




Item No. 4.1

CITY OF SOUTH PADRE ISLAND
CONVENTION AND VISITORS ADVISORY BOARD

AGENDA REQUEST FORM

MEETING DATE: August 24, 2022

NAME & TITLE: Silvia Sanchez

DEPARTMENT: Convention and Visitors Bureau 

ITEM
Approve the excused absences for Board Members Bryan Pinkerton and Bob Friedman for the July 27, 2022 regular
meeting. (Till) 

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. 4.2

CITY OF SOUTH PADRE ISLAND
CONVENTION AND VISITORS ADVISORY BOARD

AGENDA REQUEST FORM

MEETING DATE: August 24, 2022

NAME & TITLE: Silvia Sanchez

DEPARTMENT: Convention and Visitors Bureau 

ITEM
Approve the meeting minutes for the July 27, 2022 regular meeting. (Till)

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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Agenda: JULY 27, 2022

Page 1 of 3

MEETING MINUTES
CONVENTION AND VISITORS ADVISORY BOARD REGULAR MEETING

CITY OF SOUTH PADRE ISLAND

WEDNESDAY, JULY 27, 2022

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 27, 2022 at the South Padre Island City Council Chambers, 4601 Padre 
Boulevard, South Padre Island, Texas. Chairman Sean Till called the meeting to order at 9:01 am. A full 
quorum was present: Vice Chairman Daniel Salazar,  Board Members Tom Goodman, Chad Hart and 
Rene Valdez were present. Board Members Bob Friedman and Bryan Pinkerton were absent.

City Officials: Council Member Ken Medders

CVB Staff: CVB Director Blake Henry, Operations and Services Manager Lori Moore, Senior Marketing 
and Communications Manager Teresa Rodriguez, Special Events Manager April Brown, CVB Sales & 
Service Manager Mayra Nunez, CVB Sales Manager David Villareal, Administrative 
Assistant/Receptionist Silvia Sanchez and City Secretary/Public Information Officer Angelique “Nikki” 
Soto.

II. PLEDGE OF ALLEGIANCE
CVB Chairman Sean Till led the pledge of allegiance.

III. PUBLIC COMMENTS AND ANNOUNCEMENTS: Francisco Partida, Director of Development &  
Security for the Brownsville/SPI Airport, announced the advertisement yearbooks with NFL Teams, half a 
million were printed ads for Brownsville/SPI Airport. He also introduced Airport Assistant Director Shawn 
Kelly. CVB Director Blake Henry announced his trip to Toronto for the Destinations International 
Conference to raise awareness for South Padre Island as a destination. He also announced the position for 
Director of Sales will be opening soon. Special Events Manager April Brown was recognized as 30 under 
30. The CVB will be hosting the Texas Associations of CVBs. Chairman Sean Till welcomed Blake Henry 
as Director of CVB.

IV. APPROVE CONSENT AGENDA

4.1. Approve the excused absences for Board Members Chad Hart and Bob Friedman for the 
June 22, 2022 regular meeting. Board Member Rene Valdez made a motion to approve, 
seconded by Vice Chairman Daniel Salazar. Motion carried unanimously.
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4.2. Approve the meeting minutes for the June 22, 2022 regular meeting. Board Member Rene 
Valdez made a motion to approve, seconded by Vice Chairman Daniel Salazar. Motion 
carried unanimously.

4.3. Approve the Special Events Committee post-event reports for the following events: 
* American Junior Golf Association in June 2022
* Beach Bash Skate Jam in June 2022.
Board Member Rene Valdez made a motion to approve, seconded by Vice Chairman 
Daniel Salazar. Motion carried unanimously.

V. REGULAR AGENDA

5.1. Presentation and discussion by the Zimmerman Agency and Predictive Data Lab on 
campaign performances, KPIs, and analytics. The Zimmerman Agency and Predictive Lab 
presented their individual presentations virtually.

5.2. Presentation and discussion regarding the CVB Monthly Report. 
1.) Special Events - Special Events Manager April Brown provided an update on the 
Special Events department.
2.) Groups & Meetings - Sales and Service Manager Mayra Nunez provided an update on 
sales efforts and future events.
3.) Marketing and Communications - Senior Marketing and Communications Manager 
Teresa Rodriguez provided an update on the following items below.
4.) Social Media
5.) Cision
6.) In House Creative

5.3. Discussion and possible action to approve the funding request for the following Special 
Events: 
* Sandcastle Days in October 2022
Board Member Tom Goodman made a motion to approve $40,000 for Sandcastle Days, 
seconded by Board Member Chad Hart. Motion carried unanimously.

5.4. Update and discussion on the FY 22/23 budget for Events Marketing and Marketing. 
Operation and Services Manager Lori Moore provided an update on both budgets and 
shared the approved budgets for events Marketing and Marketing per CVA Boards request.

5.5. Discussion and action concerning the new meeting date for August 2022. The next 
meeting was scheduled for August 24, 2022.
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VI. ADJOURN
The Meeting was adjourned at 10:47am.

_____________________________________
Silvia Sanchez, CVB Administrative Assistant

Approved by:

______________________________________
Sean Till, CVAB Chairman
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Item No. 4.3

CITY OF SOUTH PADRE ISLAND
CONVENTION AND VISITORS ADVISORY BOARD

AGENDA REQUEST FORM

MEETING DATE: August 24, 2022

NAME & TITLE: Silvia Sanchez

DEPARTMENT: Convention and Visitors Bureau 

ITEM
Approve the Special Events Committee post-event reports for the following events: (Brown)
* Ron Hoover Fishing Tournament July 2022

ITEM BACKGROUND
N/A

BUDGET/FINANCIAL SUMMARY
02-593-8099

COMPREHENSIVE PLAN GOAL
N/A

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

RECOMMENDATIONS/COMMENTS:
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Item No. 5.1

CITY OF SOUTH PADRE ISLAND
CONVENTION AND VISITORS ADVISORY BOARD

AGENDA REQUEST FORM

MEETING DATE: August 24, 2022

NAME & TITLE: Silvia Sanchez

DEPARTMENT: Convention and Visitors Bureau 

ITEM
Discussion and possible action to approve the Zimmerman Agency's Q1 Fall Media Plan for FY 22/23. (Rodriguez)

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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FY 2022/2023 Q1 Paid Media/Social Plan

8/24/22
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Media Focus.

1 2 3
4 5 6

Drive momentum 
into the Fall 2022

Optimize geo-
target markets 
based on data 
learnings

Target audiences 
predisposed for 
Fall and Spring 
Break Getaway 
travel

Activate a full-
funnel digital 
approach

Drive increased 
overnight stays 
during Fall and 
Spring seasons

Generate the 
greatest return on 
the media 
investment

MEDIA PLANNING AND BUYING
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MEDIA

STRATEGIC APPROACH
1.Activate the right mix of targeted media that will generate awareness and excitement of South Padre Island that will ultimately 

drive higher web traffic and accommodation revenue during Q1 and Spring 2023 period.

Potential tactical partners via:

• Consumer Print

• Niche Print (Outdoor/Birding/Fishing)

• Native Digital

• Connected TV

• SEM

• Paid Social

Negotiate value-added packages to extend reach/frequency of messaging

Leverage investment to expand our exposure via value-added efforts

• Advertorial

• Bonus Impressions

• Public Relations
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Q1
COUPLES NO KIDS, RETIREES, GEN-Z, 

MILLENNIAL, 
SOLO TRAVELERS 

MEDIA PLAN
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MEDIA PLANNING AND BUYING

Age  
A 35-64
HHI  
$75K+
Primary 
Couples no kids, Fall/Winter Retirees, 
Gen-Z/Millennial Experience, Solo 
Travelers
Reasons To Come: 
Beach Goers, Nature Lovers, Fishing, 
Dining, Romantic Getaways, Events


Fall 2022 shoulder 
season.

Target 
Audiences.

MEDIA PLANNING AND BUYING
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Texas

•RGV

•Houston

•Dallas/Ft.Worth

•San Antonio


•Austin


•Laredo

•Corpus Christi

Midwest

•OK

MEDIA PLANNING AND BUYING

Geographic
Targets.
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MEDIA PLANNING & BUYING

MEDIA APPROACH - Q1

Direct To 
Publisher 

Digital

Expedia
VRBO

Native (6%)
OTT/CTV (13%)

Romance
Fishing
Outdoors
Birding
Lifestyle
Regional Titles
Canada

Facebook
Instagram
TikTok
Snapchat
Google
Bing

Native/OTT Paid Social/ 
SEM

Lifestyle/ 
Niche Print

Publisher 
Direct Digital

10% 49%22%19%
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Awareness/
Consideration

Conversion/
Awareness

Cost efficient Native & 
OTT approach that 

allows reach into larger 
regional footprint.

Geo-fence efforts to 
areas/suburbs w/HHI 

$75k+.

MEDIA PLANNING & BUYING

MEDIA APPROACH - Q1

Direct To 
Publisher 

Digital

Conversion/
Awareness

Awareness/
Conversion

Strategically placed social 
messaging in key feeder 
markets to drive interest 
and site traffic. Promote 
special events, seasonal 

promotions, lodging 
specials. Appear top 3 in 

search queries.

Promote to our outdoor 
lifestyle, enthusiast, 
fishing, birding/eco 
travel segments.

Accurate targeting of 
in-market individuals 

seeking beach vacation 
options. 

Geo-fence efforts to 
areas/suburbs w/HHI 

$75k+.

Native/OTT Paid Social/ 
SEM

Lifestyle/ 
Niche Print

Publisher 
Direct Digital
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MEDIA PLANNING & BUYING

FY 2022/2023 Q1 MEDIA ALLOCATION
• $208,824 Q1 investment


• Nov: 44%

• Dec: 43%

• Jan: 13% Canada

6%

Fishing
3%

Birding
3%

Outdoors
2%

SEM
17%

Social
32%

OTT
12%

Consumer Digital
17%

Consumer Print
8%

Consumer Print
Consumer Digital
OTT
Social
SEM
Outdoors
Birding
Fishing
Canada
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MEDIA PLANNING & BUYING

MEDIA PLAN
Oct Nov Dec Jan Feb March April May June July Aug Sept

Consumer Print

Niche Print

Connected TV

Digital Native

Canada

SEM

Outdoors

Paid Social

Expedia
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FAMILY
SPRING GETAWAY
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MEDIA PLANNING AND BUYING

Age  
A 25-44 w/children
HHI  
$75K+
Primary 
Married Couples, Multi-Generational,

Millennials, Gen X

Niche  
Beach Goers, Nature Lovers, Fishing, 
Dining


Family Spring 
2023 Getaway

Target 
Audiences.
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Texas

•RGV

•Houston

•Dallas/Ft.Worth

•San Antonio


•Austin


•Laredo

•Corpus Christi

Midwest

•OK

MEDIA PLANNING AND BUYING

Geographic
Targets.
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MEDIA PLANNING AND BUYING

MEDIA APPROACH - FAMILY SPRING GETAWAY

OTT/CTV Facebook
TikTok
Snapchat
Google
Bing

OTT/ 
Connected TV

Paid Social/ 
SEM

75%25%
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Conversion/
Awareness

Living room quality 
streaming TV

Geo-fence efforts to 
areas/suburbs w/HHI 

$75k+.

MEDIA PLANNING AND BUYING

MEDIA APPROACH - FAMILY SPRING GETAWAY

Awareness/
Conversion

Strategically placed social 
messaging in key feeder 
markets to drive interest 
and site traffic. Promote 
special events, seasonal 

promotions, lodging 
specials.  Appear top 3 in 

search queries.

OTT/ 
Connected TV

Paid Social/ 
SEM
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MEDIA PLANNING AND BUYING

FY 2022/2023 FAMILY SPRING GETAWAY MEDIA ALLOCATION
• $100,000 investment


• Nov: 20.5%

• Dec: 30%

• Jan: 31%

• Feb: 18.5%

SEM
18%

Social
57%

OTT
25%

OTT
Social
SEM
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MEDIA PLANNING AND BUYING

Oct Nov Dec Jan Feb March April May June July Aug Sept

FAMILY SPRING GETAWAY MEDIA PLAN

Family OTT

Family Paid Social

Family SEM
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COLLEGE
SPRING BREAK
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MEDIA PLANNING AND BUYING

Age  
A 18-24
HHI  
<$25K+
Primary 
College Students, Fraternities, Soroities

Niche  
Beach Goers, Nightlife, Adrenaline 
Sports


Spring Break 2023

MEDIA PLANNING AND BUYING

Target 
Audiences.
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Texas

•RGV

•Houston

•Dallas/Ft.Worth

•San Antonio


•Austin


•Laredo

•Corpus Christi

Midwest

•OK, KS, NE, IN, CO, MN, MO, CO, AR, 

NM, IL, WI

•Arlington

•Lubbock

•Abilene

MEDIA PLANNING AND BUYING

Geographic
Targets.

129



MEDIA PLANNING AND BUYING

MEDIA APPROACH - COLLEGE SPRING BREAK

Snapchat
TikTok

Google
Bing

• Geo-Targeted to 
college campuses

Paid Social SEM

83% 17%
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Conversion/
Awareness

Strategically placed 
messaging to drive 

interest and site traffic. 
Promote special 
events, seasonal 

promotions, lodging 
specials.

MEDIA PLANNING AND BUYING

MEDIA APPROACH - COLLEGE SPRING BREAK

Awareness/
Conversion

Direct Spring Break 
travelers to SPI while they 
are searching for options. 

Competitive key word 
bidding on top 3 

placements.

Paid Social SEM
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MEDIA PLANNING AND BUYING

Oct Nov Dec Jan Feb March April May June July Aug Sept
COLLEGE SPRING BREAK MEDIA PLAN

College Paid Social

College SEM
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MEDIA PLANNING AND BUYING

FY 2022/2023 COLLEGE SPRING BREAK MEDIA ALLOCATION
• $200,000 investment


• Oct: 12%

• Nov: 12%

• Dec: 17%

• Jan: 26.5%

• Feb: 22.5%

• Mar: 10%

SEM
26%

Social
74%

Social SEM
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MEDIA PLANNING AND BUYING

FY 2022/2023 Q1, COLLEGE SPRING BREAK, FAMILY SPRING GETAWAY
• $508,025 investment


• Q1 - $340,525

• Couples no kids, Retirees, Gen-Z/Millennial, Solo Travelers: $208,025

• College Spring Break: $82,000

• Family Spring Getaway: $50,500


• Q2 - $167,500

• College Spring Break: $118,000

• Family Spring Getaway: $49,500

Radio
4%

SEM
11%

Social
47%

OTT/Streaming TV
4%

Consumer Digital
34% Consumer Digital

OTT/Streaming TV
Social
SEM
Radio
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FALL CREATIVE
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FALL ADVERTISING

PRIMARY OBJECTIVES
Increase awareness and consideration of South Padre Island among potential visitors and others that may influence 
the decision of a potential visitor to consider South Padre Island. 

Increase total number of overnight visitors to South Padre Island.

Expand the geographic market of potential visitors to the South Padre Island. 

Increase the number of visitors that come to South Padre Island during the off-season. 

Generate a measurable increased return on the advertising investment. 

27
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FALL ADVERTISING

FALL TARGET AUDIENCE 

01

02

03

Lifestyle 

Demographic

Geographic

Couples
Singles
Empty Nesters
Seniors

Primary
• Adults 35 - 64
• Avg. Age 46
• Avg HHI $75k+
• Married

Generation
• Millennials/Gen X
• Boomers


Texas
• RGV
• Houston
• Dallas/Ft.Worth
• San Antonio

• Austin

• El Paso
• Corpus Christi

Activities:
• Beach/Water/Fishing
• Entertainment/Events
• Nature/Eco
• Dining

28

Oklahoma
Minnesota

Missouri

Colorado
Kansas
Canada
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FALL CREATIVE

PRINT
Texas Saltwater Fishing

Half Page Ad

September Issue

STAY SHALLOW
OR GO DEEP?

They’re out there, just under the 
surface. I know it. 

I can hear the redfish calling from the 
flats. Further out, there’s a Marlin with 
my name on it. Tarpon await by the 
jetties. And here I am, a rod in hand and 
perfect weather overhead. 

It’s going to be a good weekend indeed.

That’s as hard as it gets.
sopadre.com
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FALL CREATIVE

PRINT
Canadian Traveller - America’s Yours to Discover

Full Page Ad + Homepage Takeover

Fall Issue

sopadre.comThat’s as hard as it gets.

BIRDING
BOARDING?

Birds are smart. First sign of cooler 
temps and poof, they take wing and 
head to South Padre Island. 
So, I’ll do the same. 

While I’m there, I’ll point my 
binoculars in their direction, thank 
them for the good idea and be on 
my merry way. Because there’s 
paddleboarding, fi shing and 
sightseeing to do. I wonder if they’ll 
watch me as well?

OR

BOARDING?
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FALL CREATIVE

DIGITAL
Expedia Brand Portfolio

 Display Banners

 Featured on Expedia, Orbitz, Travelocity, VRBO & Hotels.com
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FALL CREATIVE

DIGITAL
Expedia Brand Portfolio

 Native Marquee Card

Horsepower OR Solar Energy?
When you visit this fall, that’s as hard as it gets. 
Book your trip today.
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THANK YOU!
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APPENDIX
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Q1 MEDIA PLAN
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MEDIA

DIGITAL ACTIVATION
Incorporate direct-to-publisher placements to provide annual coverage  and reach the most in-market for travel individuals.


Display prospecting on Expedia’s Network to drive awareness amongst users in key markets that are in the dreaming, planning and 
converting stages of travel intent to South Texas.

• Guaranteed exposure on affiliate sites including Expedia, Hotels.com, Travelocity, & VRBO

• Targeting based on travel previous search behavior on affiliate sites 

• Similar Geographic targeting set up to Programmatic buy 

Connected TV through StackAdapt to raise awareness in key markets by visually showcasing SPI’s brand in a high quality living room 
format

• Tier 1 PMP Network of top publishers only 

• Tactics including Video in the Connected TV format only and Display banners to efficiently retarget users exposed to CTV ads 

• Targets: Users in-market for travel for a Texas vacation, couples travel and outdoor/birding enthusiasts

• Zip code target higher HHI areas of each DMA (RGV, Houston, Dallas/Ft.Worth, San Antonio, Austin, Laredo, Corpus Christi, OKC)

Native ad prospecting with Travel Spike, a specialized native network in the vertical of travel 

- Delivering to network of only contextually relevant, travel related sites 
- Bought on a cost per click basis 

• Targeting individuals in-market for travel to Texas, outdoor interests, and vacation rentals

• Nationally targeted and optimized to top producing markets
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MEDIA

SEM ACTIVATION
Paid search will be activated across Google and Bing Ad Platforms


Set-up account structure to allow for dedicated campaigns and ad groups to easily shift budget that need additional support and 
promotion

Zip code target higher HHI areas of each DMA (RGV, Houston, Dallas/Ft.Worth, San Antonio, Austin, Laredo, Corpus Christi, OKC)

Maintain an always on, consistent presence during the fiscal year

Campaigns:

• South Padre Island (Brand)

• Things To Do

• Accommodations

• Conquest / Competitor

KPI’s

• CTR

• Conversions

• Average Cost per Click
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MEDIA

PAID SOCIAL ACTIVATION
1.Paid social will be activated across Facebook/Instagram/Snapchat/TikTok social platforms.

2. Implement reach, traffic and brand awareness campaigns throughout platforms

3.Audience targeting 


Traveling Couples, Solo Travelers: prospecting based on age, geographic location, and interests

Lookalike audiences based off of website visitors

Zip code target higher HHI areas of each DMA (RGV, Houston, Dallas/Ft.Worth, San Antonio, Austin, Laredo, Corpus Christi, OKC)


4.Creative to align with As Hard As It Gets campaign strategy

Video to be implemented in the majority of ads

• Messaging to center around:

- Things to Do in SPI
- Events in SPI
- Places to Eat while in SPI
- Festivals/Parades in SPI
- Accommodations for SPI

KPI’s

• CTR: Click Through Rate

• CPC: Cost Per Click

• Reach

• Impressions
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MEDIA

PRINT/DIGITAL ACTIVATION - LEISURE TRAVEL
Utilize high profile print partnerships that create brand awareness against our key target audiences in top source markets.

Incorporate larger ad sizes for greater impact (FP, 1/2 page units)

Negotiate digital programs for multi-touchpoint approach


National Titles (Texas Region)

• Southern Living (Texas)

- 1/2 page (Family Gatherings)

Regional/State/City

• Austin Magazine

- 1/2 page + Digital Banners (Holiday Destinations)

• San Antonio Magazine

- 1/2 page (Holiday Destinations)
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MEDIA

PRINT/DIGITAL ACTIVATION - NICHE
Audience segments important and unique to SPI will be reached though leading vertical publications

Utilize larger ad sizes for greater impact (FP, 1/2 page units)


Birding

• Birdwatching Magazine

- 1x FP - Winter Guide

• Bird Watchers Digest

- Full page

Outdoors

• Texas Parks & Wildlife

- 1x FP

Fishing

• Texas Fish & Game

- FP4C + 1x e-blast

• Texas Saltwater Fishing

- 2x 1/2 page + 2x home page takeovers
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MEDIA

PRINT/DIGITAL ACTIVATION - CANADA
Re-activate brand against Canadian travelers to entice visitation to South Padre Island

Potential Campaign Theme: “Snow To Sand”


Leading travel media partnership with;

• Canadian Traveler’s America Yours To Discover Annual Guide

- 3x e-newsletter banner
- 1x home page takeover
- 2x social posts

• Dreamscapes Travel & Lifestyle

- 1x Full Page 4C (Winter)

• Explore Magazine

- 1x 1/2 page 4C (Dec/Jan/Feb - USA Section)
- 3x eblast + 1x HPTO
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FAMILY
SPRING GETAWAY
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MEDIA

DIGITAL ACTIVATION
Incorporate a premium video placements to provide coverage and reach the most in-market for travel individuals.


Connected TV through StackAdapt to raise awareness in key markets by visually showcasing the South Padre Island’s brand in a high 
quality living room format

• Tier 1 PMP Network of top publishers only 

• Tactics including Video in the Connected TV format only and Display banners to efficiently retarget users exposed to CTV ads 

• Targets: Users in-market for travel for a Texas vacation, family travel, and outdoor enthusiasts

• Zip code target higher HHI areas of each DMA (RGV, Houston, Dallas/Ft.Worth, San Antonio, Austin, Laredo, Corpus Christi, OKC)
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MEDIA

SEM ACTIVATION
Paid search will be activated across Google and Bing Ad Platforms


Set-up account structure to allow for dedicated campaigns and ad groups to easily shift budget that need additional support and 
promotion

Target in-market audiences offered including vacation rentals, hotels and accommodations, and family

Zip code target higher HHI areas of each DMA (RGV, Houston, Dallas/Ft.Worth, San Antonio, Austin, Laredo, Corpus Christi, OKC)

Campaigns:

• Family Spring Getaway in SPI

- Things to Do
- Events 
- Places to Eat
- Accommodations 

KPI’s

• CTR

• Conversions

• Average Cost per Click
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MEDIA

PAID SOCIAL ACTIVATION
Paid social will be activated across social platforms: Facebook, Tiktok and Snapchat

1. Implement reach, traffic and brand awareness campaigns throughout platforms

2. Audience targeting 


Families with kids: prospecting based on age, geographic location, and interests

Lookalike audiences based off of website visitors


3. Creative to be refreshed using prior South Padre Island content

Video to be implemented in the majority of ads


• Messaging to center around:

- Things to Do in SPI with your family for Spring Getaways
- Family Friendly Spring Getaways/Break Destination
- Family Friendly Places to stay in SPI for Spring Getaways/Break

KPI’s

• CTR: Click Through Rate

• CPC: Cost Per Click

• Reach

• Impressions
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COLLEGE
SPRING BREAK
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MEDIA

PAID SOCIAL ACTIVATION

Paid social will be activated across social platforms: Snapchat and Tiktok

1. Implement reach, traffic and brand awareness campaigns throughout platforms

2. Audience targeting 


College Students & Spring Breakers: Prospecting based on age, geographic location, and interests

Lookalike audiences based off of website visitors


3. Creative to be refreshed using As Hard As It Gets content

Video to be implemented in the majority of ads


• Messaging to center around:

- Plan Your Epic Spring Break at SPI
- Why SPI Needs To Be On Your Spring Break Destination List
- College Spring Break Beach

KPI’s

• CTR: Click Through Rate

• CPC: Cost Per Click

• Reach

• Impressions
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MEDIA

SEM ACTIVATION
Paid search will be activated across Google and Bing Ad Platforms


Set-up account structure to allow for dedicated campaigns and ad groups to easily shift budget that need additional support and 
promotion

Target in-market audiences offered including college students and spring breakers

Campaigns:

• College Spring Break 

- Things to do
- Events
- Accommodations
- Places to Eat

KPI’s

• CTR

• Conversions

• Average Cost per Click
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Item No. 5.2

CITY OF SOUTH PADRE ISLAND
CONVENTION AND VISITORS ADVISORY BOARD

AGENDA REQUEST FORM

MEETING DATE: August 24, 2022

NAME & TITLE: Silvia Sanchez

DEPARTMENT: Convention and Visitors Bureau 

ITEM
Presentation and discussion by the Predictive Data Lab on campaign performances, KPIs, and analytics. (Rodriguez)

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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VISIT SOUTH PADRE ISLAND
July 2022 – Board Presentation

159



Predictive Data Lab | CONFIDENTIAL

1. HOTEL AND VACATION RENTAL DATA

2. PAID MEDIA PERFORMANCE

3. IN HOUSE MEDIA BUYS

4. WEB ANALYTICS

5. TRAVELLER INTELLIGENCE

6. ECONOMIC IMPACT

7. FALL 2022 CUSTOMER SEGMENTATION

TABLE OF CONTENTS
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HOTEL AND 
VACATION RENTAL 
DATA
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https://app.powerbi.com/groups/me/reports/1457d8a7-8d1f-4663-9657-2dfbf021990d/?pbi_source=PowerPoint


Additional research showed that Port Aransas had a substantial YOY increase in vacation rental listings than South Padre 
Island which could be driving a higher RevPar and ADR.
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https://app.powerbi.com/groups/me/reports/1457d8a7-8d1f-4663-9657-2dfbf021990d/?pbi_source=PowerPoint


Galveston also showed a higher rate of growth for vacation rental listings. For example, the property manager Vacasa had 30% higher year-over-
year growth in Galveston than in South Padre Island. 
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Additional analysis suggests that a resurgence in the cruise 
industry may have contributed to the strong Q2 performance of 
Galveston.
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South Padre Island 
showed very similar 
hotel metrics compared 
to the previous year. 

This is an improvement 
from the more 
significant decrease 
seen in last month's 
data. 
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PAID MEDIA 
PERFORMANCE
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July 2022 has been the most efficient month this year in terms of paid media performance. Since the initial paid 
media campaign launch, we have seen solid numbers for impressions and clicks with the lowest associated cost.
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The year-long “Evergreen” 
campaign had the highest 
volume of impressions and 
clicks, while the “The Fun Never 
Ends” seasonal campaign had 
the higher efficiency. 
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Snapchat was the best performing 
platform in July 2022. 

This can be attributed to the use and 
implementation of new creatives by the 
Zimmerman Agency. 
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Expedia was the campaign source with the 
highest Gross Booking, but Hotels.com had the 
higher conversion rate and return on Ad Spend.

Our recommendation is to reallocate funding from VRBO to 
Hotels.com. 172
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The geographic markets targeted were aligned with the visitors by origin data. However, it is 
important to note that a large amount of traffic coming from Chicago is likely to be an anomaly 
caused by ongoing issues with Google attributions. 
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IN HOUSE 
MEDIA BUYS

174



The KVUE Television campaign served 523,600 total impressions for July 2022. This 
campaign mainly targeted Dallas, Houston, San Antonio, and Laredo. 
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The Spectrum Streaming TV campaign served 53,788 
impressions to San Antonio, Austin, and Houston markets. 
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The Entravision Digital campaign served 562,064 
impressions to San Antonio, Austin, New Braunfels, and San 
Marcos market. 
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WEB
ANALYTICS
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Most of the web traffic occurred at the beginning of the month. This 
may be attributed to the 4th of July holiday.
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Overall web performance was slightly lower than the 
previous month, however, July is still positioned as the 3rd

highest performing month of the year so far.
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The “South Padre Island – Places to Eat” keyword campaign had a very efficient 
cost/conversion rates. We recommend reallocating budget from the “South Padre Island –
Events” campaign to the “South Padre Island – Places to Eat” campaign. 
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TRAVELLER 
INTELLIGENCE
DATA
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The American Spirit Championship 
Cheerleading Competition drove the 
highest number of estimated attendance 
and associated trips. 
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The Flamingo Inn showed a larger than average performance for July 2022. This could be 
due to its proximity to the Padre Island Brewing Company, which could be driving more 
traffic in the area. 185
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July 2022 showed an increased interest in fishing and birding activities. This is aligned with one of 
the key targeting areas of the Zimmerman’s Agency Fall 2022 media plan. 
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Overnight arrivals increased significantly in July 2022. 
Despite surges on weekends, same-day visitors did not 
surpass overnight visitors during this time.
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ECONOMIC 
IMPACT

188



HOT Tax collection continued to outpace Sales and Property 
tax collection in July 2022. An increase in customer credit 
card spending may be attributed to increased prices due to 
2022 inflation.  
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FALL 2022 
CUSTOMER 
SEGMENTATION
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TAS STATE 
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MEET THE ENTERTAIMENT 
DRIVEN MILLENNIAL
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A The Entertainment Driven Millennials will likely be highly propensity travelers to South Padre Island for Fall 
2022. This group is likelier to take trips to luxury-style hotels, attractions, and entertainment districts within 
South Padre Island. Beach destinations are the number one vacation choice for this segment. This group is 
more willing to spend more to upscale their travel. They are also less likely to list cost as a cause of concern 
when booking their trip. Emphasis on events such as concerts and performances should be included. This 
segment also includes fitness enthusiasts. 
Demographic: 
Average Age: 34-41
Millennial (29%)
Hispanic (58%)

Married (48%)
Children (34%)

Avg Household Size: 2.79
Homeowner (56%)

Avg HH Income: $82K
Avg Home Value: $184K

Female (51%)
Male (49%)

Political Affiliation: 
Democrat (52%)
Republican (46%)

Location:
Texas: McAllen, Weslaco, Pharr, Edinburg, 
Mission, Rio Grande City, San Antonio, Austin

MOTIVATING FACTORS:
• Events
• Fitness
• Relaxation
• Exploration
• Experience Different Cultures
• Enhance Existing Relationships
• Experience New Cuisines

TOP VACATION ACTIVITIES:
• Dining
• Fun Attractions
• Sightseeing
• Learning New Things
• Shopping
• Engaging With nature
• Cultural Attractions 
• Nightlife

Data Source (s): Intelligence Hub 2.0, American Community Survey, IRS, Texas State Aquarium, Google Search Trends, PwC

INCOME: 75K-100K
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A The Comfort Driven Baby Boomer will likely be a high propensity traveler to South Padre Island for Fall 
2022. This group is more likely to plan their trip in months. An increasing number of this demographic rely 
on smartphones to communicate and plan while traveling. This group prefers flights as their primary 
method of transport and is still heavily dependent on hotels and motels for lodging. This group prioritizes 
safety and comfort, which is why they prefer to travel to common and heavily-visited destinations.

Demographic: 
Average Age: 54-75
Baby Boomer (44%)
White (84%)

Married (49%)
Children (15%)

Avg Household Size: 2.24
Homeowner (80%)

Avg HH Income: $72K
Avg Home Value: $232K

Female (51%)
Male (49%)

Political Affiliation: 
Republican (44%)
Democrat (53%)

Location:
Texas: Georgetown, Rockport, Port Aransas, 
Horseshoe Bay, Wimberly, Granbury, Leander, 
Pipe Creek

MOTIVATING FACTORS:
• Familiarity
• Outdoor Activity
• Multigenerational Travel
• Budget
• Planning
• Relaxation
• Entertainment Value

TOP CHALLENGES:
• Ensuring any special medical/travel 

needs are taken care of 
• Developing an itinerary
• Coordinating ground transportation
• Making reservations at a destination
• Identifying activities at a destination
• Booking airfare

Data Source (s): Intelligence Hub 2.0, American Community Survey, IRS, Texas State Aquarium, Google Search Trends, AARP

INCOME: <75K
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MEET THE VALUE DRIVEN 
BUSINESS TRAVELER

TA
RG

ET
 F

A
LL

 P
ER

SO
N

A The Value Driven Business Traveler will likely be a high propensity traveler to South Padre Island for Fall 
2022. Businesses place a high value on networking at in-person conferences and feel that virtual 
replacements do not fill this need appropriately. Travel managers rank conferences and exhibitions among 
the top five travel types expected to lead growth towards 2022. This group also includes individuals who 
work remotely and can travel to vacation destinations without missing any days at work. 

Demographic: 
Average Age: 39-45
Gen X/Millennial (50%)
White (62%)

Married (59%)
Children (15%)

Avg Household Size: 2.69
Homeowner (70%)

Avg HH Income: $127K
Avg Home Value: $413K

Female (51%)
Male (49%)

Political Affiliation: 
Democrat (48%)
Republican (48%)

Location:
Texas: San Antonio, Austin, Houston, New 
Braunfels, Georgetown, Missouri City, Corpus 
Christi

MOTIVATING FACTORS:
• Reliable Internet
• Health and Safety Standards
• Online Ratings and Reviews
• Suitable Place to Work
• Price
• Flexibility to Cancel
• Proximity to Attractions
• Presence of Quiet Meeting Rooms

PERCEIVED BENEFITS OF BUSINESS 
TRAVEL:
• Recharge mental and emotional 

batteries
• Avoid feeling stuck in one place
• Explore destination without using 

vacation time
• Change of scenery
• Form new relationships
• Prevent burnout

Data Source (s): Intelligence Hub 2.0, American Community Survey, IRS, Texas State Aquarium, Google Search Trends, Deloitte

INCOME: 100K+
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KEY TAKEAWAYS

• South Padre Island recorded the highest occupancy for hotels and vacation rentals 
for July 2022, however; South Padre Island was outperformed in Vacation Rentals by 
Port Aransas and Galveston.

• YOY, South Padre Island performance was similar compared to last year in terms of 
hotel metrics, excluding HOT Tax collection, which was outperformed by Galveston. 
We can potentially attribute this to the fast recovery in the cruise industry and the 
decrease in travel restrictions caused by COVID-19.

• Paid media recorded the highest performance and cost efficiency in July 2022 with 
Snapchat outperforming all other platforms in terms of clicks, while Sojern
outperformed all other tactics serving the highest number of impressions.
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OUR RECOMMENDATIONS

• We recommend increasing vacation rental listings to remain competitive against 
destinations such as Port Aransas and Galveston. Additionally, it may be beneficial to 
contact property managers in South Padre to better understand their challenges to 
offer and/or increase the number of listings.

• Based on the SEM data, we recommend a shift in budget spending towards the 
“South Padre Island – Places to Eat” campaign instead of the “South Padre Island –
Events” campaign.

• Based on the data from Expedia, we recommend to allocate more funding towards 
hotels.com rather than VRBO. 
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NEXT STEPS

Predictive Data Lab 

• Zimmerman and PDL working together on integrating new segmentation 
personas into the VSPI FY2023 media plan.

• PDL working on completing all remaining FY2023 seasonal customer 
segmentation reports for Winter, Spring and Summer by August 31st, 2022.
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Q&A
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Item No. 5.3

CITY OF SOUTH PADRE ISLAND
CONVENTION AND VISITORS ADVISORY BOARD

AGENDA REQUEST FORM

MEETING DATE: August 24, 2022

NAME & TITLE: Silvia Sanchez

DEPARTMENT: Convention and Visitors Bureau 

ITEM
Presentation and discussion regarding the CVB Monthly Report. (Rodriguez)
1.) Special Events
2.) Marketing and Communications
3.) Social Media
4.) Cision
5.) In House Creative

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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CVB Monthly Report
August 2022
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SPECIAL EVENTS
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Special Events

July/August Events

● Ron Hoover Fishing Tournament
○ July 29-30
○ 1,100 attendees

● Texas International Fishing Tournament
○ August 3-7

● Ladies Kingfish Tournament
○ August 12-14

 Upcoming Events

● Labor Day Fireworks / Sunday, Sept. 4 
● SPIsland Games / Sept. 16 - 18
● Wahoo Classic / Sept. 16 - 18
● Longest Causeway / Sept. 17
● Elite Redfish Series Championship / Sept. 23 - 25
● SPI Triathlon / Sept. 25
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Marketing & Communications
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ORGANIC SOCIAL MEDIA 
OVERVIEW
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Facebook Top Posts
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Facebook Video 
Performance
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Instagram Audience 
Growth
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Instagram Top Posts
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TikTok top posts
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TikTok Audience Growth
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Cision Report July 2022

$14.M
Total Publicity Value

A scoring system that creates an 
approximate 

value for a news article.

       1,2K
Total Mentions

The total number of news stories for 
a 

specified time period.

7.8B
Total Reach

A globally consistent baseline metric 
for 

measuring the reach of a media 
outlet.

Share Voice
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Top Locations by Country
○ United States      1.1K
○ Japan 19
○ India           9
○ United Kingdom   8        
○ VietNam                    7
○ Mexico   6
○ Argentina   5
○ Germany   5
○ New Zealand   4

Cision Report June 2022

Top Stories:

Top Locations by State
● Texas      582
● California      108
● New York          20
● Washington         19
● Florida          14
● District of Columbia     13
● Georgia        12
● Michigan        10
● Oklahoma          8 
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PR Efforts 

● Interviews: 7
● Press Releases: 1
● Live Shows Interviews: (TV & Radio): 4
● Total Number of Publications: 12
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Mexico campaigns
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In-House Creative 
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Print - Digital  
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Groups & Meetings
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SPI-CTA Program

● 5 New Certified Tourism Advisors
● 85 Total SPI-Certified Tourism Advisors 

    SPI-CTA Upcoming class:

● Classes for September TBD

● Email will be sent out to Island Partners once dates are 

determined.
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Item No. 5.4

CITY OF SOUTH PADRE ISLAND
CONVENTION AND VISITORS ADVISORY BOARD

AGENDA REQUEST FORM

MEETING DATE: August 24, 2022

NAME & TITLE: Silvia Sanchez

DEPARTMENT: Convention and Visitors Bureau 

ITEM
Discussion and possible action to approve the funding request for the following Special Events:
* Hallowings in October 2022 (Brown)

ITEM BACKGROUND
First Time Event
The SEC Approved $2,000 in funding for Marketing at the SEC Meeting on August 16, 2022.

BUDGET/FINANCIAL SUMMARY
02-593-8099

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: August 24, 2022

NAME & TITLE: Silvia Sanchez

DEPARTMENT: Convention and Visitors Bureau 

ITEM
Discussion and possible action to approve the Q1 In-House Fall Media Plan for FY22/23 (Rodriguez)

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. 5.6

CITY OF SOUTH PADRE ISLAND
CONVENTION AND VISITORS ADVISORY BOARD

AGENDA REQUEST FORM

MEETING DATE: August 24, 2022

NAME & TITLE: Silvia Sanchez

DEPARTMENT: Convention and Visitors Bureau 

ITEM
Discussion and possible action regarding the Mexico FAM Tour for Travel Agencies and Media. (Rodriguez)

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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TU ISLA TE ESPERA
(Your Island Awaits)

FAM Trip
October 6-8, 2022

The South Padre Island-CVB will host a FAM Trip for Tour Operators and Media from Monterrey,
Mexico, to promote the city of South Padre Island and introduce and host a meet and greet with
the different South Padre Island Hotels Sales Managers.

The purpose of this FAM Trip is to allow the tour operators/travel agents and media to gain an
ideal first-hand experience of the things that our beautiful Island has to offer to its visitors. The
FAM Tour will consist of 6 Tour Operators/Travel Agents and 5 Media people from top Mexican
outlets.  Please see the DRAFT Agenda below.

Fall FAM Tour
DRAFT
Agenda
October 6-8, 2022

Thursday, October 6

3:00 p.m. Check-In
Hotel TBD

4:00 p.m. Welcome to South Padre Island
Meet in Hotel Lobby
Hosting Hotel Tour

5:30 p.m. Meet and Greet
South Padre Island-CVB
7355 Padre Blvd
South Padre Island, TX 78597

Friday, October 7

8:00 a.m. Meet in the hotel lobby

8:15 a.m. Breakfast
Cafe on the Beach
3616 Gulf Blvd
South Padre Island, TX 78597
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9:30 a.m. Sea Turtle Inc
6617 Padre Blvd
South Padre Island, TX 78597

11:00 a.m. Sandcastle Days
6900 Padre Blvd
South Padre Island TX, 78597

12:30 p.m. Lunch
Blackbeard's
103 E Saturn Ln
South Padre Island, TX 78597

2:00 p.m. Sea Turtle Art & Sandcastle Trail
Sandcastle Village
208 W Kingfish St
South Padre Island, TX 78597

4:00 p.m. Adventure Park- Horseback Riding
21040 North State Park Rd 100,
South Padre Island, TX 78597

7:00 p.m. Dinner
Painted Marlin Grille
202 W Whiting St
South Padre Island, TX 78597

8:30 p.m. Entertainment District

Saturday, October 8

8:00 a.m. Meet in the hotel lobby

8:15 a.m. Breakfast

9:30 a..m. Birding, Nature Center & Alligator Sanctuary
6801 Padre Blvd
South Padre Island, TX 78597

12:00 p.m. Dolphin Watch/Eco-Tour
Breakaway Cruises
33384 State Park Rd
South Padre Island TX, 78597

— Departure —
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Item No. 5.7

CITY OF SOUTH PADRE ISLAND
CONVENTION AND VISITORS ADVISORY BOARD

AGENDA REQUEST FORM

MEETING DATE: August 24, 2022

NAME & TITLE: Silvia Sanchez

DEPARTMENT: Convention and Visitors Bureau 

ITEM
Discussion and action concerning the new meeting date for September 2022. (Till)

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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