
NOTICE OF REGULAR MEETING 
CITY OF SOUTH PADRE ISLAND 

CONVENTION AND VISITORS ADVISORY BOARD 

NOTICE IS HEREBY GIVEN THAT THE CONVENTION AND VISITORS ADVISORY BOARD OF THE 
CITY OF SOUTH PADRE ISLAND, TEXAS WILL HOLD A REGULAR MEETING ON: 

Wednesday, April22, 2015 
9:00A.M. AT THE MUNICIPAL BUILDING, 
CITY COUNCIL CHAMBERS, 2ND FLOOR 

4601 PADRE BOULEVARD, SOUTH PADRE ISLAND, TEXAS 

1) Call to order. 

2) Pledge of Allegiance. 

3) Public announcements and comments: This is an opportunity for citizens to speak to the Convention and Visitors Advisory Board 

relating to agenda or non-agenda items. Speakers are required to address the Convention and Visitors Advisory Board at the podium and 
give their name before addressing their concerns. (Note: State law will not permit the Advisory Board to discuss, debate or consider items 
that are not on the agenda. Citizen comments may be referred to Convention and Visitors Bureau staff or moy be placed on the agenda of a 
future Convention and Visitors Bureau Advisory Board meeting). 

4) Consent Agenda: 

a) Approval of minutes for March 25, 2015 Regular Meeting and April9, 2015 
Workshop.(Hawkinson) 

b) Approve excused absence from Advisory Board Member Arnie Creinin for March 25, 2015 
Regular CV A Board Meeting. (Hawkinson) 

5) Presentation and discussion: 

a) Brief recap on Beach N Biker Fest 2015 Event. (Hawkinson) 

6) Update, discussion and possible action regarding Convention Centre Report.(DiLibero) 

7) Update on Convention Centre renovation project. (Jones) 

8) Update, discussion and action regarding Median Banner Application & Guidelines.(DiLibero) 

9) Discussion and possible action on Director of Sales report.(Arnold) 

1 0) Update, discussion and action regarding CVB Sales Committee: (Arnold/Hawkinson) 

a) List of members based on South Padre Island lodging partners. 
b) Date, time and agenda for the 1st meeting. 

11) Discussion and possible action to review current procedures in place by the CVB Sales Staff and 
Convention Centre staff to qualify and/or screen potential groups or new events. (Arnold/Hawkinson) 

12) Update, discussion and possible action regarding the status of the New Events Funding Guidelines and 
Procedures. (Hawkinson) 



13) Update, discussion and possible action regarding setting a date for the Spring Break Workshop. 
(Hawkinson) 

14) Update, discussion and possible action regarding the Budget Committee. (Till) 

15) Update, discussion and possible action regarding Website Sub-Committee meeting. (Holthusen) 

16) Discussion and action on one-time expenditure of up to $10,000.00 for inclusion on the Discover 
America campaign. (Holthusen) 

17) Discussion and action regarding the allocation of the remainder of $100,000 in the In-house Marketing 
Division per mid-year budget review. (Arnold/DiLibero) 

18) Discussion and action regarding the marketing of Fiesta Padre Event over Memorial Day Holiday within 
the current marketing buys placed by Machete. (Hawkinson) 

19) Discussion and action regarding the recommendations to allocate the remainder of Machete's Media 
budget/reserve. (DiLibero/Lopez) 

20) Set new meeting date/agenda items for next meeting. 

21) Adjourn. 

DATED THIS THE 17th DAY OF APRIL 2015. ~ 

B._w ~ C(~ 
R~ta~ B SaesAdil1illistrative Assistant 

I, THE UNDERSIGNED AUTHORITY, DO HEREBY CERTIFY THAT THE NOTICE OF MEETING OF THE GOVERNING 
BODY OF THE CITY OF SOUTH PADRE ISLAND, TEXAS IS A TRUE AND CORRECT COPY OF SAID NOTICE AND THAT 
I POSTED A TRUE AND CORRECT COPY OF SAID NOTICE ON THE BULLETIN BOARD AT THE CITY 
HALUMUNICIPAL BUILDING ON Aprill7, 2015, at/or before 5:00P.M. AND REMAIND SO POSTED CONTINUOUSLY 
FOR AT LEAST 72 HOURS PRECEDING THE SCHEDULED TIME OF SAID MEETING. 

THERE MAY BE ONE OR MORE MEMBERS OF THE SOUTH PADRE ISLAND CITY COUNCIL ATTENDING THIS 
MEETING, AND IF SO, THIS STATEMENT SATISFIES THE REQUIREMENTS OF THE OPEN MEETINGS ACT. 



CITY OF SOUTH PADRE ISLAND 
ADVISORY BOARD 
CONSENT AGENDA 

MEETING DATE: April22, 2015 

ITEM DESCRIPTIO 

Item No.4 

NOTE: All matters listed under Consent Agenda are considered routine by the Advisory Board 
of the City of South Padre Island and will be enacted by one motion. There will not be separate 
discussion of these items. If discussion is desired, that item will be removed from the Consent 
Agenda and considered separately. 

Items to be considered are: 

a. Approval of minutes for March 25, 2015 Regular Meeting and April 9, 2015 
Workshop. 

b. Approve excused absence request from Advisory Board Member Arnie Creinin for 
March 25,2015 Regular CVA Board Meeting. 

~RECOMMENDATIONS/COMMENTS 
Approve Consent Agenda 



CITY OF SOUTH PADRE ISLAND 
ADVISORY BOARD MEETING 

AGENDA REQUEST FORM 

MEETING DATE: April 22, 2015 

NAME & TITLE: Rosa Zapata, Sales Administrative Assistant 

DEPARTMENT: Convention and Visitors Bureau 

II ITEM 

Item No. 4a 

Approve minutes for March 25, 2015 Regular Meeting and April 9, 2015 Workshop. 

hTEM BACKGROUND II 

~BUDGET/FINANCIAL SUMMARY 

II coMPREHENSIVE PLAN GOAL 

LEGAL REVIEW 

Sent to Legal: YES: ---- NO: ___ _ 

Approved by Legal: YES: ---- NO: ----
Comments: 

,,RECOMMENDATIONS/COMMENTS 

Approve Minutes 



1. Call to order. 

MINUTES 
CITY OF SOUTH PADRE ISLAND 

CONVENTION AND VISITORS ADVISORY 
REGULAR BOARD MEETING 

WEDNESDAY, MARCH 25,2015 

The Convention and Visitors Advisory Board of the City of South Padre Island, Texas held a Special 
Meeting on Wednesday, March 25, 2015 at the Municipal Complex Building, 2nd Floor, 4601 Padre 
Boulevard, South Padre Island, Texas. Chairman Jimmy Hawkinson called the meeting to order at 9:00 
a.m. A quorum was present: Bill Donahue, Wally Jones, Joe Ricco, and Sean Till. Also present Ex-Officio 
Michael Jones. 
Absent: Arnie Creinin and Terence Chase 

City staff members present were City Manager William DiLibero, Assistant City Manager Darla Jones, 
CVB Director of Sales Denise Arnold, Sales Administrative Assistant Rosa Zapata, IT Director Paul 
Holthusen, CVB Accountant I Lori Moore. 

2. Pledge of Allegiance. 

Chairman Jimmy Hawkinson led the Pledge of Allegiance. 

3. Public announcements and comments: This is an opportunity for citizens to speak to the Convention and Visitors Advisory Board 

relating to agenda or non-agenda items. Speakers are required to address the Convention and Visitors Advisory Board at the podium and give 
their name before addressing their concerns. {Note: State law will not permit the Advisory Board to discuss, debate or consider items that are 
not on the agenda. Citizen comments may be referred to Convention and Visitors Bureau staff or may be placed on the agenda of a future 
Convention and Visitors Bureau Advisory Board meeting). 

No public comments were given at this time. 

4. Consent Agenda: 

Board Member Donahue made the motion, seconded by Board Member Jones. Motion carried on a 
unanimous vote. 

1. Approval of minutes for February 26, 2015 Regular meeting. 

5. Update, discussion and possible action regarding Convention Centre Report.(DiLibero) 

City Manager DiLibero gave the board an update concerning the hiring of the CVB Director. No action 
taken. 

6. Presentation, discussion and possible action on Director of Sales report.(Arnold) 

Denise Arnold, Director of Sales presented the Board with the Sales Report. Board Member Donahue 
requested the Definite Booking Report include what is repeat or new business. After a lengthy discussion, 
no action was taken. 

Minutes: February 26, 2015 CV A Board Meeting 



7. Discussion and possible action regarding New Sales Committee. (Till) 

Board Member Till made the motion for Denise Arnold to form the Committee, Seconded by Board 
Member Donahue. Chairman Hawkinson mentioned the Committee be the 6 individuals and the meeting 
to be held once a month. The meeting will be open for everyone to attend. Motion carried on a unanimous 
vote. 

8. Discussion and possible action regarding Sales Staff & Sales Committee to work with Event Promoters. 
(Till) 

After a lengthy discussion, no action was taken. 

9. Discussion and possible action regarding Median Banner Application & Guidelines.(Till) 

Chairman Hawkinson made the motion for next month meeting to approve the procedures and contact 
person for Median Banner Application, seconded by Board Member Till. Motion carried on unanimous 
vote. 

10. Discussion and possible action regarding Spring Break Workshop (Till) 

City Manager DiLibero suggested to meet in mid-May. Chairman Hawkinson mentioned next month 
meeting a date can be scheduled. No action was taken. 

11. Discussion and possible action regarding New Event Funding Guidelines. (Till) 

Board Member Till gave the board an update on the New Event Funding Guidelines. No action taken at 
this time. 

12. Discussion and possible action regarding SPI Consumer Research Project. (W. Jones) 

After a small discussion, not action was taken. 

13. Discussion and action to remove the real time leads to partners from website submission 
forms.(Holthusen) 

Board Member Till made the motion for the CVB to send out the real time leads, seconded by Board 
Member Jones. Motion carried on unanimous vote. 

14. Update, discussion and possible action regarding Website Sub-Committee meeting. (Holthusen) 

Update was given by Paul Hotlhusen, IT Director. After a lengthy discussion, no action was taken. 

i. Review of Website Committee Digital Marketing Plan for Summer Season. (Till) 

15. Discussion and action for the creations and appointment of CVB Budget Committee.(Till) 

Board Member Till made to motion for Board Member Jones and Board Member Ricco to meet with the 
City Manager to review the CVB budget, seconded by Board Member Donahue. Motion carried on 
unanimous vote. 

Minutes: February 26, 2015 CVA Board Meeting 



16. Discussion and action regarding Advertising RFP's. (DiLibero) 

Chairman Hawkinson made to motion to approve the Advertising RFP to be send out by the 30th of 
March, Seconded by Board Member Ricco. Motion carried on a unanimous vote. 

17. Discussion and action regarding Digital Marketing RFP's. (DiLibero) 

Paul Hotlhusen, IT Director made presentation to CV A Board and recommended to send out the RFP by 
the 30th of March. Board Member Donahue made the motion to approve, seconded by Board Member 
Jones. Motion carried on a unanimous vote. 

18. Discussion and possible action regarding Strategic Planning/Research Proposal presented by Machete. 
(DiLibero/Lopez) 

Presentation by Jessica Massay & Francis Schultschik with Machete, Inc was given at this time. No action was 
taken. 

19. Presentation, discussion and possible action on Marketing:(DiLibero/Lopez) 

Board Member Jones made the motion to schedule a Marketing Workshop, seconded by Board Member 
Till. Workshop was scheduled for April 19, 2015 at 10:00 AM. Motion carried on a unanimous vote. 

a) Presentation by Machete of current Media Placement. 

20. Set new meeting date/agenda items for next meeting. 

Nest scheduled meeting will be Wednesday, April 22, 2015 at 9:00a.m. 

21. Adjourn. 

There being no further business, Chairman Hawkinson adjourned the meeting at 1 J :50 a.m. 

Rosa Zapata, CVB Sales Administrate Assistant 

Jimmy Hawkinson, CV A Chairman 

Minutes: February 26, 2015 CVA Board Meeting 



CITY OF SOUTH PADRE ISLAND 
ADVISORY BOARD MEETING 

AGENDA REQUEST FORM 

MEETING DATE: April 22, 2015 

NAME & TITLE: Jimmy Hawkinson, Advisory Board Chairman 

DEPARTMENT: Advisory Board Committee Member 

!liTEM 

Item No. 4b 

Approve excused absence from Advisory Board Member Arnie Creinin for March 25, 2015 
Regular CV A Board Meeting. 

II ITEM BACKGROUND II 

I! BUDGET/FINANCIAL SUMMARY 

I COMPREHENSIVE PLAN GOAL II 

LEGAL REVIEW 

Sent to Legal: YES: ----- NO: ___ _ 

Approved by Legal: YES: ----- NO: ----
Comments: 

"RECOMMENDATIONS/COMMENTS 



1. Call to order. 

MINUTES 
CITY OF SOUTH PADRE ISLAND 

CONVENTION AND VISITORS ADVISORY 
WORKSHOP MEETING 

THURSDAY, APRIL 9, 2015 

The Convention and Visitors Advisory Board of the City of South Padre Island, Texas held a Workshop on 
Thursday, April 9, 2015 at the Municipal Complex Building, 2nd Floor, 4601 Padre Boulevard, South 
Padre Island, Texas. Chairman Jimmy Hawkinson called the meeting to order at 10:00 a.m. A quorum was 
present: Bill Donahue, Wally Jones, Arnie Creinin, Hershal Patel and Sean Till. Also present Ex-Officio 
Michael Jones and Terence Chase 
Absent: Joe Ricco 

City staff members present were City Manager William DiLibero, CVB Director of Sales Denise Arnold, 
Sales Administrative Assistant Rosa Zapata, IT Director Paul Holthusen, CVB Copywriter, Nancy Botello. 

2. Pledge of Allegiance. 

Chairman Jimmy Hawkinson led the Pledge of Allegiance. 

3. Public announcements and comments: This is an opportunity for citizens to speak to the Convention and Visitors Advisory Board 

relating to agenda or non-agenda items. Speakers are required to address the Convention and Visitors Advisory Board at the podium and give 
their name before addressing their concerns. (Note: State law will not permit the Advisory Board to discuss, debate or consider items that are 
not on the agenda. Citizen comments may be referred to Convention and Visitors Bureau staff or may be placed on the agenda of a future 
Convention and Visitors Bureau Advisory Board meeting). 

No public comments were given at this time. 

4. Discussion on Strategic Planning for the Marketing Budget with Machete Inc. 

Discussion was held regarding the Strategic Planning for the remainder FY 2015 Marketing Budget. 

5. Adjourn. 

There being no further business, Chairman Hawkinson adjourned the meeting at 2:06 p.m. 

Rosa Zapata, CVB Sales Administrate Assistant 

Jimmy Hawkinson, CV A Chairman 

Minutes: February 26, 2015 CVA Board Meeting 



CITY OF SOUTH PADRE ISLAND 
ADVISORY BOARD MEETING 

AGENDA REQUEST FORM 

MEETING DATE: April 22, 2015 

NAME & TITLE: Jimmy Hawkinson, Advisory Board Chairman 

DEPARTMENT: Advisory Board Committee Member 

II ITEM 

Presentation and discussion: 

a) Brief recap on Beach N Biker Fest 2015 Event. 

II ITEM BACKGROUND II 

BUDGET/FINANCIAL SUMMARY 

NSIVE PLAN GOAL 

IlLEGAL REVIEW II 

YES: NO: 

Item No.5 

Sent to Legal: ---- ----
Approved by Legal: YES: ---- NO: ----
Comments: 

RECOMMENDATIONS/COMMENTS 



CITY OF SOUTH PADRE ISLAND 
ADVISORY BOARD MEETING 

AGENDA REQUEST FORM 

MEETING DATE: April22, 2015 

NAME & TITLE: William DiLibero, City Manager 

DEPARTMENT: City of South Padre Island 

hTEM 

Item No.6 

Update, discussion and possible action regarding Convention Centre Report. 

II ITEM BACKGROUND II 

,,BUDGET/FINANCIAL SUMMARY I 

~COMPREHENSIVE PLAN GOAL 

IlLEGAL REVIEW II 

Sent to Legal: YES: NO: 

Approved by Legal: YES: NO: 

Comments: 

II RECOMMENDATIONS/COMMENTS I 



CITY OF SOUTH PADRE ISLAND 
ADVISORY BOARD MEETING 

AGENDA REQUEST FORM 

MEETING DATE: April22, 2015 

NAME & TITLE: Darla Jones, Assistant City Manager 

DEPARTMENT: City of South Padre Island 

~ITEM 
Update on Convention Centre renovation project. 

II ITEM BACKGROUND II 

BUDGET/FINANCIAL SUMMARY 

II coMPREHENSIVE PLAN GOAL 

~LEGAL REVIEW 

Item No.7 

Sent to Legal: YES: ---- NO: ___ _ 

Approved by Legal: YES: ---- NO: ___ _ 

Comments: 

IIRECOMMENDA TIONS/COMMENTS 



CITY OF SOUTH PADRE ISLAND 
ADVISORY BOARD MEETING 

AGENDA REQUEST FORM 

MEETING DATE: April22, 2015 

NAME & TITLE: William DiLibero, City Manager 

DEPARTMENT: City of South Padre Island 

II ITEM 

Item No.8 

Update, discussion and action regarding Median Banner Application & Guidelines. 

ITEMBACKGR 

BUDGET/FINANCIAL SUMMARY 

II coMPREHENSIVE PLAN GOAL 

LEGAL REVIEW 

Sent to Legal: YES: ___ _ NO: ___ _ 

Approved by Legal: YES: ---- NO: ----
Comments: 

IIRECOMMENDA TIONS/COMMENTS 



~~ 
? ISLAND 

Median Banner Application 
Median banner must be a promotion for a special event aimed at attracting or welcoming visitors. 

Artwork must be approved by CVB prior to placing median banner order, CVB w ill process TXDOT 

application and confirm with graphic company upon approval. Banner should be ordered from graphic 

company. There are specific specs for these banners which can be fulfilled at best pricing. 

Banner should include SPIIogo if event funding is received. Basic information, including brief message, 

event logo, time, place, and dates may be included. 

Banner postings must be scheduled (by application) a minimum of 3 weeks in advance in order to 

process permits and confirm availability. 

Banner space may be reserved for posting up to 14 days prior to an event, not including event dates. 

(Based on availability). 

Applicant 

Phone No. 

Event Dates _ ___________ ___ _ 

Wording on Banner/Include event logo if appropriate. 

Banner Colors 

Exact Standards: 

South Padre Island CVB is not responsible for banner theft/damage. 

Any change from above standards will result in a cancellation of banner space. 

Contact: Carlos Centeno 956-761-8390 or Carlos@SoPadre.com 

Scan and return or fax to 956-761-3024 



CITY OF SOUTH PADRE ISLAND 
ADVISORY BOARD MEETING 

AGENDA REQUEST FORM 

MEETING DATE: April22, 2015 

NAME & TITLE: Denise Arnold, Director of Sales 

DEPARTMENT: Convention Centre 

ITEM 

Discussion and possible action on Director of Sales report. 

ITEM BACKGROU 

BUDGET/FINANCIAL SUMMARY 

COMPREHENSIVE PLAN GOAL 

LEGAL REVIEW 

Item No.9 

Sent to Legal: YES: ___ _ NO: ___ _ 

Approved by Legal: YES: ---- NO: ----
Comments: 

II RECOMMENDATIONS/COMMENTS 



REVISED LEADS SENT REPORT March 1-31, 2015 All Sales Representatives,..!'ll ~vents, All Markets 

Sales Rep Account Name Sent Date EIC New/Repeat Req. Rooms 

Denise Arnold 2015 API Annual Fishing Tournament 3/16/2015 $54,600.00 Repeat 150 

Denise Arnold 2015 Tropical Texas Behavioral Health CEU Conference 3/12/2015 $11,550.00 Repeat 25 

Denise Arnold 2016 API Annual Fishing Tournament 3/16/2015 $54,600.00 Repeat 150 

Denise Arnold Doctor's Hospital At Renissance- Fishing for Hope Tournament- 2015 3/10/2015 $40,256.32 Repeat 100 

Denise Arnold Great Plains Honor Council - 2015 3/27/2015 $32,569.00 New 55 

Denise Arnold Mutual of Omaha Insurance 3/26/2015 $28,326.00 Repeat 50 

Denise Arnold Pronto Insurance Beach Bash-2015 3/4/2015 $48,235.65 Repeat 70 

Denise Arnold Region One - Effective Schools Conference - 2015 3/4/2015 $98,965.00 New 250 

Denise Arnold Southwestern Association of Criminal Justice-2015 3/18/2015 $48,569.00 Repeat 125 

Denise Arnold STAR of San Antonio-2015 3/25/2015 $28,563.00 Repeat 90 

Denise Arnold Texas Crisis and Intervention Team- 2015 Conference 3/27/2015 $42,361.00 Repeat 55 

Denise Arnold Texas State University- Social Work Department 2015 Workshop 3/23/2015 $30,189.00 New 175 

Denise Arnold Valley Aids Council - 2015 3/25/2015 $32,167.00 Repeat 35 

Denise Arnold Workforce Solutions- Child Care Conference 3/23/2015 $52,698.00 Repeat 70 

$1,430,766.00 3885 

Eduardo Figueroa 2015 Annual LRGV AlA Conference 3/9/2015 $83,160.00 Repeat 130 

Eduardo Figueroa AEM Conference and Trade Show 3/6/2015 $96,200.00 New 200 

Eduardo Figueroa District and County Clerks Association ofTexas 3/20/2015 $445,200.00 Repeat 460 

Eduardo Figueroa NAPS Annual Conference 3/13/2015 $173,250.00 New 100 

$797,810.00 890 

Michael Flores 2015 Splash Fall Event 3/31/2015 $100,508.00 Repeat 185 

Michael Flores 2015 Dargel Boat Owner's Tournament 3/16/2015 $28,600.00 Repeat 62 

Michael Flores 2015 Engage Encounter Couples Retreat 3/27/2015 $13,250.00 New 50 

Michael Flores 2015 Ladies Kingfish Tournament 3/16/2015 $75,000.00 Repeat 90 

Michael Flores 2015 Texas USW Officers Education Conference 3/9/2015 $53,800.00 New 156 

Michael Flores 2017 NAAC Annual Conference 3/25/2015 $130,000.00 New 740 

Michael Flores American Cheer Power Beach Battle 2015 3/16/2015 $60,213.00 Repeat 80 

Michael Flores Jett Wedding 3/18/2015 $13,000.00 New 30 

Michael Flores TIFT Annual Fishing Tournament 3/9/2015 $225,400.00 Repeat 120 

$699,771.00 1513 

TOTALS $2,928,347.00 6,288 



REVISED DEFINITE BOOKING REPORT (March 1-31, 2015) All Sales Rel)s, All Markets, All Events 

Sales Rep. Account Name 
Denise Arnold Grand Plains Honor Council 
Denise Arnold UTB/ STEMS Outdoor Sports and Science Expo 
Denise Arnold Texas Crisis and Intervention Team 
Denise Arnold City of McAllen 
Denise Arnold Texas Pollee Association 
Denise Arnold Pronto Insurance 
Denise Arnold RGV Chapter of American Petroleum lnstitute-2015 
Denise Arnold Doctor's Hospital At Renissance 
Denise Arnold Workforce Solutions - Cameron County 
Denise Arnold Texas Gulf Youth Ministries 
Denise Arnold Region One - Effect Shchool Conference 
Denise Arnold Southwestern Association of Criminal Justice 
Denise Arnold Tropical Texas Behavioral Health 
Denise Arnold Dentist Who Care 
Denise Arnold RGV Chapter of American Petroleum institute- 2016 

Sales Rep. Account Name 
Eduardo Figueroa On Point, LLC 
Eduardo Figueroa LRGV American Institute of Architects 

Account Name 
Sales Rep. 
Michael Flores Margarita Madness 
Michael Flores Lone Star Sculpture 
Michael Flores Dargei Boat Owner's Tournament 
Michael Flores American Cheer Power 
Michael Flores American Spirit Championship Association 
Michael Flores South Padre Island Chamber of Commerce 
Michael Flores Breast Cancer Awareness Getaway 
Michael Flores SPI Hinopalooza Bikefest 
Michael Flores American Spirit Championship Association 
Michael Flores SPI Market Days 
Michael Flores Rio Grande Valley Quilt Guild Show 
Michael Flores Fun in the Son 

Event Date 
4/8/201S 

4/24/201S 
4/28/201S 
S/1S/201S 
6/S/201S 

6/19/201S 
8/13/201S 
8/21/201S 
10/1/201S 
10/2/201S 
10/S/201S 
10/S/201S 

10/29/201S 
7/28/2016 
8/18/2016 
TOTALS 

Event Date 
8/31/201S 
9/23/201S 

TOTALS 

Event Date 
4/11/201S 
5/18/201S 
6/S/201S 

6/26/201S 
7/17/201S 
8/6/201S 

10/9/201S 
10/14/201S 
11/6/201S 
1/22/2016 
2/19/2016 
7/9/2016 

TOTALS 

Grand Totals 

EIC 
$32,S69.00 
$3S,002.3S 
$26,98S.OO 
$S2,98S.SO 
$43,0SO.OO 
$48,23S.6S 

$113,600.00 
$98,2S6.32 

$1S8,697.32 
$27,SOO.OO 

$3S8,962.32 
$48,S69.00 
$11,SSO.OO 
$13,4S6.98 

$114,600.00 
$1,184,019.44 

EIC 
$119,4SO.OO 
$83,160.00 

$202,610.00 

EIC 
$3,6SO.OO 

$11S,OOO.OO 
$12,600.00 

$12S,OOO.OO 
$101,000.00 

$7S,OOO.OO 
$230,168.00 
$100,000.00 
$98,000.00 
$12,SOO.OO 
$28,239.00 

$231,607.14 
$1,182,746.00 

$2,569,375.44 

New/Repeat 
Repeat 
New 

Repeat 
Repeat 
Repeat 
Repeat 
Repeat 
Repeat 
Repeat 

New 
New 

Repeat 
Repeat 
Repeat 
Repeat 

New 
New 

Repeat 
New 

Repeat 
Repeat 
Repeat 
Repeat 
New 
New 

Repeat 
Repeat 
New 

Repeat 

Requested Rooms 
124 

20 
128 
200 
29S 
170 
37S 
200 
310 
so 

S2S 
117 
4S 

22S 
37S 

3,159 

Requested Rooms 
43S 
37S 
810 

Requested Rooms 
9 

180 
30 

200 
60S 
13S 
6SO 
47S 
11S 
so 
75 

510 
3,034 

6,193 



Qefin!S.: ~lllZ IculatllH! UlZ 
January 870 748 0 0 625 0 0 0 0 0 
February 1659 1312 0 15 315 0 0 0 450 0 
March 1794 2015 0 84 250 0 0 0 0 0 
April 3028 2362 0 0 710 140 525 1830 0 0 

May 2370 4453 0 0 0 0 450 0 0 0 

June 3359 2090 380 1460 1305 110 2336 0 0 0 

July 1607 1409 0 735 650 0 0 0 0 0 

August 3762 1695 30 375 135 0 135 0 0 2025 

September 5531 1556 715 1275 2010 0 0 0 0 0 

October 1600 2477 0 0 0 0 0 0 0 0 

November 1017 955 900 0 115 0 1325 0 0 0 

December 2861 300 0 0 0 0 1020 0 0 0 

lroTAL 29458 21372 2025 4004 6115 250 5791 1830 450 2025 



Revised Lost and Cancelled Sales Booking Report March 1-31, 2015 

Sale!il Reo Arrn11nt E~ot Date , I nC!t '"· ·-Ued c~•: ............. lmoact 

9/30/2015 
LOST to Galveston. Decision criteria included hosting the 

Denise Arnold Mobile Instruments 
entire event on one property-Moody Gardens. $52,360.00 

10/192015 
LOST to Corpus Chirsti. They were able to use Omni Hotel for 

Denise Arnold TeKas Juvenile Justice Department 
meeting with one other overflow hotel. $110,256.00 

6/19/2015 
CANCELLED. Rates were too high for the group during our 

Michael Flores Reyna Family Reunion 
peak season. They are deciding on another date. $22,009.00 

2/16/2016 
CANCELLED. There was low attendence for the 2015 Show. 

Michael Flores AP Foods 
Moving to another date in 2016. $17,000.00 

9/26/2015 
LOST. The couple wanted low rates from hotels as well as 

Michael Flores Benavides Wedding 
bring their own food for catering. $9,003.00 

6/11/2015 
LOST. The church could not get enough funding for the Youth 

Michael Flores Oakhills Baptist Church 
Group to come for summer retreat $45,897.00 

Michael Flores 2015 Engage Encounter Couples Retreat 09/004/2015 LOST. The group wanted a $60.00 flat rate for their retreat. 
$19,865.00 

5/15/2015 
CANCELLED. Moved dates to 9/11/15. St ill booked with 

Michael Flores Home and Garden EKpo 
Convention Center. $46,000.00 

5/16/2018 
LOST. It was awarded to Corpus Christi Omni because they 

Eduardo Figueroa TeKas Uons Club State Convention 
could have all meeting space and sleeping rms. $98,325.00 

6/6/2015 
LOST. Austin, TX won the bid. Rates too high in our peak 

Eduardo Figueroa TeKas Rural Letter Carriers Association 
season. Also more centrally located. $158,963.00 

4/12/2016 
LOST. Houston won the bid. More centrally located for 

Eduardo Figueroa TeKas Association of Community Development 
attendees. $75,896.00 

---- ---- - _ ____1655,574.00 



PROPERTY: South Padre Island Convention and Visitor's Denise Arnold, Eduardo Figueroa, Mike Flores 

Action Goals to be Comnleted Per Week: Denise Arnold Eduardo Figueroa Mike Flores Total for Period 

Outside Sales Call [5] 12 16 22 50 
Prospecting Call [15] 48 62 73 183 

Tour/Site Visit [2] 10 8 11 31 

RFP!Inquiry Call [5] 20 18 29 67 
Maintenance Call [ 1 0] 52 60 98 210 

Entertainment [ 1] 5 3 9 117 
Sent Leads [2] 14 4 9 27 

---- ~--- ~-



CITY OF SOUTH PADRE ISLAND 
ADVISORY BOARD MEETING 

AGENDA REQUEST FORM 

MEETING DATE: April22, 2015 

NAME & TITLE: Jimmy Hawkinson, Advisory Board Chairman 

DEPARTMENT: Advisory Board Committee Member 

ITEM 

Update, discussion and action regarding CVB Sales Committee: 

a. List of members based on South Padre Island lodging partners. 
b. Date, time and agenda for the 1st meeting. 

iiiTEM BACKGROUND II 

II BUDGET/FINANCIAL SUMMARY 

II coMPREHENSIVE PLAN GOAL 

LEGAL REVIEW 

YES: NO: 

Item No.lO 

Sent to Legal: ----- -----
Approved by Legal: YES: ___ _ NO: -----
Comments: 

IIRECOMMENDA TIONS/COMMENTS 



CITY OF SOUTH PADRE ISLAND 
ADVISORY BOARD MEETING 

AGENDA REQUEST FORM 

MEETING DATE: April 22,2015 

NAME & TITLE: Jimmy Hawkinson, Advisory Board Chairman 

DEPARTMENT: Advisory Board Committee Member 

II ITEM 

a. List of members based on South Padre Island lodging partners. 

II ITEM BACKGROUND II 

II BUDGET/FINANCIAL SUMMARY II 

II COMPREHENSIVE PLAN GOAL 

LEGAL REVIEW 

NO: 

Item No. lOa 

Sent to Legal: YES: ___ _ ----
Approved by Legal: YES: ---- NO: ----
Comments: 

II RECOMMENDATIONS/COMMENTS 



South Padre Island CVB Sales Committee 

• Proposed Date - First Tuesday of every month 

• Location - Convention Centre 

• Time - !O:OOam 

• Invitation to all Lodging Partners - General Managers and Sales Managers 

Committee Members: Confirmed 

• Rene Valdez - General Manager - The Pearl Beach Resort (Full Service Hotel) 

• Mike Bigelow- Director of Sales- Schiltterbahn Beach Resort (Full Service Hotel) 

• Alma Mcleroy- General Manager- Holiday Inn Express ( Select Service Hotel) 

• Jose Salazar- General Manager- La Quinta Inn & Suites (Select Service Hotel) 

• Daniel Salazar- General Manager- Isla Grand Beach Resort (Condo/Full Service) 

• Will Greenwood- Residential Manager-SPI Rentals (Condo Agency) 



CITY OF SOUTH PADRE ISLAND 
ADVISORY BOARD MEETING 

AGENDA REQUEST FORM 

MEETING DATE: April22, 2015 

NAME & TITLE: Jimmy Hawkinson, Advisory Board Chairman 

DEPARTMENT: Advisory Board Committee Member 

II ITEM 

b. Date, time and agenda for the 1st meeting. 

II ITEM BACKGROUND II 

II BUDGET/FINANCIAL SUMMARY 

~COMPREHENSIVE PLAN GOAL 

IlLEGAL REVIEW 

Item No. lOb 

Sent to Legal: YES: ---- NO: ___ _ 

Approved by Legal: YES: ---- NO: ----
Comments: 

~RECOMMENDATIONS/COMMENTS 



Meeting Date: Tuesday, May 5, 2015 

10:00am - Convention Centre 

Agenda Items for the First Meeting: 

• Comments/ Concerns from the Lodging Partners 

• Comments/Concerns from the CVB Staff 

• Go over Pace Report and Discuss Need Dates 

• Set up Sales Blitz Dates for the 2015 Year 

• Discuss FAM Tours 

• Discuss Feeder City Market Sales Calls 

• Convention Services provide by the SPI-CVB 

• Brainstorming on Group Needs- particularly Weekday Business 



CITY OF SOUTH PADRE ISLAND 
ADVISORY BOARD MEETING 

AGENDA REQUEST FORM 

MEETING DATE: April 22, 2015 

NAME & TITLE: Jimmy Hawkinson, Advisory Board Chairman 

DEPARTMENT: Advisory Board Committee Member 

II ITEM 

Item No.ll 

Discussion and possible action to review current procedures in place by the CVB Sales Staff and 
Convention Centre staff to qualify and/or screen potential groups or new events. 

II ITEM BACKGROUND II 

II BUDGET/FINANCIAL SUMMARY 

OMPREHENSIVE PLAN GOAL 

IlLEGAL REVIEW 

Sent to Legal: YES: ----- NO: ___ _ 

Approved by Legal: YES: ----- NO: -----
Comments: 

RECOMMENDATIONS/COMMENTS 



Sales Lead Qualification Sheet 

Date:-------

Account Name: ____________________________________ __ 

Meeting Name: -------------------------------------------

Contact Name/Title:--------------------------------------

Address:-------------------------------------------------

City/State/ Zip: ----------------------------------------------

Phone: ________ _ Email:------------------------------

Qualification: 

1. What is bringing you to South Padre Island, Texas? 

2. Can you tell me more about the Event? What dates do you need? How many people 
will be attending? What kind of space do you need? 

3. Will you be needing group sleeping rooms with this event? 



4. Tell me what is important to you and your group? 

5. Are you working with a budget? What would that be? 

6. Have you held this event before? Do you have any history or final pick up on it? 

7. Who will be making the final decision? When? 

8. Next Action: Tell the client you will be checking availability of the Convention Centre 
or sending out a lead to local hotels and venues. Ask for an appointment for a site tour 
of the Convention Centre or a local hotels and or condo that meets the need of the 

client. 



ACTION ITEMS TO BE DONE WITHIN 24 HOURS: 

• Complete Qualification Sheet 

• Enter all information into lOSS- Send out lead if it is for hotels/condo's 

• Check Availability 

• Send an email with the full Sales packet to the client 

• Create a task in lOSS to follow up with hotels and client for next step- either a site 

tour of a Hotel/Convention Centre/Condo 



CITY OF SOUTH PADRE ISLAND 
ADVISORY BOARD MEETING 

AGENDA REQUEST FORM 

MEETING DATE: April22, 2015 

NAME & TITLE: Jimmy Hawkinson, Advisory Board Chairman 

DEPARTMENT: Advisory Board Committee Member 

II ITEM 

Item No.12 

Update, discussion and possible action regarding the status of the New Events Funding 
Guidelines and Procedures. 

EM BACKGROUND 

II BUDGET/FINANCIAL SUMMARY 

II coMPREHENSIVE PLAN GOAL 

IlLEGAL REVIEW II 

Sent to Legal: YES: ---- NO: -----
Approved by Legal: YES: ----- NO: ___ _ 

Comments: 

iiRECOMMENDA TIONS/COMMENTS 



HOTEL OCCUPANCY TAX USE GUIDELINES 
UNDER TEXAS STATE LAW 

SOUTH PADRE ISLAND HOTEL TAX FUNDING APPLICATION FORM 

State Law: By law of the State of Texas, the City of South Padre collects a Hotel Occupancy Tax (HOT) 
from hotels, condominiums, bed & breakfasts, and other lodging facilities. Under state law, the revenue 
from the HOT may be used only to directly promote tourism and the hotel and convention industry. 
Chapter 351 of the Tax Code states that the use of HOT funds is limited to: 

a) Convention Centers and Visitor Information Centers: the acquisition of sites for and the 
construction, improvement, enlarging, equipping, repairing operation and maintenance of 
convention center facilities or visitor information centers, or both; 

b) Registration of Convention Delegates: the furnishing of facilities, personnel, and materials for 
the registration of convention delegates or registrants; 

c) Advertising, Solicitations and Promotions that Directly Promote Tourism and the Hotel and 
Convention Industry: advertising and conducting solicitations and promotional programs to 
attract tourists and convention delegates or registrants to the municipality or its vicinity; 

d) Promotions of the Arts that Directly Promote Tourism and the Hotel and Convention Industry: 
the encouragement, promotion, improvement, and application of the arts if the activity or 
facility can be shown to have some direct impact on tourism and the hotel/convention industry. 
The impact may include showing that the art event or facility generated hotel nights or that 
guests who were already at hotels attended the arts event or facility. 

e) Historical Restoration and Preservation Activities that Directly Promote Tourism and the Hotel 
and Convention Industry: historical restoration and preservation activities or promotional 
programs to encourage tourists and convention delegates to visit preserved historic sites or 
museums. 

f) Sporting Event Expenses that Substantially Increase Economic Activity at Hotels: 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. 

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; or 
4. tourist attractions in or near the city. 

The law specifically prohibits the use of the local hotel tax to cover the costs for general city 
transit costs to transport the general public. 
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h) Signage directing tourists to sights and attractions that are visited frequently by hotel guests 
in the municipality. 

i) Coastal Erosion Projects. 

City Policy: The City of South Padre accepts applications from groups and businesses whose program or 
events at their facility fits into one or more of the above categories. All requests for funds should be 
submitted in writing and be accompanied by the official application by the below noted deadlines. 

The application will be reviewed by the Convention and Visitors Advisory Board during one of two 
annual funding review periods. All applications must be presented at least two months prior to the date 
of the proposed event or expenditure. 

Funding Application Deadline for Spring/Summer Activities: Wednesday, January 7th. 

Funding Application Deadline for Fall/Winter Activities: Wednesday, July sth. 

present at the meeting to answer any questions regarding the application 
Applicants will be notified at least one week prior to the meeting of the time and place for the review. 

Eligibility and Priority for Hotel Tax Funds: 

Impact: Funding priority will be given to those events and entities based on their ability to generate and 
sustain overnight visitors to South Padre Island. The amount that you are requesting should not 
exceed more than the total amount of hotel night revenue that you are predicting will be created or 
sustained r event or facility. 

If an event or facility will not generate any meaningful hotel night activity or gain participation of 
existing hotel guests, it is not eligible for receipt of hotel occupancy tax funds. 

a) historic information on the # of room nights used during previous years of the 
same events; 
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b) current information on the size of a room block that has been reserved 
rin::at.•,rf overnight guests attending the funded event 

c) historical information on the number of guests at 
hotel or other lodging facilities that attended the funded event (through surveys, facility or 
event visitor logs, or other sources; 

"anchor event." 

Application to be an Anchor Event: There are certain events that have an established impact that 
warrants continued regular annual or seasonal funding of the event with hotel tax. An Anchor Event 
shall be an event that generates or sustains over hotel nights for the event and over 1,500 
overnight visitors to South Padre Island for the event. Preference for Anchor Event designation will be 
given to multi-day events. Each year, entities may apply to have their event funded as an anchor event 
and provide documentation to support this designation. 

Anchor events shall be funded on a reimbursement basis once the event expenses have been incurred 
and the post event report is completed. It is within the discretion of the Convention and Visitors 
Advisory Board to proportionately reduce the amount of awarded hotel tax funding to reflect the actual 
impact of the event if the event does not meet its estimated impact on the fundi ication . • 

Non-Anchor Events 

Non-Anchor Event Funding from the hotel tax is to be treated as "seed money" 
event/facility program will eventually be able to fund it's operational costs 

from m revenues and non hotel tax sponsorships. Accordingly, hotel tax 
non-anchor events is limited to no more than 

of Hotel Tax Funding. The Convention and Visitors Advisory Board will have the 
that limitation if deemed appropriate. 
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Non-Anchor Event hotel tax funding may be provided at the time of the award determination in order to 
facilitate the holding of the event. For the first year of a non-anchor the fund will not be 
reduced based on the actual ct of the event 

rs, 
in the discretion of the Tourism 

Advisory Committee to proportionately reduce the awarded hotel tax funding amount to reflect the 
actual impact of the event if the event does not meet its estimated impact on the funding application. 
In all cases, the Tourism Advisory Committee shall retain 25 %of the hotel tax funding award that will 
only be paid upon submission of the event report and satisfactory performance on the terms of the 
funding agreement. 

ue to high hotel occupancy during certain time periods, grants will not be given 
events/projects on the following dates: 

The month of July 

The Spring Break Period (Insert blocked spring break period dates) 

Use of Revenues from Event: A portion of the revenues from any event and/or project receiving any 
type of funding assistance from the HOT funds should be channeled back into the future costs of 
operating that same event or the continued operation of the project. No other outside event(s), project, 
charity, etc., sponsored by the host organization may profit from the South Padre Island's funding of a 
particular event. This restriction can be waived by the Tourism Advisory Committee for an event that 
has a substantial impact on tourism and hotel activity. 

Supplemental Information Required With Application: Along with the application, please submit the 
following: 

Proposed Marketing Plan for Funded Event 

Schedule of Activities or Events Relating to the Funded Project 

Post Event Report: Within 30 days of the event's completion, the funded entity must complete the city 
provided post event form and be prepared to note the actual impact figures for the event, and receipts 
for expenditures or payments that were covered by hotel occupancy tax. 
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Submit to: Convention and Visitors Advisory Board/ C/O City of South Padre Island 
Convention and Visitor's Bureau 
(Insert preferred CVB address) 

(phone number/email address) 
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Application 

Date: 

Organization Information 

Name of Organization:----------------------------

Address: _______________________________ ___ 

City, State, Zip:------------------------------

Contact Name:------------ Contact Office Phone Number: ------

Contact Cell Phone Number: ________ _ 

Web Site 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 or Project: 

Date of Event or Project: __________ _ 

Primary Location of Event or Project:-----------------------

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 % 

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

0 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: $ _____ _ 

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

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

0 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 
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the art facility or event can show hotel nights that are booked due to their events or that guests 
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 : $ _____ _ 

0 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: $ _____ _ 

0 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: 
$ ____ _ 

How many are expected to the sporting related event? ____ _ 

How many of the at the sporting related event are expected to be from another city 
or county? ____ _ 

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

0 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 other hotels in or near the and tourist attractions in or near the 

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? -----

0 h) Signage directing tourists to sights and attractions that are visited frequently by hotel 
guests in the municipality. Amount requested under this category: $ _____ _ 
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What tourist attractions will be the subject of the signs? 

Questions for All Funding Request Categories: 

1. How many years have you held this Event or Project: __ _ 

2. Expected Attendance: ____ _ 

3. How many people attending the Event or Project will use South Padre Island lodging 
establishments? 

How many nights do you anticipate the majority of the tourists will stay: __ _ 

4. Do you reserve a room block for this event at an area hotel and if so, for how many rooms and 

at which hotels: 

5. 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 

6. How will you measure the impact of your event on area hotel activity (e.g.; room block usage 

information, survey of hoteliers, etc.)? ------------------
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7. Please list other organization, government entities, and grants that have offered financial 

support to your project: ------- -----------------

8. Will the event charge admission? ----------

9. Do you anticipate a net profit from the event? _____ _ 

10. If there is a net profit, what is the anticipated amount and how will it be used? 

11. Please list all promotion efforts your organization is coordinating and the amount financially 
committed to each media outlet: 

Newspaper: $ __ _ 
Radio: $ __ _ 
TV: 

Other Paid Advertising: $ __ _ 

Anticipated Number of Press Releases to Media __ 
Anticipated Number Direct Mailings to out-of-town recipients __ 

Other Promotions-------------------------

12. Will you include a link to the CVB or other source on your promotional handouts and in 

your website for booking hotel nights during this event? ----------

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

14. What other marketing initiatives will you utilize to promote hotel and convention 
activity for this event? 
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15. What geographic areas does your marketing, advertising and promotion reach: 

16. How many individuals will your proposed marketing reach who are located at least 50 miles 
away? (each media source ought to be able to quantify this number for 
applicants) 

17. 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) 

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

a. (Insert South Padre Island Minimum Event Insurance Coverage Minimums and duty to 
list South Padre Island as an added insured) 

19. 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 submitted with at least _ 
weeks advance notice for approval by the South Padre Island CVB. 

20. 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: Convention and Visitors Advisory Board/ C/0 City of South Padre Island 
Convention and Visitor's Bureau 
(Insert preferred CVB address) 
(phone number/email address) 
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CITY OF SOUTH PADRE ISLAND 
ADVISORY BOARD MEETING 

AGENDA REQUEST FORM 

MEETING DATE: April22, 2015 

NAME & TITLE: Jimmy Hawkinson, Advisory Board Chairman 

DEPARTMENT: Advisory Board Committee Member 

II ITEM 

Item No.13 

Update, discussion and possible action regarding setting a date for the Spring Break Workshop. 

ITEM BACKGROUND 

II BUDGET/FINANCIAL SUMMARY 

COMPREHENSIVE PLAN GOAL 

LEGAL REVIEW 

Sent to Legal: YES: ----- NO: ----
Approved by Legal: YES: ___ _ NO: ___ _ 

Comments: 

IIRECOMMENDA TIONS/COMMENTS II 



CITY OF SOUTH PADRE ISLAND 
ADVISORY BOARD MEETING 

AGENDA REQUEST FORM 

MEETING DATE: April 22, 2015 

NAME & TITLE: Sean Till, Advisory Board Member 

DEPARTMENT: Advisory Board Committee Member 

lhTEM 

Update, discussion and possible action regarding the Budget Committee. 

II ITEM BACKGROUND II 

BUDGET/FINANCIAL SUMMARY 

~COMPREHENSIVE PLAN GOAL II 

IlLEGAL REVffiW 

NO: 

Item No.14 

Sent to Legal: YES: ___ _ ----
Approved by Legal: YES: ---- NO: ___ _ 

Comments: 

RECOMMENDATIONS/COMMENTS 



CITY OF SOUTH PADRE ISLAND 
ADVISORY BOARD MEETING 

AGENDA REQUEST FORM 

MEETING DATE: April 22, 2015 

NAME & TITLE: Paul Holthusen, IT Director 

DEPARTMENT: City of South Padre Island 

lhTEM 

Item No.15 

Update, discussion and possible action regarding Website Sub-Committee meeting. 

,,ITEM BACKGROUND II 

CIAL SUMMARY 

II coMPREHENSIVE PLAN GOAL 

LEGAL REV 

Sent to Legal: YES: ---- NO: ----
Approved by Legal: YES: ---- NO: ----
Comments: 

IIRECOMMENDA TIONS/COMMENTS 



CITY OF SOUTH PADRE ISLAND 
ADVISORY BOARD MEETING 

AGENDA REQUEST FORM 

MEETING DATE: April 22, 2015 

NAME & TITLE: Paul Holthusen, IT Director 

DEPARTMENT: City of South Padre Island 

ITEM 

Item No.16 

Discussion and action on one-time expenditure of up to $10,000.00 for inclusion on the Discover 
America campaign. 

hmM BACKGROUND II 

~BUDGET/FINANCIAL SUMMARY I 
02-594-0531 Media Placement 

NSIVE PLAN GOAL 

ILEGAL REVIEW 

Sent to Legal: YES: ----- NO: ----
Approved by Legal: YES: ---- NO: -----
Comments: 

~RECOMMENDATIONS/COMMENTS 
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Brand USA Originals 

Texas Partner Program 

Learn how you can leverage Brand USA's multi-million dollar International marketing budget to bring more 
International visitors to your destination! With Brand USA's special Texas partner rates, DMOs and tourism 
businesses can extend their reach through this innovative Texas-Brand USA program, saving up to 80%1 

In-Language Content Bundles with Discover America 
Texas Partner Rate: $4,843 (per bundle) 

• Benefits of the In-Language Content Bundles: 

• 2-3 m~nute vtdeo for each city/expenence hosted 
by a nattve speaker 

• 500-word nattve language 1st person feature dest~natton story 

• Up to 20 color tmages can be apphed to your site 

• Dtscover Amenca Enhanced Experience Page in 9 languages 
(arttcle & photos) 

• Trip Tuner Extensions 

• Receive full ownership nghts to all content whtch comes wtth to
language metadata. 

• Rece1ve all B-roil vtdeo and photos on a hard dnve 

Languages. Spantsh, Portuguese, German 
• Scheduled Shoot: Nov.- Dec. 15 ( r . .... , ... •• ·t l L m~~dAV•·'.IO•f l)') Video Link https://www.yoytube,comfwatch?v=dOBMYPOTWBQ 

USA -
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Discover America Enhanced City Pages 
Texas Partner Rate: $3,325 
The D1scover Amenca network of global websites was designed to help tnspire 
international vtsitors and travel tnfluencers to choose the United States. Now you 
can help ensure that your destinat ion's message reaches consumers and travel 
trade partners to the top •nternattonal markets. Languages available for Enhanced 
City Pages tnclude: Enghsh and French for Canada, English for the United K~ngdom 
& lndta, Spanish for Mexico and Chile. Portuguese for Brazil. German, Korean and 
Japanese. All Ci ty/regional pages will link to a special enhanced Texas page and o 
all relevant content on all DtscoverAmerica.com sites. 

Additional Content Video Creation 
Texas Partner Rate: $1,925(per video) 

Create an additional custom v1deo from ex1stt1ng con ent to target 
addttional markets with the extsting B-roil content. 



Brand USA Originals 

Texas Partner Program 

In-Language Video Extension: Rocket Fuel 
Texas Partner Rate: $3,035 (per video) 

Retarget your existeng Brand USA en-language content en different 
markets weth a custom 30 second pre-roll vedeo. Advanced target 
capabelltles are apphed to the storytelling power of your en-language 
vrdeos - placeng them on the nght vedeo setes. Includes converseon 
cost of the exesting en-language content vedeos into a 30 second pre
roll v ideo. 

Markets Available: UK, Germany, Canada, Brazel, Mexeco, Japan, and 
Australia 

Includes: 

• 125,000 Guaranteed Veews of the Complete 30 second Vedeo 
• Vedeo Converseon 
• Advanced Targeteng Tools 

2015 Discover America Inspiration Guide 

• -.... -....... ... ... ~. 

Texas Partner Rates: $21,400 Full Page; $10,700 Half-Page; $5,350 Quarter Page 

The official Inspiration Gu1de showcases Amencan destlnateons and expenences rn stunnrng photographs and persuasrve 
opy. Destinations can partecrpate by purchasing a Featured Photo Essay which es seen by consumers as compelling 

edetortal content. Interact eve digetal edt•ons of the lnspriateon GUide (E-Books) wrll connect international consumers 
directly to your website. 

prjnt Cjrculatjon: 575,000 

• 21 Countries. 
• 13 Versions 

PJaJtal Exposure· 30 million Impressions 

State Owned Targeted Trayelzoo Campaign 
Texas Partner Rate: $3,750 (per partner) 
Expand your destination's reach in the markets of the UK. Canada, Australia. and Germany 
with Travelzoo's custom 360-degree turn-key marketeng solution, reachmg their heghly 
engaged and responseve subscribers. 

C mpaign Includes: 

• 1.5 Mrllion Emails 

• Custom Texas Campaign Landmg Page 
• Soceal Medea Promot1ons 
• Mobile Campaegn 

·"' • 
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Brand USA Originals 

Texas Parnter Program 

2015 Multi-Channel Campaigns Targets: Brazil, China, Mexico, and Japan 

Brand USA's OffiCial Multi-Channel Program prov1des you w1th an unbeatable 2-to-1 value compared 
to creat1ng your own targeted 1nternat1onal campa1gn. D1g1tal, ema1l and pnnt - all w1th Travel Trade 
Partner Activat1on - allow you to dehver your message to highly-Qualified, affluent consumers when, where 
and how they consume mecha. See below the media componets for each In-country campa1gn . 

.e.wi1 
•12.8 M1lhon Total Medra lmpressrons 
•Pnnt Insert D1stributron 1n V1agem and Folha DeS. Paulo 
•6-week D1g1tal Campa1gn 
•2 Targeted Email Deployments 
•Added value w1th a travel offer for your destination- all turn-key 
by Tam V1agens Travel Trade Activation Partner 

Texas Partner Rate: $12,785 Full Page; $6,393 Half-Page 

•348 Mill1on Total Media Impressions 
•Pnnt Insert d1stnbutron 1n World Traveller Magazme 
•8 week Digital Campaign 
• TV Episodes Exposure 
•OOH Metro LCD Screens CTrans1t C nters) 

J2Q2!l 
Texas Partner Rate: $18,000 Full Page; $9,000 Half-Page 

•12.4 Mill1on Total Med1a Impressions 
•Print Insert distribution in Yom•uri Shimbun and Asah1 Shimbun 
•6 week D1g1tal Campaign 
•2 Target Email Deployments 
• Added value w1th a travel offer for your destmatron - all turn-key by 
H.I.S. Travel Trade Activation Partner 

~ 
Texas Partner Rate: $16,290 Full Page; $8,145 Half-Page 

•12.4 M1lhon Total Media lmpress1ons 
•Print Insert d1stribut1on in s1x top Mexico ravel publicatrons such as Mo1 & Trave ras 
•6 week Digital Campa,gn 
•2 Target Ema1l Deployments 
•Includes added value w1th a travel o ffer for your destination- all turn-key by 
GranPian Travel Trade Activation Partner 
•Radio Campaign through Imagen Rad1o 

Texas Partner Rate: $13,005 Full Page; $6,863 Half-Page 

For <~ny questions or additional information. please contact· 

Debi Saldana 
Miles Global Sales Executive 
Debi.Saldana@milespartnership.com 
210-723-9957 (mobile) 

Traffic IS dnven directly 
to your owned 
language-specific 
website or to your 
content on the language 
appropnate D1scover 
America Site 

lntergrate Email Layout 
With ln·Country Activation 
Partner Promotion 

High-quality print insert 
di trubted through targeted in
country publications and 
through E·book versions 



The Opportunity 

The USA is rich in urban experiences, natural splendor and culinary culture. From parks to pizza joints. trails to 
tables, beaches to brunch spots. the USA Is home to a breadth of experiences to delight all the senses. Discover 
America will help International travelers discover the USA's best experiences, but we need your help! We need 
you to share your destination or product's amazing outdoor adventures, hidden gems, culinary delights, itineraries 
and more. 

How to Participate 

We are looking for trip ideas and written content to help us tell the USA story. 

Contributions should: 
• Inspire or tell a story 
• Reflect our Discover America sensibilities of "Uke never before" and the notion that the USA 

IS "like nowhere else." 
• Showcase a sense of place 
• Have visuals on hand to support any supplied content or story ideas 
• Story links (Please let us know if we have the rights to use this content.) 

We will adapt submitted materials that fit Dtscover America creative gutdelines, and reserve the right to make the 
final decision regarding use of all submitted photography, video or content. Note: All materials submitted wtfl be 
considered as an in-kind contribution. 

To share your story ideas with us. please answer the following questions in th"s document based on our upcoming 
themes. Links to existing articles and press releases are also fine as responses. 

Please submit your responses to soclalmedla@thebrandusa.com by Friday, March 20. 

Great Outdoors 
1. What are five parks, monuments or other outdoor areas that visitors to your dest1nat on have to see? And 

what are the top activities there? 
2. What are some unique outdoor activities visitors can try in your dest1nation? 
3. Are there any hidden outdoor gems you think we should know about? 
4. You have the following assets to support the Great Outdoors campaign: 

• High-resolution images • Video footage 
• Written content • Additional story ideas 

Culinary 
1 For what dishes Is your state known? 
2. What are some must-try restaurants In your state? 
3. Are there food festivals that we should recommend? 
4. Are there any agriculture tours, farm-to-table experiences, beverage tours or other culinary c~rcuits tha 

you would like us to know about? 
5. You have the followmg assets to support the Culinary campaign: 

• High-resolution images • Video footage 
• Written content • Additional story ideas 



General and Seasonal Content 
1. Are there other circuits or itineraries that showcase your destination? 
2. Are there any events or seasonal happenings that you would like us to know about? 
3. Are there any sporting or live music events coming up that you would like us to highlight? 
4. Is there any news or developments that would affect the travel industry In your destination? 

Examples could include hotel openings, new attractions, etc. 
5 Do you have any quirky, Iconic or distinctive sites that you would like us to highlight? 
6. What are the top five cultural events or experiences In your destination? 
7. Are there any attractions that international visitors would be surprised (and delighted) to find in your 

destination? If so what are they? 
8. Is there anything else that you would like us to know or highlight? 

Practical Information 
1. If you have assets that you are willing to share with us, what is the best way to access them? 

If you have a Digital Asset Management system, can we get log1n credentials? 
2. We are building out the social footprin of the USA. Have you filled out our social me la..IDJrv~ so we can 

include you in this footprint? 
3 Who should we contact for further assistance with content? 

Ouest1ons? Please contact socialmedia@thebrcmdusa_com 
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Brand USA Originals 

OUTDOORS INITIATIVE 

Highlight your outdoor experiences, attractions and events to a targeted International audience through Brand USA's 
Outdoors Initiative. The U.S. offers a vest array of vacation idees for outdoor enthusiasts - from vast scenery to seasonal 
adventures to urban parks end activities Phase 1 opportunit ies include content creation and traffic generation to expand your 
reach In those key International markets (Canada, Australia, Germany and the United Kingdom) most Interested In exploring the 
multitude of our outdoor destinations 

TARGETED CONTENT 
& TRAFFIC GENERATION: 

The Big Film 
In addition to a social and digital 
campaign to support the Outdoors 
Hub, this in1t1atlve Is supported 
by the launch of 'America Wild. 
U.S. National Parks (working title)' 
that MacGillivray Freeman Films 
Is producing In partnership with 
Brand USA After select premieres 
in Fall 2015, the f1lm will prem•ere 
globally in Q1 2016 

Social Promotion 
Your Outdoors web content will be 
promoted through posts on either 
Facebook or Twitter. You select your 
target country between UK. Canada 
Australia or Germany• More than 1 
country can be added for additional 
investment 

• T1m1ng and channel will be 
determined by Brand USA. 
Requests for spec1flc t•mlng will 
be cons1dered but cannot be 
guaranteed 

• All posts will dnve to your 
content on the Hub 

"Twitter not "n available opt/an In Germany 

PROGRAM SUMMARY 

Martcet Availability 

Outdoors Online Hub 

Inspire international travelers to explore 
your best outdoor expenences through 
dedicated content on Brand USA's targeted 
outdoors hub Packages may 1nctude: 

• Custom. outdoors·themed content 
focused on your natural wonders. 
unique experiences. urban 
adventures. must-do activities. etc. 

• Photo of the Week Inclusion 
• Promotion on the Outdoors 

Hub homepage 

---- --·---·-___ , ___ , __ ,._ ... 
-------·-----------·----- ---- -~-.-- -----__ .. __ ..... _ ----- -

-~-·- ----·----- -· -----··---- ----· .. ____________ .. __ 
- ---·-· --- ---

Program Availability 

Video Production 
Increase engagement with your 
content through special outdoors
themed v1deos that will be 1ncluded 
on your dedicated Hub pages. These 
experiential. music-only videos wiD 
focus on 4 to 6 of your outdoor 
activities and top scen1c locations 
in a 1.5 to 2 minute format Your video 
will also be uploaded to Discover 
America's YouTube channel as well 
as promoted through the 'USA Map' 
on the Discover Amer ca.com s1tes 
(discoveramertca.com/roadtrtps). 

Traffic Generation 
Dr.ve even more users d1rect to 
your content on the Hub with 
a dedicated traffic generat1on 
strategy Packages may 1nclude 
promotion through Facebook. 
Rocket Fuel and/or Outbra1n 
You select your target country 
between UK, Canada, Australia or 
Germany. More than 1 country can 
be added for additional mvestment 

• Requests for specific 
tim1ng w•ll be considered 
but cannot be guaranteed 

~utbrain 
~rocket fuel 

Campaign Launch Dates Active In Martcet 
Ongomg through 
December 2016 

Number of Opportunities 
Unlimited. Partners choose 
from 3 available packages 

Please allow 2-4 months for 
content creat1on pnor to your 
campa1gn's launch 

Cempa~gn content may launch 
any tune before Summer 2016. 
with associated promotions 
occurnng wtth1n 6 months 



OUTDOORS INITIATIVE 

Package Components Be Pricing 

........... ......... 2 ........ 
Dedicated Content Pages" /ncludn ~ artd t,..,.,ION EngliSh for UK. c.n.cM. Austn1oiY iltld mct1t. Gennlll s,.m.h for Hufco Md ~ 

l'ottut1lm* for Blwd. Fiwldl for CMIMH Md FrMtCe. S/ny1IJfled iltld T~tron.l C1lriiHe .M/»M~• artd KOI'NII 

Photos of the Week" 

~ Homepaga Tile Promotion• -+ 

Single Partner 

Co-Op Partners 

Homepage Hero Story 
Promotion 

lphotoa 2photol 

E«h photo ptOifiOt~ for I week on the llome,.ge statiC Plf)tfiOtiOtl 
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NIA 

NIA 
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AJ.su w.q '*""" to .1'01' eotltflllt 011 thtt Outdoors Hub ~.s. photo ol thtt -.It •ndlbr ~
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Facebook Media 

Rocket Fuel Media 

Outbrem Medta 
+------

,/ 

,/ 

,/ 

1 
200X totalengqemllltl 

N/A 

,/ 

,/ 
-

• ~ promotiofls. Pnmtlry Is" stat~<: promo With your logo 011 the top row. S.condory IS • tot•t,ng promo "' the ~«:fl'Jd ,_ 
" Partne content to I» t:rH~ w.thm ~ v.sual Md""""' gurdr/tneS iltld wrlll» _.aved by PdrtttM and Btltlld USA 

Add-On Social Be Traffic Generation By Country 

1SIC tat.llftlllllllllllb 

N/A 

N/A 

,/ 

Expand your dedicated traffic generation strategy to other outdoors-focu ed countnes. Soctal and traffic generation for one 
country between UK, Canada, Australia and Germany (Twitter unavailable for Germany, Facebook only} IS Included In the 
package prices above You may add social and traffic generation campaigns for the other noted countr1es as well . 

Tter 2 $15.500 per country 

Materials Submission: 
For questions, please contact Outdoors-Materials-Oue@MtlesPartnership.com or www MllesPartnershlp/BrandUSA_specs 
All supplied photos must adhere to Brand USA guidelines and are subject to Brand USA approval. 

CONTACT INFORMATION 

A Bnlnd USA Aepresentatlw or 
• Paul Winkle 

Senior V.P., Global Market•ng for Miles 
Paul Winkle@MilesPartnershlp com 
941-342-2325 (office) I 941-n4-5437 (mobile) 

Miles Global Sales Executives 
• Jolin DeL.eva 

John.Deleva@MilesPartnership com 
206-679-1798 (mobile) 

• Debl Saldana 
Oebi.Saldana@MilesPartnershiP com 
210-723-9957 (mobile) 

• Angle ZOic 
Angte.Zok@MilesPartnershtp com 
904·429-n64 (office) 
904-687-9352 (mobile} 

• Julie Armstrong 
Juhe.Armstrong@MilesPartnership com 
804-467-1464 (mobile) Program marketed With MILES 



Brand USA Originals 

DISCOVER AMERICA INSPIRATION GUIDE 
Attract visitors from the most valuable international markets through the Discover America Inspiration Guide. 
With an impressive print and digital distribution strategy that includes targeted consumer, trade and embassy channels. this is 
an unbeatable opportunity to inspire active travel planners across the globe to learn more about your destination. 

F 

PROGRAM SUMMARY 

Market Availability 

Distribution includes 575,000 print guides and 
30+ million digital banner impressions! 

Highlights: 

*2076 New Additional Program 
Details Coming Soon! 

Any travel industry partner may purchase Featured Photo Essays within one 
or more of Brand USA's consumer marketing pillars Great Outdoors. Culture. 
Urban Excitement, and Indulgence. Single participants must purchase either 
full pages or 2-page spreads. 

Travel industry partners may also participate in any of the spec1al sections 
within the pillars: 'Ski & Snow', 'Beaches & Islands' and 'Golf' in Great 
Outdoors; 'Indian Country' in Culture: 'Family Travel' and 'Shopping' 1n 
Indulgence. Single participants must purchase e1ther half pages. full pages 
or 2-page spreads. Limited space available 

Participants buying at least one full-page of the Featured Photo Essay 
w1ll be able to buy additional space within one or more of the special 
sections at a special rate. It's a great way to Increase your exposure! 

Travel Industry partners may also participate 1n a state-led co-op 
section within the pillar sections. Co-op partic1pants may purchase 
half. third or quarter-page space in addition to full pages or 2-page 
spreads in the state's section(s). 

Travel providers. such as airlines. hotels. car rental companies, 
etc., may purchase display ad space in the 'Resources for 
Travelers' plannmg section or on the ins1de front cover. 
Parttcipants must purchase either full pages or 2-page 
spreads. 

Participants (full page or larger) can custom1ze the1r 
messag1ng by audience for up to four mtemational markets. 

Check out the 2015 Inspiration Guide E·Book (Canada Version): 
http://www smseoub comloubhcatlonhm=24205&1=1 

Dates Actfve In Market 
January 2016 Launch 

Active Selling Cycle 
Early Close Date July 31 2015 
F1nal Oose Date October 2. 2015 
see ,.,_ for tn~~terllll due dates 

Number of Guides 
Content IS created 1n 10 
languages for 13 vers1ons for 
d1strlbut1on in 21+ countr~es 

Program Availability 
The lnsp~rat•on Guide 1s an annual 
program w1th d1str1but1on spread 
throughout a 12-month penod 

Opportunity 
Promotions are available in 
full page or 2-page sJ)nN!d 
1ncrements. exemptions for 
participation through a state 
co-op or •n the spec~al sections 



~,, ~, DISCOVER AMERICA INSPIRATION GUIDE 

2016 Inspiration Guide Rates & Dates 
For the Early Close special rate, contract must be signed and materials must be received by dates noted. 
Special rates are available for participation in a state-led co-op section. 

SINGLE PARTICIPANT RATES Ear ly Close Final Close 
Rate Rate 

DUE DATES Eurly Close Dates Flnill Clo se Date s 

2-Page Spread 
(wlthm pillars or special sectrons) 

Full Page 
(within pillars or special sect ions) j 

Half Page 
(within special sections only) 

$49.250 $50,150 

S26,45o I S27.3so 

$14.205 Cs14,700 

Ontllliltlons thlt purdwult mont than a2-page spread PRICES ARE NET 
wUI nteelwl 1~ off the rate for lillY additlon4/ fJIIlfltH purchased. 

•sixth Page 

Contract Due July 31, 2015 October 2. 2015 
1-- ___, 

Materials Due August 21, 2015 October 9, 2015 

$4,650 $4.850 
PRICES ARE NET 

2015 Distribution Strategy: (*Specific 2016 Strategy Details To Come) 
Print and digital versions of the Inspiration GUide will be available 1n all included languages and be distributed through 
robust strategies targeting consumers and trade markets around the globe. 

Digital: 30+ million banner impressions 

• Promotion throughout the Discover America 
global websttes 

• Through cross-program promotions, Including 
Brand USA's market-spectfic Travel Trade Partner h1ps 

• Through tour operators and travel agenc•es, 
In customized vers•ons with offers/packages included 

• VIa digital ad campaigns on Expedla, Orbltz, 
Travelocity and other online travel sttes 

Materials Specifications 

Print: 575,000 guides 

• Brand USA Pavilions at major international travel shows 

• VISA offices and U.S Embass1es 

• In international markets by Brand USA In-country reps 

• By VIsit USA (VUSA) Committees 

• Through top tour operators and travel agent partners 
in each country 

• Targeted consumer distrtbution rn select countrie 

Submit your completed form and materials IG·Matenals-Due@MIIesPartnership.com 

CONTACT INFORMATION 

A Bland USA Aepraentlrtlve or 

• Paul Winkle 
Senter V.P., Global Markettng for Miles 
Paul Winkle@M lesPartnershlp com 
941-342-2325 (office) I 941-724·5437 (mob1le) 

Miles Global 5ales Executives 

• Jolin DeLev• 
John Deleva@MilesPartnershlp com 
206·679-1798 (mobile) 

• DebiSIIIct.u 
Debi.Saldana@m espartnershlp.com 
210.723-9957 (mobile) 

• AntaleZok 
Angte.Zok@mllespartnersh p com 
904-429·7264 (office) 
904-687·9352 (mobile) 

• Julie Armstrong 
Julie Armstrong@M1IesPartnershlp.com 
804-467-1464 (mobile) Program marketed wtth MILES 
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Brand USA Originals 

2015 CULINARY INITIATIVE 

Culinary experiences rank among the top five reasons visitors consider a destination. Brand USA 
is leading the way for U.S. destination partners to showcase their culinary story. history and highlights with international 
travelers. Through a multimedia storytelling campaign that includes a dynamic digital content hub, a targeted social 
campaign and an engaging print culinary guide, the Great USA Food Stories initiative will increase visitation by showing 
new ways to Indulge in the U.S. through its vast culinary experiences. 

- .. .. .. Campaign Engagement Be Activation Strategy 
USA -

• Engage and activate travelers through a rich online Culinary Hub 
on each of the Discover America and GoUSA sites 

• Inspire travel through a print guide distributed at global culinary events. 
including the Milano Expo from May to October, 2015 

• Connect organically through the key influencer campaigns in Canada, 
Japan and the United Kingdom; participating partners' content will 
be prioritized in promoting targeted users to the Culinary Hub 

• Expand content beyond chefs and recipes to include unique 
stories, itineraries, and location-specific culinary delights 

• Increase reach for participating partners through paid media using 
Outbraln to drive audience interest and engagement 

• Participating Partner benefit from the overarching Brand USA paid, 
earned and social media campaigns delivering a highly-qualified 

audience to the culinary hub (partner inclusion in social promotions 
is determined by Brand USA); includes lnstagram mapping on 

Discover America 

PROGRAM SUMMARY CONTACT INFORMATION 

Market Availability Sales Close• 
Australia, Canada, December 12, 2014 

Brazil, Chma, Materials Close" 
Chile, Germany. December 19. 2014 
Italy - M•lano Expo, •ao _ ... t . t 
lndl J M , ses_. .. opnn a, apan, ~x•co. and digital materials 
South Korea. Tat wan tor campaign launch. 
& Hong Kong. Ieveil digital only 
United Kingdom IS ongo~ng 

Dates Active In Market 
Digital Content Hub 
launch April 2015 

Pnnt GUide. 
launch May 2015 

Sooal Campa1gn. 
May - Sep 2015 

Aer.d USA ~or 
,_. Wlnlde Senior V.P. Global Marketing 
PilulWIIIklef#"'ilesPattrterShi/lcom s.tl-342-2325 (office) s.tl-724-5437 (mobile) 

.ICIIIft o.LeA Global Sales Executive 
John.Delttttli@HilesPilrtnership.com 
206-679-1798 (mobile) 

o.tll SeldiN Global Sales Executive 
Debi Sa/datla@tni/Hpaftnenhip.com 
21Q-723·9957 (mobile) 

..,_. Z011 Global sales Executive 
Ant/18.Zok@mllespartnen/upl:otn 
904·687-9352 (mobtle) 

Julie Armstnlntl Global Sales Executive 
Julie.Annst~com 
804-467-1464 (mobile> 
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c.~cP 2015 CULINARY INITIATIVE 

Partnership Opportunities
Core Initiative 
LEVEL 1: 
Content Hub & Social Promotion: $9,525 
Total of 2 webpages hosted In the Culinary Hub on all 
D1scoverAmerlca & GoUSA sites: 

o Content to focus on unique food stories relevant to 
one of the regions; features such as "top must eats" 
or food that Is germane to specific destination -
Items you can only get here. local stories. etc. 

o Partner content to be created within campaign 
visual and voice guidelines approved by partner 
and Brand USA 

o Translations included 

Minimum guarantee of 4,000 engagements via Outbraln 
culinary campaign 

Market to existing fans across Brand USA social channels 
and communities: 

• Post on social channels - market, channel and 
number of posts determined by Brand USA 

Please see close dates on front page for your matenals 
to be included at campaign launch; howe\let; dtgttal only 
is ongoing and materials can be added post-launch. 

LEVEL 2: 
Premium Digital and Print Sponsorship: 
$39,610 
Total of 4 webpages hosted in the Culinary Hub through 
on all Discover America & GoUSA s1te 

o Includes the content opportunities descnbed 
above 

Minimum guarantee of 8.000 engagements 
via Outbrain culinary campaign 

Market to existing fans across Brand USA social channels 
and communities· 

o Post on social channels - market, channel and 
number of posts determined by Brand USA 

Featured homepage tile (rotating placement). 2 months 

Two-page spread Within the Culinary Gu1de editorial 

• Partner content to focus on travel culinary 
experiences to inspire travel and Invite v1s1tors 
to explore culinary delights in and beyond the 
gateway c1ties for new experiences 

o Partner content to be created within campaign 
visual and vo1ce gu1dellnes approved by partner 
and Brand USA 

o Partner images w11l be Included on the 500.000 
postcards promoting traffic to the Culinary Hub 
d•stnbuted at the Milano Expo 

o Culinary Guide printed 1n Global English. 
Japanese, and other languages to be named 

o 115.000 total guides to be dlstnbuted through 
events and embassies 

For mcluston In print and digttal at campatgn launch. 
please see close dates on front page. 

Additional Partner Opportunities 
Increase your reach and exposure by adding on any of 
these opportunities. All created content is co-owned by 

the Partner and Brand USA. 

Culinary Video 
Sponsorship 
• Create a c:ustom 

In-language c:ullnary 
video highlighting 
your culinary story and 
destination attractions 

Distribution through 
your sponsored pages 
on the Culinary Hub 
and soc:ial promotion 

Expo Milano 
2015 Food Truck 
Sponsorship 
• Reac:h 25-30 million 

Internat ional consumers 
at this global culinary expo 

• Milano Expo 
May - Oc:tober 2015 

• Local U.S. James Beard 
chef ambassador food 
demonstrations 

• U.S. Pavilion theme Is 
"Food Truc:k Nation•: 
includes 8 food truc:ks 

• U.S. dest inat ion food truck 
sponsorships available for 
1 week at a time 

Please contact your 
Brand USA Partnership 

TV: Food Network 
Opportunity 
• Partner-foc:used 

2-mlnute vignette 
• Included '" the July 

2015 takeover on 
Food Network • 
•3o Chefs, 30 DaYS· 

• Partner contnbutaon 
$50.000 per vignette 

TV: Travel Channel 
Opportunity 
• Partner·foc:used half-hour 

"Jena and Oily• epsode 
• Included an the July 2015 

takeover on Travel 
Channel. will be a 3 or 
5-part senes 

• lndudes TV spots 
and sweepstakes for 
3-part seraes 

• Partner contribution 
$85,000 per half-hour 
epasode 

TV: Food Network 
& Travel Channel 
Combined 
Opportunity 
• Includes both 

opportunities 
desc:nbed above 

• Partner contributaon 
$85.000 per half-hour 
episode + $25.000 
per vignette 

Service Representative 
JL._ ...... 

for details. 

• Cost reduced because 
production crf!W c:an 
maximize travel; 
production for both must 
happen samultaneously 

Materials Submission Requirements 
For questions. pie se c:ontact Culinary-Materaals-Due@ 
Miles Partner hip.com or www MllesPartnershlp/BrandUSA_specs. 



Brand USA Originals 

DISCOVER AMERICA GLOBAL WEBSITES 

The Discover America network of global websites was designed to help inspire International visitors and 
travel influencers to choose the United States. Now you can help ensure that your destination's message reaches 
consumers and travel trade partners in the top international markets. Languages Include English and French for Canada; 
English for the United Kingdom, Australia and India; Spanish for Mexico and Chile; Portuguese for Brazil; German; Korean 
and Japanese. 

Core Opportunities 
From sponsoring content on a City, State or Region page, to sharing the best of your destination through one or more 
Experience Pages, you guide International travelers to learn more about your destination Here are the promotion options 
available to you: 

U!IA 

EXIImp/n of Dlscow1r Amertc11's homePIIge, 
St<Jte 11nd City~ opportunities 

USA • • Experience Page: a multimedia (video plug-In and photo 
gallery Included) page created from content you provide 
that dives 1nto an activity/experience/Itinerary unique to your 
destination; (found through the 'Explore' main navlgat1on and 
the relevant aty, State and/or Region pages) 

• State Page: a multimedia (video plug-In and photo gallery 
Included) page created from content you provide (can be 
experiential, overv1ew, Itinerary, etc ); found through the 
'Places· main navigation 

• City or Region Page - Standard: a page created from content 
you provide (can be experiential, overview, Itinerary, etc.); found 
through the 'Places' main navigation and relevant State page 

• City or Region Page - Enhanced a multimedia (VIdeo plug·1n 
and photo gallery Included) page created from content you 
provide (can be exper1ential, overv1ew, Itinerary, etc.): found 
through the 'Places· main navigation and relevant State page 

Di scover Amen ca 500 Word~ Lmk Mam Header 20-Image V1deo Player Promotion 
Packages & Pnclng (destmat1on To Your Triln slatiOns· Photo Photo Module . to Your 

Expenence Page 
Enhanced· $6,50 0 

State Page 
Enhanced $8,000 

City or Region Page 
Standard: $5.500 

City or Region Page 
1 Enhanced· $8.000 

supplied) Off1c1al S1te Gallery V1s1tor Gu1de 

./ ./ ./ .I ./ 

[ ~ ./ ./ .I I .I 

./ ./ ./ 

r ./ ./ .I l 1 ./ .I .I 
1 

' 71'ansfahotl COSIJ -lllcluded lbr .MP1Jnes., IC'onMI1. Pottuoue!4 Can«<JiJn Fn tteh. ~- OUen's Engi1JII 11nd Sp/lmsh 
ConrentiiPdltes ·lllcludintl 11ttldt!. photos, llllltlo tllld met•t»t•- IJffl-'lllblll lbr .u soo PH P1J11e. 

MARKET AVAILABILITY J CONTACT INFORMATION 

A Brand USA R..-ltlltlve « 
Paui WIIdda 
SemorVP 
Global Market•ng tor Miles 
~ui.WIIIIde@HiiesPattnei"'Shhp ccm 
941·342·2325 (office) 
941-724·5437 (mobile) Program martcetec:l With MIU:S 



Brand USA Originals 

IN-LANGUAGE CONTENT PROGRAM 

This groundbreaking program creates and distributes in-language multimedia content to help U.S. 
destinations promote their experiences to international travelers. Because we use native speakers. the content 
Is In-language (not translated) and customized to the specific International audience's point of view. Partners and 
Brand USA will have the right to use and distribute this authentic. experiential content throughout their channels. 

All In-Language Content receives 
a dedicated VIdeo Journal' page 

US/.\ 

- ~~Cot-~ ...... .., =- • ......... 

• 

.. ..... ....... . ... _ 
- - ----·_ .. __ --.... -·----
- -·---·~----·-------- ·-

-·--··-----"--·-·------·--.. ---·---.----·-- ·---
:~~~~~ -·---1 

~~~~ 
- - · · - J""" 

PROGRAM SUMMARY 

Martcet Availability 

-·-------·-----
---...- ........... -
==-_;;::;~===---

Each VIdeo 
Journal' page 
is promoted 
on the relevant 
State and 
C1typages 

Top Program Benefits 
• Partners receive rights to a multi-media package 

of in-language content - all at a great value! 

• Tell your destination's story through video -
a preferred format of international travelers 

• Native speakers introduce international visitors to 
your destmation's top experiences and activities 

• Leverage Brand USA's reach with the included 
promotion through its owned channels 

• Your content Will come with in-language metadata. 
allowing you to optimize for international search engines 

• Leverage cross-program promotion opportunities 
through digital campaigns for other Brand USA-owned 
programs 

Distribution Through Brand USA 
All Partners are able to distribute the In-Language Content 
through their own marketing channels. Additionally, Brand USA 
distributes the content. 

• on a dedicated 'Video Journal' page for your destrnatlon·s 
content Content will appear on the language-appropriate 
Discover Amenca or GoUSA website 

• through a featured tile on the language-appropriate 
City. State and Region page (as applicable) 

• on Brand USA's You Tube and other owned soc1al 
channels. as determ1ned by Brand USA 

Dates Ac:ttve In Martcet 
Year-round promotion 

Number of Programs 
Content created for 16+ 
international markets 

Program AvallabUity 
On-location production can happen 
year-round. with some limitat1ons 
between Thanksgiving and New Year's 
due to holiday decorat1ons 

Content can be developed for a Single 
partner or for several through a co-op 
or other partnership, for a co-op or 
partnership, a lead sponsor is needed 



IN-LANGUAGE CONTENT PROGRAM 

2015 In-Language Content Pricing 

Every package will Include full rights to: 

• A dynamic 2 to 21/2-minute in-language video 
• A 500-word in-language travel article 
• In-language metadata $23.200+ per video 
• All B-roil footage, provided on a hard drive 4+ $7,175 

• Raw photographic images taken on location --' 
PRICES ARE NET 

• Price bret~ks are per language (e.g. :S German pack11ges ~ the $1.100 per peck11ge rBte and 4 German packages pays the $1.715 per peckage rahl). 

The In-Language Content Process 

Select your target country 

• Australia • Colombia • Italy • RUSSIII 
• Brazil • France • Japan • South Korea 
• Canada • Germany • Mexico • TBtWan 
• China • Hong Kong • Netherlands • United Ktngdom 

Select your tnterest Pillar 
• Culture • Great Outdoors 
• Indulgence • Urban Excttement 

Work w1th our team to develop the st rategy 
for your In-Language Content package 

Our In-Language Content team 
comes to your desttnat ton to 

produce your custom package(s) 

Your webstte 
soctal channels & 

market1ng programs 

+ 

CONTACT INFORMATION 

A a...nd USA Representative or 

• Paul Winkle 

+ 
Language appropnate 

D1scoverAmer1ca or GoUSA 
webstte & applicable 

soctal channels 

Senior V.P .• Global Marketing for Miles 
Paui.Wlnkle@MIIesPartnershlp.com 
941·342-2325 (office) I 941·724-5437 (mobtle) 

Miles Global Sales Executives 

• Angle ZOic 

Specifications 
• Each video will include required Brand USA branding 

Messaging will be unique to your destination. 

• Each content package will include highlights of 2·3 
destinations relatively close to one another. a~ decided 
by you and the Miles team. 

• Each content package Includes 1 day of shoot time 
with one videographer and one host 

• Depending on the level of buy-In and level of 
co·op participation, please allow at least 2 months 
tor planning between contract sigmng and 
on·locatlon production 

• For each package, 5·10 1mages will be selected by the 
Miles team for inclusion on the V1deo Journal page 
Partners may provtde additional owned Imagery as well. 
All raw tmages taken on location wtll be provided for 
Partner use. 

Your destmatton's story IS told 
through 1n·language vtdeo. 
travel arttcle and photos 

/\JC:t t.:.n Jl [1 ,· ril lJ , 'J 'r ()IJ , Jr ) ! , C. 

+ 
Expertence Page Extens1on 

on all DtscoverAmenca 
language websttes 

+ 
Targeted campatgns 

on thtrd-party 
medta channels 

• John DeLeva 
John.Deleva@MIIesPartnershtp.com 
206·679-1798 (mobile) 

• Debl 5aldane 
Debi.Saldana@MtlesPartnershtp.com 
210·723-9957 (mobile) 

Ang1e Zok@MtlesPartnershtp com 
904·429-7264 (office) 
904·687-9352 (mobile) 

• Julie Arlnstfon8 
Julte.Armst rong@MtlesPartnershtp com 
804· 467·1464 (mobile) Program marketed with MILES 



Brand USA Originals: In-Language Content 

DISTRIBUTION EXTENSIONS 

Expand your In-language content's reach beyond Brand USA's owned channels to increase user engagement. 
Additional reach opportunities Include Brand USA-owned channels and third-party media channels. 

,_ ...... --

Experience 
PageonDA 

USA 

CONTACT INFORMATION 

A Brand USA Representative or 

• Paul Winkle 

-USA 

.:JO pre-roll 
on thlrd·P<Jrly 
med~ channels 

DiscoverAmerica Experience Page 
Extension with Trip Tuner 
Editors will modify your In-Language Content package's 
travel article to give It a more global viewpoint. The new 
travel article will be used to create a new Expenence Page 
throughout the Discover America family of websites, as 
well as the Trip Tuner tool for each site. The new global 
pages will include the photos. with supporting metadata, 
from your In-Language Content package. The cost Includes 
select translations (Japanese, Korean. Braztllan Portuguese, 
German. Mexican Spanish, French Canadian and Queen's 
English), as well as metadata In each language to tncrease 
vtslblllty on international web searches. 

Cost: $3,500 per package 

Third-Party Distribution Channels 
Expand your content"s reach v1a a turn-key platform that 
creates awareness. engagement and direct response! Our 
team will work to create targeted campaigns based on your 
preferences Medta channels include Rocket Fuel. Outbraln 
and Facebook Traffic is directed to your Vtdeo Journal(s) 
on the language-appropriate DtscoverAmerlca or GoUSA 
global website. 

Please see separate 'In-Language COntent Third-Party 
Extensions• program sheet. 

Seruor V P. Global Marlcebng for Miles 
Paul.Winkle@MIIesPartnersh•p.com 
941-342·2325 (office) I 941-724-5437 (mobile) 

Miles Global Sales Executives 

• John DeLeva 
John.Deleva@M•IesPartnersh•p.com 
206·679·1798 (mobile) 

• Debl s.tdena 
Deb! Saldana@MdesPartnershlp.com 
210·723·9957 (mobile) 

. Angle ZOic 
Angle.Zok@MIIesPartnersh•P com 
904·429-7264 (office) 
904·687·9352 (mobtle) 

• J ulie Armstrong 
Juhe Armstrong@MIIesPartnershlp.com 
804-467·1464 (mobile) Program marketed With MILES 



Brand USA Originals: lnalanguage Content 

THIRD-PARTY EXTENSIONS 

Generate qualified traffic to your In-Language Content to expand consumer reach and engagement. 
Leverage Brand USA's Investment across three third-party, targeted distribution channels to supplement the traffic from 
Brand USA-owned channels. Partners select the media channel(s) and country·speclflc content to be disseminated. 

Partner Benefits 
• Generate content engagement at reduced cost, leveraging Brand 

USA's Investment In these media channels to deliver a 2-to-1 value 

• Audience Insights gained as part of Brand USA's overall buy, 
which adds to the value of Insight gathered through engagements, 
giving partners even more value for other marketing 

• Three thlrd·party channel opportunities available so you can 
engage your target audience where they consume media 

• Partners may choose one or more of the available thlrd·party 
media channels 

• From the :30 pre-roll and/or text link, consumers can click directly 
to your owned Video Journal content on the language-appropriate 
DlscoverAmerlca or GoUSA site 

Core Distribution Channel - Rocket Fuel 
With this leading programmatic medla·buylng platform, harness 
the power of artificial intelligence to Improve your marketing ROI In 
digital media. 

• Advanced targeting capabilities are applied to the storytelling power 
of your In-Language videos, placing them on the right video sites 

• This reach model continues to "self-leam" to constantly Improve results -
the longer you market, the better the results. 

Pricing for 
:30 PreaRoll 
Video Production 
Conversion cost from your 
ln·Language Content video 
Is $2,000 per spot. 

Number of Countnes & 
Rocket Fuel In-Language Content Videos Number of V1cws Partner Contr1but1on Program Value 

n er1 

ner2 

Tler3 

4 Countries; Up to B VIdeos• 
(2 videos per country) 

2 Countries; up to 4 VIdeos" 
(2 videos per country) 

1 Country; Up to 2 Videos• t 
1,000,000 $45,500" $114,500 

500,000 $23,625" $58,875 

250,000 $12,250" $30,250 
·---

Markets available for Rocket Fuel-Australia. Brazil. Canada. Chma. GermanY. JaP<Jn, Mexico & the UK 

"VIdeos mwt be converted to 3G-•econd 6pog; ... pricing detlll& Bbove 

PRICES ARE NET 

PROGRAM SUMMARY 

Market Availability - verles per media channel option 

Australia Brazil China France 

India Ireland Japan Mexico South Korea UK 

o.tu Active In Market 
Year-round promotion 

Media Channel Options 
Roctcet Fuel 
Outbraln 
Facebook 

Program AvallabUity 
Launch dates are by request 
of the Partner and confirmed 
after video production Is 
complete; allow 3-4 weeks for 
:30 pre-roll video productiOn 
once long-format video Is 
edited and final 
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- o (),' THIRD-PARTY EXTENSIONS 

Content Distribution Extensions through other proven channels ... 
with more coming in the future: 

• Outbraln (engagement model) - content discovery platform that allows you to get your content onto thousands 
of premium publishing sites across the web In select countries. delivering clicks to your content; long format video 
accepted, no pre-roll required 

• Facebook (engagement model) -leverage Brand USA's growing Facebook fan base, including DiscoverAmerlca's 
retargeting, to deliver your content to a pre-qualified audience; :30 pre-roll video not required but recommended 
for optimal views & conversions 

Outbram Number of Countries & In-Language Content V1deos Number of Engagements Partner Contr1but1on Program Value 

Tlar l 

Tler 2 

Tler 3 

Up to 4 Countries; 4 Videos 

Up to 3 Countries; 3 Videos 

Up to 2 Countries: 2 Videos 

75,000 

50,0 00 

25,000 

Markets available for Outbrain: Australia. Brazil. Canada, Germartv. Japan, Mexico & the UK 

$25,350 

$17,550 

$9,800 

$39,500 

$27,500 

$14.500 

PRICES ARE NET 

Filcebook Number of Countnes & In-Language Content Videos Number of Engagements Partner Contr1but1on Program Villue 

~ 
::: i Tlar3 

Up to 3 Countries; 3 Videos 

Up to 2 Countries; 2 Videos 

1 Country; 1 Video 

88,500 

45,000 

24,000 

Markets avatlable for Facebook. BraziL Canada, Germartv. India, Japan. MexiCO, South Korea & the UK 
•• ·30 pre-roll video not included and is addttlonal 

Proven Results 
Outbraln - Brand USA 30-day pilot test performed May 2013 In Brazil had a CTR of .70"1 

$22,230•• 

S13,soo·· 
$7,ooo•• 

$55,380 

$28,403 

$15,148 

PRICES ARE NET 

Faeebook - Brand USA's 2014 Facebook Great Outdoors campaign has been very successful across all the countries 
targeted, with an average 4.8" engagement rate resulting In more than 5 million video views 

Rocket Fuel - results have been very strong with one of Brand USA's key DSP providers ... 

Markets: 
7 Rocket Fuel campaigns across 
Japan end Mexico 

Total Display Impressions: 
61MM+ 

Total Pre-Roll Impressions: 
lMM+ 

CONTACT INFORMATION 

A Bnlnd USA Representative or 

• Paul Winkle 

Average Engagement Rate: 
7.a on dlspley c;empetgns 

Average CTR: 
1.7"CTA 
(Ac:rosl dlspley, FBX end video) 

7.6" CHI the 8nlnd USA Mexico 
VIdeo c;empelgn 

Senior VP, Global Marketing for Mdes 
Paui.Winkle@M•IesPartnershJp.com 
941-342-2325 (office) I 941-724·5437 (mobile) 

Miles Global Sales Executives 

• John DeLeva 
John.Oeleva@MdesPartnershJp.com 
206-679-1798 (mobile) 

• Debt Satdana 
Oebi.Saldana@MdesPartnersh•P com 
210-n3-99S7 (mobile) 

• AneleZolc 
Ang•e Zok@M•IesPartnershJp.com 
904·429-7264 (office) 
904·687-9352 (mobile) 

• Julie Armstrong 
Jul•e.Armstrong@M•IesPartnershlp.com 
804-467·1464 (mobile) 

Average Video Completion Rate: 
6ft across en video 

&OK on the Brand USA Japan 
2013 04 campaign 

Program marketed With MILES 



Brand USA Originals: In-Language Content 

CONTENT EXTENSIONS 
Customize your In-language content even more with these opportunities to modify your content for use on 
your owned channels. Options include extending on-location production time, adding custom graphics and creating 
additional versions of your content. 

Content Modification Options 
Extend on-location production with these add·ons: 

• Extend our crew's time in your destination through these 
options (prices apply at time of contract signing and not 
when crew is on-location): 

- Vldeographer & one Host for one additional shoot day. 
$4,200 If hotels not comped by the Partner 
$3,900 If hotel& are comped by the Partner 

- Videographer only for one additional shoot day: 
$3,200 If hotels not comped by the Partner 
$3,050 If hotels are comped by the Partner 

• For multi-package buys over multiple languages. you 
can opt to have your chosen Hosts there on all days rather 
than staggered days: 

- Additional Host per shoot day: 
$1,775 If hotels not comped by the Partner 
$1,625 If hotels are comped by the Partner 

• Add the Brand USA map to the beginning of your video to 
highlight your location, for use on any Discover America or 
GoUSA content page and your owned channels 
$375 

• Add your owned, already-created graphics and/or map 
to your final video; for use on your owned channels only 
$495 

• Create a version of your final video with graphiCS created 
according to your branding rather than Brand USA's: for 
use on your owned channels only 
$100 plus $85/hr 

• Create a version of your In-language final video with 
English subtitles; for use on any existing. English-language 
Discover America page (except VIdeo Journals) 
$1,025 

CONTACT INFORMATION 

A Brand USA Representative or 

• Paul Winkle 
Semor V.P .• Global Marketmg for M1les 
Paui.Winkle@MdesPartnarship com 
941·342·2325 (office) I 941-n4·5437 (mobile) 

Miles Global Sales Executives 

• Create a version of your English-language final video with 
subtitles In another language; for use on any existing, 
language-appropriate Discover America or GoUSA Partner 
page (except VIdeo Journals) and your owned channels 
$1,350 per language 

• Create a version of your final video with an in-language 
voiceover - script provided by you; for use on any existing, 
language-appropriate Discover America or GoUSA Partner 
page (except Video Journals) and your owned channels 
$2,200 per video 

• Create a version of your final video with an In-language 
volceover - script created by the Miles native team; for use 
on any existing, language-appropriate D1scoverAmerica 
or GoUSA Partner page (except Video Journals) and your 
owned channels 
$2,850 per video 

• Create an additional video from exist1ng content 
with no vo1ceover/music only; for use on any existing 
Discover America or GoUSA Partner page (except V1deo 
Journals) and your owned channels 
$2,650 per video 

• Create an additional video from existing content with 
a custom voiceover; for use on any existing, language
appropriate Discover America or GoUSA Partner page 
(except Video Journals) and your owned channels 
$3,550 per video 

- add a 500-word 
article to create 
a new language
appropnate 
Experience Page 
$3,850 per video 

• Jotln OeL.eva 
John.Deleva@M•IesPartnership.com 
206·679·1798 (mobile) 

• Debl s.ldana 
Oebi.Saldana@MIIesPartnershlp.com 
210-n3-9957 (mobile) 

• Angle ZOic 
Ang•e.Zok@MIIesPartnership com 
904·429-n64 (office) 
904-687-9352 {mobile) 

• Julie Armstrong 
Julle.Armstrong@MIIesPartnarship.com 
804·467·1464 (mobile) Program marketed with MILES 



Brand USA Originals 

CHINA WEB OPPORTUNITIES 

Expand your reach to the fastest growing market of visitors to the U.S. with Brand USA's Chinese-language 
sites - GoUSA.cn and GoUSA.tw. Responsively designed and built by a Chinese agency specifically for Chinese audiences. 
these websites offer tum-key opportun'ties for your dest nation or brand to break Into this strong emerging market. 

: -· -
-- --·- --- ---- -

~ Navigation 
Users can search by 
interests (activities) 
or geography (state) 

~ Interactive Map 
Users preview unique 
activities that you 
provide and are 
directly linked to your 
destination or your 
brand's activity listing 

~ Destination Partner Promotion 
Featured Interest-based 
activities link to your 
destination's page or 
microsite: Includes 
promotions for 
featured blog posts 

~ Brand Partner Promotion 
Featured promotions link 
to your brand's page or 
microslte link; Includes 
promotions for featured 
blog posts 

~ Added Value 

... -

- II 

. --
... ~ . 
-~- 1 - · ·' .~ ....... 

~~ --; . ~.'l . 
- - .. . ~ • .,/1 • 

.. 

-~ -- -, 
goo,ooo 1 

nlonthly 
. -1- . . '-

0 ~· ·~ • EJ .:.:.. . 

As determined by Brand USA 
destination links and banner 
ads will dnve traffic to various 
pages on the site and will be 
updated regularly: banner ads 
can be created custom or 
provided blog posts 

s ll. 2 VIS I L 0 t' S 
'- - -- -- _ _ __./ 

For a walk-through of the GoUSA site, please click here. 

PROGRAM SUMMARY 

Martcet Availability 

Ch1na Ta1wan Hong Kong 

Dates Active In Martcet 
Year-round promot•on 

Active Selling Cycle 
Sales are ongo1ng 

Number of Programs 
Ftve levels of sponsorship for content 
promot1on on GoUSA en and GoUSA tw 

Program Availability 
OMO and non-DMO Industry partners 
can participate 



CHINA WEB OPPORTUNITIES 

C1.1~ts;m Silll" 
$60.000 3 months 5 posts/ 2"" per 

./ ./ up to 
Custom Site so featured monfor monfor 

PremMTl Add·On· tflepromo 6mos 3 rnos 
$20,000 

Basic Package•: 
./ ./ ~ooo.-month 

Serv1ce• 
$15,000 per ./ ./ ./ 

month 

./ .I 

.I .I .I .I 
• Proclng effective October 1st. 2014 and good lhrougll Septrmber 30th. 2015 
M Translations end localizations oncluded lor both Slmpbfled and Tredltoanal Chinese lor use on GoUSA.cn and GoUSA.tw respectlvoly 
• Annual -al• Include updates, promo!Jon& and matntenance after first yur SlO. 500 lor Campaign Page and $38,500 lor Custom Sill• 
•• Slog content must be provided by til& partner end will be tranllated end lOCAliZed by Brand USA • Ollna teem 
•- SocleJ links only aveHeble to partners woth current Chinese social media 01 who hiM! contracted lor one ol the Social Medill pec:lalge1 

Features Include: 
Both GoUSA.cn and GoUSA.tw are mobile-friendly sites and each partners page will be 
optimized for mobile 

Activity Ustlngs: Designate specific features. places, attractions and activities uniQue to 
your destination or brand for consumers to learn about Consumers can add these activities 
to their wlshlists and Itineraries for planning travel to the U.S. 

Social Media Posts: featured posts about your destination or brand on GoUSA's social channels 

Featured Slog Posts on GoUSA: content PI'OVIded by YDll' team will be localized by Brand USA's 
Ch1na team to create long-form blog articles to be featured on the homepage and bloq landing cage 

.I 

.I 

Syndicated Slog Posts: extend your content's reach by 5 to 10 times with your blog artides featured 
on GoUSA's top China platform partners. including Slna.c:om, Mafengwo.com. Qunar.com and more 

Custom Design for Banners: Brand USA's Ch1na team will create custom banners. With a local China 
touch, for the header of your microslte, 1nc. 5-10 hours of localized design work for your m1crosite 

Custom 
S1teonly 

./ Add On 
1ncludes 4 "" 
per month 
for12 mos. 

./ 5permonth 

1 

Custom Site: includes up to six unique tabs/content pages focused on your destination or brand, Includes creation of an 
About Us desaiptlon. Contact Us Information and custom mosaic tor destination fBtertng; unique logo with your custom URL. 
link to your owned s1te 

Materials Specifications 
Deadlines 
Please allow at least 2 months for production time. 
Product1on ttme will vary based on size of package 
and may be more than 2 months 

> All supplied photos must adhere to Brand USA guidel1nes and are subtect 
to Brand USA approval 
> For questions, please contact Chad Brockhoff at 
Materials·Oue@MdesPartnershlp com or www MJiesPartnershlp/BrandUSA_specs 

CONTACT INFORMATION 

A ar.nd USA Representative or 

PauiWinlde 
Senior V.P., Glo&MI Maltcetlng 
Paul. Wlnlde@HtlesPartrletslupcom 
941-342-2325 (office) 
941-n4-5431 (mobile) 

JohnDeuva 
John.~ 
206-679-1798 (mobtle) 

Debl s.tdana 
Debt~ 
21o-n3-99s7 (mobile> 

Angle Zok Julie Armstrong 
Angie.Zolt@lmi/esl»>trslt/p.com .Niie.Atmstrong@m/~com 
904-429·7264 (office) 804·467-1464 (mobile) 
904-687-9352 (mob'le) 

Program marketed with MILES 



Brand USA Originals 

TRAVELZOO EMAIL CAMPAIGN 

Expand your destination's reach In your choice of 8 key international markets with Travelzoo's custom 
360-degree turn-key marketing solution, reaching their highly engaged and responsive subscribers. 
Each Brand USA Newsflash email can be a stand-alone promotion or a co-op solution for states and regions. 
A powerful2-to-1 value is extended to Brand USA partners on media placements by leveraging their 
investment with Travelzoo. 

HowltVVorks: __________________________________________ __ 
1 For each campaign, select your target country Australia. 4 Features on the custom microslte include promotions for 

your Discover America In-Language Content (If available), Canada. China, Germany, Japan, the UK or a France/Spain 
combination buy_ 

2 Choose between either a stand-alone or a co·op campaign 

3 Travelzoo editors do all the workllmages and content are 
curated on your behalf. Creative conforms to the Travelzoo 

as well as content and Images that link to your site Brand USA 
branding will be Integrated across all components. 

5 Travelzoo will source and populate the Top Deals module 
on the custom micros1te w1th the best travel deals for 
your destination. 

template and you review and approve before launch. 
6 Metrics will be provided at the campaign's conclusion. 

Reporting will indude details on revenue generated. user 
engagement, clicks, etc. 

360-Degree Marketing Exposure 

Homepage Promotion 

- --

·~-

Includes 4 weeks of 
promotion per country 

Custom Mlcroslte 

- --
- . . -~_... . .,. 

click-through rates range from .35% 
to SO% and may vary based on offer5 

Newsflash Email ----' " ·- oc -a-·-·· ... 01' -- ---

--------· -------- - -_____ .., ______ _ 
-------------------· --·--·---- · -----· -----.. -........... -

email deploys to I 5 m lhon 
subscr1bers per country 

1ndudes one .\OC!ill media push per country lnclud dostnbubon WI Travelzoo·s popular mobile app 

PROGRAM SUMMARY 

Martcet Availability 

~ UK FranceiSpam 

Oates Active In Market 

Year-round avarlabihty 

Number Of Programs 
Umlted mventory as some 
markets restnct the number 
of emalls sent per month 

Program Availability 

Deployment dates are by request of the partner and 
confirmed after matenals are rece1ved - allow 6·8 weeks 

OMO and non-DMO industry partners can partropate 
withrn simrlar geographic or thematic ematl campaigns 

Each email campargn is a month-long promotion 
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. n-oP TRAVELZOO EMAIL CAMPAIGN 

Stand-Alone 
Destination Campaign• 

All featured promotions across 
the Newsflash, custom microslte 
and other campaign components 
are 10096 dedicated to one DMO 
partner 

'Some markets may l1mit destination 
felltures. call your representative for detat/5 

Pricing & Timing 

$37,500 

Co-Op Campaigns 
Features Up to 5 Partners• per 
Campaign 

• The number of total Newsflash 
emalls will be split evenly among the 
co-op partners. 

• All partners will share a campaign 
microsite template customized with 
their respective In-Language Content. 

• Deals will be sourced by Travelzoo 
based on inventory by count ry; not all 
participants may have deals available 

• Additional r:amt»Jgns/emalls can be purchased to 
o!Cr:otnmodate additional partners 

N/A 30 Days 

Thematic Co-Op 
Campaigns 
"The Best of ... ", Beaches, 
Ski, Golf 

• Created based on 
adequate partner support 

• Please call your 
representative for details 

l $7~0 3 months pnor Bweeks pnor Co-Op Campaigns $37,500 30days to desired 
launch date 

"Note~ Pendmg state's investment, co-op partner pncmg IMY Viii)' and can be lower Rates based on 5 partner commttments. 

Total Subscribers Available per Market 

Proven Results- Brand USA & Travelzoo 2013 Promotion 
• 256 million users across 3 targeted countries; Users spent 2:01 minutes on mtcrosite 

and 4.2 m111ion .30 spots were viewed 

• Organ.c searches on Travelzoo for U.S. destinations increased by TI96 YOY 

• Tacttcai - Drove 21,000 incrementalenternational passengers to U.S. in 12 months 
from the 3 targeted countries which generated an estimated $2.6 million in revenue for the U.S 

Material Submission Requirement 

to launch date 

No materials are required as Travelzoo will curate all content and images. Participating partners will review and 
approve prior to launch date. In-language video content will be provided by Miles based on partner's request. 

MARKET AVAILABILITY CONTACT INFORMATION 

A Brand USA Repraentatlwt or 
hu!Winlcle 
Senior V.P. Global Marketing 
Paui.Winkle@MtlesPartnefShtp.com 
941·342·2325 (office) 
941-n4-5437 (mobile) 

Seth Forman 
General Manager. DestinatiOnS & Aud1ence 
Travelzoo Inc 
sforrnlln@travelzoo.com 

Program marketed w1th MILES 
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Brand USA Originals LBrand USA 

INTERNATIONAL SEM SERVICES 

Search Engine Marketing is a key component of Brand USA's international marketing efforts, focusing on 
bringing millions of visitors to the United States. By participating in the Brand USA International SEM program, 
you can extend your destination's current search budget, drive more traffic directly to your website and attract more 
international visitors. 

Program Benefits 

2 

3 

4 

These SEM campaigns are targeted and fully 
managed, freeing you from the cost and complexity 
of setting up and managing international search. 

The SEM programs offer a great opportunity 
to Increase your destination's brand awareness 
internationally. 

Keywords and ad copy are developed 
by SEM experts after researching what will make 
your program most successful. 

You receive more qualified International referrals 
since your target audience clicks on an ad in their 
native language and Is then served relevant content 
on your landing page(s). 

G u gl · ..,....,. tt.UIO 

Arlzono • DlscoiiJir Alnll1<a ........... ,_,.,.,<$~'Wibne ap . 

l lnlllol.t,.....Atbou ~AA ~Aihoft.l~t r~W~p "' ., .~..~,,~ 

Ut;Jidt• ~ot -'CI_,. ~'-Utomrtc»t US.,.. Icac.l 

5 Steps To Launch Your SEM Program 

1 Determine your total SEM investment level (a $25,000 
m1nimum spend is required per target country). 

2 Select your target countries and the budget allocations 
for each: Australia. Brazil, canada. Germany. Japan. 
Mex1co and UK. 

3 Choose from Brand USA's Interest pillars. Great 
Outdoors, Culture, Urban Excitement or Indulgence. 

4 Develop a high-impact SEM ad message and landing 
page. Land1ng pages must be travel focused and may 
Include co-op promotions for your Industry partners 
We will consult with your team to create the landing 
page by helping guide its design and content selection. 
Our team can provide an HTML template to work within 
your site shell 

5 Miles will localize your message - our approach adapts 
your message for each international audience, rather 
than just translating American words to their closest 
International counterparts. 

Once the campaign is 
launched, our SEM experts will 

monitor, manage and adapt it to 
give you the greatest ROI. 

MARKET AVAILABILITY CONTACT INFORMATION 

Australia Brazil Canada Germany Japan Mex•co UK 
•other countries available upon request 

A Brand USA Aw;wcw:otltln or 
PIUIWlnlde 
5eniorVP 
Global Harlcetlng for Miles 
~uLWink/e@MIIesPattnershlp.com 
941-342-2325 (office) 
941-724·5437 (mobile) Program marketed with MILES 
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Brand USA Originals 
MULTI-CHANNEL PROGRAM: 

EASTERN CANADA 

Experience an extraordinary 2-to·l value through Brand USA's Official Multi-Channel Program compared 
to creating your own targeted, International campaign. With its robust digital. print, social, traffic generation and 
activation campaign, your targeted message will reach international travelers via the very media they consume most 
Customized calls-to-action take consumers from inspired to desired to booked - generating real, measurable results. 

Partnering with Brand USA provides you with an extensive reach in 
Eastern Canada with over 28+ million total impressions in the 2015-16 Winter campaign! 

Activation Partner Discover America Print Insert 
Brand USA Is partnering with an In-market This four-color, glossy, travel magazine 

activation partner that will Include is rich In editorial content. 
booking Incentives and offers for 

destinations - all tum key. 

Offfer will be marketed through: 

• Call-outs In print Insert & digital channels 
drive readers to a custom landing page 
on Activation Partner's site 

• Based on product avallabthty, partners may 
have featured offers on the activation 
partner landing page for easy booking 

• Specific campaign activation partner details 
to come 

ActN•tlon ,.,Mf' ~Mtrla Wfll c:ome 6 monlhJ • fter the 
C:arrtPMr/n tmds to rellet:t • It lnfluenc:«< booltvttl en~r~ements 
hom the c:Mrll»>t1n 

Social Promotion 
Brand USA's multi-channel campaign e-books 
will be promoted on their social channels to 

expand digital reach and engagement: 

o Posts made by Brand USA's commumty 
managers on Facebook and Twitter to 
increase engagement to e-book (digital 
version of pr1nt insert) 

o Recent posts in Brazil generated 10'Ko 
engagement rates; 161 Likes. 23 Shares 

• Timing, channel and number of posts w1ll 
be determmed by Brand USA 

~-~UIO'-·-...... ·-\t.· 
~~"----- .... ,.. .-w.- . _.._ -· -

91,000 Estimated 
Total Engagements 

PROGRAM SUMMARY 

• Digital vers1on available on 
DiscoverAmerlca.ca 

o Distribution Is gee-targeted to top HHI 
• Editorial tie-In and call-to-action Included 

Canldlln UviC 
200,000oRC 

FEBRUARY 2016155UE 
ON SALE JAN 5 ,2016 

l't I lit 1'\ II I -.,I'\ I : 

100,000 CIRC 
INSERTION SAT 

JAN1,2016 

1'111. Cl 0111. 1\ll .'l.ll i 

100,000 CIAC. 
INSlRnON. SAT 

JAHI,2016 

enAoute 
&O,OOOa~~e. 
F£11AUAAY 2016 

ISSUE 

• 

460,000 Total Print Distribution 

6-Week Digital Campaign 

• Traffic is driven directly to your owned 
language-spedfic website or to your 
content on the language-appropriate 
Discover Amenca site 

• Banner ads are 
co-branded for 
Brand USA and 
your destination 

• Average CTR for 

)·:a 
. . . 

lc. .. ~ ~~~I .., . 

Eastern Canada campaign Is .13'Ko which 
surpassed the In-country CTR benchmark 
of .ll'Ko 

On Average, 2,000+ Engagements 
to Partner Content with 100% SOV 

Outbraln Traffic Generation 
Dr1ve more users to your content - guaranteed! 

Propel even more consumers direct to your 
in-language website with a dedicated traffic 
generation strategy. Promot1ons through 
Outbra1n, the leading content discovery 

platform, allows you to place your content on 
thousands of premium pubhsh1ng Sites across 

the web, delivering valuable and qualified 
clicks to your content 

• At least 500 clicks to your content -
depending on level of participation 

• Consumers are self-selecting 

• Your dedicated traffic 
generation will launch w1th 
the digital campaign and "'utbra in 
run for 5-7 weeks e7 

500-2,000 Total Engagements 
Per Partner Buy-In Level 

Market Availability Dates Active In Martcet Number of Programs Program Availability 

Canada (East) 

Wmter 2015-2016 (w1th Golf section) 
December 2015 - January 2016 

Spring2016 
(Campslgn Rates and Details To Come) 
April - May 2016 

2 W1nter 2015-2016 (with Golf section) 
Program Launch: December 2015 
Opportunity Oose Date· August 21, 2015 
Materials Oose Date: August 28. 2015 

Spring 2016 
Program Launch: Apnl 2016 
Opportunity Close Date: January 2016 
Materials aose Date: January 2016 



. MULTI-CHANNEL PROGRAM: EASTERN CANADA 

2015 Canada Multi-Channel Campaign Rates ('*2076 Rates To come) 

T1er 1 $25,850 2-Page Spread 1.5Million 2,000 cllcks 

T,.. 2 ~$13750 ~ Full Page 750.000 I,OOO chcks 

Tier 3 $8,700 Half Page 250,000 500 clicks 

• Travel offers biJsed on product availability and l1m1ted to dest1nat10ns. 
not an DMOs may have futured product tht'Dugh part/cipatmg actwatlon partner 

PRICES ARE NET 

• •Partners partldpatlllfl ln a state c:o-op w1th half or QUBrter pages will Include tier l dlgltlllllnd Outbr11rn components 

2015 & 2016 Canada Multi-Channel Campaign Timing 

NOV DEC JAN FEB MAR APR MAY JUN JUL AUG SEPT OCT 
2015 2015 2016 2016 2016 2016 2016 2016 2016 2016 206 2016 

Core Campa~gn 
+ Golf Section 

Materials Submission Requirements 
For quest1ons, please contact Megan Young at 
MC-Materials-Due@MIIesPartnershlp.com. All supphed photos 
must adhere to Brand USA guidelines and are subject to Brand 
USA approval 

Additional Information 
To learn more about Brand USA programs. please VISit 
www.thebrandusa com/lndustry-Partners/Partnersh•p%20 
Opportunities/Consumer 

CONTACT INFORMATION 

A. Brand USA RepresentdtYe or 

• Paul Winkle 
Sen1or V.P. Global Market•ng for Miles 
Paui.Wmkle@MIIesPartnership.com 
941-342-2325 (office) I 941-724·5437 (mobile) 

• Angle Zoic 

Core Campaign 

Proven Results 
o Full campaign-end metrics will be prov•ded 

o Average consumer reach per partner for Canada 
East W1nter 2014 - 2015 exceeded 2 5 million• 

o Canada East W1nter 2014 -2015 digital campa1gn 
CTR exceeded the m-market benchmark of .11% by 
almost triple w•th 0.30%! 

Miles Global 5ales Executives 
• Jotmoa~ 

John.Deleva@MIIesPartnersh•P com 
206-679-1798 (mobile) 

Angie Zok@MIIesPartnershlp.com 
904-429-7264 (office) 
904-687-9352 (mobile) 

• Debl Saldana 
Oebi Saldana@MIIesPartnersh1p com 
210.723-9957 (mobile) 

• Julie Armstrong 
Julle.Armstrong@M•IesPartnershipcom 
804-467-1464 (mobile) 

Program marketed w•th MILES 



Brand USA Originals 
MUL TI·CHANNEL PROGRAM: 

WESTERN CANADA 

Experience an extraordinary 2-to-1 value through Brand USA's Official Multi-Channel Program compared 
to creating your own targeted, International campaign. With Its robust digital. print, social, traffic generation and 
activation campaign, your targeted message will reach international travelers via the very media they consume most. 
Customized calls-to-action take consumers from Inspired to desired to booked - generating real, measurable results. 

Partnering with Brand USA provides you with an extensive reach in 
Western Canada with over 28+million total impressions in the 2015-16 Winter campaign! 

Activation Partner 
Brand USA Is partnenng with an In-market 

activation partner that will mclude 
booking incentives and offers for 

destinations - all turn key. 

Offfer will be marketed through: 

• Call-outs In print insert & digital channels 
drive readers to a custom landing page 
on Activation Partner's site 

• Based on product availability, partners may 
have featured offers on the actlvat•on 
partner landing page for easy booking 

• Specific campaign act1vatlon partner details 
to come 

Act111atlon PartMI" metria Wilt came 6 months • fter the 
c•111P1Jirln ends to ~fl«l it/1 •nnuenced booltrtltl engagements 
from the campaign. 

Social Promotion 
Brand USA's multi-channel campa1gn e-books 
will be promoted on their social channels to 

expand digital reach and engagement· 

• Posts made by Brand USA's commun1ty 
managers on Facebook and Twitter to 
increase engagement to e-book (digital 
version of print Insert) 

• Recent posts in Brazil generated 10% 
engagement rates: 161 L•kes: 23 Shares 

• Timing, channel and number of posts will 
be determined by Brand USA 

91,000 Estimated 
Total Engagements 

PROGRAM SUMMARY 

I 

Discover America Print Insert 
This four-color, glossy, travel magazine 

Is rich In editorial content. 

• Digital version available on 
DiscoverAmerlca.ca 

• Distribution is gee-targeted to top HHI 
• Editorial tie-In and call-to-action included 

wain living 
145,000 ORC. 

JANU~.ffs\~~UARY 

THE VANCOUVER SUN 
110,0000RC 

VANCOUVER ~N THE PROVINC£ 
INSERTION SAT INSERTION• SUN 

JAN 9, 2016 JAN 10. 2016 

enAaute 
69.LO.®. CIRC. 
FBSRUARY 201& 

ISSUE 

110,000 ORC. 
SAT JAN9,2D16 

425,000 Total Print Distribution 

Martcet Availability Oates Active In Martcet Number of Programs 

canada (West) 

Winter 2015·2016 (with Golf section) 2 
December 201S - January 2016 

Spnng 2016 
(CBmpalgn Rates and Detatls To Come) 
April - May 2016 

6-Week Digital Campaign 

• Traffic Is driven directly to your owned 
language-specific website or to your 
content on the language-appropriate 
Discover Amer1ca site 

• Banner ads are 
co-branded for 
Brand USA and 
your destination 

• Average CTR for 

~· :a 
I ' J,; l" ' .~ I 

i:li1 ' 
Western Canada campaign Is .12% which 
surpassed the in-country CTR benchmark 
of .11% 

On Average, 2,000+ Engagements 
to Partner Content with 100% SOV 

Outbrain Traffic Generation 
Drive more users to your content - guaranteed! 

Propel even more consumers direct to your 
In-language webs1te w ith a dedicated traffic 
generation strategy. Promotions through 
Outbraln, the leading content discoverY 

platform. allows you to place your content on 
thousands of premium publishing s1tes across 

the web, delivering valuable and qualified 
chcks to your content 

• At least 500 clicks to your content -
depending on level of partictpat•on 

• Consumers are self-selecting 

• Your dedicated traffic 
generation will launch w ith 
the digital campaign and Autbrain 
run for 5-7 weeks ~ 

500-2,000 Total Engagements 
Per Partner Buy-In Level 

Program Availability 
Winter 2015-2016 (with Golf section) 
Program Launch: December 2015 
Opportuntty Close Date· August 21, 2015 
Materials Oose Date. August 28, 2015 

Spring 2016 
Program Launch: April 2016 
Opportumty Close Date: January 2016 
Materials Oose Date JanuarY 2016 



. MULTI-CHANNEL PROGRAM: WESTERN CANADA 

2015 Canada Multi-Channel Campaign Rates (*2016 Rates To come) 

Tier 1 2·Page Spread 1.5Million 2.000 clicks 

Tier 2 I .,..750 Full Page 750.000 1,000 cliCks 

1--

Tier 3 $8.700 Half Page 250,000 500cllcks 

' TriJV8/ o~s based on product ava•labl/lt;y #Mld limited to dest,nations. 
not all DMOs may have featured product through participating activation partner 

PRICES ARE NET 

''Partners participating in a state co-op with half or quarter pages Will lnclucle tier 3 digital and Outbram components 

2015 & 2016 Canada Multi-Channel Campaign Timing 

NOV DEC JAN FEB MAR APR MAY JUN JUL AUG SEPT OCT 
2015 2015 2016 2016 2016 2016 2016 2016 2016 2016 206 2016 

Core Campaign 
+ Golf Section 

Materials Submission Requirements 
For questions, please contact Megan Young at 
MC·Materlals·Due@MIIesPartnershlp.com. All supplied photos 
must adhere to Brand USA gu1dellnes and are subject to Brand 
USA approval 

Additional Information 
To learn more about Brand USA programs, please vis1t: 
wwwthebrandusa.com/lndustry-Partners/Partnership%20 
Opportunities/Consumer 

CONTACT INFORMATION 

A Brand USA Representative or 

• Paul Winkle 
Sen10r ~P .• Global Martcetlng for Miles 
Paul W1nkle@MIIesPartnersh1p.com 
941-342·2325 (office) I 941·724·5437 (mobile) 

Miles Global Sales Executives 

Proven Results 
• Full campa1gn-end metncs w •ll be prov1ded 

• Average consumer reach per partner for Canada 
West Winter 2014 - 2015 exceeded 2 5 m1lhon' 

• canada West W1nter 2014 ·2015 dlg1tal campaign 
CTR exceeded the in-market benchmark of 11% by 
over double w •th 0 26% 

• John De&Ava 
John.Oeleva@MilesPartnershtp.com 
206-679-1798 (mobde) 

• Angle Zoic 
Angie.Zok@M1IesPartnersh1p .com 
904·429-7264 (office) 
904·687-9352 (mobile) 

• Debt Saldana 
Debt.5aldana@MIIesPartnershiP com 
210·723·99S7 (mobile) 

• Julie Armstrong 
Julie Armstrong@MIIesPartnersh1p com 
804-467·1464 (mobile) 

Program marketed w1th MILES 



Brand USA Originals 

MULTI-CHANNEL PROGRAM: UK 
Experience an extraordinary 2-to-1 value through Brand USA's Official Multi-Channel Program compared 
to creating your own targeted, International campaign. With Its robust digital, print, social, traffic generation and 
activation campaign, your targeted message will reach international travelers via the very media they consume most. 
Customized calls-to-action take consumers from inspired to desired to booked - generating real, measurable results. 

Partnering with Brand USA provides you with an extensive reach in the 
UK - over 25.3 million total impressions in the 2015 Fall campaign! 

Activation Partner: 
Thomas Cook 

One of the UK's leading wholesalers provides 
marketing support and travel offers to the U.S. 

• Call-outs In the print insert & d igital 
channels drive readers to a custom landing 
page on Thomas Cook's site 

• Based on product availability, partners may 
have featured offers on the landing page 
for easy booking 

• Promotions through Thomas Cook's 
marketing channels 

Ar:tlwltton PMtMr metria Wl71- 6 m onltu • ftfll' tht: 
CIIIJtPif~ ends to ,.ller:t all influflncttd boolring 
,.ngagements from tht: CiJnll»igtt 

Social Promotion 
Brand USA's multi-channel campaign e-books 

will be promoted on their social channels to 
expand digital reach and engagement: 

• Posts made by Brand USA's community 
managers on Facebook and Twitter to 
Increase engagement to e·book (digital 
version of print insert) 

• Recent posts 1n Brazil generated 10" 
engagement rates: 161 Likes, 23 Shares 

• Timing, channel and number of posts will 
be determined by Brand USA 

ca.~~~~ ... 
tllG» .......,., ""'- ~...:~.--· ___ ttot,·.-.-.... 
o-...,.7~ 

Discover America Print Insert 
This four-color, glossy, travel magaz1ne 

Is rich In editorial content. 

• D1g1tal vers1on available on 
DlscoverAmerlca.com 

• Distribution Is gao-targeted to top HHI 
• Editorial tle-m and call-to-act1on Included 

1HE 111MES 
430,000 ORC. 

INSERTION. SAT 
OCT 3.201S 

iiAnua 
60,000 CIRC. 

OCToeER 2015 ISSUE 
ON SALE Sf. F>T IS, 2015 

'IIIE&uft-=1UIIS 
70,000CIRC 
INSERTION. SUN 
OCT~. 20tS 

tJieauarclan 
200,000 0'«:. 

INSERTION: SAT 
OCT 3, 2015 

6-Week Digital Campaign 

• Traffic is driven directly to your owned 
language-specific website or to your 
content on the language-appropriate 
Discover America site 

• Banner ads are co-branded 
for Brand USA and 
your destination 

• Average CTR for UK 
Digital Campaign is 
.24" which surpasses 
the UK market 
benchmark of .1896 

On Average, 2,000 + Engagements 
to Partner Content with 100% SOV 

Outbrain Traffic Generation 
Drive more users to your content - guaranteed! 

Propel even more consumers direct to your 
in-language website with a ded1cated traffic 
generation strategy. Promotions through 
Outbraln, the leading content discovery 
platform, allows you to place your content on 
thousands of prem1um publishing sites across 
the web, delivering valuable and qualified clicks 
to your content 

• At least 500 clicks to your content -
depending on level of participation 

• Consumers are self-selecting 

• Your dedicated traffic 
generation will launch w1th 
the digital campaign and AUtbral' n 
run for 5-7 weeks ~ 

91,000 Estimated I 760 000 Total Print Distribution 500-2,000 Total Engagements 
Total Engagements ' Per Partner Buy-In Level 

PROGRAM SUMMARY 

Market Availability 

Untted 
K1ngdorn 

15_MC_UKS_UK6 

Oates Ac:ttve In Market 
Fall 2015 (with Golf section) 
September - November 2015 

Wtnter2016 
January - February 2016 

Number of Programs 
2 

Program Availability 
Fall 2015 (with Golf section) Program 
Launch· September 2015 
Opportunity Close Date May 15. 2015 
Materials Oose Date May 22, 2015 

W1nter 2016 
Program Launch January 2016 
Opportunity Close Date August 28, 2015 
Matenals Close Date· September 4. 2015 



, ,~ ,',, MULTI-CHANNEL PROGRAM: UK 

2015 United Kingdom Multi-Channel Campaign Rates 

Tier 1 $33.200 2-Page Spread l.SMIIIIon 2,000clicks 

Tier 2 
[. .. 960~ Full Page r 750,000 l,OOOdcks 

Tier 3 $10,050 Half Page 250,000 500cllcks 

'---

•Travel offers based on product awtillbility and ltmited to destinatiOns. 
not aU DHOs ~have fflatured product through participating activation partner 

PRICES ARE NET 

••Partners participating in a state co-op with half or quartf!f' pages w•llmc/ude tier 3 d1gital and Outbram comp011enu 

2015 United Kingdom Multi-Channel Campaign Timing 

Core campatgn + Golf Seetton Core campaign 

Campaigns are m de~~elopment and are subJect to tJpprowl 

Materials Submission Requirements Proven Results 
For questions, please contact Megan Young t 
MC-Materlals-Due@MIIesPartnershlp.com. All supplied photos 
must adhere to Brand USA guideltnes and are subject to Brand 
USA approval. 

• Full campaign-end metrics wtll be provtded 

Additional Information 

• Total reach of the UK Fall 2014 campatgn 
totaled 23,710,134 consumers! 

• Total UK Fall 2014 digttai CTR surpassed the •n-market 
tndusty benchmark of .18'16 with 24'161 

To learn more about Brand USA programs, please visit 
www.thebrandusa.com/lndustry-Partners/Partnership'1620 
Opportunities/Consumer 

Golf UK Multi-Channel Program 2015 
Please contact your Brand USA representatiVe for the detatls 
on the new Golf campaign promoting travel to the US for golf 
holidays. This ts a partnershtp program with Golfbreaks.com. 
the largest UK golf travel company. 

CONTACT INFORMATION 

A Brand USA Representative or 

• Paul Winkle 
Sen1or VP.. Global Markettng for Miles 
PauiWmkle@MtlesPartnershtp com 
941-342-2325 (office) I 941-724-5437 (mobile) 

Miles Global Sales Executives 
• John DeLeve 

John.Deleva@M•IesPartnersh•p.com 
206-679-1798 (mobtle) 

• DebiSald1111a 
Debi Saldana@MtlesPartnershtp com 
210-723-9957 (mobtle) 

• .AnsleZolc 
Angie.Zok@MdesPartnerstllp com 
904-429-7264 (office) 
904-687-9352 (mobile) 

• Julie Arrnatrong 
Julte.Armstrong@MtlesPartnershlp com 
804-467-1464 (mobile) 

Program marketed wtth MILES 



Brand USA Originals 
MULTI-CHANNEL PROGRAM: GERMANY 

Experience an extraordinary 2-to-1 value through Brand USA's Official Multi-Channel Program compared 
to creating your own targeted, International campaign. With Its robust digital, print, social, traffic generation and 
activation campaign, your targeted message will reach international travelers via the very media they consume most. 
Customized calls-to-action take consumers from Inspired to desired to booked - generating real, measurable results. 

Partnering with Brand USA provides you with an extensive reach Germany 
with over 20+ million total impressions in the 2015 Fall campaign! 

Activation Partner: 
Meier's Weltreisen 

As Germany's #1 long haul tour operator, 
participating destinations with avatlable 

Inventory through Meier's will be 
Included • all turn key. 

• Call-outs in print Insert Be digital channels 
drives readers to a custom landing page 
to featured offers 

• Based on product availability, -
partners may have featured 
offers on the landing page for 
easy booking 

• Stand alone Discover America branded 
trade brochure will feature participating 
states & mailed to Meier's travel agent 
database 

Activ.tlon P•rtMr metncs wi!l come 6 months •br the 
~n flftds to ~fleet aN lllllwncttd boolttng rmg-ments 
from the 

Social Promotion 
Brand USA's multt-channel campatgn e·books 
will be promoted on their soctal channels to 

expand digital reach and engagement: 
• Posts made by Brand USA's community 

managers on Facebook and Twitter to 
increase engagement to a-book (digital 
verston of print Insert) 

• Recent posts In Brazil generated 10" 
engagement rates; 161 Likes; 23 Shares 

• Timing, channel and number of posts will 
be determined by Brand USA 

a.. ..... . ~ •• ...,.~~ 
.....,.~...,__- ..... ,... --- ...,."'-"---

PROGRAM SUMMARY 

Discover America Print Insert 
This four-color, glossy, travel magazine 

Is rich In editorial content. 

• Digttal version available on 
de.DiscoverAmerlca.com 

• Distribution Is gao-targeted to top HHI 
• Ed1tor1al tie-In and call-to-actiOn Included 

JSAISON 
136,000aRC 

DECEMBER 201!i ISSUE 
ON SAl.E NOV IS. 2015 

:Jnal(l!.r~~!@.narint 

..... : 1""'11 :""'u~* 

325,000oRC 
lmEATION SAT 

NOVI4,2015 

100,000 CIRC 
INSERTION: THURS 

NOVI9, 201S 

Market Availability Dates Active In Market 
Fall2015 

Number of Programs 
2 

Germany 

1S_Mc_oe,._oes 

November • December 2015 

Spring 2016 
(CamtJBign Rates and Details To Come) 
April - May 2016 

6-Week Digital Campaign 

• Traffic Is driven directly to your owned 
language-specific website or to your 
content on the language-appropriate 
Discover America site 

• Banner ads are 
co-branded for 
Brand USA and 
your destination 

• Average CTR for 

~----

Germany campaign Is .17% which surpasses 
the in-country CTR benchmark of .11% 

On Average, 2,000+ Engagements 
to Partner Content with 100% SOV 

Outbrain Traffic Generation 
Drive more users to your content - guaranteed! 

Propel even more consumers direct to your 
In-language website with a dedicated traffic 

generatton strategy. Promotions through 
Outbrain, the leading content discovery 

platform, allows you to place your content on 
thousands of premium publishtng sttes across 

the web, delivering valuable and qualified 
clicks to your content. 

• At least 500 clicks to your content -
depending on level of participation 

• Consumers are self·5electing 

• Your dedicated traff1c 
generation will launch with 
the digital campaign and Autbrain 
run for 5-7 weeks 'el' 

500-2,000 Total Engagements 
Per Partner Buy-In Level 

Program Availability 
Fall2015 
Program Launch: November 2015 
Opportunity Close Date· July 10, 2015 
Matenals Close Date: July 17. 2015 

Spr1ng 2016 
Program Launch: April 2016 
Opportunity Close Date December 2015 
Matenals aose Date December 2015 



MULTI-CHANNEL PROGRAM: GERMANY 

2015 Germany Multi-Channel Campaign Rates (*2016 Rates To come) 

2·Page Spread 1.5 Million 2.000clicks 

t-
FullPage--J 750.000 l.OOO chcks 

Tier3 $10,050 I Half Page 250,000 sao clicks 

' Travel offr1n t»secJ on product IIVIIIIBbl//ty and limited to destinations, 
not aU DMOs 171o1Y have fNtul'l!d PIOdud through participating ~~etitllltion partner 

PRICES ARE NET 

' 'Partners participatmg in a st.ste co-op with half or quarter pages w1ll 1nclude t1er 3 digital and Outbtaln components 

2015 & 2016 Germany Multi-Channel Campaign Timing 

NOV DEC JAN FEB MAR APR MAY JUN JUL AUG SEPT OCT 
2015 2015 2016 2016 2016 2016 2016 2016 2016 2016 206 2016 

Core campaign Core campaign __ _._ __ 
Materials Submission Requirements Proven Results 
For questions, please contact Megan Young at 
MC-Materials-Due@MIIesPartnershlp.com. All supphed photos 
must adhere to Brand USA guidelines and are subject to Brand 
USA approval 

• Full campa1gn-end metncs well be provided 

• Average consumer reach per partner for 
Germany Fall 2014 was 2.2 mlllionl 

Additional Information 
• Germany FaU 2014 campaign digital CTR xc: ded 

the In-market benchmark of 12" w1th 17" 

To learn more about Brand USA programs, please VIsit 
www.thebrandusa.com/lndustry-Partners/Partnershrp%20 
Opportunttces/Consumer 

CONTACT INFORMATION 

A Blend USA RepresentatM or 

• Paul Winkle 
Senror VP. Global Marketing for Metes 
Paui.Wrnkle@MtlesPartnershrp.com 
941·342·2325 (office) I 941·724-5437 (mobile) 

Hiles Global Sales Executives 
• John [)el...eQ 

John Deleva@MrlesPartnershlp.com 
206-679-1798 (mobile) 

• Debl 5eld11M 
Oebi Saldana@MrlesPartnershrp.corn 
210.723-9957 (mobile) 

• AnaleZolc 
Ang1e Zok@MilesPartnersh1p.com 
904-429-7264 (office) 
904·687-9352 (mobile) 

• Julie Armstrong 
Julie Armstrong@MrlesPartnershrp.com 
804·467-1464 (mobrle) 

Program marketed w ith MILES 



Brand USA Originals 

MULTI-CHANNEL PROGRAM: CHINA 
Experience an extraordinary 2-to-1 value through Brand USA's Official Multi-Channel Program compared to 
creating your own targeted, International campaign. With its robust digital including exposure on GoUSA.cn/tw, 
social, video, and activation campaign, your targeted message will reach international travelers via the very media they 
consume most. Customized calls-to-action take consumers from inspired to desired to booked - generating real, 
measurable results. 

Partnering with Brand USA provides you big reach in China with 
over 350 million total impressions in the 2015 Fall campaign! 

3-Month Digital & Social 
Campaign 

Leverage Brand USA's robust and powerful 
China sites - GoUSA.cn and GoUSA.tw -
through a dedicated subslte and social 

campaign with content focused on your 
destination or brand. 

• Each partner will receive acbvity listings 
to des1gnate specific features, attractions, 
activities, etc that are unique to your 
destination or brand 

• Partner content on 
the campaign 
subsite will be 
sorted based on 
Interest 

• Sooal campa1gn 
includes posts and 
blogs that dnve 
consumers to the 
campaign subslte 

• Content wil be created In-language by 
Brand USA's dedicated Chinese agency 

• Rotatmg homepage banner will drive 
traffic to the campaign subsite 

• Digital content is also d1stnbuted through 
Brand USA's official social channels of 
Welbo and Weixin with a total of 770,000 
followers 

PROGRAM SUMMARY 

Market Availability Dates Active In Market: 

Discover America Print Insert Television Episodes 
Th1s four-color, glossy magazine is rich in Dedicated-partner content will be produced and 

editorial content professlonaUy written by the broadcasted on 31 domestic local TV stations 
ed1tors of World Traveller Magazine. 

• Insert w111 be polybagged with the 
World Traveller Magazine to their 
exclusive "VIP" subscriber hst - 28-40 
years of age; emerging middle class 

• QR Code for mobile viewing 
of e-book 

• Includes expanded content 
on U.S. shopping 

• Digital vers1on available 
on GoUSA.cn and 
Brand USA's Chinese 
social channels 

Program Availability: 

• 5, 10 and 25-minute segments will be produced 
and grouped 1nto themed or regional episodes 

• Episodes will be shot on-site by Chinese 
video team 

• Episodes will be based on your preferred 
destination-Itinerary; supplemental images 
and B-roil encouraged due to limited filming 
window 

• Partners may approve their dedicated 
segments in advance: Coverage cannot be 
vlewed as a ·commercial" or It will be rejected 

• TV episodes with multrple partems wll be 
based on regions/themes and are subject to 
placement at publishers drscretion. 

220 + Million Viewers 

Outdoor & Video Media Platforms -
2-Minute Video Vignettes 

Your content from the TV segments will be 
produced as 2 minute v1gnettes to be aired on 

outdoor med•a and v1deo digital platforms 
as follows 

• LCD Screens inside 
metro train stations In 
6 cities with 126 million 
impressions delivered 

• In-Bus LCD Screens in 22 c•t• wrth 
550 million Impressions delivered 

• Tudou & Youku online platfroms deliver 
250,000 impressions per day of lrve 
campaign 0 youcua o~! 

685 +Million Impressions 

Fall 2015 (wrth Retail sectron) 
September • November 201S 

Fall 2015 
Program Launch. September 2015 
Opi)Ortunrty Close Date· May 8, 2015 
Matenals Oose Date· May 22, 2015 

Fall 2016 
Program Launch· September 2016 
Opportunity Close Date: April 2016 
Materials Close Date: April 2016 

China 

IS. MC. CN3 C*_CNS 

Spnng2016 
(C8mpatgn Rates and Detatls To Come) 
May - June 2016 

Fall 2016 
(campaign Rates and Details To Come) 
September • October 2016 

Spnng2016 
Program Launch. May 2016 
Opportunrty Oose Date January 2016 Number of Programs: 3 
Matenals Oose Date January 2016 



, , MULTI-CHANNEL PROGRAM: CHINA 

2015 China Multi-Channel Campaign Rates f•2076 Rates To come) 

TIER 1 2-Page Spread" 6 Activity Listings; 

1 

I $19.80-:-

1 Slog Post; 2 Social Posts 

TIER2 Full Page• 3 ActiVity Lrsbngs; 1- 10 Minute .I 1 Social Post TVEprsode 

~-
TIER3 $12,520 Half Page• 1 Activrty Listing 1-5 minute .I TV Episode 

- l__ 
~----

"SponSOffld Content Adtlerton.l content will be crNted Q)' the editors of World TflJV111/er Hllgu/M 11nd destmlltions to supply llflllges 
.. TV episodes wrth multip/P PilrlnetS wrll be bilsed on regions 11nctlor themes. Pattner p/llc:ement within 25 rnmuht epistJdes are 
detetmlned by the publisher lltld TV stlltlons. CCM!tllga c:annot be VIewed liS a "amrnetr:lilf" or it wr/1 be fl!/fiCtfld. 
••• Travel offr!rs based on produt:t avallablb(y IJIId /trrrtvd to destinatiOnS 

Note Partners participating lfl 11 state co-op with hillf or Quarter pages wt/1 include tier 3 components 

2015 - 2016 China Multi-Channel Campaign Timing 

Core campaign 
+ Retail Section 

Materials Submission Requirements 

Core campaign 

Proven Results 

PRICES ARE NET 

Core Campaign 
+ Retail Sectron 

For questions. please contact Megan Young at 
MC-Matenals-Due@MIIesPartnershrp.com All supplied photos 
must adhere to Brand USA gurdellnes and are subject to Brand 
USA approval 

• The China Fall 2014 campaign, on average, delivered a 
22 million audience reach to campaign partners 

Additional Information 

• 90-day campaign of the micros1te component delivered 
15 + million page views wh1ch gave partners an average 
of 700,000 + page views of specific partner content 

To learn more about Brand USA programs. please vrsit. 
www.thebrandusa.com/lndustry-Partners/Partnershrp9620 
Opportunities/Consumer 

• For the China Fall 2014 campaign, a total of 
3,356 passengers were booked from Sept. 1. 2014 thru 
Dec. 1. 2014 through ca1ssa Touristic which 1s one of the 
two two operators used in campaign. Caissa Touristic 1s 
one of China's top rn-country tour operators. 

CONTACT INFORMATION 

A Brand USA ~or 

• Paul Winkle 
Senror V.P., Global Marketrng for Mrles 
Paui.Winkle@MrlesPartnershrp com 
941-342·2325 (off•ce) I 941-724-5437 (mobde) 

Miles Global Sales Executives 
• John Del.eva 

John Deleva@MilesPartnershtp.com 
206-679-1798 (mobile) 

• DebJS.Idllna 
Deb Saldana@MdesPartnershtp com 
210-723-9957 (mobile) 

• Angle Zoic 
Angle.Zok@MrlesPartnershlp com 
904-429-7264 (offtce) 
904-687-9352 (mobile) 

. JulleAnnatrong 
Juhe Armstrong@MtlesPartnershrp.com 
804·467-1464 (mobile) 

Program marketed wtth MILES 



Brand USA Originals 

MULTI-CHANNEL PROGRAM: JAPAN 
Experience an extraordinary 2-to-1 value through Brand USA's Official Multi-Channel Program compared 
to creating your own targeted, International campaign. With its robust digital, print, social, traffic generation and 
activation campaign, your targeted message will reach international travelers via the very media they consume most. 
Customized calls-to-action take consumers from inspired to desired to booked - generating real, measurable results. 

Partnering with Brand USA provides you with an extensive reach in Japan 
with over 14+ million total impressions in the 2015 Fall campaign! 

Activation Partner: 
H.I.S. 

One of Japan's leading wholesalers provides 
marketing support and travel offers to the U.S: 

• Call-outs In the print Insert & digital 
channels drive readers to 11 custom landing 
page on the H.I.S. site 

• Based on product availability, partners 
may have featured 
offers on the landing 
page for easy booking 

• Promotions through 
H.I.S. marketing channels 

ActiVat/011 ~ tMtria will - 6 tJIOIIths after the 
C111F11NJ11111 ends to ntll«t all mfluenc«< booking 
•llflllgements from the Cllnlpalgll 

Social Promotion 
Brand USA's multi-channel campaign e-books 

will be promoted on their social channels to 
expand digital reach and engagement: 

• Posts made by Brand USA's community 
managers on Facebook and Twitter to 
Increase engagement to e-book (dJgJtal 
version of print Insert) 

• Recent posts In Braz1l generated 10% 
engagement rates. 161 Likes; 23 Shares 

• Timing, channel and number of posts will 
be determined by Brand USA 

a.r..ao~~~Oll 
~Uo10117 .-c-..-.-•. 
..._,._ .,....,....__~ .. .,......, 

Discover America Print Insert 
This four-color, glossy, travel magazine 

Is rich In editorial content. 

• Digital version available on 
DiscoverAmerlca.jp 

• Distribution Is geo-targeted to top HHI 
• Editorial tie-In and call-to-action included 

~Jrl ---450 000 CIRC. 
INSf fiTION SAT 
ocr. 11. 201' 

-400 000 CIRC. 
INSEMION SAT 
ocr 11.2o15 

6-Week Digital Campaign 
• Traffic Is driven directly to your owned 

language-specific website or to your 
content on the language-appropriate 
Discover America site 

• Banner ads are co-branded 
for Brand USA and 
your destination 

• Average CTR for 
Japan digital 
campaign Is .12% 
wh1ch surpesses the 
Japan market 
benchmark of .05% 

-~- ~ '~-·""-· .. I ::1' .,. _ t:. a.. . 

·~r._ -· .. . ~- . .. . :· _, 

On Average, 2,000+ Engagements 
to Partner Content w1th 100% SOV 

Outbrain Traffic Generation 
Drive more users to your content - guaranteed! 

Propel even more consumers d.rect to your 
In-language website with a dedicated traffic 

generation strategy. Promotions through 
Outbrain. the leading content discovery 

platform, allows you to place your content on 
thousands of premium pUblishing sites across 

the web, delivering valuable and qualified 
clicks to your content 

• At least 500 clicks to your content -
depending on level of participation 

• Consumers are self-selecting 

• Your dedicated traffic 
generation will launch w1th 
the d•gltal campaign and ~utbrain 
run for 5-7 weeks 

91,000 Estimated 850 000 Total Print Distribution 500-2,000 Total Engagements 
Total Engagements ' Per Partner Buy-In Level 

PROGRAM SUMMARY 

Market AvaiJablllty 

Japan 

Dates Active In Market 
Fall2015 
October - November 2015 

Spring 2016 

Number of Programs 
2 

(Campaign Rates and Details To Come) 
Apnl - May 2016 

Program Availability 
Fall2015 
Program Launch October 2015 
Opportunity Oose Date· June 19, 2015 
Matenals Close Date June 26.2015 

Spnng2016 
Program Launch: Apnl 2016 
Opportunity Close Date January 2016 
Materials aose Date: January 2016 



' ,, MULTI-CHANNEL PROGRAM: JAPAN 

2015 Japan Multi-Channel Campaign Rates (*2016 Rates To Come) 

Per Outbr<Jm 
Campatgn Investment Prtnt Insert Dtgttal Ad ImpressiOns Trafftc Gencratton Acttvat ton Partner 

"Travel offers bBsed on product avatlab/Uty and ltmlted to destinatiOnS. 
not all DMOs ~ hBvft featured product through participating actwatlon partner 

PRICES ARE NET 

••AJrtners partiCipating In a state co-op With half or quarter pages wtl/lnclvde tter .1 digital and OUtblain components 

2015 - 2016 Japan Multi-Channel Campaign Timing 

Core campaign Core campaign 

Materials Submission Requirements Proven Results 
For quest ions. please contact Megan Young at 
MC-Matenals-Due@MIIesPartnership.com. All supplted photos 
must adhere to Brand USA gUidelines and are subject to Brand 
USA approval. 

• Full campaign-end metncs will be provided 

• Total reach of the Japan Fall2014 campatgn was 
over 13 million travel consumers! 

Additional Information 
• Total Japan Fall2014 d tgltal campaign CTR surpas d 

the In-market tndusty benchmark of .05% with 12" ' 

To leam more about Brand USA programs. please visit 
www thebrandusa.com/lndustry-Partners/Partnershlp%20 
Opportunities/Consumer 

CONTACT INFORMATION 

A Brand USA AepntHnbltlw or 

• Paul Winkle 
Senior V.P .. Global Marketmg for Miles 
Paul WJnkle@MilesPartnershJp.com 
941-342-2325 (office) I 941-724-5437 (mobtle) 

Miles Global Sales Executives 
• John OeLeva 

John Deleva@MdesPartnershtp.com 
206-679-1798 (mobile) 

• Debl Saldana 
Oeb.Saldana@M1IesPartnership corn 
210-723-9957 (mobile) 

• AnsaleZok 
Angle Zolc@MIIesPartnershtp.com 
904-429-7264 (office) 
904-687·9352 (mobtle) 

• Jutle Armstrong 
Jul1e Armstrong@MtlesPartnershtp com 
804-467-1464 (mobile) 

Program marketed wtth MILES 



Brand USA Originals 

MULTI-CHANNEL PROGRAM: BRAZIL 
Experience an extraordinary 2-to-1 value through Brand USA's Official Multi-Channel Program compared 
to creating your own targeted, international campaign. With Its robust digital, print, social, traffic generation and 
activation campaign, your targeted message will reach International travelers via the very media they consume most. 
Customized calls-to-action take consumers from inspired to desired to booked - generating real. measurable results. 

Partnering with Brand USA provides you with an extensive reach in Brazil 
with over 15+ million total impressions in the 2015 Fall campaign! 

OT A Activation Partner: 
Decolar 

Decolar is one of the top online travel agencies 
In Latin America which provides marketing 

support and travel offers to the U.S.: 
• Call-outs In the print 

Insert & digital X 
channels drive readers decofar(coma 
to a custom landing """"""''' '""· · 
page on Decolar site 

• Based on product availability, partners 
may have featured offers on the landing 
page for easy booking 

• Promotions through Oecolar marketing 
channels 

Ac:twollt-on ~tter metric& will eome 6 months,,.,. t~ 
umpalgn eniD to twflef:t 111 ~t~lluMeed booking 
en~nts ftom the ClllnPII'II'l 

Social Promotion 
Brand USA's multi-channel campaign a-books 
will be promoted on their social channels to 

expand digital reach and engagement. 
• Posts made by Brand USA's commun1ty 

managers on Facebook and Twitter to 
tncrease engagement to e-book (digital 
version of print insert) 

• Recent posts In Brazd generated 10% 
engagement rates; 161 Likes; 23 Shares 

• Tlmtng, channel and number of posts will 
be determined by Brand USA 

-~-· 
a...GJ~ .,...,_....._0::. 
t:..b....,..,~,.., .. ~ • ..... ~ 01,.,..........., _....,...., 

91,000 Estimated 
Total Engagements 

PROGRAM SUMMARY 

Discover America Print Insert 
This four-color. glossy, travel magazine 

Is rich In editorial content. 

• Digital version available on 
Discover America com.br. 

• Distribution Is geo-targeted to top HHI 
• Editorial tie-In and call-to-action included 

POLliA DE s.PAIJLO \¥n 
130,000 DRC 140,000 CIRC 

INseRTION WENS OCT 7. 2015 OCTOII£R 2015 ISSUE 
(INSID · TRAVEL SECTION) ON SALE OCT. 1, 2015 

270,000 Total Print Distnbution 

Marlcet Availability Dates Active In Marlcet 
Fa112015 

Number of Programs 
2 

IS_MC_ BR4_BR5 

October • November 2015 

Spring 2016 
(Campaign Rates and Detlllls To Come) 
May - June 2016 

6-Week Digital Campaign 
• Traffic Is driven directly to your owned 

language-specific website or to your 
content on the language-appropriate 
Discover America site 

• Banner ads are co-branded 
for Brand USA and 
your destination 

• Average CTR for 
Braz11 digital 
campaign Is .13% 
which surpasses the 
Brazil in-market CTR 
benchmark o.n% 

On Average , 2,000+ Engagements 
to Partner Content with 100% SOV 

Outbrain Traffic Generation 
Drive more users to your content - guaranteed• 

Propel even more consumers direct to your 
1n-language website with a dedicated traffic 
generation strategy. Promotions through 

Outbratn, the lead1ng content diScovery platform. 
allows you to place your content on thousands of 

prem1um publishing sttes across the web, 
delivering valuable and qualified dlcks to your 

content 

• At least 500 clicks to your content -
depending on level of partiCipation 

• Consumers are self-selecting 

• Your dedicated traffic 
generation will launch with 
the digital campaign and Autbrain 
run for 5-7 weeks ~ 

500-2 ,000 Total Engagements 
Per Partner Buy-In Level 

Program Availability 
Fall2015 
Program Launch· October 2015 
Opportunity Close Date. May 22. 2015 
Mater1als Close Date· May 29. 2015 

Spr~ng 2016 
Program Launch· May 2016 
Opportunity Close Data January 2016 
Matenals Oose Date: January 2016 



. MULTI-CHANNEL PROGRAM: BRAZIL 

2015 Brazil Multi-Channel Campaign Rates ('*2076 Rates To come) 

1 
2-Page Spread 1.5Million 2.000 clicks 

~2 ~ $14,450 Full Page 750,000 1.000 chcks 

- -· 
Tier 3 $9,150 Half Page 250,000 SOOclicks 

------
•Travel offrrs bMed on product BVililabil1ty and litnlted to destinations, 
not all DHOs ~ hliWI featured product through participating acbvation partner 

PRICES ARE NET 

.. Pilrtners participating in a state co-op with half or quarter pages will include t1er 3 digital and Outbraln components 

2015 - 2016 Brazil Multi-Channel Campaign Timing 

JUL AUG SEPT OCT NOV DEC JAN FEB MAR APR MAY JUN 
2015 2015 2015 2015 2015 2015 2016 2016 2016 2016 2016 2016 

' -
Ctmpa1gns are In development and are subJect to approval 

Materials Submission Requirements 
For Questions. please contact Megan Young at 
MC-Materlals-Due@MilesPartnershlp.com All supplied photos 
must adhere to Brand USA gutdelines and are subject to Brand 
USA approval 

Additional Information 
To leam more about Brand USA programs. please visit: 
www.thebrandusa.com/tndustry-Partners/Partnership,.20 
Opportunlttes/Consumer 

CONTACT INFORMATION 

A Brand USA Representative or 

• Paul Wlnlde 
Senior V.P, Global Marketrng for Mrles 
Paui.Winkle@MIIesPartnershlp.com 
941-342-2325 {office) I 941-724-5437 {mobtle) 

Miles Global Sales Executives 

• Angle Zoic 

Proven Results 
• Full campa,gn-end metrics w1ll be provrded 

• Total reach of the Brazil Fall2014 campa,gn totaled 
35,324,000 consumers! 

• Total Brazil Fall2014 digrtal CTR surpassed the 1 

market •ndusty benchmark of 11" with 15%1 

• John DeLeva 
John.Oeteva@MIIesPartnershlp com 
206-679-1798 (mobile) 

Ang1e Zok@MIIesPartnershtp.com 
904-429-7264 (office) 
904-687-9352 {mobile) 

• Oebl Saldltne 
Debi.5aldana@MtlesPartnershlpcom 
210·723-9957 {mobde) 

• Julie Armstrong 
Julte Armstrong@MilesPartnershtp com 
804-467-1464 (mobtle) 

Program marl<eted w1th MILES 



Brand USA Originals 

MULTI-CHANNEL PROGRAM: MEXICO 
Experience an extraordinary 2-to-1 value through Brand USA's Official Multi-Channel Program compared 
to creating your own targeted, International campaign. With its robust digital. prant, social, traffic generation and 
activation campaign, your targeted message will reach International travelers via the very media they consume most 
Customized calls-to-action take consumers from inspired to desired to booked - generating real. measurable results. 

Partnering with Brand USA provides you with an extensive reach in Mexico 
with over 15 million total impressions in the 2015 Fall campaign! 

OT A Activation Partner: Discover America Print Insert 
Despegar This four-color, glossy, travel magazine 

Despegar is one of the top online travel Is rich In editorial content 
in Latin America which provides marketing 

support and travel offers to the U S. 

• can-outs in the print 
Insert & digital :x 
channels drive readers despegar(com a 
to a custom landing 
page on Despegar site 

• Based on product availability, partners may 
have featured offers on the landing page 
for easy booking 

• Promotions through Despegar 
marketing channels 

Actlwttion PMtnff '""""" wfl Comt' 6 motlllls aftpr lhP 
ca~n Mds to "'tret:t 111/ llllflwn«d boolrlnQ 
.ngagements from the c•tn~N~~gn. 

Social Promotion 
Brand USA's multi-channel campaign e-books 
will be promoted on the1r soc1al channels to 

expand d1gltal reach and engagement 
• Posts made by Brand USA's community 

managers on Facebook and Twitter to 
increase engagement to e-book (digital 
version of print Insert) 

• Recent posts in Brazil generated 10% 
engagement rates: 161 Likes: 23 Shares 

• Timing, channel and number of posts w1ll 
be determined by Brand USA 

o.--»~ anr;:o. ~
~ l.hdDI1 "'-- rc.>aa- •• .._,_ ... .,.,.-..... ......... ..., 

PROGRAM SUMMARY 

• Digital version available on 
DlscoverAmerica.com.mx 

• Editorial tie-in and call·to·act1on 
1ncluded 

~- Travesfas 
60,000 CIRC. 200,000 CIRC 

OCT OllER 2015 ISSUE OCTOBER 2015 ISSUE 
ON SALE! SI!PT 15, 2015 ON SALE SI!PT IS, 201S 

fWR lnstyle 
4J0,000aRC 
OCTOBER 201 ISSUE 

ON SALE SEPT IS. 2015 

70,000aRC 
OCTOBER 20151SWE 
ON SALE SI!PT I 1015 

~ 
60,000CIRC 

OCT08EA 20151 UE 
ONSALE PT15, 2015 

Market Availability Dates Active In Market 
Fa112015 

Number of Programs 
2 

Mextco 

lS_MC_MXS_MX6 

October • November 2015 

Sprang 2016 
(Campaign Rates and Details To Come) 
April - May 2016 

6-Week Digital Campaign 

• Traffic Is driven directly to your owned 
language-specific website or to your 
content on the language-appropriate 
Discover America site 

• Banner ads are co-branded 
for Brand USA and 
your destination 

• Average CTR for 
Mexico digital 
campaign Is .14% 
which meets the In
market benchmark 
of .14% 

On Average, 2,000+ Engagements 
to Partner Content with 100% SOV 

Outbrain Traffic Generation 
Drave more users to your content - guaranteed• 

Propel even more consumers direct to your In
language website with a dedicated traffic 
generation strategy. Promotions through 
Outbraln, the leading content discovery 

platform, allows you to place your content on 
thousands of premium publishing sites across 

the web, delivering valuable and qualified 
clicks to your content. 

• At least 500 clicks to your content 
depending on level of participation 

• Consumers are self-selecting 

• Your dedicated traffic 
generation Will launch w1th 
the d1gital campaign and ~utbrain 
run for 5-7 weeks 

500-2,000 Total Engagements 
Per Partner Buy-In Level 

Program Availability 
Fall2015 
Program Launch October 2015 
Opportunity Close Date: May 29, 2015 
Materials Close Date June 5. 2015 

Sprang 2016 
Program Launch April 2016 
Opportunity Close Date. January 2016 
Matenals Close Date January 2016 



; , MULTI-CHANNEL PROGRAM: MEXICO 

2015 Mexico Multi-Channel Campaign Rates (*2016 Rates To come) 

Tier ! ~7.050 2-Page Spread 1.5Million 2.000cllcks 

Tier 2 $14.450 I Full Page 750.0 00 l.OOO dtcks 

.j... --1 

Tler 3 $9,150 Half Page 250,000 SOOdicks 

---- - --· 
''TI'avel Offef$ based on product BVilllablltty and limited to destmations. 
not all DMOs may have fr!aturad product through participating act1vation partner 

PRICES ARE NET 

' 'Pilrtners participating In a state co-op with half or quarter pages will include t ier J digital and Outbr<~in components 

2015- 2016 Mexico Campaign Timing 

JUL AUG SEPT OCT NOV DEC JAN FEB MAR APR MAY JUN 
2015 2015 2015 2015 2015 2015 2016 2016 2016 2016 2016 2016 

Core c.tnpaign 

Campa1Qns are in development and aro sUbJect to approval 

Materials Submission Requirements 
For questions. please contact Megan Young at 
MC-Materials-Due@MIIesPartnershlp com. All suppfted photos 
must adhere to Brand USA guideline and are subject to Brand 
USA approval. 

Additional Information 
To learn more about Brand USA programs. please vis1t 
www.thebrandusa.com/lndustry-Partners/Partnershlp"20 
Opportunities/Consumer 

CONTACT INFORMATION 

A Brand USA RePNSent.ttve or 

• Paul Wlnlde 
Senter v P.. Global Marketing fat Mtles 
Paui.Wmkle@MilesPartnershlp.com 
941-342-2325 {office) I 941-724-5437 <mobtle) 

Miles Global Sales Executives 

Proven Results 
• Full campaign-end metrlcs will be provtded 

• Total reach of the Mex1co Spring 2014 
campaign totaled 75,736.090 consumers! 

• Total Mexico Spring 2014 digttal CTR surpassed the tn· 
market mdusty benchmark of 14" w1th 18"' 

• W1th partnershiP In the Mexcio Spnng 2014 campaign, the 
activatton partner. Gran Plan. reported a VOV mcrease of 119" 
w1th 6,009 total bookings/flights durtng Aprtl - August 2014 

• John Del.eva 
John Oeleva@MtlesPartnershlp.com 
206-679-1798 {mobtle) 

• Antle Zoic 
Ang•e.Zok@MilesPartnershtp com 
904-429-7264 (office) 
904-687-9352 (mobile) 

• Oebl Saldana 
Debt Saldana@MdesPartnershrp com 
210-723-9957 (mobile) 

• Julie Armstrong 
Jul•e.Armstrong@MifesPartnershtp .com 
804-467·1464 {mobile) 

Program marketed wtth MILES 



Brand USA Originals 

MULTI-CHANNEL PROGRAM: AUSTRALIA 
Brand USA's Official Multi-Channel Program provides you with an unbeatable 2-to-1 value compared to 
creating your own targeted international campaign. News Corp Is Australia's largest media publisher across digital. 
print and social channels. The program is a combination of digital, email and print - all with Activation partners -allowing 
you to deliver your message to highly qualified, affluent consumers when, where and how they consume media. Generate 
real results with a strong call-to-action that takes consumers from inspired to desired to booked. 

Over 13.1 Million Total Media Impressions! Check Out Our 2015 
Inaugural Campaign Details .•• 

6-Week Digital Campaign 
Co-branded banner ads drive traffic directly to your owned 
or sponsored content! 

• Campaign dates· May 11 • June 21, 2015 

• Banner ads are co-branded for 
Brand USA and your destination 

Traffic Is driven directly to 
your owned language-specific 
website or to your content 
on the language-appropriate 
Discover America s1te 

• Ad campaign targets 
consumers actively 
researching travel 

• Ad campaign shared among 
partidpating partners so 
messaging Is targeted for 
your destination 

12 Million 
Combined Impressions 

Email Campaign 

Discover America Print Insert 
This glossy four-color travel magazine Is rich In editorial content 

and positions your message In a relevant environment 

-::.-

• Digital version available on au.DiscoverAmenca.com 
and Facebook.com 

• Di trlbution Is geo·targeted to East Coast of Australia 
• Insert distributed en Escape, travel section. 

with relevant and up-to-date travel informatiOn 

Silllffl...,.,. 
311,000 C1RC 
INSERTION SUN 

MAV17 2015 

~ 
350,0000RC 

INSERTION. SUN 
MAV17,2015 

SllndllyMII 
195,0000AC 

INS£RTION SUN 
MAV17,:Z015 

850,000 Pnnt Distribution Plus Digital V1ews 

Discover America 
Partner Ads 

Travel Trade 
Activation Partner • Tap Into engaged consumers via 

News Corp subscriber email database 
via a custom e-newsletter 

• Drive traffic directly to your webSite 

To amplify your message, 
participating partners receive. 

Brand USA Is partnering with an 
•n·market activ1toon partner component 
that wtll onclude bookong incentives and 
offers for dtbtlnabons - all turnkey 
Offers will be marketed through these 
exdU51Ve channels 

• Opt-In consumers - interested 
in special offers and content 

• Two email deployments 
(150,000 each) 

• E-newsletter co-branded 
with Fhght Centre & Qantas 

• Deployment dates. 
May 19 & June 4, 2015 

300,000 Email Impressions 

PROGRAM SUMMARY 

Market Availability 

Australia 

Dates Active 1ft Market 
May 2015 - February 2016 
10 Month Exposure 

Number of Programs 1 

Half page. 4-color In one of 
the three above mentioned 
publications 
D1scover Amenca brand led 
creative features each partner 
lnsertron dates & publication 
will be determined by Brand 
USA with ad placements 
between May 2015 - February 
2016: partners will be not1fied 
of Insertion date in early 
March 2015 

~~Australia 

News Corp 1S Australia's largest 
media publisher across digital. pr1nt 
and soc1al channels Brand USA's 
partnership with them provides 
partners unprecedented med1a value 
and exposure through their channels 
to maxim1ze exposure .n Australia 

• call·outs In the pnnt insert dnv ng 
to a custom landing page with 
partner-spec~lic offer details, 
addot•Onal digital exposure and 
promotoom 1n pnnt ad\ 

Promobons through In-market 
actiVItion partner marketing 
channels 

Program Availability 
Sales Close: January 23, 2015 
Materials Close: January 30. 2015 
Program Launch. May 2015 

Total Program Value 
$3,500,000 



MULTI-CHANNEL PROGRAM: AUSTRALIA 

2015 Australia Multi-Channel Campaign Rates 

1 Half Page 
2-Page 4·Color 
Spread 1 s-~ayr_.., 
~ SICK 

1 Half Page 

$18.200 _J__:" Page I ~~ 
-T 1 Half Page 

TIER2 

TIER3 $11,400 Half Page 4-Color 

_j 
Sundey Mall 

394K .____ ---"--
"Pilrtner pnnt IKb will be temp/ated Brand USA•Ied I:I'INitllle 

2 Feature Articles 
(Content created at 
dlscn!tlon of News 

CoiJ) editorial steff) -+-------

1 Feature Article 
(Content created at 
discretion of News 

I Corp editorial stlffl_ 

N/A 

500.000 
dedicated 

11npresslons 

250,000 
dedicated 

impressions 

"Wticle.s wf/1 publish t1llf!l' 1112 month IJ(J'Iod. publication !Mtes to be determined by Nt!ws COIJ) f!Ciitorllll te11m 
•••Tfllvef o/fr!r.; based on product availllbility lind ltm•ted to dutlnatiOM 

Add-On Print Buys 

Travel offer and 
metrlcs Included 

Dedicated 
position 
per row 

I Shared three I Travel offer and 
pos1t1ons per row 

1 
metncs 1ncluded 

Shared four Travel offer and 
posit ions per row metrlcs Included 

PRICES ARE NET 

Extend your presence In Australia at greatly reduced costs. Participating partners can purchase print media through Brand USA at a 
savings of 5096 • First come, first serve basis To quahfy for these rates, you must be a participant in the core multi-channel campaign. 

$18,864 

'-- The Sunday Mail-Queensland ___L 394,000/540.000 _ $23.53~ _ ~0" _ 
•Pamter must pun;/lllse 11 minimum of :J 11ds w1th 11 tn11K1rnum per PMtrter not to eJtC:Hd ~ FuU pagu -.table • prlcingupcm n!QueJ:t. Inventory .,.,l11ble Apnl201 - Februiii'Y 
2016 In Sun~ editioN; IMertlon !Mtes and pub/11:111/on.( TBD upon !Signed commitment lind based on curm~t inwlntoty IIWI/IIble; fint COirNl first !Serve baiSis All p/llcemen 
reQUinl Bnlnd USA llfJPICIVlll Ad& must lndude Brand USA logo and othttr branding ,.qulrements. Advert111ers wrU ptDvrde IKb to fPK!I per publicatiOn by due dates. 

2015 Australia Multi-Channel Campaign Timing 

Timing subJ«t to change 

Materials Submission Requirements Proven Results 
For questions, please contact Megan Young at 
Megan.Young@MilesPartnersh1p.com or visit 
www.MilesPartnershlp/BrandUSA_specs. All supplied photos 
must adhere to Brand USA guidelines and are subject to 
Brand USA approval. 

• Full campaign-end metrrcs will be prov1ded 

• Participant-spec1f1c metrics will be provided 

CONTACT INFORMATION 

A Brand USA ,_,...ntative or 

• Paul W1nlcle 
Senior VP. , Global Marketing for M1les 
PauLWrnkle@MrlesPartnershlp.com 
941·342·2325 (office) I 941·724·5437 (mobile) 

Miles Global Sales Executives 

• John DeLeva 
John.Oeleva@M1IesPartnershlp corn 
206·679-1798 (mobile) 

• Debl 5aldaM 
Debi.Saldana@M~esPartnerstup com 
210.723·9957 (mobile) 

• AnaleZok 
Angie.Zok@MIIesPartnershiP corn 
904·429-7264 (office) 
904-687·9352 Cmobtle) 

• Julie Armstrong 
Julie.Armstrong@MIIesPartnershrp com 
804-467-1464 (mobile) Program marketed With MILES 



CITY OF SOUTH PADRE ISLAND 
ADVISORY BOARD MEETING 

AGENDA REQUEST FORM 

MEETING DATE: April22, 2015 

NAME & TITLE: Denise Arnold, Director of Sales 

DEPARTMENT: Convention Centre 

II ITEM 

Item No.17 

Discussion and action regarding the allocation of the remainder of $100,000 in the In-house 
Marketing Division per mid-year budget review. 

II ITEM BACKGROUND II 

II BUDGET/FINANCIAL SUMMARY 

FY15 Marketing Division 

II coMPREHENSIVE PLAN GOAL 

Sent to Legal: YES: ---- NO: -----
Approved by Legal: YES: ---- NO: ___ _ 

Comments: 

RECOMMENDATIONS/COMMENTS 



Rosa Zapata 

From: 
Sent: 
To: 
Cc: 
Subject: 

Hi Rodrigo, 

Denise Arnold 
Thursday, April 16, 2015 10:14 AM 
Rodrigo Gimenez; William Dilibero; Jimmy Hawkinson 
Lori Moore 
Marketing Budget Breakdown 

As per the Mid-Year Budget Review, listed below is the breakdown on the 300K that I was asked to itemize by the City 
Council. Please feel free to give me a call or send me an email if you need further explanation. Thank you! 

02-594-0108- Fulfillment and Postage- $62,955.00 (fulfillment house/visitor guides/postcards.) 
02-594-0230- Stock Promo - $20,619.00 ( Giveaways/Collaterai/VIP Gifts) 
02-594-0533 -*Marketing- $61,545.00 (New Tradeshow Booth Displays/ AJR Media Beaches of Texas/VIA edge lit for 
Harlingen- New Edgelit -McAllen, Corpus Christi/ Client Events/Convention Bids and Incentives) 
02-594-0535- Familiarization Tours- $24.000.00- $4800 per month for three Sale Managers. 
02-594-0537- *Production/Content Development- $65,000.00 (New SPI Videos) 
02-594-0538- Convention Services - $25,858.00- (Supplies for name badges, toner, paper, large signage, print collateral, 
giveaways) 
02-594-0550- Travel Expense/Trade shows- $20,000.00- (Staff to travel to Tradeshows- 4 remaining for 2015) 
02-594-0553- Tradeshow Fees- $20,000 

Total- $299,977.00 

• Marketing and Production/Content Development will be used at the discretion of the new CVB Director. 

Denise Arnold I Director of Sales 
City of South Padre Island Convention & Visitors Bureau 
7355 Padre Blvd. South Padre Island, Texas 78597 
Office: 956-761-83891 Cell: 956-624-66371 Fax: 956-761-3024 
E-mail: 

1 



CITY OF SOUTH PADRE ISLAND 
ADVISORY BOARD MEETING 

AGENDA REQUEST FORM 

MEETING DATE: April22, 2015 

NAME & TITLE: Jimmy Hawkinson, Advisory Board Chairman 

DEPARTMENT: Advisory Board Committee Member 

II ITEM 

Item No.18 

Discussion and action regarding the marketing of Fiesta Padre Event over Memorial Day 
Holiday within the current marketing buys placed by Machete. 

ITEM BACKGROUND 

BUDGET/FINANCIAL SUMMARY 

II coMPREHENSIVE PLAN GOAL 

LEGAL REVIEW 

Sent to Legal: YES: ----- NO: ___ _ 

Approved by Legal: YES: ----- NO: ----
Comments: 

II RECOMMENDATIONS/COMMENTS 



CITY OF SOUTH PADRE ISLAND 
ADVISORY BOARD MEETING 

AGENDA REQUEST FORM 

MEETING DATE: Apri122, 2015 

NAME & TITLE: William DiLibero, City Manager 

DEPARTMENT: City of South Padre Island 

II ITEM 

Item No.19 

Discussion and action regarding the recommendations to allocate the remainder of Machete's 
Media budget/reserve. 

IIITEM BACKGROUND II 

~BUDGET/FINANCIAL SUMMARY II 

II coMPREHENSIVE PLAN GOAL 

IlLEGAL REVIEW 

Sent to Legal: YES: ---- NO: ----
Approved by Legal: YES: ---- NO: ----
Comments: 

RECOMMENDATIONS/COMMENTS 
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2014-2015 ALLOCATED BUDGET 

APPROVED BUDGET SPENT TO-DATE 

Overall Texas Plan $644,000 Overall Texas Plan $16,986 

Boomer's Plan $133,000 Boomer's Plan $42,124 

Mexico Plan $97,000 Mexico Plan $55,065 

RGV Plan $178,000 RGV Plan $73,948 

Expedia $90,000 

TOTAL $1,142,000 TOTAL $188,123 

ALLOCATED/UPCOMING MEDIA UNALLOCATED BUDGET 

TOTAL $806,877 TOTAL $147,000 

~~ 2 



BUDGET ALLOCATION OPTIONS 

• Fund Online Traveler Survey Research (TX/Midwest/MX) 

• Incremental Traditional Media Placement 
- OOH (Markets TBD) 

• Fund Production 

TOTAL 

~ fJ?!:: 3 

$25K 

$97K 

$25K 

$147K 

MRI:IITE 
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$5,000-
$10,000 

Qualitative 
Consumer 
Check-In's 
{Intercepts) 

DK Shifflet 
Syndicated 
Research 

$20,000 

RESEARCH RECOMMENDATION 

$10,000 

Conversion 
Study 

" 

Online 
Texas/ 
Midwest 
Traveler 
Survey 

South Padre 
Island USP + 
Competitive 
Advantage 

~ 

Internal 
Perform a nee 
Measurement 

SPI Web
based 

Ongoing 
Research 

(integrate this into the 
website redesign) 

$11,000 

$6,500 

Online 
Mexico 

Traveler 
Survey 

Meeting 
Planner 
Round
Tables 

per group 

5 

Total Phase 1 Ballpark 
Cost: $25,000 

MACHETE 



CONVERSION STUDY 

This will be a quantitative assessment of the rate of visitation (conversion rate) following email 
inquiries to SPICVB for tourist/visitor information about South Padre Island. Additional information 
about visitation experience (e.g. time and length of stay, attractions visited, visit satisfaction, 
likelihood to re-visit, etc.) will also be collected and will be used to analyze variations in conversion 
rates based on geography, time of year, respondent demographics, and by media channel influence 
(i.e. do you recall seeing a television commercial, radio ad, outdoor ad etc.) 

• The survey will be conducted online through unique links in email invitations to potential 
respondents in lists provided by SPCVB. The survey is expected to be 10 min or less in length. 

• The email survey invitation will be designed and formatted in a style consistent with SPCVB 
official emails and will be branded as coming from SPCVB. 

• The sample size will be determined by the quality and quantity of records in the lists provided. 

• An incentive, such as a discount coupon for lodging or attractions, a drawing for a vacation 
package, or cash, is suggested to maximize response rates. 

Ballpark Cost: *$10,000 

6 

*Costs are estimated on stated scope of work and respondent 
specifications and may change as a result of client input. These 
costs do not include moderator travel expenses. 

MRCIITE 



ONLINE U.S. TRAVELER SURVEY 

5-7 minute online survey among Texas and Midwest travelers. We will interview 
n= 150 panelists from each key market: San Antonio, Houston, Dallas/Fort Worth, 
Austin and 1-2 select Midwest markets. Total n = 900. All panelists will be overnight 
travel/leisure trip travelers during the past year and aware of SPI. 

Questionnaire items will give us a more comprehensive view of travel patterns, 
drivers and barriers including: 

- Awareness of SPI 

- Ever visited SPI - Likelihood to visit 

- Length of stay, number in party 

- Accommodation and activity preferences for leisure trips 

- Key drivers in selecting a leisure destination 

- Key barriers in selecting a leisure destination 

- How SPI performs on key drivers (gap analysis) 

- General demographics 

7 
*Costs are estimated on stated scope of work and respondent 
specifications and may change as a result of client input. 

MRI:IITE 



MEETING PLANNER ROUND TABLES 

In order to gather input and insights on SPI as a meeting and/or group destination, 
we will invite key meeting planners and group travel planners to spend time in SPI. 
As part of their visit, we will have them tour key attractions and also invite them to 
a roundtable discussion. 

During this discussion we can address issues such as: 

• Drivers and barriers to bring groups to SPI 

• Potential sources of business 

• Opportunity areas for improvement and growth 

• How to best surprise and delight meeting planners for SPI 

Insights and information from these roundtable discussions will inform a group 
sales plan, including key strategies and tactics. 

Ballpark Cost:* $4,000 per discussion. These costs do not include incentives, 
travel and/or lodging for participants. 

8 

*Costs are estimated on stated scope of work and respondent 
specifications and may change as a result of client input. 
These costs do not include moderator travel expenses. 

CIITE 



ONLINE MEXICO TRAVELER SURVEY 

same questionnaire as among-u.s. travelers 
take the survey. We will interview n=lSO Mexican travelers. 

Who: Panelists will be travelers who have taken an overnight travel/leisure trip in the past year, to the 
U.S. and are aware of SPI. Panelists will be sourced from key metropolitan areas in Mexico. 

Considerations: Questionnaire items will include the following (pending client input): 
- Awareness of SPI 
- Ever visited SPI - Likelihood to visit 
- Length of stay, number in party 
- Accommodation and activity preferences for leisure trips 
- Key drivers in selecting a leisure destination 
- Key barriers in selecting a leisure destination 
- How SPI performs on key drivers (gap analysis) 
- General demographics 

Deliverables include: 
- Develop, host and translate the survey 
- Recruit and incentivize panelists - purchase panel data for affluent Mexican travelers 
- Collect and analyze data 
- Prepare a summary report, with relevant charts/tables and implications 

Timing: 6-8 weeks to design and field 

9 
*Costs are estimated on stated scope of work and respondent 
specifications and may change as a result of client input. 

NRI:JITE 



QUALITATIVE CONSUMER CHECK-INS VIA INTERCEPTS 

American Marketing Association Student Group at UTPA or UT Brownsville to help administer this survey 
on the island. 

These surveys will help us to get "deeper" information from visitor with regards to 

• Why they chose to visit SPI 

• What were any barriers they considered? 

• Will they visit again? 

• What have they loved? Where could SPI improve 

By targeting key time periods, we can also target key visitor groups to gather insights: Mexican 
Nationals, Spring Breakers, Winter Texans, Young families etc. 

Costs include: 

- Preparation of the survey 

- Training of students interviewers 

- Hourly pay and travel time for students (cost can range based on # of students we want to 
engage) 

- Data collection and analysis 

- Reporting 

Ballpark Cost: *$5,000 - $10,000 

~ ?J?!::: 10 

*Costs are estimated on stated scope of work and respondent 
specifications and may change as a result of client input. These 
costs do not Include moderator travel expenses. 

MACHETE 



ONGOING ONLINE SURVEY 

s a convenience sample 
already by visiting the website. 

• We can also ask hotels, condos and attractions in SPI to direct travelers to this online study. 
• In order to boost responses, we can use social media gee-targeted advertising to direct 

respondents to the SPI website and survey (i.e. gee-target Midwest, key Texas cities etc.) 

Considerations: 
• Questionnaire items can be similar to the panel online survey, but data collection will take longer. In 

some ways this is advantageous because we will be able to judge seasonality by traffic and number 
of responses. 

• Since these are not panelists, the SPI CVB can begin to build a database of visitors and interested 
visitors for future research and marketing efforts. 

• SPI CVB can incentivize hotels, associations, attractions etc. to urge participation by offering unique 
codes to their visitors. 

Deliverables include: 
- Design survey and post to SPI site 
- Gee-targeted social media recruit 
- Consult with SPI to design give-away/incentive to participants 
- Collect and analyze data (one-time or on-going/quarterly basis as desired) 
- Prepare a summary report with relevant charts/tables and implications 

Ballpark Cost: * $11,000 (for one round + analysis) 

~ p?!::. 
11 

*Costs are estimated on stated scope of work and respondent 
specifications and may change as a result of client input. 

MACHETE 



INTERNAL PERFORMANCE MEASUREMENTS 

What it Is: SPI CVB can utilize internal tools to provide key performance indicators (KPis) on an ongoing 

basis. These measures will help SPI to predict and proactively plan for key time periods. 

KPis to consider: 

• STR - Smith Travel Research reports including demand, occupancy and RevPar data 

• Hotel Occupancy Tax 

• Online Engagement 

• Convention Sales 

• Trend analysis of key time periods - including Convention/Meeting sales 

Deliverables include: 

• A comprehensive, monthly report with key findings and implications. 

• Prepared by the SPI CVB and circulated to key stakeholders 

Ballpark Cost: Includes costs for reporting software and programs as well as labor hours to compile and 

analyze monthly reports 

~ p~ 
12 
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DK SHIFFLET SYNDICATED STUDY 

that includes: 
• Visitor Demographics • Seasonality 
• Trip and Travel Planning • Accommodations 
• Origin DMA • Activities 

• Trip Characteristics - including length of stay, money spent 

Considerations: 
- Syndicated study based off of a national panel of approximately 50,000 

consumers. Not customized to meet SPI needs. 
- Likely that there are between 200 - 300 respondents who will provide answers 

specifically regarding South Padre Island. 
- Since this is a self-selecting, online study, it is impossible for DK Shifflet to 

promise statistically significant data. 
Advantages: 

- This data source will provide comparisons to key competitive destination cities. 
- Data is collected every year; thereby making it simple to compare year to year. 
- Data has been collected already, and turn-around time for receiving an SPI 

report is quick. 
Cost: $21,000 

13 
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OVERALL TEXAS PLAN 

15 

$841,111 

$17,000 

$841,111 

$58,028 

$107,449 

$113,139 

$12,756 

$11,830 

$2,552 

$3,383 

$38,771 

$1,917 

$667 

$4,367 

$11,111 

$5,000 

$4,333 

$6,667 

MACHETE 



OVERALL TEXAS PLAN 

• Radio: SA/ AUS/HOU (English and Spanish) 

• Texas State Travel Guide 
• Texas Highways Magazine 
• TourTexas.com 
• Birder's Guide 
• Aba.org 
• Boardseeker.com 
• Thekiteboarder.com 

NROITE 

5f';. Surfermagazine.com 

16 



OVERALL TEXAS PLAN - UPCOMING MEDIA 

• Time Warner 
- Coastal Forecast Sponsorship on TWC News Channel 

• TWC/ AlT Interconnect Online Package 
- Webmail Login and ROS banners 
- 125,000 impressions per month 

• Comcast 
• New Stations in Austin and Houston 

- Radio 
• San Antonio 
• Austin 
• Houston 

- Publications/Online 
• Texas Highways Events Calendar 
• TourTexas.com 
• Exact Target Email Marketing 
• Texas Monthly 
• Saltwater Fishing 
• Texas Fish & Game 

17 
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- AARP Magazine (Great Lakes/West Central) 

- AARP Southwest Getaways 
-AARP.org 

Upcoming Media: 
- AARP Magazine (Great Lakes/West Central) 

- AARP Southwest Getaways 

- AARP.org 

NRI:tiTE 
~d.: 19 



MEXICO PLAN 

20 

$15,553 

$19,187 

$23,307 

$33,333 

I'JI1t 



- EXA FM 97.3 

- Genesis FM 98.1 

Upcoming Media: 
- EXA FM 97.3 

- Genesis FM 98.1 

MEXICO PLAN 

- Cable TV (Sony and Warner Networks) 
- El Norte Texas y Turismo 

21 
MlltHETE 
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RGV PLAN 

$40,611 

$35,669 

$33,056 

$9,917 

$11,806 

$9,444 

$10,861 

$11,806 

$4,250 



RGV PLAN 

Media from Oct 2014-Feb 2015 
Media Vehicles: 

-TV (ABC, CBS, Univision) 

-Radio (KTEX, KBFM, KBTQ, KFRQ, 
KVLY, KURV) 

Upcoming Media: 
- TV (ABC, CBS, Univision) 
- Radio (KTEX, KBFM, KBTQ, KFRQ, KVLY, KURV) 

Jlf..-, 

~~ 
PISLAND 

23 
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PRODUCTION 

Production 

• $25,000 to cover production through the end of 
the fiscal year 

~ p?!::. 
25 
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