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Board of Directors 
Meeting July 9, 2019 
3:00 p.m. – 5:00 p.m. 

Skopelos at New World 

AGENDA 

1. Meeting Called to Order

2. Public Comment

3. Old Business
a) Approval of Minutes from the May 2019 meeting*
b) President / CEO Evaluation and Agreement

4. New Business/Discussion Items
a) Committee Updates

i. Finance Committee: Monthly Report *
ii. Visit Pensacola Finance Policy Changes *

a. Use of private revenue reserves
b. Procurement process for goods and services

b) Visit Florida Welcome Center on SR 231 *
c) Gulf Coast Business Alliance Letter of Support *
d) Discussion related to traffic management/toll booths for Pensacola Beach
e) July Board of Directors Meeting / August Board Meeting

5. Staff Updates
a) Showcase Update
b) President’s Update

* Action Item requiring board vote



BACK UP FOR AGENDA ITEMS 

1. Board Minutes

2. President/CEO Evaluation

3. Finance Report

4. Finance Policy Changes

- Use of Reserves

- Procurement Process

5. Gulf Coast Business Alliance Letter of Support

6. Sales/Services Report

7. Marketing/Communication Report

- Showcase Update
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Reliability   4.0  4.0  3.0  4.0         4.0  4.0   4.0  4.0   4.0  X   4.0  3.0   3.8 

Comprehension   4.0  4.0  4.0  4.0         4.0  4.0   4.0  4.0   4.0   4.0  4.0   4.0 

Communications   4.0  4.0  4.0  3.0         3.0  4.0   4.0  4.0   4.0   4.0  3.0   3.7 

Versatility   4.0  4.0  4.0  3.0         4.0  4.0   4.0  4.0   4.0   4.0  3.0   3.8 

Relationships   4.0  4.0  4.0  4.0         4.0  4.0   4.0  4.0   4.0   4.0  4.0   4.0 

Teamwork   4.0  3.0  4.0  4.0         4.0  4.0   4.0  4.0   4.0   4.0  4.0   3.9 

Quality   4.0  4.0  4.0  4.0         4.0  4.0   4.0  4.0   4.0   4.0  4.0   4.0 

Quantity   4.0  4.0  4.0  4.0         4.0  4.0   4.0  4.0   4.0   4.0  3.0   3.9 

Initiative   4.0  4.0  4.0  4.0         4.0  4.0   4.0  4.0   4.0   4.0  3.0   3.9 

Management   4.0  3.0  4.0  4.0         4.0  4.0   4.0  4.0   4.0   4.0  3.0   3.8 

Professionalism   4.0  4.0  4.0  4.0         4.0  4.0   4.0  4.0   4.0   4.0  4.0   4.0 

AVERGE SCORE 4.0 3.8   3.9   3.8 3.9        4.0 4.0  4.0     4.0  4.0    3.5 3.9 

X - Did not respond

Other Comments:

1) Steve does a great job and has been a true asset for this community and its promotion of tourism. (RO)

2) Steve has done an exceptional job as the Visit Pensacola President. (SG)

3) Steve has always been easy to work with, very good communication skills, involved in the community.

4) I have only been on the Board for a short time, but Steve continues to impress me. (JM)

Reliability - Meets commitments; completes projects in a timely manner; follows up when needed; can be 

depended upon; is punctual

Comprehension - ability to grasp new concepts quickly

Communications - oral and written communications are of high quality, clear and concise; keeps others 

informed with appropriate level of information

Versatility - adjusts to change; receptive to new ideas/responsibilities; able to multi-task

Relationships - builds and maintains positive, productive working relationships; treats others with courtesy, 

trust and respect; uses conflict resolutions appropriately

Professionalism - represents VISIT PENSACOLA in a professional manner, respecting a diverse 

constituency and a changing political & community environment

Teamwork - supports team goals; puts interests of team ahead of self; builds consensus; recognizes and 

respects contributions and needs of each team member; actively seeks involvement of others

Quality - consistent commitment to excellence

Quantity - consistently produces expected quantity of work; uses time productively

Initiative - self-starter; continuously seeks ways to improve and grow; motivated to do job well

Management - manages staff productively to achieve organization objectives; clearly delineates staff roles 

and expectations; develops staff members through appropriate coaching, delegation, direction and 

performance planning & evaluation; treats all staff fairly and impartially



Agreed Upon Goals:

More detailed financial information provided to each Director (TP)

8) Steve is a great asset to the visit Pensacola community. (MN)

9) Steve has done an excellent job leading Visit Pensacola. (DR)

Better communication on major expenditures or expenses (TP)

5) While I am not the most active board member as I thought I would be, I am around enough to be made

aware that Steve is passionate about his role at VP and represents our community well. (CB)

6) Mr. Hayes does an exceptional job of bringing together diverse groups, exploring venues for

partnerships, and creating opportunities to "visit Pensacola" that are creative and cutting-edge. His work is

impressive and exceeds expectations. (LW)

7) Great asset. We are fortunate to have Steve as our commander in chief. (RC)

Keep improving and increasing visitors to Pensacola for all areas of our city (TP)

Goals suggested by Steve Hayes:

1) Achieve accredition for Visit Pensacola through Destinations International

2) Development of Destination and Strategic Plan beyond 2020

3) Continued growth of the Unified Tourism budget process and participants

4) Provide direction and leadership to ensure staff achieve their goals

5) Development of a new key leadership position that will complement the role of the President/CEO
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County Submissions

Currently May's submission is outstanding with the County.  The April submission was paid 05.30.19, for the entire submission from VPI.  The 

County is requesting additional back up on $72K in expenses from PSA.   VPI has applied $717K to the advance as repayment YTD, for a balance 

owed of $1,283K.  

Direct Programming Totaled $4,089K

Operations totaled $273K

Personnel total $966K

UNIFIED Year to Date total Expense = $5,329K

UNIFIED Year to Date Net Income (loss) = ($320K)

UNIFIED Year to Date TDT revenue totaled $4,698K

UNIFIED Year to date expense:

UNIFIED Year to date total Revenue = $5,009K

Personnel total $89K

Direct Programming Totaled $525K

Operations totaled $41K 

VISIT PENSACOLA ONLY Month to Date total Expense = $655K

VISIT PENSACOLA Only Month to Date Net Income (loss) = ($21K)

UNIFIED Year To Date Private revenue totaled $312K

VISIT PENSACOLA ONLY Month to date total Revenue = $633K

VISIT PENSACOLA ONLY Month to date expense:

FY19  MAY TAKEAWAYS:

MAY 2019 as compared to May 2018 show a (670K) swing to the bad, due to Tall Ship Event income seen in 2018.  TDT income is lagging by nearly $500k 

from this time last year.  This is due to not having recieved the supplemental as early in FY19.  The loss in May FY19 is due to large expenses not being able 

to be billed for 05.2019, as in 05.2018.  FY18 we also had the influx of Tall Ship event income

Supplemental numbers have been provided and are accounted for in QBs now.  However, they have not been approved by the County as of yet

MAJOR HIGHLIGHTS:

Annual budget increase of $625K to VPI from the County for FY19.  This is from the supplemental that has yet to be processed. 

$72K in PSA submission has been denied by the County until further backup can be provided

To date we have applied $717,190.19 to the advance. 

For the month of May submission there are expenses from VPI, PSA and ACE submitted to the County. 

VP MTD TDT LOSS is from large vendor expenses that incurred in May.  However, the checks had not cleared the bank and therefore unable to 

bill to the County.  VPI cannot recognize the income until we can bill the County for the expense.  We cannot bill the County until the checks have 

cleared the bank.   

VP MTD PRIVATE INCOME is from an unexpected check from BP claims.  This was not budgeted and requires no extra work or service from VPI. 

This seems to be part of the BP settlement as per the precentage each entity received.   

VP YEAR TO DATE NET LOSS is from not billing the County for $500K in expenses that have not cleared the bank.

VISIT PENSACOLA ONLY Month To Date Private revenue totaled $112K from the $102K BP settlement

VISIT PENSACOLA ONLY Month to Date TDT revenue totaled $521K (We recognize income as billed to the County)
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TDT Revenue $521,167.00 $3,423,740.64 $1,273,933.20 1 $4,697,673.84 $9,120,879.00 4,423,205.16$   48%

 Private Revenue $111,900.22 $311,557.49 2 $311,557.49 $511,600.00 200,042.51$    39%

Total Revenue A $521,167.00 B $111,900.22 $3,735,298.13 $1,273,933.20 3 $5,009,231.33 $9,632,479.00 4,623,247.67$   48%

- - 

Expense
ACTUALS 

MTD

ACTUALS 

MTD

ACTUALS 

YTD

ACTUALS 

YTD

 ACTUALS 

YTD

ANNUAL 

BUDGET

 REMAINING 

FY19 BUDGET 

% 

REMAINING 

OF BUDGET

Direct Programming D $523,215.63 D $2,105.47 $3,076,672.32 $1,012,799.33 4 $4,089,471.65 $7,226,279.00 3,136,807.35$   43%

Operations E $37,789.99 E $2,598.42 $229,332.42 $43,978.86 5 $273,311.28 $711,200.00 437,888.72$    62%

Personnel F $86,637.61 F $2,348.82 $748,957.64 $217,155.01 6 $966,112.65 $1,695,000.00 728,887.35$    43%

Total Expenses G $647,643.23 G $7,052.71 $4,054,962.38 $1,273,933.20 7 $5,328,895.58 $9,632,479.00 4,303,583.42$   45%

- $0.00

Net Income (loss) H -$126,476.23 H $104,847.51 -$319,664.25 $0.00 8 -$319,664.25 $0.00

$0.00 - - - $0.00

UNIFIED

FY19

VISIT 

PENSACOLA 

PRIVATE 

VISIT 

PENSACOLA- 

TDT 

MAY MTD FY19 OCT-MAY YTD FY19

UNIFIED 



May 31, 19

ASSETS

Current Assets

Checking/Savings

1025 · EFT TDT #4196 444,458.42

1010 · Visit Pensacola #2290 197,289.74

1030 · VP Partnership #2177 392,453.09

1035 · Reserves #3955 631,936.73

1050 · Petty Cash 165.00

Total Checking/Savings 1,666,302.98

Accounts Receivable

1200 · Accounts Receivable

1200-99 · PSA  Advance 1,066.80

1200-2 · Advertising  Receivable 11,700.00

1200-4 · Tourism Receivables 1,002,910.01

1200-5 · Membershp Receivable 340.88

Total 1200 · Accounts Receivable 1,016,017.69

Total Accounts Receivable 1,016,017.69

Other Current Assets

1405 · Prepaid Misc. 123,616.44

1410 · Prepaid Insurance 14,433.57

1999 · Merchandise Inventory 3,349.41

1201 · Allowance - Doubtful Accounts -8,259.36

1400 · Prepaid Postage 1,967.09

Total Other Current Assets 135,107.15

Total Current Assets 2,817,427.82

Fixed Assets

1350 · Equipment

1361 · iMac Pro 5,757.91

1998 · Acc Depr - Equipment -2,541.00

1359 · Apple laptop 1,449.00

1352 · Flag & Flagpole 683.00

1351 · Laminator & case 409.00

Total 1350 · Equipment 5,757.91

Total Fixed Assets 5,757.91

TOTAL ASSETS 2,823,185.73

LIABILITIES & EQUITY

Liabilities

Current Liabilities

Accounts Payable

2100 · Accounts Payable 496,986.85

Total Accounts Payable 496,986.85

Credit Cards

2000 · Visit Pensacola P-Card 57,927.52

2002 · Regions Membership PCard 264.85

Total Credit Cards 58,192.37

Other Current Liabilities

2700 · Unearned Revenue 1,583,209.81

2999 · Salaries payable 38,218.57

25500 · Sales Tax Payable 190.22

Total Other Current Liabilities 1,621,618.60

Total Current Liabilities 2,176,797.82

Total Liabilities 2,176,797.82

Equity

32000 · Unrestricted Net Assets 966,052.16

Net Income -319,664.25

Total Equity 646,387.91

TOTAL LIABILITIES & EQUITY 2,823,185.73



 Visit Pensacola

 Profit & Loss UNIFIED, VPI, PSA, ACE, ALL FUNDING SOURCES

May 19 Oct '18 - May 19 Annual Budget
Remaining of 

Budget

% Remaining 

of Budget

Ordinary Income/Expense

Income

4500 · Grant Income 0.00 0.00 100,000.00 100,000.00 100%

4640 · Event Income 1,675.00 14,260.00 15,000.00 740.00 5%

4000 · Tourism Development Tax-TDT 1,101,335.05 4,697,673.84 6,815,839.00 2,118,165.16 31%

4050 · TDT Supplemental 0.00 0.00 2,305,040.00 2,305,040.00 100%

4100 · Membership Dues 5,920.83 88,427.30 115,000.00 26,572.70 23%

4150 · Advertising Income

4155 · Partner Co-Ops 0.00 4,825.02 0.00 -4,825.02 #DIV/0!

4150 · Advertising Income - Other 0.00 89,397.28 45,000.00 -44,397.28 -99%

Total 4150 · Advertising Income 0.00 94,222.30 45,000.00 -49,222.30 -109%

4160 · BP Income 102,868.82 102,976.83 -102,976.83 #DIV/0!

4300 · Consignment Sales 1,382.36 11,154.93 15,000.00 3,845.07 26%

4400 · Gifts in Kind - Goods 0.00 0.00 221,000.00 221,000.00 100%

4600 · Misc Income 53.21 516.13 600.00 83.87 14%

Total Income 1,213,235.27 5,009,231.33 9,632,479.00 4,623,247.67

Gross Profit 1,213,235.27 5,009,231.33 9,632,479.00 4,623,247.67

Expense

1 · Direct Programming

5090 · Marketing Research 49,145.80 373,822.62 466,000.00 92,177.38 20%

5100 · Advertising/Media 42,630.02 165,626.28 305,969.00 140,342.72 46%

5110 · Public Relations 3,518.42 12,069.52 71,500.00 59,430.48 83%

5120 · Advertising Production 19,758.31 67,893.62 26,350.00 -41,543.62 -158%

5130 · Internet Site Production 4,898.47 168,529.07 152,372.00 -16,157.07 -11%

5140 · Festivals & Events Granted 16,502.78 372,993.12 425,000.00 52,006.88 12%

5141 · Festivals & Event Local Support 0.00 70,886.25 156,000.00 85,113.75 55%

5142 · Festival & Event Mini Grants 4,660.00 21,013.21 75,000.00 53,986.79 72%

5145 · Celebrity Chef Program Expenses 0.00 0.00 0.00 0.00 #DIV/0!

5150 · Consumer Promotions 2,202.40 8,942.05 36,500.00 27,557.95 76%

5160 · Sales Promotions 4,361.77 38,952.00 56,900.00 17,948.00 32%

5170 · Brochures and Collateral 103,232.83 107,200.31 156,350.00 49,149.69 31%

5180 · Film Promotions 0.00 0.00 3,000.00 3,000.00 100%

5190 · Showcase 247,677.75 1,497,763.29 2,805,141.00 1,307,377.71 47%

5210 · Regional Partnership 0.00 14,275.00 30,000.00 15,725.00 52%

5220 · Registration 2,625.00 48,436.84 108,030.00 59,593.16 55%

5230 · Dues and Subscriptions 2,237.39 22,183.86 36,480.00

5400 · Business Travel & Entertainment

5400-1 · Disallowed Travel Expense 196.19 1,302.84 2,000.00 697.16 35%

5400 · Business Travel & Entertainment - Other10,697.41 44,232.20 91,681.00 47,448.80 52%

Total 5400 · Business Travel & Entertainment 10,893.60 45,535.04 93,681.00 48,145.96 51%

5500 · Visitor Awareness  Education 10,976.56 40,550.24 70,725.00 30,174.76 43%

7000 · PSA Sporting Events 120,758.71 237,799.33 757,120.00 519,320.67 69%

7400 · ACE - DP 400,000.00 775,000.00 1,394,161.00 619,161.00 44%

Total 1 · Direct Programming 1,046,079.81 4,089,471.65 7,226,279.00 3,122,511.21 43%

2 · Operating Costs

5520 · Committee Expenses 688.44 5,368.67 12,000.00 6,631.33 55%

5450 · Auto/ Local Travel 1,078.56 5,833.29 6,000.00 166.71 3%

5600 · Building Maintenance & Repair 5,445.79 40,028.06 76,000.00 35,971.94 47%

5610 · Computer&IT Maintenance&Repair 7,970.45 30,899.17 38,000.00 7,100.83 19%

5630 · Insurance Building & Content 1,369.77 11,671.42 15,100.00 3,428.58 23%

5640 · D & O and Liability Insurance 454.83 3,956.21 5,490.00 1,533.79 28%

5650 · Audit 0.00 14,000.00 14,000.00 0.00 0%

5660 · Legal Services 0.00 4,068.00 10,800.00 6,732.00 62%

5670 · CPA/ Financial Services 700.00 3,482.50 3,600.00 117.50 3%

5700 · Postage 4,644.00 30,033.45 60,000.00 29,966.55 50%

5710 · Supplies Coffee/Sodas 214.41 2,222.02 3,700.00 1,477.98 40%

5720 · Office Supplies 616.27 8,294.88 22,000.00 13,705.12 62%

5730 · Storage and Delivery 391.56 3,183.32 2,500.00 -683.32 -27%

5750 · Rent 0.00 10.00 10.00 0.00 0%

5760 · Telephone Service 1,020.39 8,008.32 15,000.00 6,991.68 47%

5770 · Utilities 3,294.65 28,541.25 43,000.00 14,458.75 34%
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 Visit Pensacola

 Profit & Loss UNIFIED, VPI, PSA, ACE, ALL FUNDING SOURCES

May 19 Oct '18 - May 19 Annual Budget
Remaining of 

Budget

% Remaining 

of Budget

5780 · Copier 751.27 6,301.69 9,200.00 2,898.31 32%

5790 · Capital Expenditures 0.00 330.13 70,000.00 69,669.87 100%

5900 · Miscellaneous Expenses 10,388.37 11,415.05 600.00 -10,815.05 -1803%

5920 · Bad Debt Expense 0.00 -1,575.82 4,000.00 5,575.82 139%

6000 · Consignment Sales Expenses 824.52 5,613.74 8,200.00 2,586.26 32%

6001 · Bank Service Charge 35.00 3,184.50 500.00 -2,684.50 -537%

6010 · Credit Card Processing Fee 309.91 2,806.78 4,000.00 1,193.22 30%

6500 · Taxes 190.22 1,655.79 1,500.00 -155.79 -10%

6940 · In Kind Expense 0.00 0.00 221,000.00 221,000.00 100%

7001 · PSA Operations 8,326.74 43,978.86 65,000.00 21,021.14 32%

Total 2 · Operating Costs 48,715.15 273,311.28 711,200.00 437,888.72 62%

3 · Personnel Costs

5800 · Salaries 71,330.83 600,251.98 1,101,887.00 501,635.02 46%

5810 · Commissions 2,130.65 13,316.90 21,000.00 7,683.10 37%

5830 · Auto 461.54 3,774.74 6,000.00 2,225.26 37%

5840 · 401K Contribution Match 1,710.88 15,439.79 43,393.00 27,953.21 64%

5850 · Employee Insurance 5,739.83 49,367.53 126,600.00 77,232.47 61%

5870 · Drug Testing 0.00 489.00 400.00 -89.00 -22%

5880 · Payroll Expense 7,612.70 66,094.18 120,220.00 54,125.82 45%

5890 · Staff Education 0.00 223.52 500.00 276.48 55%

7002 · PSA Personnel 51,082.60 217,155.01 275,000.00 57,844.99 21%

Total 3 · Personnel Costs 140,069.03 966,112.65 1,695,000.00 728,887.35 43%

Total Expense 1,234,863.99 5,328,895.58 9,632,479.00 4,289,287.28 45%

Net Ordinary Income -21,628.72 -319,664.25 0.00 433,960.39

Net Income -21,628.72 -319,664.25 0.00 433,960.39
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Procurement Policy 

In the course of all business activity, it is the responsibility of VP staff to secure services, and purchase 
all equipment, materials and supplies at the lowest available cost with consideration for quality and 
required performance standards.  It is the policy of VP to solicit competitive quotations for all 
expenditures whenever feasible, and when the bid guidelines are applicable.  Business transactions with 
VP partners and local businesses are to be the primary option.  The decision to approve vendor bidding 
on various businesses with VP will be made by the senior staff, VP President or Board of Directors.   

All professional service contracts, regardless of duration, are subject to review for quality, compliance, 
and competitive pricing.  In the event any or all of the above benchmarks are determined to be 
inadequate, other competitive bids will be sought preferably from qualified businesses providing the 
same or similar products or services. 

The following expenditures require bids: 
§ Capital purchases - bids required for all capital expenditures exceeding $1,000
§ Purchases – single purchases exceeding $1,000 (excluding fixed asset items, and or media and

direct program costs approved in the budget)
§ Professional services – professional services, including but not limited to; banking institutions,

maintenance services, insurance providers, legal counsel, telecommunications, IT services and 
infrastructure, storage, employee benefits, copiers, accounting services and marketing services not 
covered through agreement with Visit Pensacola’s agency of record. Services provided to Visit 
Pensacola that are unique and not available through other companies shall not be subject to the 
RFP process (i.e. Arrivalist, Smith Travel Research, Crowdriff, Visit Florida). (See attached) 



Process for Procurement: 
1) Prepare necessary paperwork and RFP for the service needed (collaboration between senior staff

and administrative/accounting office) 
2) Post to Visit Pensacola website for thirty days
3) Mail/email RFP to companies and interested parties
4) Responses to the RFP will be collected/processed by the senior staff and administrative/accounting

office and evaluated to ensure they meet the requirements of the RFP 
5) Report generated with the compiled results
6) For expenditures less than $50,000:

a. Senior staff and administrative/accounting office review with the President/CEO and provide a
recommendation and necessary back-up for the selected vendor 

b. Results to be presented to the finance committee and board of directors
c. Staff notifies all the companies of the results of the bid process and signs agreement

7) For expenditures over $50,000:
a. Based on the service being provided staff may direct to a selection committee or handle in-

house 
b. Senior staff and administrative/accounting office review with the President/CEO and provide a

recommendation and necessary back-up for the selected vendor 
c. Results and recommendation to be presented to the finance committee and board of directors

for an official approval 
d. Staff notifies all the companies of the results of the bid process and signs agreement
e. NOTE: During the course of the fiscal year any company whose winning bids exceed an aggregate of

$50,000 we would require future bids to be approved by the finance committee and board of 
directors 



Company / Agreements  Type of Service 
 Annual 
Amount Type Length

Company 
Location

Majority Opinion Research  Research  $    313,500 Bid Annual OOA

Simpleview  Website / CRM / SEO / Content  $    228,440 Bid 3-Year OOA

Showcase Pensacola Agency Fee *  Ad Agency  $    180,000 Bid Annual Local

Arrivalist  Digital Research  $    145,823 Single Vendor Annual OOA

Landrum  Employee/Benefits  $    100,385 Carry-Over/Bid Annual Local

CrowdRiff  Digital Marketing  $  37,800 Single Vendor Annual OOA

Adara  Digital Research  $  35,000 Single Vendor Annual OOA

Inntopia  Lodging Research  $  33,686 Single Vendor Annual OOA

Sprout Social / Simply Measured  Digital Marketing  $  29,246 Single Vendor Annual OOA

Digital Boardwalk  Computers  $  23,760 Bid 3-Year Local

Southern Touch  Cleaning Serv.  $  22,640 Bid 3-Year Local

Leesburg Public Relations  Public Relations  $  20,000 Co-op with ACE 6-Months OOA

Think! X Innovations  Digital Research  $  15,000 Single Vendor Annual OOA

Warren Averett **  Audit  $  14,000 Bid Annual Local

Connect  Email Marketing  $  12,000 Bid Annual OOA

Gilmore Storage  Shredding/Storage/Scanning  $  11,000 Bid One-Time Local

Smith Travel Research  Lodging Research  $  10,030 Single Vendor Annual OOA

C Spire  Tele-Com  $  10,011 Bid 3-Year OOA/Local

Carver Darden  Legal  $  10,000 Bid Annual Local

Cox Business  Internet  $  8,820 Bid 3-Year Local

TruGreen  Lawn  $  8,189 Bid Annual OOA/Local

Reef Scapes  Aquarium  $  7,795 Bid Annual Local

CPC Technoligies  Copiers  $  7,397 Bid 3-Year Local

EDN - Pensacola/Perdido Key  Digital Marketing  $  7,080 Single Vendor Annual Local

Jason Loeffler CPA **  CPA Service  $  3,600 Bid Annual Local

Pitney Bowes  Mailings  $  2,244 Bid 5-Year OOA

Visit Florida Visa Vue  Research  $  2,050 Single Vendor Annual OOA

RedWire Alarm  Alarm System  $  1,064 Bid 3-Year OOA/Local

Single Vendor = Unique Service that we cannot receive from any other company

Bid = Service can be provided by various different companies

Company Location = Local (Within the MSA) or Out of Area (OOA)

* Does not include media and production expenses
** Annual agreement but bid out every 5 years
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  EXPERIENCE CAMPAIGN ACTIVITY

  TRIP GIVEAWAY PROMOTIONS

  ASSET DEVELOPMENT

	 •	 FOCUS ON ADVENTURE AND FAMILY TRAVEL WRAPS
These messages, delivered to our major markets and travel-intenders 
matching behavioral profiles, closed out the end of May.

•	 ON-GOING EXPERIENCE CAMPAIGN
Social media showcased Fiesta of Five Flags celebrations and the Graffiti 
Bridge 5k, along with other events. Native ads reached out to families, 
history buffs, and the LGBTQ community. A print ad in Afar magazine 
promoted the Pensacola Bay area’s adventure side. In conjunction with 
the HBCU Queens gathering, Visit Pensacola will be highlighted in both 
the print and online editions of Ebony magazine.

•	 NEWARK DIRECT FLIGHT DIGITAL CAMPAIGN
From May through June, we’ll encourage the Newark and New York 
DMAs to open up their skies with Pensacola Airport’s new nonstop 
service into Newark. 

BIRMINGHAM, NASHVILLE, AND NEW ORLEANS
We partnered with TV stations in these three markets, garnering exposure 
via in-studio appearances, broadcast/connected TV ads, digital ads, social 
media, and email. Almost 12,000 total entries were collected. 

Birmingham: 1,646 	
Nashville: 5,442
New Orleans: 4,814

Those who entered will 
receive follow-up emails 
inviting them to learn 
more about the area.

•	 Coordinate and provide assets for FloraBama 
Nashville promotion

•	 Provide video assets for Newark flight promotion
•	 Develop creative and traffic assets for summer 

beach campaign

•	 Build social media event ads
•	 Continue work on Pensacola Cultural Guide
•	 Continue work on VisitPensacola.com
•	 Continue campaign analytics/reporting

VISIT PENSACOLA | May 2019 Report



TRAVEL WINDOW (air & hotel) TRIP DURATION (air)LENGTH OF STAY (hotel)

TOP FLIGHT ARRIVALS BY MARKET

TOP HOTEL ARRIVALS BY MARKET

Dallas-Ft Worth	 41%

Washington, DC	 17.4%

Chicago	 8.7%

Houston	 4%

Philadelphia	 3.8%

Miami	 2.3%

New York	 1.9%

Newark	 1.7%

Atlanta	 10.7%

Birmingham	  8.8%

New Orleans	  8.8%

Houston	  7.3%

Dallas-Ft Worth	 6.5%

New York	 5.9%

Chicago	 4%

Lafayette	 3.4%

People Reached	 249,463

Link Clicks	 9,147

Landing Page Views	 7,004

•	 June brings the FloraBama/Nashville CMA Fest and Newark direct flight promotion, as well as summer’s 
beach-centered messaging.

•	 Direct mail and Facebook promotions are in the works for early Fall. 

4,118	

38,218

8,649

16,010
12-MONTH 
RUNNING TOTAL

CAMPAIGN-DRIVEN
SITE VISITORS
17% of total visits

38,146
12-MONTH 
RUNNING TOTAL

Data from Adara, Expedia, Sojern, StackAdapt, Facebook, 
Instagram, Airlines: Recorded flights booked during the 
month associated with trackable ad views.

These figures account only for those people who saw an ad on their phone, tablet, laptop or home computer and 
then booked or traveled into our market. They do not represent all flights, hotels or arrivals.

Data from Adara, Expedia, Sojern, StackAdapt, Facebook, 
Instagram, Airlines: Recorded room nights booked during the 
month associated with trackable ad views.

Data based only on paid social media advertising.

FLIGHT BOOKINGS

HOTEL ROOM NIGHTS

SOCIAL MEDIA WEBSITE TRAFFIC

Pensacola Bay Area CVB
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 TRACKABLE DATA OVERVIEW – MAY 2019

 DIGITAL IMPACT – MAY 2019

 EXPEDIA INSIGHTS – MAY 2019

 WHAT’S NEXT?

 Native content advertising drove 32% of traffic.
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