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INTRODUCTION  
This marketing and communications plan has been developed the Seminole County 
Tourism Team, which is a co-operation between the Seminole County CVB, Seminole 
County TDC Board and Marketing Committee, and Paradise Advertising & Marketing. 
This plan has been developed as a guide for marketing and sales efforts for the 
remainder of 2014 and will serve as a foundation moving forward. 
 
TOURISM TEAM 
The following members are part of the Seminole County Tourism Team. 
 
Tourism Development Council (TDC) 
 

 
Deputy Mayor John Maingot 
City of Longwood 
 

 
Commissioner Carlton Henley 
Board of County Commissioners 
 

 
Frank Cirrincione, Vice Chair 
Hilton Orlando/Altamonte Springs 
 

 
Jeff Triplett 
Mayor of City of Sanford 
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Diane Crews 
Sanford Airport Authority 
Orlando Sanford International Airport 
 

 
Mark Plebanski 
Hampton Inn & Suites Lake Mary 
 

 
Bruce Skwarlo 
Orlando Marriott Lake Mary 

 
Theo Hollerbach 
Hollerbach’s Willow Tree Cafe 
 

 
Greg Pflug 
Adventures In Florida 
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Convention & Visitors Bureau (CVB) 

 
Danny Trosset 
Director 
 

 
Stephanie Hunicke 
Group Sales Manager 
 

 
Sarah Collins 
Customer Service Representative 

 
Hannah Sedigh 
Seminole County Sports Manager 
 

 
Rosangela Santiago 
Senior Staff Assistant 
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Paradise Advertising & Marketing, Inc.  
 

 
Cedar Hames 
CEO & Chief Strategic Officer 
 

 
Rudy Webb 
Account Director 
 
 
 

 
Larry Tolpin 
President & Chief Creative Officer 
 

 
Kristen Willyoung 
Account Manager 
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Patrick Harrison 
Director of Public Relation 
 

 
Pat Cote 
Director of Media Operations 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
Glenn Bowman 
Director of Digital, Mobile & Social 
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MISSION STATEMENT  
The Seminole County Convention and Visitors Bureau (CVB) is the official destination 
tourism marketing organization for the county, providing a public/private partnership for 
marketing tourism and is responsible for increasing visitor business into our community. 
 
 
VISION STATEMENT  
We desire to emulate and exceed the tourism’s industry’s highest professional 
standards and best business practices to deliver a competitive and successful 
destination marketing program for Seminole County and its residents.   
 
 
CORE OBJECTIVES 
• Create awareness of Seminole County as a destination of choice for travelers for our 

top three targeted markets of focus, which include sports, group, and leisure travel.  
• Create new and potential customers to take action and visit Seminole County. 
• Develop local tourism program that connect tourism business partners, our 

community, and constituents.  
• Proactively work with our TDC to support and provide the development of additional 

tourism products, packages, and services to enhance the visitor experience. 
• Maintain a research database to guide program development and support the needs 

for the community’s tourism industry.  
• Develop a brand that strongly positions Seminole County as one of the top youth 

sports events destinations in the country. 
• Create positive awareness, support and participation for the CVB’s marketing 

programs.  
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MARKETING STRATEGIES  
• Market to a combination of meeting planners, sports groups, leisure groups and 

individual leisure travelers.  
• Communicate to targets in the most efficient manner possible – achieve the highest 

ROI on every communication. 
• Competitively position Seminole County against other travel destinations by selling 

the area as one of Florida’s best destinations close to Orlando’s major attractions.  
• Reach out-of-Florida markets (both domestically and internationally) through 

partnership marketing, public relations, and media and sales missions.  
• Target sports group and group leisure travelers to increase weekend business.  
• Continue to develop additional incentive programs that drive more group business 

opportunities.  
 
 
2014 MARKETING GOALS 
 
MEDIA 
• Deliver 3,000,000 impressions 
• Avg. at least a .10% Click Thru Rate (Industry Average is .08%)  
• Deliver 3,000 clicks to the website 
 
SOCIAL 
• 4.1 million social impressions 
• Reach 6.4k unique users across all social accounts 
• Achieve 9k interactions 
• 1,000+ new followers on Twitter 
• Grow Facebook Likes 15% over previous year 
 
WEBSITE 
• 93k visits to the website with 77k unique visits 
• 270k page views with a 15% increase in pages per visit 
• Improve Bounce Rate by 7% over previous year 
 
PUBLIC RELATIONS 
• Secure at least 50 Print & 100 Online editorials (Including 20 specific sports 

editorials  & Features in the top 5-6 meetings publications) 
• Editorial Value of $5 million 
• Host 4 FAMS (Sports, Meetings, Leisure, Florida-based) - Develop Action Plan.   
• Host 6-10 individual media visits 
• Write, edit and distribute 20-25 press releases 
• Development of the Seminole County Tourism Ambassador Program 
• Coordinate Media Missions (VISIT FLORIDA)  
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SITUATION ANALYSIS  
Located adjacent to some of America’s strongest tourist markets, Orlando and the 
beaches, Seminole County has less geographic distinction, and as a destination has 
had to work hard, with far less funding, to explain its desirable attributes.  
 
Served by the region’s interstate system and two international airports, Seminole 
County has enjoyed strong group business of various types (including sports), as well 
as leisure visitation drawn to its proximity to and distinct offerings of the nearby Orlando 
area.  
 
Far outspent by its neighbors and its competition, every dollar designated for visitation 
marketing has to work unusually hard. To that end, group marketing efforts (meetings 
and sports) have concentrated on markets of highest return, and is supported by direct 
sales, public relations and interactive/social efforts. Leisure visitation marketing has 
primarily concentrated on a four-hour drive radius, with public relations and interactive 
marketing augmenting the effort beyond the drive radius.  
 
Seminole County has strongly re-positioned itself in relation to its proximity to Orlando to 
take advantage of the more than 57 million tourists that visit the Orlando area as well as 
the many differences that the County can offer.  
 
“Orlando’s Wild Side” positions Seminole County as an oasis and a true authentic 
destination to nearby Orlando.  
 
 
BRAND AND POSITION  
Seminole County has defined itself uniquely within its competitive set by capitalizing on 
its comparable value and close proximity to Orlando and positioning itself as one of 
Central Florida’s best activity-based destinations. We will also promote ourselves as in 
active community by highlighting all of the great outdoor recreational opportunities, 
experiences, and events that visitors can enjoy. 
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MARKET TRENDS 
In approaching the 2014 plan, a number of current trends that will likely affect visitation 
to Seminole County have been identified and considered.  
 
An Emphasis on Meetings & Groups – Meeting planners are incorporating technology 
either through mobile apps, social media or web conferencing, and are looking for ROI, 
greener options, unique offerings and added perks such as Wi-Fi. Rate is no longer the 
determining factor. Location and destination packaged incentives are key determining 
factors.  
 
In-State Travel – Orlando enjoyed a record-breaking year with just about 57 million 
visitors. Trend markets seem to suggest that more people will be visiting in 2014 for 
both leisure and business, which will be a fifth consecutive annual record.  
 
Courting and Rewarding – While the economy is improving, travelers still want to see 
value. In fact, they feel they have an entitlement to them.  
 
Orlando Sanford International Airport – With the growing number of domestic flights 
offered by Allegiant Airlines, and increased international flights and hopefully new 
destinations, Orlando Sanford International Airport’s passenger traffic is up 
approximately 12% over the past 12 months.  
 
The Mobile Movement – With last-minute mobile hotel booking on the rise, it becomes 
more pertinent than ever to reach the consumer on their mobile phone. New media 
capabilities align with this demand with geo-targeted ads within a high visitor traffic 
areas.  
 
Social Media – Social media will continue to gain ever more importance in 
the tourism sector, especially in international markets. Nearly 50% of the European 
outbound traveler is part of the social media community and 14% of them already use 
social media as a source of information for travel planning.  
 
Video & Sharing – With the recent introduction of Instagram, Vine, and Facebook’s 
abilities to share video, social media is broadening even further into video content. 
Mobile video will represent 66% of global mobile traffic by 2017, up from 51%.  
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MARKET RESEARCH 
 
Reaching and Understanding Seminole County’s Leisure Market—provides 
information to reach and motivate this lucrative market. It would also prove invaluable to 
local community tourism stakeholders for their own marketing efforts.   
 
The methodology and process: An analysis of both the visitor and the non-visitor 
markets are recommended, focusing on the overnight drive market—within a 300-to 
400-mile radius that contributes about eighty percent of leisure visitors. About 600 
survey respondents can produce a study that is projectable to Seminole County’s 
universe of potential visitors. 
 
The sample for the Internet survey can be procured by analysts through a national 
survey panel with millions of consumers that match US census data within 1 percent 
and are representative of the larger North American population. As a result, the 
research firm should be able to select survey participants according to more than 120 
lifestyle characteristics, including travel interests and behaviors. 
 
The online survey instrument should be designed to assess various aspects of the 
individual leisure traveler. Also, as part of a broader effort to further define potential 
visitors, evaluate current marketing activities, clarify area attribute/amenity appeals, and 
enhance messaging, the survey should address these key areas: 
 
• Developing a detailed picture of the current and potential visitor market in 

terms of demographics, attitudes, travel needs, and behaviors 
 

• Understanding what non-visitors are looking for in vacation destinations and 
how to best attract them to visit your destination in the future 

 
• Evaluating the importance of attributes and amenities that drive visitation 

 
• Measuring awareness, familiarity, visitation, and consideration of the area 

relative to nearby destinations 
 

• Measuring perceptions of visitor attributes in the context of competitive 
destinations and key drivers of visitation 

 
• Identifying new facilities and services that would attract more visitors 

 
• Understanding how current communications are working and uncovering 

potential ways to improve future messaging 
 

• Measuring visit satisfaction, likes/dislikes/wish lists and their likelihood to 
recommend  
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Meeting Planner Focus Group 
If budget becomes available, it may be worthwhile to conduct Focus Group research for 
the Meetings Market. Focus groups could be held within the destination or nearby in 
Orlando to gain a better understanding of what current perceptions and motivations are 
of Meeting Planners. A small group of 8-10 targeted planners would be identified and 
then asked to participate in the Focus Group. A moderator would work with the group to 
gain additional insight and then how to better position and market Seminole County to 
this group. 
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TARGET MARKETS 
 
Groups/Meetings 
The target market will include small to midsize groups. These groups will consist of 500 
or less attendees within the corporate, government, association and SMERF (Social, 
Military, Education, Religious, Fraternal). 
 
 
Sports Event Organizers 
Event organizers, coaches, athletic directors and club decision-makers.  
 
 
Leisure Vacationers  
Targets would include a combination of families and couples with emphasis weighted 
toward women focused primarily on Adults 25-54 with a HHI of $60,000+. A secondary 
target of Adults 55+ also weighted toward women should be included as a sub-segment.  
 
 
Transient Business Travelers (Tourism Ambassador Program Grass-Roots effort)  
Distinct from the individual attending meetings and conventions, this group includes 
clients, vendors, salesmen, trainers, out-of-town employees or other business people 
that are coming to Seminole County for business.  
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GROUPS / MEETINGS 
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GROUPS / MEETINGS SALES PLAN 
 
Introduction/Overview 
The primary initiative of the Seminole County CVB Group Sales Department will be to 
establish a benchmark room night goal for the current fiscal year. The Group Sales 
Manager will be qualifying and developing accounts identified under the “Target Market” 
criteria. The criteria will establish room night potential for Seminole County. The daily 
activities, sales trips and tradeshows will be aimed at developing relationships with 
these potential accounts and bringing group business within each respected target 
market to Seminole County.  
 
 
Target 
• 500 or less attendees 
• 2 – 3 meeting held throughout the year 
• Past meeting locations that fit a Tier 3 destination profile 
• Groups that use a combination of rooms and meeting space 
• Group markets: corporate, association, government and SMERF 
• Groups that meet for 2+ days 
• Groups that utilize hotel and unique meetings space; not typically held at a 

convention center 
 
 
Goals 
Goal #1: Groups, Meetings & Conventions (Soft Room Night Goal) 
Generate 5,000 potential room nights as a result of the leads generated by the efforts of 
the Group Sales Manager. 

 
Strategies 
• Focus on Corporate, Association, SMERF and Government segments 
• Partner with local industry to provide turnkey, personalized services to the meeting 

planner 
• Assist meeting planners and the industry by conducting familiarization tours and site 

inspections 
• Reaching meeting planners, influencers and decision makers of group travel through 

sales missions, travel trade shows and by implementing imaginative and memorable 
special events 

• Maintain high profile in national meeting trade associations and their annual 
conferences 

 
Goal #2: Strengthen the Brand as a Meetings Destination 
Strengthen the Seminole County brand as an authentic meetings destination.  
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Strategies 
• Re-Establish the brand message for the group meetings market to incorporate 

Seminole County as North Orlando 
• Work with Paradise to develop an integrated, multi-year marketing campaign that 

serves as the foundation for the Seminole County CVB to not only fill hotel rooms, 
but to elevate and strengthen Seminole County as a great meetings destination. 

• Deliver a strong, integrated brand communications program (advertising, public 
relations, campaigns, media buys, etc.) that continually evolves and is adaptable 
across multiple platforms and executions 

• Partner with local hotels, venues, restaurants and vendors when possible to extend 
reach and maximize resources 

• Create a County Profile with a variety of offsite activities for groups to include but not 
limited to Rivership excursions, Kayak adventures, Central Florida Zoo, Zip-line 
experience and more. 

• Work with Paradise to conduct focus group research with meeting planners. 
• The Seminole County CVB in conjunction with Paradise Advertising will host (2) 

Familiarization trips focused on the meetings and groups market in the FY 2013 – 
2014 

o 1st- Meetings Media Outlets (Springtime) 
o 2nd- Meeting Planners (Fall) 

 
 
Goal #3: Website, Content Development and CRM Integration 
Develop website content and CRM integration for the Seminole County CVB.  
 
Strategies 
• Curate and aggregate relevant, credible and inspirational Group Meetings focused 

content 
• The Seminole County CVB’s rich content needs to be accessible across a range of 

devices, but more importantly, live in a range of places so it is easily accessible 
wherever and whenever users wish to access it 

• Create easily sharable, engaging content 
• Create materials that are relevant and current to the Seminole County CVB Groups 

and Meetings offerings 
• Plan and execute well thought out and developed Familiarization Tours to Meeting 

Planner and Media outlets 
• Continue to enhance current meetings section of website to provide planning tools to 

inform and engage meeting professionals 
• Continue to increase website engagement using social media and advertisement 
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• Foster brand loyalty and engagement through direct communication with past 
meetings and groups interested in the destination, via their desired digital medium -  
email, Facebook, Twitter, YouTube, Pinterest, etc.  

• Develop a Media Toolkit. Educate and train partners on how to effectively use the 
toolkit 

• New CRM Platform: Destination 3000 
o Importing qualified and up to date data 
o Lead generation management 

 
 
Goal #4- Packages/Grant Program Development 
Develop a customized grants program and group packages for the group/meetings 
market.  
 
Strategies 
• Work with the Seminole County Attorney and the TDC to establish strategic outline 

and timeline for the development of the Meetings/Conference Grants Program 
• Develop Meeting Packages with local offsite venues and attractions  
 
 
Goal #5- Groups & Meetings Education 
Develop and implement communication plan with tourism partners to increase 
participation of the CVB’s outreach programs. 
 
Strategies 
• Conduct quarterly sales meetings with hotel sales 
• Enhance and strengthen industry partnerships and direct-to-consumer outreach 
• Strengthen partnerships with area business and Chambers as part of destination 

knowledge awareness. Help facilitate education-based and experience oriented 
tours, workshops, museum visits and site visit for guests, residents, students and 
colleagues as relevant to each other 
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Prospecting Activities 
• The prospecting activities will include daily and weekly goals 
• (5) Sales calls per day 
• (2) Site visits per week with prospects/partners 
• Daily updates on activities performed in D3000 
• Monthly follow up on all leads generated 
• Networking Participation  
 
 
Performance Productivity Measures 
1. Group meetings and conferences booked 

• Number of bookings 
• Est. room nights generated 
• Est. economic impact produced 

 
Performance Activity Measures 
1. Sales calls made 

• Meeting Planners 
• Tour Operators 
• Travel Writers 

2. Trade Shows Attended 
3. Familiarization Tours Conducted 

• Meeting Planners 
• Clients Participating 
• Tour Operators 
• Clients Participating 
• Travel Writers  

4. Leads Generated 
5. Sales Collateral Distributed 
6. Site Inspections Hosted 

• Meeting Planners 
• Tour Operators 
• Travel Writers 

7. Bookings 
8. Convention Services 

• CVB Participation with servicing meetings and conventions  
9. Citywide Events 
10. Lost Opportunities 
11. Cancellations 
12. Number of leads per tradeshow 
13. Post-event measures 

• Room night pick-up (estimate) 
• Total Attendance 

 



 

 19 

Meetings / Groups 
Tradeshow & Networking Participation 
 

 

Dates Trade Show Venue Location 
    

January 29 BNI Professional Connections Sweet Tomatoes Altamonte Springs, FL 
    

February 1 No App for That Northland Church Longwood, FL 
    

February 6 Good Morning Seminole Central Florida Zoo Sanford, FL 
    

February 19 TSAE Luncheon FSU Conference Center Tallahassee, FL 
    

February 28 Altamonte Springs Council Hampton Inn Altamonte Springs, FL 
    

March 6 Oviedo/Winter Springs Chamber: 
Monthly Luncheon Oviedo Mall Community Oviedo, FL 

    
March 12 Oviedo Business Women Network 

Luncheon Tuscawilla Country Club Winter Springs, FL 

    
March 18 – 20 Meetings Media FAM Seminole County Lake Mary, FL 

    
March 20 FSAE Meet & Greet  

(Central Florida) Caribe Royal Orlando, FL 
    

April (TBD) Seminole County Regional Event TBD TBD 
    

May 9 FSAE Meet & Greet  
(South Florida) Double Tree by Hilton Palm Beach, FL 

    

May 15 ASAE Springtime in the Park Walter E. Washington 
Convention Center Washington, DC 

    
May 21 FSAE Executive Series Luncheon Hotel Duval Tallahassee, FL 

    
June 12 – 14 Collaborate Portland, Oregon Portland, Oregon 

    
June 26 Seminole Chamber  

Annual Meeting TBD TBD 
    

July 9 – 11 FSAE Annual Conference Hilton Orlando Orlando, FL 
    

August 7 Florida Meetings Showcase University Center Club  Tallahassee, FL 
    

August 21 – 
23 Connect Marketplace Orlando World  

Center Marriott Orlando , FL 
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Groups and Meetings Short Term Goals for 2014 
1. Develop a group/meetings Campaign 
2. Group/Meetings Photo Shoot and repurpose content on website 
3. Develop group/meetings specific collateral 
4. Develop and implement the CVB ‘s new CRM in to daily programming activities 
5. Develop a communication plan for clients and partners 
6. Identify timeline for grants program 
 
March 
• Oviedo/Winter Springs Chamber Monthly Luncheon 
• Oviedo Business Women Network Luncheon 
• Meetings Media FAM | March 18 - 20  
• FSAE Meet & Greet 
• Coordinate Photo Shoot for Group/Meetings for Development of new collateral (on going) 
• Develop/Enhance (2) group/meetings specific collateral (on going) 
• Begin development and implementation of the new CRM 
 
April 
• Seminole County Regional Event (TBD Dates & Location) 
• Grants Program Timeline Complete 
• Partner and Client Communication Plan Complete; Begin Implementation 
• Develop concept and timeline for campaign (on going) 
• Rough draft of group packages complete 
 
May 
• ASAE Springtime In the Park (Trade Show) 
• FSAE Meet & Greet 
• FSAE Executive Series Luncheon 
• Continue Campaign development 
• Rough draft for grants program (on going) 
 
June 
• Collaborate (Trade Show) - June 12 - 14 
• Seminole Chamber Annual Meeting 
 
July 
• FSAE Annual Conference (Trade Show)- July 9 - 11 
• Begin developing FY 2014-215 Sales Plan 
• Final proof of Meetings Packages (On going) 
 
August 
• Florida Meetings Showcase (Trade Show)  - August 7 
• Connect Marketplace (Trade Show)- August 21 -23 
 
September 
• FY Re Cap FY 2013 - 2014 Sales Plan Activity 
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ADVERTISING AND PAID MEDIA FOR MEETINGS/GROUPS  
 
 
Tactics 
• Trade Publications: target regional and national trade publications aimed at 

corporate, association and SMERF meeting planners  
• Align insertion dates to coincide with relevant editorial / tradeshow attendance 
• Utilize paid media to enhance tradeshow presence 
• Publications should be utilized that allow for online component or co-op opportunities 
• Email marketing: incorporate emails from publication database lists and/or other lists 

designed to align with the target  
• Online media: utilize online media, which efficiently targets the leisure group target 

and can click-through to the group digital guide  
• Added value: maximize use of added value from publications to drive web traffic and 

inquiries 
• Develop collateral and creative assets that are consistent with the Seminole County 

brand and target 
• Migrate the current digital guide to the website. Develop a new guide (in conjunction 

with all target markets) for efficiency. 
 
SEE MEDIA FLOW CHART 
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PUBLIC RELATIONS FOR MEETINGS/GROUPS  
 
Group Meeting Planner Tactics 
• Plan and coordinate an organized FAM trip to Seminole County for a select group of 

prospective meeting planners who have the opportunity to bring future business to 
the area. An itinerary will be developed and logistics will be coordinated to best 
showcase Seminole County as an attractive meeting destination.  

• Create master timeline of published editorial calendar opportunities and pursue on 
an ongoing basis  

• Respond to appropriate editorial leads received through a variety of sources 
including VISIT FLORIDA and Visit Orlando  

• Evaluate and participate in selected cooperative opportunities with Visit Orlando and 
VISIT FLORIDA where appropriate  

• Distribute press kits in media rooms at selected conferences and seminars  
• Create periodic releases for the meetings audience featuring any news, offers or 

events pertaining to potential Seminole County meeting planners  
 
Group Leisure Tactics 
• Tailor leisure news releases, announcements and pitches for a group audience 
• Create master timeline of published editorial calendar opportunities, and pursue on 

an ongoing basis 
• Respond to appropriate editorial leads received through a variety of sources, 

including, but not limited to VISIT FLORIDA and Visit Orlando 
• Distribute press kits in media rooms at selected conferences and seminars 
• Coordinate FAM trips with selected group travel media 
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DIGITAL / INTERACTIVE / SOCIAL FOR MEETINGS/GROUPS  
 
 
Tactics 
• Based on the changing digital landscape (multiple devices, social media, user- 

generated content) the focus will be on increasing engagement on the site while 
expanding interaction through the appropriate pages, channels and vehicles (Social 
Media, Landing Pages, Email)  

• Enrich the user experience through a variety of dynamic content options  
• Highlight meeting properties  
• Utilize a platform with easy to use tools for updating content frequently  
• Expand an active, engaged social media community (Facebook, Twitter, YouTube, 

Pinterest, Instagram)  
 
 
Website Development and Management: All communications for the meetings/groups 
target audiences will be directed to a dynamic section on VisitSeminole.com that will 
further sell the benefits of meeting in Seminole County with engaging videos, convenient 
planning information, tools and much more. The site will be maintained to keep it 
current, stable, bug-free and live. This includes both urgent updates as well as routine 
maintenance. The CVB has a great web property in the form of www.VisitSeminole.com 
with compelling content and a strong foundation for dynamic content specifically 
targeted to the Meetings and Group audience. Meeting specific videos and content will 
be prominently displayed along with images that highlight the destination. Events and 
more timely information can be easily positioned to gain more exposure and be 
removed when needed.  
 
Content Management: The key to any successful website is dynamic content that is 
relevant to the visitor. This content should come in a variety of forms – text, images, 
video, user-generated content, interactive maps and links to external sources.  
 
SEO: Search Engine Optimization strategies are constantly changing based on evolving 
algorithms developed by the major search engines. Continue to optimize structural 
content (page titles, title tags, alt tags) as well as increase depth and freshness of 
content.  
 
Email Marketing: An existing database of meeting planners, as well as third-party 
sources, will be used to develop a targeted list. The email campaign would utilize 
compelling creative executions to communicate specific reasons why Seminole County 
should be considered as a viable central Florida meetings destination. These reasons 
include proximity to Orlando attractions, overall value, venue amenities, incentives and 
the marketing tools that are available to them for free to secure meeting attendance.  
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Social Media: Create conversations and interaction within the social community. Focus 
efforts within Twitter, which there is a specific Meetings account to improve reach, 
authority, and overall exposure with this audience.  
 
Content Development: Original content development in the form of short marketing 
videos is a fast growing trend with higher online viewing rates (1200% more likely to 
view vs. standard text). Continue to develop original content in the form of short videos 
to be utilized in future marketing efforts.  
 
Digital Guide: Migrate the current digital guide to the website. Develop a new guide (in 
conjunction with all target markets) for efficiency. 
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TRANSIENT BUSINESS TRAVELERS 
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TRANSIENT BUSINESS TRAVELERS  
 
Target 
These visitors come to Seminole County because they are clients, vendor salesmen, 
trainers, out-of-town employees or other business people that are required to come to 
Seminole County for business. However, they are not necessarily required to stay 
overnight in Seminole County. This group is distinct from the individual attending 
meetings and conventions. These prospects will typically make multiple trips that can 
range anywhere from a few times to 20-30 visits per year. Geographical targets would 
be domestic with a focus on Florida, but would also include international visitors.  
 
Stay in Seminole Grassroots Campaign  
This low-cost grassroots program harnesses the power of Seminole County businesses 
to emphasize the importance of supporting the local tourism industry by recommending 
Seminole County hotels for their business visitors. Seminole County businesses would 
be doing their business visitors a favor and doing Seminole County a favor at the same 
time. The campaign would remind Seminole County businesses of the quality and value 
of the Seminole County hotels and restaurants.  
 
Seminole County Commissioners could reach out to the top business leaders and invite 
them to an informative dinner at a local restaurant. Attendees to this dinner might 
include five business leaders, one of the five County Commissioners, a hotelier, a 
representative from the CVB and possibly a moderator. A series of tools would be 
developed to help promote the program and make it easy for businesses and hotel 
partners to include in their own communication efforts, including:  
 
Elements 

• An email marketing campaign that Seminole County businesses could send to 
their respective transient visitors 

• A landing page that tells the Stay In Seminole story 
• Solicit outdoor media for a pro-bono media campaign in Seminole County 
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SPORTS EVENT PLANNERS 
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SPORTS EVENTS SALES PLAN 
 
Introduction/Overview 
Team Seminole is the sports arm of Visit Seminole. It is the collaborative effort between 
the Seminole County CVB, Seminole County Parks and Recreation, City Municipalities, 
local event organizers, and the Central Florida Sports Commission. It is the goal of 
Team Seminole to drive economic development and tourism to Seminole County 
through sports events.   
 
 
Goal #1: Generate 12,500 -13,000 room nights from sports-tourism business for 
FY 13-14. 
 
Strategies 
• Market the Seminole County Area as a premier amateur and collegiate sports 

destination at 5 selected tradeshows and conferences through interaction with new 
prospects. 

• Conduct face-to-face meetings and conference calls with existing clients focused on 
the retention of current events and the expansion into new markets.  

• Coordinate and conduct Team Seminole meetings with county partners, facility 
managers and accommodations with a primary focus on the retention of sports 
tourism business in the destination.  

• Identify and target new sports tourism business during non-peak months, based 
upon Smith Travel Research data, within the Seminole County area.  

• Expand the development of emerging markets in our destination (i.e. Frisbee, 
Quiddich, Field Hockey, and Rugby). 

• Identify and develop new opportunities with Orlando City Soccer/Orlando City Youth 
Soccer for events. For existing events, provide housing assistance for the 
organization. 

• Conduct client site visits to identify venues, accommodations, entertainment and 
support facilities for their events.  

• Identify, coordinate and respond to qualified Request for Proposals generated by 
event organizers in cooperation and partnership with our venue owners.  

 
 
Goal #2: Develop marketing plan that will increase awareness of Team Seminole 
on local, state and national level and better serve clients and industry partners. 
 
Strategies 
• Work with Paradise Marketing and Advertising to coordinate and facilitate facility and 

event photograph and video shoots for future marketing initiatives.  
• Work with Paradise Marketing and Advertising to develop and produce Team 

Seminole branded promotional and marketing materials for tradeshows. 
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• Work with Paradise Marketing and Advertising to develop and implement monthly 
email-based communication with local sports industry partners, updating them on 
new Team Seminole business and specific ways they can become involved. 

• Work with Paradise Marketing and Advertising social media/digital marketing 
department to develop and implement social media plan for Team Seminole that will 
do more to reach out to participation-based sports markets on a personal level. 

• Develop a consumer and client database with CRM database, Destination 3000. 
 
 
Goal #3: Continue to grow sports strategically in each sports discipline.   
 
Strategies 
Lacrosse 
• Our team is working closely with lacrosse event organizers to develop a plan to be 

able to host the sport at our current facilities.  
• We are working closely with Sylvan Lake Park and Seminole Soccer Complex to 

determine the best time of year to host the event, summer months seem favorable.  
 
Softball 
• With the opening of the new Seminole County Sports Complex being set to open in 

2016 we are currently working closely on putting together an aggressive tradeshow 
plan to build relationships with softball coaches and event organizers. With these 
contacts we plan to also continue to expand the programming at the Seminole 
Softball Complex. (See 2013-2015 Tradeshow Plan) 

 
Tennis 
• We currently have bids out for NJCAA championships to be held at Sanlando Park. 

FHSAA Tennis is locked into a contract until 2015; our plan is to again extend this 
agreement for an additional two (2) years.  

• NCAA DII Men’s and Women’s Tennis Championships will also return to Sanlando in 
2014 for the first time since 2011. We have already bid and been selected host for 
the event again in 2017. 

• We are also aggressively pursuing other events by working with Seminole County 
Parks and Recreation including some USTA tennis tournaments.  

 
Soccer 
• With a soccer schedule anchored by ECNL and Champions Cup—we look to have 

long-term agreements signed by both parties by the end of FY-2015.  
• Additionally we are partnering with Orlando City Youth Soccer to help in the 

development of their tournament calendar.  
• Staff will also attend a soccer specific tradeshow to network with professionals in the 

market, with an increased effort at bringing a new tournament in for 2015. 
 

 
 



 

 30 

Ultimate Frisbee 
• An emerging sport, we are working with USA Ultimate to bring regional and state 

level tournaments to Seminole County.  
 
 
Goal #4: Develop and implement plan with tourism partners to increase local 
awareness of Team Seminole’s role in sports tourism 
 
Strategies 
• Meet with Seminole County Recreation Council in Seminole County monthly to 

update them on Team Seminole projects and information on sports tourism. 
• Meet with restaurant partners in Seminole County to update them on Team Seminole 

events and encourage involvement.  
• Host annual sports tourism industry meetings with Seminole County hotel properties 

to assist in identifying sports tourism trends and opportunities.  
 
 
Goal #5: Share additional tourism business to CVB Group Sales Manager through 
Team Seminole Efforts 
 
Strategies 
• Develop email-based marketing campaign to invite our sports partners to bring their 

corporate meeting to our destination. 
• Collaborate with Programs Sales Manager to host a client event for sports-specific 

meeting planners in conjunction with Connect SPORTS which will be held in Orlando 
in August of 2014.  

 
 
Performance Productivity Measures 
• Sports Events Booked 

o Number of Days 
o Participants 
o Room Nights  
o Economic Impact 

 
Performance Activity Measures 
• Tradeshows Attended  
• Sales calls made 
• Leads Generated 

o Room Nights 
o Economic Impact 
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Team Seminole Sales Plan Short-Term Goals – FY2013-2014 
1. Create a Team Seminole Facebook Page 
2. Sports facilities photo shoot and repurpose video on website 
3. Have Team Seminole branded collateral 

a. Promotional items for tradeshows 
b. Sports specific marketing collateral (1-page all sports) (1-page each sport) 

4. Develop Social Media Plan 
5. Develop E-Mail plan 
6. Attend Tradeshows (see attachment)  
7. Increase Team Seminole Traffic 

7 Month Timeline 
March 
• Create Team Seminole Facebook 
• Sports facilities photo shoot and repurpose video on website (ongoing)  
• Attending NASC Symposium  
 
April 
• Develop Team Seminole branded collateral (Finalized by July) 
• Develop Social Media Plan (ongoing)  
• Develop E-mail Plan (First e-mail to be deployed in May) 
 
May 
• Implement  Social Media Plan 
• Send e-mail newsletter to sports partners 
• Conduct video and photo shoot at NCAA DII Men's and Women's Tennis Championship  
 
June 
• Send e-mail newsletter to sports partners 
• Develop collateral and content for Seminole County Sports Complex  
 
July 
• Nominations for Teams Conference SportsTravel Awards accepted--ECNL or DII Tennis as 

possible submission 
• Send e-mail newsletter to sports partners  
• Deploy new Seminole County Sports Complex content  
 
August 
• Attend ConnectSPORTS 
• Host event organizer familiarization tour with ConnectSPORTS attendees  
• Send e-mail newsletter to sports partners   
 
September  
• Host annual hotel partner meeting  
• Prepare FY13-FY14 recap 
• Send e-mail newsletter to sports partners recapping FY13-FY14 
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Team Seminole Tradeshows – FY2013-2014 
Below are the targeted sports specific tradeshows for FY2013-FY2014 
 
 
TEAMS Conference 
Salt Lake City, UT - November 10-13, 2013 

Who Attends: This tradeshow brings over a thousand attendees—consisting of 
event organizers, sports commissions, CVBs and meeting planners. 
What to Expect: We will be given a schedule of meetings with event organizers 
that match our venues and host a variety of events including: 
• Coach & Team Training Sessions 
• Created Events 
• Coaching and Planning Meetings/Conferences 
• Camps 
• Bid on Events  

Cost Analysis: Total projected cost of registration, hotel, flight and ground 
transportation will be $3,495 
• Registration/Booth Space: $2,595 
• Hotel:  $150 x 3 nights= $450 
• Flight: $400 round-trip 
• Ground Transportation: $50 

 
National Fast Pitch Coaches Association “NFCA” Convention 
Previously held in San Antonio, TX - December 4-7, 2014 

Who Attends: Softball coaches from all levels—this tradeshow allows attendees 
to interact with coaches and governing body officials. 
What to Expect: Make connections with softball coaches to program and market 
the Seminole Sports Complex and Seminole County. 
Cost Analysis: Total projected cost of registration, hotel, flight and ground 
transportation will be $2,175 
• Registration/Booth Space: $950 
• Hotel:  $175 x 3 nights= $525 
• Flight: $450 round-trip  
• Food/Beverage: $50 x 3 days = $150 
• Ground Transportation: $100 

 
67th Annual NSCAA (National Soccer Coaches Association of America) 
Convention 
Philadelphia, PA - January 13-17, 2014 

Who Attends: More than 30,000 NSCAA members—consisting of youth, 
amateur, high school and collegiate soccer coaches, along with national soccer 
organizations.  



 

 33 

What to Expect: Make contacts that will develop to the following types of soccer 
related business opportunities: 
• Coach & Team Training Sessions 
• Created Events 
• Soccer Coaching and Planning Meetings/Conferences 
• Camps 
• Bid on Events  

Cost Analysis: Total projected cost of registration, hotel, flight and ground 
transportation will be $2,325 
• Registration/Booth Space: $1,300 
• Hotel:  $175 x 3 nights= $525 
• Flight: $450 round-trip  
• Ground Transportation: $50 

 
22nd Annual NASC (National Association of Sports Commissions) Sports Event 
Symposium  
Oklahoma City, OK - March 31-3, 2014 

Who Attends: This tradeshow brings together over 1,600 attendees—consisting 
of NASC members, event owners and sports event professionals.  
What to Expect: Make contacts that will develop to the following types of event 
related business opportunities: 
• Created Events 
• Meetings/Conferences 
• Camps 
• Bid on Events  

Cost Analysis: Total projected cost of registration, hotel, flight and ground 
transportation will be $2,000 
• Registration/Booth Space: $975 
• Hotel:  $175 x 3 nights= $525 
• Flight: $450 round-trip  
• Ground Transportation: $50 

 
ConnectSPORTS 
Orlando, FL - August 21-23, 2014 

Who Attends: This reverse tradeshow brings over a thousand attendees—
consisting of event organizers, sports commissions, CVBs and meeting planners. 
What to Expect: We will be given a schedule of meetings with event organizers 
that match our venues and host a variety of events including: 
• Coach & Team Training Sessions 
• Created Events 
• Coaching and Planning Meetings/Conferences 
• Camps 
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• Bid on Events  

Cost Analysis: Total projected cost of registration, hotel, flight and ground 
transportation will be $3,250 before 12/31/13 or $3,450 after 12/31/13 
• Registration/Booth Space: $3,250 before 12/31 or $3,450 after 12/31 
• Meeting Planner Registration: $200 
• Sponsorship w/ added value:  
• Hotel:  N/A 
• Flight: N/A 
• Ground Transportation: N/A 
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ADVERTISING AND PAID MEDIA SPORTS EVENT PLANNERS  
 
 
Tactics 
• Sports Marketing Trade Publications: target vertical publications that reach the 

decision-makers. 
• Tradeshows: Attend several tradeshows to market Seminole County and reinforce 

and establish new relationships with sports planners.  
• Direct Mail/Email marketing: Target new prospects and communicate on a frequent 

basis. 
• Market the New Sports Complex: This program will promote the new facility in a 

variety of ways in order to secure events prior to its opening. Since video content is 
such an engaging way to reach prospects, develop a video that can be featured on a 
microsite created especially for this facility. As the facility gets closer to completion, 
news and updates can be added. 

• Develop collateral and creative assets consistent with the brand. 
• Migrate the current digital guide to the website. Develop a new guide (in conjunction 

with all target markets) for efficiency. 
 
 
SEE MEDIA FLOW CHART 
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PUBLIC RELATIONS FOR SPORTS EVENT PLANNERS  
 
 
Tactics 
• Target niche and general interest sporting publications with periodic features and 

news releases relating to Seminole County’s competitive advantages and facilities  
• Create master timeline of published editorial calendar opportunities, and pursue on 

an ongoing basis  
• Capitalize on larger sporting events including, but not limited to Elite Clubs National 

League (ECNL) NCAA Championships, and others by garnering media coverage in 
print, television, radio and online outlets  

• Distribute presskits in media rooms at selected conferences and seminars  
• Coordinate FAM trips for selected sports events media highlighting Seminole 

County’s facilities and family activities  
• Create periodic releases for the sports event audience featuring any news, offers or 

events pertaining to potential Seminole County sporting event planners and 
distribute to all appropriate media  
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DIGITAL / INTERACTIVE / SOCIAL FOR SPORTS 
 
Tactics 
• Based on the changing digital landscape (multiple devices, social media, user- 

generated content) the focus will be on increasing engagement on the site while 
expanding interaction through the appropriate pages, channels and vehicles (Social 
Media, Landing Pages, Email)  

• Enrich the user experience through a variety of dynamic content options  
• Highlight facilities and the New Sports Complex (updates on progress)  
• Utilize a platform with easy to use tools for updating content frequently 
• Develop creative assets consistent with the brand 
• Expand an active, engaged social media community (Facebook, Twitter, Instagram)  
 
Email Marketing: Implement an email campaign targeting event organizers, coaches, 
athletic directors and club decision makers of sports from strategy, design, development 
and deployment to monitoring and analysis. An existing database of sports prospects, 
as well as third-party sources, will be used to develop a targeted list.  
 
Content Development: Original content development in the form of short videos and 
photography is a fast growing trend with higher online viewing rates (1200% more likely 
to view vs. standard text). Develop short videos and photography highlighting each 
facility within the County. 
 
Content Management: The key to any successful website is dynamic content that is 
relevant to the visitor. This content should come in a variety of forms – text, images, 
video, user-generated content, interactive maps and links to external sources.  
 
SEO: Search Engine Optimization strategies are constantly changing based on evolving 
algorithms developed by the major search engines. Paradise will continue to optimize 
structural content (page titles, title tags, alt tags) as well as, increasing depth and 
freshness of content.  
 
Digital Guide: Migrate the current digital guide to the website. Develop a new guide (in 
conjunction with all target markets) for efficiency. 
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LEISURE VACATIONERS 
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ADVERTISING AND PAID MEDIA FOR LEISURE VACATIONERS   
 
Targets 
Focus primarily on adults 25-54 with a HHI of $60,000+. Targets would include a 
combination of families and couples with emphasis weighted toward women. A 
secondary target of Adults 55+ should be included as a target sub-segment that also 
should be weighted toward women. Both targets are interested in a destination that has 
more nature and less urban feel or a value-added Central Florida vacation. 
 
Geographically, we will continue emphasis on creative media approaches such as 
Orlando websites (OrlandoSentinel.com) that receive nearly 60% of their audience from 
outside the state.  
 
 
Tactics 
• Continue to develop the leisure campaign with the new design for various initiatives. 
• Drive all prospects to the website 
• Feature special incentives, such as 3rd Night Free or a fixed rate  
• Utilize visitor guides to fulfill inquiries, reinforce messaging and provide an 

opportunity to aid in repeat visitation 
• Identify an Allegiant feeder market to beta test promotional efforts. 
• Target mature and aging baby boomer markets (The Villages), which show more 

interest in passive adventure travel, have more free time and income  
• Pursue international tour operators with a direct sales campaign. Look to expand 

international relationships through on-site, one-on-one visits to feeder markets and 
tradeshows.  

 
Online: Utilize 30-second and 15-second videos with companion banner ads to enhance 
messaging and drive inquiries. Incorporate cost-per-click campaigns on new sites to 
maximize cost efficiencies.  
 
Print Media: Reach pre-qualified prospects interested in a vacation to Florida with print 
publications that have a “vacation in Florida” theme, which includes advertorial or 
editorial. Continue to use VISIT FLORIDA opportunities, such as their annual magazine 
and “Insider Guide”, and other publications that have a reader response mechanism and 
extend reach with added value online exposure and mobile call-to-click.  
 
Visitor Guide/Rack Brochure: Develop a new guide (in conjunction with all target 
markets) to place strategically at Florida Welcome Centers, rest areas and attractions 
extending reach and reminder messaging.  
 
E-Newsletters: Fulfill inquiries and target new prospects with monthly/quarterly e-
newsletters providing timely information about upcoming events aimed at fishing, nature 
and wildlife, sports, dining and history. Special offers and other data from hoteliers 
would be timely and pertinent. Deploy a secondary e-list from an outside vendor to help 
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drive inquiry and increase Seminole’s County’s inquiry database. Responses would go 
directly to a landing page on the Seminole County website.  
 
Allegiant Feeder Market Campaign: The Orlando Sanford International Airport is 
Allegiant Airlines’ number one hub. Allegiant is a low-cost provider that specializes in 
the leisure traveler and is a natural choice for Seminole County to partner with since so 
many visitors are already coming into this airport. Our team is in the process of doing 
more research to determine the best strategy to develop a campaign that would identify 
and target the top Allegiant feeder markets in an effort to raise awareness of the lodging 
and vacation opportunities in Seminole County, which would be a cost-effective and 
viable alternative to theme park resort options. The campaign would include digital, 
social media, public relations and a “register to win” promotion allowing for future 
marketing opportunities.  
 
 
SEE MEDIA FLOW CHART 
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PUBLIC RELATIONS FOR LEISURE 
 
Tactics 
• Target niche and general interest media with ongoing features and news releases 

about leisure activities and events in Seminole County.  
• Update and create a master timeline of published editorial calendar opportunities.  
• Target media through FAMs and Media Tours.  
• Create periodic releases for general and niche audiences featuring any news, offers 

or events pertaining to potential Seminole County leisure visitors and distribute to 
appropriate media.  

• Investigate general interest and niche publications for articles.  
• Target media calendar listings opportunities.  
• Supply media outlets with updated information on an ongoing basis.  
• Respond to appropriate editorial leads received through a variety of sources 

including VISIT FLORIDA and Visit Orlando.  
• Coordinate publicity efforts and create cooperative programs with Seminole County’s 

tourism industry to maximize interest and reach.  
• Target grassroots and promotional opportunities through community groups, 

partners and other avenues.  
• Extend visibility of Seminole County through various regional, national and 

international trade shows and events.  
• Distribute press kits in media rooms at selected travel trade conferences and 

seminars.  
• Distribute the “Something Wild Inside” direct mail piece as a follow-up piece after 

trade shows  
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DIGITAL  / INTERACTIVE / SOCIAL FOR LEISURE 
 
 
Tactics  
• Enrich the user experience through a variety of branded content  
• Highlight partners  
• Utilize a platform with easy to use tools for updating content frequently  
• Expand an active, engaged social media community (Facebook, Twitter, Pinterest, 

YouTube, Instagram)  
 
BookDirect: The BookDirect booking widget is prominently featured on all pages within 
the website. The widget will promote hotel deals and packages. Packages can be 
updated automatically and there is no cost to the lodging partner on the booking of the 
room. This is a significant advantage over other travel booking websites such as 
Travelocity, Orbitz, Priceline, etc. Restaurants, attractions and other non-lodging 
partners will also have free listings on the site.  
 
User-Generated Content: With the advent of social APIs, it is very easy to aggregate 
social data into a single stream for the purposes of destination marketing. An application 
could be created that will harness that power of Facebook, Instagram, Twitter, Pinterest, 
and others in order to collect user generated content (blog posts, tweets, posts, 
pictures, etc.) and share them on the CVB website and free/paid distribution channels.  
 
Search Engine Optimization (SEO): Though SEO strategies are constantly changing, 
their essence remains the same in that they are designed to help a website appear at 
the top of search results – ultimately leading to more traffic, higher page rankings, and 
increased authority to the site. The new website will be optimized and ongoing SEO 
efforts will be made to the site to help it meet the latest search engine requirements.  
 
Retargeting: Retargeting allows the CVB to advertise to website visitors who leave 
www.VisitSeminole.com by displaying ads to the user as they browse the Internet on 
other sites via various ad networks. Retargeting campaigns for Seminole County have 
proven to be a lower cost media tactic, which not only has increased effectiveness by 
specifically targeting an interested audience, but also has improved the overall ROI.  
 
Email Marketing: Increase the efficiency of current email marketing efforts, increase 
lead generation efforts, while also designing and implementing an auto responder 
program so that new readers can get relevant and useful content delivered 
automatically, before they decide to book their trip. This will allow us to push content 
more efficiently, and beneficially.  
 
Social Media: Create conversations and interaction within the social community. Utilize 
all channels – Facebook, Twitter, YouTube, Pinterest, Instagram to improve reach, 
authority, and overall exposure with the leisure target audience.  
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Social Promotions: Work with the County to get approval for promotions that would 
provide opportunities to use social and online media to convey the brand message, offer 
incentives, generate inquiry and ultimately visitation.  
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EXPANDED EXPOSURE  
Partnerships: A variety of programs would be aimed at third-party partnerships. These 
programs should be a “win-win” for all parties involved. Example partnerships include:  
 
Destinations: Seminole County CVB should coattail on VISIT FLORIDA marketing 
efforts. Programs include co-op advertising, public relations and promotions. In some 
cases other CVBs such as Naples, Marco Island, Everglades partner for various 
programs including international campaigns.  
 
Seminole County Businesses: Continue to partner with local business (travel and 
tourism related) to enhance exposure for all. These partnerships may include tradeshow 
attendance, site visits, media programs, shared contact lists, media missions, etc.  
 
Industry: These partnerships would include airlines, car rental agencies, credit card 
companies, AAA, Amtrak, airports and the Orlando attractions.  
 
Promotional: These programs could be similar to the advertising partnerships but more 
public relations and promotional related. Therefore, the potential partnership universe 
would be expanded to include such partners as major retailers and manufacturers that 
would complement the Seminole County brand.  
 
Cooperative Third Party: This differs from the partnership category in that it may be an 
existing advertising campaign established by partner, media or group of partners. 
Paradise feels that these are typically great programs, but cautions that some third-party 
co-op partnerships are profit centers for the originating party and not really cooperative 
programs.  
 
Seminole County Business Leaders: This program would solicit business leaders to 
reach out to our out of town visitors promoting a “Stay in Seminole” campaign.  
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CO-OP PROGRAM 
Co-Op: These partnership opportunities would be aimed at Seminole County hoteliers 
and attractions. The CVB and Agency work with other partners to subsidize the 
programs thus providing real value and opportunity for Seminole County’s hoteliers and 
attractions. Some of the programs such as the visitor guide, meeting planner guide, 
sports marketing guide and other programs may be available to the partners at no-
charge. The Seminole County website is another example of free exposure. Co-op 
partners that choose to promote a special offer could receive additional free exposure. 
Additional E-blasts would be sent out promoting a special offer with an opportunity for 
potential visitors to hyperlink directly to that co-op partner.  
 
By partners participating in each program, the overall savings would be as much 
as 80% with exposure across a wide range of niche markets, including meeting 
professionals, sports, consumer leisure, and eco. These programs provide partners with 
a unique opportunity to leverage the CVB’s marketing budget and stretch their 
promotional dollars. These opportunities would also allow partners to align their 
promotional initiatives with the CVB.  
 
It is the CVBs goal to make every media opportunity co-op’able. In doing so, this allows 
for both the CVB and their partners to increase their marketing dollars and exposure to 
the consumer.  
 
Specific co-op opportunities will be provided once the marketing plan is finalized 
and approved by the CVB staff and TDC.  
 
 
 
 
  



 

 46 

MEASURING SUCCESS  
In order to determine the full success of the sales and marketing, the CVB will use 
multiple sources of research and tracking as a way to determine ROI which will provide 
useful information when developing future strategic plans. 
 
The key performance indicators tracked on a monthly basis include: 
• Group meetings and conferences booked 

- Room nights generated 
- Economic impact  

• Sports Events Booked 
- Number of Days 
- Participants 
- Room nights generated 
- Economic impact 

• Total number of visitors 
• Tourist tax revenue  
• Average Daily Rate - ADR 
• Revenue Per Available Room - RevPar 
• Hotel Occupancy 
• Website Usage 
• Social Media Usage/Interaction 
• PR Value 
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CONTRACTED ADVERTISING AGENCY BUDGET 
 

 ESTIMATED 
Project TOTAL BUDGET 

PO Marketing Services ($120,000)  
Strategy, Account Management, Public Relations, Traffic $120,000  
  
PO Advertising/Public Relations ($212,500)  
Research (TBD) $15,000  
Photography / Videos (Sports, Meetings, Leisure) $67,000  
Sports Brand Development / Collateral $15,000  
Public Relations Support $15,000 
Leisure Ads / Collateral Development $8,000 
Meetings Ads / Collateral Development $10,000 
Visitor Guide Development (Meetings, Sports, Leisure) $20,000  
Sports Ads / Collateral Development $10,000 

eMail Marketing (Meetings, Sports, Leisure, Industry) $10,000  
Website Management $40,000 
Website Monthly Fees (Hosting, Type Kit, etc.) $2,500 

 
$212,500  

PO Direct Advertising ($150,000)  
Leisure Media $43,000  
Meetings Media $62,000  
Sports Media $45,000  

 $150,000  
PO New Initiatives ($87,000)  
Social Media Marketing $60,000  
Book Direct $7,000  
Website Development - Phase 2 $20,000 

 
$87,000  

  TOTAL $569,500  
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SEMINOLE CVB

FY '14 Meetings Preliminary Plan Direction

September

Media Description Overview Creative Unit Net Cost 24 3 10 17 24 31 7 14 21 28 5 12 19 26 2 9 16 23 30 7 14 21 28 4 11 18 25 1 8 15 22 29 6 13 20 27 3 10 17 22

MEETINGS

PRINT

 - Rejuvenate  - Rejuvenate Marketplace (10/28 - 10/30 - Atlanta, GA)  Full Page 4/C - Tab Page (Premium Position) $4,750.00

 - Print/Overruns delivered to planners at show  - Adjacent to Conference Schedule

Added Value:  $1,250

 - Silver Level - Sponsorship of an Educational Session  - Signage at Show; Three Minute Speaking Break $5,000.00

 - Opportunity to place collateral at seats before session

 - Meetings and Conventions  - Florida Supplement  Full Page 4/C $7,000.00

 - Print, eNewsletter, online component, Overruns

 - Collaborate Magazine  - Collaborate Marketplace Show Guide (June 12 - 14 - Portland, OR) Full Page 4/C - Tab Page (Premium Position) $4,750.00

 - Print/Overruns delivered to planners at show  - Adjacent to Conference Schedule

Added Value:  $1,250

 - Silver Level - Sponsorship of an Educational Session  - Signage at Show; Three Minute Speaking Break $5,000.00

 - Opportunity to place collateral at seats before session

 - Connect Magazine  - Connect Marketplace Show Guide (August 20-23 - Orlando) Full Page 4/C - Tab Page (Premium Position) $4,750.00

 - Adjacent to Conference Schedule

Added Value:  $1,250

 - Silver Level - Sponsorship of an Educational Session  - Signage at Show; Three Minute Speaking Break $10,000.00

 - Opportunity to place collateral at seats before session

 - Professional Association/Specialty Group Market - SMERF

 - FSAE Resource Annual Guide Full Page 4/C plus 150 word listing $2,461.00

 - FSAE Source March/April - Meetings in Central Florida; May/June - Technology 
Showcase, Sept/Oct - Meetings in North Florida Full Page 4/C; 125 words of copy and a color image $4,705.00

SUB-TOTAL MEETINGS PRINT/TRADE SHOW PRESENCE: $48,416.00

DIGITAL

 - Collaboratemeetings.com (Collaborate)  - Video Insider Series :15 pre-roll (interviewing Meeting Planners) $9,167.00

Features logo & 40 character sponsor message

Monday eBlast

Social (Facebook/Twitter

 - fsae.org (FSAE)  - 3x Solo E-Blast HTML Exclusive $3,418.00

Home Page Slider on website 3-month banners

 - VISITFLORIDA E-newsletter To VISITFLORIDA Meeting Planners TBD NC

 - Direct Response - Outside E-Newsletter 50,000 list - Who TBD HTML Seminole Exclusive $3,600.00

SUB-TOTAL MEETINGS DIGITAL: $16,185.00

TOTAL MEETINGS NET MEDIA SPEND LEVEL: $64,601.00

1x Per Month Date TBD 1x Per Month Date TBD 1x Per Month Date TBD 1x Per Month Date TBD 1x Per Month Date TBD

MayApril

2014

March October NovemberAugustJulyJune



September
Media Description Overview Creative Unit Net Cost 24 3 10 17 24 31 7 14 21 28 5 12 19 26 2 9 16 23 30 7 14 21 28 4 11 18 25 1 8 15 22 29 6 13 30

SPORTS MARKETING
PRINT

-Connect Sports Magazine -Sports Facility Guide (Annual)  Full Page 4/C $5,000.00

 - Connect Sports Marketplace Show  - Connect Marketplace Show Guide (August 20-23 - Orlando) Full Page 4/C - Tab Page (Premium Position) $4,750.00

 - Adjacent to Conference Schedule

Added Value:  $1,250

 - Silver Level - Sponsorship of an Educational Session  - Signage at Show; Three Minute Speaking Break $5,000.00

 - Opportunity to place collateral at seats before session

 - Room Key to all Planner who attends the show - 700 Planners  - On Key - Seminole County Logo (displayed on two keys) $5,000.00

 - All Planners and Suppliers at Show

-Sports Events Magazine Sports Event Magazine Full page 4/C and editorial $3,050.00

 -Annual  Soccer Field & Facilities Sourcebook

 - Bonus Distribution - National Soccer Coaches AAA

Full Page 4/C $3,050.00

 - Annual Guide to Natural Venues Destinations

 - Complimentary listing, editorial, & video in digital 
Natural Venues Guide

SUB-TOTAL SPORTS PRINT: $25,850.00

DIGITAL

 - Drop Pin Targeting (Mobile/Tablet) -Surrounding Connect Sports Marketplace Show - August 21-23 in Orlando Mixpo Unit $3,000.00

-600,000 Impressions  - inclusion of up to 3 videos/offers

-SportsEventsMagazine.com Custom e-Newsletters - Photo's/HTML HTML Seminole Exclusive $4,600.00

-ConnectSports.com Video Insider Series :15 pre-roll (interviewing meeting planners) $9,167.00

-Features logo & 40 character message, sponsored e-blast 
& social media

 - Direct Response - Sports Driven Outside E-Newsletter 50,000 list - Who TBD HTML Seminole Exclusive $4,500.00

SUB-TOTAL MEETINGS DIGITAL: $21,267.00

TOTAL SPORTS NET MEDIA SPEND LEVEL: $47,117.00

1x Per Month Date TBD1x Per Month Date 
TBD

1x Per Month Date 
TBD 1x Per Month Date TBD 1x Per Month Date 

TBD

October
2014

March April May June July August



SEMINOLE CVB

FY '14 Leisure Preliminary Plan Direction

September

Media Description Overview Creative Unit Net Cost 24 3 10 17 24 31 7 14 21 28 5 12 19 26 2 9 16 23 30 7 14 21 28 4 11 18 25 1 8 15 22

LEISURE

DIGITAL PLAN

 - orlandosentinel.com 45% coverage outside of the State of Florida :30 video pre-roll with 300 x 250 companion 
banner ad $14,000.00

 - Placement on Travel/Daily Disney Blog/Weather

 - 460,000 impressions

 - Drop Pin Targeting (Mobile/Tablet) Greenville/Spartansburg -  Allegient Market Airport/Orlando Airports and Theme Parks Mixpo Unit $4,000.00

 - 800,000 impressions  - inclusion of up to 3 videos/offers

 - Custom Ad  Network  Tampa/St. Petersburg, Jacksonville, Gainesville, Greenville/Spartansbur - Allegient Market :30  Video unit plus 300 x 250 Banner Ad $12,000.00

 - Travel Enthusiasts/Food/Eco-Friendly Sites

 - CPC -7,500 clicks to site

 - insidethevillages.com The Villages website 10 pictures, 1 video clip, link to website, 10,000 
descriptive characters $5,400.00

Est. 360,000 impressions

 - Facebook  Tampa/St. Petersburg, Jacksonville, Gainesville, The Villages Image and copy points $3,000.00

 - Psychographics - To promote Spring/Summer Travel

Est. 800,000 impressions

 - Retargeting Potential customer "cookied" on Seminole site Various Animated Units $4,000.00

 - Custom shown ad (retargeted) on another website

 - Potential customer clicks on ad to return to Seminole site Est. 08% CTR

 - Direct Response - Outside E-Newsletter 50,000 list - Subject TBD HTML Seminole Exclusive $2,600.00

MEDIA OVERALL TOTAL (NET): $45,000.00

1x Per Month Date TBD 1x Per Month Date TBD 1x Per Month Date TBD 1x Per Month Date TBD

2014

March April May June July August


