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Marketing Update & Overview

Florida Scenic Highways Program 
2019 STATEWIDE MEETING

November 6, 2019
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Strategic
Plan

STRATEGY 01

DRIVE
DEMAND
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STRATEGY 02

INCREASE
YIELD

STRATEGY 03

BRAND
ENGAGEMENT



11/6/2019

4

STRATEGY 04

INDUSTRY
ALIGNMENT

Visitation
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Florida Tourism by the 
Numbers

127.0 million visitors in CY 2018 – up 7.2% from 
2017

$85.9 B in visitor spending contributed to 
Florida’s GDP (CY 2017) - up 3.2%

$11.5 B in state and local tax revenue generated 
from visitor spending (CY 2017)

Nearly 1.5M  in tourism employment (CY 2017)

*Preliminary, subject to change

Top Origin States: Domestic Visitors
CALENDAR YEAR 2018

TX
4.3%

IL
4.9%

TN
4.1%

AL
4.8%

GA
10.6%

NY
8.9%

NC
4.7%

OH
4.3%

PA
5.1%

NJ
4.2%

Source: D.K. Shifflet & Associates
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Source: VISIT FLORIDA

International Visitors by Region:
2018

International 
Marketing 
Snapshot

No. Country 2018 
Visitation

% 
Change

1 Canada 3,512,000 2%

2 United
Kingdom

1,498,000 0%

3 Brazil 1,218,000 10%

4 Argentina 646,000 -16%

5 Colombia 598,000 7%

6 Mexico 468,000 7%

7 Germany 386,000 -14%

8 Venezuela 386,000 -4%

9 France 323,000 3%

10 China 288,000 -6%

3.5M*

112.6M*

10.9M*
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Audiences
+ 
Campaigns

Audience Segmentation

Winter Sun Seekers

Before the holiday season 
& January

Experience Seekers

August - November

Family Memory Makers

January, Spring & Summer

Adventure Seekers

Spring & Early Summer

Impulse Getaways

Pulse leading up to major/long 
weekend holidays 
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Percent of growth in 
family tr ips to 

Florida in 2018 
compared to 

previous year 

24.4%

Recent 
Accomplishments

2018 Family Memory Makers Campaign

1.1 billion national impressions

Consumers who saw digital marketing were 2x as 

likely to later come to Florida 

Consumers who visited the families website were 

3x as likely to later visit Florida

COMMUNITY TOURISM MEETING –VOLUSIA COUNTY
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2018 Adventure Seekers Campaign

204 million national impressions

Consumers who saw digital ads were 

more than 2x as likely to later come to 

Florida 

Consumers who visited the adventure 

website were more than 4x times as 

likely to later visit Florida

Recent 
Accomplishments
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Adventure Trips to 
Florida

Percent of growth 
in adventure trips 
to Florida in 2018

26.6%

TBD

COMMUNITY TOURISM MEETING –VOLUSIA COUNTY
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Crisis Response

TWO PROGRAMS TO AID LOCAL TOURISM BUSINESSES 

Recovery Marketing Program

Partnership

Welcome Center Displays (brochure distribution and lobby booth)

Media Website

Industry Assistance

Grant Program

Hurricane Michael and Red Tide = about $2 million to DMOs
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Low-cost,
No-cost
Marketing 
Programs

Social Media
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Welcome Centers
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Transportation 
Maps
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Skift: Digital Advertising Trends in Travel 

2019-20 Marketing Plan Overview

Expedia:  How Younger Generations are Shaping the Future of Travel

Social Media Marketing Tips & Best Practices

SEO – Maximize Your Online Presence

Grant Program Overview 

Pinterest – Paid Social Media Advertising

The Life Cycle of A Press Release

Advertising Planning 101 

LGBT Research

TripAdvisor:  Online Reputation Management

International Market Programs

Optimize Your VISITFLORIDA.com Listing

VISITFLORIDA.org
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Online Marketing
Planner

Marketing Partner Levels 
(includes Enhanced Web Listing)

Premier ($1,500/year)

Small Business ($395/year)

Business-to-Business ($500/year)

Airports & Ports ($500/year)

Educational Institutions ($250/year)

Partnership Levels

Web Exposure Levels

Enhanced Web Listing ($365/year)

Free Web Listing
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TMAP: Targeted Marketing 
Assistance Program

What’s Next for 
VISIT FLORIDA

Florida Tourism Forum

November 18-20, 2019

Sheraton Panama City Beach Golf & Spa Resort

2020 Florida Legislative Session

Tourism Day

January 22, 2020

TourismWorksForFlorida.org 
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Brenna Dacks

Regional Partnership Manager, Northeast

bdacks@VISITFLORIDA.org

(850) 205-3870

Consumer Site:  VISITFLORIDA.com

Industry Site:  VISITFLORIDA.org

Advocacy:  TourismWorksForFlorida.org

Stay Connected
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Thank You


