
#320 Adventure within Reach
One Year at a Glance





Grant Goals:
- Effectively persuade travelers in emerging markets to take trips to the region;

- Extend seasonality beyond the summer season; and

- Disperse visitation across different geographies and outdoor settings (promoting “off the beaten 
path” experiences).

Three Year Approach:

2024 Foundational development and soft launch

2025 Integrated advertising and promotion

2026 Optimization and refinement





northwestfloridabeaches.com
Relaunched in December:
- 65 local, curated adventures

- 23 regional state parks

- Hidden gems and features for local small 
businesses 

- Live, custom events 

- Character pages for all 8 Counties



January through April:
- Over 100,000 active users

- Top emerging markets: Chicago, 
NY, Toronto

- Adventure landing page, State 
Parks landing page and Adventure 
Finder all leading people to 
“off-the-beaten-path”

- 8.45% Search CTR - 2X industry 
average



Organic Social



- 180 original posts

- Highlighting local 
small business

- Saves indicate 
planning

- 10+ new reels 



Fall through Spring:
- 9.9 million reached - increased by 472%

- 272,000 engagements - increased by 200%



Spotlight: 
Destin-Fort Walton Beach: 30 dedicated posts, 15 boosted + Reels



Beachside’s
Adventurous Side

1/13/25 - 4/15/25



Goals:
- Bring awareness to the NWFL region 

- Generate interest and curiosity in adventure and off-the-beaten-path experiences 

- Increase visitation from markets of focus

- Increase visitation during the spring and fall seasons

Objectives:

- Utilize upper funnel media channels and tactics to elevate the NWFL region brand alongside the 
adventure experiences offered

- Focus on interest and audience targeting layered upon target markets

- Highlight seasonality benefits and/or promotional elements for spring and fall travel



Digital 



Primary:
● Affluent Family - priority 

audience and major focus for 
regional effort

● 35-55 
● kids in HH
● *VF’s Family + 

Outdoor/Nature/Trails 
Audience

Secondary:
● Moderate Mature  - this 

rounds out the picture and 
could be stronger in DMO

● 55 or older
● No kids
● *VF’s WSS and Impulse 

Audience



Static Banners



STATIC 

160x600 300x600

V1 - Paddleboarding

970x250

728x90
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STATIC 

V2 - Kayaking

728x90
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STATIC 

V3 - Fishing

160x600 300x600

728x90
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300x600



Core Video  



Adventurous Side :30 

https://docs.google.com/file/d/12mVxpT8DdQ8YJBHKblHkSH2h-l_vvbY9/preview


Off The Beaten Path :15 

https://docs.google.com/file/d/1UYoZP-sXQnj-J42TQYcgXpC-rZ6Ic7yM/preview


Paid Social



Primary Markets (60%): Chicago, 
Cincinnati, Detroit, Indianapolis, 
Minneapolis

Secondary Markets (25%): Toronto 
(+50mi) (City)

Long Term Market of Interest (15%): 
New York



Discover Another Side - V1

F1 – Grayton Beach

Image - Sam (Shadow Shooter) Link

F2 – St. Andrews State Park, 

Panama City

Image - Dylan Johnston Link

F3 – Crystal Beach, Destin

Image - Dylan Johnston Link

F4 – Gulf Islands National Seashore.

Pensacola

Image - Box Link

https://drive.google.com/file/d/1tJidn58ZOtm9Nc2ge112KZV_zaC6JEz-/view?usp=sharing
https://drive.google.com/file/d/1tcKjHQmIA6DkFlpSirdUt7oS_2WyP1zK/view?usp=sharing
https://drive.google.com/file/d/1gvc7UQTWKB_WIhR4DtsUAtQffb16L5aA/view?usp=drive_link
https://app.box.com/file/1579472361511


Discover Another Side - V2 

F1 – PCB Conservation Park,

Panama City Beach

Image - Dylan Johnston Link

F2 – Morrison Springs,

Ponce De Leon

Image - Sam (Shadow Shooter) Link

F3 – Destin

Image - Box Link

F4 – Topsail Hill State Park.

Santa Rosa Beach

Image - Box Link

FPO

https://drive.google.com/file/d/1ZaKEjmpuLzf6YVaP_bvIpgk7JEG7beNm/view
https://drive.google.com/file/d/1QxgizW8Yl9X0Oy0lUFE7r1UCU5uXE8jB/view?usp=sharing
https://app.box.com/file/1579474869582
https://app.box.com/file/1579476937936


F1 – St. Marks

Image - Box Link

F2 – Cape San Blas

Image - Box Link

F3 – Lafayette Park,

Apalachicola 

Image - Box Link

F4 – Milton

Image - Box Link

FPO

Discover Another Side - V3 

https://app.box.com/file/1751528246242
https://app.box.com/file/1751521005211
https://app.box.com/file/1751521158025
https://app.box.com/file/1751525500508


Discover Another Side

https://docs.google.com/file/d/1jdgvr4WZAqiQE5I67Fo4r4yusiqalAHy/preview


Destination 
Campaigns





Results
Preliminary - to date



Digital + Paid Social

TOTAL IMPRESSIONS
205.M

TOTAL MEDIA SPEND
$1,448,000

Preliminary Economic Impact*
Directly to NWFL

$2,930,365.12

*via Tourism Economics’ Marketing Impact Calculator (trackable campaign impressions 
and applying the $977.44 average spend figure to these confirmed visits



Digital

TOTAL IMPRESSIONS
46,456,312

TOTAL MEDIA SPEND
$557,000

Preliminary Economic Impact*
Directly to NWFL

$2,930,365.12



Paid Social

TOTAL 
IMPRESSIONS

159M
CPM: $3.54

1.07x

TOTAL MEDIA 
SPEND

$566,000

VIDEO VIEW 
RATE
28.17%
2.43X

ENGAGEMENT 
RATE
7.39%
1.83X



Paid Social - Meta
Market Tier Geo Market Reach Reach %

Primary Chicago, Cincinnati, 
Detroit, Indianapolis, 
Minneapolis

6,929,344 12.45%

Secondary Toronto 3,211,697 9.24%

Long Term NYC 2,480,420 15.63%

Total Campaign 
Reach

- 12,225,409 11.50%



THANK YOU


