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Share the basics of digital media planning and 
why it is important to diversify your media mix.
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Media Planning Approach

Media Highlights

● Digital Media
● Paid Social
● Paid Search

Key Takeaways

Q&A



Media Planning 
Approach
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Reach Consumers Across 
Multiple Touch Points

Purpose: See yourself in this place
Campaign Goals: Build and maintain brand awareness; 
drive more qualified audience intent from high-value 
travelers, guests and attendees
Messaging: Brand messages that introduce the area 
and encompass what we want consumers to associate 
with the destination and its attractions and events

Purpose: Connect audiences with the Fort Myers experiences 
and its attractions and events
Campaign Goals: Create engagement with content; move 
consumers to seek out more information 
Messaging: Emotional messages that create connections and 
demonstrate the variety of experiences available seasonally

Purpose: Create a sense of urgency to book travel 
activities and event attendance
Campaign Goals: Influence measurable visits to all 
areas of Fort Myers throughout the year
Messaging: Functional messages that deliver against 
consumer needs, drive action and promote good value 

CONVERSION
Drive Desired Action

INTENT
Influence and Engage

PROSPECTING
Introduce and Inspire
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Turn Organizational Objectives Into 
Campaign Goals
● Identify organizational objectives: What do 

you want to accomplish?
● Establish actions to monitor: What steps are 

needed to reach your objectives?
● Outline media success metrics including 

measures of efficiency: How can we quantify 
performance? What defines success?

Measure What Matters
● Impressions: How many people were reached 

with your campaign messaging?
● Social metrics: How did people engage with 

your social channels?
● Website metrics: How many people visited 

your site? How much time was spent on your 
site?

● Bookings: How many tickets were purchased?

Media Planning 
Considerations
Measures of Success



Suggested Campaign Timing for 
Year-Round Organizations and 
Attractions 
● Align campaign strategies with seasonal travel 

intentions; distribute budget seasonally to meet 
demand and support need-period growth

● Launch campaigns in advance of typical booking 
windows to influence trip-planning decisions

Suggested Campaign Timing for Annual 
Events
● Deploy campaigns early enough for visitors and 

residents to plan ahead

Align Creative and Landing Pages With 
Relevant Messaging for the Promoted 
Season or Event

Media Planning 
Considerations
Campaign Timing



Consider Multiple Factors to 
Determine Market Mix
● Market size and proximity: How big is the 

target market? How close is it to Fort Myers? 
● Online demand measured by Google 

Analytics: Do you see existing or potential 
demand in a target market? How does this 
interest vary seasonally?

● VCB marketing: Is the VCB targeting a key 
market and building greater destination 
awareness?

● Relative advertising costs: Is it expensive to 
run media in the target market?

Media Planning 
Considerations
Target Markets



Find the Right Travelers and Attendees
● Understand who your current visitors are: 

Who is currently driving attendance? How do 
these guests change seasonally?

● Identify new target audiences: What types of 
higher-value guests and attendees would stay 
longer and spend more? 

● Get to know how your audience consumes 
media: What media platforms does your target 
audience engage with? When will your target 
audience be most receptive to your 
messaging?

● Consider messaging: How can you align 
creative messaging and landing pages to be 
most relevant to your audience’s interests?

Media Planning 
Considerations
Target Audiences



Media Types
Broadcast: Consists of traditional formats like linear TV, cable TV and terrestrial 
radio. Supplement with digital extensions such as connected TV, streaming audio 
and podcasts.

Print: Includes standard print publishers along with their digital platforms and 
social channels to maximize consumer touch points.

Out-of-Home: Showcases messaging across high-impact billboards.

Digital: Encompasses all programmatic and site-direct inventory plus paid social 
and paid search.



Core Digital Platforms of Success
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DIGITAL 
PLATFORMS DEFINITION SAMPLE VENDORS

Programmatic
● Serves relevant advertising using artificial intelligence 

and automation. Prioritizes reaching the right audience, 
wherever they may be browsing the web.

● Sojern

Travel Endemic ● Displays media on contextually relevant sites within the 
travel vertical. ● Tripadvisor

Online Travel 
Agency (OTA)

● Includes placement in web-based marketplaces that 
allow consumers to research and book travel products 
and services, including hotels, flights, cars, tours, cruises, 
activities, and more, directly with travel suppliers.

● Expedia
● Hotels.com

Paid Social ● Sponsors placement on third-party social networking 
platforms with the goal of targeting specific customers.

● Facebook
● Instagram
● Pinterest

Paid Search
● Allows companies to pay search engines to place their 

ads higher on relevant search engine results pages with 
the goal of driving traffic to their site. 

● Google Ads
● Microsoft Ads



Diversify Media Mix to Maximize 
Impact
● Match media mix to consumer behavior and 

media trends
● Prioritize digital channels for measurable 

performance

Sample Media Mix for Year-Round 
Organizations and Attractions
● Digital: 60%–70% of total investment
● Paid social: 15%–20% of total investment
● Paid search: 15%–20% of total investment

Sample Media Mix for Annual Events
● Digital: 40%–50% of total investment
● Paid social: 20%–30% of total investment
● Paid search: 15%–20% of total investment

Media Planning 
Considerations
Media Mix
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Media Highlights
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Media Highlights

Digital Media
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Source: eMarketer

32 is the new 24.
Blending routine activities with technology and media is 

allowing consumers to extend their days to 32 hours. 

13 hours are spent 
daily with media 
and technology. 

Consumers look to video and audio as accompaniments 
to work and non-work activities.

Consumer 
Behavior
Multitasking Leads to        
Longer Days



Digital Media Touch Points

Placement Types: Display banners, video, native
Targeting: High-impact, premium publisher and 
endemic sites using demo tactics
Measures of Success: Reach, net new consumers, 
off-site and on-site media engagements

Placement Types: Display banners
Targeting: Behavior, context, purchase, travel intent and 
competitive conquesting
Measures of Success: Off-site and on-site media 
engagements, qualified leads

Placement Types: Display banners
Targeting: Tactical site, social and search retargeting
Measures of Success: Off-site and on-site media 
engagements, bookings, ticket sales

CONVERSION
Drive Desired Action

INTENT
Influence and Engage

PROSPECTING
Introduce and Inspire
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Benefits

● Provides advanced targeting 
● Aligns with consumer media usage
● Offers measurable performance 

Challenges

● Higher minimum spend requirements 
● Requires vendor support
● Polished assets preferred

Vendor Selection Criteria

● Targeting: Will the recommended tactics reach 
my target audience?

● Creative: Can the vendor help with creative 
development based on provided assets?

● Measures of Success: What post-campaign 
reporting is available? What site tracking is 
needed?

Digital Media
Planning Considerations



Core Digital Platforms for Success
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DIGITAL 
PLATFORMS

SAMPLE 
VENDORS TARGETING ADVERTISER TYPE SUGGESTED 

BUDGET

Programmatic ● Sojern

● Travel intenders and confirmed 
bookers

● Competitive conquesting
● Site retargeting
● In-market targeting

● Year-round 
organizations and 
attractions

● Annual events

● Minimum 
$5K per 
month

Travel Endemic ● Tripadvisor
● Travel intenders 
● Competitive conquesting
● In-market targeting

● Year-round 
organizations and 
attractions

● Annual events

● Minimum 
$5K per 
month

Online Travel 
Agency (OTA)

● Expedia
● Hotels.com

● Travel intenders and confirmed 
bookers

● Competitive conquesting

● Year-round 
organizations and 
attractions

● Annual events

● Minimum 
$5K per 
month



Images
● Use imagery and motion to create 

intrigue, not just to capture attention.
● Choose the right image for the size. 

Match vertical images to vertical 
placements and landscape images to 
horizontals.

Messaging
● End on a clear call to action. Tell the 

viewer what to do next.
● Keep the message to a single thought. 

The website where it drives viewers can 
explain in more detail.

Digital Media
Creative Considerations



Digital Media: Sample Creative
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Media Highlights

Paid Social
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Travelers are 
active on social.

84% of active leisure travelers have a personal 
account on one or more social media channels.

Social is driving 
travel purchases.

52% of consumers have selected a vacation 
destination based on information viewed on 

social media. It is imperative to lean into specific, 
customized messages for each social platform.

Consumer 
Behavior
Travelers Search for 
Inspiration on Social Media

Source: eMarketer



Social Media Touch Points

Placement Types: Video, images
Targeting: Interest-based, look-alike, keyword
Measures of Success: Reach, awareness, video views

Placement Types: Video, images, carousel
Targeting: Interest-based, look-alike, keyword, 
retargeting
Measures of Success: Web traffic, post engagement, 
custom conversions

Placement Types: Images, carousel
Targeting: Interest-based, look-alike, keyword, 
retargeting, custom audience retargeting
Measures of Success: Web traffic, lead forms, custom 
conversions

CONVERSION
Drive Desired Action

INTENT
Influence and Engage

PROSPECTING
Introduce and Inspire
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Social Media
Planning Considerations

Benefits
● Strong consumer engagement
● Accommodates less polished creative
● Highly targeted, variety of targeting tactics

Challenges
● Lack of platform support
● Requires agency support
● Potential community backlash, comments

Vendor Selection Criteria
● Targeting: Will the recommended 

platforms and tactics reach my target 
audience? Which social platforms are used 
most by my target audience?

● Creative: Do we have the assets for the 
greatest resonance on each platform?

● Measures of Success: What post-campaign 
reporting is available? What site tracking is 
needed?



Core Social Platforms for Success
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SOCIAL 
PLATFORMS TARGETING ADVERTISER TYPE

Facebook

● Interest-based
● Look-alike
● Site visitor retargeting
● Custom audience targeting
● Website event/behavior retargeting
● Engaged user and follower retargeting

● Year-round organizations and 
attractions

● Annual events

Instagram

● Interest-based
● Look-alike
● Site visitor retargeting
● Custom audience targeting
● Website event/behavior retargeting
● Engaged user and follower retargeting

● Year-round organizations and 
attractions

● Annual events

Pinterest

● Interest-based
● Look-alike
● Keyword
● Site retargeting

● Year-round organizations and 
attractions

● Annual events

TikTok
● Interest-based
● Look-alike
● Site retargeting

● Year-round organizations and 
attractions

● Annual events



Images
● Most people will view on mobile devices. 

Use vertical shots.
● Lead with the destination or experience. 

People should not be the focus.
● Images perform better when they 

feature the destination as much as or 
more than people.

● Avoid “stock” or overly produced or 
treated images. 

Messaging
● Try speaking as a friend, not a 

salesperson.
● Authentic, inspirational and engaging 

language performs better.

Social Media
Creative Considerations



Social Media: Sample Creative
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Media Highlights

Paid Search
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Consumer 
Behavior
Traveler Inquiries 
Continued to Grow in 2023

Source: Google Ads



Paid Search Touch Points

Placement Types: Text, Discovery Ads
Targeting: Keyword 
Measures of Success: Site traffic

Placement Types: Text, Discovery Ads
Targeting: Keyword
Measures of Success: Site traffic

Placement Types: Text
Targeting: Keyword
Measures of Success: Site traffic, lead forms, bookings, 
ticket sales

CONVERSION
Drive Desired Action

INTENT
Influence and Engage

PROSPECTING
Introduce and Inspire
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Paid and Organic 
Search Webinar
Thursday, May 2 at 3:00 p.m. 

Best Practices for Paid and 
Organic Search in 2024
● How to analyze the effectiveness of your 

search campaigns
● How Google is ranking websites in 2024
● Transitioning to Google Analytics 4 (GA4)
● Google Ads new campaign types



Key Takeaways
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Establish Campaign Parameters

● Identify measurable goals
● Consider optimal campaign timing, 

target markets and target audiences
● Understand media types and how your 

target audience engages with media

Prioritize a Digital Media Mix

● Consider digital media for its highly 
targeted reach and post-campaign 
reporting

● Look at paid social advertising to reach 
your target audience where they are 
spending significant time engaging with 
content

● Include paid search tactics for highly 
targeted conversion-driven results

Digital Media 
Planning
Key Takeaways



Free Resources
● Google Analytics

○ Reporting resources
○ Reporting tutorial

● Google Trends
● Google Ads
● Facebook Audience Insights
● Facebook Business Manager
● Lee County VCB resources

○ Statistics
○ Performance Dashboard

Free Courses
● Facebook and Instagram courses
● Google Analytics courses 

Digital Media 
Planning
Key Takeaways

https://marketingplatform.google.com/about/analytics/?sjid=17083079859656856122-NC
https://support.google.com/analytics/answer/9212670?hl=en&ref_topic=12153537,12153943,2986333,&sjid=17083079859656856122-NC&visit_id=638461588058080742-3464768256&rd=1
https://www.youtube.com/watch?v=NHXeDuZ2lf0
https://trends.google.com/trends/
https://ads.google.com/intl/en_us/start/overview-ha/?subid=us-en-ha-awa-bk-c-000!o3~CjwKCAjw48-vBhBbEiwAzqrZVJa0FWAbVzEQQ48-9aFxlwDWIgzRjDqEvvITwuwm4MM6BX1qE401yhoCZw4QAvD_BwE~137408560317~kwd-94527731~17414652933~663302636775&gad_source=1&gclid=CjwKCAjw48-vBhBbEiwAzqrZVJa0FWAbVzEQQ48-9aFxlwDWIgzRjDqEvvITwuwm4MM6BX1qE401yhoCZw4QAvD_BwE&gclsrc=aw.ds
https://www.facebook.com/business/insights/tools/audience-insights
https://business.facebook.com/latest?nav_ref=mfb_sem_redirect&gclid=CjwKCAjw48-vBhBbEiwAzqrZVM40Vw_rnWbprh4U-TrKn0W5UEcDOj6iIeL_sjGsCzzJROZn-4RSfBoCnoUQAvD_BwE
https://www.visitfortmyers.com/lee-vcb/education-and-resources/statistics
https://www.visitfortmyers.com/lee-vcb/education-and-resources/statistics/performance-dashboard
https://www.facebook.com/business/learn/courses
https://skillshop.exceedlms.com/student/catalog/list?category_ids=6431-google-analytics-4&utm_campaign=redirect&utm_source=analytics-academy&utm_medium=banner
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Thank you!



Appendix
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Appendix

Glossary
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Glossary | Media Types
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MEDIA TYPE DEFINITION

Broadcast
● Consists of traditional formats like linear TV, cable TV and terrestrial radio
● Supplements with digital extensions such as connected TV, streaming audio and 

podcasts

Print ● Includes standard print publishers along with their digital platforms and social 
channels to maximize consumer touch points

Out-of-Home ● Showcases messaging across billboards, posters, cinemas, transit, airport and 
non-traditional spaces

Digital ● Encompasses all programmatic and site-direct inventory plus paid social and paid 
search



Glossary | Digital Platforms
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DIGITAL PLATFORM DEFINITION

Programmatic ● Serves relevant advertising using artificial intelligence and automation. Prioritizes 
reaching the right audience, wherever they may be browsing the web.

Travel Endemic ● Displays media on contextually relevant sites within the travel vertical.

Online Travel Agency (OTA)
● Includes placement in web-based marketplaces that allow consumers to research 

and book travel products and services, including hotels, flights, cars, tours, cruises, 
activities, and more, directly with travel suppliers.

Paid Social ● Sponsors placement on third-party social networking platforms with the goal of 
targeting specific customers.

Paid Search ● Allows companies to pay search engines to place their ads higher on relevant 
search engine results pages with the goal of driving traffic to their site. 



Glossary | Targeting Tactics
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TARGETING TACTIC DEFINITION

Demographic ● Reaches users based on their age, gender, household income, etc.

Behavioral ● Targets users based on their web browsing behavior, such as pages visited, content 
viewed or actions made on a site(s) 

Contextual ● Matches advertising to the content of the website

Geo (In-Market) ● Displays content based on automated or assumed knowledge of an end user’s 
position in the real world

Purchase ● Targets based on shopping patterns and purchase history

Interest-Based ● Displays messaging based on a user’s assumed interests 

Look-Alike ● Reaches an audience similar to existing consumers

Keyword ● Targets based on a specific word(s) entered into a search engine



Glossary | Targeting Tactics
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TARGETING TACTIC DEFINITION

Travel Intenders ● Targets users based on travel intent expressed through online searches

Confirmed Bookers ● Reaches users who have completed a travel booking

Competitive Conquesting ● Targets consumers who are searching for competitive destination, attractions 
and/or properties

Retargeting

● Messages to those who have visited your site or social channels prompting a return 
visit or conversion

● Applied as site retargeting, engaged user and follower retargeting and custom 
audience retargeting



Appendix

Google Analytics Reporting
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Google Analytics Reporting Highlights
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https://www.youtube.com/watch?v=NHXeDuZ2lf0

