


Item No 3a 
 

CITY OF SOUTH PADRE ISLAND 
ADVISORY BOARD WORKSHOP 

AGENDA REQUEST FORM  
 
MEETING DATE:   May 30, 2019    
 
NAME & TITLE: Ed Caum, CVB Director    
 
DEPARTMENT: South Padre Island Convention and Visitors Bureau      
 

ITEM  
  
Presentation and discussion regarding FY 2019/2020 Marketing Budget and overview.  
 

a) Marketing Budget 
  

ITEM BACKGROUND 
 
The CVA Board held their regular meeting on Wednesday, May 22, 2019. Discussion was held regarding 
2019/20 FY proposed Media Flowchart and Marketing Budget. Chairman Salazar made the recommendation for 
a workshop to discuss 2019/20 FY Marketing Budget. 
 

BUDGET/FINANCIAL SUMMARY 
 
02-594 Marketing Budget 
 

COMPREHENSIVE PLAN GOAL 
 
Policy 1.1.5: The City should continue to market the Island’s unique character and assets aggressively. 
Capturing the South Padre Island experience, distilling it into a marketing theme, and capitalizing on its 
message is critical for economic development efforts. The Island’s eclectic style is a valuable economic 
commodity. 
 
LEGAL REVIEW   
 
Sent to Legal:   YES:  ___________  NO: ___X_______ 
 
Approved by Legal:  YES:  ___________  NO: ___X_______ 
 
Comments:   
 

RECOMMENDATIONS/COMMENTS 
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ADVISORY BOARD WORKSHOP 

AGENDA REQUEST FORM  
 
MEETING DATE:   May 30, 2019    
 
NAME & TITLE: Ed Caum, CVB Director    
 
DEPARTMENT: South Padre Island Convention and Visitors Bureau      
 

ITEM  
  
Presentation and discussion regarding FY 2019/2020 Marketing Budget and overview. (Caum) 
 

a) Marketing Budget 
b) Incremental Enhancements 

• Fall Texas Incremental 
• Spring Break College Roadshow Incremental 
• Frontier Airlines Incremental (Denver/Chicago – Harlingen International Airport) 
• Spring Break Collegiate Incremental 
• Summer 2020 Incremental 
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Approved by Legal:  YES:  ___________  NO: ___X_______ 
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message is critical for economic development efforts. The Island’s eclectic style is a valuable economic 
commodity. 
 
LEGAL REVIEW   
 
Sent to Legal:   YES:  ___________  NO: ___X_______ 
 
Approved by Legal:  YES:  ___________  NO: ___X_______ 
 
Comments:   
 

RECOMMENDATIONS/COMMENTS 





 

#
Gross $

INS/months
Est. Impressions

(000)
1

8
15

22
29

5
12

19
26

3
10

17
24

31
7

14
21

28
4

11
18

25
4

11
18

25
1

8
15

22
29

6
13

20
27

3
10

17
24

1
8

15
22

29
5

12
19

26
2

9
16

23

UPPER RIO GRANDE VALLEY 
DIGITAL 

SEM (Google; Yahoo & Bing)
52 

38,000 
$15.2 

1
1

1
1

1
1

1
1

1
1

1
1

Paid Social  
52 

7,901,250 
$31.6 

1
1

1
1

1
1

1
1

1
1

1
1

Re-targeting 
52 

1,800,000 
$7.2 

1
1

1
1

1
1

1
1

1
1

1
1

Programmatic: Video | Mobile | Display
52 

3,998,824 
$34.0 

1
1

1
1

1
1

1
1

1
1

1
1

Device ID Targeting
52 

3,902,000 
$25.4 

1
1

1
1

1
1

1
1

1
1

1
1

Spotify - :15 or :30
52 

462,692 
$12.0 

1
1

1
1

1
1

1
1

1
1

1
1

BROADCAST 
Cable (:30 RGV - 6821/McAllen)

26 
TBD 

$56.0 
1

1
1

1
1

1
1

1
1

1
1

1
1

1
1

1
1

1
1

1
1

1
1

1
1

1
Radio

26 
TBD 

$50.3 
1

1
1

1
1

1
1

1
1

1
1

1
1

1
1

1
1

1
1

1
1

1
1

1
1

1

PRINT 
RGV Guidebook FP4C

26 
20,000 

$1.8 
1

South Texas Adventures (FP4C)
26 

35,000 
$1.6 

1

OOH 
Programmatic OOH (Billboards, Gyms, Retail)

39 
1,075,000 

$13.8 
1

1
1

1
1

1
1

1
1

Subtotal Rio Grande Valley 
19,232,766 

$248.8 
HOUSTON

DIGITAL 
SEM (Google; Yahoo & Bing) 

52 
40,500 

$16.2 
1

1
1

1
1

1
1

1
1

1
1

1
Paid Social  

52 
4,050,000 

$16.2 
1

1
1

1
1

1
1

1
1

1
1

1
Re-targeting 

52 
1,500,000 

$6.0 
1

1
1

1
1

1
1

1
1

1
1

1
Programmatic: Video | Mobile | Display

52 
2,089,412 

$17.8 
1

1
1

1
1

1
1

1
1

1
1

1
Spotify - :15 or :30

13 
466,346 

$11.4 
1

1
1

Device ID Targeting
52 

1,986,462 
$12.9 

1
1

1
1

1
1

1
1

1
1

1
1

OTT (cord-cutters) Streaming
12 

$12.0 
1

1
1

TV Everywhere - VOD Streaming
8 

418,301 
$16.0 

1
1

TV/CABLE 
Cable (:30 Houston)

6 
TBD 

$87.5 
1

1

Subtotal Houston 
10,551,020 

$196.0 
SAN ANTONIO

DIGITAL 
SEM (Google; Yahoo & Bing)

52 
35,100 

$14.0 
1

1
1

1
1

1
1

1
1

1
1

1
Paid Social  

52 
3,510,000 

$14.0 
1

1
1

1
1

1
1

1
1

1
1

1
Retargeting 

52 
1,125,000 

$4.5 
1

1
1

1
1

1
1

1
1

1
1

1
Programmatic: Video | Mobile | Display

52 
1,821,176 

$15.5 
1

1
1

1
1

1
1

1
1

1
1

1
Spotify - :15 or :30

13 
408,654 

$9.7 
1

1
1

Device ID Targeting
52 

1,726,154 
$11.2 

1
1

1
1

1
1

1
1

1
1

1
1

OTT (cord-cutters) Streaming
12 

315,789 
$9.0 

1
1

1
TV Everywhere - VOD Streaming

8 
313,725 

$12.0 
1

1

TV/CABLE 
Cable (:30 San Antonio)

6 
TBD 

$73.5 
1

1

Subtotal San Antonio 
9,255,599 

$163.5 
DALLAS

DIGITAL 
SEM (Google; Yahoo & Bing)

52 
35,113 

$14.0 
1

1
1

1
1

1
1

1
1

1
1

1
Paid Social  

52 
3,510,000 

$14.0 
1

1
1

1
1

1
1

1
1

1
1

1
Re-targeting 

52 
1,125,000 

$4.5 
1

1
1

1
1

1
1

1
1

1
1

1
Programmatic: Video | Mobile | Display

52 
1,821,176 

$15.5 
1

1
1

1
1

1
1

1
1

1
1

1
Spotify - :15 or :30

13 
408,654 

$9.7 
1

1
1

Device ID Targeting
52 

1,726,154 
$11.2 

1
1

1
1

1
1

1
1

1
1

1
1

OTT (cord-cutters) Streaming
12 

295,263 
$9.0 

1
1

1
TV Everywhere - VOD Streaming

8 
313,725 

$12.0 
1

1

TV/CABLE 
Cable (:30 Dallas)

6 
TBD 

$73.5 
1

1

Subtotal Dallas 
9,235,085 

$163.5 
AUSTINDIGITAL 

SEM (Google; Yahoo & Bing)
52 

30,000 
$12.0 

1
1

1
1

1
1

1
1

1
1

1
1

Paid Social  
52 

3,000,000 
$12.0 

1
1

1
1

1
1

1
1

1
1

1
1

Re-targeting 
52 

900,000 
$3.6 

1
1

1
1

1
1

1
1

1
1

1
1

Programmatic: Video | Mobile | Display
52 

1,552,941 
$13.2 

1
1

1
1

1
1

1
1

1
1

1
1

Spotify - :15 or :30
13 

350,962 
$8.0 

1
1

1
Device ID Targeting

52 
1,467,692 

$9.5 
1

1
1

1
1

1
1

1
1

1
1

1
OTT (cord-cutters) Streaming

12 
295,263 

$7.5 
1

1
1

TV Everywhere - VOD Streaming
8 

261,438 
$10.0 

1
1

TV/CABLE 
Cable (:30 Austin)

6 
TBD 

$60.0 
1

1

Subtotal Austin 
7,858,297 

$135.9 
TEXAS (ALL MARKETS)

DIGITAL 
*SEM (Google; Yahoo & Bing)

52 
21,300 

$8.5 
1

1
1

1
1

1
1

1
1

1
1

1
*Paid Social  

52 
2,130,000 

$8.5 
1

1
1

1
1

1
1

1
1

1
1

1
*Re-targeting 

52 
645,000 

$2.6 
1

1
1

1
1

1
1

1
1

1
1

1
*Programmatic: Video | Mobile | Display

52 
1,094,118 

$9.3 
1

1
1

1
1

1
1

1
1

1
1

1
*Device ID Targeting

52 
1,033,846 

$6.7 
1

1
1

1
1

1
1

1
1

1
1

1
Facebook "Like Campaign"

50,000 
$39.6 

1
Trip Advisor (Premium Dest. Partnership)

52 
Fixed Subscription 

$52.6 
1

1
1

1
1

1
1

1
1

1
1

1
Trip Advisor (Flighted Banners)

24 
2,733,650 

$52.0 
1

1
1

1
1

1
VRBO & Homeaway/Vacation Rentals - Display

32 
2,053,375 

$28.6 
1

1
1

1
1

1
`

1
1

Expedia.com - Hotels & Flights 
24 

1,720,894 
$45.7 

1
1

1
1

1
1

TourTexas.com (Jun 2019-Jun 2020)
1 

Fixed Cost 
$3.6 

1
Texas Highways Homepage - 300x250

12 
75,000 

$1.6 
1

1
1

FY18 Facebook Carry-Over
1 

TBD 
$2.0 

1
1

Texas Monthly - "The South Padre Island Experience"
8 

2,100,000 
$45.7 

1
1

Texas Monthly Visual Storytelling Feature 
8 

1,000,000 
$11.4 

1
1

Texas Monthly Traveling Texan Trip Planner
4 

132,000 
Added Value

Texas Monthly Exclusive Travel Newsletter
4 

124,000 
Added Value

PRINT 
 - 

Texas State Travel Guide 1/2P4C 
1 

1,246,894 
$11.5 

1
Texas Highways 1/2P4C

3 
581,886 

$12.8 
1

1
1

TX Highways Events Calendar (Spring 2019, Mar-May) 1/2P4C
1 

195,000 
$1.4 

`
1

TX Highways Events Calendar (Fall 2019, Sep-Nov) 1/2P4C
1 

195,001 
$1.4 

1
Texas Monthly FP4C

3 
7,467,000 

$48.0 
1

1
1

See Texas First (1/4P4C Spring)
1 

1,025,755 
$10.4 

1
  +Vacation Fun Listing, E-blasts & Lead Delivery

 - 
99,500 

Added Value
See Texas First (1/2P4C Fall Issue)

1 
975,755 

$8.9 
1

  +Vacation Fun Listing, E-blasts & Lead Delivery
 - 

99,500 
Added Value

Subtotal Leisure Texas 
26,799,474 

$412.8 
NATURE TOURISM (TEXAS)

DIGITAL  
Programmatic: Video | Mobile | Display

5 
1,176,471 

$10.0 
1

1
1

1
1

 - 
PRINT 

Texas Saltwater Fishing Magazine (FP4C)
2 

90,000 
$3.2 

1
1

Texas Fish & Game Magazine (FP4C)
2 

91,744 
$5.9 

1
1

Texas Lakes & Bays (Annual - Back Cover) 
1 

40,000 
$2.9 

1
Texas Parks and W

ildlife Outdoor (FP4C)
1 

2,800,000 
$20.6 

1

DIGITAL  
Programmatic: Video | Mobile | Display

5 
1,176,471 

$10.0 
1

1
1

1
1

Birdwatching Magazine - Custom E-blast
2 

TBD 
Added Value

Birdwatching Magazine - Social Posts
4 

TBD 
Added Value

Birdwatching Magazine - Banner Ads
3 

TBD 
Added Value

Bird W
atcher's Digest - Banner Ads 

3 
100,000 

Added Value

PRINT 
Bird W

atcher's Digest
1 

40,000 
$2.9 

1
Birdwatching Magazine (FP4C)

2 
74,000 

$7.5 
1

1
Living Bird Magazine (FP4C)

2 
190,000 

$5.9 
1

1

Subtotal Nature Tourism
 

5,778,685 
$68.8 

Gross $
 

   FY19 Texas Total:
$1,389,334 

Contingency:
$1,711 

FY19 OVERALL TOTAL:
$2,123,289 

Texas Im
pressions Total:

88,710,926 

Q3 FY19
MARCH

AUGUST

$50k-$74.9k: 30%
 (SA/RGV) | $75k-$99.9k: 30%

 (all mkts) | $100k-$124.9k: 20%
 (all mkts) | $125k+ 20%

 (all mkts)
*See June/July Targeting

$75k-$99.9k: 60%
 | $100k-$124.9k: 20%

 | $125k+: 20%

 $320,614 
 $203,510 

 $654,901 
 $210,309 

FY19 Q1 Total
FY19 Q2 Total

FY19 Q3 Total
FY19 Q4 Total

MAY
JULY

JUNE
FEBRUARY

APRIL

Sept/Oct - FY17 

Sept/Oct - FY17 

DECEMBER
JANUARY

*See Oct-Feb Targeting
*See Oct-Feb Targeting

OCTOBER
NOVEMBER

FISHING

BIRDING

South Padre Island Convention & Visitors Bureau
FY19 Texas Media Plan

FISCAL YEAR 2019

Media Vehicle

LEISURE TEXAS PLAN

2019 MEDIA CAMPAIGN
Q1 FY19

Q2 FY19
Q4 FY19

SEPTEMBER

Dargel Boat, TIFT, LKT, Fishing for Hope, W
ahoo, SSBOFT, JJ Zapata, Elite Redfish, CCA, Fishing Days

W
inter Travel

Spring Travel
SPI Advertorial

REM
AIN

IN
G

 FY18
CO

N
TRACT

AN
N

U
AL PU

BLICATIO
N

AN
N

U
AL PU

BLICATIO
N

AN
N

U
AL PU

BLICATIO
N

SPRIN
G

 ISSU
E

FALL ISSU
E

TX
H

IG
H

W
AYS EVEN

TS -SPRIN
G

 ISSU
E

TH
EC

-FALL ISSU
E

Legend:
Audience 1: M

illennial Singles/Couples 25
-35:  

Audience 1A: Singles Couples M
id-Lifers, 36-54:  

Audience 2: Young Fam
ilies, 30-54:

Audience 2A: O
lder Fam

ilies, 55+:
Audience 3: Em

pty N
esters/Active Adults, 55:

Audience
7: Interest in O

utdoor Activities: 

Audience 1,1A &
 3

Audience 2,2A
Audience

1, 1A &
 3

Audience 7: Fam
ilies, Couples, Singles w

/ interest
in birding, fishing, outdoor activities, outdoor enthusiasts 

June Issue
June Issue

August Issue
August Issue

Sept/O
ct(FY18)

Sept/O
ct(FY18)

M
arch/April

Sept/O
ct

Sept/O
ct

W
inter Issue -JFM

Spring Issue -AM
J

AN
N

U
AL PU

BLICATIO
N

STATEWIDE

*Indicates all Texas excluding San 
Antonio, Austin, Dallas, Houston and 
RGV.



#
Gross $

INS/weeks
Est. Impressions

(000)
1

8
15

22
29

5
12

19
26

3
10

17
24

31
7

14
21

28
4

11
18

25
4

11
18

25
1

8
15

22
29

6
13

20
27

3
10

17
24

1
8

15
22

29
5

12
19

26
2

9
16

23

B2B GROUP/MEETINGS - Texas Metro w/ em
phasis on Austin & RGV

 DIGITAL 
Programmatic: Video | Mobile | Display

9 
2,389,294 

$20.3 
1

1
1

1
1

1
1

1
1

SEM (Google; Yahoo & Bing)
9 

14,400 
$12.2 

1
1

1
1

1
1

1
1

1
Paid Social - LinkedIn

9 
1,193,750 

$4.8 
1

1
1

1
1

1
1

1
1

E-blasts - Upper Management in Association/Orgs
   (DFW

, Houston, SA, Austin/San Marcos, RGV)
7 

TBD
$9.0 

1
1

1
1

1
1

1
Re-blasts - Upper Management in Association/Orgs

7 
TBD

Added Value
Connect - 360 Campaign

3 
TBD

$28.6 
1

1
1

Connect - Market Content Activation
3 

2,000
$22.9 

1
1

1
TSAE.org - Square Banner 

12 
84,000

$2.9 
1

TXM&E 300x250 - Homepage Banner Ad
12 

TBD
$1.1 

1

Subtotal M
eetings 

3,683,444 
$101.8 

Gross $
 

FY19 Meetings Total:
$101,750 

FY19 Meetings Contingency:
($0)

FY19 OVERALL TOTAL:
$2,123,289 

Meetings Im
pressions Total:

3,683,444 

FY19 Q1 Total
FY19 Q2 Total

FY19 Q3 Total
FY19 Q4 Total

 $13,920 
 $67,586 

 $9,485 
 $10,759 

Media Vehicle
APRIL

MAY
JUNE

JULY
DECEMBER

JANUARY
FEBRUARY

MARCH
AUGUST

SEPTEMBER
OCTOBER

NOVEMBER

FISCAL YEAR 2019
Q3 FY19

Q4 FY19

South Padre Island Convention & Visitors Bureau
FY19 Meetings Media Plan

2019 MEDIA CAMPAIGN
Q1 FY19

Q2 FY19

Legend:
Audience 6: M

eetings &
 Groups: 

Audience 6



#
G

ross $
INS/weeks

Est. Im
pressions

(000)
1

8
15

22
29

5
12

19
26

3
10

17
24

31
7

14
21

28
4

11
18

25
4

11
18

25
1

8
15

22
29

6
13

20
27

3
10

17
24

1
8

15
22

29
5

12
19

26
2

9
16

23

MEXICO (Monterrey, Reynosa, Tam
aulipas, Garcia, Saltillo, San Nicolas, Guadalupe, San Pedro Garza, San Luis Potosi)

DIGITAL 
Paid Social (Facebook) 

12 
7,200,000 

$28.8 
1

1
1

1
1

1
1

1
1

1
1

1
Program

m
atic: Video | Display

12 
2,034,471 

$17.3 
1

1
1

1
1

1
1

1
1

1
1

1
SEM

 (G
oogle; Yahoo & Bing) 

12 
18,000 

$18.0 
1

1
1

1
1

1
1

1
1

1
1

1
TV 

Cable /TV (M
onterrey)

22 
TBD 

$50.0 
1

1
1

1
1

1
1

1
1

1
1

1
1

1
1

1
1

1
1

1
1

1
RADIO 

Radio (M
onterrey)

16 
TBD 

$30.0 
1

1
1

1
1

1
1

1
1

1
1

1
1

1
1

1
PRINT 

El Norte SPI Sem
ana Santa Section (10 Pages)

1 
275,184 

$9.1 
1

El Norte - FP4C
9 

275,185 
$10.5 

1
1

1
1

`
1

1
1

1
1

Texas & Tam
aulipas Christm

as Section (10 pages)
1 

55,000 
$2.9 

1
Texas & Tam

aulipas Sem
ana Santa Section (10 pages)

1 
55,000 

$2.9 
1

Texas & Tam
aulipas SPI Sum

m
er Section (10 pages)

1 
55,000 

$2.9 
1

Subtotal M
exico 

 - 
9,967,840 

$172.3 

Subtotal M
exico 

G
ross $

 
FY19 Mexico Total:

$172,299 
FY19 Mexico Contingency:

$25,001 
FY19 OVERALL TOTAL:

$2,123,289 

Mexico Im
pressions Total:

9,967,840 

 $43,391 
 $56,284 

 $40,457 
 $32,168 

Media Vehicle
APRIL

MAY
JUNE

JULY
AUGUST

SEPTEMBER

FY19 Q
2 Total

FY19 Q
1 Total

FY19 Q
3 Total

FY19 Q
4 Total

OCTOBER
NOVEMBER

DECEMBER
JANUARY

FEBRUARY
MARCH

2019 MEDIA CAMPAIGN
Q1 FY19

Q2 FY19
Q3 FY19

Q4 FY19
FISCAL YEAR 2019

South Padre Island Convention & Visitors Bureau
FY19 Mexico Media Plan

Legend:
Audience 1: M

illennial Singles/Couples 25-35:  
Audience 1A: Singles Couples M

id-Lifers, 36-54:  
Audience 2: Young Fam

ilies, 30-54:
Audience 2A: O

lder Fam
ilies, 55+:

Audience 3: Em
pty N

esters/Active Adults, 55:



#
Gross $

INS/weeks
Est. Impressions

(000)
1

8
15

22
29

5
12

19
26

3
10

17
24

31
7

14
21

28
4

11
18

25
4

11
18

25
1

8
15

22
29

6
13

20
27

3
10

17
24

1
8

15
22

29
5

12
19

26
2

9
16

23

LEISURE-  (Midwest & Canada)
DIGITAL 

SEM (Google; Yahoo & Bing) 
8 

58,477 
$49.7 

1
1

1
1

1
1

1
1

Paid Social  
8 

8,925,875 
$35.7 

1
1

1
1

1
1

1
1

Re-targeting
8 

4,775,125 
$19.1 

1
1

1
1

1
1

1
1

Programmatic: Video | Mobile | Display
8 

2,213,235 
$18.8 

1
1

1
1

1
1

1
1

Device ID Targeting
8 

2,558,365 
$16.6 

1
1

1
1

1
1

1
1

Device ID Targeting & Programmatic: Chicago Flight
3.5 

2,307,692 
$15.0 

1
1

1
1

AdRoll - October 2018
1 

TBD 
$3.3 

1
Midwest Living: Custom E-blast

1 
65,000

Added Value
Midwest Living: From the Magazine E-newsletter

1 
TBD

Added Value
Canadian Traveller - Digital Banner Ads

4 
100,000 

Added Value
Canadian Traveller - Highlight Content Article

1 
40,000 

Added Value
Canadian Traveller - "W

here Next?" E-Newsletter
2 

36,000 
Added Value

Canadian Traveller - "W
here Next?" Sponsorship Ad 

2 
36,000 

Added Value
Canadian Traveller - Social Media Push

1 
TBD 

Added Value
Explore - Live the Adventure E-Newsletter

2 
124,000 

Added Value
Explore - Highlight Content Article

1 
40,000 

Added Value
CT | AYTD - Digital Banner Ads

3 
100,000 

Added Value
CT | AYTD - Online Highlight Article

1 
40,000 

Added Value
CT | AYTD - "W

here Next?" E-Newsletter 
4 

72,000 
Added Value

PRINT 

AARP Great Lakes (1/2P4C + Advertorial) 
1 

1,127,000 
$27.3 

1
Canadian Traveller,  America: Yours to Discover - Nature & Outdoors

1 
45,000 

$6.7 
1

Midwest Living 1/2P4C
2 

1,900,000 
$33.1 

1
1

MW
 Living - 1/6th page advertorial, Sweepstakes, Reader Service 

 - 
950,000 

Added Value
Midwest Living: Snowbirds Getaway 1/2P4C 

1 
950,000 

PAID IN FY18
1

MW
 Living - Full Run + 1/6th page advertorial, Sweepstakes, Reader Service 

 - 
950,000 

Added Value
Explore Magazine (1/2P4C, W

inter Issue) 
1 

37,000 
$5.8 

1
Canadian Traveller (1/2P4C, W

inter + Spring Issues) 
2 

37,000 
$11.5 

1
1

OOH  
Sun Country Terminal 2 (Minn/St. Paul) :10 Spot

5 
1,871,920 

$17.1 
1

1
1

1
1

Subtotal Leisure M
idwest 

29,359,690 
$259.9 

Gross $
 

FY19 Midwest/Canada Total:
$259,906 

FY19 Midwest/Canada Contingency:
$5,594 

FY19 OVERALL TOTAL:
$2,123,289 

Midwest/Canada Im
pressions Total:

29,359,690 

 $115,350 
 $92,909 

 $- 
 $51,646 

AUGUST
SEPTEMBER

FY19 Q1 Total
FY19 Q2 Total

FY19 Q3 Total
FY19 Q4 Total

NON-STOP SEASONAL FLIGHTS - MSP TO HRL (NOV-MAY)

Media Vehicle
APRIL

MAY
JUNE

JULY
OCTOBER

NOVEMBER
DECEMBER

JANUARY
FEBRUARY

MARCH
2019 MEDIA CAMPAIGN

Q1 FY19
Q2 FY19

Q3 FY19
Q4 FY19

FISCAL YEAR 2019

South Padre Island Convention & Visitors Bureau
FY19 Midwest & Canada Media Plan

W
arm

 W
eather G

etaw
ays

Fall Travel (Sep/O
ct)

Snow
bird

G
etaw

ays Co-op: IL, IN
, M

N
, W

I, M
I

W
inter Issue

Spring Issue

Special Issue

W
inter Issue

Legend:
Audience 1: M

illennial Singles/Couples 25-35:  
Audience 1A: Singles Couples M

id-Lifers, 36-54:  
Audience 4: W

inter Texans/Retirees, 65:
Audience

7: Interest in O
utdoor Activities: 

Audience 1,1A &
 4

Audience 7: O
utdoorEnthusiasts

Audience 1,1A &
 4



#
G

ross $
INS/weeks

Est. Im
pressions

(000)
1

8
15

22
29

5
12

19
26

3
10

17
24

31
7

14
21

28
4

11
18

25
4

11
18

25
1

8
15

22
29

6
13

20
27

3
10

17
24

1
8

15
22

29
5

12
19

26
2

9
16

23

SPRING BREAK   College 
M

onths
DIGITAL 

SEM
 (G

oogle; Yahoo & Bing) 
5 

61,000 
$61.0 

1
1

1
1

1
1

Re-targeting 
5 

3,750,000 
$15.0 

1
1

1
1

1
1

Paid Social (FB, Instagram
, Snapchat)

5 
11,228,500 

$44.9 
1

1
1

1
1

1
Device ID Targeting (Universities)

2.5 
3,846,154 

$25.0 
1

1

PRINT 
Spring Break G

uide (FP4C - Annual)
3 

500,000 
$3.9 

1

Spring Break Subtotal 
$149.8 

Leisure - Fam
ilies (Texas including RG

V)
DIGITAL 

SEM
 (G

oogle; Yahoo & Bing) 
4.5 

20,455 
$22.5 

1
1

1
1

1
Re-targeting  

4.5 
1,300,000 

$5.2 
1

1
1

1
1

Paid Social (FB, Instagram
)

4.5 
5,625,000 

$22.5 
1

1
1

1
1

Spring Break Subtotal 
26,331,108 

$50.2 

G
ross $

 
FY19 Spring Break Total:

$200,000 
FY19 Spring Break Contigency:

$0 
FY19 OVERALL TOTAL:

$2,123,289 

Spring Break Im
pressions Total:

26,331,108 

 $75,300 
 $124,700 

 $- 
 $- 

AUGUST
SEPTEMBER

FY19 Q
1 Total

FY19 Q
2 Total

FY19 Q
3 Total

FY19 Q
4 Total

Media Vehicle
APRIL

MAY
JUNE

JULY
OCTOBER

NOVEMBER
DECEMBER

JANUARY
FEBRUARY

MARCH
2019 MEDIA CAMPAIGN

Q1 FY19
Q2 FY19

Q3 FY19
Q4 FY19

South Padre Island Convention & Visitors Bureau
FY19 Spring Break Media Plan

FISCAL YEAR 2019

Legend:
Audience 2: Young Fam

ilies, 30-54:     
Audience 2A: O

lder Fam
ilies, 55+:

Audience 5: Collegiate Spring Break :

Audience
5

Audience
2 &

 2A



Item No 3b 
 

CITY OF SOUTH PADRE ISLAND 
ADVISORY BOARD WORKSHOP 

AGENDA REQUEST FORM  
 
MEETING DATE:   May 30, 2019    
 
NAME & TITLE: Ed Caum, CVB Director    
 
DEPARTMENT: South Padre Island Convention and Visitors Bureau      
 

ITEM  
  
Presentation and discussion regarding FY 2019/2020 Marketing Budget and overview.  
 

b) Incremental Enhancements 
• Fall Texas Incremental 
• Spring Break College Roadshow Incremental 
• Frontier Airlines Incremental (Denver/Chicago – Harlingen International Airport) 
• Spring Break Collegiate Incremental 
• Summer 2020 Incremental 

 

ITEM BACKGROUND  
 
The CVA Board held their regular meeting on Wednesday, May 22, 2019. Discussion was held regarding 
2019/20 FY proposed Media Flowchart and Marketing Budget. Chairman Salazar made the recommendation for 
a workshop to discuss 2019/20 FY Marketing Budget. 
 

BUDGET/FINANCIAL SUMMARY 
 
02-594 Marketing Budget 
 

COMPREHENSIVE PLAN GOAL 
 
Policy 1.1.5: The City should continue to market the Island’s unique character and assets aggressively. 
Capturing the South Padre Island experience, distilling it into a marketing theme, and capitalizing on its 
message is critical for econoPic develoSPent efforts. The Island’s eclectic style is a valuable economic 
commodity. 
 
LEGAL REVIEW   
 
Sent to Legal:   YES:  ___________  NO: ___X_______ 
 
Approved by Legal:  YES:  ___________  NO: ___X_______ 
 
Comments:   
 

RECOMMENDATIONS/COMMENTS 



#
Gross $

INS/weeks
Impressions

(000)
1

8
15

22
29

5
12

19
26

3
10

17
24

Tyler/Longview/Lufkin/Nacogdoches, Harlingen/W
eslaco/McAllen/Brownsville (Upper Valley only)

W
eeks

DIGITAL 
Device ID Targeting 

11 
5,307,692 

$53.7
Paid Social (FB, IG, Twitter, Pinterest)

11 
6,431,377 

$40.0
Programmatic: Video | Display | Mobile

11 
3,875,000 

$25.7
Matador Network Branded Articles (3 Articles)

11 
900,000 

$34.3
SpotX Digital Video (W

eather Trigger)
11 

2,380,952 
$28.6

Digital OOH + re-targeting
11 

2,166,667 
$27.4

VRBO (Link-In Custom Page) 
Flighted through year 

TBD 
$28.6

Gum Gum Ads (In-Screen Animated/Static)
11 

576,923 
$19.4

E-mail Blasts 
3 

2,142,855 
$17.1

OUTDOOR 
La Plaza Mall (McAllen) Interactive Display

8 
TBD 

$25.1
    Includes (1) Large Format Digital Board & (3) Digital Ad Panels
Subtotal FY19 Fall M

edia Plan:
18,473,774 

$300.0

TOTAL FY19 FALL: 
$300.0

TOTAL FY19 FALL IMPRESSIONS:
18,473,774 

DECEMBER
Media Vehicle
DMA's: W

aco/Tem
ple/Bryan, Detroit, Denver, Chicago, Odessa/Midland. Minneapolis/St. Paul, Corpus Christi, San Antonio, Austin, Houston,

FISCAL YEAR 2019
$300K FALL FY19 MEDIA CAMPAIGN

Q1 FY19
Market

OCTOBER
NOVEMBER



#
G

ross $
INS/weeks

Est. Im
pressions

(000)
1

8
15

22
29

5
12

19
26

3
10

17
24

31
7

14
21

28
4

11
18

25
4

11
18

25
1

8
15

22
29

6
13

20
27

3
10

17
24

1
8

15
22

29
5

12
19

26
2

9
16

23

SPRING BREAK   College 
M

onths
Device ID Targeting (Universities)/SEM

4.5 
5,721,023 

$50.0 
1

1
1

Spring Break Subtotal 
5,721,023 

$50.0 

G
ross $

 
FY19 Spring Break Total:

$49,999 
FY19 Spring Break Contigency:
FY19 Spring Break Contigency:

Spring Break Im
pressions Total:

5,721,023 

 $49,999 
 $- 

 $- 
 $- 

JULY
AUGUST

Media Vehicle

FY19 Q
1 Total

FY19 Q
2 Total

FY19 Q
3 Total

FY19 Q
4 Total

SEPTEMBER
APRIL

MAY
JUNE

OCTOBER
NOVEMBER

DECEMBER
JANUARY

FEBRUARY
MARCH

2019 MEDIA CAMPAIGN
Q1 FY19

Q2 FY19
Q3 FY19

Q4 FY19

South Padre Island Convention & Visitors Bureau
FY19 Spring Break Media Plan

FISCAL YEAR 2019

Legend:
Audience 2: Young Fam

ilies, 30-54:     
Audience 2A: O

lder Fam
ilies, 55+:

Audience 5: Collegiate Spring Break :

Audience
5



#
G

ross $
INS/weeks

Est. Im
pressions

(000)
1

8
15

22
29

5
12

19
26

3
10

17
24

31
7

14
21

28
4

11
18

25
4

11
18

25
1

8
15

22
29

6
13

20
27

3
10

17
24

1
8

15
22

29
5

12
19

26
2

9
16

23

Frontier Airlines (Denver & Chicago)
M

onths
DIGITAL 

ATD Program
m

atic
3.0 

15,594,096 
$100.0 

1
1

Frontier Total: 
15,594,096 

$100.0 

G
ross $

 
FY19 Frontier Total:

$100,000 
FY19 Spring Break Contigency:
FY19 Spring Break Contigency:

Frontier Im
pressions Total:

15,594,096 

South Padre Island Convention & Visitors Bureau
FY19 Frontier Plan 

FISCAL YEAR 2019

OCTOBER
NOVEMBER

DECEMBER
JANUARY

FEBRUARY
MARCH

2019 MEDIA CAMPAIGN
Q1 FY19

Q2 FY19
Q3 FY19

Q4 FY19
JULY

AUGUST
Media Vehicle

FY19 Q
1 Total

FY19 Q
2 Total

FY19 Q
3 Total

FY19 Q
4 Total

SEPTEMBER
APRIL

MAY
JUNE

 $100,000 
 $- 

 $- 
 $- 



#
Gross $

INS/weeks
Est. Impressions

(000)
31

7
14

21
28

4
11

18
25

4
11

18
25

SPRING BREAK   College 
Insertions/W

eeks
DIGITAL 

**Device ID Targeting
5

1,142,857
$9.1 

1
**Paid Social (Instagram, Snapchat, FB)

5
2,666,667

$18.3 
1

**SEM/PPC
5

6,000 clicks
$10.3 

1
**YouTube Video (:15 or :30)

5
538,462

$8.0 
1

Pre-roll Video (ZIPs :15 or :30)
5

514,077
$7.6 

1
Connected TV/OTT (SA, Austin, Dallas, Houston)

5
625,000

$26.9 
1

E-mail Blast #1 (Texas & Oklahoma College Students)
1

154,882
$1.2 

1
E-mail Blast #2 (To Openers of E-blast #1)

1
TBD 

$0.6 
1

Re-blast #3 (To Non-Openers)
1

TBD 
Added Value

The Daily Texan (UT Austin) Online Rectangle
4

320,000
$1.9 

1
The Daily Texan (UT Austin) Mobile Banner

2
160,000

$1.1 
1

The Daily Texan (UT Austin) E-Newsletter
2

11,400
Added Value

The University Star (Texas State) Online - Leaderboard
4

TBD 
$0.6 

1
The University Star (Texas State)- Facebook 

5
TBD 

$0.3 
1

The University Star (Texas State) - Twitter 
5

TBD 
$0.3 

1

OOH 
UT Austin Campus Permanent Bulletin (Guadalupe/Nueces)

4
537,128

$7.4 
1

  Production Cost
$0.8 

1

PRINT 
The University Star Newspaper (Texas State) - Front Strip - Spring Break Edition (Tuesday)

1
5,000

$0.6 
1

The Daily Texan Newspaper (UT Austin) - Front Strip - (Various Days)
4

48,000
$2.1 

1
The Daily Texan Newspaper (UT Austin) -  SXSW

 Special Edition
1

12,000
$0.6 

1
The Paisano Newspaper (UTSA) - Front Strip - Tuesday

2
14,000

$1.1 
1

1

TV 
UT Austin - Student TV Station (120 :15 spots)

4
1,000,000

$1.1 
1

Spring Break Subtotal 
7,749,473 

$100.0 

Gross $
 

FY19 Spring Break Total:
$100,000 

FY19 Spring Break Contigency:
FY19 Spring Break Contigency:

Spring Break Im
pressions Total:

7,749,473 

South Padre Island Convention & Visitors Bureau
FY19 $100k Spring Break Media Push

Media Vehicle
Target: **University List +  Add Texas Schools & Oklahom

a Schools
JANUARY

FEBRUARY
MARCH

FISCAL YEAR 2019
2019 MEDIA CAMPAIGN

Q2 FY19

Legend:
Audience 2: Young Fam

ilies, 30-54:     
Audience 2A: O

lder Fam
ilies, 55+:

Audience 5: Collegiate Spring Break :



#
Gross $

INS/weeks
Est. Im

pressions
(000)

27
3

10
17

24
1

8
15

22
29

5
12

19
26

2
9

16
23

SUMMER FAMILY PLAN:
RIO GRANDE VALLEY (UPPER ONLY) 

Insertions/W
eeks

`
DIGITAL 

OTT Stream
ing (cord-cutters)

14
878,598

$20.0 
Paid Social (Instagram

, FB)
14

1,666,667
$12.0 

Pandora
14

525,000
$6.0 

BROADCAST 
Radio

8
TBD

$10.0 
1

Cable (:30 RGV - 6821/M
cAllen)

10
1,464,340

$22.0 
1

TEXAS (Houston, Dallas, Austin, San Antonio) 
DIGITAL 

E-blasts (4 m
arkets)

4
1,250,000

$10.0 
1

1
R

1
1

Re-blasts (to non-openers)
4

Non-Openers
Added Value

R
R

R
R

Pandora
14

2,187,500
$25.0 

MEXICO 
DIGITAL 

**Paid Social (Instagram
, Snapchat, FB)

14
1,333,333

$8.0 

BROADCAST 
Cable /TV (M

onterrey)
6

TBD
$20.0 

1
Radio (M

onterrey)
8

TBD
$12.0 

1

SEATTLE 
DIGITAL 

**Paid Social (Instagram
, Snapchat, FB)

14
833,333

$5.0 

Sum
m

er Subtotal 
10,138,771 

$150.0 

Gross $
 

FY19 Sum
m

er Total:
$150,000 

FY19 Spring Break Contigency:
FY19 Spring Break Contigency:

Sum
m

er Im
pressions Total:

10,138,771 

South Padre Island Convention & Visitors Bureau
FY19 $150k Sum

m
er Media Push

FISCAL YEAR 2019

Target: Fam
ilies, Audience 2 & 2A

2019 MEDIA CAMPAIGN
Q3 FY19

Q4 FY19
JUNE

JULY
AUGUST

SEPTEMBER

11 111 1

Media Vehicle

Legend:
Audience 2: Young Fam

ilies, 30-54:     
Audience 2A: O

lder Fam
ilies, 55+:



Item No 3c 
 

CITY OF SOUTH PADRE ISLAND 
ADVISORY BOARD WORKSHOP 

AGENDA REQUEST FORM  
 
MEETING DATE:   May 30, 2019    
 
NAME & TITLE: Ed Caum, CVB Director    
 
DEPARTMENT: South Padre Island Convention and Visitors Bureau      
 

ITEM  
  
Presentation and discussion regarding FY 2019/2020 Marketing Budget and overview. 
 
c) Board Members Discussion   
 

ITEM BACKGROUND  
 
The CVA Board held their regular meeting on Wednesday, May 22, 2019. Discussion was held regarding 
2019/20 FY proposed Media Flowchart and Marketing Budget. Chairman Salazar made the recommendation for 
a workshop to discuss 2019/20 FY Marketing Budget. 
 

BUDGET/FINANCIAL SUMMARY 
 
02-594 Marketing Budget 
 

COMPREHENSIVE PLAN GOAL 
 
Policy 1.1.5: The City should continue to market the Island’s unique character and assets aggressively. 
Capturing the South Padre Island experience, distilling it into a marketing theme, and capitalizing on its 
message is critical for economic development efforts. The Island’s eclectic style is a valuable economic 
commodity. 
 
LEGAL REVIEW   
 
Sent to Legal:   YES:  ___________  NO: ___X_______ 
 
Approved by Legal:  YES:  ___________  NO: ___X_______ 
 
Comments:   
 

RECOMMENDATIONS/COMMENTS 



FY19 Sum
m

er Increm
ental C

am
paign

June -A
ugust 2019

B
udget:$150,000

O
bjectives
•

B
oost fam

ily visitation during sum
m

er season 
•

M
ake travelers aw

are of South Padre Island’s plethora of activities 
•

Increase aw
areness of and visitation to C

V
B

 w
ebsite 

•
P

rovide m
ultiple touch points for the m

essage 
•

U
tilize m

edia w
ith a high and efficient reach against various target audiences 

•
M

onitor response-rates, use C
P

I (cost-per-inquiry), G
oogle A

nalytics, C
P

C
 (cost per click) etc., 

as contributing criteria for m
edia selection 

Target Audience: Leisure Travelers/ Fam
ilies 25-54 w

ith H
H

I $75k

G
eography:Texas &

 M
exico

•
H

eavy em
phasis on R

G
V

 (focus on upper V
alley only)

•
D

rive/Fly m
arkets: H

ouston, D
allas, A

ustin, S
an A

ntonio
•

M
onterrey, R

eynosa, Tam
aulipas, G

arcia, S
altillo, S

an N
icolas, G

uadalupe, S
an P

edro G
arza, 

S
an Luis P

otosi 

R
ecom

m
ended M

edia
•

B
roadcast (TV

, R
adio)

•
Internet 

•
(P

aid social, E
-blasts, P

andora, O
TT S

tream
ing) 



D
allas/H

ouston

Austin
R

G
V

San Antonio



FY19 Spring B
reak Increm

ental (C
M

G
 &

 Inertia)
O

ctober 22, 2018 -M
arch 17, 2019

B
udget:$49,999

O
bjectives
•

U
tilize D

evice ID
 targeting for S

pring B
reak

•
Identify specific universities in target locations

•
M

obile and tablet
•

5.7M
M

 im
pressions

•
O

nce the device is identified, the ad is served and follow
s the device

•
Influenced Location V

isit R
ate (iLV

R
)

•
N

um
ber of visitors attributed to a cam

paign
•

Location true lift study
•

D
eterm

ine increm
ental lift by com

paring those consum
ers exposed to an ad vs. 

those not exposed, w
ho then visited after the ad w

as served. 

Target Audience: C
ollegiate S

pring B
reak

G
eography:C

M
G

 &
 Inertia Tours (Targeted S

chool List)
•

M
I, M

N
, S

D
, O

H
, IL, IA

, N
B

, K
S

, M
I, W

I, ID
, A

R
, O

K
, TX

R
ecom

m
ended M

edia
This cam

paign ran in conjunction w
ith the current proposed S

pring B
reak plan running from

 
10/22/18 -3/17/19:

•
S

E
M

 &
 P

aid S
ocial

•
R

e-targeting &
 D

evice ID

C
M

G
D

evice ID
Inertia Tours 

D
evice ID

C
M

G
SEM

Inertia
SEM

TO
TAL

Im
pressions 

898,391

C
licks: 2,062

C
TR

: 0.23%

Im
pressions

1,588,664

C
licks: 3,327

C
TR

: 0.21%

Im
pressions

88,646

C
licks: 3,587

C
TR

: 4.05%

Im
pressions

37,864

C
licks: 2,808

C
TR

: 7.42%

Im
pressions

2,613,565

C
licks: 11,784

C
TR

: 0.45%

•
D

evice ID
drove a total of 639 visitors to the Island at an average of $28 per 

visitor.
•

SEM
perform

ed as the num
ber one source of traffic to the site for this 

cam
paign w

ith an overall C
P

C
 of $3.30.



FY19 Spring B
reak M

edia A
pproach

O
ctober 22, 2018 -M

arch 17, 2019
B

udget: $148,165.14

O
bjectives
•

U
tilize D

evice ID
 targeting for S

pring B
reak

•
U

tilize P
aid S

ocial for prom
oting S

pring B
reak Fam

ily through social channels
•

R
etargeting (S

pring B
reak Fam

ily &
 C

ollegiate)

Target Audience: C
ollegiate S

pring B
reak/ Fam

ilies

G
eography:C

om
bined C

M
G

/Inertia S
chool Lists &

 Texas
•

D
rive/Fly m

arkets: H
ouston, D

allas, A
ustin, S

an A
ntonio

R
ecom

m
ended M

edia
Included S

E
M

 (G
oogle, Yahoo, B

ing); R
etargeting; S

ocial (Facebook, Instagram
, S

napchat, 
Tw

itter and P
interest); D

evice ID

D
igital B

anners

Print Ads/Front Strips
Social M

edia



Fam
ily Spring B

reak



FY19 Spring B
reak Push

O
ctober 22, 2018 -M

arch 17, 2019
B

udget: $100,000

O
bjectives
•

U
tilize D

evice ID
 targeting for S

pring B
reak

•
Identify specific universities in target locations

•
M

obile and tablet
•

5.7M
M

 im
pressions

•
O

nce the device is identified, the ad is served and follow
s the 

device
•

Influenced location V
isit rate (iLV

R
)

•
N

um
ber of visitors attributed to a cam

paign
•

Location true lift study
•

D
eterm

ine increm
ental lift by com

paring those consum
ers 

exposed to an ad vs. those not exposed, w
ho then visited after 

the ad w
as served. 

Target Audience: C
ollegiate S

pring B
reak

G
eography:C

om
bined C

M
G

 &
 Inertia S

chool Lists 

R
ecom

m
ended M

edia
This cam

paign ran in conjunction w
ith the current proposed S

pring B
reak plan 

running from
 10/22/18 -3/17/19:

•
S

E
M

 &
 P

aid S
ocial

•
R

e-targeting &
 D

evice ID

SEM
Facebook

Instagram
Snapchat

D
evice ID

U
niversity Star

Im
pressions 

68,767

C
licks: 4,420

C
TR

: 6.43%

Im
pressions

219,053

C
licks: 8,193

C
TR

: 3.74%

Im
pressions

1,706,981

C
licks: 8,574

C
TR

: 0.50%

Im
pressions

1,812,278

C
licks: 23,866

C
TR

: 1.32%

Im
pressions

1,064,975

C
licks: 2,757

C
TR

: .26%

Im
pressions

10,478

C
licks: 248

C
TR

: 2.37%

Video
SPO

T X
YouTube

The D
aily Texan

Eblasts
TO

TA
L

Im
pressions 

1,158,166

C
licks: 1,805

C
TR

: .16%

Im
pressions

681,526

C
licks: 644,860

C
TR

: 94.62%

Im
pressions

281,089

C
licks: 795

C
TR

: 0.28%

Im
pressions

357,437

C
licks: 392

C
TR

: 0.11%

Im
pressions

309,764

O
pens: 65,039

O
pen R

ate: 21.2%
C

licks: 6,288
C

TR
: 2.0%

Im
pressions

7,750,628

C
licks: 59,615

C
TR

: .77%
C

onversions: 
3,695

•
SEM

 perform
ed w

ith the strongest C
TR

 across the additional platform
s/m

edia
•

D
evice ID

 ranks as the best perform
ing platform

 based on conversion num
bers, providing the 

highest volum
e of conversions (visitorations) than any other platform

 for this additional 
budget.

•
Instagram

 and
Snapchat ranked second and third best perform

ing platform
s based on total 

num
ber of conversions, w

ith som
e of the best cost per click

and cost per conversions.



U
T C

am
pus B

illboard
Spot X

E-blasts



Ads



FY19 C
hicago/D

enver Frontier Increm
ental

N
ovem

ber 12, 2018 -February 2, 2019 (12 w
eeks)

B
udget: $100,000/ D

enver ($60k) &
 C

hicago ($40k)

O
bjectives

Support Frontier Airlines’ new
 direct flights from

 D
enver and C

hicago to Valley 
International A

irport (H
R

L) to drive ticket sales for the D
ecem

ber flight launch.

Target Audience: 
•

W
inter Texans/R

etirees 65+ w
ith H

H
I $75k+

•
A

dults 25-54 w
/o children w

ith H
H

I $75k+

G
eography:D

enver and C
hicago

R
ecom

m
ended M

edia
U

tilize a blend of program
m

atic O
O

H
 (outdoor) and digital (program

m
atic, D

evice IS
, 

P
aid S

ocial) in an effort to increase aw
areness of new

 flight w
ith individuals that are 

likely or in-m
arket for travel to a beach destination.

•
P

rogram
m

atic O
O

H
•

D
evice ID

 Targeting
•

C
ross P

latform
 M

obile &
 D

isplay
•

Facebook
•

Instagram

Estim
ated Im

pressions: D
enver (8,899,230)/ C

hicago (6,078,600)

Program
m

atic
D

evice ID
D

O
O

H
TO

TA
L*

w
ith D

O
O

H
 

Im
pressions

TO
TA

L

Im
pressions 

3,499,504

C
licks: 4,745

C
TR

: 0.14%

Im
pressions

6,111,201

C
licks: 12,235

C
TR

: 0.18%

Im
pressions

1,236,669
Im

pressions
16,051,403

C
licks: 25,196

C
TR

: .16%

Im
pressions

14,814,734

C
licks: 25,196

C
TR

: 0.17%

Program
m

atic: W
e used four different targeting strategies for our program

m
atic 

cam
paign:

•
W

hitelist S
ites: .08%

 C
TR

•
C

ontextual Targeting: .12%
 C

TR
•

B
ehavioral Targeting: .12%

 C
TR

•
G

eo-fencing: .13%
 C

TR

D
evice ID

:Tow
ards the end of this cam

paign w
e added in Los A

ngeles and S
eattle geos 

to target origin flights to S
outh P

adre Island. W
hen w

e added in the LA
 and S

eattle 
cam

paigns, w
e saw

 a spike in perform
ance w

ith LA
 sitting at .26%

 C
TR

 and S
eattle had a 

.22%
 C

TR
.

D
O

O
H

: W
e surpassed our booked im

pressions for D
O

O
H

 due to our ability to buy venues 
program

m
atically. 



Seattle
Los Angeles

D
enver

C
hicago



B
illboard

C
ross Platform

 M
obile

C
ross Platform

 D
isplay



FY19 Fall C
am

paign
O

ctober -D
ecem

ber (Leisure: S
houlder S

easons)
B

udget:$300,000

O
bjectives
•

B
oost visitation during shoulder season 

•
M

ake travelers aw
are of South Padre Island’s plethora of activities 

•
Increase aw

areness of and visitation to the C
V

B
 w

ebsite 
•

P
rovide m

ultiple touch points for the m
essage 

•
U

tilize m
edia w

ith a high and efficient reach against various target audiences 
•

M
onitor response-rates, use C

P
I (cost-per-inquiry), G

oogle A
nalytics, C

P
C

 (cost per 
click) etc., as contributing criteria for m

edia selection 

Target Audience: 
•

W
inter Texans &

 A
dults/R

etirees 55+ w
ith H

H
I $75k+

•
A

25-54 w
/ very sm

all children in H
H

 (0-3, not of school age) w
ith H

H
I $75k+ 

G
eography:D

M
A

's: W
aco/Tem

ple/B
ryan, D

etroit, D
enver, C

hicago, O
dessa/M

idland. 
M

inneapolis/S
t. P

aul, C
orpus C

hristi, A
ustin, 

S
an A

ntonio, H
ouston, Tyler/Longview

/Lufkin/N
acogdoches, 

H
arlingen/W

eslaco/M
cAllen/Brow

nsville (U
pper V

alley only) 

R
ecom

m
ended M

edia: D
igital &

 Interactive O
O

H
 including P

aid S
ocial, M

atador N
etw

ork, 
S

pot X D
igital V

ideo, E
-blasts, G

um
 G

um
 A

ds
Texas M

onthly



Program
m

atic

Program
m

atic
SPO

T X



M
atador N

etw
ork

Expedia



D
igitalEdge

P
hase 1/ M

arch -A
ugust 2018

B
udget: $49,800

About D
igitalEdge M

arketing
W

ith 75 years of D
M

O
 and hotel sales and m

arketing experience w
e develop m

eetings, leisure
and sports

m
arketing solutions for som

e of 
the coolest destinations in the country.

O
bjectives

C
reate a strategic approach to m

eetings m
arket and generate viable leads for C

V
B

 sales team
 to develop

R
ationale

The C
V

B
 m

eetings m
arketing cam

paign needs focus and concise m
essaging to ensure w

e are generating valuable leads. W
ith new

 leads, the 
C

V
B

 sales team
 w

ill have a stronger opportunity to develop the relationship to get the R
FP

 and drive m
ore business to S

outh P
adre Island. 

Target Audience: M
eeting P

lanners

Phase 1 D
eliverables

•
S

ite V
isit/A

udit
•

E
valuate C

urrent P
lan, database and reports

•
V

ideo D
evelopm

ent
•

C
ontent M

arketing/ M
eetings W

ebsite A
udit &

 S
trategy


