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Domestic Sales Shows

Meeting Today Live South:
Orlando, FL — November 2024

Meeting Planner

Meeting Planner Trade Show

Meetings Today Live South brings together qualified
meeting professionals who hold events in the Southern
region to one location and provides accredited
educational sessions, networking events and one-on-
one appointments.

Shared Appointment Book & Conference Attendance With VCB,
Planner Contact Information

60

11/17/2024

11/20/2024

600

Domestic Sales Shows

Northern Central Florida

ency Sales Mission:

Greater Orlando, FL—
November 2024

Travel Advisor

Travel Agency Sales Calls

This is your chance to get your property “top-of-mind”
with our state’s most influential travel advisors. The VCB
will organize and lead several days of planned sales calls
with travel agencies, tour planners and AAA offices to
highlight Fort Myers — Islands, Beaches and
Neighborhoods for the important summer and fall travel
seasons.

Travel Advisor Education Opportunity and Contact Information

30

11/19/2024

11/21/2024

Domestic Sales Shows

Association Forum Holiday
Showcase: Chicago, IL—
December 2024

Meeting Planner

Meeting Planner Trade Show

Holiday Showcase continues to be the Association
Forum's largest annual event and Chicagoland's no. 1
meetings and business services exhibition. In addition to
being a successful trade show, Holiday Showcase
provides outstanding educational content in a variety of
topic areas for attendees.

Shared Booth With VCB, Planner Contact Information

1,200

12/04/2024

12/05/2024

300

Domestic Sales Shows

Smart Meetings Incentive
Experience: Phoenix, AZ -
December 2024

Meeting Planner

Meeting Planner Trade Show

Smart Meetings Incentive Experience brings together
the most highly qualified meeting and incentive
planners with top destinations, hotels/resorts, DMOs
and tourism offices from the incentive market. During
this three-day event, attendees participate in one-on-
one pre-scheduled appointments, gain industry insights
from guest speakers and network with this exclusive
group.

Shared Appointments With VCB, Planner Contact Information

75

12/08/2024

12/10/2024

1,900

Domestic Sales Shows

RCMA Emerge: Phoenix, AZ —
January 2025

Meeting Planner

Faith-Based Meeting Planner Trade Show

The Religious Conference Management Association
(RCMA) Emerge is a one-stop opportunity for you to
meet with the top faith-based meeting planners, refine
your professional skills with education, and reconnect
with friends and colleagues. This show includes over 30
informative, interactive educational sessions and three
powerful keynote experiences plus six hours of
connectivity with planners during the Emerge Expo.
There is also another 10+ hours of potential
engagement during breaks, meals, receptions, and other
intentional connection events.

Shared Booth & Conference Attendance With VCB, Planner
Contact Information

850

01/06/2025

01/08/2025

400

Domestic Sales Shows

Travel & Adventure Show
Atlanta: Atlanta, GA — January
2025

Leisure Consumer | Travel
Advisor

Consumer Trade Show & Travel Advisor Program

The Travel & Adventure Shows are time-tested and
highly regarded destination promotion opportunities.
You'll meet thousands of consumers at each event who
are attending to find their next vacation and meet you.
Additionally, our participation in the FAM-TAS Passport
Program enables special access to pre-qualified and
highly informed travel advisors with whom you can
count on quality face-to-face conversations that
generate leads and bookings — all under one roof.

Booth With VCB

8,000

01/11/2025

01/12/2025

200

Domestic Sales Shows

Travel & Adventure Show
New York City: New York, NY
—January 2025

Leisure Consumer | Travel
Advisor

Consumer Trade Show & Travel Advisor Program

The Travel & Adventure Shows are time-tested and
highly regarded destination promotion opportunities.
You'll meet thousands of consumers at each event who
are attending to find their next vacation and meet you.
Additionally, our participation in the FAM-TAS Passport
Program enables special access to pre-qualified and
highly informed travel advisors with whom you can
count on quality face-to-face conversations that
generate leads and bookings — all under one roof.

Booth With VCB

24,000

01/25/2025

01/26/2025

200

Domestic Sales Shows

Travel & Adventure Show
Chicago: Rosemont, IL —
February 2025

Leisure Consumer | Travel
Advisor

Consumer Trade Show & Travel Advisor Program

The Travel & Adventure Shows are time-tested and
highly regarded destination promotion opportunities.
You’ll meet thousands of consumers at each event who
are attending to find their next vacation and meet you.
Additionally, our participation in the FAM-TAS Passport
Program enables special access to pre-qualified and
highly informed travel advisors with whom you can
count on quality face-to-face conversations that
generate leads and bookings — all under one roof.

Booth With VCB

16,000

02/01/2025

02/02/2025

200

Domestic Sales Shows

NYSAE Trade Show, Theatre
Client Event & Expo: New
York City, NY — February
March 2025

Meeting Planner

Meeting Planner Trade Show and Client Event

The New York Society of Association Executives (NYSAE)
meeting planner event is a great opportunity to network
with association and not-for-profit management
executives. The VCB will invite clients to the networking
trade show followed by a client theatre event.
Participants will receive contact information from all
planner show attendees.

Booth With VCB, Client Event and Planner Contact Information

500

02/02/2025

02/03/2025

800
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Domestic Sales Shows

Florida Encounter: Ocala, FL —
February 2025

Meeting Planner

Meeting Planner Trade Show

Florida Encounter is Visit Florida's premier trade show
for hosted conference planners to meet with Florida's
meetings and events destinations and hotels. This trade
show includes networking opportunities, one-on-one
appointments and boasts a 1:1 supplier to meeting
professional ratio. Similar to the past couple of years,
Florida Encounter is being held during the same
timeframe as Florida Huddle (international travel trade).

Your Own Booth, Appointment Book & Conference Attendance,
and Planner Contact Information. (VCB will provide carpet &

limited décor to create a destination presence.)

150

02/03/2025

02/05/2025

2,750

Domestic Sales Shows

Travel & Adventure Show DC:
Washington, D.C. — March
2025

Leisure Consumer | Travel

Advisor

Consumer Trade Show & Travel Advisor Progranm

The Travel & Adventure Shows are time-tested and
highly regarded destination promotion opportunities.
You’ll meet thousands of consumers at each event who
are attending to find their next vacation and meet you.
Additionally, our participation in the FAM-TAS Passport
Program enables special access to pre-qualified and
highly informed travel advisors with whom you can
count on quality face-to-face conversations that
generate leads and bookings — all under one roof.

Booth With VCB

15,000

03/29/2025

03/30/2025

200

Domestic Sales Shows

Destinations Celebration:
Kansas City, MO — April 2025

Meeting Planner

Meeting Planner Client Event

The VCB will participate in a hosted meeting planner
themed event in the Kansas City market, targeting
planners in the corporate, association and incentive
markets. Participants will receive all contact information
of the planners at the conclusion of the event.

Shared Booth and Meeting Planner Contact Information

75

04/01/2025

04/30/2025

300

Domestic Sales Shows

East Coast Florida Travel
Agency Sales Mission & Client
Event: From
West Palm Beach to Miami
Gardens — April-May 2025

Travel Advisor

Travel Agency Sales Calls & Client Event

This is your chance to get your property “top-of-mind”
with our state’s most influential travel advisors. The VCB
will organize and lead several days of planned sales calls
with travel agencies, tour planners and AAA offices to
highlight Fort Myers — Islands, Beaches and
Neighborhoods for the important summer and fall travel
seasons.

Travel Advisor Education Opportunity and Contact Information

25

04/29/2025

05/01/2025

Domestic Sales Shows

American Society of Travel
Advisors (ASTA) Global
Convention: Salt Lake City, UT
— May 2025

Travel Agent

Travel Advisor Trade Show and Education

Known as the essential industry event for travel advisor
professionals, this is where the best of the best in the
travel agency industry convene for inspiration,
education and entertainment. The annual ASTA Global
Convention is where the travel agency industry gathers
for three days of thought-provoking programming, a
trade show and idea sharing.

Booth With VCB

1,000

05/20/2025

05/22/2025

900

Domestic Sales Shows

West Coast Florida Travel
Agency Sales Mission & Client
Event: From
Punta Gorda to Spring Hill —
June 2025

Travel Advisor

Travel Agency Sales Calls & Client Event

This is your chance to get your property “top-of-mind”
with our state’s most influential travel advisors. The VCB
will organize and lead several days of planned sales calls
with travel agencies, tour planners and AAA offices to
highlight Fort Myers — Islands, Beaches and
Neighborhoods for the important summer and fall travel
seasons.

Travel Advisor Education Opportunity and Contact Information

25

06/10/2025

06/12/2025

Domestic Sales Shows

Red Sox Fenway Client Event:
Boston, MA —July 2025

Meeting Planner

Meeting Planner Client Event

The Red Sox meeting planner event is a great
opportunity to network with Greater Boston—area
meeting professionals in a unique, destination-themed
setting. Targeted clients will be with planners in the
corporate, association and incentive markets.
Participants will receive all planner contact information
and qualification sheets. Date dependent upon Red Sox
home game schedule.

Client Event With VCB, Planner Contact Information

20

07/01/2025

07/31/2025

300

Domestic Sales Shows

Minnesota Twins Client
Event: Minneapolis, MN —
August/September 2025

Meeting Planner

Meeting Planner Client Event

The Twins meeting planner event is a great opportunity
to network with Greater Minneapolis—area meeting
professionals in a unique, destination-themed setting.
Targeted clients will be with planners in the corporate,
association and incentive markets. Participants will
receive all planner contact information and qualification
sheets. Date dependent upon the Twins home game
schedule.

Client Event With VCB, Planner Contact Information

20

08/01/2025

09/30/2025

300

Domestic Sales Shows

Connect Association: City TBD
— August 2025

Meeting Planner

Meeting Planner Trade Show

Connect is a hosted buyer event that brings together the
most active planners, suppliers and experts in
association meetings and events for preset
appointments, keynote general sessions,
planner/supplier roundtables and quality networking.
The event offers a reverse trade show format that
matches planners and suppliers for individual
appointments based on their requests as well as
additional factors.

Shared Appointments With VCB, Planner Contact Information

450

08/01/2025

08/31/2025

1,300

Domestic Sales Shows

Connect Corporate: City TBD —
August 2025

Meeting Planner

Meeting Planner Trade Show

Connect is a hosted-buyer event that brings together
the most active planners, suppliers and experts in
corporate meetings and events for preset
appointments, keynote general sessions,
planner/supplier roundtables and quality networking.
The event offers a reverse trade show format that
matches planners and suppliers for individual
appointments based on their requests, as well as
additional factors.

Shared Appointments With VCB, Planner Contact Information

450

08/01/2025

08/31/2025

1,300




. . . . Material Recommendations Estimated Estimated Start | Estimated End Max
Program Group Program Name Content Opportunity Detailed Program Overview Partners Receive . Rate -
and Notes Impressions Date Date Participants
The VCB will participate in a hosted meeting planner—
Destinations Celebration: themed event in the Milwaukee market targeting
Domestic Sales Shows Milwaukee, W1 — Meeting Planner Meeting Planner Client Event planners in the corporate, association and incentive Shared Booth and Meeting Planner Contact Information 50 09/01/2025 10/31/2025 300 1
September/October 2025 markets. Participants will receive all contact information
of the planners at the conclusion of the event.
The VCB will organize daily sales calls and one client
Tallahassee Meeting Planner event in the Tallahassee area. Targeted appointments
Domestic Sales Shows Sales Calls & Client Event: Meeting Planner Meeting Planner Sales Calls & Client Event will be with meeting planners in the Florida association Shared Sales Calls, Planner Contact Information 20 09/23/2025 09/26/2025 300 2

Tallahassee, FL — September
2025

market. The VCB will provide contact information and
qualification sheets for each meeting planner from all
sales appointments at the conclusion of the mission.




Material

Program Group Program Name Content Opportunity Detailed Program Overview Partners Receive Recommendations and Estlmat.ed Estimated Start Estimated End Rate M?x
Impressions Date Date Participants
Notes
Pafrtners ha.ve the opportunity to ta.rget specific Lee County destinations Expedia is an OTA (online travel agency) for finding discount rates for airline . Offer Strongly
; . . : . with Expedia through banner ad units as well as retarget consumers who | . - Photo, Headline,
International Leisure Digital | Canada Expedia International R tickets and hotel stays. The ads will run on search result pages for consumers . Recommended
i L. N have shown interest. R R ; . T X Offer/Message, and Link to X 50000 11/01/2024 01/31/2025 550 5
Display Digital: Winter 2024/25 looking for bookings in Lee County and competitive destinations. Will refer to Partner's OTA Listin (Offer must be valid
L . . the partner listing within Expedia. g through end date)
This is a conversion tactic.
Programmatic targeting provides reach at an efficient cost as well as targeting
specific consumers who show the behaviors of travel intent for beach and
Partners have the opportunity to increase overall reach and target Florida vacations. Programmatic utilizes RTB (real-time bidding) across
consumers who have exhibited online behaviors indicating they are exchanges to reach the audience through data aggregation on a DMP (data . Offer Strongly
International Leisure Digital Canada Travel Intenders planning a beach/Florida vacation. Types of targeting include behavioral, |management platform). In essence, this means that the programmatic partner Photo, Headline, Recommended
h International Digital: Winter R - . . T ) 4 . A . Offer/Message, and Link to . 75000 11/01/2024 01/31/2025 500 6
Display contextual, demographic, geographic, and site and search retargeting. will be able to reach the target audience across all devices, including desktop, \ L (Offer must be valid
2024/25 S . A . Partner's OTA Listing
tablet and mobile, in a real-time environment. For example, if a consumer through end date)
This is an intent tactic. searches for "hotels on Sanibel Island" in a search engine, the network will bid
in real time for the next available ad unit in order to show the consumer a co-
op partner's message at the most relevant time.
. Pértners haye the opportunity to ta.rget specific Lee County destinations Expedia is an OTA (online travel agency) for finding discount rates for airline . Offer Strongly
’ . . Germany Expedia with Expedia through banner ad units as well as retarget consumers who | . - Photo, Headline,
International Leisure Digital . L ) K tickets and hotel stays. The ads will run on search result pages for consumers . Recommended
) International Digital: Winter have shown interest. - o o e ) Offer/Message, and Link to ) 50000 11/01/2024 01/31/2025 550 5
Display looking for bookings in Lee County and competitive destinations. Will refer to \ . (Offer must be valid
2024/25 R, ) Partner's OTA Listing
L . . the partner listing within Expedia. through end date)
This is a conversion tactic.
Programmatic targeting provides reach at an efficient cost as well as targeting
specific consumers who show the behaviors of travel intent for beach and
Partners have the opportunity to increase overall reach and target Florida vacations. Programmatic utilizes RTB (real-time bidding) across
consumers who have exhibited online behaviors indicating they are exchanges to reach the audience through data aggregation on a DMP (data . Offer Strongly
International Leisure Digital Germany Travel Intenders planning a beach/Florida vacation. Types of targeting include behavioral, |management platform). In essence, this means that the programmatic partner Photo, Headline, Recommended
) International Digital: Winter R - . . s ' : ) ) . Offer/Message, and Direct ) 75000 11/01/2024 01/31/2025 500 6
Display contextual, demographic, geographic, and site and search retargeting. will be able to reach the target audience across all devices, including desktop, o (Offer must be valid
2024/25 e g X X Website Link
tablet and mobile, in a real-time environment. For example, if a consumer through end date)
This is an intent tactic. searches for "hotels on Sanibel Island" in a search engine, the network will bid
in real time for the next available ad unit in order to show the consumer a co-
op partner's message at the most relevant time.
Pa'rtners ha.ve the opportunity to ta.rget specific Lee County destinations Expedia is an OTA (online travel agency) for finding discount rates for airline . Offer Strongly
. . - . . with Expedia through banner ad units as well as retarget consumers who | . N Photo, Headline,
International Leisure Digital | U.K. Expedia International R tickets and hotel stays. The ads will run on search result pages for consumers . Recommended
. - . have shown interest. . A " e ) Offer/Message, and Link to ) 50000 01/17/2025 04/30/2025 550 5
Display Digital: Spring/Summer 2025 looking for bookings in Lee County and competitive destinations. Will refer to Partner's OTA Listin (Offer must be valid
. ) . the partner listing within Expedia. g through end date)
This is a conversion tactic.
Programmatic targeting provides reach at an efficient cost as well as targeting
specific consumers who show the behaviors of travel intent for beach and
Partners have the opportunity to increase overall reach and target Florida vacations. Programmatic utilizes RTB (real-time bidding) across
U.K. Travel Intenders consumers who have exhibited online behaviors indicating they are exchanges to reach the audience through data aggregation on a DMP (data Photo. Headline Offer Strongly
International Leisure Digital ", lanning a beach/Florida vacation. Types of targeting include behavioral, . i i ! " Recommended
fonalLeisure Digl International Digital: planning /Florida vacation. Types of targeting inclu vioral, |management platform). In essence, this means that the programmatic partner | (. /1occace and Direct . 75000 01/17/2025 04/30/2025 500 6
Display - contextual, demographic, geographic, and site and search retargeting.  |will be able to reach the target audience across all devices, including desktop, o (Offer must be valid
Spring/Summer 2025 N 8 R X Website Link
tablet and mobile, in a real-time environment. For example, if a consumer through end date)
This is an intent tactic. searches for "hotels on Sanibel Island" in a search engine, the network will bid
in real time for the next available ad unit in order to show the consumer a co-
op partner's message at the most relevant time.
. Paftners haye the opportunity to target specific Lee County destinations Expedia is an OTA (online travel agency) for finding discount rates for airline . Offer Strongly
. . .. Germany Expedia with Expedia through banner ad units as well as retarget consumers who | . - Photo, Headline,
International Leisure Digital . . X tickets and hotel stays. The ads will run on search result pages for consumers . Recommended
. International Digital: have shown interest. . o " Lo . Offer/Message, and Link to . 35000 03/01/2025 05/31/2025 500 5
Display . looking for bookings in Lee County and competitive destinations. Will refer to \ - (Offer must be valid
Spring/Summer 2025 L o . Partner's OTA Listing
- . . the partner listing within Expedia. through end date)
This is a conversion tactic.
Programmatic targeting provides reach at an efficient cost as well as targeting
specific consumers who show the behaviors of travel intent for beach and
Partners have the opportunity to increase overall reach and target Florida vacations. Programmatic utilizes RTB (real-time bidding) across
consumers who have exhibited online behaviors indicating they are exchanges to reach the audience through data aggregation on a DMP (data . Offer Strongly
International Leisure Digital Germany Travel Intenders lanning a beach/Florida vacation. Types of targeting include behavioral, |management platform). In essence, this means that the programmatic partner Photo, Headline, Recommended
! e International Digital: planning ) - ypes ot targeting vioral, |manag P : » Thi € programmatic p Offer/Message, and Direct . 75000 03/01/2025 05/31/2025 500 6
Display . contextual, demographic, geographic, and site and search retargeting. will be able to reach the target audience across all devices, including desktop, o (Offer must be valid
Spring/Summer 2025 o . . . Website Link
tablet and mobile, in a real-time environment. For example, if a consumer through end date)
This is an intent tactic. searches for "hotels on Sanibel Island" in a search engine, the network will bid
in real time for the next available ad unit in order to show the consumer a co-
op partner's message at the most relevant time.
Pa-rtners ha.ve the opportunity to target specific Lee County destinations Expedia is an OTA (online travel agency) for finding discount rates for airline . Offer Strongly
. . . . . with Expedia through banner ad units as well as retarget consumers who | . - Photo, Headline,
International Leisure Digital | Canada Expedia International R tickets and hotel stays. The ads will run on search result pages for consumers . Recommended
R . have shown interest. R . . . oo R Offer/Message, and Link to . 50000 08/01/2025 09/30/2025 550 5
Display Digital: Fall 2025 looking for bookings in Lee County and competitive destinations. Will refer to \ - (Offer must be valid
- - . Partner's OTA Listing
L . . the partner listing within Expedia. through end date)
This is a conversion tactic.
Programmatic targeting provides reach at an efficient cost as well as targeting
specific consumers who show the behaviors of travel intent for beach and
Partners have the opportunity to increase overall reach and target Florida vacations. Programmatic utilizes RTB (real-time bidding) across
consumers who have exhibited online behaviors indicating they are exchanges to reach the audience through data aggregation on a DMP (data Photo. Headline Offer Strongly
International Leisure Digital Canada Travel Intenders lanning a beach/Florida vacation. Types of targeting include behavioral, . i i ’ " Recommended
g p g / yp geting management platform). In essence, this means that the programmatic partner Offer/Message, and Direct 75000 08/01/2025 09/30/2025 500 6

Display

International Digital: Fall 2025

contextual, demographic, geographic, and site and search retargeting.

This is an intent tactic.

will be able to reach the target audience across all devices, including desktop,
tablet and mobile, in a real-time environment. For example, if a consumer
searches for "hotels on Sanibel Island" in a search engine, the network will bid
in real time for the next available ad unit in order to show the consumer a co-
op partner's message at the most relevant time.

Website Link

(Offer must be valid
through end date)




Material

Estimated

Estimated Start

Estimated End

Max

P G P N Content Opportunit Detailed P [o) i Part Recei i Rat
rogram Group rogram Name onten pportunity etailed Program Overview artners Receive Recommendations and [ R Date Date ate Participants
Notes
Pafrtners ha.ve the opportunity to ta.rget specific Lee County destinations Expedia is an OTA (online travel agency) for finding discount rates for airline . Offer Strongly
; . L . ) with Expedia through banner ad units as well as retarget consumers who | . - Photo, Headline,
International Leisure Digital | U.K. Expedia International R tickets and hotel stays. The ads will run on search result pages for consumers . Recommended
i o have shown interest. R R ; . T X Offer/Message, and Link to X 50000 08/01/2025 09/30/2025 550 5
Display Digital: Fall 2025 looking for bookings in Lee County and competitive destinations. Will refer to \ - (Offer must be valid
. i . Partner's OTA Listing
L . . the partner listing within Expedia. through end date)
This is a conversion tactic.
Programmatic targeting provides reach at an efficient cost as well as targeting
specific consumers who show the behaviors of travel intent for beach and
Partners have the opportunity to increase overall reach and target Florida vacations. Programmatic utilizes RTB (real-time bidding) across
consumers who have exhibited online behaviors indicating they are exchanges to reach the audience through data aggregation on a DMP (data Photo. Headline Offer Strongly
International Leisure Digital U.K. Travel Intenders lanning a beach/Florida vacation. Types of targeting include behavioral, . i i ! . Recommended
g p g / yp geting management platform). In essence, this means that the programmatic partner Offer/Message, and Direct 75000 08/01/2025 09/30/2025 500 6

Display

International Digital: Fall 2025

contextual, demographic, geographic, and site and search retargeting.

This is an intent tactic.

will be able to reach the target audience across all devices, including desktop,
tablet and mobile, in a real-time environment. For example, if a consumer
searches for "hotels on Sanibel Island" in a search engine, the network will bid
in real time for the next available ad unit in order to show the consumer a co-
op partner's message at the most relevant time.

Website Link

(Offer must be valid
through end date)




A T TG Content Opportunity Partners Receive Material Recommendations Estimated Estimated Start | Estimated End Rate Max
and Notes Impressions Date Date Participants
Florida Huddle is Florida’s foremost travel trade event,
welcoming international travel buyers and receptives to
Florida Huddle Travel Trade Appointment :2:32‘:}:;“2:_!;3}2?322 :Egzlilr?tr;eF:ta:z?s?gan;d Individual booth, appointment book, 1 appointment-taking
Global Sales Ocala, FL - . ) badge, 1 non-appointment taking badge, carpet and plants for a 200 02/03/2025 02/05/2025 2500 4
February 2025 Show netwo.rkmg opportunities, this event f)f.fers three days destination themed look on the show floor.
of Florida-focused wholesale productivity.
Florida Huddle and Florida Encounter (meetings
industry) will be held concurrently.
NOTE: Partners must purchase own booth
through USTA
IPW is the travel industry's premier international
marketplace and is the largest generator of travel to
IPW Travel Trade Appointment the U.S. In 3 days of pre-scheduled business LVCB provides full booth furnishings, plants and design NOTE: Partners must purchase
Global Sales Chicago, IL Show appointments, more than 1,300 U.S. travel elements to each booth decorated in the destination theme. own booth through USTA 6000 06/14/2025 06/18/2025 1500 2
June 2025 organizations from every region of the USA conduct NOTE: Partners must purchase own booth through USTA

business negotiations that result in future travel to
the United States.

NOTE: Partners must purchase own booth
through USTA




Material

Estimated

Estimated Start

Estimated End

Max

Program Grou Program Name Content Opportunit Detailed Program Overview Partners Receive i Rate
8 P 8 PP Y e B e and Impressions Date Date Participants
Notes
Pa.rtners haye the opportunity to ta.rget specific Lee County destinations Expedia is an OTA (online travel agency) for finding discount rates for airline . Offer Strongly
Expedia Domestic Digital: with Expedia through banner ad units as well as retarget consumers who tickets and hotel stays. The ads will run on search result pages for consumers Photo, Headline, Recommended
Leisure Digital Display ped gital: have shown interest. . Stays. o page ; Offer/Message and Link to . 100000 11/01/2024 12/31/2024 500 5
Winter 2024/2025 looking for bookings in Lee County and competitive destinations. Will refer to Partner's OTA Listin (Offer must be valid
L . . partner listing within Expedia. & through end date.)
This is a conversion tactic.
Cross-device site retargeting provides an opportunity to reach consumers who
have visited your site and are interested in your brand. For example, if a
Partner Site Retargeting Partners have the opportunity to utilize their own website data and consumer goes to http://partner.com, "Partner" would have the opportunity Direct-Response
Digital (Annual): Nov. 2024— retarget visitors to their site across all devices and through display to retarget them with a VCB/co-op banner to entice them to come back to the Photo, Headline, Messaging Highly
Leisure Digital Display Sept. 2025 (MUST have the banners. site and convert. Direct-response messaging is extremely encouraged in this Offer/Message and Direct Encouraged (MUST 250000 11/01/2024 09/30/2025 750 20
ability to place a flood tag on type of opportunity. Co-op partners will only be able to retarget from their Website Link have ability to place
your site) This is a conversion tactic. own site and use their first-party data. Their data will not be shared with other flood tag on your site.)
co-op partners. Partners MUST have the ability to place a floodlight tag on
their website.
Programmatic targeting provides reach at an efficient cost as well as targeting
specific consumers who show the behaviors of travel intent for beach and
Partners have the opportunity to increase overall reach and target Florida vacations. Programmatic utilizes RTB (real-time bidding) across
Travel Intenders consumers who have exhibited online behaviors indicating they are exchanges to reach the audience through data aggregation on a DMP (data Photo, Headline Offer Strongly
Leisure Digital Display | Programmatic Digital: Winter planning a beach/FIond’a vacation. Types of.targetlng include behay|oral, mfanagement platform). In essence,. this means that thfe programrpatlc partner Offer/Message and Direct Recommended . 150000 11/01/2024 12/31/2024 500 6
contextual, demographic, geographic, and site and search retargeting. will be able to reach the target audience across all devices, including desktop, o (Offer must be valid
2024/25 e A . X Website Link
tablet and mobile, in a real-time environment. For example, if a consumer through end date.)
This is an intent tactic. searches for "hotels on Sanibel Island" in a search engine, the network will bid
in real time for the next available ad unit in order to show the consumer a co-
op partner's message at the most relevant time.
Programmatic targeting provides reach at an efficient cost as well as targeting
specific consumers who show the behaviors of travel intent for spring trainin
Partners have the opportunity to reach baseball fans and the spring P . . L . . 'p e J
. R ) and Florida vacations. Programmatic utilizes RTB (real-time bidding) across
training audience. Ads will be targeted toward Boston Red Sox and . .
. X . . exchanges to reach the audience through data aggregation on a DMP (data .
Spring Training Digital: Sprin Minneapolis Twins MLB fans based on contextual, behavioral and past- management platform). In essence, this means that the programmatic partner Photo, Logo, Headline,
Leisure Digital Display pring g Ligital: spring Spring Training Focus purchase data related to baseball. This tactic will run in the Boston and . & P : . . P g . P Offer/Message and Direct 100000 12/01/2024 02/28/2025 475 3
2025 . N will be able to reach the target audience across all devices, including desktop, I
Minneapolis markets only. Lo . R . Website Link
tablet and mobile, in a real-time environment. For example, if a consumer
. i i searches for "hotels on Sanibel Island" in a search engine, the network will bid
This is an intent tactic. - - ) e
in real time for the next available ad unit in order to show the consumer a co-
op partner's message at the most relevant time.
Parrtners haye the opportunity to ta.rget specific Lee County destinations Expedia is an OTA (online travel agency) for finding discount rates for airline . Offer Strongly
Expedia Domestic Digital: with Expedia through banner ad units as well as retarget consumers who tickets and hotel stays. The ads will run on search result pages for consumers Photo, Headline, Recommended
Leisure Digital Display P ° gitak have shown interest. . stays. cn page ' Offer/Message and Link to _ 100000 01/17/2025 03/31/2025 500 5
Spring 2025 looking for bookings in Lee County and competitive destinations. Will refer to \ o (Offer must be valid
- e . Partner's OTA Listing
L . . partner listing within Expedia. through end date.)
This is a conversion tactic.
Programmatic targeting provides reach at an efficient cost as well as targeting
specific consumers who show the behaviors of travel intent for beach and
Partners have the opportunity to increase overall reach and target Florida vacations. Programmatic utilizes RTB (real-time bidding) across
Travel Intenders consumers who have exhibited online behaviors indicating they are exchanges to reach the audience through data aggregation on a DMP (data Photo, Headline Offer Strongly
Leisure Digital Display Programmatic Digital: Spring planning a beach/FIorld'a vacation. Types of.targetlng include behay|oral, m?nagement platform). In essence,. this means that thfe programrpatlc partner Offer/Message and Direct Recommended . 150000 01/17/2025 03/31/2025 500 6
2025 contextual, demographic, geographic, and site and search retargeting. will be able to reach the target audience across all devices, including desktop, Website Link (Offer must be valid
tablet and mobile, in a real-time environment. For example, if a consumer through end date.)
This is an intent tactic. searches for "hotels on Sanibel Island" in a search engine, the network will bid
in real time for the next available ad unit in order to show the consumer a co-
op partner's message at the most relevant time.
Partners have the opportunity to target consumers across Tripadvisor.
com with display banners. Campaigns will utilize contextual targeting for
s e . . . . . . . . Offer Strongly
Tripadvisor Domestic Digital: placement within Lee County content, competitive conquesting to reach |Tripadvisor provides recommendations for hotels, resorts, inns, vacations, Photo, Headline, Recommended
Leisure Digital Display Spring 2025 ’ consumers searching for comparable destinations and unique reach to  |travel packages, vacation packages, travel guides, restaurants, activities, and Offer/Message and Direct (Offer must be valid 35000 01/17/2025 03/31/2025 425 6
i i i more. This is a high-performing tactic aligning with consumer intent. Website Link
vacation rental searchers (if applicable to partner). gh-p g gning through end date.)
This is an intent tactic.
Partners have the opportunity to be included in Lee County's Conde-Nast-|s @ pr‘em|um nfamonal publisher of Iargel, -house‘hold—ﬁame X
. . . . . . magazines, including Condé Nast Traveler, Bon Appétit, Vanity Fair and Wired, .
Condé Nast Digital (Premium overarching campaign with Condé Nast by running targeted display among others. Condé Nast will use first-party data from all its sites to identif Photo, Headline,
Leisure Digital Display . 8 banners across Condé Nast's portfolio of sites. e L party . . Y Offer/Message and Direct 100000 04/01/2024 06/30/2024 500 2
Publisher): Summer 2025 users most likely to travel and those who show the greatest interest in Florida. Website Link
. . . Banners will run across the full network of Condé Nast sites and refer to the
This is an intent tactic. .
partner website.
Pe?rtners haye the opportunity to ta.rget specific Lee County destinations Expedia is an OTA (online travel agency) for finding discount rates for airline . Offer Strongly
Expedia Domestic Digital: with Expedia through banner ad units as well as retarget consumers who tickets and hotel stays. The ads will run on search result pages for consumers Photo, Headline, Recommended
Leisure Digital Display P gitak: have shown interest. . Stays. o page . Offer/Message and Link to _ 100000 04/01/2025 06/30/2025 500 5
Summer 2025 looking for bookings in Lee County and competitive destinations. Will refer to \ L (Offer must be valid
- e X Partner's OTA Listing
L . . partner listing within Expedia. through end date.)
This is a conversion tactic.
Dotdash Meredith is a premium national publisher of large, household-name
Partners have the opportunity to be included in Lee County's magazines, including Midwest Living, Parents, Southern Living, and Travel +
Dotdash Meredith Digital overarching campaign with Dotdash Meredith by running display Leisure, in which the brand runs print. Other big names sinclude People, Better Photo, Headline,
Leisure Digital Display |(Premium Publisher): Summer banners across Dotdash Meredith's portfolio of sites. Homes & Gardens, Real Simple, Magnolia, and Martha Stewart Living, among Offer/Message and Direct 100000 04/01/2025 06/30/2025 500 4

2025

This is an intent tactic.

many others. Meredith brands reach a largely female audience who are
actively planning for their families. Banners will run across the full network of
Dotdash Meredith sites and refer to the partner website.

Website Link




Material

Estimated

Estimated Start

Estimated End

Max

Program Grou Program Name Content Opportunit Detailed Program Overview Partners Receive i Rate
8 P 8 PP Y e B e and Impressions Date Date Participants
Notes
X . Partners .have the Cfppor"tumty to be |nc|ud§d in Lee Cou'nty S_ The New York Times website provides comprehensive coverage of the news .
The New York Times Digital overarching campaign with The New York Times by running display from arts and entertainment to sports and science and from business and Photo, Headline,
Leisure Digital Display |(Premium Publisher): Summer banners across NYTimes.com. L P ; . , Offer/Message and Direct 85000 04/01/2025 06/30/2025 500 6
technology to dining and home design. Banners will run across NYTimes.com o
2025 . Website Link
This is an intent tactic and refer to the partner website.
Programmatic targeting provides reach at an efficient cost as well as targeting
specific consumers who show the behaviors of travel intent for beach and
Partners have the opportunity to increase overall reach and target Florida vacations. Programmatic utilizes RTB (real-time bidding) across
Travel Intenders consumers who have exhibited online behaviors indicating they are exchanges to reach the audience through data aggregation on a DMP (data Photo, Headline Offer Strongly
) N ) enders ) - ion. L . ' . . A 3 R
Leisure Digital Display Programmatic Digital: planning a beach/FIorld.a vacation Types ofitargetlng include behay|oral, m‘anagement platform). In essence{ this means that th‘e programrT\atlc partner Offer/Message and Direct ecommended . 150000 04/01/2025 06/30/2025 500 6
contextual, demographic, geographic, and site and search retargeting. will be able to reach the target audience across all devices, including desktop, O (Offer must be valid
Summer 2025 S . . R Website Link
tablet and mobile, in a real-time environment. For example, if a consumer through end date.)
This is an intent tactic. searches for "hotels on Sanibel Island" in a search engine, the network will bid
in real time for the next available ad unit in order to show the consumer a co-
op partner's message at the most relevant time.
Partners have the opportunity to target consumers across Tripadvisor.
com with display banners. Campaigns will utilize contextual targeting for
L . X . . . . . . R Offer Strongly
Tripadvisor Domestic Digital: placement within Lee County content, competitive conquesting to reach |Tripadvisor provides recommendations for hotels, resorts, inns, vacations, Photo, Headline, Recommended
Leisure Digital Display Summer 2025 ’ consumers searching for comparable destinations and unique reach to  |travel packages, vacation packages, travel guides, restaurants, activities, and Offer/Message and Direct (Offer must be valid 35000 04/01/2025 06/30/2025 425 8
i i i . more. This is a high-performing tactic aligning with consumer intent. Website Link
vacation rental searchers (if applicable to partner) gh-p g gning through end date.)
This is an intent tactic.
Partners have the opportunity to be included in Lee County's AFAR !nsplres, guides an.d enables trayelers to have deeper, rlcher and more ‘
; ; . X ; meaningful travel experiences. AFAR is one of the fastest growing travel media .
Afar Digital (Premium overarching campaign with Afar by running display banners across Afar. brands, running in both the print and digital spaces. They reach an affluent Photo, Logo, Headline,
Leisure Digital Displa R com. ! X Offer/Message and Direct 100000 04/01/2025 06/30/2025 500 3
& play Publisher): Summer 2025 audience with an average household income of income of $390,000 who take / Websigte Link ! /01/ /30/
This is an intent tactic 13 trips annually. Sixty-seven percent of the audience has children in the
) household.
Pa?rtners haye the opportunity to target specific Lee County destinations Expedia is an OTA (online travel agency) for finding discount rates for airline . Offer Strongly
Expedia Domestic Digital: Fall with Expedia through banner ad units as well as retarget consumers who tickets and hotel stays. The ads will run on search result pages for consumers Photo, Headline, Recommended
Leisure Digital Display ’ have shown interest. . S " T ) Offer/Message and Link to . 100000 07/05/2025 09/30/2025 500 5
2025 looking for bookings in Lee County and competitive destinations. Will refer to \ L (Offer must be valid
e . . Partner's OTA Listing
This is a conversion tactic partner listing within Expedia. through end date.)
i i inL ' . . . .
" L. Partners ‘have the o‘pporFumty to be |nc|udgd in Lee Cou-nty S. The New York Times website provides comprehensive coverage of the news .
The New York Times Digital overarching campaign with The New York Times by running display from arts and entertainment to sports and science and from business and Photo, Headline,
Leisure Digital Display (Premium Publisher): Fall banners across NYTimes.com. - po! i X Offer/Message and Direct 85000 07/05/2025 09/30/2025 500 6
technology to dining and home design. Banners will run across NYTimes.com O
2025 A Website Link
This is an intent tactic and and refer to the partner website.
Programmatic targeting provides reach at an efficient cost as well as targeting
specific consumers who show the behaviors of travel intent for beach and
Partners have the opportunity to increase overall reach and target Florida vacations. Programmatic utilizes RTB (real-time bidding) across
Travel Intenders consumers who have exhibited online behaviors indicating they are exchanges to reach the audience through data aggregation on a DMP (data Photo. Headline Offer Strongly
lanning a beach/Florida vacation. Types of targeting include behavioral, . i i ! i Recommended
Leisure Digital Display Programmatic Digital: Fall P € / B 'yp R geting A m.anagement platform). In essence,. this means that th_e programmatlc partner Offer/Message and Direct . 150000 07/05/2025 09/30/2025 500 6
contextual, demographic, geographic, and site and search retargeting. will be able to reach the target audience across all devices, including desktop, N (Offer must be valid
2025 o . . X Website Link
tablet and mobile, in a real-time environment. For example, if a consumer through end date.)
This is an intent tactic. searches for "hotels on Sanibel Island" in a search engine, the network will bid
in real time for the next available ad unit in order to show the consumer a co-
op partner's message at the most relevant time.
Partners have the opportunity to target consumers across Tripadvisor.
com with display banners. Campaigns will utilize contextual targeting for
L e X . ) . . . . . Offer Strongly
Tripadvisor Domestic Digital: placement within Lee County content, competitive conquesting to reach |Tripadvisor provides recommendations for hotels, resorts, inns, vacations, Photo, Headline, Recommended
Leisure Digital Display Fall 2025 ’ consumers searching for comparable destinations and unique reach to  |travel packages, vacation packages, travel guides, restaurants, activities, and Offer/Message and Direct (Offer must be valid 35000 07/05/2025 09/30/2025 425 6
i i i more. This is a high-performing tactic aligning with consumer intent. Website Link
vacation rental searchers (if applicable to partner). gh-p g gning through end date.)
This is an intent tactic.
Partners have the opportunity to reach visitors actively in-market to
Visitors — In-Market Mobile promote attractions and activities on their mobile devices through Partners have an opportunity to run display banners on mobile devices that Photo, Headline, Offer Strongly
. L . . - i . i will be targeted to users who are currently in Lee County. This campaign will Offer/Message and Direct Recommended
Leisure Digital Display Geofencing Digital: Summer geofencing technology Partners are only .able to promote their petec v ounty palg / B 2l . 100000 07/05/2025 09/30/2025 400 4
2025 restaurant or attraction. No accommodation promotion. only message visitors to encourage them to spend in-market by utilizing Website Link (Offer must be valid
geofencing technology to distinguish between residents. (300x250 web banner) through end date.)
This is a conversion tactic.
Partners have the opportunity to increase overall reach and target Programmatic targeting provides reach at an efficient cost as well as targeting
consumers who have shown online behaviors indicating they are specific consumers who show the behaviors of travel intent for beach and
planning to attend the Island Hopper Songwriter Fest. Types of targeting |Florida vacations. Programmatic utilizes RTB (real-time bidding) across
. include behavioral, contextual, demographic, geographic, and site and exchanges to reach the audience through data aggregation on a DMP (data . Must Submit a Deal for
Island Hopper Songwriter Fest rch retargeting. Creati ill be 100% SOV for partner and the VCB management platform). In nce, this means that the programmati rtner Photo, Headline, This Placement
Leisure Digital Display Programmatic Digital: Fall Island Hopper Songwriter Fest search retargeting. Lreative will be ? or partner a € : anagement platiorm). In essence, this means that the progra atic partne Offer/Message and Direct 50000 08/07/2025 09/24/2025 400 10

2025

This also includes site retargeting from the VCB website. By utilizing the
VCB's website, partners have the opportunity to target consumers who
have shown direct interest in the event.

This is a conversion tactic.

will be able to reach the target audience across all devices, including desktop,
tablet and mobile, in a real-time environment. For example, if a consumer
searches for "hotels on Sanibel Island" in a search engine, the network will bid
in real time for the next available ad unit in order to show the consumer a co-
op partner's message at the most relevant time.

Website Link

(Offer must be valid
through end date.)




Material

Program Group Program Name Content Opportunity Detailed Program Overview Partners Receive Recommendations Estlmat.e g Skl e SAELCLIEL Rate l\_lla.xx
Impressions Date Date Participants
and Notes
Partners have the opportunity to be included as a Sherm:ansTraveI dedicated e.m:alls are distributed to thelr Opt-ll:\
) R R subscriber database. The mission of ShermansTravel is to provide .
ShermansTravel Email (Travel featured property in a ShermansTravel email dedicated readers with expert advice on great destinations. Shermans' advice Photo, Headline/Offer,
Leisure Third-Party Email ; Family Travel to Lee County. S > ’ ST Description and Direct 500000 03/01/2025 03/31/2025 400 6
Retail): March 2025 simplifies travel research, providing both the tools and inspiration to Website Link
. . . make the perfect trip. The email will focus on travel to Lee County
This is a conversion tactic. .
exclusively.
Partners have the opportunity to be included as a eTarget Media has the ability to microtarget our desired audience
featured property in an email dedicated to Lee County. |through targeted email lists. Their email database is enriched with
eTarget Leisure (Email The email will be distributed by eTarget to all double multiple sources, allowing them to verify each record's authenticity Photo, Headline/Offer,
Leisure Third-Party Email Pubﬁsher)' April 2025 opt-in users who are interested in beach and Florida and append a vast amount of demographic and lifestyle data to each Description and Direct 2000000 04/01/2025 04/30/2025 450 6
AP travel. record. Their email list database is one of the largest on the market Website Link
today, containing information on more than 150 million consumers
This is an intent tactic. and 15 million businesses.
Partners have the opportunity to be included as a Luxury Link is a unique online destination for inspiration and
Luxury Link (Email Publisher): featured property in a Luxury Link email dedicated to  |information about the world’s best destinations, luxury Photo, Headline/Offer,
Leisure Third-Party Email Y Mav 2025 ’ Affluent Audience Lee County. accommodations and curated travel experiences. Luxury Link reaches Description and Direct 250000 05/01/2025 05/31/2025 375 6
v an older (56% are adults 45+) and affluent (average household Website Link
This is an intent tactic. income of $275K+) audience.
Partners have the c.>pportun|.ty to l:.>e included as a eTarget Media has the ability to microtarget our desired audience
featured property in an email dedicated to Lee County. . . K K . X
o L X through targeted email lists. Their email database is enriched with
The email will be distributed by eTarget to all in-state, . . . \ . .
eTarget Leisure (Email double opt-in users who are interested in local family multiple sources, allowing them to verify each record's authenticity Photo, Headline/Offer,
Leisure Third-Party Email . . X o . and append a vast amount of demographic and lifestyle data to each Description and Direct 2000000 06/01/2025 06/30/2025 450 6
Publisher): June 2025 road trips and summer vacations. This will be for in- . [ . Lo
record. Their email list database is one of the largest on the market Website Link
state target markets only. T . .
today, containing information on more than 150 million consumers
. . . and 15 million businesses.
This is an intent tactic.
Partners have the opportunity to be included as a Luxury Link is a unique online destination for inspiration and
. . . featured property in a Luxury Link email dedicated to  |information about the world’s best destinations, luxury Photo, Headline/Offer,
. ) .| Luxury Link (Email Publisher): . ) . ) - ;
Leisure Third-Party Email August 2025 Affluent Audience Lee County. accommodations and curated travel experiences. Luxury Link reaches Description and Direct 250000 08/01/2025 08/31/2025 375 6
g an older (56% are adults 45+) and affluent (average household Website Link
This is an intent tactic. income of $275K+) audience.
Consider focusing content |Partners have the opportunity to be included as a Sherm.ansTravel dedicated e.m.alls are distributed to thelr OPt_I_n
) R K subscriber database. The mission of ShermansTravel is to provide .
ShermansTravel Email (Travel around the Island Hopper | featured property in a ShermansTravel email dedicated readers with expert advice on great destinations. Shermans' advice Photo, Headline/Offer, Align Copy With the
Leisure Third-Party Email Songwriter Festival by to Lee County. . Description and Direct 500000 08/01/2025 08/31/2025 400 6

Retail): August 2025

sharing a deal or offer
specific to the event.

This is a conversion tactic.

simplifies travel research, providing both the tools and inspiration to
make the perfect trip. The email will focus on travel to Lee County
exclusively.

Website Link

Content of the Email




Material

Program Group Program Name Content Opportunity Detailed Program Overview Partners Receive Recommendations and Estlmat.ed e et [EEmatediend Rate I‘_A?x
Impressions Date Date Participants
Notes
Partners will provide the link to a Facebook event page that the partner
creates. The ad will consist of the image used as the event page header and
Provides partners with the ability to increase the p:st copy provided by the partner. Ads will drive responses on the event
reach of a Facebook event page created by the page.
Facebook Advertising — Event partner, targeting a custom audience composed of : ) ) ) )
Social Media Placement: October—December the VCB's current e-newsletter subscribers. This This plac.ement will reach-a hlgle engaged.aud|enc§ through VC_B audience Event Page, Link to Website 100000 10/01/2024 10/31/2024 500 1
2024 lacement will run on the partners' pages retargeting and geo-location (regional, Florida) tactics. Ads are displayed
P P pages. within the Facebook news feed and are shared from the partner's social
L . . channels. VCB to match funds 1:1.
This is a conversion tactic.
Partners must submit the link to their Facebook event page. VCB is not
responsible for the creation of the event page.
One Facebook post will be created on the partner's behalf and shared on the
Gives partners dedicated space on the destination's |VCB's consumer Facebook page. Once the post is created based on the
Facebook page, showcasing timely messaging to an messaging points provided, each partner will be sent the post and launch
d audi f 800,000 foll . i . i i . . . . . X
Facebook — Content Calendar engaged audience ot over ollowers daze} f:r fm?' 3p|ror800v(;aloc‘)r(|)1e p\c/)vst”vwll bre rs:atrej :rrganlce:illtjtofanfnngzged ¢ 1-3 key messaging points, link to website and link to Imagery Will Be Selected
Social Media . ) . . audience ot over 590,000 as well as promoted for a period of seven Gaysto | o116 Facebook page. The VCB will write copy based | by the VCB for Content 50000 10/01/2024 | 10/31/2024 250 2
Inclusion: October 2024 This placement will run on the VCB's pages, and the |further extend post reach to a highly targeted audience. VCB to match funds . X ) .
. . o . on messaging points submitted by partner to ensure Calendar Inclusion
VCB will source imagery and finalize messaging. 1:1. . .
alignment with brand standards.
This is a prospecting tactic. A partner can sign up for up to three content calendar placements total per
year.
PI’OYIdES partners with the ability to showcase their Provides partners with the ability to showcase their business on Facebook
business on Facebook and Instagram through . . L
L ) and Instagram to generate website referral leads. This placement utilizes a . . .
Facebook and Instagram multiple images to tell a cohesive story. et di d of Facebook and Inst ith 3 High-Quality Images, 3 Ad Headlines, Post Copy and Strive to Sh Hish
Social Media Advertising — Carousel Unit: proprietary audience composed of Facebook and Instagram users wi Link to Website rive to Snowcase High- 100000 10/01/2024 | 10/31/2024 500 2
October 2024 This placement will run on the partners' pages behaviors similar to those in Lee County's current database. Ads are Quality, Organic Imagery
’ displayed within the Facebook and Instagram news feed. VCB to match funds
1:1.
This is a conversion tactic.
Provides partners with the ability to showcase their
business on.Facebook and Instagram bY targeting a This placement will be reaching a highly engaged audience who has already
custom audience composed of the VCB's current e- . \ . .
Facebook and Instagram lett bscrib subscribed to the VCB's e-newsletter, as well as retargeting that audience High-Quality Image., Ad Headline, Ad Post Copy and Link | Strive to Showcase High-
Social Media Advertising — Single-Image newsletter subscribers. with partner-specific messaging. Ads are displayed within the Facebook and 8 v ge L Py ) . & 100000 10/01/2024 10/31/2024 500 1
) . to Website Quality, Organic Imagery
Placement: October 2024 . . , Instagram news feed and are shared from the partner's social channels. VCB
This placement will run on the partners' pages.
to match funds 1:1.
This is a conversion tactic.
Proyldes partners with the ability to Sh(')WC.ase the'lr Facebook and Instagram slideshow ads are video-like ads that use motion via
business on Facebook and Instagram with images in a multiple images and text to tell your story across Facebook and Instagram
Facebook and Instagram video format to generate website referral leads. h n: | Thig lacement utiliz i X myt raeting of th who h vg 3-4 High-Quality Images, Ad Headline, Ad Post Copy and Strive to Showcase High-
Social Media Advertising — Slideshow: channels. This placement utilizes custom targeting of those who have Link to Website , ‘ g 100000 10/01/2024 | 10/31/2024 500 2
October 2024 This ol ¢ will th rt , previously engaged with Lee County's social media content. Ads are Quality, Organic Imagery
s placement willrun on the partners: pages. displayed within the Facebook and Instagram newsfeed. VCB to match funds
. . . 1:1.
This is a conversion tactic.
This ng\{\/ premium pIacemt?nt pr'owdes partners V,mh One Instagram post will be created on the partner's behalf and shared on the
the ability to showcase their business on the VCB's \ . . \
- . VCB's profile. The VCB will send a collab request to the partner's Instagram . . -
Instagram to an audience of over 95,000. Social . \ X 1-3 key messaging points to be utilized for post copy
. . ) . account — once accepted, the post will also appear on the partner's profile. A > \
interactions are applied to both accounts, giving ; . . . creation plus link to partner's Instagram (for collab
. , Once the post is created based on the messaging points provided, each R R .
Instagram Content — Collab enhanced engagement metrics to the partner's artner will be sent the post and launch date for final approval. The post will tagging purposes). The VCB will write copy based on Imagery Will Be Selected
Social Media g Instagram post. P . P . PP ) P messaging points submitted by the partner to ensure gery 125000 10/01/2024 10/31/2024 750 1
Post: October 2024 be shared organically to an engaged audience of over 78,000 as well as . . by the VCB
. . alignment with brand standards. Partner must approve
. ) , . promoted for a period of seven days to further extend post reach to a highly R
This placement will run on the partners' and VCB's R request for collab via the Instagram app. The VCB has
targeted audience. VCB to match funds 1:1. . o . . s
Instagram accounts. the right to reconsider if available imagery doesn't align
A partner can sign up for one collab post placement total per year. with their channel best practices.
This is a prospecting tactic. P enup postp peryear.
Provides partners with the ability to showcase their
Facebook and Instagram !:nismefbon Fgcel:fok and !nstagr:mkby ta;]rgetmg N this placement will be reaching meeting planners by strategically leveraging
Advertising — Meetin fSin le- |n|e;es ¢ ase iu |er|1ce u.smg m;e a . €y T rases specific job titles, fields of study, and employment industries related to High-Quality Image, Link to Website, Ad Headline and Strive to Showcase High-
Social Media Image Plscement' Ogctobegr relating to meeting planning professionals. meeting/event planning and management. Ads are displayed within the Ad Post Copy Quality, Meetings-centric 100000 10/01/2024 10/31/2024 500 1
g 2024 : This placement will run on th rners' Facebook and Instagram newsfeed and are shared from the partner's social imagery
s placeme unon the partners pages. channels. VCB to match funds 1:1.
This is a prospecting tactic.
One Facebook post will be created on the partner's behalf and shared on the
Gives partners dedicated space on the destination's |VCB's consumer Facebook page. Once the post is created based on the
Facebook page, showcasing timely messaging to an | messaging points provided, each partner will be sent the post and launch
d audi f 800,000 foll . i . i i . . . . . X
acebook - Content Calendar engaged audience of over ollowers da;e. for f|n?I app;o(;/gloc‘l)'ge post"vwll be shatre(tjj forganlca.lly:jtofan engz:jged . 1-3 key messaging points, link to website and link to Imagery Will Be Selected
Social Media audience or over ! as well as promoted for a period of seven days to partner's Facebook page. The VCB will write copy based | by the VCB for Content 50000 11/01/2024 11/30/2024 250 2

Inclusion: November 2024

This placement will run on the VCB's pages, and the
VCB will source imagery and finalize messaging.

This is a prospecting tactic.

further extend post reach to a highly targeted audience. VCB to match funds
1:1.

A partner can sign up for up to three content calendar placements total per
year.

on messaging points submitted by partner to ensure
alignment with brand standards.

Calendar Inclusion




Material

Program Group Program Name Content Opportunity Detailed Program Overview Partners Receive Recommendations and Estlmat.ed e et [EEmatediend Rate I‘_A?x
Impressions Date Date Participants
Notes
Provides partners with the ability to showcase their
business on Facebook and Instagram through Provides partners with the ability to showcase their business on Facebook
Facebook and Instagram multiple images to tell a cohesive story. and Instagram to generate website referral leads. This placement utilizes a 3 High-Quality Images, 3 Ad Headlines, Post Copy and Strive to Showcase High
Social Media Advertising — Carousel Unit: proprietary audience comprised of Facebook and Instagram users who have Link to Website Quality, Organic Ima Sr 100000 11/01/2024 11/30/2024 500 2
November 2024 This placement will run on the partners' pages. similar behaviors to Lee County's current database. Ads are displayed within ¥, Ore gery
the Facebook and Instagram newsfeed. VCB to match funds 1:1.
This is a conversion tactic.
Provides partners with the ability to showcase their
business on.Facebook and Instagram bY targeting a This placement will be reaching a highly engaged audience who has already
custom audience composed of the VCB's current e- . \ . . .
Facebook and Instagram newsletter subscribers subscribed to the VCB's enewsletter and retargeting that audience with High-Quality Image. Ad Headline, Ad Post Copy and Link | Strive to Showcase High-
Social Media Advertising — Single-Image W u ! ’ partner-specific messaging. Ads are displayed within the Facebook and 8 v ge . Py ) . 8 100000 11/01/2024 11/30/2024 500 1
\ R to Website Quality, Organic Imagery
Placement: November 2024 . ) , Instagram newsfeed and are shared from the partner's social channels. VCB
This placement will run on the partners' pages.
to match funds 1:1.
This is a conversion tactic.
Proyldes partners with the ability to shc')wc:ase the'lr Facebook and Instagram slideshow ads are video-like ads that use motion via
business on Facebook and Instagram with images in a multiple images and text to tell your story across Facebook and Instagram
Facebook and Instagram video format to generate website referral leads. h n: | Thig lacement utiliz 4 X mYc raeting of th who h vg 3-4 High-Quality Images, Ad Headline, Ad Post Copy and Strive to Showcase High
Social Media Advertising — Slideshow: channels. This placement utilizes custom targeting of those who have Link to Website , ‘ g 100000 11/01/2024 | 11/30/2024 500 2
November 2024 This ol ¢ will th rt , previously engaged with Lee County's social media content. Ads are Quality, Organic Imagery
s placement willrun on the partners: pages. displayed within the Facebook and Instagram newsfeed. VCB to match funds
1:1.
This is a conversion tactic.
One Facebook post will be created on the partner's behalf and shared on the
Gives partners dedicated space on the destination's |VCB's consumer Facebook page. Once the post is created based on the
Facebook page, showcasing timely messaging to an messaging points provided, each partner will be sent the post and launch
engaged audience of over 800,000 followers. i . i i . . . . . .
Facebook — Content Calendar & , :zz«::;:g:lo?/r;f;o(;l;I()(I(;]Zsp\(l)vsetllmgll b:)rs:gtr:: z)rrg:m::ilz:ltgfasr;\?::zgaei to 1-3 key messaging points, link to website and link to Imagery Will Be Selected
Social Media . . . , ! nasp ap A partner's Facebook page. The VCB will write copy based | by the VCB for Content 50000 12/01/2024 12/31/2024 250 2
Inclusion: December 2024 This placement will run on the VCB's pages, and the |further extend post reach to a highly targeted audience. VCB to match funds . X . )
. . - . on messaging points submitted by partner to ensure Calendar Inclusion
VCB will source imagery and finalize messaging. 1:1. . .
alignment with brand standards.
This is a prospecting tactic. A partner can sign up for up to three content calendar placements total per
year.
Provides partners with the ability to showcase their
business on Facebook and Instagram through Provides partners with the ability to showcase their business on Facebook
Facebook and Instagram multiple images to tell a cohesive story. and Instagram to generate website referral leads. This placement utilizes a 3 High-Quality Images, 3 Ad Headlines, Post Copy and Strive to Showcase High
Social Media Advertising — Carousel Unit: proprietary audience comprised of Facebook and Instagram users who have Link to Website ) . g 100000 12/01/2024 12/31/2024 500 2
. . - . . . . Quality, Organic Imagery
December 2024 This placement will run on the partners' pages. similar behaviors to Lee County's current database. Ads are displayed within
the Facebook and Instagram newsfeed. VCB to match funds 1:1.
This is a conversion tactic.
Provides partners with the ability to showcase their
business on.Facebook and Instagram b\f targeting a This placement will be reaching a highly engaged audience who has already
custom audience composed of the VCB's current e- X R . . K
Facebook and Instagram newsletter subscribers subscribed to the VCB's enewsletter and retargeting that audience with High-Quality Image, Ad Headline, Ad Post Copy and Link | Strive to Showcase High-
Social Media Advertising — Single-Image ’ partner-specific messaging. Ads are displayed within the Facebook and g ¥ Ee, L Py . . & 100000 12/01/2024 12/31/2024 500 1
\ R to Website Quality, Organic Imagery
Placement: December 2024 . . , Instagram newsfeed and are shared from the partner's social channels. VCB
This placement will run on the partners' pages.
to match funds 1:1.
This is a conversion tactic.
Pm\."des partners with the ability to shc.)wc.ase the.'r Facebook and Instagram slideshow ads are video-like ads that use motion via
business on Facebook and Instagram with images in a multiple images and text to tell your story across Facebook and Instagram
Facebook and Instagram video format to generate website referral leads. chan:els Thigs lacement utiIizeZ customytar eting of those who haveg 3-4 High-Quality Images, Ad Headline, Ad Post Copy and Strive to Showcase High
Social Media Advertising — Slideshow: nels. This placem Lom targeting Link to Website _ ‘ g 100000 12/01/2024 | 12/31/2024 500 2
December 2024 This placement will run on the partners' pages previously engaged with Lee County's social media content. Ads are Quality, Organic Imagery
’ displayed within the Facebook and Instagram newsfeed. VCB to match funds
1:1.
This is a conversion tactic.
This ne,‘{v premium pIacem?nt pr'owdes partners V,mh One Instagram post will be created on the partner's behalf and shared on the
the ability to showcase their business on the VCB's \ 2 . .
A . VCB's profile. The VCB will send a collab request to the partner's Instagram . ) -
Instagram to an audience of over 95,000. Social . \ X 1-3 key messaging points to be utilized for post copy
. ) . . account — once accepted, the post will also appear on the partner's profile. R > \
interactions are applied to both accounts, giving . . . . creation plus link to partner's Instagram (for collab
. , Once the post is created based on the messaging points provided, each R R .
Instagram Content — Collab enhanced engagement metrics to the partner's partner will be sent the post and launch date for final approval. The post will tagging purposes). The VCB will write copy based on Imagery Will Be Selected
Social Media Instagram post. X . ) messaging points submitted by the partner to ensure 125000 12/01/2024 12/31/2024 750 1
Post: December 2024 be shared organically to an engaged audience of over 78,000 as well as . . by the VCB
) . alignment with brand standards. Partner must approve
. ) , . promoted for a period of seven days to further extend post reach to a highly R
This placement will run on the partners' and VCB's . request for collab via the Instagram app. The VCB has
targeted audience. VCB to match funds 1:1. . i . . K -
Instagram accounts. the right to reconsider if available imagery doesn't align
A partner can sign up for one collab post placement total per year. with their channel best practices.
This is a prospecting tactic. P gnup postp peryear.
Partners will provide the link to a Facebook event page that the partner
creates. The ad will consist of the image used as the event page header and
. . - . post copy provided by the partner. Ads will drive responses on the event
Provides partners with the ability to increase the
reach of a Facebook event page created by the page.
Facebook Advertising — Event partner, targeting a custom audience composed of . . . . .
Social Media Placement: January—March the VCB's current e-newsletter subscribers. This This placement will reach a highly engaged audience through VCB audience Event Page, Link to Website 100000 01/05/2025 03/31/2025 500 1

2025

placement will run on the partners' pages.

This is a conversion tactic.

retargeting and geo-location (regional, Florida) tactics. Ads are displayed
within the Facebook news feed and are shared from the partner's social
channels. VCB to match funds 1:1.

Partners must submit the link to their Facebook event page. VCB is not
responsible for the creation of the event page.




Material

Program Group Program Name Content Opportunity Detailed Program Overview Partners Receive Recommendations and Estlmat.ed e et [EEmatediend Rate I‘_A?x
Impressions Date Date Participants
Notes
One Facebook post will be created on the partner's behalf and shared on the
Gives partners dedicated space on the destination's |VCB's consumer Facebook page. Once the post is created based on the
Facebook page, showcasing timely messaging to an messaging points provided, each partner will be sent the post and launch
engaged audience of over 800,000 followers. i . i i . . . . . .
Facebook — Content Calendar £ , :zz«::;«:lgilt)?/zr;o(;l;IO(I(;]ZSP\?VS:IIM;T b:)::jtr:: z)rrg:m;:ilz:ltgfasr;\?::zgae(: to 1-3 key messaging points, link to website and link to Imagery Will Be Selected
Social Media ) . . , ! nasp ap A partner's Facebook page. The VCB will write copy based | by the VCB for Content 50000 01/05/2025 01/31/2025 250 2
Inclusion: January 2025 This placement will run on the VCB's pages, and the |further extend post reach to a highly targeted audience. VCB to match funds . X ) .
: . - . on messaging points submitted by partner to ensure Calendar Inclusion
VCB will source imagery and finalize messaging. 1:1. . .
alignment with brand standards.
This is a prospecting tactic. A partner can sign up for up to three content calendar placements total per
year.
Provides partners with the ability to showcase their
business on Facebook and Instagram through Provides partners with the ability to showcase their business on Facebook
Facebook and Instagram multiple images to tell a cohesive story. and Instagram to generate website referral leads. This placement utilizes a 3 High-Quality Images, 3 Ad Headlines, Post Copy and Strive to Show Hich
Social Media Advertising — Carousel Unit: proprietary audience comprised of Facebook and Instagram users who have Link to Website QuaI(iEt OOr oaniccalsnia Er 100000 01/05/2025 01/31/2025 500 2
January 2025 This placement will run on the partners' pages. similar behaviors to Lee County's current database. Ads are displayed within ¥, re gery
the Facebook and Instagram newsfeed. VCB to match funds 1:1.
This is a conversion tactic.
Provides partners with the ability to showcase their
business on.Facebook and Instagram b\f targeting a This placement will be reaching a highly engaged audience who has already
custom audience composed of the VCB's current e- X \ . . K
Facebook and Instagram newsletter subscriber subscribed to the VCB's enewsletter and retargeting that audience with High-Quality Image, Ad Headline, Ad Post Copy and Link | Strive to Showcase High-
Social Media Advertising — Single-Image ewsletter subscribers. partner-specific messaging. Ads are displayed within the Facebook and g ¥ Ee, L Py . . & 100000 01/05/2025 01/31/2025 500 1
) R to Website Quality, Organic Imagery
Placement: January 2025 . . , Instagram newsfeed and are shared from the partner's social channels. VCB
This placement will run on the partners' pages.
to match funds 1:1.
This is a conversion tactic.
Pm\_"des partners with the ability to Sh(_)wc_ase the.lr Facebook and Instagram slideshow ads are video-like ads that use motion via
business on Facebook and Instagram with images in a multiple images and text to tell your story across Facebook and Instagram
Facebook and Instagram video format to generate website referral leads. chan:els Thigs lacement utiIizeZ customytar eting of those who haveg 3-4 High-Quality Images, Ad Headline, Ad Post Copy and Strive to Showcase High-
Social Media Advertising — Slideshow: nels. This placem Lom targeting Link to Website _ ‘ & 100000 01/05/2025 | 01/31/2025 500 2
January 2025 This placement will run on th rners' previously engaged with Lee County's social media content. Ads are Quality, Organic Imagery
¥ s placeme un on the partners: pages. displayed within the Facebook and Instagram newsfeed. VCB to match funds
. . . 1:1.
This is a conversion tactic.
Provides partners with the ability to showcase their
Facebook and Instagram ?nizlrrlzesfb(;:;;Caeut;?::cznjsli:mrf:;nk:y tiriizzg an This placement will be reaching meeting planners by strategically leveraging
Advertising — Meetin ESin e lating t i lanni s fessi ¥ T specific job titles, fields of study, and employment industries related to High-Quality Image, Link to Website, Ad Headline and Strive to Showcase High-
Social Media Image Plicement' Jinuarg relating to meeting planning protessionals. meeting/event planning and management. Ads are displayed within the Ad Post Copy Quality, Meetings-centric 100000 01/05/2025 01/31/2025 500 1
8 2025 ’ ¥ This ol ¢ will th ' , Facebook and Instagram newsfeed and are shared from the partner's social imagery
s placement willrun on the partners pages. channels. VCB to match funds 1:1.
This is a prospecting tactic.
One Facebook post will be created on the partner's behalf and shared on the
Gives partners dedicated space on the destination's |VCB's consumer Facebook page. Once the post is created based on the
Facebook page, showcasing timely messagingto an | messaging points provided, each partner will be sent the post and launch
engaged audience of over 800,000 followers. i . i i i . i i i .
Facebook — Content Calendar 628 daf;f for fm:l apprsoovglogge pOSt”W'” be shatre: forgamcailly:jtofan engz;ged ¢ 1-3 key messaging points, link to website and link to Imagery Will Be Selected
Social Media ) . . , aucience or over UL, as wellas promoted Tor a period or seven cays to partner's Facebook page. The VCB will write copy based | by the VCB for Content 50000 02/01/2025 02/28/2025 250 2
Inclusion: February 2025 This placement will run on the VCB's pages, and the |further extend post reach to a highly targeted audience. VCB to match funds . X . .
. . - . on messaging points submitted by partner to ensure Calendar Inclusion
VCB will source imagery and finalize messaging. 1:1. . .
alignment with brand standards.
This is a prospecting tactic. A partner can sign up for up to three content calendar placements total per
year.
Provides partners with the ability to showcase their
business on Facebook and Instagram through Provides partners with the ability to showcase their business on Facebook
Facebook and Instagram multiple images to tell a cohesive story. and Instagram to generate website referral leads. This placement utilizes a 3 High-Quality Images, 3 Ad Headlines, Post Copy and Strive to Showcase High-
Social Media Advertising — Carousel Unit: proprietary audience comprised of Facebook and Instagram users who have Link to Website Quality, Organic Ima gr 100000 02/01/2025 02/28/2025 500 2
February 2025 This placement will run on the partners' pages. similar behaviors to Lee County's current database. Ads are displayed within Y, Drg gery
the Facebook and Instagram newsfeed. VCB to match funds 1:1.
This is a conversion tactic.
Provides partners with the ability to showcase their
bustln;ss oziFiceboc:: and :jnStfatiraI:;ckg targrfn:tg a This placement will be reaching a highly engaged audience who has already
Facebook and Instagram ;UTNOI t:ur ebcer::;) rpose orthe s current & subscribed to the VCB's enewsletter and retargeting that audience with High-Quality Image, Link to Website, Ad Headline and Strive to Showcase High-
Social Media Advertising — Single-Image ewsletter subscribers. partner-specific messaging. Ads are displayed within the Facebook and Ad Post Copy Quality, Organic Ima Er 100000 02/01/2025 02/28/2025 500 1
Placement: February 2025 . . , Instagram newsfeed and are shared from the partner's social channels. VCB Y, Vg gery
This placement will run on the partners' pages.
to match funds 1:1.
This is a conversion tactic.
Pm\_"des partners with the ability to Sh(_)wc_ase the.lr Facebook and Instagram slideshow ads are video-like ads that use motion via
business on Facebook and Instagram with images in a multiple images and text to tell your story across Facebook and Instagram
Facebook and Instagram video format to generate website referral leads. h P | Th'g | © util v X yt i fth ho h s 3-4 High-Quality Images, Ad Headline, Ad Post Copy and Strive to Sh Hich-
Social Media Advertising — Slideshow: channels. This placement utllizes custom targeting of those who have Link to Website rive 1o snowcase Hig 100000 02/01/2025 | 02/28/2025 500 2

February 2025

This placement will run on the partners' pages.

This is a conversion tactic.

previously engaged with Lee County's social media content. Ads are
displayed within the Facebook and Instagram newsfeed. VCB to match funds
1:1.

Quality, Organic Imagery




Material

Program Group Program Name Content Opportunity Detailed Program Overview Partners Receive Recommendations and Estlmat.ed Estimated Start | Estimated End Rate I‘_A?x
Impressions Date Date Participants
Notes
This new premium placement provides partners with . ,
T - ) \ One Instagram post will be created on the partner's behalf and shared on the
the ability to showcase their business on the VCB's s . . \
- . VCB's profile. The VCB will send a collab request to the partner's Instagram . . -
Instagram to an audience of over 95,000. Social . \ X 1-3 key messaging points to be utilized for post copy
. ) ) . account — once accepted, the post will also appear on the partner's profile. A > \
interactions are applied to both accounts, giving ;i . . . creation plus link to partner's Instagram (for collab
. , Once the post is created based on the messaging points provided, each R R .
Instagram Content — Collab enhanced engagement metrics to the partner's partner will be sent the post and launch date for final approval. The post will tagging purposes). The VCB will write copy based on Imagery Will Be Selected
Social Media Instagram post. . ) ) messaging points submitted by the partner to ensure 125000 02/01/2025 02/28/2025 750 1
Post: February 2025 be shared organically to an engaged audience of over 78,000 as well as . . by the VCB
) . alignment with brand standards. Partner must approve
. ) , . promoted for a period of seven days to further extend post reach to a highly .
This placement will run on the partners' and VCB's X request for collab via the Instagram app. The VCB has
targeted audience. VCB to match funds 1:1. . o R . s
Instagram accounts. the right to reconsider if available imagery doesn't align
. with their channel best practices.
. ) . A partner can sign up for one collab post placement total per year.
This is a prospecting tactic.
One Facebook post will be created on the partner's behalf and shared on the
Gives partners dedicated space on the destination's |VCB's consumer Facebook page. Once the post is created based on the
Facebook page, showcasing timely messaging to an messaging points provided, each partner will be sent the post and launch
engaged audience of over 800,000 followers. i . i i . . . . . .
Facebook - Content Calendar e ) utence of over 300,000 o5 el 23 promoted for aperiod of seven oy to | 1-3 K8 MeSS2gIng ponts, nk 0 website and ko | Imagery Wil e Selcted
Social Media : ) ) . uai v ’ wellasp a peri ven cay partner's Facebook page. The VCB will write copy based | by the VCB for Content 50000 03/01/2025 | 03/31/2025 250 2
Inclusion: March 2025 This placement will run on the VCB's pages, and the  |further extend post reach to a highly targeted audience. VCB to match funds . X ) .
. . T . on messaging points submitted by partner to ensure Calendar Inclusion
VCB will source imagery and finalize messaging. 1:1. . .
alignment with brand standards.
This is a prospecting tactic. A partner can sign up for up to three content calendar placements total per
year.
Provides partners with the ability to showcase their
business on Facebook and Instagram through Provides partners with the ability to showcase their business on Facebook
Facebook and Instagram multiple images to tell a cohesive story. and Instagram to generate website referral leads. This placement utilizes a 3 High-Quality Images, 3 Ad Headlines, Post Copy and Strive to Showcase High
Social Media Advertising — Carousel Unit: proprietary audience comprised of Facebook and Instagram users who have Link to Website Quality, Organic Ima Sr 100000 03/01/2025 03/31/2025 500 2
March 2025 This placement will run on the partners' pages. similar behaviors to Lee County's current database. Ads are displayed within uality, Organ! gery
the Facebook and Instagram newsfeed. VCB to match funds 1:1.
This is a conversion tactic.
Provides partners with the ability to showcase their
business on-Facebook and Instagram b\: targeting a This placement will be reaching a highly engaged audience who has already
custom audience composed of the VCB's current e- . \ . . .
Facebook and Instagram newsletter subscribers subscribed to the VCB's enewsletter and retargeting that audience with High-Quality Image, Ad Headline, Ad Post Copy and Link | Strive to Showcase High-
Social Media Advertising — Single-Image ’ partner-specific messaging. Ads are displayed within the Facebook and ¥ ! L v ) . 100000 03/01/2025 03/31/2025 500 1
\ R to Website Quality, Organic Imagery
Placement: March 2025 . . , Instagram newsfeed and are shared from the partner's social channels. VCB
This placement will run on the partners' pages.
to match funds 1:1.
This is a conversion tactic.
Proyldes partners with the ability to shc.)wc'ase the'lr Facebook and Instagram slideshow ads are video-like ads that use motion via
business on Facebook and Instagram with images in a multiple images and text to tell your story across Facebook and Instagram
Facebook and Instagram video format to generate website referral leads. channpels Th'g; lacement utili e\s/ c stomytar eting of those who ha eg 3-4 High-Quality Images, Ad Headline, Ad Post Copy and Strive to Showcase High
Social Media  |Advertising — Slideshow: March nels. This placement utliizes custom targeting who hav Link to Website . ‘ g 100000 03/01/2025 | 03/31/2025 500 2
2025 This placement will run on the partners' pages previously engaged with Lee County's social media content. Ads are Quality, Organic Imagery
P P pages. displayed within the Facebook and Instagram newsfeed. VCB to match funds
1:1.
This is a conversion tactic.
Partners will provide the link to a Facebook event page that the partner
creates. The ad will consist of the image used as the event page header and
. . - . post copy provided by the partner. Ads will drive responses on the event
Provides partners with the ability to increase the
reach of a Facebook event page created by the page.
.. partner, targeting a custom audience composed of . . . . .
Facebook Advert — Event
Social Media acebook Advertising = tven the VCB's current e-newsletter subscribers. This This pIa(?ement will reach-a hlgle engaged Iaud|enc.e through VC,B audience Event Page, Link to Website 100000 04/01/2025 06/30/2025 500 1
Placement: April-June 2025 . , retargeting and geo-location (regional, Florida) tactics. Ads are displayed
placement will run on the partners' pages. L \ 8
within the Facebook news feed and are shared from the partner's social
L . . channels. VCB to match funds 1:1.
This is a conversion tactic.
Partners must submit the link to their Facebook event page. VCB is not
responsible for the creation of the event page.
One Facebook post will be created on the partner's behalf and shared on the
Gives partners dedicated space on the destination's |VCB's consumer Facebook page. Once the post is created based on the
Facebook page, showcasing timely messaging to an messaging points provided, each partner will be sent the post and launch
engaged audience of over 800,000 followers. i . i i . . . . . .
o e of o Bl e il el o775 | 1.3y mesing s, ko bt nd k| ey W oSl
Social Media ) X ) ) . uai v ’ wellasp a peri Ven cay partner's Facebook page. The VCB will write copy based | by the VCB for Content 50000 04/01/2025 | 04/30/2025 250 2
Inclusion: April 2025 This placement will run on the VCB's pages, and the  |further extend post reach to a highly targeted audience. VCB to match funds . X ) )
. . I . on messaging points submitted by partner to ensure Calendar Inclusion
VCB will source imagery and finalize messaging. 1:1. . .
alignment with brand standards.
This is a prospecting tactic. A partner can sign up for up to three content calendar placements total per
year.
Provides partners with the ability to showcase their
business on Facebook and Instagram through Provides partners with the ability to showcase their business on Facebook
Facebook and Instagram multiple images to tell a cohesive story. and Instagram to generate website referral leads. This placement utilizes a 3 High-Quality Images, 3 Ad Headlines, Post Copy and Strive to Showcase High
Social Media Advertising — Carousel Unit: proprietary audience comprised of Facebook and Instagram users who have Link to Website & 100000 04/01/2025 04/30/2025 500 2

April 2025

This placement will run on the partners' pages.

This is a conversion tactic.

similar behaviors to Lee County's current database. Ads are displayed within
the Facebook and Instagram newsfeed. VCB to match funds 1:1.

Quality, Organic Imagery




Material

Program Group Program Name Content Opportunity Detailed Program Overview Partners Receive Recommendations and Estlmat.ed e et [EEmatediend Rate I‘_A?x
Impressions Date Date Participants
Notes
Provides partners with the ability to showcase their
business on'Facebook and Instagram bY targeting a This placement will be reaching a highly engaged audience who has already
custom audience composed of the VCB's current e- . \ . . K
Facebook and Instagram newsletter subscribers subscribed to the VCB's enewsletter and retargeting that audience with High-Quality Image, Ad Headline, Ad Post Copy and Link | Strive to Showcase High-
Social Media Advertising — Single-Image ewsletter s ers. partner-specific messaging. Ads are displayed within the Facebook and g ¥ Ee, L Py . . & 100000 04/01/2025 04/30/2025 500 1
. ) R to Website Quality, Organic Imagery
Placement: April 2025 . . , Instagram newsfeed and are shared from the partner's social channels. VCB
This placement will run on the partners' pages.
to match funds 1:1.
This is a conversion tactic.
PrO\.ndes partners with the ability to sh(.)wc.ase the.'r Facebook and Instagram slideshow ads are video-like ads that use motion via
business on Facebook and Instagram with images in a multiple images and text to tell your story across Facebook and Instagram
Facebook and Instagram video format to generate website referral leads. h P | Th'g | © util ¥ X yt i £th ho h g 3-4 High-Quality Images, Ad Headline, Ad Post Copy and Strive to Sh High-
Social Media Advertising — Slideshow: April channels. This placement utilizes custom targeting o those who have Link to Website rive 1o snowcase Hig 100000 04/01/2025 | 04/30/2025 500 2
2035 This placement will run on th rtners' previously engaged with Lee County's social media content. Ads are Quality, Organic Imagery
s placeme un on the partners: pages. displayed within the Facebook and Instagram newsfeed. VCB to match funds
1:1.
This is a conversion tactic.
This ne.\{v premium placemgnt prgwdes partners V,\“th One Instagram post will be created on the partner's behalf and shared on the
the ability to showcase their business on the VCB's \ ! X \
A . VCB's profile. The VCB will send a collab request to the partner's Instagram . . L
Instagram to an audience of over 95,000. Social . \ X 1-3 key messaging points to be utilized for post copy
. . . L account — once accepted, the post will also appear on the partner's profile. R > \
interactions are applied to both accounts, giving . . . X creation plus link to partner's Instagram (for collab
X , Once the post is created based on the messaging points provided, each R . .
Instagram Content — Collab enhanced engagement metrics to the partner's partner will be sent the post and launch date for final approval. The post will tagging purposes). The VCB will write copy based on Imagery Will Be Selected
Social Media X Instagram post. N . ) messaging points submitted by the partner to ensure 125000 04/01/2025 04/30/2025 750 1
Post: April 2025 be shared organically to an engaged audience of over 78,000 as well as . . by the VCB
) . alignment with brand standards. Partner must approve
. . , \ promoted for a period of seven days to further extend post reach to a highly R
This placement will run on the partners' and VCB's . request for collab via the Instagram app. The VCB has
targeted audience. VCB to match funds 1:1. . i . . K -
Instagram accounts. the right to reconsider if available imagery doesn't align
A partner can sign up for one collab post placement total per year. with their channel best practices.
This is a prospecting tactic. P gnup postp peryear.
Provides partners with the ability to showcase their
.blismeisbon Fgcel::jc.)ok and !nstagrfmkby tahrgetmg an This placement will be reaching meeting planners by strategically leveraging
Facebook and Instagram Lnle;iens t a'sne a"ciun |er|1c§nui:ng rm? a i e: 'Ij rases specific job titles, fields of study, and employment industries related to High-Quality Image, Link to Website, Ad Headline and Strive to Showcase High-
Social Media Advertising — Meetings Single- elating to meeting pla § professionals. meeting/event planning and management. Ads are displayed within the Ad Post Copy Quality, Meetings-centric 100000 04/01/2025 04/30/2025 500 1
Image Placement: April 2025 This placement will run on the partners' pages Facebook and Instagram newsfeed and are shared from the partner's social imagery
P P pages. channels. VCB to match funds 1:1.
This is a prospecting tactic.
One Facebook post will be created on the partner's behalf and shared on the
Gives partners dedicated space on the destination's |VCB's consumer Facebook page. Once the post is created based on the
Facebook page, showcasing timely messaging to an messaging points provided, each partner will be sent the post and launch
engaged audience of over 800,000 followers. i . i i . . . . . .
Facebook — Content Calendar £ag daze} f:r fm?' 3p|ror800vgloc‘)r(l)1e p\c/)vst”vwll bre rs:atrej :rrganlc?illztofanfnfzged ¢ 1-3 key messaging points, link to website and link to Imagery Will Be Selected
Social Media . ) . . audience ot over 590,000 as well as promoted for a perlod of seven Gaysto | o116 Facebook page. The VCB will write copy based | by the VCB for Content 50000 05/01/2025 | 05/31/2025 250 2
Inclusion: May 2025 This placement will run on the VCB's pages, and the |further extend post reach to a highly targeted audience. VCB to match funds I . . .
. . o . on messaging points submitted by partner to ensure Calendar Inclusion
VCB will source imagery and finalize messaging. 1:1. . .
alignment with brand standards.
This is a prospecting tactic. A partner can sign up for up to three content calendar placements total per
year.
Provides partners with the ability to showcase their
business on Facebook and Instagram through Provides partners with the ability to showcase their business on Facebook
Facebook and Instagram multiple images to tell a cohesive story. and Instagram to generate website referral leads. This placement utilizes a 3 High-Quality Images, 3 Ad Headlines, Post Copy and Strive to Sh Hish
Social Media Advertising — Carousel Unit: proprietary audience comprised of Facebook and Instagram users who have Link to Website anliet OOr ovr\:icalsni |gr— 100000 05/01/2025 05/31/2025 500 2
May 2025 This placement will run on the partners' pages. similar behaviors to Lee County's current database. Ads are displayed within uality, Drganic imagery
the Facebook and Instagram newsfeed. VCB to match funds 1:1.
This is a conversion tactic.
Provides partners with the ability to showcase their
business on.Facebook and Instagram bY targeting a This placement will be reaching a highly engaged audience who has already
custom audience composed of the VCB's current e- . \ . . .
Facebook and Instagram lett bscrib subscribed to the VCB's enewsletter and retargeting that audience with High-Quality Image. Ad Headline, Ad Post Copy and Link | Strive to Showcase High-
Social Media Advertising — Single-Image newsletter subscribers. partner-specific messaging. Ads are displayed within the Facebook and 8 v ge L Py ) . & 100000 05/01/2025 05/31/2025 500 1
\ R to Website Quality, Organic Imagery
Placement: May 2024 . . , Instagram newsfeed and are shared from the partner's social channels. VCB
This placement will run on the partners' pages.
to match funds 1:1.
This is a conversion tactic.
Proyldes partners with the ability to Sh(')WC.ase the'lr Facebook and Instagram slideshow ads are video-like ads that use motion via
business on Facebook and Instagram with images in a multiple images and text to tell your story across Facebook and Instagram
Facebook and Instagram video format to generate website referral leads. h n: | Thig lacement utiliz i X myt raeting of th who h vg 3-4 High-Quality Images, Ad Headline, Ad Post Copy and Strive to Showcase High-
Social Media Advertising — Slideshow: May channels. This placement utilizes custom targeting of those who have Link to Website , ‘ g 100000 05/01/2025 | 05/31/2025 500 2
2025 This ol ¢ will th r , previously engaged with Lee County's social media content. Ads are Quality, Organic Imagery
s placement willrun on the partners: pages. displayed within the Facebook and Instagram newsfeed. VCB to match funds
. . . 1:1.
This is a conversion tactic.
One Facebook post will be created on the partner's behalf and shared on the
Gives partners dedicated space on the destination's |VCB's consumer Facebook page. Once the post is created based on the
Facebook page, showcasing timely messaging to an messaging points provided, each partner will be sent the post and launch
engaged audience of over 800,000 followers. i . i i . ) . . ) .
Facebook — Content Calendar &8 :z:«::;«:lgilt)?/zr;o(;l;IO(I(;]ZSP\?VS:IIM;T b:)::(?tr:: ;:)rrg:m;:iltl)\:itgfasr;\?:fzgaei to 1-3 key messaging points, link to website and link to Imagery Will Be Selected
Social Media ! P P A partner's Facebook page. The VCB will write copy based | by the VCB for Content 50000 06/01/2025 06/30/2025 250 2

Inclusion: June 2025

This placement will run on the VCB's pages, and the
VCB will source imagery and finalize messaging.

This is a prospecting tactic.

further extend post reach to a highly targeted audience. VCB to match funds
1:1.

A partner can sign up for up to three content calendar placements total per
year.

on messaging points submitted by partner to ensure
alignment with brand standards.

Calendar Inclusion




Program Group

Program Name

Content

Opportunity

Detailed Program Overview

Partners Receive

Material
Recommendations and
Notes

Estimated
Impressions

Estimated Start
Date

Estimated End
Date

Rate

Max
Participants

Social Media

Facebook and Instagram
Advertising — Carousel Unit:
June 2025

Provides partners with the ability to showcase their
business on Facebook and Instagram through
multiple images to tell a cohesive story.

This placement will run on the partners' pages.

This is a conversion tactic.

Provides partners with the ability to showcase their business on Facebook
and Instagram to generate website referral leads. This placement utilizes a
proprietary audience comprised of Facebook and Instagram users who have
similar behaviors to Lee County's current database. Ads are displayed within
the Facebook and Instagram newsfeed. VCB to match funds 1:1.

3 High-Quality Images, 3 Ad Headlines, Post Copy and
Link to Website

Strive to Showcase High-
Quality, Organic Imagery

100000

06/01/2025

06/30/2025

500

Social Media

Facebook and Instagram
Advertising — Single-Image
Placement: June 2025

Provides partners with the ability to showcase their
business on Facebook and Instagram by targeting a
custom audience composed of the VCB's current e-
newsletter subscribers.

This placement will run on the partners' pages.

This is a conversion tactic.

This placement will be reaching a highly engaged audience who has already
subscribed to the VCB's enewsletter and retargeting that audience with
partner-specific messaging. Ads are displayed within the Facebook and
Instagram newsfeed and are shared from the partner's social channels. VCB
to match funds 1:1.

High-Quality Image, Ad Headline, Ad Post Copy and Link
to Website

Strive to Showcase High-
Quality, Organic Imagery

100000

06/01/2025

06/30/2025

500

Social Media

Facebook and Instagram
Advertising — Slideshow: June
2025

Provides partners with the ability to showcase their
business on Facebook and Instagram with images in a
video format to generate website referral leads.

This placement will run on the partners' pages.

This is a conversion tactic.

Facebook and Instagram slideshow ads are video-like ads that use motion via
multiple images and text to tell your story across Facebook and Instagram
channels. This placement utilizes custom targeting of those who have
previously engaged with Lee County's social media content. Ads are
displayed within the Facebook and Instagram newsfeed. VCB to match funds
1:1.

3-4 High-Quality Images, Ad Headline, Ad Post Copy and
Link to Website

Strive to Showcase High-
Quality, Organic Imagery

100000

06/01/2025

06/30/2025

500

Social Media

Instagram Content — Collab
Post: June 2025

This new premium placement provides partners with
the ability to showcase their business on the VCB's
Instagram to an audience of over 95,000. Social
interactions are applied to both accounts, giving
enhanced engagement metrics to the partner's
Instagram post.

This placement will run on the partners' and VCB's
Instagram accounts.

This is a prospecting tactic.

One Instagram post will be created on the partner's behalf and shared on the
VCB's profile. The VCB will send a collab request to the partner's Instagram
account — once accepted, the post will also appear on the partner's profile.
Once the post is created based on the messaging points provided, each
partner will be sent the post and launch date for final approval. The post will
be shared organically to an engaged audience of over 78,000 as well as
promoted for a period of seven days to further extend post reach to a highly
targeted audience. VCB to match funds 1:1.

A partner can sign up for one collab post placement total per year.

1-3 key messaging points to be utilized for post copy
creation plus link to partner's Instagram (for collab
tagging purposes). The VCB will write copy based on
messaging points submitted by the partner to ensure
alignment with brand standards. Partner must approve
request for collab via the Instagram app. The VCB has
the right to reconsider if available imagery doesn't align
with their channel best practices.

Imagery Will Be Selected
by the VCB

125000

06/01/2025

06/30/2025

750

Social Media

Facebook Advertising — Event
Placement: July—September
2025

Provides partners with the ability to increase the
reach of a Facebook event page created by the
partner, targeting a custom audience composed of
the VCB's current e-newsletter subscribers. This
placement will run on the partners' pages.

This is a conversion tactic.

Partners will provide the link to a Facebook event page that the partner
creates. The ad will consist of the image used as the event page header and
post copy provided by the partner. Ads will drive responses on the event
page.

This placement will reach a highly engaged audience who has already
subscribed to the VCB's e-newsletter, as well as retargeting that audience
with partner-specific messaging. Ads are displayed within the Facebook news
feed and are shared from the partner's social channels. VCB to match funds
1:1.

Partners must submit the link to their Facebook event page. VCB is not
responsible for the creation of the event page.

Event Page, Link to Website

100000

07/01/2025

09/30/2025

500

Social Media

Facebook — Content Calendar
Inclusion: July 2025

Gives partners dedicated space on the destination's
Facebook page, showcasing timely messaging to an
engaged audience of over 800,000 followers.

This placement will run on the VCB's pages, and the
VCB will source imagery and finalize messaging.

This is a prospecting tactic.

One Facebook post will be created on the partner's behalf and shared on the
VCB's consumer Facebook page. Once the post is created based on the
messaging points provided, each partner will be sent the post and launch
date for final approval. The post will be shared organically to an engaged
audience of over 800,000 as well as promoted for a period of seven days to
further extend post reach to a highly targeted audience. VCB to match funds
1:1.

A partner can sign up for up to three content calendar placements total per
year.

1-3 key messaging points, link to website and link to
partner's Facebook page. The VCB will write copy based
on messaging points submitted by partner to ensure
alignment with brand standards.

Imagery Will Be Selected
by the VCB for Content
Calendar Inclusion

50000

07/01/2025

07/31/2025

250

Social Media

Facebook and Instagram
Advertising — Carousel Unit:
July 2025

Provides partners with the ability to showcase their
business on Facebook and Instagram through
multiple images to tell a cohesive story.

This placement will run on the partners' pages.

This is a conversion tactic.

Provides partners with the ability to showcase their business on Facebook
and Instagram to generate website referral leads. This placement utilizes a
proprietary audience comprised of Facebook and Instagram users who have
similar behaviors to Lee County's current database. Ads are displayed within
the Facebook and Instagram newsfeed. VCB to match funds 1:1.

3 High-Quality Images, 3 Ad Headlines, Post Copy and
Link to Website

Strive to Showcase High-
Quality, Organic Imagery

100000

07/01/2025

07/31/2025

500

Social Media

Facebook and Instagram
Advertising — Single-Image
Placement: July 2025

Provides partners with the ability to showcase their
business on Facebook and Instagram by targeting a
custom audience composed of the VCB's current e-
newsletter subscribers.

This placement will run on the partners' pages.

This is a conversion tactic.

This placement will be reaching a highly engaged audience who has already
subscribed to the VCB's enewsletter and retargeting that audience with
partner-specific messaging. Ads are displayed within the Facebook and
Instagram newsfeed and are shared from the partner's social channels. VCB
to match funds 1:1.

High-Quality Image, Ad Headline, Ad Post Copy and Link
to Website

Strive to Showcase High-
Quality, Organic Imagery

100000

07/01/2025

07/31/2025

500




Program Group

Program Name

Content

Opportunity

Detailed Program Overview

Partners Receive

Material
Recommendations and
Notes

Estimated
Impressions

Estimated Start
Date

Estimated End
Date

Rate

Max
Participants

Social Media

Facebook and Instagram
Advertising — Slideshow: July
2025

Provides partners with the ability to showcase their
business on Facebook and Instagram with images in a
video format to generate website referral leads.

This placement will run on the partners' pages.

This is a conversion tactic.

Facebook and Instagram slideshow ads are video-like ads that use motion via
multiple images and text to tell your story across Facebook and Instagram
channels. This placement utilizes custom targeting of those who have
previously engaged with Lee County's social media content. Ads are
displayed within the Facebook and Instagram newsfeed. VCB to match funds
1:1.

3-4 High-Quality Images, Ad Headline, Ad Post Copy and
Link to Website

Strive to Showcase High-
Quality, Organic Imagery

100000

07/01/2025

07/31/2025

500

Social Media

Facebook and Instagram

Advertising — Meetings Single-

Image Placement: July 2025

Provides partners with the ability to showcase their
business on Facebook and Instagram by targeting an
interest-based audience using meta key phrases
relating to meeting planning professionals.

This placement will run on the partners' pages.

This is a prospecting tactic.

This placement will be reaching meeting planners by strategically leveraging
specific job titles, fields of study, and employment industries related to
meeting/event planning and management. Ads are displayed within the
Facebook and Instagram newsfeed and are shared from the partner's social
channels. VCB to match funds 1:1.

High-Quality Image, Link to Website, Ad Headline and
Ad Post Copy

Strive to Showcase High-
Quality, Meetings-centric
imagery

100000

07/01/2025

07/31/2025

500

Social Media

Facebook — Content Calendar
Inclusion: August 2025

Gives partners dedicated space on the destination's
Facebook page, showcasing timely messaging to an
engaged audience of over 800,000 followers.

This placement will run on the VCB's pages, and the
VCB will source imagery and finalize messaging.

This is a prospecting tactic.

One Facebook post will be created on the partner's behalf and shared on the
VCB's consumer Facebook page. Once the post is created based on the
messaging points provided, each partner will be sent the post and launch
date for final approval. The post will be shared organically to an engaged
audience of over 800,000 as well as promoted for a period of seven days to
further extend post reach to a highly targeted audience. VCB to match funds
1:1.

A partner can sign up for up to three content calendar placements total per
year.

1-3 key messaging points, link to website and link to
partner's Facebook page. The VCB will write copy based
on messaging points submitted by partner to ensure
alignment with brand standards.

Imagery Will Be Selected
by the VCB for Content
Calendar Inclusion

50000

08/01/2025

08/31/2025

250

Social Media

Facebook and Instagram
Advertising — Carousel Unit:
August 2025

Provides partners with the ability to showcase their
business on Facebook and Instagram through
multiple images to tell a cohesive story.

This placement will run on the partners' pages.

This is a conversion tactic.

Provides partners with the ability to showcase their business on Facebook
and Instagram to generate website referral leads. This placement utilizes a
proprietary audience comprised of Facebook and Instagram users who have
similar behaviors to Lee County's current database. Ads are displayed within
the Facebook and Instagram newsfeed. VCB to match funds 1:1.

3 High-Quality Images, 3 Ad Headlines, Post Copy and
Link to Website

Strive to Showcase High-
Quality, Organic Imagery

100000

08/01/2025

08/31/2025

500

Social Media

Facebook and Instagram
Advertising — Single-Image
Placement: August 2025

Provides partners with the ability to showcase their
business on Facebook and Instagram by targeting a
custom audience composed of the VCB's current e-
newsletter subscribers.

This placement will run on the partners' pages.

This is a conversion tactic.

This placement will be reaching a highly engaged audience who has already
subscribed to the VCB's enewsletter and retargeting that audience with
partner-specific messaging. Ads are displayed within the Facebook and
Instagram newsfeed and are shared from the partner's social channels. VCB
to match funds 1:1.

High-Quality Image, Ad Headline, Ad Post Copy and Link
to Website

Strive to Showcase High-
Quality, Organic Imagery

100000

08/01/2025

08/31/2025

500

Social Media

Facebook and Instagram
Advertising — Slideshow:
August 2025

Provides partners with the ability to showcase their
business on Facebook and Instagram with images in a
video format to generate website referral leads.

This placement will run on the partners' pages.

This is a conversion tactic.

Facebook and Instagram slideshow ads are video-like ads that use motion via
multiple images and text to tell your story across Facebook and Instagram
channels. This placement utilizes custom targeting of those who have
previously engaged with Lee County's social media content. Ads are
displayed within the Facebook and Instagram newsfeed. VCB to match funds
1:1.

3-4 High-Quality Images, Ad Headline, Ad Post Copy and
Link to Website

Strive to Showcase High-
Quality, Organic Imagery

100000

08/01/2025

08/31/2025

500

Social Media

Instagram Content — Collab
Post: August 2025

This new premium placement provides partners with
the ability to showcase their business on the VCB's
Instagram to an audience of over 95,000. Social
interactions are applied to both accounts, giving
enhanced engagement metrics to the partner's
Instagram post.

This placement will run on the partners' and VCB's
Instagram accounts.

This is a prospecting tactic.

One Instagram post will be created on the partner's behalf and shared on the
VCB's profile. The VCB will send a collab request to the partner's Instagram
account — once accepted, the post will also appear on the partner's profile.
Once the post is created based on the messaging points provided, each
partner will be sent the post and launch date for final approval. The post will
be shared organically to an engaged audience of over 78,000 as well as
promoted for a period of seven days to further extend post reach to a highly
targeted audience. VCB to match funds 1:1.

A partner can sign up for one collab post placement total per year.

1-3 key messaging points to be utilized for post copy
creation plus link to partner's Instagram (for collab
tagging purposes). The VCB will write copy based on
messaging points submitted by the partner to ensure
alignment with brand standards. Partner must approve
request for collab via the Instagram app. The VCB has
the right to reconsider if available imagery doesn't align
with their channel best practices.

Imagery Will Be Selected
by the VCB

125000

08/01/2025

08/31/2025

750

Social Media

Facebook — Content Calendar
Inclusion: September 2025

Gives partners dedicated space on the destination's
Facebook page, showcasing timely messaging to an
engaged audience of over 800,000 followers.

This placement will run on the VCB's pages, and the
VCB will source imagery and finalize messaging.

This is a prospecting tactic.

One Facebook post will be created on the partner's behalf and shared on the
VCB's consumer Facebook page. Once the post is created based on the
messaging points provided, each partner will be sent the post and launch
date for final approval. The post will be shared organically to an engaged
audience of over 800,000 as well as promoted for a period of seven days to
further extend post reach to a highly targeted audience. VCB to match funds
1:1.

A partner can sign up for up to three content calendar placements total per
year.

1-3 key messaging points, link to website and link to
partner's Facebook page. The VCB will write copy based
on messaging points submitted by partner to ensure
alignment with brand standards.

Imagery Will Be Selected
by the VCB for Content
Calendar Inclusion

50000

09/01/2025

09/30/2025

250

Social Media

Facebook and Instagram
Advertising — Carousel Unit:
September 2025

Provides partners with the ability to showcase their
business on Facebook and Instagram through
multiple images to tell a cohesive story.

This placement will run on the partners' pages.

This is a conversion tactic.

Provides partners with the ability to showcase their business on Facebook
and Instagram to generate website referral leads. This placement utilizes a
proprietary audience comprised of Facebook and Instagram users who have
similar behaviors to Lee County's current database. Ads are displayed within
the Facebook and Instagram newsfeed. VCB to match funds 1:1.

3 High-Quality Images, 3 Ad Headlines, Post Copy and
Link to Website

Strive to Showcase High-
Quality, Organic Imagery

100000

09/01/2025

09/30/2025

500




Material

Program Group Program Name Content Opportunity Detailed Program Overview Partners Receive Recommendations and Estlmat.ed e et [EEmatediend Rate I‘_A?x
Impressions Date Date Participants
Notes
Provides partners with the ability to showcase their
business on'Facebook and Instagram bY targeting a This placement will be reaching a highly engaged audience who has already
custom audience composed of the VCB's current e- . \ . . K
Facebook and Instagram newsletter subscribers subscribed to the VCB's enewsletter and retargeting that audience with High-Quality Image, Ad Headline, Ad Post Copy and Link | Strive to Showcase High-
Social Media Advertising — Single-Image ’ partner-specific messaging. Ads are displayed within the Facebook and g ¥ Ee, L Py . . & 100000 09/01/2025 09/30/2025 500 1
) R to Website Quality, Organic Imagery
Placement: September 2025 . . , Instagram newsfeed and are shared from the partner's social channels. VCB
This placement will run on the partners' pages.
to match funds 1:1.
This is a conversion tactic.
Pm\."des partners with the ability to sh(.)wc.ase the.'r Facebook and Instagram slideshow ads are video-like ads that use motion via
business on Facebook and Instagram with images in a multiple images and text to tell your story across Facebook and Instagram
Facebook and Instagram video format to generate website referral leads. chan:els Thigs lacement utiIizeZ customytar eting of those who haveg 3-4 High-Quality Images, Ad Headline, Ad Post Copy and Strive to Showcase High
Social Media Advertising — Slideshow: - s p geting Link to Website & 100000 09/01/2025 | 09/30/2025 500 2

September 2025

This placement will run on the partners' pages.

This is a conversion tactic.

previously engaged with Lee County's social media content. Ads are
displayed within the Facebook and Instagram newsfeed. VCB to match funds
1:1.

Quality, Organic Imagery




Material

Program Group Program Name Content Opportunity Detailed Program Overview Partners Receive Recommendations and Estlmat.ed TS ST || [t 2| Rate I\.Ila?x
Impressions Date Date Participants
Notes
Partners have the opportunity to increase overall reach and target Programrnanc ta|.'g.et|ng provides reach at an efﬁaenF cost as wel!
. . S as targeting specific consumers who show the behaviors of meeting
meeting planners who show online behaviors indicating they plan I . -
. . . . . X - and event planners. Programmatic utilizes RTB (real-time bidding)
meetings in Florida using banner ad units featuring partner-specific . .
o . o . . . . . across exchanges to reach the audience through data aggregation
360° video. The 360° video provides an immersive experience for R
X " " on a DMP (data management platform). In essence, this means that .
meeting planners to "tour" the property. R . R . Speak to Meeting
. the programmatic partner will be able to reach the target audience Photo, Headline, .
Travel Trade Digital Meeting Planner across all devices including desktop, tablet and mobile in a real- Offer/Message and Direct Planners (Previous
. Programmatic Digital With Meetings Types of targeting include behavioral, contextual, demographic, . i o " . Lo participation in 360°- 250000 11/01/2024 12/31/2024 850 2
Display - A ) . . . . ; time environment. For example, if a planner searches for "meeting Website Link (EXACT ; .
360° Video: Winter 2024 geographic, and site and search retargeting. This also includes site . " . Ly video collection efforts
. ! A \ X spaces in Fort Myers" in a search engine, the network will bid in MATERIAL SPECS TBD) R
retargeting from the VCB site. By utilizing the VCB's website, partners . K L required.)
. . real time for the next available ad unit in order to show the co-op
have the opportunity to target consumers who have shown direct artner's message at the most relevant time
interest in the destination by visiting the VCB's website. P g ’
This is an intent tactic. Creative V\.II” ﬂ?ature a 360° video gathered through Lee County's
partnership with Threshold 360.
. . Programmatic targeting provides reach at an efficient cost as well
Partners have the opportunity to increase overall reach and target . o X
. . R as targeting specific consumers who show the behaviors of travel
meeting planners who have shown online behaviors indicating they |, . . L
. . . intent for beach and Florida vacations. Programmatic utilizes RTB
plan Florida meetings, through banner ad units. . T .
(real-time bidding) across exchanges to reach the audience through
Travel Trade Digital Meeting Planner Types of targeting include behavioral, contextual, demographic, data aggrterﬁatlon on th?/ltI; (data manage;nentflatfor.m)). Inbl ¢ Photo, Headline, Speak to Meetin
. & Programmatic Digital: Winter Meetings geographic, and site and search retargeting. This also includes site ~ |ooc Cov 'S MEans that the programmatic partner Wit be able to | oo /\jessage and Direct P & 100000 11/01/2024 12/31/2024 475 5
Display . . e \ X reach the target audience across all devices including desktop, O Planners
2024/25 retargeting from the VCB site. By utilizing the VCB's website, partners I K . ; Website Link
. . tablet and mobile in a real-time environment. For example, if a
have the opportunity to target consumers who have shown direct N ; ) Wi
. R N . , . consumer searches for "meeting venues on Sanibel Island" in a
interest in the destination by visiting the VCB's website. X Lo .
search engine, the network will bid in real time for the next
This is an intent tactic. available ad unit in order to shz?w the consumer a co-op partner's
message at the most relevant time.
Programmatic targeting provides reach at an efficient cost as well
Partners have the opportunity to increase overall reach and target as targeting our specific consumers who show the behaviors of
travel advisors who have shown online behaviors indicating they plan |travel intent for beach and Florida vacations. Programmatic utilizes
Florida meetings, through banner ad units. Types of targeting include [RTB (real-time bidding) across exchanges to reach our audience
behavioral, contextual, demographic, geographic, and site and search |through data aggregation on a DMP (data management platform). Photo, Headline
Travel Trade Digital Travel Advisor Programmatic t ting. This also includ ite ret. ting fi the VCB site. B i i i ’ ! Speak to Travel
vel Trace Uigl Vel Advisor Frog : Travel Advisors retargeting. This also includes site retargeting from the VCB site. By In essence, this means that the programmatic partner will be able | ¢ /16 cca0e and Direct peak to frav 100000 11/01/2024 12/31/2024 475 5
Display Digital: Winter 2024/25 utilizing the VCB's website, partners have the opportunity to target  |to reach our target audience across all devices including desktop, Website Link Advisors
consumers who have shown direct interest in the destination by tablet and mobile in a real-time environment. For example, if a
visiting the VCB's website. consumer searches for "vacation packages on Sanibel Island" in a
search engine, the network will bid in real time for the next
This is an intent tactic. available ad unit in order to show the consumer a co-op partner's
message at the most relevant time.
Partners have the opportunity to reach meeting planners who attend
relevant industry conferences. This is an annual program that aligns
with the planned conference schedule for the fiscal year (4-5 events . .
. . Partners have an opportunity to run display banners and be part of . .
Travel Trade Digital Conference Geofencing total). Partners have the opportunity to target attendees by custom creative on mobile devices that will be targeted to users Photo, Headline, speak to Meeting
R g (Meetings): Annual Program Meetings geofencing the conference center and reaching the captured e » _g . Offer/Message and Direct | Planners, Travel Trade 100000 11/01/2024 09/30/2025 475 5
Display . . who attended specific conference events by utilizing geofencing o .
2024-2025 audience after the event takes place. Final conferences and schedule Website Link Professionals
. technology.
to be finalized at a later date.
This is an intent tactic.
Partners have the opportunity to increase overall reach and target Programr"natlc tar.’g'etmg provides reach at an efflaenF cost as wel!
. . e as targeting specific consumers who show the behaviors of meeting
meeting planners who show online behaviors indicating they plan L . i
. . . . . . . and event planners. Programmatic utilizes RTB (real-time bidding)
meetings in Florida using banner ad units featuring partner-specific ; X
. . o . . . . . across exchanges to reach the audience through data aggregation
360° video. The 360° video provides an immersive experience for X
X " " on a DMP (data management platform). In essence, this means that .
meeting planners to "tour" the property. R ) ) ) Speak to Meeting
: the programmatic partner will be able to reach the target audience Photo, Headline, .
Travel Trade Digital Meeting Planner Il devices including desktop, tablet and mobile i | Offer/Message and Direct | ' 2nners (Previous
R g Programmatic Digital With Meetings Types of targeting include behavioral, contextual, demographic, a.cross a X evices Including des _Op’ avletand moblie In ﬁ rea . . g participation in 360°- 250000 01/17/2025 03/30/2025 850 2
Display o N . A . . X . time environment. For example, if a planner searches for "meeting Website Link (EXACT . .
360° Video: Spring 2025 geographic, and site and search retargeting. This also includes site R " . o video collection efforts
. . e \ . spaces in Fort Myers" in a search engine, the network will bid in MATERIAL SPECS TBD) R
retargeting from the VCB site. By utilizing the VCB's website, partners - | . required.)
. . real time for the next available ad unit in order to show the co-op
have the opportunity to target consumers who have shown direct artner's message at the most relevant fime
interest in the destination by visiting the VCB's website. p & ’
This is an intent tactic. Creative \A.II|| f§ature a 360° video gathered through Lee County's
partnership with Threshold 360.
. . Programmatic targeting provides reach at an efficient cost as well
Partners have the opportunity to increase overall reach and target . - X
. . . as targeting specific consumers who show the behaviors of travel
meeting planners who have shown online behaviors indicating they |, . . L
. . . intent for beach and Florida vacations. Programmatic utilizes RTB
plan Florida meetings, through banner ad units. . o .
(real-time bidding) across exchanges to reach the audience through
Travel Trade Digital Meeting Planner Types of targeting include behavioral, contextual, demographic, :j::naigrfﬁitggazz fh::ﬂtr\édartj E:fai;:er:rtpr\lztrf:/rim;elgble to Photo, Headline, Speak to Meetin
g Programmatic Digital: Spring Meetings geographic, and site and search retargeting. This also includes site ! prog P Offer/Message and Direct P e 100000 01/17/2025 03/31/2025 475 5

Display

2025

retargeting from the VCB site. By utilizing the VCB's website, partners
have the opportunity to target consumers who have shown direct
interest in the destination by visiting the VCB's website.

This is an intent tactic.

reach the target audience across all devices including desktop,
tablet and mobile in a real-time environment. For example, if a
consumer searches for "meeting venues on Sanibel Island" in a
search engine, the network will bid in real time for the next
available ad unit in order to show the consumer a co-op partner's
message at the most relevant time.

Website Link

Planners




Travel Trade Digital

Travel Advisor Programmatic

Partners have the opportunity to increase overall reach and target
travel advisors who have shown online behaviors indicating they plan
Florida meetings, through banner ad units. Types of targeting include
behavioral, contextual, demographic, geographic, and site and search
retargeting. This also includes site retargeting from the VCB site. By

Programmatic targeting provides reach at an efficient cost as well
as targeting specific users who show the behaviors of travel
planning intent for beach and Florida vacations. Programmatic
utilizes RTB (real-time bidding) across exchanges to reach the
audience through data aggregation on a DMP (data management
platform). In essence, this means that the programmatic partner

Photo, Headline,

Speak to Travel

. - . i T . . i . 1 1/17/202 1/202
Display Digital: Spring 2025 Travel Advisor utilizing the VCB's website, partners have the opportunity to target will be able to reach the target audience across all devices including Offer/lvvzsbs:ifz S:i Direct Advisors 00000 01/17/2025 03/31/2025 475
consumers who have shown direct interest in the destination by desktop, tablet and mobile in a real-time environment. For
visiting the VCB's website. example, if a consumer searches for "vacation packages on Sanibel
Island" in a search engine, the network will bid in real time for the
This is an intent tactic. next available ad unit in order to show the co-op partner's message
at the most relevant time.
. . Programmatic targeting provides reach at an efficient cost as well
Partners have the opportunity to increase overall reach and target ) o X ;
X ) DR as targeting specific consumers who show the behaviors of meeting
meeting planners who show online behaviors indicating they plan L . -
. . . . . X - and event planners. Programmatic utilizes RTB (real-time bidding)
meetings in Florida using banner ad units featuring partner-specific . .
o o . . . . across exchanges to reach the audience through data aggregation
360° video. The 360° video provides an immersive experience for R
X " " on a DMP (data management platform). In essence, this means that .
meeting planners to "tour" the property. B ) . ) Speak to Meeting
. the programmatic partner will be able to reach the target audience Photo, Headline, .
Travel Trade Digital Meeting Planner across all devices including desktop, tablet and mobile in a real- Offer/Message and Direct Planners (Previous
R g Programmatic Digital With Meetings Types of targeting include behavioral, contextual, demographic, ) . g . P " . . g participation in 360°- 250000 04/01/2025 06/30/2025 850
Display e : > X ) X : time environment. For example, if a planner searches for "meeting Website Link (EXACT h .
360° Video: Summer 2025 geographic, and site and search retargeting. This also includes site . " . oy video collection efforts
. - e \ . spaces in Fort Myers" in a search engine, the network will bid in MATERIAL SPECS TBD) R
retargeting from the VCB site. By utilizing the VCB's website, partners . . L required.)
. . real time for the next available ad unit in order to show the co-op
have the opportunity to target consumers who have shown direct \ .
. . L. - . . partner's message at the most relevant time.
interest in the destination by visiting the VCB's website.
This is an intent tactic Creative will feature a 360° video gathered through Lee County's
! partnership with Threshold 360.
Partners have the opportunity to increase overall reach and target Programmatlc targ'etmg provides reach at an effluenF cost as well
. . e as targeting specific consumers who show the behaviors of travel
meeting planners who have shown online behaviors indicating they |, ) . .
. . . intent for beach and Florida vacations. Programmatic utilizes RTB
plan Florida meetings, through banner ad units. ' B .
(real-time bidding) across exchanges to reach the audience through
Travel Trade Digital Meeting Planner Types of targeting include behavioral, contextual, demographic, 22;:naigrf§2tggazz :hsz]édartj r:;?]:];gai;?er:r'g::f\j/ri:rge”;ble to Photo, Headline, Speak to Meetin
R g Programmatic Digital: Summer Meetings geographic, and site and search retargeting. This also includes site ’ . prog ) p . Offer/Message and Direct J 100000 04/01/2025 06/30/2025 475
Display . . e \ . reach the target audience across all devices including desktop, T Planners
2025 retargeting from the VCB site. By utilizing the VCB's website, partners o X . A Website Link
. . tablet and mobile in a real-time environment. For example, if a
have the opportunity to target consumers who have shown direct N . ) o
. R N o , . consumer searches for "meeting venues on Sanibel Island" in a
interest in the destination by visiting the VCB's website. . Lo .
search engine, the network will bid in real time for the next
This is an intent tactic. available ad unit in order to shqw the consumer a co-op partner's
message at the most relevant time.
Programmatic targeting provides reach at an efficient cost as well
Partners have the opportunity to increase overall reach and target as targeting specific users who show the behaviors of travel
travel advisors who have shown online behaviors indicating they plan |planning intent for beach and Florida vacations. Programmatic
Florida meetings, through banner ad units. Types of targeting include |utilizes RTB (real-time bidding) across exchanges to reach the
behavioral, contextual, demographic, geographic, and site and search |audience through data aggregation on a DMP (data management )
Travel Trade Digital Travel Advisor Programmatic . retargeting. This also includes site retargeting from the VCB site. By  [platform). In essence, this means that the programmatic partner Photo, Headllne,- Speak to Travel
R L Travel Advisors i , K . N ! ) o . Offer/Message and Direct X 100000 04/01/2025 06/30/2025 475
Display Digital: Summer 2025 utilizing the VCB's website, partners have the opportunity to target  |will be able to reach the target audience across all devices including Website Link Advisors
consumers who have shown direct interest in the destination by desktop, tablet and mobile in a real-time environment. For
visiting the VCB's website. example, if a consumer searches for "vacation packages on Sanibel
Island" in a search engine, the network will bid in real time for the
This is an intent tactic. next available ad unit in order to show the co-op partner's message
at the most relevant time.
Partners have the opportunity to increase overall reach and target Programmatlc tarjg'etlng provides reach at an efflaen? cost as wel!
. . . as targeting specific consumers who show the behaviors of meeting
meeting planners who show online behaviors indicating they plan LT ) i
. . . . . . o and event planners. Programmatic utilizes RTB (real-time bidding)
meetings in Florida using banner ad units featuring partner-specific . X
. . o . . . . . across exchanges to reach the audience through data aggregation
360° video. The 360° video provides an immersive experience for |
X " " on a DMP (data management platform). In essence, this means that .
meeting planners to "tour" the property. . . . ) Speak to Meeting
. the programmatic partner will be able to reach the target audience Photo, Headline, .
Travel Trade Digital Meeting Planner Il devices including desktop, tablet and mobile i | Offer/M nd Direct | Fianners (Previous
avel 'rade Ligita Programmatic Digital With Meetings Types of targeting include behavioral, contextual, demographic, across all devices Including desktop, tablet and moblie In a rea € essagea ec participation in 360°- 250000 07/05/2025 09/30/2025 850

Display

360° Video: Fall 2025

geographic, and site and search retargeting. This also includes site
retargeting from the VCB site. By utilizing the VCB's website, partners
have the opportunity to target consumers who have shown direct
interest in the destination by visiting the VCB's website.

This is an intent tactic.

time environment. For example, if a planner searches for "meeting
spaces in Fort Myers" in a search engine, the network will bid in
real time for the next available ad unit in order to show the co-op
partner's message at the most relevant time.

Creative will feature a 360° video gathered through Lee County's
partnership with Threshold 360.

Website Link (EXACT
MATERIAL SPECS TBD)

video collection efforts
required.)




Travel Trade Digital

Meeting Planner

Partners have the opportunity to increase overall reach and target
meeting planners who have shown online behaviors indicating they
plan Florida meetings, through banner ad units.

Types of targeting include behavioral, contextual, demographic,

Programmatic targeting provides reach at an efficient cost as well
as targeting specific consumers who show the behaviors of travel
intent for beach and Florida vacations. Programmatic utilizes RTB
(real-time bidding) across exchanges to reach the audience through
data aggregation on a DMP (data management platform). In
essence, this means that the programmatic partner will be able to

Photo, Headline,

Speak to Meeting

. Programmatic Digital: Fall Meetings geographic, and site and search retargeting. This also includes site X o . Offer/Message and Direct 100000 07/05/2025 09/30/2025 475
Display ) ) e \ . reach the target audience across all devices including desktop, O Planners
2025 retargeting from the VCB site. By utilizing the VCB's website, partners o X . 3 Website Link
. . tablet and mobile in a real-time environment. For example, if a
have the opportunity to target consumers who have shown direct N . X o
. . L . , . consumer searches for "meeting venues on Sanibel Island" in a
interest in the destination by visiting the VCB's website. i o .
search engine, the network will bid in real time for the next
This is an intent tactic. available ad unit in order to sh(?w the consumer a co-op partner's
message at the most relevant time.
Programmatic targeting provides reach at an efficient cost as well
Partners have the opportunity to increase overall reach and target as targeting specific users who show the behaviors of travel
travel advisors who have shown online behaviors indicating they plan |planning intent for beach and Florida vacations. Programmatic
Florida meetings, through banner ad units. Types of targeting include |utilizes RTB (real-time bidding) across exchanges to reach the
behavioral, contextual, demographic, geographic, and site and search |audience through data aggregation on a DMP (data management .
Travel Trade Digital Travel Advisors Programmatic . retargeting. This also includes site retargeting from the VCB site. By  |platform). In essence, this means that the programmatic partner Photo, Headllne,. Speak to Travel
Travel Advisors ’ Offer/Message and Direct 100000 07/05/2025 09/30/2025 475

Display

Digital: Fall 2025

utilizing the VCB's website, partners have the opportunity to target
consumers who have shown direct interest in the destination by
visiting the VCB's website.

This is an intent tactic.

will be able to reach the target audience across all devices including
desktop, tablet and mobile in a real-time environment. For
example, if a consumer searches for "vacation packages on Sanibel
Island" in a search engine, the network will bid in real time for the
next available ad unit in order to show the co-op partner's message
at the most relevant time.

Website Link

Advisors




Material Recommendations

Estimated

Estimated Start

Estimated End

Max

Program Group Program Name Content Opportunity Detailed Program Overview Partners Receive 1) s Impressions Date Bl Rate Participants
Partners may participate in a full-page display ad Travel Weekly is the leading national travel trade newspaper Website link should be short
Travel Weekly (Travel targeting travel advisors providing news and information regarding travel trends and Photo, Offer/Message, Phone | and easy to remember. No
Travel Trade Print R Travel Advisors ' L . Number and Direct Website | Bitly or UTM links. Consider a 60000 11/01/2024 11/30/2024 330 3
Advisors): November 2024 destinations that are relevant to travel professionals. Partners . . . o
L . . . . o Link vanity URL if your link is too
This is a prospecting tactic. will be featured in a Lee County destination ad. long
Partne.rs may.part|C|paFe .m a full—pa.ge d|splay4ad Florida Trend is a monthly magazine covering Florida business, Website link should be short
Florida Trend (Meetings): targeting Florida association executives/meeting industry, education and leisure. Florida Trend is read by Photo, Offer/Message, Phone | and easy to remember. No
Travel Trade Print ' Meetings planners. o R ’ - L Number and Direct Website | Bitly or UTM links. Consider a 270000 12/01/2024 12/31/2024 270 3
December 2024 business executives, government officials and civic leaders. . . X T
. R . Link vanity URL if your link is too
L . . Partners will be featured in a Lee County destination ad.
This is a prospecting tactic. long.
Association SOURCE is sent directly to the executives and
Partners may participate in a full-page display ad meeting planners who make the decisions in Florida’s Website link should be short
FSAE SOURCE (Meetings): targeting Florida association executives/meeting associations. These executives, their staffs and their association |Photo, Offer/Message, Phone | and easy to remember. No
Travel Trade Print gs): Meetings planners. members represent millions of dollars in sales opportunities. Number, and Direct Website | Bitly or UTM links. Consider a 1000 01/05/2025 02/28/2025 215 3
January/February 2025 . . ) - L . . . R
SOURCE is a top resource of information on Florida association Link vanity URL if your link is too
This is a prospecting tactic. business management and resources. Partners will be featured long.
in a Lee County destination ad.
- . . Prevue Meetings + Incentives is a multiplatform brand that Website link should be short
. . Partners may participate in a full-page display ad to - L ) L
Prevue Meetings + Incentives reach meeting planners inspires planners by providing immersive experiential travel Photo, Offer/Message, Phone | and easy to remember. No
Travel Trade Print (Meetings): January/February Meetings 8P ' coverage, professional development and thought leadership. Number and Direct Website | Bitly or UTM links. Consider a 134500 01/05/2025 02/28/2025 215 3
2025 L . . Partners have the opportunity to be featured in the Link vanity URL if your link is too
This is a prospecting tactic. - e
January/February Visit Florida issue. long.
Recommend has been helping travel advisors sell travel b
. . . ¢ . as . ping V . v s velby Website link should be short
Partners may participate in a full-page display ad providing them with in-depth destination and product
Recommend (Travel Advisors): targeting travel advisors information. Its editors travel the globe previewing, reviewing Photo, Offer/Message, Phone | and easy to remember. No
Travel Trade Print ’ Travel Advisors ' o N - § Number and Direct Website | Bitly or UTM links. Consider a 50050 03/01/2025 03/31/2025 230 3
March 2025 and crafting experiential articles that make for some of the . . . o
. . . . . : - . Link vanity URL if your link is too
This is a prospecting tactic. most informative and engrossing destination content available lon
today. Partners will be featured in a Lee County destination ad. &
Partners may participate in a full-page display ad Travel Weekly is the leading national travel trade newspaper Website link should be short
Travel Weekly (Travel targeting travel advisors providing news and information regarding travel trends and Photo, Offer/Message, Phone | and easy to remember. No
Travel Trade Print . Travel Advisors ' L . Number and Direct Website | Bitly or UTM links. Consider a 60000 03/01/2025 03/31/2025 330 3
Advisors): March 2025 destinations that are relevant to travel professionals. Partners . . . o
L . . . . o Link vanity URL if your link is too
This is a prospecting tactic. will be featured in a Lee County destination ad. long
= . . Association Conventions & Facilities targets association and Website link should be short
L ) Partners may participate in a full-page display ad to A A .
Association Conventions & reach meeting planners convention planners through national, state, professional and Photo, Offer/Message, Phone | and easy to remember. No
Travel Trade Print Facilities (Meetings): May Meetings ep ' SMERF associations. Subscribers are members of ASAE, PCMA Number and Direct Website | Bitly or UTM links. Consider a 20500 05/01/2025 05/31/2025 230 3
2025 . . . and MPI. Partners will be featured in a Lee County destination Link vanity URL if your link is too
This is a prospecting tactic.
ad. long.
Partners may participate in a full-page display ad to Corporate & Incentive Travel reaches over 40,000 corporate Website link should be short
Corporate & Incentive Travel reach meeting planners and incentive travel planners who participate in MPI, SITE Photo, Offer/Message, Phone | and easy to remember. No
Travel Trade Print Meetings ’ ! ’ Number and Direct Website | Bitly or UTM links. Consider a 40000 06/01/2025 06/30/2025 230 3

(Meetings): June 2025

This is a prospecting tactic.

GBTA and PCMA. Partners will be featured in a Lee County
destination ad.

Link

vanity URL if your link is too
long.




5 ) l 5 Material Recommendations Estimated Estimated Start | Estimated End Max
Program Group Program Name Content Opportunity Detailed Program Overview Partners Receive . Rate .
and Notes Impressions Date Date Participants
Association SOURCE is sent directly to the executives and
Partners may participate in a full-page display ad meeting planners who make the decisions in Florida’s Website link should be short
FSAE SOURCE (Meetings): targeting Florida association executives/meeting associations. These executives, their staffs and their association |Photo, Offer/Message, Phone | and easy to remember. No
Travel Trade Print July/A ¢ 202I5 gs): Meetings planners. members represent millions of dollars in sales opportunities. Number and Direct Website | Bitly or UTM links. Consider a 1000 07/01/2025 08/31/2025 215 3
uly/AugUS SOURCE is a top resource of information on Florida association Link vanity URL if your link is too
This is a prospecting tactic. business management and resources. Partners will be featured long.
in a Lee County destination ad.
Partners may participate in a full-page display ad to Agent.@l-.lome magazuﬁe is still the only publication V\{rltten for Website link should be short
Agent@Home (Travel Travel Agents (Groups and | reach travel advisors who work from home and distributed exclusively to home-based travel advisors, the |Photo, Offer/Message, Phone | and easy to remember. No
Travel Trade Print N X ' fastest-growing segment of the travel advisor market and also Number and Direct Website | Bitly or UTM links. Consider a 40000 09/01/2025 09/30/2025 250 3
Advisors): September 2025 Family Travel) R R . . X o
. . . the hardest to reach. Partners will be featured in a Lee County Link vanity URL if your link is too
This is a prospecting tactic. L
destination ad. long.
R dhasb helping travel advi Il travel b
. : ) ecommend has been NEIPINg fravel advisors sell travel by Website link should be short
Partners may participate in a full-page display ad providing them with in-depth destination and product
Recommend (Travel Advisors): targeting travel advisors information. Its editors travel the globe previewing, reviewing Photo, Offer/Message, Phone | and easy to remember. No
' Travel Advisors ’ : ! Number and Direct Website | Bitly or UTM links. Consider a 50050 09/01/2025 09/30/2025 230 3

Travel Trade Print

September 2025

This is a prospecting tactic.

and crafting experiential articles that make for some of the
most informative and engrossing destination content available
today. Partners will be featured in a Lee County destination ad.

Link

vanity URL if your link is too
long.




Material

Estimated

Estimated Start

Estimated End

Max

Program Grou Program Name Content Opportunit Detailed Program Overview Partners Receive i Rate
g P 8 PP v e (SETTET BT Impressions Date Date Participants
and Notes
Partners have the opportunity to be included as a featured
property in an email dedicated to Lee County. This is
Travel Trade Third-Part Association Conventions & targeting meeting planners and decision-makers across Association Conventions & Facilities targets association and conventions Photo, Headline/Offer,
Email ¥ Facilities Email (Meetings): Meetings Association Conventions & Facilities' audience of planners through national, state, professional and SMERF associations. Description and Direct 16000 11/01/2024 11/30/2024 300 6
November 2024 association planners. Subscribers are members of ASAE, PCMA and MPI. Website Link
This is an intent tactic.
Partners have the opportunity to be included as a featured
property in an email dedicated to Lee County. This is
. Corporate & Incentive Travel targeting meeting planners and decision-makers across . . . Photo, Headline/Offer,
Travel Trade Thlrd-Party Email (Meetings): November Meetings Corporate & Incentive Travel's audience of corporate and Corporate & Incentive Tr?\{el rea'ches over 19,000 corporate and incentive Description and Direct 19000 11/01/2024 11/30/2024 300 6
Email X . travel planners who participate in MPI, SITE, GBTA and PCMA. o
2024 incentive planners. Website Link
This is an intent tactic.
Travel Trade Third-Part Insider Travel Report Email Part”e? have pi o'ﬁ)zo::lt'untlt\:jtto ?.e mEIUdetd e 2featured Insider Travel Report delivers daily curated content to advisors based on its Photo, Headline/Offer,
. ¥ (Travel Advisors): Travel Advisors property in an ematl dedicated to Lee Lounty. . . P . Y . . Description and Direct 37000 11/01/2024 11/30/2024 300 6
Email in-depth profile, which reaches 75% of U.S. and Canadian travel advisors. L
November 2024 . . . Website Link
This is an intent tactic.
Travel Trade Third-Part Travel Weekly Email (Travel f:rt::rl:o::eaz peacri:IcIISiasLivlenoef‘:efs)«t:l)u:g\e/ec:esrtcl)?:st;)(:n:?aIl Travel Weekly provides news and information regarding travel trends and Photo, Headline/Offer,
. ¥ . v Travel Advisors P P P ’ destinations relevant to travel professionals. This custom email will be sent Description and Direct 48000 11/01/2024 11/30/2024 250 6
Email Advisors): November 2024 ; . L
L . . to travel professionals across the United States. Website Link
This is an intent tactic.
. . Partners P.lave the o.pport.unlty to be included as z.a f.eatured FSAE is the Florida Society of Association Executives. FSAE reaches .
Travel Trade Third-Party FSAE Dedicated Email property in an email dedicated to Lee County. This is association executives, meeting planners, CEOs and association Photo, Headline/Offer,
. (Meetings): Meetings targeting key business executives across Florida. ! ! . L Description and Direct 750 11/01/2024 11/30/2024 275 6
Email management companies. Partners have the opportunity to have a listing in o
November 2024 . X . . . Website Link
o . . the dedicated email reaching this audience.
This is an intent tactic.
Recommend provides travel advisors with product
Travel Trade Third-Part Recommend Email (Travel information about destinations, accommodations, Recommend provides travel advisors with product information about Photo, Headline/Offer,
. ¥ X Travel Advisors transportation, cruises, tours and events. destinations, accommodations, transportation, cruises, tours and events. Description and Direct 40000 12/01/2024 12/31/2024 300 3
Email Advisors): December 2024 o
Website Link
This is an intent tactic.
Travel Trade Third-Part Travel Weekly Email (Travel :’2”:‘;‘:023;’ Zi:llcllzititleno?pe‘rgs)(sloutsgee(:esrz:‘]:st?;nzzaIl Travel Weekly provides news and information regarding travel trends and Photo, Headline/Offer,
. ¥ . v Travel Advisors P ped su velp : ’ destinations relevant to travel professionals. This custom email will be sent Description and Direct 48000 01/05/2025 01/31/2025 250 6
Email Advisors): January 2025 ; . o
. . . to travel professionals across the United States. Website Link
This is an intent tactic.
Partners have the opportunity to be included as a featured
Travel Trade Third-Part EproDirect Email (Meetings): far:)peirt\llal:nzr;sei:asltlat::sd:;?tt:fht: r:ieigsotunrtg. :nms?tll \:(I)” EproDirect is a hospitality marketing company reaching meeting and event Photo, Headline/Offer,
. ¥ P gs): Meetings getp L X g prop ¥ planning professionals. They specialize in email marketing and verify lists Description and Direct 22500 02/01/2025 02/28/2025 300 6
Email February 2025 book meetings in Florida. ) . . S
daily to ensure the most accurate and active prospects are being reached. Website Link
This is an intent tactic.
Travel Trade Third-Part Insider Travel Report Email P?:n:ris h:\;it::\:'FIJEZ;F:;]:L?;)bLZ;nEEJd:td 2 featured Insider Travel Report delivers daily curated content to advisors based on its Photo, Headline/Offer,
_ ¥ (Travel Advisors): Travel Advisors | PTOPEY! It dedi unty. X heport ¥ ; ; Description and Direct 37000 02/01/2024 02/28/2024 300 6
Email in-depth profile, which reaches 75% of U.S. and Canadian travel advisors. L
February 2024 . ) X Website Link
This is an intent tactic.
Partners have the o.pport.umty to be included as ? f.eatured Prevue Meetings + Incentives is a multiplatform brand that inspires
property in an email dedicated to Lee County. This is . . N .
. . . . . planners by providing immersive experiential travel coverage, professional .
) Prevue Meetings + Incentives targeting meeting planners and decision-makers across . ) Photo, Headline/Offer,
Travel Trade Third-Party R . . , . . . R development and thought leadership. Partners have the opportunity to be - .
. Email (Meetings): Meetings Prevue's audience of association, corporate and incentive X R A R R A o 7 Description and Direct 5000 02/01/2025 02/28/2025 300 6
Email featured in the dedicated email reaching this audience within the Visit o
February 2025 planners. ) . A . Website Link
Florida package. This package also comes with a reblast sent out to initial
openers.
This is an intent tactic. P
. . Partners have the o.pport.umty to be included as ? ffeatured FSAE is the Florida Society of Association Executives. FSAE reaches .
Travel Trade Third-Party FSAE Dedicated Email property in an email dedicated to Lee County. This is association executives, meeting planners, CEOs and association Photo, Headline/Offer,
. (Meetings): Meetings targeting key business executives across Florida. ! : R . Description and Direct 750 03/01/2025 03/31/2025 275 6
Email management companies. Partners have the opportunity to have a listing in S
March 2025 . X . B . Website Link
. . . the dedicated email reaching this audience.
This is an intent tactic.
Travel Trade Third-Part Travel Weekly Email (Travel rjrt:;r:or;eaz Ziglf;é)iizi;noipefs)«t:loutsg\ie(?esrtcljrf]:st:i)onn:zaIl Travel Weekly provides news and information regarding travel trends and Photo, Headline/Offer,
. ¥ . v Travel Advisors p P P ’ destinations relevant to travel professionals. This custom email will be sent Description and Direct 48000 03/01/2025 03/31/2025 250 6
Email Advisors): March 2025 - . L
L . . to travel professionals across the United States. Website Link
This is an intent tactic.
Recommend provides travel advisors with product
Travel Trade Third-Part Recommend Email (Travel information about destinations, accommodations, Recommend provides travel advisors with product information about Photo, Headline/Offer,
. ¥ . Travel Advisors transportation, cruises, tours and events. destinations, accommodations, transportation, cruises, tours and events. Description and Direct 40000 03/01/2025 03/31/2025 300 3
Email Advisors): March 2025 o
Website Link
This is an intent tactic.
Partners have the opportunity to be included as a featured |Travel Market Report is an online business publication that serves as an
property in an email dedicated to Lee County. This is independent forum and voice for retail travel sellers in North America. .
Travel Trade Third-Party | Travel Market Report Email targeting travel advisors across Travel Market Report's Travel Market Report provides in-depth coverage and analysis of news and Photo, Headline/Offer,
Travel Advisors Description and Direct 116000 04/01/2025 04/30/2025 350 6

Email

(Travel Advisors): April 2025

audience.

This is an intent tactic.

trends affecting leisure and corporate travel advisors, along with practical
business advice and insights into key growth markets. Partners have the
opportunity to have a listing in the dedicated email reaching this audience.

Website Link




Travel Trade Third-Party

Association Conventions &

Partners have the opportunity to be included as a featured
property in an email dedicated to Lee County. This is
targeting meeting planners and decision-makers across

Association Conventions & Facilities targets association and conventions

Photo, Headline/Offer,

Email Facilities Email (Meetings): Meetings Association Conventions & Facilities' audience of planners through national, state, professional and SMERF associations. Description and Direct 16000 05/01/2025 05/31/2025 300
May 2025 association planners. Subscribers are members of ASAE, PCMA and MPI. Website Link
This is an intent tactic.
Travel Trade Third-Part Travel Weekly Email (Travel rjrtrn;:o:;az peili'gﬂsiastuién;;f:::)utsgsjesrt(l)?sst;?;n::?aIl Travel Weekly provides news and information regarding travel trends and Photo, Headline/Offer,
. ¥ X v Travel Advisors P P P ’ destinations relevant to travel professionals. This custom email will be sent Description and Direct 48000 05/01/2025 05/31/2025 250
Email Advisors): May 2025 - R L
. . . to travel professionals across the United States. Website Link
This is an intent tactic.
Recommend provides travel advisors with product
Travel Trade Third-Part Recommend Email (Travel information about destinations, accommodations, Recommend provides travel advisors with product information about Photo, Headline/Offer,
. ¥ X Travel Advisors transportation, cruises, tours and events. destinations, accommodations, transportation, cruises, tours and events. Description and Direct 40000 05/01/2025 05/31/2025 300
Email Advisors): May 2025 S
Website Link
This is an intent tactic.
Partners have the opportunity to be included as a featured
property in an email dedicated to Lee County. This is
. . targeting meeting planners and decision-makers across . . . Photo, Headline/Offer,
Travel Trade Third-Part Corporate & Incentive Travel . Corporate & Incentive Travel reaches over 19,000 corporate and incentive - .
. ¥ p. . Meetings Corporate & Incentive Travel's audience of corporate and P L K P Description and Direct 19000 06/01/2025 06/30/2025 300
Email Email (Meetings): June 2025 X . travel planners who participate in MPI, SITE, GBTA and PCMA. S
incentive planners. Website Link
This is an intent tactic.
Partners have the opportunity to be included as a featured |Travel Market Report is an online business publication that serves as an
property in an email dedicated to Lee County. This is independent forum and voice for retail travel sellers in North America. .
Travel Trade Third-Part Travel Market Report Email targeting travel advisors across Travel Market Report's Travel Market Report provides in-depth coverage and analysis of news and Photo, Headline/Offer,
. ¥ et hep Travel Advisors getng P L neport b P ge VSIS . Description and Direct 116000 06/01/2025 06/30/2025 350
Email (Travel Advisors): June 2025 audience. trends affecting leisure and corporate travel advisors, along with practical L
. . . . Website Link
business advice and insights into key growth markets. Partners have the
This is an intent tactic. opportunity to have a listing in the dedicated email reaching this audience.
Travel Trade Third-Part Travel Weekly Email (Travel rjrt:;:o:;az pei'i’;'f ;sizttj(ar;no?‘:ef:::)u:gse(:esrtclnrf]:st;?;n:EaIl Travel Weekly provides news and information regarding travel trends and Photo, Headline/Offer,
Email ¥ Advisors)Y July 2025 Travel Advisors P P P ’ destinations relevant to travel professionals. This custom email will be sent Description and Direct 48000 07/01/2025 07/31/2025 250
Py o . . to travel professionals across the United States. Website Link
This is an intent tactic.
Partners have the opportunity to be included as a featured
Travel Trade Third-Part EproDirect Email (Meetings): f;?iirtral:nzr:se'r:zlt:tj:jIc?tt:(:ht: rl;'eig:tun:c:l. (Enms;?‘tII ‘:’;” EproDirect is  hospitality marketing company reaching meeting and event Photo, Headline/Offer,
¥ P ek Meetings getp ! Wi '8 propensity planning professionals. They specialize in email marketing and verify lists Description and Direct 22500 08/01/2025 08/31/2025 300

Email

August 2025

book meetings in Florida.

This is an intent tactic.

daily to ensure the most accurate and active prospects are being reached.

Website Link




Material

0 q q A Esti Esti Esti E M
Program Group Program Name Content Opportunity Detailed Program Overview Partners Receive Recommendations and stlmat'e d stimated Start stimated End Rate n ?x
Impressions Date Date Participants
Notes
Partners have the opportunity to target specific Lee County destinations
. . s . . Offer Strongly
Vacation Rentals Digital . within Vrbo through banner ad units as well as retarget consumers who . . . . Photo, Headline,
R . Canada Vacation Rental Vrbo . Vrbo is a vacation rental OTA website that allows consumers to book vacation ) Recommended
Display (Domestic and o . have shown interest. ) . - X N Offer/Message and Direct . 35000 11/01/2024 01/31/2025 450 4
. Digital: Winter 2024/25 rental homes either directly or indirectly. Will refer to the partner website. o (Offer must be valid
International) Website Link
L . . through end date.)
This is a conversion tactic.
Programmatic targeting provides reach at an efficient cost as well as targeting
specific consumers who show the behaviors of travel intent for beach and
Partners have the opportunity to increase overall reach and target Florida vacations and who want to stay in a vacation rental property.
consumers who have exhibited online behaviors indicating they are Programmatic utilizes RTB (real-time bidding) across exchanges to reach the Offer Stronal
Vacation Rentals Digital Domestic Vacation Rental planning a beach/Florida vacation and want to stay in a vacation rental  |audience through data aggregation on a DMP (data management platform). In Photo, Headline, Recommenje\:j
Display (Domestic and Travel Intenders Digital: property. Types of targeting include behavioral, contextual, essence, this means that the programmatic vendor will be able to reach the Offer/Message and Direct (Offer must be valid 150000 11/01/2024 12/31/2024 500 6
International) Spring 2025 demographic, geographic, and site and search retargeting. target audience across all devices including desktop, tablet and mobile in a Website Link through end date.)
real-time environment. For example, if a consumer searches for "vacation e ’
This is an intent tactic. rentals on Captiva Island" in a search engine, the network will bid in real time
for the next available ad unit in order to show the consumer a co-op partner's
message at the most relevant time. Will refer to the partner website.
Partners have the opportunity to target specific Lee County destinations
. - L. . . Offer Strongly
Vacation Rentals Digital . . within Vrbo through banner ad units as well as retarget consumers who . . . . Photo, Headline,
. . Domestic Vacation Rental . Vrbo is a vacation rental OTA website that allows consumers to book vacation . Recommended
Display (Domestic and . have shown interest. . . - X ) Offer/Message and Direct . 40000 01/17/2025 03/31/2025 500 4
. Vrbo Digital: Summer 2025 rental homes either directly or indirectly. Will refer to the partner website. o (Offer must be valid
International) Website Link
L . . through end date.)
This is a conversion tactic.
Programmatic targeting provides reach at an efficient cost as well as targeting
specific consumers who show the behaviors of travel intent for beach and
Partners have the opportunity to increase overall reach and target Florida vacations and who want to stay in a vacation rental property.
consumers who have exhibited online behaviors indicating they are Programmatic utilizes RTB (real-time bidding) across exchanges to reach the Offer Stronal
Vacation Rentals Digital Domestic Vacation Rental planning a beach/Florida vacation and want to stay in a vacation rental |audience through data aggregation on a DMP (data management platform). In Photo, Headline, Recommenget:i
Display (Domestic and Travel Intenders Digital: property. Types of targeting include behavioral, contextual, essence, this means that the programmatic vendor will be able to reach the Offer/Message and Direct (Offer must be valid 150000 01/17/2025 03/31/2025 500 6
International) Summer 2025 demographic, geographic, and site and search retargeting. target audience across all devices including desktop, tablet and mobile in a Website Link through end date.)
real-time environment. For example, if a consumer searches for "vacation s ’
This is an intent tactic. rentals on Captiva Island" in a search engine, the network will bid in real time
for the next available ad unit in order to show the consumer a co-op partner's
message at the most relevant time. Will refer to the partner website.
Partners have the opportunity to target specific Lee County destinations
) L. L . R Offer Strongly
Vacation Rentals Digital X . within Vrbo through banner ad units as well as retarget consumers who . . . . Photo, Headline,
) . Domestic Vacation Rental . Vrbo is a vacation rental OTA website that allows consumers to book vacation . Recommended
Display (Domestic and - have shown interest. . . . X N Offer/Message and Direct . 40000 04/01/2025 06/30/2025 500 4
. Vrbo Digital: Fall 2025 rental homes either directly or indirectly. Will refer to the partner website. o (Offer must be valid
International) Website Link
. ) . through end date.)
This is a conversion tactic.
Programmatic targeting provides reach at an efficient cost as well as targeting
specific consumers who show the behaviors of travel intent for beach and
Partners have the opportunity to increase overall reach and target Florida vacations and who want to stay in a vacation rental property.
consumers who have exhibited online behaviors indicating they are Programmatic utilizes RTB (real-time bidding) across exchanges to reach our Offer Stronel
Vacation Rentals Digital Domestic Vacation Rental planning a beach/Florida vacation and want to stay in a vacation rental |audience through data aggregation on a DMP (data management platform). In Photo, Headline, Recommenge\:j
Display (Domestic and Travel Intenders Digital: Fall property. Types of targeting include behavioral, contextual, essence, this means that the programmatic vendor will be able to reach our Offer/Message and Direct (Offer must be valid 150000 04/01/2025 06/30/2025 500 6
International) 2025 demographic, geographic, and site and search retargeting. target audience across all devices including desktop, tablet and mobile in a Website Link through end date.)
real-time environment. For example, if a consumer searches for "vacation e '
This is an intent tactic. rentals on Captiva Island" in a search engine, the network will bid in real time
for the next available ad unit in order to show the consumer a co-op partner's
message at the most relevant time. Will refer to the partner website.
Programmatic targeting provides reach at an efficient cost as well as targeting
specific consumers who show the behaviors of travel intent for beach and
Partners have the opportunity to increase overall reach and target Florida vacations and who want to stay in a vacation rental property.
consumers who have exhibited online behaviors indicating they are Programmatic utilizes RTB (real-time bidding) across exchanges to reach the Offer Stronal
Vacation Rentals Digital Domestic Vacation Rental planning a beach/Florida vacation and want to stay in a vacation rental |audience through data aggregation on a DMP (data management platform). In Photo, Headline, Recommengez
Display (Domestic and Travel Intenders Digital: property. Types of targeting include behavioral, contextual, essence, this means that the programmatic vendor will be able to reach the Offer/Message and Direct 150000 07/05/2025 09/30/2025 500 6

International)
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demographic, geographic, and site and search retargeting.

This is an intent tactic.

target audience across all devices including desktop, tablet and mobile in a
real-time environment. For example, if a consumer searches for "vacation
rentals on Captiva Island" in a search engine, the network will bid in real time
for the next available ad unit in order to show the consumer a co-op partner's
message at the most relevant time. Will refer to the partner website.

Website Link

(Offer must be valid
through end date.)




Material Recommendations and

Estimated

Estimated Start

Estimated End

Max

Program Group Program Name Content Opportunity Detailed Program Overview Partners Receive Notes Impressions Date Date Rate Participants
Provides partners with the ability to showcase their Provide anv special upcomin
business in the monthly enewsletter. Ads are Leverage the extensive reach of the VCB's monthly Photo, Headline/Offer, Description | seasonal deZIsF;Jr offerFs) Incluge
VCB Email eNewsletter: October 2024 Seasonal Content  |displayed within the body of the email. enewsletter. This is sent to a growing database of individuals ! ; » Descrip ; o 175000 10/01/2024 10/31/2024 750 6
. L . and Direct Website Link any unique amenities or
who have opted in to receive information about Lee County. R X .
L . . complimentary services available.
This is an intent tactic.
. . s This quarterly email showcases an individual partner. Those
This quarterly email showcases an individual . . ) . . . .
. K \ . who chose to participate must provide a promotional offer or | VCB-Approved Photo, Promotional Provide any special upcoming
. . partner and is sent to a portion of the VCB's active . .
VCB Email Partner Dedicated Email: Partner/VCB database noteworthy content to be featured. All content will be Offer/Noteworthy Messaging seasonal deals or offers. Include 100000 10/01/2024 12/31/2024 750 3
October—-December 2024 : developed on behalf of the featured partner. No other Points, Logo and Direct Website Link any unique amenities or
i i li t i ilable.
This is an intent tactic. partners or CTAs will be promoted outside of the featured complimentary services available
partner and VCB.
The Welcome Email is sent to all new leads that
have opted in to receive information about the Welcomes new email subscribers to the VCB's enewsletter Provide any special upcoming
. Welcome Email — Leisure: destination. Partners will be included in all three list. Provides partners with the ability to showcase their Photo, Headline/Offer, Description | seasonal deals or offers. Include
VCB Email October-December 2024 Welcome Welcome emails of the series. business in the welcome email. Ads are displayed within the and Direct Website Link any unique amenities or 15000 10/01/2024 12/31/2024 >20 6
body of the email. complimentary services available.
This is an intent tactic.
The Welcon?e Email |s. sept toall r?ew leads that Welcomes new email subscribers to the VCB's enewsletter list . . .
. have opted in to receive information about the . . . . ) Provide any special upcoming
Welcome Email - Partner Welcome Partner destination and engaged with one of the first three with a dedicated email sent to those who clicked on the first Photo, Description and Direct seasonal deals or offers. Include
VCB Email Focused: October—December R gag . Welcome email sent. Provides partners with the ability to ’ p . ) o 350 10/01/2024 12/31/2024 125 6
Deals emails of the welcome series. . ) ) ) Website Link any unique amenities or
2024 showcase their business in the welcome email. Ads are . R .
) e A complimentary services available.
L . . displayed within the body of the email.
This is an intent tactic.
:cr:aet\Ifwvaevdedg:)gtsegviilizr:‘eecsir::I;Z::?:fgi;gtlie;rfs Contains information about the destination's wedding Provide any special upcoming
. Welcome Email — Weddings: . R . L products and services. Provides partners with the ability to Photo, Headline/Offer, Description | seasonal deals or offers. Include
VCB Email Welcome Weddings - . . A . . . ! ) Lo . . 100 10/01/2024 12/31/2024 75 6
October—-December 2024 gs | about weddings in-destination showcase their business in the Weddings Welcome Email. Ads and Direct Website Link any unique amenities or /01/ 131/
. . . are displayed within the body of the email. complimentary services available.
This is an intent tactic.
Provides partners with the ability to showcase their Provide anv special upcomin
business in the monthly enewsletter. Ads are Leverage the extensive reach of the VCB's monthly Photo, Headline/Offer, Description ld yI P I p Incl 5
VCB Email eNewsletter: November 2024 Seasonal Content  |displayed within the body of the email. enewsletter. This is sent to a growing database of individuals ’ A : Lo et seasona ga soro e_r_s' ncluae 175000 11/01/2024 11/30/2024 750 6
. L . and Direct Website Link any unique amenities or
who have opted in to receive information about Lee County. . - .
. . . complimentary services available.
This is an intent tactic.
Provides partners with the ability to showcase their Provide anv special upcomin
business in the monthly enewsletter. Ads are Leverage the extensive reach of the VCB's monthly Photo, Headline/Offer, Description | seasonal deZIsF;r offerz IncIuSe
VCB Email eNewsletter: December 2024 Seasonal Content displayed within the body of the email. enewsletter. This is sent to a growing database of individuals ! . LT P . s 175000 12/01/2024 12/31/2024 750 6
; R : and Direct Website Link any unique amenities or
who have opted in to receive information about Lee County. R . .
. . . complimentary services available.
This is an intent tactic.
Provides partners with the ability to showcase their Provide anv special upcomin
business in the monthly enewsletter. Ads are Leverage the extensive reach of the VCB's monthly Photo, Headline/Offer, Description | seasonal deZIsF:)r offerrs) Incluge
VCB Email eNewsletter: January 2025 Seasonal Content  |displayed within the body of the email. enewsletter. This is sent to a growing database of individuals ! A o P ) " 175000 01/01/2025 01/31/2025 750 6
. L R and Direct Website Link any unique amenities or
who have opted in to receive information about Lee County. R X .
. . . complimentary services available.
This is an intent tactic.
. . o This quarterly email showcases an individual partner. Those
This quarterly email showcases an individual L . . . . . .
. X \ . who chose to participate must provide a promotional offer or | VCB-Approved Photo, Promotional Provide any special upcoming
. . partner and is sent to a portion of the VCB's active ) .
VCB Email Partner Dedicated Email: Partner/VCB database noteworthy content to be featured. All content will be Offer/Noteworthy Messaging seasonal deals or offers. Include 100000 01/05/2025 03/31/2025 750 3
January—March 2025 ’ developed on behalf of the featured partner. No other Points, Logo and Direct Website Link any unique amenities or
i i li t i ilable.
This is an intent tactic. partners or CTAs will be promoted outside of the featured complimentary services available
partner and VCB.
The Welcome Email is sent to all new leads that
have opted in to receive information about the Welcomes new email subscribers to the VCB's enewsletter Provide any special upcoming
. Welcome Email — Leisure: destination. Partners will be included in all three list. Provides partners with the ability to showcase their Photo, Headline/Offer, Description | seasonal deals or offers. Include
VCB Email January—March 2025 Welcome Welcome emails of the series. business in the welcome email. Ads are displayed within the and Direct Website Link any unique amenities or 15000 01/05/2025 03/31/2025 >20 6
body of the email. complimentary services available.
This is an intent tactic.
The Welcon?e Email |s. ser1t toall r'1ew leads that Welcomes new email subscribers to the VCB's enewsletter list . . .
. have opted in to receive information about the . . . . . Provide any special upcoming
Welcome Email = Partner Welcome Partner | destination and engaged with one of the first three with a dedicated email sent to those who clicked on the first Photo, Description and Direct seasonal deals or offers. Include
VCB Email Focused: January—March R gag X Welcome email sent. Provides partners with the ability to ’ p . ) o 350 01/05/2025 03/31/2025 125 6
Deals emails of the welcome series. . ) ) ) Website Link any unique amenities or
2025 showcase their business in the welcome email. Ads are . R .
) " . complimentary services available.
L . . displayed within the body of the email.
This is an intent tactic.
;r:aet\:‘Vaevdedg:)gtsegviilizr?:is:I;Z::?:fzc:;lgtl?::s Contains information about the destination's wedding Provide any special upcoming
. Welcome Email — Weddings: . R . L products and services. Provides partners with the ability to Photo, Headline/Offer, Description | seasonal deals or offers. Include
VCB Email Welcome Weddings - . . A . . . ! ) o ) . 100 01/05/2025 03/31/2025 75 6
January—March 2025 gs |about weddings in-destination showcase their business in the Weddings Welcome Email. Ads and Direct Website Link any unique amenities or /05/ /31
L . . are displayed within the body of the email. complimentary services available.
This is an intent tactic.
Provides partners with the ability to showcase their Provide anv special upcomin
business in the monthly enewsletter. Ads are Leverage the extensive reach of the VCB's monthly Photo, Headline/Offer, Description | seasonal deZIsF;Jr offerFs) Incluge
VCB Email eNewsletter: February 2025 Seasonal Content  |displayed within the body of the email. enewsletter. This is sent to a growing database of individuals ! ¢ P ) 175000 02/01/2025 02/28/2025 750 6

This is an intent tactic.

who have opted in to receive information about Lee County.

and Direct Website Link

any unique amenities or

complimentary services available.
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Provides partners with the ability to showcase their Provide anv special upcomin
business in the monthly enewsletter. Ads are Leverage the extensive reach of the VCB's monthly Photo, Headline/Offer, Description | seasonal deZIsF;Jr offerFs) Incluge
VCB Email eNewsletter: March 2025 Seasonal Content  |displayed within the body of the email. enewsletter. This is sent to a growing database of individuals ! ; » Descrip ; o 175000 03/01/2025 03/31/2025 750 6
. L . and Direct Website Link any unique amenities or
who have opted in to receive information about Lee County. R X .
L . . complimentary services available.
This is an intent tactic.
Provides partners with the ability to showcase their Provide anv special uncomin
business in the monthly enewsletter. Ads are Leverage the extensive reach of the VCB's monthly Photo, Headline/Offer, Description | seasonal deZIsr;r offerFs) IncIuSe
VCB Email eNewsletter: April 2025 Seasonal Content displayed within the body of the email. enewsletter. This is sent to a growing database of individuals ! . o P . o 175000 04/01/2025 04/30/2025 750 6
. L . and Direct Website Link any unique amenities or
who have opted in to receive information about Lee County. . A .
. . . complimentary services available.
This is an intent tactic.
Provides partners with the ability to showcase their Provide anv special upcomin
Florida Residents business in the monthly enewsletter. Ads are Leverage the extensive reach of the VCB's monthly Photo, Headline/Offer, Description | seasonal de:Ispor offer’: Incluge
VCB Email . Seasonal Content  |displayed within the body of the email. enewsletter. This email targets Florida residents who have ! ) » Descrip ) o 20000 04/01/2025 04/30/2025 500 6
eNewsletter: April 2025 . o . and Direct Website Link any unique amenities or
opted in to receive information about Lee County. . X .
L . . complimentary services available.
This is an intent tactic.
. . Lo This quarterly email showcases an individual partner. Those
This quarterly email showcases an individual L ) ) . . . .
. X \ . who chose to participate must provide a promotional offer or | VCB-Approved Photo, Promotional Provide any special upcoming
. ) partner and is sent to a portion of the VCB's active ) .
VCB Email Partner Dedicated Email: Partner/VCB database noteworthy content to be featured. All content will be Offer/Noteworthy Messaging seasonal deals or offers. Include 100000 04/01/2025 06/30/2025 750 3
April-June 2025 ' developed on behalf of the featured partner. No other Points, Logo and Direct Website Link any unique amenities or
This is an intent tactic. partners or CTAs will be promoted outside of the featured complimentary services available.
partner and VCB.
The Welcome Email is sent to all new leads that
have opted in to receive information about the Welcomes new email subscribers to the VCB's enewsletter Provide any special upcoming
. Welcome Email — Leisure: destination. Partners will be included in all three list. Provides partners with the ability to showcase their Photo, Headline/Offer, Description | seasonal deals or offers. Include
VCB Email April-June 2025 Welcome Welcome emails of the series. business in the welcome email. Ads are displayed within the and Direct Website Link any unique amenities or 15000 04/01/2025 06/30/2025 >20 6
body of the email. complimentary services available.
This is an intent tactic.
The Welcorr?e Email |s. Sef‘t toall r'1ew leads that Welcomes new email subscribers to the VCB's enewsletter list . . .
have opted in to receive information about the . . . . ) Provide any special upcoming
) o . . with a dedicated email sent to those who clicked on the first . .
) Welcome Email — Partner Welcome Partner  |destination and engaged with one of the first three ) ) , . Photo, Description and Direct seasonal deals or offers. Include
VCB Email . R X Welcome email sent. Provides partners with the ability to L ) . 350 04/01/2025 06/30/2025 125 6
Focused: April-June 2025 Deals emails of the welcome series. K . R R Website Link any unique amenities or
showcase their business in the welcome email. Ads are . R .
. . . complimentary services available.
L . . displayed within the body of the email.
This is an intent tactic.
;r::t\:/:vded;r:ogtfs(\j,viilizr:eecgir::Iqults)::?r:f:Jc:'riI;tI?::s Contains information about the destination's wedding Provide any special upcoming
. Welcome Email — Weddings: . R . L products and services. Provides partners with the ability to Photo, Headline/Offer, Description | seasonal deals or offers. Include
VCB Email Wel Wedd - . . ) . . ) ) . ) e 100 04/01/2025 06/30/2025 75 6
ma April-June 2025 elcome Weddings  about weddings in-destination showcase their business in the Weddings Welcome Email. Ads and Direct Website Link any unique amenities or /01/ /30/
. . . are displayed within the body of the email. complimentary services available.
This is an intent tactic.
Provides partners with the ability to showcase their Provide anv special upcomin
business in the monthly enewsletter. Ads are Leverage the extensive reach of the VCB's monthly Photo, Headline/Offer, Description | seasonal deZIsF:)r offerrs) Incluge
VCB Email eNewsletter: May 2025 Seasonal Content  |displayed within the body of the email. enewsletter. This is sent to a growing database of individuals ! A Lo P ) " 175000 05/01/2025 05/31/2025 750 6
R L R and Direct Website Link any unique amenities or
who have opted in to receive information about Lee County. R X .
. . . complimentary services available.
This is an intent tactic.
Provides partners with the ability to showcase their Provide anv special uncomin
Florida Residents business in the monthly enewsletter. Ads are Leverage the extensive reach of the VCB's monthly Photo, Headline/Offer, Description | seasonal deZIsFZ)r offerz Incl ge
VCB Email Seasonal Content displayed within the body of the email. enewsletter. This email targets Florida residents who have ! A LT P . o u 20000 05/01/2025 05/31/2025 500 6
eNewsletter: May 2025 . o . and Direct Website Link any unique amenities or
opted in to receive information about Lee County. X i .
L . . complimentary services available.
This is an intent tactic.
Provides partners with the ability to showcase their Provide anv special upcomin
business in the monthly enewsletter. Ads are Leverage the extensive reach of the VCB's monthly Photo, Headline/Offer, Description | seasonal deZIspor offerz Incluge
VCB Email eNewsletter: June 2025 Seasonal Content  |displayed within the body of the email. enewsletter. This is sent to a growing database of individuals ! ) Lo P ) o 175000 06/01/2025 06/30/2025 750 6
; L2 . and Direct Website Link any unique amenities or
who have opted in to receive information about Lee County. . X .
. . . complimentary services available.
This is an intent tactic.
Provides partners with the ability to showcase their Provide anv special ubcomin
Florida Residents business in the monthly enewsletter. Ads are Leverage the extensive reach of the VCB's monthly Photo, Headline/Offer, Description ld yI P p p Incl 5
VCB Email : ! Seasonal Content  |displayed within the body of the email. enewsletter. This email targets Florida residents who have » neadi » vescriptl seasonal deals or ofters. Include 20000 06/01/2025 06/30/2025 500 6
eNewsletter: June 2025 . Lo . and Direct Website Link any unique amenities or
opted in to receive information about Lee County. . - .
. X . complimentary services available.
This is an intent tactic.
Provides partners with the ability to showcase their Provide anv special uncomin
business in the monthly enewsletter. Ads are Leverage the extensive reach of the VCB's monthly Photo, Headline/Offer, Description | seasonal deZIsr;r offerz IncIuSe
VCB Email eNewsletter: July 2025 Seasonal Content displayed within the body of the email. enewsletter. This is sent to a growing database of individuals ! . L P . o 175000 07/01/2025 07/31/2025 750 6
; R : and Direct Website Link any unique amenities or
who have opted in to receive information about Lee County. X R .
. . . complimentary services available.
This is an intent tactic.
Provides partners with the ability to showcase their Provide anv special upcomin
Florida Residents business in the monthly enewsletter. Ads are Leverage the extensive reach of the VCB's monthly Photo, Headline/Offer, Description | seasonal deZIsF:)r offerFs) Incluge
VCB Email Seasonal Content  |displayed within the body of the email. enewsletter. This email targets Florida residents who have ! ¢ P ) 20000 07/01/2025 07/31/2025 500 6

eNewsletter: July 2025

This is an intent tactic.

opted in to receive information about Lee County.

and Direct Website Link

any unique amenities or

complimentary services available.
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Program Group Program Name Content Opportunity Detailed Program Overview Partners Receive Notes Impressions Date Date Rate Participants
. R Lo This quarterly email showcases an individual partner. Those
This quarterly email showcases an individual - ) . . . . .
. . \ . who chose to participate must provide a promotional offer or | VCB-Approved Photo, Promotional Provide any special upcoming
. . partner and is sent to a portion of the VCB's active . .
VCB Email Partner Dedicated Email: Partner/VCB database noteworthy content to be featured. All content will be Offer/Noteworthy Messaging seasonal deals or offers. Include 100000 07/01/2025 09/30/2025 750 3
July—September 2025 ’ developed on behalf of the featured partner. No other Points, Logo and Direct Website Link any unique amenities or
This is an intent tactic. partners or CTAs will be promoted outside of the featured complimentary services available.
partner and VCB.
The Welcome Email is sent to all new leads that
have opted in to receive information about the Welcomes new email subscribers to the VCB's enewsletter Provide any special upcoming
. Welcome Email — Leisure: destination. Partners will be included in all three list. Provides partners with the ability to showcase their Photo, Headline/Offer, Description | seasonal deals or offers. Include
VCB Email July—September 2025 Welcome Welcome emails of the series. business in the welcome email. Ads are displayed within the and Direct Website Link any unique amenities or 15000 07/01/2025 09/30/2025 >20 6
body of the email. complimentary services available.
This is an intent tactic.
The Welcome Email 's_ Sef‘t toall r.1ew leads that Welcomes new email subscribers to the VCB's enewsletter list . . .
. have opted in to receive information about the . . . . . Provide any special upcoming
Welcome Email — Partner Welcome Partner destination and engaged with one of the first three with a dedicated email sent to those who clicked on the first Photo. Description and Direct seasonal deals or offers. Include
VCB Email Focused: July—September R gag X Welcome email sent. Provides partners with the ability to ! p . ) e 350 07/01/2025 09/30/2025 125 6
Deals emails of the welcome series. - ) ; - Website Link any unique amenities or
2025 showcase their business in the welcome email. Ads are . A .
. .y . complimentary services available.
. . . displayed within the body of the email.
This is an intent tactic.
. - Provide any special upcoming
The Weddings Welcome Ernall s ser\t toall I.eads Contains information about the destination's wedding seasonal deals or offers. Include
Welcome Email — Weddings: that have opted in to receive more information products and services. Provides partners with the ability to Photo, Headline/Offer, Description any unique amenities or
VCB Email July—September 2025 Welcome Weddings  |about weddings in-destination. showcase their business in the Weddings Welcome Email. Ads and Direct Website Link complimentary services available. 100 07/01/2025 09/30/2025 73 6
displayed within the body of th il. in price i
This is an intent tactic. are displayed within the dody ot the emal No change in price is
recommended.
Provides partners with the ability to showcase their Provide anv special uncomin
business in the monthly enewsletter. Ads are Leverage the extensive reach of the VCB's monthly Photo, Headline/Offer, Description | seasonal deZIsr;r offerFs) Incluge
VCB Email eNewsletter: August 2025 Seasonal Content displayed within the body of the email. enewsletter. This is sent to a growing database of individuals ! A Lo P . e 175000 08/01/2025 08/31/2025 750 6
: R : and Direct Website Link any unique amenities or
who have opted in to receive information about Lee County. . A .
L . . complimentary services available.
This is an intent tactic.
Provides partners with the ability to showcase their Provide anv special upcomin
Florida Residents business in the monthly enewsletter. Ads are Leverage the extensive reach of the VCB's monthly Photo, Headline/Offer, Description | seasonal de:Is’Z)r offerFs’ Incluge
VCB Email Seasonal Content  |displayed within the body of the email. enewsletter. This email targets Florida residents who have ! ) » Descrip ) o 20000 08/01/2025 08/31/2025 500 6
eNewsletter: August 2025 . o . and Direct Website Link any unique amenities or
opted in to receive information about Lee County. X X .
. . . complimentary services available.
This is an intent tactic.
Provides partners with the ability to showcase their Provide anv special upcomin
eNewsletter: September business in the monthly enewsletter. Ads are Leverage the extensive reach of the VCB's monthly Photo, Headline/Offer, Description | seasonal deZIspor offerz Incl ge
VCB Email w F>€p Seasonal Content  |displayed within the body of the email. enewsletter. This is sent to a growing database of individuals ! A : Lo Pt ) o u 175000 09/01/2025 09/30/2025 750 6
2025 . L . and Direct Website Link any unique amenities or
who have opted in to receive information about Lee County. . - .
L . . complimentary services available.
This is an intent tactic.
Provides partners with the ability to showcase their Provide anv special upcomin
Florida Residents business in the monthly enewsletter. Ads are Leverage the extensive reach of the VCB's monthly Photo, Headline/Offer, Description | seasonal deZIs‘:Jr offerz Incluge
VCB Email eNewsletter: September Seasonal Content displayed within the body of the email. enewsletter. This email targets Florida residents who have ! A Lo P . o 20000 09/01/2025 09/30/2025 500 6
. o . and Direct Website Link any unique amenities or
2025 opted in to receive information about Lee County. X . .
. . . complimentary services available.
This is an intent tactic.
Partners have the opportunity to be included within
an email specific to their community as part of a Leverage the extensive reach of the VCB's monthly
: . ) new email series. The series will run throughout the |enewsletter. Provide subscribers with more specific content Provide any special upcoming
Neighborhoods Email Series ear with roughly one email being deployed a for each neighborhood and allow partners to participate to Photo, Headline/Offer, Description | seasonal deals or offers. Include
VCB Email (Annual Program): Bonita | Seasonal Content  |” gnly or ng dep oy ) & ; P > particip » neac  eserip . s 150000 11/01/2024 09/30/2025 350 6
Sorings and Estero month. Order in which the emails will be deployed |provide a sense of location to those not familiar with the area. and Direct Website Link any unique amenities or
pring is TBD. complimentary services available.
Business must be located in Bonita Springs or Estero.
This is an intent tactic.
Partner§ have't.he oppo.rtunlty to l?e included within Leverage the extensive reach of the VCB's monthly
an email specific to their community as part of a h ) . o
. . . ) A X R enewsletter. Provide subscribers with more specific content . . .
Neighborhoods Email Series new email series. The series will run throughout the R .. Provide any special upcoming
(Annual Program): Alva year with roughly one email being deployed a for each neighborhood and allow partners to participate to Photo, Headline/Offer, Description | seasonal deals or offers. Include
VCB Email ) ) Seasonal Content . . Lo provide a sense of location to those not familiar with the area. ! . Lo ) . 150000 11/01/2024 09/30/2025 350 6
Buckingham and Lehigh month. Order in which the emails will be deployed and Direct Website Link any unique amenities or
A i . . ) . . li t i ilable.
cres isTBD Business must be located in Alva, Buckingham or Lehigh complimentary services avariable
. . . Acres.
This is an intent tactic.
Partner.s have.tihe oppo.rtunlty to k?e included within Leverage the extensive reach of the VCB's monthly
an email specific to their community as part of a . . . o
. . X R enewsletter. Provide subscribers with more specific content . . .
. . . new email series. The series will run throughout the R . Provide any special upcoming
Neighborhoods Email Series ear with roughly one email being deployed a for each neighborhood and allow partners to participate to Photo, Headline/Offer, Description | seasonal deals or offers. Include
VCB Email (Annual Program): Boca Seasonal Content  |” nly & deploy provide a sense of location to those not familiar with the area. ! ! ) 150000 11/01/2024 09/30/2025 350 6

Grande and Outer Islands

month. Order in which the emails will be deployed
is TBD.

This is an intent tactic.

Business must be located in Boca Grande, North Captiva,
Cabbage Key, or Useppa.

and Direct Website Link

any unique amenities or

complimentary services available.




Material Recommendations and

Estimated

Estimated Start

Estimated End

Max

Program Group Program Name Content Opportunity Detailed Program Overview Partners Receive Notes Impressions Date Date Rate Participants
Partners have the opportunity to be included within
an email specific to their community as part of a Leverage the extensive reach of the VCB's monthly
Neighborhoods Email Series new email series. The series will run throughout the |enewsletter. Provide subscribers with more specific content Provide any special upcoming
. & year with roughly one email being deployed a for each neighborhood and allow partners to participate to Photo, Headline/Offer, Description | seasonal deals or offers. Include
VCB Email (Annual Program): Matlacha Seasonal Content : ) e . . I . ) SN . . 150000 11/01/2024 09/30/2025 350 6
d Pine Island month. Order in which the emails will be deployed |provide a sense of location to those not familiar with the area. and Direct Website Link any unique amenities or
andrine sian is TBD. complimentary services available.
Business must be located in Matlacha or Pine Island.
This is an intent tactic.
Partners have the opportunity to be included within
an email specific to their community as part of a Leverage the extensive reach of the VCB's monthly
Neighborhoods Email Series new email series. The series will run throughout the |enewsletter. Provide subscribers with more specific content Provide any special upcoming
. '8 : : year with roughly one email being deployed a for each neighborhood and allow partners to participate to Photo, Headline/Offer, Description | seasonal deals or offers. Include
VCB Email (Annual Program): Cape Seasonal Content . . N . X I . . . ) . 150000 11/01/2024 09/30/2025 350 6
Coral month. Order in which the emails will be deployed |provide a sense of location to those not familiar with the area. and Direct Website Link any unique amenities or
is TBD. complimentary services available.
Business must be located in Cape Coral.
This is an intent tactic.
Partners have the opportunity to be included within
an email specific to their community as part of a Leverage the extensive reach of the VCB's monthly
Neighborhoods Email Series new email series. The series will run throughout the |enewsletter. Provide subscribers with more specific content Provide any special upcoming
. & year with roughly one email being deployed a for each neighborhood and allow partners to participate to Photo, Headline/Offer, Description | seasonal deals or offers. Include
VCB Email (Annual Program): Fort Seasonal Content : ) N . . I . ) SN . . 150000 11/01/2024 09/30/2025 350 6
Mvers month. Order in which the emails will be deployed |provide a sense of location to those not familiar with the area. and Direct Website Link any unique amenities or
v is TBD. complimentary services available.
Business must be located in Fort Myers.
This is an intent tactic.
Partners have the opportunity to be included within
an email specific to their community as part of a Leverage the extensive reach of the VCB's monthly
Neighborhoods Email Series new email series. The series will run throughout the |enewsletter. Provide subscribers with more specific content Provide any special upcoming
. & year with roughly one email being deployed a for each neighborhood and allow partners to participate to Photo, Headline/Offer, Description | seasonal deals or offers. Include
VCB Email (Annual Program): Fort Seasonal Content . . Lo . X I . . . ) . 150000 11/01/2024 09/30/2025 350 6
Mvers Beach month. Order in which the emails will be deployed |provide a sense of location to those not familiar with the area. and Direct Website Link any unique amenities or
v is TBD. complimentary services available.
Business must be located on Fort Myers Beach.
This is an intent tactic.
Partners have the opportunity to be included within
an email specific to their community as part of a Leverage the extensive reach of the VCB's monthly
Neighborhoods Email Series new email series. The series will run throughout the |enewsletter. Provide subscribers with more specific content Provide any special upcoming
. & ) year with roughly one email being deployed a for each neighborhood and allow partners to participate to Photo, Headline/Offer, Description | seasonal deals or offers. Include
VCB Email (Annual Program): Sanibel Seasonal Content . . Lo . X I X A L . - 150000 11/01/2024 09/30/2025 350 6
Island month. Order in which the emails will be deployed |provide a sense of location to those not familiar with the area. and Direct Website Link any unique amenities or
is TBD. complimentary services available.
Business must be located on Sanibel Island.
This is an intent tactic.
Partners have the opportunity to be included within
an email specific to their community as part of a Leverage the extensive reach of the VCB's monthly
Neighborhoods Email Series new email series. The series will run throughout the |enewsletter. Provide subscribers with more specific content Provide any special upcoming
. & . year with roughly one email being deployed a for each neighborhood and allow partners to participate to Photo, Headline/Offer, Description | seasonal deals or offers. Include
VCB Email (Annual Program): Captiva Seasonal Content . . Lo . X I . . . ) . 150000 11/01/2024 09/30/2025 350 6
sland month. Order in which the emails will be deployed |provide a sense of location to those not familiar with the area. and Direct Website Link any unique amenities or
is TBD. complimentary services available.
Business must be located on Captiva Island.
This is an intent tactic.
Partners have the opportunity to be included within
an email specific to their community as part of a Leverage the extensive reach of the VCB's monthly
Neighborhoods Email Series new email series. The series will run throughout the |enewsletter. Provide subscribers with more specific content Provide any special upcoming
. & year with roughly one email being deployed a for each neighborhood and allow partners to participate to Photo, Headline/Offer, Description | seasonal deals or offers. Include
VCB Email (Annual Program): North Fort Seasonal Content 150000 11/01/2024 09/30/2025 350 6

Myers

month. Order in which the emails will be deployed
is TBD.

This is an intent tactic.

provide a sense of location to those not familiar with the area.

Business must be located in North Fort Myers.

and Direct Website Link

any unique amenities or

complimentary services available.




Material

Estimated

Estimated Start

Estimated End

Max

Program Group Program Name Content Opportunity Detailed Program Overview Partners Receive Recommendations and A Rate g
Impressions Date Date Participants
Notes
Leverages the extensive reach of VisitFortMyers.com by showcasing Featured listings will be displayed at the top of
VCB Website Featured Accommodation: April— Partners have the opportunity to feature a listing on VisitFortMyers.com. the partn?r s accommodatlon/attractlor?/deals/restauralrlt/evt.ent asa all accommodation listings. Partlmpétmg MUST submit listing via VCB 3500 04/01/2025 06/30/2025 225 25
June 2025 featured listing. This enhancement provides the partner's business partners are rotated throughout run time to Industry Portal.
listing with premium exposure in the search results. ensure equal exposure.
Leverages the extensive reach of VisitFortMyers.com by showcasing Featured listings will be displayed at the top of
VCB Website Featured Accommodation: Partners have the opportunity to feature a listing on VisitFortMyers.com. the partnt::'r s accommodatlon/attractlor?/deals/restaurart/ev?nt asa all accommodation listings. Partlupétmg MUST submit listing via VCB 8500 01/05/2025 03/31/2025 225 25
January—March 2025 featured listing. This enhancement provides the partner's business partners are rotated throughout run time to Industry Portal.
listing with premium exposure in the search results. ensure equal exposure.
Leverages the extensive reach of VisitFortMyers.com by showcasing Featured listings will be displayed at the top of
VCB Website Featured Accommodation: July— Partners have the opportunity to feature a listing on VisitFortMyers.com. the partnt::'r s accommodatlon/attractlor?/deals/restaurart/evt.ent asa all accommodation listings. Partlupatmg MUST submit listing via VCB 8500 07/01/2025 09/30/2025 225 25
September 2025 featured listing. This enhancement provides the partner's business partners are rotated throughout run time to Industry Portal.
listing with premium exposure in the search results. ensure equal exposure.
Leverages the extensive reach of VisitFortMyers.com by showcasing Featured listings will be displayed at the top of
VCB Website Featured Accommodation: Partners have the opportunity to feature a listing on VisitFortMyers.com. the partn?r s accommodatlon/attractlor?/deals/restauralnt/evc.ent asa all accommodation listings. Partlapaftmg MUST submit listing via VCB 8500 10/01/2024 12/31/2024 225 25
October—-December 2024 featured listing. This enhancement provides the partner's business partners are rotated throughout run time to Industry Portal.
listing with premium exposure in the search results. ensure equal exposure.
Leverages the extensive reach of VisitFortMyers.com by showcasing Featured listings will be displayed at the top of
VCB Website Featuljed Attraction: Partners have the opportunity to feature a listing on VisitFortMyers.com. the partnt?r s accommodatlon/attractloq/deals/restaurapt/evgnt asa all attraction listings. Parngpatmg partners are |MUST submit listing via VCB 6000 04/01/2025 06/30/2025 100 25
April-June 2025 featured listing. This enhancement provides the partner's business rotated throughout run time to ensure equal Industry Portal.
listing with premium exposure in the search results. exposure.
Leverages the extensive reach of VisitFortMyers.com by showcasing Featured listings will be displayed at the top of
Featured Attraction: ! i i ion listings. icipati MUST submit listing via VCB
VCB Website Partners have the opportunity to feature a listing on VisitFortMyers.com. the partn?r S accommodatlon/attractlor?/deals/restauralnt/evt.ant asa all attraction listings Partl.mpatmg partners are e 6000 01/05/2025 03/31/2025 100 25
January—March 2025 featured listing. This enhancement provides the partner's business rotated throughout run time to ensure equal Industry Portal.
listing with premium exposure in the search results. exposure.
Leverages the extensive reach of VisitFortMyers.com by showcasing Featured listings will be displayed at the top of
. Featured Attraction: . - . the partner's accommodation/attraction/deals/restaurant/event as a all attraction listings. Participating partners are |MUST submit listing via VCB
VCB W t Part h th tunity to feat list VisitFortM . . L X . X . 7/01/202. 202 1 2
ebsite July-September 2025 artners have the opportunity to feature a fisting on Visitrortivlyers.com featured listing. This enhancement provides the partner's business rotated throughout run time to ensure equal Industry Portal. 6000 07/01/2025 09/30/2025 00 >
listing with premium exposure in the search results. exposure.
Leverages the extensive reach of VisitFortMyers.com by showcasing Featured listings will be displayed at the top of
. Featured Attraction: . - - the partner's accommodation/attraction/deals/restaurant/event as a all attraction listings. Participating partners are |MUST submit listing via VCB
VCB Website October—-December 2024 Partners have the opportunity to feature a listing on VisitFortMyers.com. featured listing. This enhancement provides the partner's business rotated throughout run time to ensure equal Industry Portal. 6000 10/01/2024 12/31/2024 100 %
listing with premium exposure in the search results. exposure.
Leverages the extensive reach of VisitFortMyers.com by showcasin . .
Featured Deals: the argtner's accommodation/attraction/degls/restaur\;nt/event asga Featured deal will be displayed at the top of all MUST submit a deal via VCB
VCB Website . . Partners have the opportunity to feature a listing on VisitFortMyers.com. P o . . \ . deals listings. Participating partners are rotated 1000 04/01/2025 06/30/2025 125 15
April-June 2025 featured listing. This enhancement provides the partner's business . Industry Portal.
. . . R throughout run time to ensure equal exposure.
listing with premium exposure in the search results.
Leverages the extensive reach of VisitFortMyers.com by showcasin
Featured Deals: the argtner's accommodation/attraction/degls/restaur!nt/event asga Featured deal will be displayed at the top of all MUST submit a deal via VCB
VCB Website i Partners have the opportunity to feature a listing on VisitFortMyers.com. P - . . \ X deals listings. Participating partners are rotated 1000 01/05/2025 03/31/2025 125 15
January—March 2025 featured listing. This enhancement provides the partner's business . Industry Portal.
. . . R throughout run time to ensure equal exposure.
listing with premium exposure in the search results.
Featured Deals: It_:\eler:rgtensethseaec)t(:?n:;fd;i?g:/gIt\r/:::izor:;x\;elgzzgubr\z/a:?/?cleci?;sga Featured deal will be displayed at the top of all MUST submit a deal via VCB
VCB Website ; Partners have the opportunity to feature a listing on VisitFortMyers.com. P . X X , X deals listings. Participating partners are rotated 1000 07/01/2025 09/30/2025 125 15
July-September 2025 featured listing. This enhancement provides the partner's business . Industry Portal.
. X . R throughout run time to ensure equal exposure.
listing with premium exposure in the search results.
Featured Deals: It_f?:er:rgtise:hseai)é?r::V:dr:t?::/z:t\::cfii)or:/t(';iﬁsr;fezgutgrir/(:\n;:i?:sga Featured deal will be displayed at the top of all MUST submit a deal via VCB
VCB Website ) Partners have the opportunity to feature a listing on VisitFortMyers.com. P o X X \ i deals listings. Participating partners are rotated 1000 10/01/2024 12/31/2024 125 15
October-December 2024 featured listing. This enhancement provides the partner's business . Industry Portal.
n i . R throughout run time to ensure equal exposure.
listing with premium exposure in the search results.
Leverages the extensive reach of VisitFortMyers.com by showcasing Featured listings will be displayed at the top of
VCB Website Feat‘ured Event: Partners have the opportunity to feature a listing on VisitFortMyers.com. the partngr s accommodatlon/attractlorjn/deals/restauralnt/ev‘ent asa all event listings. Partncnpatmg partners are MUST submit listing via VCB 6000 04/01/2025 06/30/2025 125 )
April-June 2025 featured listing. This enhancement provides the partner's business rotated throughout run time to ensure equal Industry Portal.
listing with premium exposure in the search results. exposure.
Leverages the extensive reach of VisitFortMyers.com by showcasing Featured listings will be displayed at the top of
. Featured Event: . - - ! i i istings. icipati MUST submit listing via VCB
VCB Website Partners have the opportunity to feature a listing on VisitFortMyers.com. the partner's accommodation/attraction/deals/restaurant/event as a all event listings. Participating partners are s 6000 01/05/2025 03/31/2025 125 2

January-March 2025

featured listing. This enhancement provides the partner's business
listing with premium exposure in the search results.

rotated throughout run time to ensure equal
exposure.

Industry Portal.
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Material

Estimated

Estimated Start

Estimated End

Max

Program Group Program Name Content Opportunity Detailed Program Overview Partners Receive Recommendations and A Rate g
Impressions Date Date Participants
Notes
Leverages the extensive reach of VisitFortMyers.com by showcasing Featured listings will be displayed at the top of
. Featured Event: . - . the partner's accommodation/attraction/deals/restaurant/event as a all event listings. Participating partners are MUST submit listing via VCB
VCB Website July—September 2025 Partners have the opportunity to feature a listing on VisitFortMyers.com. featured listing. This enhancement provides the partner's business rotated throughout run time to ensure equal Industry Portal. 6000 07/01/2025 09/30/2025 125 2
listing with premium exposure in the search results. exposure.
Leverages the extensive reach of VisitFortMyers.com by showcasing Featured listings will be displayed at the top of
. Featured Event: . . . the partner's accommodation/attraction/deals/restaurant/event as a all event listings. Participating partners are MUST submit listing via VCB
VCB Website October—-December 2024 Partners have the opportunity to feature a listing on VisitFortMyers.com. featured listing. This enhancement provides the partner's business rotated throughout run time to ensure equal Industry Portal. 6000 10/01/2024 12/31/2024 125 2
listing with premium exposure in the search results. exposure.
Leverages the extensive reach of VisitFortMyers.com by showcasing Featured listings will be displayed at the top of
. Featured Restaurant: . - - the partner's accommodation/attraction/deals/restaurant/event as a | all restaurant listings. Participating partners are |MUST submit listing via VCB
VCB Website April-June 2025 Partners have the opportunity to feature a listing on VisitFortMyers.com. featured listing. This enhancement provides the partner's business rotated throughout run time to ensure equal Industry Portal. 2000 04/01/2025 06/30/2025 100 2
listing with premium exposure in the search results. exposure.
Leverages the extensive reach of VisitFortMyers.com by showcasing Featured listings will be displayed at the top of
. Featured Restaurant: . - - the partner's accommodation/attraction/deals/restaurant/event as a  |all restaurant listings. Participating partners are |MUST submit listing via VCB
VCB Website January—March 2025 Partners have the opportunity to feature a listing on VisitFortMyers.com. featured listing. This enhancement provides the partner's business rotated throughout run time to ensure equal Industry Portal. 2000 01/05/2025 03/31/2025 100 25
listing with premium exposure in the search results. exposure.
Leverages the extensive reach of VisitFortMyers.com by showcasing Featured listings will be displayed at the top of
. Featured Restaurant: . .- - the partner's accommodation/attraction/deals/restaurant/event as a | all restaurant listings. Participating partners are |MUST submit listing via VCB
VisitFortM . . I . . . .
VCB Website July-September 2025 Partners have the opportunity to feature a listing on VisitFortMyers.com featured listing. This enhancement provides the partner's business rotated throughout run time to ensure equal Industry Portal. 2000 07/01/2025 09/30/2025 100 25
listing with premium exposure in the search results. exposure.
Leverages the extensive reach of VisitFortMyers.com by showcasing Featured listings will be displayed at the top of
. Featured Restaurant: . - . the partner's accommodation/attraction/deals/restaurant/event as a | all restaurant listings. Participating partners are [MUST submit listing via VCB
VCB Website October-December 2024 Partners have the opportunity to feature a listing on VisitFortMyers.com. featured listing. This enhancement provides the partner's business rotated throughout run time to ensure equal Industry Portal. 2000 10/01/2024 12/31/2024 100 25
listing with premium exposure in the search results. exposure.
Unlike featured accommodations, which are embedded into the page,
Premium Featured Accommodation partners have the opportunity to be highlighted as a premium featured accommodations receive a desktop fly-in and
VCB Website Accommodation Peal (Desktop featu'red deal on Vi.sitFortMyer&com as well as éppear to deskto.p u'sers as .mobile I';)anner withi'n the accommodatic?ns section ofthe wel';)site, This Part'ners must uploaq their deal through the | MUST submit a deal to VCB 15000 04/01/2025 06/30/2025 300 5
Fly-Ins and Mobile Banners): a fly-in and to mobile users as a banner. The fly-in and banner will display is a dedicated ad unit. Only one partner is shown per impression of the | VCB's Industry Portal in order to be featured. Industry Portal.
April-June 2025 within the accommodations section of VisitFortMyers.com. ad unit. Ad unit impressions are rotated among five partners to ensure
equal exposure.
Unlike featured accommodations, which are embedded into the page,
Premium Featured Accommodation partners have the opportunity to be highlighted as a premium featured accommodations receive a desktop fly-in and
VCB Website Accommodation Peal (Desktop featu'red deal on Vi§itFortMyers.com as well as sf\ppear to deskto'p U§ers as .mobile !';)anner withi'n the accommodatic')ns section ofthe wei';)site. This Part,ners must uploaq their deal through the | MUST submit a deal to VCB 15000 01/05/2025 03/31/2025 300 5
Fly-Ins and Mobile Banners): a fly-in and to mobile users as a banner. The fly-in and banner will display is a dedicated ad unit. Only one partner is shown per impression of the | VCB's Industry Portal in order to be featured. Industry Portal.
January—March 2025 within the accommodations section of VisitFortMyers.com. ad unit. Ad unit impressions are rotated among five partners to ensure
equal exposure.
Unlike featured accommodations, which are embedded into the page,
Premium Featured Accommodation partners have the opportunity to be highlighted as a premium featured accommodations receive a desktop fly-in and
Accommodation Deal (Deskto featured deal on VisitFortMyers.com as well as appear to desktop users as | mobile banner within the accommodations section of the website. This | Partners must upload their deal through the | MUST submit a deal to VCB
VCB Website ( P ! v PP P ' withi : : website. Thi P e 15000 07/01/2025 09/30/2025 300 5

Fly-Ins and Mobile Banners):
July-September 2025

a fly-in and to mobile users as a banner. The fly-in and banner will display
within the accommodations section of VisitFortMyers.com.

is a dedicated ad unit. Only one partner is shown per impression of the
ad unit. Ad unit impressions are rotated among five partners to ensure
equal exposure.

VCB's Industry Portal in order to be featured.

Industry Portal.
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Material

Estimated Estimated Start Estimated End Max
Program Group Program Name Content Opportunity Detailed Program Overview Partners Receive Recommendations and A Rate Py
Impressions Date Date Participants
Notes
Unlike featured accommodations, which are embedded into the page,
Premium Featured Accommodation partners have the opportunity to be highlighted as a premium featured accommodations receive a desktop fly-in and
VCB Website Accommodation Peal (Desktop featu'red deal on Vi.sitFortMyerscom as well as e.lppear to desktqp u.sers as !'nobile I.Janner withi.n the accommodati(?ns section of.the wepsite. This Part'ners must upload. their deal through the | MUST submit a deal to VCB 15000 10/01/2024 12/31/2024 300 5
Fly-Ins and Mobile Banners): a fly-in and to mobile users as a banner. The fly-in and banner will display is a dedicated ad unit. Only one partner is shown per impression of the | VCB's Industry Portal in order to be featured. Industry Portal.
October—-December 2024 within the accommodations section of VisitFortMyers.com. ad unit. Ad unit impressions are rotated among five partners to ensure
equal exposure.
Attraction partners have the opportunity to be highlighted as a featured Unlike featured attractions, which are embedded into the page,
Premium Featured Attraction Deal deal on VisitFortMyers.com as well as appear to desktop users as a fly-in premium featured attractions receive a desktop fly-in and mobile
. (Desktop Fly-Ins and Mobile and to mobile users as a banner. The fly-in and banner will display within banner within the attractions section of the website. This is a Partners must upload their deal through the | MUST submit a deal to VCB
VCB Website Banners): the attractions section of VisitFortMyers.com. Partner content is also dedicated ad unit. Only one partner is shown per impression of the ad VCB's Industry Portal in order to be featured. Industry Portal. 5000 10/01/2024 12/31/2024 200 5
October-December 2024 displayed on neighborhood overview pages that they are a part of and unit. Ad unit impressions are rotated among five partners to ensure
applicable islands and beaches overview pages. equal exposure.
Unlike featured attractions, which are embedded into the page,
Premium Featured Attraction Deal Attraction partners have the opportunity to be highlighted as a featured premium featured attractions receive a desktop fly-in and mobile
. u N ‘on deal on VisitFortMyers.com as well as appear to desktop users as a fly-in banner within the attractions section of the website. This is a Partners must upload their deal through the | MUST submit a deal to VCB
VCB Website (Desktop Fly-Ins and Mobile X . - . X X X R R R X 5000 04/01/2025 06/30/2025 200 5
X and to mobile users as a banner. The fly-in and banner will display within dedicated ad unit. Only one partner is shown per impression of the ad | VCB's Industry Portal in order to be featured. Industry Portal.
Banners): April-June 2025 . . - X L . Y
the attractions section of VisitFortMyers.com. unit. Ad unit impressions are rotated among five partners to ensure
equal exposure.
Unlike featured attractions, which are embedded into the page,
. . Attraction partners have the opportunity to be highlighted as a featured premium featured attractions receive a desktop fly-in and mobile
Premium Featured Attraction Deal - R s . . . L . .
. . deal on VisitFortMyers.com as well as appear to desktop users as a fly-in banner within the attractions section of the website. This is a Partners must upload their deal through the | MUST submit a deal to VCB
VCB Website (Desktop Fly-Ins and Mobile . h I L . . . R . \ . 5000 01/05/2025 03/31/2025 200 5
and to mobile users as a banner. The fly-in and banner will display within dedicated ad unit. Only one partner is shown per impression of the ad | VCB's Industry Portal in order to be featured. Industry Portal.
Banners): January—March 2025 N R - X L . "
the attractions section of VisitFortMyers.com. unit. Ad unit impressions are rotated among five partners to ensure
equal exposure.
Unlike featured attractions, which are embedded into the page,
Premium Featured Attraction Deal Attraction partners have the opportunity to be highlighted as a featured premium featured attractions receive a desktop fly-in and mobile
. u u ! X deal on VisitFortMyers.com as well as appear to desktop users as a fly-in banner within the attractions section of the website. This is a Partners must upload their deal through the | MUST submit a deal to VCB
VCB Website (Desktop Fly-Ins and Mobile . . - . . . . R . R R 5000 07/01/2025 09/30/2025 200 5
and to mobile users as a banner. The fly-in and banner will display within dedicated ad unit. Only one partner is shown per impression of the ad VCB's Industry Portal in order to be featured. Industry Portal.
Banners): July-September 2025 X . . . o . Y
the attractions section of VisitFortMyers.com. unit. Ad unit impressions are rotated among five partners to ensure
equal exposure.
Restaurant partners have the opportunity to be highlighted as a featured Unlike featured restaurants, which are embedded into the page,
Premium Featured Restaurant deal on VisitFortMyers.com as well as appear to desktop users as a fly-in premium featured restaurants receive a desktop fly-in and mobile
. Deal (Desktop Fly-Ins and Mobile and to mobile users as a banner. The fly-in and banner will display within banner within the restaurants section of the website. This is a Partners must upload their deal through the | MUST submit a deal to VCB
VCB Website Banners): the restaurant section of VisitFortMyers.com. Partner content is also dedicated ad unit. Only one partner is shown per impression of the ad | VCB's Industry Portal in order to be featured. Industry Portal. 4000 10/01/2024 12/31/2024 200 5
October—-December 2024 displayed on neighborhood overview pages that they are a part of and unit. Ad unit impressions are rotated among five partners to ensure
applicable islands and beaches overview pages. equal exposure.
Unlike featured restaurants, which are embedded into the page,
P \um Eeatured Rest " Restaurant partners have the opportunity to be highlighted as a featured premium featured restaurants receive a desktop fly-in and mobile
VCB Website De;Tr(TI]Z;:sr,Tlltoe:FllJ;jns ;r?dall\J/Irzzile deal on VisitFortMyers.com as well as appear to desktop users as a fly-in banner within the restaurants section of the website. This is a Partners must upload their deal through the | MUST submit a deal to VCB 4000 04/01/2025 06/30/2025 200 5

Banners): April-June 2025

and to mobile users as a banner. The fly-in and banner will display within
the restaurant section of VisitFortMyers.com.

dedicated ad unit. Only one partner is shown per impression of the ad
unit. Ad unit impressions are rotated among five partners to ensure
equal exposure.

VCB's Industry Portal in order to be featured.

Industry Portal.
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Material

Estimated Estimated Start Estimated End Max
Program Group Program Name Content Opportunity Detailed Program Overview Partners Receive Recommendations and A Rate Py
Impressions Date Date Participants
Notes
Unlike featured restaurants, which are embedded into the page,
P \um Eeatured Rest " Restaurant partners have the opportunity to be highlighted as a featured premium featured restaurants receive a desktop fly-in and mobile
VCB Website De;Tr(Ylgggtoe:Fllj;jns :r?dall\J/Irzzile deal on Visi"tFortMyers.com as well as appear to desktop.usgrs asa f!y-i.n ban.ner within the restaurants sectio.n of the webstite. This. isa Part'ners must upload. their deal through the | MUST submit a deal to VCB 4000 01/05/2025 03/31/2025 200 5
and to mobile users as a banner. The fly-in and banner will display within dedicated ad unit. Only one partner is shown per impression of the ad VCB's Industry Portal in order to be featured. Industry Portal.
Banners): January—March 2025 X . X L . ¥
the restaurant section of VisitFortMyers.com. unit. Ad unit impressions are rotated among five partners to ensure
equal exposure.
Unlike featured restaurants, which are embedded into the page,
Premium Featured Restaurant Restaurant partners have the opportunity to be highlighted as a featured premium featured restaurants receive a desktop fly-in and mobile
deal on VisitFortM . as well as appear to desktop users as a fly-in banner within the restaurants section of the website. This is a Partners must upload their deal through the | MUST submit a deal to VCB
VCB Website Deal (Desktop Fly-Ins and Mobile Isitrorthlyers.com as w PP P usel -l ner within th u ction \website. This | ; ust upload thel ug uomi 4000 07/01/2025 09/30/2025 200 5
and to mobile users as a banner. The fly-in and banner will display within dedicated ad unit. Only one partner is shown per impression of the ad | VCB's Industry Portal in order to be featured. Industry Portal.
Banners): July—September 2025 X - X . . .
the restaurant section of VisitFortMyers.com. unit. Ad unit impressions are rotated among five partners to ensure
equal exposure.
Premium Featured Weddings Partners have the opportunity to be highlighted as a featured listing on L.Jn!|ke featu.red listings, wh|ch are embe.dded into th? p'age, prem|u.m . . .
Listing (Desktop Fly-Ins and dedicated weddings' pages on VisitFortMvers.com as well as appear to listings receive a desktop fly-in and mobile banner within the weddings | Partners must a weddings' specific business MUST subrmit a listing in
VCB Website € . pHy Weddings & p e . yers. pp' section of the website. This is a dedicated ad unit. Only one partner is listing in VCB's Industry Portal in order to be 8 1000 10/01/2024 12/31/2024 200 4
Mobile Banners): desktop users as a fly-in and to mobile users as a banner. The fly-in and hown ber impression of the ad unit. Ad unit impressions are rotated featured VCB Industry Portal.
October—-December 2024 banner will display within the weddings section of VisitFortMyers.com. sho p.e pression ot the ad unit. Ad u pressions are rotate eatured.
among five partners to ensure equal exposure.
Premium Featured Weddings Partners have the opportunity to be highlighted as a featured listing on L.Jn!|ke featu.red listings, wh|ch are embe'dded into th? p'age, prem|u'm N . .
Listing (Desktop Fly-Ins and dedicated weddings' pages on VisitFortMyers.com as well as appear to listings receive a desktop fly-in and mobile banner within the weddings | Partners must a weddings' specific business MUST submit a listing in
VCB Website . Weddings R . : X section of the website. This is a dedicated ad unit. Only one partner is listing in VCB's Industry Portal in order to be 1000 01/05/2025 03/31/2025 200 4
Mobile Banners): desktop users as a fly-in and to mobile users as a banner. The fly-in and 3 X X . X VCB Industry Portal.
o . R . - shown per impression of the ad unit. Ad unit impressions are rotated featured.
January—March 2025 banner will display within the weddings section of VisitFortMyers.com. )
among five partners to ensure equal exposure.
Premium Featured Weddings Partners have the opportunity to be highlighted as a featured listing on L,J“!'ke featu'red listings, wh|ch are embe'dded into th? p'age, premu{m N - .
Listing (Desktop Fly-Ins and dedicated weddings' pages on VisitFortMyers.com as well as appear to listings receive a desktop fly-in and mobile banner within the weddings | Partners must a weddings' specific business MUST submit a listing in
VCB Website A Weddings . . : . section of the website. This is a dedicated ad unit. Only one partner is listing in VCB's Industry Portal in order to be 1000 04/01/2025 06/30/2025 200 4
Mobile Banners): desktop users as a fly-in and to mobile users as a banner. The fly-in and 3 . . . X VCB Industry Portal.
. o .y . . . shown per impression of the ad unit. Ad unit impressions are rotated featured.
April-June 2025 banner will display within the weddings section of VisitFortMyers.com. .
among five partners to ensure equal exposure.
Premium Featured Weddings Partners have the opportunity to be highlighted as a featured listing on L}n”ke featu‘red listings, wh|c!1 are embefjded into th? p-age, premu{m N - .
Listing (Desktop Fly-Ins and dedicated weddings' pages on VisitFortMyers.com as well as appear to listings receive a desktop fly-in and mobile banner within the weddings | Partners must a weddings' specific business MUST submit a listing in
VCB Website R Weddings R . : X section of the website. This is a dedicated ad unit. Only one partner is listing in VCB's Industry Portal in order to be 1000 07/01/2025 09/30/2025 200 4
Mobile Banners): desktop users as a fly-in and to mobile users as a banner. The fly-in and X X . . X VCB Industry Portal.
A . . . . shown per impression of the ad unit. Ad unit impressions are rotated featured.
July—September 2025 banner will display within the weddings section of VisitFortMyers.com. .
among five partners to ensure equal exposure.
A pre-roll ad is a promotional video advertisement that plays before
the desired content. Partners are to submit (1) existing pre-roll video Partners must submit an
Partners have an opportunity to leverage the VCB's library of destination file for use that is between 10-30 seconds. Users will have the option existing pre-roll video
Wi Vi Pre-Roll: laci -roll vi f f i i . imi i Vi -roll ks of i
VCB Website ebcam Video Pre-Ro webcams by placing a branded pre-roll video ad before camera feed to skip the video ad after 7 seconds. Users are limited to 1 video ad ideo pre-roll ad across networks of webcam advertisement or 35000 11/01/2024 11/30/2024 500 1

November 2024

displays. Partners will be provided with exclusive ad placement for (1)
month during the placement period.

views per 24 hours. VCB is not responsible for the creation of the video
ad, rather partners are to submit their own video ad for this
placement. The webcam library is viewable at https://visitfortmyers.
com/webcams

library.

coordinate with MMGY on
the creation of static
advertisement.
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Material

Estimated Estimated Start Estimated End Max
Program Group Program Name Content Opportunity Detailed Program Overview Partners Receive Recommendations and A Rate g
Impressions Date Date Participants
Notes
A pre-roll ad is a promotional video advertisement that plays before
the desired content. Partners are to submit (1) existing pre-roll video Partners must submit an
Partners have an opportunity to leverage the VCB's library of destination file for use that is between 10-30 seconds. Users will have the option existing pre-roll video
. Webcam Video Pre-Roll: webcams by placing a branded pre-roll video ad before camera feed to skip the video ad after 7 seconds. Users are limited to 1 video ad Video pre-roll ad across networks of webcam advertisement or
VCB Website December 2024 displays. Partners will be provided with exclusive ad placement for (1) views per 24 hours. VCB is not responsible for the creation of the video library. coordinate with MMGY on 35000 12/01/2024 12/01/2024 500 1
month during the placement period. ad, rather partners are to submit their own video ad for this the creation of static
placement. The webcam library is viewable at https://visitfortmyers. advertisement.
com/webcams
A pre-roll ad is a promotional video advertisement that plays before
the desired content. Partners are to submit (1) existing pre-roll video Partners must submit an
Partners have an opportunity to leverage the VCB's library of destination file for use that is between 10-30 seconds. Users will have the option existing pre-roll video
5 Webcam Video Pre-Roll: January webcams by placing a branded pre-roll video ad before camera feed to skip the video ad after 7 seconds. Users are limited to 1 video ad Video pre-roll ad across networks of webcam advertisement or
VCB Website 2025 displays. Partners will be provided with exclusive ad placement for (1) views per 24 hours. VCB is not responsible for the creation of the video library. coordinate with MMGY on 35000 01/05/2025 01/05/2025 500 1
month during the placement period. ad, rather partners are to submit their own video ad for this the creation of static
placement. The webcam library is viewable at https://visitfortmyers. advertisement.
com/webcams
A pre-roll ad is a promotional video advertisement that plays before
the desired content. Partners are to submit (1) existing pre-roll video Partners must submit an
Partners have an opportunity to leverage the VCB's library of destination file for use that is between 10-30 seconds. Users will have the option existing pre-roll video
. Webcam Video Pre-Roll: February webcams by placing a branded pre-roll video ad before camera feed to skip the video ad after 7 seconds. Users are limited to 1 video ad Video pre-roll ad across networks of webcam advertisement or
VCB Website 2025 displays. Partners will be provided with exclusive ad placement for (1) views per 24 hours. VCB is not responsible for the creation of the video library. coordinate with MMGY on 35000 02/01/2025 02/01/2025 500 1
month during the placement period. ad, rather partners are to submit their own video ad for this the creation of static
placement. The webcam library is viewable at https://visitfortmyers. advertisement.
com/webcams
A pre-roll ad is a promotional video advertisement that plays before
the desired content. Partners are to submit (1) existing pre-roll video Partners must submit an
Partners have an opportunity to leverage the VCB's library of destination file for use that is between 10-30 seconds. Users will have the option existing pre-roll video
. Webcam Video Pre-Roll: March webcams by placing a branded pre-roll video ad before camera feed to skip the video ad after 7 seconds. Users are limited to 1 video ad Video pre-roll ad across networks of webcam advertisement or
VCB Website 2025 displays. Partners will be provided with exclusive ad placement for (1) views per 24 hours. VCB is not responsible for the creation of the video library. coordinate with MMGY on 35000 03/01/2025 03/01/2025 500 !
month during the placement period. ad, rather partners are to submit their own video ad for this the creation of static
placement. The webcam library is viewable at https://visitfortmyers. advertisement.
com/webcams
A pre-roll ad is a promotional video advertisement that plays before
the desired content. Partners are to submit (1) existing pre-roll video Partners must submit an
Partners have an opportunity to leverage the VCB's library of destination file for use that is between 10-30 seconds. Users will have the option existing pre-roll video
. Webcam Video Pre-Roll: April webcams by placing a branded pre-roll video ad before camera feed to skip the video ad after 7 seconds. Users are limited to 1 video ad Video pre-roll ad across networks of webcam advertisement or
VCB Website 2025 displays. Partners will be provided with exclusive ad placement for (1) views per 24 hours. VCB is not responsible for the creation of the video library. coordinate with MMGY on 35000 04/01/2025 04/01/2025 500 1
month during the placement period. ad, rather partners are to submit their own video ad for this the creation of static
placement. The webcam library is viewable at https://visitfortmyers. advertisement.
com/webcams
A pre-roll ad is a promotional video advertisement that plays before
the desired content. Partners are to submit (1) existing pre-roll video Partners must submit an
Partners have an opportunity to leverage the VCB's library of destination file for use that is between 10-30 seconds. Users will have the option existing pre-roll video
. Webcam Video Pre-Roll: May webcams by placing a branded pre-roll video ad before camera feed to skip the video ad after 7 seconds. Users are limited to 1 video ad Video pre-roll ad across networks of webcam advertisement or
VCB Website 2025 displays. Partners will be provided with exclusive ad placement for (1) views per 24 hours. VCB is not responsible for the creation of the video library. coordinate with MMGY on 35000 05/01/2025 05/01/2025 500 !
month during the placement period. ad, rather partners are to submit their own video ad for this the creation of static
placement. The webcam library is viewable at https://visitfortmyers. advertisement.
com/webcams
A pre-roll ad is a promotional video advertisement that plays before
the desired content. Partners are to submit (1) existing pre-roll video Partners must submit an
Partners have an opportunity to leverage the VCB's library of destination file for use that is between 10-30 seconds. Users will have the option existing pre-roll video
VCB Website Webcam Video Pre-Roll: June webcams by placing a branded pre-roll video ad before camera feed to skip the video ad after 7 seconds. Users are limited to 1 video ad Video pre-roll ad across networks of webcam advertisement or 35000 06/01/2025 06/01/2025 500 1

2025

displays. Partners will be provided with exclusive ad placement for (1)
month during the placement period.

views per 24 hours. VCB is not responsible for the creation of the video
ad, rather partners are to submit their own video ad for this
placement. The webcam library is viewable at https://visitfortmyers.
com/webcams

library.

coordinate with MMGY on
the creation of static
advertisement.
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Material

Estimated Estimated Start Estimated End Max
Program Group Program Name Content Opportunity Detailed Program Overview Partners Receive Recommendations and A Rate g
Impressions Date Date Participants
Notes
A pre-roll ad is a promotional video advertisement that plays before
the desired content. Partners are to submit (1) existing pre-roll video Partners must submit an
Partners have an opportunity to leverage the VCB's library of destination file for use that is between 10-30 seconds. Users will have the option existing pre-roll video
. . . webcams by placing a branded pre-roll video ad before camera feed to skip the video ad after 7 seconds. Users are limited to 1 video ad Video pre-roll ad across networks of webcam advertisement or
VCB Website Webcam Video Pre-Roll: July 2025 displays. Partners will be provided with exclusive ad placement for (1) views per 24 hours. VCB is not responsible for the creation of the video library. coordinate with MMGY on 35000 07/01/2025 07/31/2025 500 1
month during the placement period. ad, rather partners are to submit their own video ad for this the creation of static
placement. The webcam library is viewable at https://visitfortmyers. advertisement.
com/webcams
A pre-roll ad is a promotional video advertisement that plays before
the desired content. Partners are to submit (1) existing pre-roll video Partners must submit an
Partners have an opportunity to leverage the VCB's library of destination file for use that is between 10-30 seconds. Users will have the option existing pre-roll video
5 Webcam Video Pre-Roll: August webcams by placing a branded pre-roll video ad before camera feed to skip the video ad after 7 seconds. Users are limited to 1 video ad Video pre-roll ad across networks of webcam advertisement or
VCB Website 2025 displays. Partners will be provided with exclusive ad placement for (1) views per 24 hours. VCB is not responsible for the creation of the video library. coordinate with MMGY on 35000 08/01/2025 08/31/2025 500 1
month during the placement period. ad, rather partners are to submit their own video ad for this the creation of static
placement. The webcam library is viewable at https://visitfortmyers. advertisement.
com/webcams
A pre-roll ad is a promotional video advertisement that plays before
the desired content. Partners are to submit (1) existing pre-roll video Partners must submit an
Partners have an opportunity to leverage the VCB's library of destination file for use that is between 10-30 seconds. Users will have the option existing pre-roll video
VCB Website Webcam Video Pre-Roll: webcams by placing a branded pre-roll video ad before camera feed to skip the video ad after 7 seconds. Users are limited to 1 video ad Video pre-roll ad across networks of webcam advertisement or 35000 09/01/2025 09/30/2025 500 1

September 2025

displays. Partners will be provided with exclusive ad placement for (1)
month during the placement period.

views per 24 hours. VCB is not responsible for the creation of the video
ad, rather partners are to submit their own video ad for this
placement. The webcam library is viewable at https://visitfortmyers.
com/webcams

library.

coordinate with MMGY on
the creation of static
advertisement.
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Material

. . . . | Recommenda | Estimated Estimated Material Max
Program Group Program Name Content Opportunity Detailed Program Overview Partners Receive tions and Impressions Start Date Deadline Rate Participants
Notes
Partners have the opportunity to increase overall reach and target
meeting planners, who have shown online behaviors indicating they |Programmatic targeting provides reach at an efficient cost as well as
plan Florida meetings, through native ad units. Native units include |targeting specific users who show the behaviors of travel planning
an image and headline, mimicking the look of editorial content and |intent for beach and Florida vacations. Programmatic targeting utilizes
giving partners 100% SOV. RTB (real-time bidding) across exchanges to reach the audience through Photo. Headline
Meetings Meeting P.Ianne.r . data aggregation on a DMP (data management platform). In essence, Offer,/Message, .
Native Programmatic Native: Meetings |Types of targeting include behavioral, contextual, demographic, this means that the programmatic partner will be able to reach the and Direct Meetings 150000 11/01/2024 09/15/2024 475 3
Winter 2024/25 geographic, and site and search retargeting. This also includes site target audience across all devices including desktop, tablet and mobile Website Link
retargeting from the VCB site. By utilizing the VCB's website, in a real-time environment. For example, if a consumer searches for
partners have the opportunity to target consumers who have shown |"vacation packages on Sanibel Island" in a search engine, the network
direct interest in the destination by visiting the VCB's website. will bid in real time for the next available ad unit in order to show the
co-op partner's message at the most relevant time.
This is an intent tactic.
Partners have the opportunity to increase overall reach and target
meeting planners, who have shown online behaviors indicating they |Programmatic targeting provides reach at an efficient cost as well as
plan Florida meetings, through native ad units. Native units include |targeting specific users who show the behaviors of travel planning
an image and headline, mimicking the look of editorial content and |intent for beach and Florida vacations. Programmatic targeting utilizes
giving partners 100% SOV. RTB (real-time bidding) across exchanges to reach the audience through Photo. Headline
Meetings Meetirjng Plarmer . . data aggregation on a DMP (data management platform). In essence, Offerl/Messagel .
Native Programmatic Native: Spring Meetings  [Types of targeting include behavioral, contextual, demographic, this means that the programmatic partner will be able to reach the and Direct Meetings 150000 01/17/2025 11/01/2024 475 3
2025 geographic, and site and search retargeting. This also includes site target audience across all devices including desktop, tablet and mobile Website Link
retargeting from the VCB site. By utilizing the VCB's website, in a real-time environment. For example, if a consumer searches for
partners have the opportunity to target consumers who have shown |"vacation packages on Sanibel Island" in a search engine, the network
direct interest in the destination by visiting the VCB's website. will bid in real time for the next available ad unit in order to show the
co-op partner's message at the most relevant time.
This is an intent tactic.
Partners have the opportunity to increase overall reach and target
meeting planners, who have shown online behaviors indicating they |Programmatic targeting provides reach at an efficient cost as well as
plan Florida meetings, through native ad units. Native units include |targeting specific users who show the behaviors of travel planning
an image and headline, mimicking the look of editorial content and |intent for beach and Florida vacations. Programmatic targeting utilizes
giving partners 100% SOV. RTB (real-time bidding) across exchanges to reach the audience through Photo. Headline
Meetings Meeting P.Ianne.r . o . . da.ta aggregation on a DMP (data. manageme.nt platform). In essence, Offer’/Messagel '
Native Programmatic Native: Meetings |Types of targeting include behavioral, contextual, demographic, this means that the programmatic partner will be able to reach the and Direct Meetings 150000 04/01/2025 | 02/01/2025 475 3
Summer 2025 geographic, and site and search retargeting. This also includes site target audience across all devices including desktop, tablet and mobile Website Link
retargeting from the VCB site. By utilizing the VCB's website, in a real-time environment. For example, if a consumer searches for
partners have the opportunity to target consumers who have shown |"vacation packages on Sanibel Island" in a search engine, the network
direct interest in the destination by visiting the VCB's website. will bid in real time for the next available ad unit in order to show the
co-op partner's message at the most relevant time.
This is an intent tactic.
Partners have the opportunity to increase overall reach and target
meeting planners, who have shown online behaviors indicating they |Programmatic targeting provides reach at an efficient cost as well as
plan Florida meetings, through native ad units. Native units include |targeting specific users who show the behaviors of travel planning
an image and headline, mimicking the look of editorial content and |intent for beach and Florida vacations. Programmatic targeting utilizes
giving partners 100% SOV. RTB (real-time bidding) across exchanges to reach the audience through Photo. Headline
Meetings Meeting PIanr_mer _ o . . da.ta aggregation on a DMP (data. manageme'nt platform). In essence, Offer’/Message’ _
Native Programmatic Native: Fall Meetings |Types of targeting include behavioral, contextual, demographic, this means that the programmatic partner will be able to reach the and Direct Meetings 150000 07/05/2025 | 05/01/2025 475 3
2025 geographic, and site and search retargeting. This also includes site target audience across all devices including desktop, tablet and mobile Website Link

retargeting from the VCB site. By utilizing the VCB's website,
partners have the opportunity to target consumers who have shown
direct interest in the destination by visiting the VCB's website.

This is an intent tactic.

in a real-time environment. For example, if a consumer searches for
"vacation packages on Sanibel Island" in a search engine, the network
will bid in real time for the next available ad unit in order to show the
co-op partner's message at the most relevant time.




Material

Program Group Program Name Content Opportunity Detailed Program Overview Partners Receive Recommendations Estlmat.e e SHIMEIR) || A7) Rate IYI?x
Impressions Start Date Date Participants
and Notes
A mobile strategy utilizing Mobile Audio and Mobile Display will
reach listeners on-the-go at scale. Both the Mobile Audio spots . . . .
. . . . Spotify is a music streaming service that .
and the Mobile Display units can be tailored to each partner. . . . Display: Photo,
) . . . ; provides access to endless listening .
Mobile Audio spots will allow partners to engage with users in - . Offer/Message and Direct
Spotify Digital: between the songs they love. The display units will run across opportunities from music to news to Website Link
P : ; podcasts. Audio spots will run to Spotify ad ) 625000 04/01/2025 | 06/30/2025 750 2

Leisure Audio

Summer 2025

the platform's interface, driving user action and building brand
awareness for the partner. The audio and display ads will lead
with VCB messaging.

This is an awareness tactic.

supported users in the streaming audio
space, and the companion banner will drive
to the partner website.

Audio: Partner Deal and
URL Incorporated into

VCB Audio Spot.




Material

Estimated

Estimated Start

Estimated End

Max

Program Group Program Name Content Opportunity Detailed Program Overview Partners Receive Recommendations and Impressions Date Date Rate Participants
Notes
Partners .have the Cfppor"tumty to be |nc|uded'|n Lee County.'s The Knot Worldwide family of brands inspire, inform and celebrate life’s .
The Knot Digital: Winter overarching campaign with The Knot by running targeted display biggest milestones. The Knot enables every couple to plan and celebrate their Photo, Logo, Headline, Copy Should Focus on
Weddings Digital Display Weddings banners across TheKnot.com. ; > ; - ) ) ) Offer/Message and Direct ) 50000 11/01/2024 12/31/2024 350 3
2024/25 wedding their way, with 9 out of 10 brides using the The Knot during their Website Link Weddings
This is an intent tactic. wedding journey.
Partners have the opportunity to increase overall reach and target Programmatic targeting provides reach at an efficient cost, as well as targeting
consumers who have shown online behaviors indicating they are our specific consumers who show the behaviors of intent for destination beach
planning a beach/Florida wedding through banner ad units. Types of and Florida weddings. Programmatic utilizes RTB (real-time bidding) across
Wedd . - targetizg incluhde behavioral, ;ont;extual,I ddemographic, geografphic, a;]nd exchanges to relac: the) audience throhugh data aigreghation on a DMP (data Photo, Logo, Headline . should ¢
. - . eddings Programmatic . site and search retargeting. This also includes site retargeting from the | management platform). In essence, this means that the programmatic partner ’ ! - opy Should Focus on
Weddings Digital Display Digital: Winter 2024/25 Weddings VCB site. By utilizing the VCB's website, partners have the opportunity to |will be able to reach the target audience across all devices, including desktop, Offer/l\\//lvests)a.gte i.niDlrECt Weddings 150000 11/01/2024 12/31/2024 375 6
target consumers who have shown direct interest in the destination by |tablet and mobile, in a real-time environment. For example, if a consumer ebsite tin
visiting the VCB's website. searches for "hotels on Sanibel Island" in a search engine, the network will bid
in real time for the next available ad unit in order to show the consumer a co-
This is an intent tactic. op partner's message at the most relevant time.
Partners .have the 9pporFun|ty to be |nc|uded'|n Lee County's The Knot Worldwide family of brands inspire, inform and celebrate life’s .
overarching campaign with The Knot by running targeted display biggest milestones. The Knot enables every couple to plan and celebrate their Photo, Logo, Headline, Copy Should Focus on
Weddings Digital Display | The Knot Digital: Spring 2025 Weddings banners across TheKnot.com. ) B - ) ) ) ) Offer/Message and Direct . 50000 01/17/2025 03/31/2025 350 3
wedding their way, with 9 out of 10 brides using the The Knot during their Website Link Weddings
This is an intent tactic. wedding journey.
Partners have the opportunity to increase overall reach and target Programmatic targeting provides reach at an efficient cost, as well as targeting
consumers who have shown online behaviors indicating they are our specific consumers who show the behaviors of intent for destination beach
planning a beach/Florida wedding through banner ad units. Types of and Florida weddings. Programmatic utilizes RTB (real-time bidding) across
. ' targeting include behavioral, contextual, demographic, geographic, and |exchanges to reach the audience through data aggregation on a DMP (data Photo, Logo, Headline,
Weddings Digital Display Wed.dl.ngs Programmatlc Weddings site ar.ld search !'e-targetlng. This alsq includes site retargeting from t.he m.anagement platform). In essencei this means that thfs programrT\atlc partner Offer/Message and Direct Copy Sh0u|d. Focus on 150000 01/17/2025 03/31/2025 375 6
Digital: Spring 2025 VCB site. By utilizing the VCB's website, partners have the opportunity to |will be able to reach the target audience across all devices, including desktop, Website Link Weddings
target consumers who have shown direct interest in the destination by |tablet and mobile, in a real-time environment. For example, if a consumer
visiting the VCB's website. searches for "hotels on Sanibel Island" in a search engine, the network will bid
in real time for the next available ad unit in order to show the consumer a co-
This is an intent tactic. op partner's message at the most relevant time.
Partners have the opportunity to increase overall reach and target Programmatic targeting provides reach at an efficient cost, as well as targeting
consumers who have shown online behaviors indicating they are our specific consumers who show the behaviors of intent for destination beach
planning a beach/Florida wedding through banner ad units featuring and Florida weddings. Programmatic utilizes RTB (real-time bidding) across
partner-specific 360° video. The 360° video provides an immersive exchanges to reach the audience through data aggregation on a DMP (data
experience for engaged couples to "tour" the property. management platform). In essence, this means that the programmatic partner Copy Should Focus on
Weddings Programmatic will be able to reach the target audience across all devices, including desktop, Photo, Logo, Headline, Weddings (Previous
Weddings Digital Display Digital With 360° Video: Weddings Types of targeting include behavioral, contextual, demographic, tablet and mobile, in a real-time environment. For example, if a consumer Offer/Message and Direct participation in 360°- 250000 04/01/2025 06/30/2025 850 2
Summer 2025 geographic, and site and search retargeting. This also includes site searches for "weddings on Sanibel Island" in a search engine, the network will Website Link. video collection efforts
retargeting from the VCB website. By utilizing the VCB's website, bid in real time for the next available ad unit in order to show the consumer a required.)
partners have the opportunity to target consumers who have shown co-op partner's message at the most relevant time.
direct interest in the destination.
Creative will feature 360° video gathered through Lee County's partnership
This is an intent tactic. with Threshold 360.
Partners have the opportunity to increase overall reach and target Programmatic targeting provides reach at an efficient cost, as well as targeting
consumers who have shown online behaviors indicating they are our specific consumers who show the behaviors of intent for destination beach
planning a beach/Florida wedding through banner ad units. Types of and Florida weddings. Programmatic utilizes RTB (real-time bidding) across
. - targeting include behavioral, contextual, demographic, geographic, and |exchanges to reach our audience through data aggregation on a DMP (data Photo, Logo, Headline,
Weddings Digital Display We.dc.ilngs Programmatic Weddings site ar)d search 're.targetlng. T'h|s alsq includes site retargeting from t'he m'anagement platform). In essence,' this means that thfe pr(?gramfnatlc vendor Offer/Message and Direct Copy ShouIdA Focus on 150000 04/01/2025 06/30/2025 375 6
Digital: Summer 2025 VCB site. By utilizing the VCB's website, partners have the opportunity to |will be able to reach our target audience across all devices including desktop, Website Link Weddings
target consumers who have shown direct interest in the destination by |tablet and mobile in a real-time environment. For example, if a consumer
visiting the VCB's website. searches for "beach wedding venues on Fort Myers Beach" in a search engine,
the network will bid in real time for the next available ad unit in order to show
This is an intent tactic. the consumer a co-op partner's message at the most relevant time.
Partners have the opportunity to increase overall reach and target Programmatic targeting provides reach at an efficient cost, as well as targeting
consumers who have shown online behaviors indicating they are our specific consumers who show the behaviors of intent for destination beach
planning a beach/Florida wedding through banner ad units featuring and Florida weddings. Programmatic utilizes RTB (real-time bidding) across
partner-specific 360° video. The 360° video provides an immersive exchanges to reach the audience through data aggregation on a DMP (data
experience for engaged couples to "tour" the property. management platform). In essence, this means that the programmatic partner Copy Should Focus on
Weddings Programmatic will be able to reach the target audience across all devices, including desktop, Photo, Logo, Headline, Weddings (Previous
Weddings Digital Display | Digital With 360° Video: Fall Weddings Types of targeting include behavioral, contextual, demographic, tablet and mobile, in a real-time environment. For example, if a consumer Offer/Message and Direct participation in 360°- 250000 07/05/2025 09/30/2025 850 2
2025 geographic, and site and search retargeting. This also includes site searches for "weddings on Sanibel Island" in a search engine, the network will Website Link video collection efforts
retargeting from the VCB website. By utilizing the VCB's website, bid in real time for the next available ad unit in order to show the consumer a required.)
partners have the opportunity to target consumers who have shown co-op partner's message at the most relevant time.
direct interest in the destination.
Creative will feature 360° video gathered through Lee County's partnership
This is an intent tactic. with Threshold 360.
Partners have the opportunity to increase overall reach and target Programmatic targeting provides reach at an efficient cost as well as targeting
consumers who have shown online behaviors indicating they are our specific consumers who show the behaviors of intent for destination beach
planning a beach/Florida wedding through banner ad units. Types of and Florida weddings. Programmatic utilizes RTB (real-time bidding) across
A - targeting include behavioral, contextual, demographic, geographic, and |exchanges to reach the audience through data aggregation on a DMP (data Photo, Logo, Headline,
Weddings Digital Display Weddings Programmatic Weddings site and search retargeting. This also includes site retargeting from the  |management platform). In essence, this means that the programmatic partner Offer/Message and Direct Copy Should Focus on 150000 07/05/2025 09/30/2025 375 6

Digital: Fall 2025

VCB site. By utilizing the VCB's website, partners have the opportunity to
target consumers who have shown direct interest in the destination by
visiting the VCB's website.

This is an intent tactic.

will be able to reach the target audience across all devices, including desktop,
tablet and mobile, in a real-time environment. For example, if a consumer
searches for "hotels on Sanibel Island" in a search engine, the network will bid
in real time for the next available ad unit in order to show the consumer a co-
op partner's message at the most relevant time.

Website Link

Weddings
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and Notes
Partners have the opportunity to be included as a eTarget Media has the ability to microtarget our desired audience
featured property in an email dedicated to Lee County. |through targeted email lists. Their email database is enriched with
. . . . The email will be distributed by eTarget to all double multiple sources, allowing them to verify each record's authenticity Photo, Headline/Offer,
Wedd Third-Part Target Wedd Email !
eddings '|r arty € arge eddings (Emai Weddings opt-in users who are interested in wedding-related and append a vast amount of demographic and lifestyle data to each Description and Direct 524000 01/05/2025 01/31/2025 425 6
Email Publisher): January 2025 A . - . Lo
sites. record. Their email list database is one of the largest on the market Website Link
today, containing information on more than 150 million consumers
This is an intent tactic. and 15 million businesses.
Partners have the opportunity to be included as a eTarget Media has the ability to microtarget our desired audience
featured property in an email dedicated to Lee County. |through targeted email lists. Their email database is enriched with
. . . . The email will be distributed by eTarget to all double multiple sources, allowing them to verify each record's authenticity Photo, Headline/Offer,
Weddings Th'lrd-Party eTarget Weddings (Email Weddings opt-in users who are interested in wedding-related and append a vast amount of demographic and lifestyle data to each Description and Direct 524000 02/01/2025 02/28/2025 425 6
Email Publisher): February 2025 . . - . Lo
sites. record. Their email list database is one of the largest on the market Website Link
today, containing information on more than 150 million consumers
This is an intent tactic. and 15 million businesses.
Partners have the opportunity to be included as a eTarget Media has the ability to microtarget our desired audience
featured property in an email dedicated to Lee County. |through targeted email lists. Their email database is enriched with
Weddings Third-Part eTarget Weddings (Email The email will be distributed by eTarget to all double multiple sources, allowing them to verify each record's authenticity Photo, Headline/Offer,
& . ¥ g. & Weddings opt-in users who are interested in wedding-related and append a vast amount of demographic and lifestyle data to each Description and Direct 524000 03/01/2025 03/31/2025 425 6
Email Publisher): March 2025 h ) I ) o
sites. record. Their email list database is one of the largest on the market Website Link
today, containing information on more than 150 million consumers
This is an intent tactic. and 15 million businesses.
Partners have the opportunity to be included as a eTarget Media has the ability to microtarget our desired audience
featured property in an email dedicated to Lee County. |through targeted email lists. Their email database is enriched with
Weddings Third-Part eTarget Weddings (Email The email will be distributed by eTarget to all double multiple sources, allowing them to verify each record's authenticity Photo, Headline/Offer,
& ¥ g & Weddings opt-in users who are interested in wedding-related and append a vast amount of demographic and lifestyle data to each Description and Direct 524000 04/01/2025 04/30/2025 425 6

Email

Publisher): April 2025

sites.

This is an intent tactic.

record. Their email list database is one of the largest on the market
today, containing information on more than 150 million consumers
and 15 million businesses.

Website Link




