisor offers, value adds and experiences in the destination

Key Performance Indicators

● Email sends, open rate, clicks
● Evaluate clicks and opens against VCB industry average



Current Programs

Paid Media Email
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● Travel Weekly Email
● Travel Market Report Email
● Insider Travel Report 
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Planners



Wedding Planning Behavior

No More Cookie- 
Cutter Weddings

Out-of-the-box 
destinations, 
culinary surprises 
and crescendo 
moments are 
trending. 

Source: Brides
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Intent Approach
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Strategy

● Drive intent among engaged couples who are planning destination 
weddings or honeymoons

Messaging

● Build demand for the destination while differentiating from the competition
● Awards, wedding offers or value adds

Key Performance Indicators

● Impressions, clicks
● Evaluate clicks against VCB industry average
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● The Knot Digital
● Weddings Programmatic Digital
● Weddings Programmatic Digital with 360-Degree Video



Intent Approach
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Strategy

● Drive intent among engaged couples who have opted in for educational and 
informative messaging 

Messaging

● Wedding offers, experiences, value adds to planners, brides and grooms

Key Performance Indicators

● Email sends, open rate, clicks
● Evaluate clicks and opens against VCB industry average



New Intent Opportunity

eTarget Weddings Email
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Opportunity Overview

● Partners will be included as a featured property in a dedicated email sent to 
eTarget’s double opt-in database

● Targeting reaches engaged couples interested in wedding-related sites and 
content

Opportunity Details

● Offering type: Accommodations
● Placement: Email
● Timing: Spring 2023
● Distribution: 524K sends
● Cost: $425



Intent Approach

VCB Email
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Strategy

● As an intent tactic, these placements provide the opportunity to showcase 
unique offers by leveraging the VCB's growing database to individuals who 
have opted in to receive more information about weddings in destination.

Messaging

● Provide any special upcoming seasonal deals or offers. Include any unique 
amenities or complimentary services available.

Key Performance Indicators

● Open and click rates



Current Programs

VCB Email
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● Weddings Welcome Emails (3)



Questions?



Domestic and 
International Sales 
Show Co-ops
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Travel & Adventure Show

● Boston, MA
● January 20-22, 2023

Travel & Adventure Show

● Chicago/Rosemont, IL
● January 13-15, 2023

Travel & Adventure Show and Travel 
Agency Sales Calls

● Los Angeles, CA
● February 15-19, 2023

Travel & Adventure Show

● New York City, NY
● January 27-29, 2023

Domestic Sales Shows

Leisure – Consumer
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Domestic Sales Shows

Travel Trade

Delta Vacations University

● Location TBD
● September 2023

East Coast Florida Sales Mission

● Miami, Fort Lauderdale, 
West Palm Beach

● May 16-18, 2023

West Coast Florida Sales Mission

● Venice, Sarasota, Tampa,      
St. Petersburg, Spring Hill

● July 10-13, 2023

MCASC-NCMA-VA Tri-State 
Motorcoach Association Regional 
Meeting

● Location TBD
● August 2023
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Domestic Sales Shows

Meeting Planners
ASAE Annual Meeting

● Atlanta, GA
● August 5-8, 2023

ConferenceDirect Annual 
Partner Meeting

● Location TBD
● Spring 2023

Connect Association

● Location TBD
● August 2023

Connect Corporate

● Location TBD
● August 2023

Connect DC

● Washington, D.C.
● November 28-29, 2022

Destination Southeast

● Cape Coral, FL
● August 13-16, 2023
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Domestic Sales Shows

Meeting Planners
Destinations Celebration

● Kansas City, MO
● April 2023

Destinations Celebration

● Minneapolis, MN
● September 2023

Holiday Client Event & 
Luncheon

● Minneapolis, MN
● November 1-3, 2022

Minnesota Twins Client Event

● Minneapolis, MN
● August/September 2023

RCMA Emerge

● Chattanooga, TN
● January 24-26, 2023

Red Sox Fenway Client Event

● Boston, MA
● April 2023
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Domestic Sales Shows

Meeting Planners

Smart Meetings Mid-Atlantic 
Regional Show

● Location TBD
● June 2023

Tallahassee Meeting Planner Sales 
Calls

● Tallahassee, FL
● September 2023
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International Sales Shows

Travel Trade
Canada Sales Mission

● Toronto, Ottawa, Montreal
● March/April 2023

Florida Huddle

● Palm Beach, FL
● February 2-4, 2023

IPW

● San Antonio, TX
● May 20-24, 2023

Receptive Tour Operator 
Luncheons

● Miami and Orlando, FL
● December 5-6, 2022

UK/Ireland Sales and Media 
Mission

● London, Manchester, Dublin
● May 2023



Questions?
Jill Vance | Director of Sales | jvance@leegov.com  

Charm Evans | Global Sales Manager | cevans@leegov.com



Next Steps



FY22/23 Purchase Date
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Thursday, August 18, 2022 
at exactly 10:30 a.m. EST

Reminders

● Save your orders and update all marketing and billing contacts 
ahead of purchase date

● Many co-ops sell out within the first minute
● Order submission confirmation emails may take up to 5 

minutes to arrive 
● Co-op portal link: coop.leevcb.com 
● Mark emails from coop@mmgyglobal.com as safe / not spam

mailto:coop@mmgyglobal.com


Presentation available 
on LeeVCB.com
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Sales and Marketing > Marketing Support > FY22/23 
Co-op Advertising Plan

Direct co-op inquiries to:

Josh Lambert at jlambert@mmgy.com



Thank you!


