




Item No. 4.1

CITY OF SOUTH PADRE ISLAND
CONVENTION AND VISITORS ADVISORY BOARD

AGENDA REQUEST FORM

MEETING DATE: July 22, 2020

NAME & TITLE: Linette Hernandez

DEPARTMENT: Convention and Visitors Bureau 

ITEM
Approve the meeting minutes for June 24, 2020 regular meeting. (Salazar)

ITEM BACKGROUND
N/A

BUDGET/FINANCIAL SUMMARY
N/A

COMPREHENSIVE PLAN GOAL
N/A

LEGAL REVIEW
Sent to Legal:  No
Approved by Legal:  No

RECOMMENDATIONS/COMMENTS:

3



CVAB Meeting Minutes 6-24-2020

MEETING MINUTES
CONVENTION AND VISITORS ADVISORY BOARD REGULAR MEETING

CITY OF SOUTH PADRE ISLAND

WEDNESDAY, JUNE 24, 2020

I. CALL TO ORDER
The Convention and Visitors Advisory Board of the City of South Padre Island, Texas held a Regular 
Meeting on Wednesday, June 24, 2020 at the South Padre Island City Council Chambers, 4601 Padre 
Boulevard, South Padre Island, Texas. Vice Chairman Tom Goodman called the meeting to order at 9:00 
a.m. A quorum was present: Board Members Bob Friedman, Arnie Crenin, Chad Hart and Pamela Romer. 
Absent were Chairman Daniel Salazar and Board Member Bryan Pinkerton.

City Officials: City Manager Randy Smith and City Council Member Ken Medders

CVB Staff: CVB Director Ed Caum, Office Manager/Accountant Lori Moore, Event Development and 
Packaging Manager Marisa Amaya, Marketing and Communications Specialist Matthew Lee, and 
Administrative Assistant Linette Hernandez. 

II. PLEDGE OF ALLEGIANCE
Vice Chairman Tom Goodman led the Pledge of Allegiance.

III. PUBLIC COMMENTS AND ANNOUNCEMENTS: None

IV. APPROVE CONSENT AGENDA

4.1. Approve the meeting minutes for the May 20, 2020 regular meeting. Board Member 
Pamela Romer made a motion to approve the meeting minutes, seconded by Board 
Member Chad Hart. Motion carried.  

4.2. Approve the excused absences for Board Members Arnie Crenin, Bryan Pinkerton, and 
Bob Friedman for the May 20, 2020 regular meeting. Board Member Pamela Romer made 
a motion to approve the excused absences, seconded by Board Member Chad Hart. Motion 
carried.  
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V. REGULAR AGENDA

5.1. Discussion and recommendation to City Council to approve FY 2020-2021 draft budget 
for Events Marketing (593) and Marketing (594). CVB Director Ed Caum went to the 
podium for an explanation of the proposed draft budget for marketing. CEO Steve Atkins, 
of the Atkins Group, spoke at the podium and provided insight into current marketing 
strategies and marketing plans.  After much discussion, Board Member Bob Friedman 
made the motion to approve the draft budget for marketing, seconded by Pamela Romer. 
Motion carried unanimously.

5.2. Discussion and recommendation to City Council to approve The Atkins Group contract 
extension for FY 2020/2021. CVB Director Ed Caum went to the podium with an update 
on The Atkins Group Contract and recommendation to approve the draft contract and 
forward to City Council. CEO Steve Atkins, of the Atkins Group, to the podium for 
discussion and explanation of the draft contract. After much discussion Board Member 
Pamela Romer made the motion to table item 5.2, seconded by Board Member Arnie 
Crenin. Motion carried on a 4 to 1 vote, with Vice Chairman Tom Goodman casting a nay 
vote.

5.3. Discussion, presentation, and possible action to approve the marketing plan for August 
and September 2020. CVB Director Ed Caum went to the podium to present. After a brief 
discussion, Board Member Bob Friedman made the motion to approve the marketing plan, 
seconded by Board Member Pamela Romer. Motion carried unanimously.

5.4. Discussion and action to approve the funding request for Sandcastle Days October 2020. 
Event Development and Packaging Manager Marisa Amaya to the podium to discuss the 
event's history and provide information on SEC’s funding amount recommendation. After 
a brief discussion, Board Member Bob Friedman made the motion to approve the funding 
request in the amount of $35,000 for Sandcastle Days October 2020, seconded by Board 
Member Arnie Crenin. Motion carried unanimously.

5.5. Discussion and action to approve the funding request for SPI Kite Fest February 2021. 
Event Development and Packaging Manager Marisa Amaya to the podium to discuss the 
event's history and provide information on SEC’s funding amount recommendation. After 
a brief discussion, Board Member Pamela Romer made the motion to approve the funding 
request in the amount of $22,150, and an In-Kind donation of three days of the SPI 
Convention Centre for a total of $7,5000 for SPI Kite Fest February 2021, seconded by 
Board Member Arnie Crenin. Motion carried unanimously.
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5.6. Discussion and action to approve the funding request for Ride to Rotary October 2020. 
Event Development and Packaging Manager Marisa Amaya to the podium to discuss the 
event's history and provide information on SEC’s funding amount recommendation. After 
a brief discussion, Board Member Bob Friedman made the motion to approve the funding 
request in the amount of $1,500 for Ride to Rotary October 2021, seconded by Board 
Member Chad Hart. Motion carried unanimously.

5.7. Presentation and discussion regarding the Directors' Report and the following topics. CVB 
Director Ed Caum provided an update on the CVB staff and discussion on new procedures 
for SPI Convention Centre due to COVID-19.
*Marketing and Communications
*Social Media
*Research and Analytics

5.8. Discussion and update regarding South Padre Island's hotel/VRM's booking numbers for 
Summer 2020 and factors to watch for going into Fall and Winter 2020. Vice Chairman 
Tom Goodman led a discussion on issues that are being faced due to COVID-19. Board 
members discussed booking cancellations and concerns from visitors. Brief discussion and 
overview of the South Padre Island’s hotel and VRM’s current status and suggestions and 
ideas on how to move forward.

5.9. Discussion and possible action concerning new meeting date for July 2020. A Special 
Meeting was scheduled for July 8, 2020 and a regular meeting was scheduled for July 22, 
2020.

VI. ADJOURN

There being no further business, Vice Chairman Tom Goodman adjourned the meeting at 10:50pm.

_________________________________________
Linette L. Hernandez, CVB Administrative Assistant

Approved:

________________________________________
Daniel Salazar, CVA Chairman
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Item No. 5.1

CITY OF SOUTH PADRE ISLAND
CONVENTION AND VISITORS ADVISORY BOARD

AGENDA REQUEST FORM

MEETING DATE: July 22, 2020

NAME & TITLE: Linette Hernandez

DEPARTMENT: Convention and Visitors Bureau 

ITEM
Discussion and recommendation to City Council to approve The Atkins Group contract extension for FY 2020-2021.
(Caum)

ITEM BACKGROUND
Agenda item 5.1 was tabled at the June 24, 2020 regular meeting. 

BUDGET/FINANCIAL SUMMARY
N/A

COMPREHENSIVE PLAN GOAL
N/A

LEGAL REVIEW
Sent to Legal:  No
Approved by Legal:  No

RECOMMENDATIONS/COMMENTS:
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Item No. 5.2

CITY OF SOUTH PADRE ISLAND
CONVENTION AND VISITORS ADVISORY BOARD

AGENDA REQUEST FORM

MEETING DATE: July 22, 2020

NAME & TITLE: Ed Caum, CVB Director

DEPARTMENT: Convention and Visitors Bureau 

ITEM
Discussion and action to approve the funding request for Spartan North American Kids Championship in November
2021, contingent upon the hotel occupancy tax collection. (Amaya)

ITEM BACKGROUND
N/A

BUDGET/FINANCIAL SUMMARY
N/A

COMPREHENSIVE PLAN GOAL
N/A

LEGAL REVIEW
Sent to Legal:  No
Approved by Legal:  No

RECOMMENDATIONS/COMMENTS:

21



	

1		

 
 
 
 
 
 
 
 
 
 
 
 
 

South	Padre	Island	Convention	&	Visitors	Bureau	

South	Padre	Island	Tax	
Funding	Application	
Hotel	Occupancy	Tax	Use	Guidelines	Under	Texas	State	Law	
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APPLICATION	FOR	INITIAL	FUNDING	
	
Today’s	Date:					 	

	
	

ORGANIZATON	INFORMATION	
	
Name	of		Organization:			 	

	

Address:			 	
	

City,	State,	Zip:			 	
	

Contact	Name:		 	 Contact	Email:			 	
	

Contact	Office	Phone	Number:		 	
	

Contact	Cell	Phone	Number:				 	
	

Website	Address	for	Event	or	Sponsoring	Entity:			 	
	

Non-Profit	or	For-Profit	status:		 	 Tax	ID	#:		 	
	

Entity’s	Creation	Date:				 	
	

Purpose	of	your	organization:	
																																																																																																																																																																																																													

				 	 	 	 	 	 	 	 	 	 	 	 	 	

				 	 	 	 	 	 	 	 	 	 	 	 	 	
	
	
	

EVENT	INFORMATION	
	
Name	of	Event:			 	

	

Date(s)	of	Event:			 	
	

Primary	Location	of	Event:		 	
	

Amount	Requested:			 	
	

Primary	Purpose	of	Funded	Activity/Facility:	
																																																																																																																																																																																																												

				 	 	 	 	 	 	 	 	 	 	 	 	 	

				 	 	 	 	 	 	 	 	 	 	 	 	 			

23



3	

How	will	the	hotel	tax	funds	be	used:	(please	attach	a	list	of	the	hotel	tax	funded	expenditures?	

Percentage	of	Hotel	Tax	Support	of	Related	Costs	

				Percentage	of	Total	Event	Costs	Covered	by	Hotel	Occupancy	Tax	

				Percentage	of	Total	Annual	Facility	Costs	Covered	by	Hotel	Occupancy	Tax	for	the	Funded	Event	

	Percentage	of	Annual	Staff	Costs	Covered	by	Hotel	Occupancy	Tax	for	the	Funded	Event	

If	staff	costs	are	covered,	estimate	percentage	of	time	staff	spends	annually	on	the	funded	event(s)	
compared	to	other	activities		 %	

Are	you	asking	for	any	cost	reductions	for	city	facility	rentals	or	city	services,	and	if	so,	please	quantify	and	
explain:	

Which	Category	or	Categories	Apply	to	Funding	Request	&	Amount	Requested	Under	Each	Category:	

a) Convention	Center	or	Visitor	Information	Center:	construction,	improvement,	equipping,	repairing, 
operation,	and	maintenance	of	convention	center	facilities	or	visitor	information	centers,	or	both. 
Amount	requested	under	this	category:	$

b) Registration	of	Convention	Delegates:	furnishing	of	facilities,	personnel,	and	materials	for	the 
registration	of	convention	delegates	or	registrants.	Amount	requested	under	this	category:	$

c) Advertising,	Solicitations,	Promotional	programs	to	attract	tourists	and	convention	delegates	or 
registrants	to	the	municipality	or	its	vicinity.	Amount	requested	under	this	category:	$

d) Promotion	of	the	Arts	that	Directly	Enhance	Tourism	and	the	Hotel	&	Convention	Industry:	the 
encouragement,	promotion,	improvement,	and	application	of	the	arts	that	can	be	shown	to	have	some 
direct	impact	on	tourism	and	the	hotel/convention	industry.	The	impact	may	be	that	the	art	facility	or 
event	can	show	hotel	nights	that	are	booked	due	to	their	events	or	that	guest	at	hotels	attend	the	arts 
event.	Eligible	forms	of	art	include	instrumental	and	vocal	music,	dance,	drama,	folk	art,	creative	writing, 
architecture,	design	and	allied	fields,	painting,	sculpture	photography,	graphic	and	craft	arts,	motion 
picture,	radio,	television,	tape	and	sound	recording,	and	other	arts	related	to	the	presentation, 
performance,	execution,	and	exhibition	of	these	major	art	forms:	$

e) Historical	restoration	and	preservation	projects	or	activities	or	advertising	and	conducting 
solicitation	and	promotional	programs	to	encourage	tourists	and	convention	delegates	to	visit 
preserved	historic	sites	or	museums.	Amount	requested	under	this	category:	$

f) Expenses	including	promotional	expenses,	directly	related	to	a	sporting	event	in	which	the majority	
of	participants	are	tourists.	The	event	must	substantially	increase	economic	activity	at hotels	
within	the	city	or	its	vicinity.	Amount	requested	under	this	category:	
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How	many	attendees	are	expected	to	come	to	the	sporting	related	event?				 	
	

How	many	of	the	attendees	are	expected	to	be	from	more	than	75	miles	away?			 	
	

Quantify	how	the	sporting	related	event	will	substantially	increase	economic	activity	at	hotels	within	the	city	
or	its	vicinity?	

	

			 																																																																																																																																																																																																										

			 	 	 	 	 	 	 	 	 	 	 	 	 						

				 	 	 	 	 	 	 	 	 	 	 	 																					
	
g) Funding	transportation	systems	for	transporting	tourists	from	hotels	to	and	near	the	city	to	any	of	the	

following	destinations:	1)	the	commercial	center	of	the	city;	2)	a	convention	center	in	the	city;	3)	other	
hotels	in	or	near	the	city;	and	4)	tourist	attractions	in	or	near	the	city.	Please	note	that	the	ridership	of	any	
such	transportation	must	be	primarily	tourists	to	qualify	for	hotel	tax	funding.	Amount	requested	under	this	
category:	$			 	

	

What	sites	or	attractions	will	tourists	be	taken	to	by	this	transportation?	

				 	 	 	 	 	 	 	 	 	 	 	 	

Will	members	of	the	general	public	(non-tourists)	be	riding	on	this	transportation?			

	 																			
	

What	percentage	of	the	ridership	will	be	local	citizens?				 	
	

h) Signage	directing	tourists	to	sights	and	attractions	that	are	visited	frequently	by	hotel	guests	in	the	
municipality.	Amount	requested	under	this	category:	$	 		 	

	

What	tourist	attractions	will	be	the	subject	of	the	signs?	
			 	 	 	 	 	 	 	 	 	 	 	 	

			 	 	 	 	 	 	 	 	 	 	 	 	
	
	
QUESTIONS	FOR	ALL	FUNDING	REQUEST	CATEGORIES	

	
How	many	years	have	you	held	this	Event?			 												

	

Expected	Attendance:			 																											
	

How	many	people	attending	the	Event	will	use	South	Padre	Island	lodging	establishments?											 	 				

How	many	nights	do	you	anticipate	the	majority	of	the	tourists	will	stay?				 													

Will	you	reserve	a	room	block	for	this	Event	at	an	area	hotel(s)?		 	 	 																																																
	
	
Where	and	how	many	rooms	will	be	blocked?	
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List	other	years	(over	the	last	three	years)	that	you	have	hosted	your	Event	or	Project	with	amount	of	
assistance	given	from	HOT	and	the	number	of	hotel	rooms	used:	

	
Month/Year	Held	 Assistance	Amount	 Number	of	Hotel	Rooms	Used	

	
	

	

	
How	will	you	measure	the	impact	of	your	event	on	area	hotel	activity	(e.g.;	room	block	usage	
information,	survey	of	hoteliers,	etc.)?	

																																																																																																																																																																																																												

				 	 	 	 	 	 	 	 	 	 	 	 	 	

Please	list	other	organization,	government	entities,	and	grants	that	have	offered	financial	support	to	your	
project:			 					

	

Will	the	event	charge	admission?																																						If	so,	what	is	the	cost	per	person?																																															
	

Do	you	anticipate	a	net	profit	from	the	event?				 	
	
If	there	is	a	net	profit,	what	is	the	anticipated	amount	and	how	will	it	be	used?	

																																																																																																																																																																																																												

				 	 	 	 	 	 	 	 	 	 	 	 	 	

All	marketing	and	promotions	will	be	coordinated	through	the	CVA’s	agency,	unless	exempted	from	this	
requirement	by	the	Executive	Director,	in	which	case	all	creative	must	be	pre-approved	by	the	Executive	
Director	(or	designee)	and	payments	will	be	on	a	reimbursement	basis.	Please	list	all	promotion	efforts	your	
organization	is	planning	and	the	amount	estimated	for	each	media	outlet:	

	
• Newspaper:	 $		 	
• Radio:	 $		 	
• TV:	 $		 	
• Website,	Social	Media:	 $		 	
• Other	Paid	Advertising:	 $		 	

	

Anticipated	Number	of	Press	Releases	to	Media:																																												 	

Anticipated	Number	Direct	Emails	to	out-of-town	recipients:																																				

Other	Promotions:																																																																																																																																																																																		

A	link	to	the	CVB	must	be	included	on	your	promotional	handouts	and	in	your	website	for	booking	
hotel	nights	during	this	event.	Are	you	able	to	comply?	 Yes	 No	

	
Will	you	negotiate	a	special	rate	or	hotel/event	package	to	attract	overnight	stays?	

	

[If	we	have	a	tour	operator,	we	will	require	them	to	use	that	service.]	
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What	other	marketing	initiatives	are	you	planning	to	promote	hotel	and	convention	activity	for	this	
event?		

																																																																																																																																																																																																												
				 	 	 	 	 	 	 	 	 	 	 	 	 	

	

Who	is	your	target	audience?																																																																																																																																																																			

	

What	geographic	region(s)	are	you	marketing	to?	

																																																																																																																																																																																																												
				 	 	 	 	 	 	 	 	 	 	 	 	 	
				
If	the	funding	requested	is	related	to	a	permanent	facility	(e.g.	museum,	visitor	center):	

	
• Expected	Visitation	by	Tourists	Monthly/Annually:			 	

• Percentage	of	those	who	visit	the	facility	who	indicate	they	are	staying	at	area	hotels/lodging	
facilities:		 %	(use	a	visitor	log	that	asks	them	to	check	a	box	if	they	are	staying	at	an	area	
lodging	facility)	

	
What	amount	of	event	insurance	do	you	have	for	your	event	and	who	is	the	carrier:	

																																																																																																																																																																																																												

				 	 	 	 	 	 	 	 	 	 	 	 	 	

	[Insert	South	Padre	Island	Minimum	Event	Insurance	Coverage	Minimums	and	duty	to	list	South	Padre	
Island	as	an	additionally	insured]	

	
Any	marketing	for	the	event	must	be	consistent	with	the	brand	image	for	South	Padre	Island	and	all	
such	marketing	pieces	that	are	funded	with	hotel	tax	must	be	coordinated	and	developed	by	the	South	
Padre	Island	CVB	marketing	agency.	Are	you	able	to	comply?	
� Yes	 �  No	

	
Where	appropriate,	the	CVB	will	require	access	to	event	participant	database	information	that	will	show	
zip	code	data	to	measure	likely	impact	from	the	funded	event.	

	
	
	

Submit	to	complete	applications	to:	
	
Marisa	Amaya	
Event	Development	Manager	
C/O	City	of	South	Padre	Island	Convention	and	Visitors	Bureau	
7355	Padre	Blvd.	
South	Padre	Island,	TX	78597	
Phone:	(956)	761-3834	
Email:	marisa@sopadre.com	
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South	Padre	Island	Convention	&	Visitors	Bureau	

Special	Event	Applicant	Checklist	
THIS	FORM	MUST	BE	COMPLETED	BY	APPLICANT	

	
	
	

Name	of	Event	 Date	Submitted	

	
� Received	and	understood	the	separate	Special	Events	Policy	

� Received	and	understood	the	separate	HOT	Funding	Guidelines	

� Completed	the	South	Padre	Island	Hotel	Tax	Funding	Application	form	

� Enclosed	a	description	of	all	planned	activities	or	schedule	of	events	(REQUIRED)	

� Enclosed	a	sponsor	list	(categorized	by	“confirmed”	and	“pending”)	

� Enclosed	a	vendor/exhibitor	list	(categorized	by	“confirmed”	and	“pending)	

� Enclosed	an	event	map	

� Enclosed	security/safety	plans	

� Enclosed	a	complete	detailed	budget	(REQUIRED)	

� Enclosed	an	advertising/marketing	and	promotion	plan	(REQUIRED)	

� Enclosed	copies	of	promotional	materials	(if	available)	

� Enclosed	a	summary	of	previous	special	event	experience	of	organizer(s)	

� Enclosed	a	history	of	event	(if	previously	produced)	

� Indicated	the	type(s)	of	assistance	requested	

� In	Room	night	projections,	with	back-up,	for	the	Funded	Event	(REQUIRED)	

� Indicated	the	amount	of	financial	support	(if	requested)	

	
	
	

Authorized	Signature	 Date	
	
	
	

Print	Name	
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CHAMPIONSHIP SERIES

20
21
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KIDS NORTH AMERICAN 

CHAMPIONSHIPS

SOUTH PADRE ISLAND TX

KIDS WORLD CHAMPIONSHIPS

ABU DHABI DEC 6TH. 2021

EMEA KIDS CHAMPIONSHIPS

SLOVAKIA JUNE 20TH, 2021

SPARTAN KIDS 2021 CHAMPIONSHIP 

LOCATIONS
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SPARTAN KIDS STATISTICS

❑120,000 Global Kids Athletes

❑60,000 in the US alone

❑10-14 yr olds make up 27% of all athletes

❑10% will participate in a Competitive event

❑2021 addition of Kids Pro Team in the works

❑2019 Kids World Championships

2.9 mile course with 26 obstacles

15 Countries Represented

25 International athletes

225 Championship heat athletes total

$15,000 in prizes awarded

1600 Weekend registrations

5000 Athletes and Spectators
31

http://drive.google.com/file/d/1y7I_A-aex3zwU2ncGow_oTdWqEY9TxZ5/view


2019 World Championship Zips
CHAMPIONSHIP HEAT ONLY
Some International Data Missing

15 represented countries
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Kids need to jump, run, help each other and have a good time! Young 

athletes must prove they can conquer their peers in an epic Spartan 

Race. With the right combination of speed, strength and endurance, 

only the most consistent & well-rounded athlete will prevail to be 

named as the North American Champion of their age group. 

$50,000 Requested Support

Event Date Requested :Late August- September 2021

A minimum support guarantee for the Spartan Kids North American 

Championship race series is $50,000.  Any additional in-kind support 

available will help to ensure a successful event for all.

Qualifying in-kind expenses:

-Onsite EMS for event

-Complementary staff meals & lodging (20 People)

-Venue fee, permitting fees

-Local sponsorship facilitation 33



NORTH AMERICAN CHAMPIONSHIP KIDS ASSETS
HOSTING SPONSOR CALL OUTS

● MAIN LOGO

● MARKETING CAMPAIGN

● FEATHER BLADES

● BARRIER JACKETS

● WELCOME BANNERS

● FINISHER SHIRTS

● MEDAL LANYARDS

● EVENT PHOTOS WITH VENUE 

WATERMARK

● PRE AND POST RACE EMAIL INCLUSION

● LANDING PAGE

● FB EVENT PAGE

● PERIODIC SOCIAL POSTINGS

● SOCIAL COVERAGE OF EVENT

● POST EVENT RECAP VIDEO

20
21

&
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THANK YOU
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Item No. 5.3

CITY OF SOUTH PADRE ISLAND
CONVENTION AND VISITORS ADVISORY BOARD

AGENDA REQUEST FORM

MEETING DATE: July 22, 2020

NAME & TITLE: Ed Caum, CVB Director

DEPARTMENT: Convention and Visitors Bureau 

ITEM
Discussion and action to approve the funding request for Spartan-City Sprint Series in February 2021, contingent upon
the hotel occupancy tax collection. (Amaya)

ITEM BACKGROUND
N/A

BUDGET/FINANCIAL SUMMARY
N/A

COMPREHENSIVE PLAN GOAL
N/A

LEGAL REVIEW
Sent to Legal:  No
Approved by Legal:  No

RECOMMENDATIONS/COMMENTS:
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South	Padre	Island	Convention	&	Visitors	Bureau	

South	Padre	Island	Tax	
Funding	Application	
Hotel	Occupancy	Tax	Use	Guidelines	Under	Texas	State	Law	
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APPLICATION	FOR	INITIAL	FUNDING	
	
Today’s	Date:					 	

	
	

ORGANIZATON	INFORMATION	
	
Name	of		Organization:			 	

	

Address:			 	
	

City,	State,	Zip:			 	
	

Contact	Name:		 	 Contact	Email:			 	
	

Contact	Office	Phone	Number:		 	
	

Contact	Cell	Phone	Number:				 	
	

Website	Address	for	Event	or	Sponsoring	Entity:			 	
	

Non-Profit	or	For-Profit	status:		 	 Tax	ID	#:		 	
	

Entity’s	Creation	Date:				 	
	

Purpose	of	your	organization:	
																																																																																																																																																																																																													

				 	 	 	 	 	 	 	 	 	 	 	 	 	

				 	 	 	 	 	 	 	 	 	 	 	 	 	
	
	
	

EVENT	INFORMATION	
	
Name	of	Event:			 	

	

Date(s)	of	Event:			 	
	

Primary	Location	of	Event:		 	
	

Amount	Requested:			 	
	

Primary	Purpose	of	Funded	Activity/Facility:	
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How	will	the	hotel	tax	funds	be	used:	(please	attach	a	list	of	the	hotel	tax	funded	expenditures?	

Percentage	of	Hotel	Tax	Support	of	Related	Costs	

				Percentage	of	Total	Event	Costs	Covered	by	Hotel	Occupancy	Tax	

				Percentage	of	Total	Annual	Facility	Costs	Covered	by	Hotel	Occupancy	Tax	for	the	Funded	Event	

	Percentage	of	Annual	Staff	Costs	Covered	by	Hotel	Occupancy	Tax	for	the	Funded	Event	

If	staff	costs	are	covered,	estimate	percentage	of	time	staff	spends	annually	on	the	funded	event(s)	
compared	to	other	activities		 %	

Are	you	asking	for	any	cost	reductions	for	city	facility	rentals	or	city	services,	and	if	so,	please	quantify	and	
explain:	

Which	Category	or	Categories	Apply	to	Funding	Request	&	Amount	Requested	Under	Each	Category:	

a) Convention	Center	or	Visitor	Information	Center:	construction,	improvement,	equipping,	repairing, 
operation,	and	maintenance	of	convention	center	facilities	or	visitor	information	centers,	or	both. 
Amount	requested	under	this	category:	$

b) Registration	of	Convention	Delegates:	furnishing	of	facilities,	personnel,	and	materials	for	the 
registration	of	convention	delegates	or	registrants.	Amount	requested	under	this	category:	$

c) Advertising,	Solicitations,	Promotional	programs	to	attract	tourists	and	convention	delegates	or 
registrants	to	the	municipality	or	its	vicinity.	Amount	requested	under	this	category:	$

d) Promotion	of	the	Arts	that	Directly	Enhance	Tourism	and	the	Hotel	&	Convention	Industry:	the 
encouragement,	promotion,	improvement,	and	application	of	the	arts	that	can	be	shown	to	have	some 
direct	impact	on	tourism	and	the	hotel/convention	industry.	The	impact	may	be	that	the	art	facility	or 
event	can	show	hotel	nights	that	are	booked	due	to	their	events	or	that	guest	at	hotels	attend	the	arts 
event.	Eligible	forms	of	art	include	instrumental	and	vocal	music,	dance,	drama,	folk	art,	creative	writing, 
architecture,	design	and	allied	fields,	painting,	sculpture	photography,	graphic	and	craft	arts,	motion 
picture,	radio,	television,	tape	and	sound	recording,	and	other	arts	related	to	the	presentation, 
performance,	execution,	and	exhibition	of	these	major	art	forms:	$

e) Historical	restoration	and	preservation	projects	or	activities	or	advertising	and	conducting 
solicitation	and	promotional	programs	to	encourage	tourists	and	convention	delegates	to	visit 
preserved	historic	sites	or	museums.	Amount	requested	under	this	category:	$

f) Expenses	including	promotional	expenses,	directly	related	to	a	sporting	event	in	which	the majority	
of	participants	are	tourists.	The	event	must	substantially	increase	economic	activity	at hotels	
within	the	city	or	its	vicinity.	Amount	requested	under	this	category:	
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How	many	attendees	are	expected	to	come	to	the	sporting	related	event?				 	
	

How	many	of	the	attendees	are	expected	to	be	from	more	than	75	miles	away?			 	
	

Quantify	how	the	sporting	related	event	will	substantially	increase	economic	activity	at	hotels	within	the	city	
or	its	vicinity?	

	

			 																																																																																																																																																																																																										

			 	 	 	 	 	 	 	 	 	 	 	 	 						

				 	 	 	 	 	 	 	 	 	 	 	 																					
	
g) Funding	transportation	systems	for	transporting	tourists	from	hotels	to	and	near	the	city	to	any	of	the	

following	destinations:	1)	the	commercial	center	of	the	city;	2)	a	convention	center	in	the	city;	3)	other	
hotels	in	or	near	the	city;	and	4)	tourist	attractions	in	or	near	the	city.	Please	note	that	the	ridership	of	any	
such	transportation	must	be	primarily	tourists	to	qualify	for	hotel	tax	funding.	Amount	requested	under	this	
category:	$			 	

	

What	sites	or	attractions	will	tourists	be	taken	to	by	this	transportation?	

				 	 	 	 	 	 	 	 	 	 	 	 	

Will	members	of	the	general	public	(non-tourists)	be	riding	on	this	transportation?			

	 																			
	

What	percentage	of	the	ridership	will	be	local	citizens?				 	
	

h) Signage	directing	tourists	to	sights	and	attractions	that	are	visited	frequently	by	hotel	guests	in	the	
municipality.	Amount	requested	under	this	category:	$	 		 	

	

What	tourist	attractions	will	be	the	subject	of	the	signs?	
			 	 	 	 	 	 	 	 	 	 	 	 	

			 	 	 	 	 	 	 	 	 	 	 	 	
	
	
QUESTIONS	FOR	ALL	FUNDING	REQUEST	CATEGORIES	

	
How	many	years	have	you	held	this	Event?			 												

	

Expected	Attendance:			 																											
	

How	many	people	attending	the	Event	will	use	South	Padre	Island	lodging	establishments?											 	 				

How	many	nights	do	you	anticipate	the	majority	of	the	tourists	will	stay?				 													

Will	you	reserve	a	room	block	for	this	Event	at	an	area	hotel(s)?		 	 	 																																																
	
	
Where	and	how	many	rooms	will	be	blocked?	
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List	other	years	(over	the	last	three	years)	that	you	have	hosted	your	Event	or	Project	with	amount	of	
assistance	given	from	HOT	and	the	number	of	hotel	rooms	used:	

	
Month/Year	Held	 Assistance	Amount	 Number	of	Hotel	Rooms	Used	

	
	

	

	
How	will	you	measure	the	impact	of	your	event	on	area	hotel	activity	(e.g.;	room	block	usage	
information,	survey	of	hoteliers,	etc.)?	

																																																																																																																																																																																																												

				 	 	 	 	 	 	 	 	 	 	 	 	 	

Please	list	other	organization,	government	entities,	and	grants	that	have	offered	financial	support	to	your	
project:			 					

	

Will	the	event	charge	admission?																																						If	so,	what	is	the	cost	per	person?																																															
	

Do	you	anticipate	a	net	profit	from	the	event?				 	
	
If	there	is	a	net	profit,	what	is	the	anticipated	amount	and	how	will	it	be	used?	

																																																																																																																																																																																																												

				 	 	 	 	 	 	 	 	 	 	 	 	 	

All	marketing	and	promotions	will	be	coordinated	through	the	CVA’s	agency,	unless	exempted	from	this	
requirement	by	the	Executive	Director,	in	which	case	all	creative	must	be	pre-approved	by	the	Executive	
Director	(or	designee)	and	payments	will	be	on	a	reimbursement	basis.	Please	list	all	promotion	efforts	your	
organization	is	planning	and	the	amount	estimated	for	each	media	outlet:	

	
• Newspaper:	 $		 	
• Radio:	 $		 	
• TV:	 $		 	
• Website,	Social	Media:	 $		 	
• Other	Paid	Advertising:	 $		 	

	

Anticipated	Number	of	Press	Releases	to	Media:																																												 	

Anticipated	Number	Direct	Emails	to	out-of-town	recipients:																																				

Other	Promotions:																																																																																																																																																																																		

A	link	to	the	CVB	must	be	included	on	your	promotional	handouts	and	in	your	website	for	booking	
hotel	nights	during	this	event.	Are	you	able	to	comply?	 Yes	 No	

	
Will	you	negotiate	a	special	rate	or	hotel/event	package	to	attract	overnight	stays?	

	

[If	we	have	a	tour	operator,	we	will	require	them	to	use	that	service.]	
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What	other	marketing	initiatives	are	you	planning	to	promote	hotel	and	convention	activity	for	this	
event?		

																																																																																																																																																																																																												
				 	 	 	 	 	 	 	 	 	 	 	 	 	

	

Who	is	your	target	audience?																																																																																																																																																																			

	

What	geographic	region(s)	are	you	marketing	to?	

																																																																																																																																																																																																												
				 	 	 	 	 	 	 	 	 	 	 	 	 	
				
If	the	funding	requested	is	related	to	a	permanent	facility	(e.g.	museum,	visitor	center):	

	
• Expected	Visitation	by	Tourists	Monthly/Annually:			 	

• Percentage	of	those	who	visit	the	facility	who	indicate	they	are	staying	at	area	hotels/lodging	
facilities:		 %	(use	a	visitor	log	that	asks	them	to	check	a	box	if	they	are	staying	at	an	area	
lodging	facility)	

	
What	amount	of	event	insurance	do	you	have	for	your	event	and	who	is	the	carrier:	

																																																																																																																																																																																																												

				 	 	 	 	 	 	 	 	 	 	 	 	 	

	[Insert	South	Padre	Island	Minimum	Event	Insurance	Coverage	Minimums	and	duty	to	list	South	Padre	
Island	as	an	additionally	insured]	

	
Any	marketing	for	the	event	must	be	consistent	with	the	brand	image	for	South	Padre	Island	and	all	
such	marketing	pieces	that	are	funded	with	hotel	tax	must	be	coordinated	and	developed	by	the	South	
Padre	Island	CVB	marketing	agency.	Are	you	able	to	comply?	
� Yes	 �  No	

	
Where	appropriate,	the	CVB	will	require	access	to	event	participant	database	information	that	will	show	
zip	code	data	to	measure	likely	impact	from	the	funded	event.	

	
	
	

Submit	to	complete	applications	to:	
	
Marisa	Amaya	
Event	Development	Manager	
C/O	City	of	South	Padre	Island	Convention	and	Visitors	Bureau	
7355	Padre	Blvd.	
South	Padre	Island,	TX	78597	
Phone:	(956)	761-3834	
Email:	marisa@sopadre.com	
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South	Padre	Island	Convention	&	Visitors	Bureau	

Special	Event	Applicant	Checklist	
THIS	FORM	MUST	BE	COMPLETED	BY	APPLICANT	

	
	
	

Name	of	Event	 Date	Submitted	

	
� Received	and	understood	the	separate	Special	Events	Policy	

� Received	and	understood	the	separate	HOT	Funding	Guidelines	

� Completed	the	South	Padre	Island	Hotel	Tax	Funding	Application	form	

� Enclosed	a	description	of	all	planned	activities	or	schedule	of	events	(REQUIRED)	

� Enclosed	a	sponsor	list	(categorized	by	“confirmed”	and	“pending”)	

� Enclosed	a	vendor/exhibitor	list	(categorized	by	“confirmed”	and	“pending)	

� Enclosed	an	event	map	

� Enclosed	security/safety	plans	

� Enclosed	a	complete	detailed	budget	(REQUIRED)	

� Enclosed	an	advertising/marketing	and	promotion	plan	(REQUIRED)	

� Enclosed	copies	of	promotional	materials	(if	available)	

� Enclosed	a	summary	of	previous	special	event	experience	of	organizer(s)	

� Enclosed	a	history	of	event	(if	previously	produced)	

� Indicated	the	type(s)	of	assistance	requested	

� In	Room	night	projections,	with	back-up,	for	the	Funded	Event	(REQUIRED)	

� Indicated	the	amount	of	financial	support	(if	requested)	

	
	
	

Authorized	Signature	 Date	
	
	
	

Print	Name	
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2021 CITY SPRINT SERIES
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THE SPORT OF OCR HAS A PUBLISHED 

ROADMAP TO BECOMING AN OLYMPIC 

SPORT

SPARTAN: CONNECT, TRANSFORM, COMPETE. 

300K+
SPECTATORS

365
DAYS / YEAR 

TRAINING+NUTRITION

1M+
DIGITAL IMPRESSIONS

PER DAY

24/7
CONTENT

2024

42+200+1M+
EVENTS WORLDWIDEPARTICIPANTS WORLDWIDE COUNTRIES WORLDWIDE
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Inspiring millions around the world, Spartan has quickly become the leader in 
the Endurance Events space with races in more than 40 countries. Spartan is 

uniting the global community through sport.

SPARTAN:
A GLOBAL MOVEMENT

AMERICAS

EUROPE

ASIA

MIDDLE EAST & AFRICA

AUSTRALIA

NEW ZEALAND
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CORE DEMOGRAPHICS

ADVENTURE SEEKER ENDURANCE / ELITEWEEKEND WARRIORNASCENT / TRANSFORMED

• 30% Of Racer Demo
• Being active is a priority

• Always looking for new challenges
• Likely to travel to race several times a year 
• Highly committed to health and wellness

• Becomes community leader

• 10% Of Racer Demo
• Competition is reason for racing

• Constantly striving to be better; stronger & 
faster

• Elite level athletes with diverse athletic 
backgrounds

• Follows Spartan’s advice for peak 
performance

• Highly influential community voice

• 35% Of Racer Demo
• Incorporates fitness into social activities
• Athletic challenge is important; former 

competitive athlete
• Balanced, health- conscious lifestyle

• Feels accomplished

• 25% Of Racer Demo
• Ready for, or recent lifestyle change

• Renewed interest in fitness
• Camaraderie and support from community 

essential
• Follows Spartan’s advice to stay motivated

• Inspires community
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SPARTAN CITY SPRINT
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WHAT IS SPARTAN CITY SPRINT?
3 miles that will change your life

In 2019, Spartan introduced the first city series, hosting two successful 

events in Kissimmee, Florida & Ocean City, Maryland.

The course will cover approximately 3-4 miles and contain 20-23 

obstacles.

These events are an introductory product to Spartan and serve as a 

unique opportunity to run a race in a fun, convenient, destination

setting. 

Participant feedback has been overwhelmingly positive bringing 

together both new racers as well as seasoned Spartan Beast and Ultra 

racers around the country. 

We anticipate participants making this an event weekend, bringing 

their family and friends to enjoy the destination as well as the race.

. 
49



GENERAL OVERVIEW

● Course will traverse 3-4 miles of open 

fields, parking lots, access roads, 

boardwalks and other available parcels 

agreed upon

● The race will take place on a Saturday and 

runners will begin around 7:30, continuing 

in heats every 10 minutes throughout the 

day

● Spectators and participants can enjoy 

Friday night activities and  a post-race 

celebration pending Covid restirctions

● Event set up will consist of load in on 

Monday, set up during the week, event on 

Saturday and load out Sunday.
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SOUTH PADRE ISLAND CITY SPRINT

Venue 

Location to be agreed upon, preferably near a 

boardwalk or iconic area with nearby access to hotels, 

restaurants etc. Course on the beach is not preferred for 

this event.

Date

February 20th, 2021 or later date TBD

Media

This event will be lived streamed & highlighted by a 

joint venture with a major network partner to be 

announced soon.

Our goal is to make this an annual event that will 

grow into a two day event weekend by 2022. 
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The City Sprint events will attract between 4,000-6,000 participants 
and 1000+ spectators per event

ECONOMIC UPLIFT 

• 2,500. Estimated Room Nights

1.8 Avg. Travel Size

1.1 Avg. overnight stay

• $447,500. Room Night Revenue

• 80% of participants travel 200+ miles 

• Key Markets. Corpus Christi, San 

Antonio, Laredo, Houston
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REQUESTED SUPPORT

At Spartan we pride ourselves on the being the industry leaders in 

production value, quality, and safety. With a budget of $298,200 we are 

confident that we will bring a world-class event to South Padre Island. 

$50,000 Requested Support 

A minimum support guarantee for the City race series is $50,000. 

Additionally qualifying in-kind services help to support the event to achieve full potential. 

The following are examples of in-kind services that qualify

Qualifying in-kind expenses:

• Police, security support

• Onsite EMS for event

• Complementary staff room nights, 115 double room nights 

• Staff meals

• Venue fee, permitting fees

• Any operational expense that Spartan would otherwise incur

• Local sponsorship facilitation

• Shuttle service, if applicable
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THANK YOU
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Item No. 5.4

CITY OF SOUTH PADRE ISLAND
CONVENTION AND VISITORS ADVISORY BOARD

AGENDA REQUEST FORM

MEETING DATE: July 22, 2020

NAME & TITLE: Ed Caum, CVB Director

DEPARTMENT: Convention and Visitors Bureau 

ITEM
Discussion regarding vacation rental deposits and reimbursement best practices. (Goodman)

ITEM BACKGROUND
N/A

BUDGET/FINANCIAL SUMMARY
N/A

COMPREHENSIVE PLAN GOAL
N/A

LEGAL REVIEW
Sent to Legal:  No
Approved by Legal:  No

RECOMMENDATIONS/COMMENTS:
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Item No. 5.5

CITY OF SOUTH PADRE ISLAND
CONVENTION AND VISITORS ADVISORY BOARD

AGENDA REQUEST FORM

MEETING DATE: July 22, 2020

NAME & TITLE: Ed Caum, CVB Director

DEPARTMENT: Convention and Visitors Bureau 

ITEM
Presentation and discussion regarding the Director's Report and the following topics. (Caum)
*Marketing and Communications
*Social Media
*Research and Analytics

ITEM BACKGROUND
N/A

BUDGET/FINANCIAL SUMMARY
N/A

COMPREHENSIVE PLAN GOAL
N/A

LEGAL REVIEW
Sent to Legal:  No
Approved by Legal:  No

RECOMMENDATIONS/COMMENTS:
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Director’s Report
For the Period of 6/15 –

7/15
July 22, 2020
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Executive Summary

• Occupancy is trending down again with the second COVID surge

• ADR is down-trending as well

• Organic social media continues to generate excellent engagement from our audiences, 
with a solid content strategy driving traffic to our website, but we are starting to see 
lagging returns; considering a boosting strategy if budgets allow

• Paid media is performing well. San Antonio and Austin are trending well. Dallas is 
performing better than expected
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Monthly Visitor Center Calls
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Visitor Center Walk-ins
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Weekly Occupancy %

Source: STR Report & Key Data 
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Weekly ADR

Source: STR Report & Key Data 
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ORGANIC SOCIAL MEDIA OVERVIEW
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Social Performance Summary
• Our goal always is to break the algorithm through strategy and planning

• We implemented Facebook Live’s at least twice a week, with other social channels linking back 
to FB through swipe-up links and “link in bio”

• ”Microblogging” is our approach with captions (on Instagram and Facebook), writing 
informative yet creative copy that engages audience and compels them to return

• We have made an effort to focus on producing well thought-out, consistent, polished content, 
while still maintaining the effortless feel of the Island

• Focusing on more video content, since the algorithm will feed that more than static content
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Facebook Performance Summary

Reach: Over 1,250,000 profiles reached from June 14th-July 14thThis shows how many unique accounts your content reached throughefforts. It affects every other metric you can track: engagement rate, likes,reactions, comments, shares, and clicks.
Engagement Rate: Over 100,000This shows how actively involved with your content your audience is.consumers interact with brands through “likes”, comments, and sharing. Itmetric used to analyze the efficiency of content. People who spend timeinteracting with your content are more likely to turn into paying
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Facebook Video Performance
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Facebook Top Posts
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Instagram Performance Summary

Reach: Over 425,000 profiles reached from June 14th-July 14thThis shows how many unique accounts your content reached throughefforts. It affects every other metric you can track: engagement rate, likes,comments, profile shares, story saves/shares, and profile clicks.
Impressions: Over 450,000This is the number of times your content, story or post, was shown toThis is the total number of times your content could have been seen acrossusers. Since your Impression Rate is higher than your Reach, it meansare coming back to your profile after viewing one piece of content.
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Instagram Audience Growth
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Instagram Hashtag Performance
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Instagram Top Posts
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Top Instagram Stories
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PAID MEDIA OVERVIEW
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Original versus Current Media Budgets
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• Targeted Facebook and Instagram Ads ($71K)
• Display & retargeting ($33K)

6% RGV
28% San Antonio
28% Austin
9% Dallas
16% Houston
7% Corpus Christi
6% Laredo

• Search Engine Marketing ($43)
• Magazine ($35K)

Does not include in-house RGV spending

Bridge Effort Budget Breakdown

77



Markets Creative Units 30 6 13 20 27 4 11 18 25 1 8 15 22 29 6 13 20 27 3 10 17 24 31 7 14 21
 Impressions/

Clicks* Total Cost (Gross)

DIGITAL

SEM Text ads 17,000 $42,573

Facebook 3,926,282 $35,716

Instagram 3,353,645 $35,716

Native Display & retargeting 4,113,923 $18,069

VIDEO:Cross platform & retargeting :15-:30 Video 1,038,462 $15,429

Total Digital 12,449,312 $147,503
PRINT

Texas Monthly Texas FP 4C + eblasts 5,074,000 $32,001

Houston Family Magazine Houston 1/2P 4C + digital sponsrshp 350,000 $2,857

Total Digital 5,424,000 $34,858
Total Plan Cost 17,873,312 $182,361

Impressions

Target:  Families P25-54 with HHI 
$75K+; HHI $55K+ in South Texas April May June July

All markets 
except RGV & 

DFW

2,518,891 4,700,946 6,092,610
$35,001

RGV, Laredo, 
Corpus Christi, 
San Antonio, 

Austin, 
Houston, DFW

320x50 300x50 
300x250 728x90

FB Feed, Instant 
Articles, 

Instagram Feed & 
Stories

September

Q3 (AMJ) Q4 (JAS)

August

4,560,864
$52,859 $59,642 $34,858

*SEM reflects clicks; Social reflects impressions
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Flight Dates: 6/15/20 – 7/14/20

Industry CTR Benchmarks: SEM: 2.0% | Retargeting: .10% | Facebook: 1.2% | Instagram: 0.8% | Snapchat: .20% | Twitter: 1.5% | Pinterest: .18% | Spotify: .10% | Device ID .40% | Desktop: .05% | Mobile: .15% | Video: .30% | E-
mail: 0.50%

SOCIAL

Imps: 3,721,253

Clicks: 23,022

CTR: .62%

PROGRAMMA

TIC & SEM

Imps:  4,201,491

Clicks: 46,668

CTR: 1.11%

Total Imps: 7,922,744

Total Clicks: 69,690

Total CTR: .88%

Total Paid Web 
Sessions: 55,049

Total Paid Users: 
46,017

Total Paid Page 
Views: 87,837

SPI Bridge Effort
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Industry CTR Benchmarks: SEM: 2.0% | Retargeting: .10% | Facebook: 1.2% | Instagram: 0.8% | Snapchat: .20% | Twitter: 1.5% | Pinterest: .18% | Spotify: .10% | Device ID .40% | Desktop: .05% | Mobile: .15% | Video: .30% | E-
mail: 0.50%

FACEBOOK

Imps: 1,560,181

Clicks: 13,065

CTR: .84%

INSTAGRAM

Imps:  714,489

Clicks: 1,932

CTR: .27%

SPI Bridge Effort - Social

FACEBOOK 

VIDEO

Imps:  901,419

Clicks: 6,672

CTR: .74%

INSTAGRAM 

VIDEO

Imps:  545,164

Clicks: 1,353

CTR: .25%
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Industry CTR Benchmarks: SEM: 2.0% | Retargeting: .10% | Facebook: 1.2% | Instagram: 0.8% | Snapchat: .20% | Twitter: 1.5% | Pinterest: .18% | Spotify: .10% | Device ID .40% | Desktop: .05% | Mobile: .15% | Video: .30% | E-
mail: 0.50%

NATIVE 

DISPLAY

Imps: 1,123,773

Clicks: 25,709

CTR: 2.29%

RETARGETING

Imps:  1,760,207

Clicks: 1,943

CTR: .11%

SPI Bridge Effort – Programmatic & SEM

VIDEO 

RETARGETING

Imps: 736,882

Clicks: 1,501

CTR: .20%

CROSS 

PLATFORM 

VIDEO

Imps: 381,124

Clicks: 661

CTR: .17%

SEM

Imps: 199,505

Clicks: 16,854

CTR: 8.45%
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Impressions: 791,591
Clicks: 7,305
CTR: 0.92%

Industry CTR Benchmarks: SEM: 2.0% | Retargeting: .10% | Facebook: 1.2% | Instagram: 0.8% | Snapchat: .20% | Twitter: 1.5% | Pinterest: .18% | Spotify: .10% | Device ID .40% | Desktop: .05% | Mobile: .15% | Video: .30% | E-
mail: 0.50%

Facebook Ads

Impressions: 759,160
Clicks: 5,708
CTR: 0.75%
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Impressions: 546,591 
Clicks: 4,365
CTR: 0.80%

Industry CTR Benchmarks: SEM: 2.0% | Retargeting: .10% | Facebook: 1.2% | Instagram: 0.8% | Snapchat: .20% | Twitter: 1.5% | Pinterest: .18% | Spotify: .10% | Device ID .40% | Desktop: .05% | Mobile: .15% | Video: .30% | E-
mail: 0.50%

Impressions: 354,828 
Clicks: 2,307
CTR: .65%

Facebook Video Ads
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Impressions: 310,159 
Clicks: 610

CTR: 0.20%

Industry CTR Benchmarks: SEM: 2.0% | Retargeting: .10% | Facebook: 1.2% | Instagram: 0.8% | Snapchat: .20% | Twitter: 1.5% | Pinterest: .18% | Spotify: .10% | Device ID .40% | Desktop: .05% | Mobile: .15% | Video: .30% | E-
mail: 0.50%

Impressions: 404,330
Clicks: 1,322
CTR: 0.33%

Instagram Ads
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Impressions: 216,963 
Clicks: 476

CTR: 0.22%

Industry CTR Benchmarks: SEM: 2.0% | Retargeting: .10% | Facebook: 1.2% | Instagram: 0.8% | Snapchat: .20% | Twitter: 1.5% | Pinterest: .18% | Spotify: .10% | Device ID .40% | Desktop: .05% | Mobile: .15% | Video: .30% | E-
mail: 0.50%

Impressions: 328,201
Clicks: 877

CTR: 0.27%

Instagram Video Ads
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Industry CTR Benchmarks: SEM: 2.0% | Retargeting: .10% | Facebook: 1.2% | Instagram: 0.8% | Snapchat: .20% | Twitter: 1.5% | Pinterest: .18% | Spotify: .10% | Device ID .40% | Desktop: .05% | Mobile: .15% | Video: .30% | E-
mail: 0.50%

Cross Platform Video

”We’re So Ready” :15
Imps: 191,015
Clicks: 281
CTR: .15%

”We’re So Ready” :30
Imps: 190,109

Clicks: 380
CTR: .20%
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Industry CTR Benchmarks: SEM: 2.0% | Retargeting: .10% | Facebook: 1.2% | Instagram: 0.8% | Snapchat: .20% | Twitter: 1.5% | Pinterest: .18% | Spotify: .10% | Device ID .40% | Desktop: .05% | Mobile: .15% | Video: .30% | E-
mail: 0.50%

Retargeting

320x50
Imps: 385,389

Clicks: 587
CTR: .15%

300x50
Imps: 538,017

Clicks: 747
CTR: .14%

728x90
Imps: 328,787

Clicks: 398
CTR: .12%

300x250
Imps: 508,014

Clicks: 211
CTR: .04%
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Industry CTR Benchmarks: SEM: 2.0% | Retargeting: .10% | Facebook: 1.2% | Instagram: 0.8% | Snapchat: .20% | Twitter: 1.5% | Pinterest: .18% | Spotify: .10% | Device ID .40% | Desktop: .05% | Mobile: .15% | Video: .30% | E-
mail: 0.50%

Video Retargeting

:30s
Imps: 368,777

Clicks: 824
CTR: .22%

:15s
Imps: 368,105

Clicks: 677
CTR: .18%
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Industry CTR Benchmarks: SEM: 2.0% | Retargeting: .10% | Facebook: 1.2% | Instagram: 0.8% | Snapchat: .20% | Twitter: 1.5% | Pinterest: .18% | Spotify: .10% | Device ID .40% | Desktop: .05% | Mobile: .15% | Video: .30% | E-
mail: 0.50%

SEM

Imps: 63,411
Clicks: 6,757
CTR: 10.66%

Imps: 1,677
Clicks: 75

CTR: 4.47%

Imps: 2,722
Clicks: 154

CTR: 5.66%
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Website Analytics
We continue 
to see strong 
site 
improvement
holding 
steady at over 
56% YOY 
growth

This has been 
driven by 
growth 
across all 
organic and 
paid media.
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During this time frame, there has been tremendous growth to 
the site, from almost all markets.  

The top leaders during this time frame were:

• HOUSTON
• SAN ANTONIO (EXPERICING THE LARGEST % 

GROWTH)
• DALLAS
• SOUTH PADRE ISLAND
• AUSTIN Was the only top market that experienced YOY 

user loss, however the % loss has decreased over the last 
time period.

Website Analytics
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During this time frame we experienced changes in 
age groups visiting the site.

Age group: 35-44 decreased from 28% to 21%
While Age group: 25-34 slightly increased. 

It is also very interesting to see that Age group: 55-
64 also saw a slight increase YOY.  While Age 
group 18-24 has also increased from 5.83% to 
9.76%

Male vs Female percentages remained the same 
YOY. 
With Male 40% and Female 60%

2020: BLUE
2019: ORGANGE

Website Analytics
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Organic Social saw 
a massive YOY 
increase in traffic 
to the site. Driving 
an increase of over 
145% in sessions 
and 129% in users. 

Organic Social Traffic
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FALL PLANNING PREVIEW
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Planning for Uncertainty
• Building our Fall and FY21 plans is challenging in these times when situations can change rapidly.

• We do need to keep pushing forward with a plan, taking advantage of the intelligence we have and our strategic 

thinking of where things are likely to go.

• Beginning with an anticipated reduction in leisure visitation, we’re resetting benchmarks to 50% of YOY levels.

• Our CVB budget for FY21 is designed as performance-based, starting at 50% of previous years with a potential to grow 

as we beat performance metrics.

• As we look to the future, we are building flexible plans that can be dialed up or down easily as the market demands.

• We are also looking at conquest audiences within our drive market – building rapport with targets who normally would 

go on a cruise or visit a Florida, Mexican, or Caribbean beach destination (and can’t right now).

• All the while, we want to maintain our brand presence and continue to be part of the conversation as we work through 

this crisis.
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Fall Creative Concepts - TV

ROAD TRIPYour summerCan still be So PadrePack up the car(Masks included)And rediscover funStart your So Padre Road Trip@sopadre.com(And be sure and travel safe)

WORK FROM THE BEACHThere’s a new way to work from homeIt’s called the beach.Aren’t you ready to be inspired again?Escape here @sopadre.com(And don’t forget to travel safe)

SCHOOL FROM THE BEACHYour back to school check list:-Flip flops-Beach towel-Sunscreen-CuriositySchool is always in session hereDiscover On-beach learning@sopadre.com
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Fall Creative Concepts - Print

ROAD TRIPHEAD: Your summer can still be So PadreCOPY: Pack up the car, masks included, andrediscover fun.Your So Padre Road Trip starts @sopadre.com.And be sure and travel safe.

WORK FROM THE BEACHHEAD: There’s a new way to work fromIt’s called the beach.COPY: Aren’t you ready to be inspired again?Come shelter in place in a more beautifulEscape here @sopadre.com.(And don’t forget to travel safe)

SCHOOL FROM THE BEACHHEAD Your back to school check list:-Flip flops-Beach towel-Sunscreen-CuriositySchool is always in session here. Discover On-beach learning @sopadre.com.
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INCREMENTAL MEDIA PLAN
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Media Strategies
OBJECTIVE Drive Fall Travel

TARGET AUDIENCE • Homeschooling families; WFH and SFH families
• VRM traveler; Fishing enthusiasts

GEOGRAPHY • Primary: 90% Austin & San Antonio
• Secondary: 10% Houston & DFW

TIMING August - September

BUDGET $285,000 Media
$15,000 Creative

KPIs • Online engagement (Web Traffic)
• CTR
• Web Goal Completions
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DIGITAL
 Google search and retargeting 
 Cross platform display & eblasts
 Social through Facebook, Instagram 

and YouTube

TRADITIONAL & VIDEO

 Cable & broadcast TV
 Streaming TV
 Magazine

Media Touchpoints
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Social
5% Digital

10%

SEM
6%
YouTube

2%Eblasts
3%

Print
11%

Cable/TV
43%

Streaming TV
20%

Social
18%

Digital
14%

SEM
13%

YouTube
1%

Eblasts
2%

Print
14%

Cable/TV
26%

Streaming 
TV

12%

Fall Plan: Aug-Sept
$285K

Full Recovery Plan: May-Sept
$467K

Media Mix
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San 
Antonio

35%

Austin
36%

DFW
4%

Houston
4%

Texas
21%

San Antonio
33%

Austin
33%

Dallas
6%

Houston
8%

RGV
2%

Corpus 
Christi

2%

Laredo
2%

Texas
14%

Fall Plan: Aug-Sept
$285K

Full Recovery Plan: May-Sept
$467K

Market Allocation
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Recommended Partners
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Travel Update:
Where are they coming from?
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Source: Arrivalist

Visitors to South 
Padre Island

Arrivalist
San Antonio

Austin
Dallas

Houston

Arrival 
Destination

Origin 
Location

Time Frame: June 1 – July 11, 2020
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Source: Key Data

Visitor to 
South Padre 

Island

Key Data
National View

Time Frame: June 1 – July 11, 2020
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Source: Key Data

Visitor to 
South Padre 

Island

Key Data
State View

Time Frame: June 1 – July 11, 2020
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Source: Key Data

VRM Occupancy is 
trending up. ADR is 
trending very well 
for Sept – Oct and 
December.
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Appendix
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Increased U.S. media consumption is primarily video-based

Source: IAB, Global Web Index, April 2020
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Travelers are most receptive to destination 
marketing in search, social and email

Source: Destination Analysis, June 19-21 2020
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Thank You

112



Item No. 5.6

CITY OF SOUTH PADRE ISLAND
CONVENTION AND VISITORS ADVISORY BOARD

AGENDA REQUEST FORM

MEETING DATE: July 22, 2020

NAME & TITLE: Ed Caum, CVB Director

DEPARTMENT: Convention and Visitors Bureau 

ITEM
Discussion and possible action concerning new meeting date for August 2020. (Salazar)

ITEM BACKGROUND
N/A

BUDGET/FINANCIAL SUMMARY
N/A

COMPREHENSIVE PLAN GOAL
N/A

LEGAL REVIEW
Sent to Legal:  No
Approved by Legal:  No

RECOMMENDATIONS/COMMENTS:
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	Todays Date: 7-10-20
	Name of Organization: Spartan Race Inc.
	Address: 234 Congress St. 5th Floor
	City State Zip: Boston, MA 02110
	Contact Name: Brittney VanderMoere
	Contact Email: brittneyv@spartan.com
	Contact Office PhoneNumber: 517-331-4177
	Contact Cell Phone Number: "   "
	Website Address for Event or Sponsoring Entity: www.spartan.com
	NonProfit or ForProfit status: For Profit
	Tax ID: 273389484
	Entitys CreationDate: 2010
	Purpose of your organization 1: To change 1M lives worldwide! Spartan is determined to rip people off the couch and fuel a healthy lifestyle 
	Purpose of your organization 2: through worldwide obstacle course racing, nutrition, training and community we will make you spartan strong!
	Purpose of your organization 3: 
	Name of Event: Spartan Kids North American Championship 2021
	Dates of Event: TBD once full kids schedule announced, event August-September 2021
	Primary Location of Event: To be determined after site visit
	Amount Requested: $50,000
	Primary Purpose of Funded  ActivityFacility 1: The purpose of this event to host the final qualifying Spartan Kids event in North America
	Primary Purpose of Funded  ActivityFacility 2: Winners of this event will go on to the world championship, athletes will be coming from all over North America 
	Primary Purpose of Funded  ActivityFacility 3: 2/3 of the participants will come from local and surround region to participate non competitively.
	How will the hotel tax funds be used please attach a list of the hotel tax funded expenditures 1: Funds will primarily be used to offset marketing expenses as well as some operational expenses of the event.
	Percentage of Hotel Tax  Support of Related Costs: 15%
	Percentage of Total Annual Facility Costs Covered by Hotel Occupancy Tax for the Funded Event: 
	Percentage of Annual Staff Costs Covered by Hotel Occupancy Tax for the Funded  Event: 
	If staff costs are covered estimate percentage of time staff spends annually on the funded events: 
	explain 1: In Kind support to offset operations expenses is appreciated, city services such as permit fees, police support ( traffic control) 
	explain 2: use of digital sign boards, fire inspector for event, and event weekend EMT support.
	explain 3: 
	operation and maintenance of convention  center facilities or visitor information  centers or both: 
	Registration of Convention Delegates furnishing of  facilities personnel and materials for  the: 
	Advertising Solicitations Promotional programs to attract tourists and convention delegates or: 
	picture radio television tape and  sound  recording and  other arts related  to the presentation: 
	solicitation and promotional programs  to encourage tourists  and convention delegates  to visit: 
	majority of participants are tourists The event must substantially increase economic activity at: $50,000
	How many attendees are expected to come to the sporting related event: 1,500-2,500 Kids + parents 5,000-6,000+
	How many of the attendees are expected to be from more than 75 miles away: 80%
	or its vicinity 1: Spartan currently hosts a variety of very successful events in Texas and Southern regions.
	or its vicinity 2: We have a very strong customer base in your region , families who are trying to 
	or its vicinity 3: qualify for worlds will be coming in from all over north America and staying for the event weekend.
	category: Current transportation system should suffice
	What percentage of the ridership will be local citizens: N/A
	municipality Amount requested under this category: N/A
	What tourist attractions will be the subject of the signs 1: 
	What tourist attractions will be the subject of the signs 2: 
	How many years have you held this Event: 10
	Expected Attendance: 4,500-6,000+
	How many people attending the Event will use South Padre Island lodging establishments: 80% out of market
	How many nights do you anticipate the majority of the tourists will stay: 1.7 nights
	Will you reserve a room block for this Event at an area hotels: Yes
	Where and how many rooms will be blocked 1: Staff rooms will be contracted, courtesy blocks for event participants and families
	Where and how many rooms will be blocked 2: 
	Where and how many rooms will be blocked 3: 
	information  survey  of  hoteliers etc 1: We provide a full post event demographic data direct from our registration and custom lodging site and post event survey results.
	Will the event charge admission: Yes
	If so what is the cost per person: $40-$90
	Do you anticipate a net profit from the event: Yes
	If there is a net profit what is the anticipated amount and how will  it be used 1: Anticipated profit will be around $15,000 which will be reinvested in future events.  We may come out with a lower net profit depending 
	If there is a net profit what is the anticipated amount and how will  it be used 2: on the covid-19 status if we need to modify the event or provide additional safety measures TBD
	undefined: 
	undefined_2: 
	undefined_3: 
	undefined_4: TBD
	undefined_5: TBD
	Anticipated Number of Press Releases to Media: Paid advertisement
	Anticipated Number Direct Emails  to outoftown recipients: 300,000
	Other Promotions: Spartan has a dedicated marketing department that will roll out a marketing plan specific to these events and demographics 
	event 1: Our Spartan marketing department will use re-targeting from our other area events to promote this championship
	event 2: We also build out a full marketing plan including social, email for the event weekend.
	Who is your target audience: Kids age 4-14, current leader-board qualifiers and their parents
	What geographic regions are you marketing to 1: Will market to all Texas regions with current races, as well as Arizona, New Mexico, Mexico & Georgia. 
	What geographic regions are you marketing to 2: This is a championship so any kids that want to qualify for the world champs will attend.
	Expected Visitation by Tourists MonthlyAnnually: N/A
	Percentage of those who visit the facility  who indicate  they  are  staying at area  hotelslodging: 
	What amount of event insurance do you have for your event and who is the carrier 1: Varies by specific event type and needs average 2,000,000 liability coverage
	What amount of event insurance do you have for your event and who is the carrier 2: 
	How will the hotel tax funds be used please attach a list of the hotel tax funded expenditures 2: 
	How will the hotel tax funds be used please attach a list of the hotel tax funded expenditures 3: 
	Will members of the general public nontourists be riding on this transportation: Depending on current stops it would be preferred that transportation pickup in hotel area and stop at event for guests
	general public non tourists: General public is would not be excluded pending covid 19 restrictions,  event participants & parents are the main focus
	Month 1: 
	Assistance Amt 1: 
	Numb of Rooms1: 
	Month 2: 
	Assitance Amt 2: 
	Numb of Rooms2: 
	Month 3: 
	Assistance Amt 3: 
	Numb of Rooms3: 
	information  survey  of  hoteliers etc 2: N/A
	Check Box2: Yes
	Check Box3: Off
	Negotiate special room rate: Yes
	Check Box4: Yes
	Check Box5: Off
	Name of Event1: Brittney VanderMoere
	Date Sumbitted1: 7-10-20
	Check Box7: Yes
	Check Box8: Yes
	Check Box9: Yes
	Check Box10: Off
	Check Box11: Off
	Check Box12: Off
	Check Box13: Off
	Check Box14: Off
	Check Box15: Off
	Check Box16: Off
	Check Box17: Off
	Check Box18: Off
	Check Box19: Off
	Check Box20: Off
	Check Box21: Off
	Check Box22: Off
	Date5: 7-10-20
	Text25: Brittney VanderMoere
	Todays Date: 7-10-20
	Name of Organization: Spartan Race Inc.
	Address: 234 Congress St. 5th Floor
	City State Zip: Boston, MA 02110
	Contact Name: Brittney VanderMoere
	Contact Email: brittneyv@spartan.com
	Contact Office PhoneNumber: 517-331-4177
	Contact Cell Phone Number: "   "
	Website Address for Event or Sponsoring Entity: www.spartan.com
	NonProfit or ForProfit status: For Profit
	Tax ID: 273389484
	Entitys CreationDate: 2010
	Purpose of your organization 1: To change 1M lives worldwide! Spartan is determined to rip people off the couch and fuel a healthy lifestyle 
	Purpose of your organization 2: through worldwide obstacle course racing, nutrition, training and community we will make you spartan strong!
	Purpose of your organization 3: 
	Name of Event: Spartan City Sprint- Adult
	Dates of Event: February 20, 2021
	Primary Location of Event: To be determined after site visit
	Amount Requested: $50,000
	Primary Purpose of Funded  ActivityFacility 1: The purpose of this event to host a Spartan City Sprint obstacle course race for adults to provide a safe and fun 2021 event
	Primary Purpose of Funded  ActivityFacility 2: 
	Primary Purpose of Funded  ActivityFacility 3: 
	How will the hotel tax funds be used please attach a list of the hotel tax funded expenditures 1: Funds will primarily be used to offset marketing expenses as well as some operational expenses of the event.
	Percentage of Hotel Tax  Support of Related Costs: 15%
	Percentage of Total Annual Facility Costs Covered by Hotel Occupancy Tax for the Funded Event: 
	Percentage of Annual Staff Costs Covered by Hotel Occupancy Tax for the Funded  Event: 
	If staff costs are covered estimate percentage of time staff spends annually on the funded events: 
	explain 1: In Kind support to offset operations expenses is appreciated, city services such as permit fees, police support ( traffic control) 
	explain 2: use of digital sign boards, fire inspector for event, and event weekend EMT support.
	explain 3: 
	operation and maintenance of convention  center facilities or visitor information  centers or both: 
	Registration of Convention Delegates furnishing of  facilities personnel and materials for  the: 
	Advertising Solicitations Promotional programs to attract tourists and convention delegates or: 
	picture radio television tape and  sound  recording and  other arts related  to the presentation: 
	solicitation and promotional programs  to encourage tourists  and convention delegates  to visit: 
	majority of participants are tourists The event must substantially increase economic activity at: $50,000
	How many attendees are expected to come to the sporting related event: 4,000- 5,000 adults
	How many of the attendees are expected to be from more than 75 miles away: 80%
	or its vicinity 1: Spartan currently hosts a variety of very successful events in Texas and Southern regions.
	or its vicinity 2: We have a very strong customer base in your surrounding area. Athletes frequently  travel for Spartan events
	or its vicinity 3: and stay an average of 1.7 nights per athlete. Area hotels typically sell out for our event weekends.
	category: Current transportation system should suffice
	What percentage of the ridership will be local citizens: N/A
	municipality Amount requested under this category: N/A
	What tourist attractions will be the subject of the signs 1: 
	What tourist attractions will be the subject of the signs 2: 
	How many years have you held this Event: 10
	Expected Attendance: 4,000-5,000
	How many people attending the Event will use South Padre Island lodging establishments: 80% out of market
	How many nights do you anticipate the majority of the tourists will stay: 1.7 nights
	Will you reserve a room block for this Event at an area hotels: Yes
	Where and how many rooms will be blocked 1: Staff rooms will be contracted, courtesy blocks for event participants
	Where and how many rooms will be blocked 2: 
	Where and how many rooms will be blocked 3: 
	information  survey  of  hoteliers etc 1: We provide a full post event demographic data direct from our registration and custom lodging site and post event survey results.
	Will the event charge admission: Yes
	If so what is the cost per person: $80-$100
	Do you anticipate a net profit from the event: Yes
	If there is a net profit what is the anticipated amount and how will  it be used 1: Anticipated profit will be around $25,000 which will be reinvested in future events.  We may come out with a lower net profit depending 
	If there is a net profit what is the anticipated amount and how will  it be used 2: on the covid-19 status if we need to modify the event or provide additional safety measures TBD
	undefined: 
	undefined_2: 
	undefined_3: 
	undefined_4: TBD
	undefined_5: TBD
	Anticipated Number of Press Releases to Media: Paid advertisement
	Anticipated Number Direct Emails  to outoftown recipients: 300,000
	Other Promotions: Spartan has a dedicated marketing department that will roll out a marketing plan specific to these events and demographics 
	event 1: Our Spartan marketing department will use re-targeting from our other area events to promote this city race
	event 2: We also build out a full marketing plan including social, email for the event weekend.
	Who is your target audience: Adult: Demo avg 33yrs 40% Female, 60% Male
	What geographic regions are you marketing to 1: Will market to all Texas regions with current races, as well as Arizona, New Mexico, Mexico & Georgia. 
	What geographic regions are you marketing to 2: This is a limited event series so we anticipate travel for this event.
	Expected Visitation by Tourists MonthlyAnnually: N/A
	Percentage of those who visit the facility  who indicate  they  are  staying at area  hotelslodging: 
	What amount of event insurance do you have for your event and who is the carrier 1: Varies by specific event type and needs average 2,000,000 liability coverage
	What amount of event insurance do you have for your event and who is the carrier 2: 
	How will the hotel tax funds be used please attach a list of the hotel tax funded expenditures 2: 
	How will the hotel tax funds be used please attach a list of the hotel tax funded expenditures 3: 
	Will members of the general public nontourists be riding on this transportation: Depending on current stops it would be preferred that transportation pickup in hotel area and stop at event for guests
	general public non tourists: General public is would not be excluded pending covid 19 restrictions,  event participants are the main focus
	Month 1: 
	Assistance Amt 1: 
	Numb of Rooms1: 
	Month 2: 
	Assitance Amt 2: 
	Numb of Rooms2: 
	Month 3: 
	Assistance Amt 3: 
	Numb of Rooms3: 
	information  survey  of  hoteliers etc 2: N/A
	Check Box2: Yes
	Check Box3: Off
	Negotiate special room rate: Yes
	Check Box4: Yes
	Check Box5: Off
	Name of Event1: Brittney VanderMoere
	Date Sumbitted1: 7-10-20
	Check Box7: Yes
	Check Box8: Yes
	Check Box9: Yes
	Check Box10: Off
	Check Box11: Off
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	Check Box13: Off
	Check Box14: Off
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