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THIS FACILITY IS WHEELCHAIR ACCESSIBLE, AND ACCESSIBLE PARKING SPACES ARE AVAILABLE.  REQUESTS FOR
ACCOMMODATIONS OR INTERPRETIVE SERVICES MUST BE MADE 48 HOURS PRIOR TO THIS MEETING.  PLEASE
CONTACT BUILDING OFFICIAL, GEORGE MARTINEZ AT (956)761-8103.

3



Item No. 4.1

CITY OF SOUTH PADRE ISLAND
CONVENTION AND VISITORS ADVISORY BOARD

AGENDA REQUEST FORM

MEETING DATE: October 27, 2022

NAME & TITLE: Ema Jaramillo, Management Assistant

DEPARTMENT: Convention and Visitors Bureau 

ITEM
Approve the meeting minutes for the September 23, 2022 regular meeting. (Till)

ITEM BACKGROUND
N/A

BUDGET/FINANCIAL SUMMARY
None

COMPREHENSIVE PLAN GOAL
not available

LEGAL REVIEW
Sent to Legal:  
Approved by Legal:  

RECOMMENDATIONS/COMMENTS:
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MEETING MINUTES
NOTICE OF CONVENTION AND VISITORS ADVISORY BOARD MEETING

CITY OF SOUTH PADRE ISLAND

FRIDAY, SEPTEMBER 23, 2022

1. CALL TO ORDER
The Convention and Visitors Advisory Board of the City of South Padre Island, Texas held a regular
meeting on Friday, September 23, 2022 at the South Padre Island City Council Chambers, 4601 Padre
Boulevard, South Padre Island, Texas. Chairman Sean Tillman called the meeting to order at 9:03 AM.
Board Members present: Board Members Tom Goodman, Bob Friedman, Chad Hart, and Bryan Pinkerton.
Vice Chairman Daniel Salazar was absent.

CVB Staff: CVB Director Blake Henry, Operations and Services Manager Lori Moore, Special Events
Manager April Brown, CVB Sales and Services Manager Mayra Nunez, Marketing and Communications
Specialist Dennise Hernandez, Marketing and Communications Specialist Mauricio Cervantes,
Administrative Assistant/Receptionist Silvia Sanchez, City Secretary/Public Information Officer
Angelique “Nikki” Soto, City Manager Randy Smith.

2. PLEDGE OF ALLEGIANCE
Chairman Sean Till lead the pledge of allegiance.

3. PUBLIC COMMENTS AND ANNOUNCEMENTS
Public comments were made at this time.

4. APPROVE CONSENT AGENDA
Board Member Tom Goodman made a motion to approve consent agenda items. Board Member Chad Hart
second motion. Motion carried unanimously.

4.1. Approve the meeting minutes for the August 24, 2022 regular meeting. (Till)

4.2. Approve the Special Events Committee post-event reports for the following events:
(Brown)
*Texas International Fishing Tournament 2022
*Ladies Kingfish Tournament 2022

5. REGULAR AGENDA

5.1 Presentation and discussion by Predictive Data Lab on campaign performances, KPIs, and
analytics. (Moore)
PDL was unable to present due to technical difficulties.

Agenda: September 23, 2022
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5.2 Presentation and discussion regarding the CVB Monthly Report. (Henry)
1.) Special Events- Special Events Manager April Brown presented and answered
questions regarding special events.
2.) Groups & Meetings- CVB Sales and Services Manager Mayra Nunez presented and
answered questions regarding groups and meetings.
3.) Marketing & Communications -
4.) Social Media- Marketing and Communication Specialist Dennise Hernandez presented
social media statistics (TikToks, Instagram, Facebook).
5.) Cision- Marketing and Communication Specialist Mauricio Cervantes presented Cision
and In-House Creative to board.
6.) In-House Creative

5.3 Discussion and possible action to approve the funding request for the Texas Beach
Ultimate Festival in April 2023. (Brown)
Brown presented the funding request for the Texas Beach Ultimate Festival. Board
Member Rene Valdez created motion to approve $5,000 towards marketing, seconded by
Board Member Bryan Pinkerton. Motion carried unanimously.

5.4 Discussion and possible action to approve the Brand Refresh and Definition Project for
South Padre Island. (Henry)
Mr. Blake Henry, CVB Director, came to podium to answer questions regarding Brand
Refresh and Definition Project for SPI. Board Member Tom Goodman created a motion to
approve the Brand Refresh and Definition Project, seconded by Board Member Bryan
Pinkerton. Motion carried unanimously.

5.5 Discussion and possible action to approve the position of Director of Marketing to the
CVB Staff. (Henry)
CVB Director Blake Henry came to the podium to answer questions regarding recruitment
and hiring process. Board Member Rene Valdez made a motion to approve, seconded by
Board Member Tom Goodman. Motion carried unanimously.

5.6 Discussion and possible action to approve the position of Director of Sales to the CVB
Staff. (Henry)
CVB Director Blake Henry came to the podium to answer questions regarding recruitment
and hiring process. Board Member Bryan Pinkerton created a motion to approve agenda
item, seconded by Board Member Chad Hart. Motion carried unanimously.

5.7 Discussion and possible action to approve the marketing buy with Rio Sports Live for the
amount of $60,000. (Pinkerton)

Joe Bowling came to the podium to answer questions from the board regarding the
marketing buy contract. Board Member Chad Hart created a motion to approve the

Agenda: SEPTEMBER 23, 2022 -  CONVENTION AND VISITORS ADVISORY BOARD MEETING
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marketing buy with Rio Sports Live for the amount of $60,0000, seconded by Board
Member Rene Valdez. Motion carried unanimously.

5.8 Discussion on growth comparison for hotel & vacation rental inventory from 2019 to
2022. (Pinkerton)
Board Member Bryan Pinkerton discussed the growth comparison for hotel and vacation
rental inventory between 2019 and 2022.

5.9 Discussion and action concerning the new meeting date for October 2022. (Till)
Chairman Sean Till announced the next meeting will be Wednesday, October 26, 2022 at 9
AM

6. Adjourn
There being no further business, Chairman Till adjourned the meeting at 10:25 AM .

Prepared By:

________________________________________
Ema Jaramillo, Management Assistant

Approved By:

___________________________________________
Sean Till, CVAB Chairman

Agenda: SEPTEMBER 23, 2022 -  CONVENTION AND VISITORS ADVISORY BOARD MEETING

Page 3 of 3

7



Item No. 4.2

CITY OF SOUTH PADRE ISLAND
CONVENTION AND VISITORS ADVISORY BOARD

AGENDA REQUEST FORM

MEETING DATE: October 27, 2022

NAME & TITLE: Ema Jaramillo, Management Assistant

DEPARTMENT: Convention and Visitors Bureau 

ITEM
Approve the excused absence for Vice Chairman Daniel Salazar for the September 23, 2022 regular meeting. (Till)

ITEM BACKGROUND
none

BUDGET/FINANCIAL SUMMARY
None

COMPREHENSIVE PLAN GOAL
none

LEGAL REVIEW
Sent to Legal:  
Approved by Legal:  

RECOMMENDATIONS/COMMENTS:
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Item No. 4.3

CITY OF SOUTH PADRE ISLAND
CONVENTION AND VISITORS ADVISORY BOARD

AGENDA REQUEST FORM

MEETING DATE: October 27, 2022

NAME & TITLE: Ema Jaramillo, Management Assistant

DEPARTMENT: Convention and Visitors Bureau 

ITEM
Approve the Special Events Committee post-event reports for the following events: (Henry)
*Wahoo Classic Fishing Tournament 2022
*SPIsland Games 2022

ITEM BACKGROUND
N/A

BUDGET/FINANCIAL SUMMARY
None

COMPREHENSIVE PLAN GOAL
none

LEGAL REVIEW
Sent to Legal:  
Approved by Legal:  

RECOMMENDATIONS/COMMENTS:

9



10



11



12



13



14



15



16



17



18



19



20



21



22



Item No. 5.1

CITY OF SOUTH PADRE ISLAND
CONVENTION AND VISITORS ADVISORY BOARD

AGENDA REQUEST FORM

MEETING DATE: October 27, 2022

NAME & TITLE: Ema Jaramillo, Management Assistant

DEPARTMENT: Convention and Visitors Bureau 

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

ITEM BACKGROUND
N/A

BUDGET/FINANCIAL SUMMARY
N/A

COMPREHENSIVE PLAN GOAL
N/A

LEGAL REVIEW
Sent to Legal:  
Approved by Legal:  

RECOMMENDATIONS/COMMENTS:
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VISIT SOUTH PADRE ISLAND
September 2022 – Board Presentation
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Predictive Data Lab | CONFIDENTIAL

1. HOTEL AND VACATION RENTAL DATA

2. PAID MEDIA PERFORMANCE
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5. IN HOUSE MEDIA BUYS

6. ECONOMIC IMPACT
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HOTEL AND 
VACATION RENTAL 
DATA
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South Padre Island far outpaced competitors for occupancy numbers. This 
resulted in South Padre Island overtaking Galveston for the 2nd highest RevPAR 
among competing destination cities. 

27

https://app.powerbi.com/groups/me/reports/1457d8a7-8d1f-4663-9657-2dfbf021990d/?pbi_source=PowerPoint


All competing cities had a drop in HOT 
Tax collection when compared to last 
year. However, South Padre had the 
lowest drop-off among all competitors. 

*Date Collected: September 2022*
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https://app.powerbi.com/groups/me/reports/1457d8a7-8d1f-4663-9657-2dfbf021990d/?pbi_source=PowerPoint


South Padre outperformed the previous year in all key 
hotel metrics. 

29

https://app.powerbi.com/groups/me/reports/1457d8a7-8d1f-4663-9657-2dfbf021990d/?pbi_source=PowerPoint


The better performance in 2022 can be directly attributed 
to more substantial occupancy numbers during the 
weekdays, especially towards the end of the month.
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https://app.powerbi.com/groups/me/reports/1457d8a7-8d1f-4663-9657-2dfbf021990d/?pbi_source=PowerPoint


PAID MEDIA 
PERFORMANCE
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September 2022 was among the top 3 performing months in terms of impressions, clicks, and CTR for all 
of 2022. Additionally, it showcased the highest CTR since February, which can be attributed to seasonal 
optimization tactics. 32

https://app.powerbi.com/groups/me/reports/5ba6eb49-17f0-43e7-938f-323b5d5c3b90/?pbi_source=PowerPoint


The “Romantic Getaway” campaign was the strongest performing campaign in terms of engagement and 
cost efficiency. Campaigns were in alignment with the personas developed for Fall 2022. 33

https://app.powerbi.com/groups/me/reports/5ba6eb49-17f0-43e7-938f-323b5d5c3b90/?pbi_source=PowerPoint
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https://app.powerbi.com/groups/me/reports/5ba6eb49-17f0-43e7-938f-323b5d5c3b90/?pbi_source=PowerPoint


Facebook was the strongest performer among all platforms. TikTok remains consistent across all key 
metrics, but Snapchat continues to trend downward. 35

https://app.powerbi.com/groups/me/reports/5ba6eb49-17f0-43e7-938f-323b5d5c3b90/?pbi_source=PowerPoint


The Expedia campaign continues to overperform for hotels but underperform for vacation rentals. 36

https://app.powerbi.com/groups/me/reports/5ba6eb49-17f0-43e7-938f-323b5d5c3b90/?pbi_source=PowerPoint


WEB
ANALYTICS
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Total web traffic volume was lower than the previous month 
due to a website error caused by Simple View. Despite this, 
the weekday web traffic was more consistent when compared 
to the previous month. 
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https://app.powerbi.com/groups/me/reports/5ba6eb49-17f0-43e7-938f-323b5d5c3b90/?pbi_source=PowerPoint


Projected web traffic is expected to start off lower than September 
but pick up in volume as a result of the Columbus Day holiday. 
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https://app.powerbi.com/groups/me/reports/5ba6eb49-17f0-43e7-938f-323b5d5c3b90/?pbi_source=PowerPoint


Total web traffic volume was lower than the previous 
month due to a website error caused by Simple View. 
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https://app.powerbi.com/groups/me/reports/5ba6eb49-17f0-43e7-938f-323b5d5c3b90/?pbi_source=PowerPoint


Web traffic projections for the rest of the year indicate a 
relatively strong October followed by a potential dip with 
the holiday season. 

41

https://app.powerbi.com/groups/me/reports/5ba6eb49-17f0-43e7-938f-323b5d5c3b90/?pbi_source=PowerPoint


TRAVELLER 
INTELLIGENCE
DATA

42



Outdoor events and conventions coincided with the 
highest trips to the island and were a large driver in 
September 2022 outperforming September 2021. 
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https://app.powerbi.com/groups/me/reports/5ba6eb49-17f0-43e7-938f-323b5d5c3b90/?pbi_source=PowerPoint


Projected

Actual

Actual trips surpassed projected trips for the end of the 
month in September 2022. 

44

https://app.powerbi.com/groups/me/reports/5ba6eb49-17f0-43e7-938f-323b5d5c3b90/?pbi_source=PowerPoint
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https://app.powerbi.com/groups/me/reports/5ba6eb49-17f0-43e7-938f-323b5d5c3b90/?pbi_source=PowerPoint


RGV was the highest overall market for travelers to South 
Padre Island, however San Antonio, Austin, Dallas, and 
Houston had a larger variety of zip codes from which 
people visited the island. This is important to consider 
when utilizing zip code targeting for campaigns.  

46

https://app.powerbi.com/groups/me/reports/5ba6eb49-17f0-43e7-938f-323b5d5c3b90/?pbi_source=PowerPoint


Outdoor and nature attractions continue to trend upwards for “avg time 
spent” among all points of interest.  
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https://app.powerbi.com/groups/me/reports/5ba6eb49-17f0-43e7-938f-323b5d5c3b90/?pbi_source=PowerPoint


Overnight visitors made up most visitors. However, there does continue 
to be a pattern of day trippers traveling to SPI on Sundays. 
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https://app.powerbi.com/groups/me/reports/5ba6eb49-17f0-43e7-938f-323b5d5c3b90/?pbi_source=PowerPoint


IN HOUSE 
MEDIA BUYS
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The “Native Branding” in house media buy had a strong correlation 
between budget spent and amount of time people spent on content. 
This is an indicator of healthy engagement in a campaign. 

50

https://app.powerbi.com/groups/me/reports/5ba6eb49-17f0-43e7-938f-323b5d5c3b90/?pbi_source=PowerPoint


Texas Monthly continues to have strong impression numbers, while 
maintaining the same CTR. 

51

https://app.powerbi.com/groups/me/reports/5ba6eb49-17f0-43e7-938f-323b5d5c3b90/?pbi_source=PowerPoint


The highest performing creative was from the Entravision campaign was 
the “Tropical or Craft” display ad. 

Target Areas: San Antonio, New Braunfels, San Marcos, and Austin
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https://app.powerbi.com/groups/me/reports/5ba6eb49-17f0-43e7-938f-323b5d5c3b90/?pbi_source=PowerPoint


ABC 5 news provided consistent visibility for SPI throughout the week. 
Drops in airtime occurred every other Thursday and Friday. 

Target Area: McAllen
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https://app.powerbi.com/groups/me/reports/5ba6eb49-17f0-43e7-938f-323b5d5c3b90/?pbi_source=PowerPoint


ECONOMIC 
IMPACT
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HOT Tax collection continued to outpace property and sales tax collection in September 
2022.

*Date Collected: September 2022*
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https://app.powerbi.com/groups/me/reports/5ba6eb49-17f0-43e7-938f-323b5d5c3b90/?pbi_source=PowerPoint


KEY TAKEAWAYS

Predictive Data Lab Predictive Data Lab | CONFIDENTIAL

• South Padre Island far outpaced competitors for occupancy numbers. This resulted 
in South Padre Island overtaking Galveston for the 2nd highest RevPAR among 
competing destination cities.

• The improved performance in 2022 can be directly attributed to more substantial 
occupancy numbers during the weekdays, especially towards the end of the month.

• September 2022 was among the top 3 performing months in terms of impressions, 
clicks, and CTR for all of 2022. In addition, it showcased the highest CTR since 
February, which can be attributed to seasonal optimization tactics and increased 
collaboration.
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NEXT STEPS

Predictive Data Lab Predictive Data Lab | CONFIDENTIAL

• Provide a deeper analysis to understand why projections are showing a dip in 
visitors during the holiday season and provide insights on how to prevent or 
mitigate this drop in travelers. 

• Develop specific metrics and KPIs to calculate and monitor paid media ROI.
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Item No. 5.2

CITY OF SOUTH PADRE ISLAND
CONVENTION AND VISITORS ADVISORY BOARD

AGENDA REQUEST FORM

MEETING DATE: October 27, 2022

NAME & TITLE: Ema Jaramillo, Management Assistant

DEPARTMENT: Convention and Visitors Bureau 

ITEM
Presentation, discussion, and possible action regarding the Zimmerman Media Plan for FY 2022-2023. (Moore)

ITEM BACKGROUND
N/A

BUDGET/FINANCIAL SUMMARY
N/A

COMPREHENSIVE PLAN GOAL
N/A

LEGAL REVIEW
Sent to Legal:  
Approved by Legal:  

RECOMMENDATIONS/COMMENTS:
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V I S I T  S O U T H  P A D R E  I S L A N D

FY 2023 Q2-Q4 PAID MEDIA/SOCIAL PLAN
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MEDIA PLANNING AND BUYING
Age  
A 36-44 
Primary: Urban Power Couple
Priority 
Medium
Millennial/Gen X: 51% 
Hispanic: 47% 
Female/Male: 50%/50% 
HHI  
$80K- $100k
Primary 
Millennials, Gen X, Couples 
Niche  
Beach Goers, Nature Lovers, Dining 
Motivation/Interests: 
Luxury, Nature, Environmental Conservation, Personalized Experiences, 
Arts & Culture, Unique Culinary Experiences, Entertainment District, 
Bars, and Local Attractions (Historic, Nature, etc.) 

Target 
Audiences.

Spring 2023.
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MEDIA PLANNING AND BUYING Primary: Urban Traveling Family
Priority 
High
Avg Age: 26 - 41 
Millennial: 29% 
White: 43% 
Hispanic: 33% 
Female/Male: 50%/50% 
HHI  
$75K-$100k 
Motivation/Interests: 
Family Friendly, Nature, Sight Seeing, Cultural Attractions, Entertainment District, Bars, and Local 
Attractions (Historic, Nature, etc.)  
Secondary: Road Tripping Family
Priority 
Medium
Avg Age: 26 - 41 
Millennial: 29% 
White: 43% 
Hispanic: 90% 
Female/Male: 51%/49% 
HHI  
$50K - $75K
Reasons To Come: 
Beach Goers, Nature Lovers, Fishing, Dining, Romantic Getaways, Events 

Motivation/Interests: 
Budget Friendly, Family Friendly, Nature, Boat Tours, Water Sports, Isla Blanca Park, Entertainment 
District, Local Attractions (Historic, Nature, Waterparks etc.)Summer 2023.

Target 
Audiences.

MEDIA PLANNING AND BUYING

63



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

•Austin 

•Laredo 
Midwest 
•OK

MEDIA PLANNING AND BUYING

Geographic
Targets.
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MEDIA PLANNING

Media approach: Q2 - Q4
Direct To 
Publisher 

Digital

Expedia
VRBO
Travelocity
Hotels.com

Native
Pre-Roll

Romance
Fishing
Outdoors
Birding
Lifestyle
City Titles
Canada

Facebook
Instagram
TikTok
Snapchat
Google
Bing

Native/Pre-Roll  
Video

Paid Social/ 
SEM

Lifestyle/ 
Niche Print

Publisher 
Direct Digital
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MEDIA PLANNING

Media approach: Q2 - Q4

Awareness/
Consideration

Conversion/
Awareness

Cost efficient Native 
and Pre-roll Video 

approach that allows 
reach into larger 
regional footprint

Geo-fence efforts to 
areas/suburbs that 
match persona data

Direct To 
Publisher 

Digital

Conversion/
Awareness

Awareness/
Conversion

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

promotions, lodging 
specials.  Appear top 3 in 

search queries.

Promote to our outdoor 
lifestyle, enthusiast, 
fishing, birding/eco 

travel segments

Accurate targeting of 
in-market individuals 

seeking beach vacation 
options. 

Geo-fence efforts to 
areas/suburbs that 
match persona data

Native/Pre-Roll  
Video

Paid Social/ 
SEM

Lifestyle/ 
Niche Print

Publisher 
Direct Digital
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MEDIA

FY 2022/2023 Q2-Q4 MEDIA ALLOCATION
• $389,162 Q2/3/4

Outdoors Print/Digital
4%

Fishing Print/Digital
3%

Birding Print/Digital
2%

Canada Print/Digital
3%

SEM
25%

Social
31%

Consumer Native/Video/OTT
30%

Consumer Print
2%

Consumer Print
Consumer Native/Video/OTT
Social
SEM
Canada Print/Digital
Birding Print/Digital
Fishing Print/Digital
Outdoors Print/Digital

8
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Thank You. Let’s Discuss.

9
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Q2-4 + SUMMER
PLAN DETAILS

APPENDIX
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MEDIA PLANNING

Strategic Approach
1.Activate the right mix of targeted media that will generate awareness and excitement of South Padre Island that will 

ultimately drive higher web traffic and accommodation revenue 
• Consumer Print 
• Niche Print (Outdoor/Birding/Fishing) 
• Publisher Direct Digital 
• Native Digital 
• SEM 
• Paid Social 

• Negotiate value-added packages to extend reach/frequency of messaging 
• Take advantage of partnership affiliations to extend our reach and efficiencies 

• Travel Texas 
• Texas Parks & Wildlife 
• Texas Campgrounds 

• Leverage investment to expand our exposure via value-added efforts 
• Advertorial 
• Promotions 
• Public Relations
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MEDIA PLANNING

Digital Activation
• Incorporate a mix of direct-to-publisher and premium video and native placements to provide annual coverage and 

reach the most in-market for travel individuals. 
- Display prospecting on Expedia’s Network to drive awareness amongst users in key markets that are in the dreaming, 

planning and converting stages of travel intent to South Texas. 
๏ Guaranteed exposure on affiliate sites including Expedia, Hotels.com, Travelocity, & VRBO 
๏ Targeting based on previous travel search behavior on affiliate sites  
๏ Geographic targeting focus: Texas/Oklahoma 
๏ Jan - April exposure (Late Spring Push/Early Summer Push) 
๏ Target focus: Urban Power Couple (late Spring push) and Urban Traveling Families (early Summer push) 

- Native ad prospecting with Travel Spike, a specialized native network in the vertical of travel  
‣ Delivering to network of only contextually relevant, travel related sites  
‣ Bought on a cost per click basis  

๏ Targeting individuals in-market for travel to Texas, families, outdoor interests, and vacation rentals 
๏ Target focus: Urban Power Couple (for Spring) and Urban Traveling/Road Tripping Families (for Summer) 
๏ Nationally targeted  
๏ Jan - Sept exposure
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MEDIA PLANNING

Digital Activation
• Incorporate a mix of direct-to-publisher and premium video and native placements to provide annual coverage and 

reach the most in-market for travel individuals. 
- Native ad prospecting with Travel Spike, a specialized native network in the vertical of travel  

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

๏ Targeting individuals in-market for travel to Texas, families, outdoor interests, and vacation rentals 
๏ Target focus: Urban Power Couple (for Spring) and Urban Traveling/Road Tripping Families (for Summer) 
๏ Nationally targeted  
๏ Jan - Sept exposure 

- Source Digital Interactive Video Units 
๏ Continue with new video technology partner, Source Digital to add CTA ability to video viewers 
๏ An amplified user experience through well-timed opportunities to engage, learn and explore video, and ultimately obtain 

information in a whole new way  
๏ Target focus: Urban Power Couple (late Spring push) and Urban Traveling Families (early Summer push) 
๏ March - May activation
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MEDIA PLANNING

Digital Activation
• Partner with Travel Texas directly to participate in co-op packages that gain digital exposure with travelers interested 

in traveling to Texas  

• Geo: Harlingen/Weslaco/Brownsville/McAllen, San Antonio, Houston, Dallas/Fort Worth, Austin, Laredo, Minneapolis/
Saint Paul, Waco/Temple/Bryan, Oklahoma City  

• Target: Millennials, Gen X, Boomers (per Travel Texas targeting options) 
- Travel Texas Digital Data Warehouse Re-targeting Co-op 
๏ Themes: Family (Jan/Feb), Beach (March/April) 

- Travel Texas Mobile CPC Co-op 
๏ Mobile CPC ads leveraging efficient CPC rates to drive high volume of clicks to partner website - Feb/March 

- Travel Texas Pre-roll Video 
๏ :15s online pre-roll video to run on desktop and mobile  
‣ Feb/March/April
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MEDIA PLANNING

SEM Activation
• Paid search will be activated across Google Ads and Microsoft Bing platforms. 

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

- Target key in-market and out-of-state markets  
- Maintain an always on, consistent presence during the fiscal year 
- Campaigns: 

๏ South Padre Island (Brand) 
๏ Things To Do 
๏ Accommodations 
๏ Conquest / Competitor 

- KPI’s 
๏ CTR 
๏ Conversions 
๏ Average Cost per Click 

- Flighting: 
๏ Q2-Q4 Brand 
๏ Additional weight for Summer campaign
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MEDIA PLANNING

Paid Social Activation
• Paid social will be activated across Facebook, Instagram, Snapchat and TikTok social platforms.   

• Implement reach, traffic and brand awareness campaigns throughout platforms. 
- Audience targeting  

๏ Families with kids, Traveling Couples, Solo Travelers: prospecting based on age, geographic location, and interests 
๏ Retarget audiences based off of website visitors 

- Creative to be refreshed with Seasonal Brand Campaigns 
- Video to be implemented in the majority of ads 

๏ Messaging to center around: 
‣ Things to Do in SPI 
‣ SPI Yearly Events 
‣ General Evergreen Awareness 

- KPI’s 
๏ CTR: Click Through Rate 
๏ CPC: Cost Per Click 
๏ Reach 
๏ Impressions 

- Flighting: 
๏ Q2-Q4 Brand 
๏ Additional weight for Summer campaign
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MEDIA PLANNING

Print
• Utilize high profile print partnerships that create brand awareness against our key target audiences in top source 

markets. 

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

• Negotiate digital programs for multi-touchpoint approach  
- Regional/State/City  
๏ Austin Magazine 
‣ 1x 1/2 page + 2x e-newsletters 

๏ San Antonio Magazine 
‣ 2x 1/2 page  + 2x e-newsletters
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MEDIA PLANNING

Print/Digital Activation - Niche
• Birding 

- Living Bird 
๏ 1x Spring Issue 1/2 page 

- Bird Watchers Digest 
๏ 2x 1/2 page 
๏ 3x targeted e-blasts 
๏ 2x social media posts 

- Birdwatching Magazine 
๏ 1x FP - Spring Guide 

- AllAboutBirds.com 
๏ Annual banner campaign targeted to TX and key source market states 

• Outdoors 
- Texas Parks & Wildlife 

๏ 3x FP + 2x e-newsletter banners 

- Texas State Park Guide 
๏ 1x FP (Annual) 

- Texas RV Travel & Campaign Guide (TAC) 
๏ 1x FP (Annual) 

• Fishing 
- Texas Fish & Game 

๏ 2x FP + 2x e-blast + 3x Facebook post + dedicated podcast on SPI (RGV Reef content) 

- Texas Saltwater Fishing 
๏ 4x 1/2 page + 3x e-blast + 5x home page takeovers
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MEDIA PLANNING

Print/Digital Activation - Canada
• Continue outreach to Canadian travelers to entice visitation to South Padre Island 

- Leading travel media partnership with; 
๏ Canadian Traveler’s America Yours To Discover Annual Guide 
‣ 3 month digital banner campaign 
‣ 3x e-newsletter banner 

๏ Dreamscapes Travel & Lifestyle 
‣ 1x Full Page 4C (Feb/March/April - USA Section) 

๏ Explore Magazine 
‣ 1x Full Page 4C (Feb/March/April - USA Section) 
‣ 3x e-newsletter banner
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2022/2023 MEASUREMENT PLAN

MEASUREMENT BENCHMARKS
Visit South Padre Island Media Measurement

Digital Media Channel Partner(s) Tac5c Primary Objec5ve Secondary Objec5ve Primary Digital KPI(s) Benchmark(s) NOTES

Programma5c Sojern, Source Video Video Awareness Awareness VCR (Video Comple5on Rate) 70%-80% Based on Industry Standard/
Agency Historical

Programma5c Pandora Audio Awareness Site Traffic CTR 0.07% Based on Industry Standard/
Agency Historical

Programma5c StackAdapt CTV / OTT Awareness Site Traffic VCR (Video Comple5on Rate) 98% Based on Industry Standard/
Agency Historical

Direct Expedia Display Awareness/Conversions Site Traffic CTR, ROAS 0.10%
Based on Industry Standard/
Agency Historical

Direct Travel Spike Na5ve Awareness Site Traffic CTR 0.10%
Based on Industry Standard/
Agency Historical

Paid Search Google SEM Awareness Site Traffic CTR, CPC 4.68% CTR, $0.51 CPC
Based on Industry Standard/
Agency Historical
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MEDIA

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

Niche Print

Expedia/Native/Digital Video

Canada

SEM

Paid Social

21

MEDIA PLAN
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Item No. 5.3

CITY OF SOUTH PADRE ISLAND
CONVENTION AND VISITORS ADVISORY BOARD

AGENDA REQUEST FORM

MEETING DATE: October 27, 2022

NAME & TITLE: Ema Jaramillo, Management Assistant

DEPARTMENT: Convention and Visitors Bureau 

ITEM
Presentation, discussion, and possible action regarding the Zimmerman Public Relations Plan for FY 2022-2023.
(Moore)

ITEM BACKGROUND
N/A

BUDGET/FINANCIAL SUMMARY
n/a

COMPREHENSIVE PLAN GOAL
N/A

LEGAL REVIEW
Sent to Legal:  
Approved by Legal:  

RECOMMENDATIONS/COMMENTS:

81



V I S I T  S O U T H  P A D R E  I S L A N D

2022/2023 PR PLAN
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21/22 
Performance.

2 Billion+ 
Impressions

$1.8 Million+ 
Publicity Value 

138  
Total Placements

32  
Texas Specific Placements 

6  
Media Experiences

12:1  
ROI

MARKETING COMMUNICATIONS PLAN

Public 
Relations

2 83



22/23 Goals.
PUBLIC RELATIONS

• 24 media and influencer experiences 
- 2 FAMS, 6-8 attendees each - Targets: National Travel, Family/Parent, Digital Lifestyle, Niche + Metro outlets  
- 6 Individual Experiences - Targets: Influencers & Traditional Media 

• 6 metro features - Targets: Texas + Top Target Markets 
• 4+ articles within niche outlets - Targets: Birding, fishing, outdoor 
• 3 radio promotions - Markets: Texas (Austin, San Antonio, Dallas/Fort Worth, Houston, Corpus Christi) 
• 3 national features 
• 1-2 broadcast promotions - Targets: National (Network Morning Shows, Game Shows, Daytime Talk) 
• 1 in-book promotion - Targets: National (outdoor, birding, fishing, women’s interest and lifestyle outlets); Metro 

PUBLIC RELATIONS
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Public Relations Strategies.

1 2 3
4 5 6

Generate positive publicity 
and brand awareness for 
South Padre Island through 
strategic editorial 
opportunities.

Lift destination accolades 
and signature events 
through news bureau. 

Amplify efforts for family 
travel, while continuing to 
support core eco tourism, 
Winter Texans and spring 
visitors.

Penetrate primary and 
secondary markets while 
painting ground cover 
through national 
exposure.

Impact group business 
through impactful 
messaging within 
meetings and wedding 
publications.

Complement and 
strengthen the marketing 
impact, and ultimately 
deliver an increased ROI.

PUBLIC RELATIONS STRATEGIES
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Item No. 5.4

CITY OF SOUTH PADRE ISLAND
CONVENTION AND VISITORS ADVISORY BOARD

AGENDA REQUEST FORM

MEETING DATE: October 27, 2022

NAME & TITLE: Ema Jaramillo, Management Assistant

DEPARTMENT: Convention and Visitors Bureau 

ITEM
Presentation and discussion regarding the CVB Monthly Report. (Henry)
1.) Groups & Meetings
2.) Marketing & Communications
3.) Social Media
4.) Cision
5.) In-House Creative

ITEM BACKGROUND
N/A

BUDGET/FINANCIAL SUMMARY
N/A

COMPREHENSIVE PLAN GOAL
none

LEGAL REVIEW
Sent to Legal:  
Approved by Legal:  

RECOMMENDATIONS/COMMENTS:
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CVB Monthly Report
September 2022
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GROUPS & MEETINGS
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Sales Efforts
● Trade Shows:

○ TSAE New Ideas September 11-13, 2022  -Irving

■ Networking Event
■ Meeting Planners 
■ All Texas Destinations

○ MPI Austin Networking Event
○ TSAE Houston Learn@Lunch
○ RGV Sales Drive

■ Brownsville Airport
■ US Customs
■ Valley Baptist Medical Center

● Site Visits
○ TVSA -TX Victims Services Association
○ TSRC -Texas Society of Respiratory Care
○ US Border Patrol RGV Sector of Public Affairs Office

● Community Outreach
○ RGV Partnership

Sales Efforts
● Total Leads Sent: 32
● Room Nights Booked:  1675

*September 2022

Group Highlight
● The American Institute of Architects LRGV Chapter

○ September 8-10, 2022 
○ over 15 years
○ 300 Participants
○ City Tours

Upcoming Travel
● Northstar Travel Group / TEAMS ‘22 October 24-27, 2022
● Appointment Based Tradeshow and Exhibition

Spring Break
● Beach Reach
● Cheer America Championships / Southern  Nationals 2022 (NEW)
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Marketing & Communications
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ORGANIC SOCIAL MEDIA
OVERVIEW
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Facebook Top Posts
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Facebook Video 
Performance
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Instagram Audience 
Growth
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Instagram Top Posts
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TikTok Top Posts
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TikTok Audience Growth
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Influencer - Texas Explorer

- https://www.instagram.com/reel/Ci02vJeIvyT/?igshid=YmMyMTA2M2Y=
- https://www.instagram.com/reel/Ci5p5JQI6a1/?igshid=YmMyMTA2M2Y=
- https://www.instagram.com/reel/Ci8bm0cqm-r/?igshid=YmMyMTA2M2Y=

Instagram views: More than 1.5 M
Instagram stories: 24 more than 10k views each 
TikTok views: More than 622K 
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Cision Report September 2022
Share of Voice

$14.34M
Total Publicity Value

A scoring system that creates an 
approximate 

value for a news article.

1.6K
Total Mentions

The total number of news stories for 
a 

specified time period.

7.6B
Total Reach

A globally consistent baseline metric 
for 

measuring the reach of a media 
outlet.
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Cision Report September 2022
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PR Efforts 
● Interviews: 1
● Press Releases: 2
● Total Number of Publications: 157
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In-House Creative
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Mexico campaigns
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Print - Digital  
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Groups & Meetings
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CVB Newsletter

● First CVB update newsletter went 
out on Oct. 17
○ Recapped Summer events 

and highlights
○ Includes upcoming events 

with projected attendance
● Next newsletter will be released 

on Nov. 15
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SPI-CTA Program

● 19 New Certified Tourism Advisors
● 120 Total SPI-Certified Tourism Advisors 

SPI-CTA Upcoming class:

● Tuesday November 15
● Email will be sent out to Island Partners for sign-up

108



QUESTIONS
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Item No. 5.5

CITY OF SOUTH PADRE ISLAND
CONVENTION AND VISITORS ADVISORY BOARD

AGENDA REQUEST FORM

MEETING DATE: October 27, 2022

NAME & TITLE: Ema Jaramillo, Management Assistant

DEPARTMENT: Convention and Visitors Bureau 

ITEM
Discussion and possible action to approve the funding request for the Texas State Surfing Championship in April 2023.
(Henry)

ITEM BACKGROUND
N/A

BUDGET/FINANCIAL SUMMARY
N/A

COMPREHENSIVE PLAN GOAL
N/A

LEGAL REVIEW
Sent to Legal:  
Approved by Legal:  

RECOMMENDATIONS/COMMENTS:
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Item No. 5.6

CITY OF SOUTH PADRE ISLAND
CONVENTION AND VISITORS ADVISORY BOARD

AGENDA REQUEST FORM

MEETING DATE: October 27, 2022

NAME & TITLE: Ema Jaramillo, Management Assistant

DEPARTMENT: Convention and Visitors Bureau 

ITEM
Discussion and possible action to approve the funding request for the Ron Hoover Fishing Tournament in July 2023.
(Henry)

ITEM BACKGROUND
N/A

BUDGET/FINANCIAL SUMMARY
N/A

COMPREHENSIVE PLAN GOAL
N/A

LEGAL REVIEW
Sent to Legal:  
Approved by Legal:  

RECOMMENDATIONS/COMMENTS:

119



120



121



122



123



124



125



126



3rd Annual Ron 
Hoover Fishing 
Tournament

July 14-15, 2023
South Padre Island
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South Padre Island promotional 
merchandise and swag items 

Tournament Shirts
•1,500 Tournament shirts given to registered 
anglers promoting South Padre Island for years to 
come.
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South Padre Island promotional merchandise 
and swag items : Posters and Pamphlets

• 5,000 pamphlets distributed throughout 15 Ron Hoover RV & Marine Locations across Texas
• 1,000 posters distributed throughout 15 Ron Hoover RV & Marine Locations across Texas and 

displayed by many of our vendors and sponsors.
129



South Padre Island promotional merchandise 
and swag items : Tournament Backdrops

• South Padre Island displayed as top 
sponsor both of days of the event

• Digital back drop throughout 
ceremony and traditional back drop at 
the weigh in 130



Television Advertisement
• 60 spots on local TV commercials advertising tournament on 

News Valley Central

• Texas Outdoor Lifestyle TV episodes on News Valley Central, also 
found on YouTube

• 100 Spanish Television Networks

• Official tournament webpage  www.hooverfishing.com
•  Facebook page hooverfish
• Instagram
• Youtube
• Advertising displayed at Annual Ron Hoover Boat Expo in 

February

Social Media

TOL S10 E11 Ron Hoover 2022 Fishing Tournament - YouTube
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Main Attractions:  Concert and Big Prize Giveaways

The Spazmatics
1st Annual  Tournament

Kevin Fowler
2nd Annual Tournament

Over $30,000 worth of door prizes

132



Main Attraction: Boat and RV Raffle

New 2022 Viking RV
  Valued at $30,000

2022 Majek 18M2
Valued at $65,000
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Attendance
• Over 210 boat registrations

• Over 1,300 people in attendance 

• Over half of attendees traveled over 75 miles 
to participate 

• Two nights of family fun activities

• Maxed out capacity at SPI convention center
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FACTS
Based on UTRGV Journal of Management and Marketing Research statistics 

show each participant will spend an average of $1,000 out of pocket expenses 
on a fishing tournament based out of South Padre Island.  In addition, a non 

angler would spend about $86 per day according to TPW. 

840 anglers would generate approximately $840,000
660 non anglers would generate approximately $90,000

For a total of $930,000 in out of pocket revenue for two days for one event. 

Tpwd.Texas.gov  
Tournament Survey Final 3-23-10 (texas.gov)

Scholarworks.utrgv.edu
Scenario economic impact & marketing implications for south Texas saltwater fishing tournaments (utrgv.edu) 135



Tournament Recognition: 
The TOP 6 Saltwater Fishing 
Tournaments in Texas 2022

#2. Ron Hoover Fishing Tournament: July 29-30, 2022: South Padre 
Island, TX
This tournament is highly committed to both local causes and 
impressive prizes. The organizers advertise a plethora of 
door prizes and giveaways, amounting to over $150K: this year, two 
lucky anglers will win a Majek 18M2 powerboat and a Viking travel 
trailer. Participants will also enjoy a catered meal and a full comedy 
set by comedian Juan Villarreal. Proceeds from these social events 
and anglers’ entry fees benefit the Make-A-Wish Foundation of the 
Rio Grande Valley. While this saltwater tournament emphasizes 
charity and community, the fish themselves remain a crucial part of 
the tournament, and anglers in all divisions compete for the longest 
and heaviest red fish and trout.

The Top 6 Saltwater Fishing Tournaments In Texas 2022 (thecustomcaptain.com)
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Conclusion
Asking for $35,000 to help fund a 
small portion of the advertising 
expenses for the 3rd Annual Ron 
Hoover RV & Marine Fishing 
Tournament. 
Hope to see each and everyone of 
you all out there!

Thank you.

July 14-15, 2023

137



Item No. 5.7

CITY OF SOUTH PADRE ISLAND
CONVENTION AND VISITORS ADVISORY BOARD

AGENDA REQUEST FORM

MEETING DATE: October 27, 2022

NAME & TITLE: Ema Jaramillo, Management Assistant

DEPARTMENT: Convention and Visitors Bureau 

ITEM
Discussion and possible action to approve the marketing buy for the National Tropical Weather Conference in April
2023. (Henry)

ITEM BACKGROUND
N/A

BUDGET/FINANCIAL SUMMARY
N/A

COMPREHENSIVE PLAN GOAL
N/A

LEGAL REVIEW
Sent to Legal:  
Approved by Legal:  

RECOMMENDATIONS/COMMENTS:
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Item No. 5.8

CITY OF SOUTH PADRE ISLAND
CONVENTION AND VISITORS ADVISORY BOARD

AGENDA REQUEST FORM

MEETING DATE: October 27, 2022

NAME & TITLE: Ema Jaramillo, Management Assistant

DEPARTMENT: Convention and Visitors Bureau 

ITEM
Discussion and possible action to approve the marketing buy with JLO Productions for the Cameron County | SPI
CVB Holiday Celebration 2022. (Henry)

ITEM BACKGROUND
N/A

BUDGET/FINANCIAL SUMMARY
N/A

COMPREHENSIVE PLAN GOAL
N/A

LEGAL REVIEW
Sent to Legal:  
Approved by Legal:  

RECOMMENDATIONS/COMMENTS:
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Sponsol'ship Packaging 

Client Sei·vices: Notes/ T imeliues 

Program Event Branding 2 week.5 
• Audience Research+ Insights
• Audience Segmentation+ Targeting, RGV, San Antonio,
• i'viarket Assessment & Brand Defintion

Strategic & Creative Promotions Dw·atiou of[,•eut 
• Brand Strategy
• Programming Innovation, Unique Programs for Celebration
• Technical Strategy

Creative Sponsorship 

• Copyright Event Identity
• Content Development
• Copywriting Drafts

Program Designing 

• Product & Custom E,'ellt Development
• Original llfaterials and Logos, Ice funk,

Prep Stage l week 

5 days 

Advertising and Marketing Dw·atiou ofCoutract 
• Integrated Marketing Strategy, RGV, San Antonio,
• Creative Strategy+ Execution
• Branded Content/ Gorilla Advertising
• Social + Mobile Content Advertising

Cloud and Social Media Development Pending Approval 
• Strategy
• Creative , Regional influencer recruitment
• Engagement and Outreach,

Production 
• Execution of Events
• On site Coordination
• Final tools and implementation
• Celebration Event Closures

 I 

Duration of Celebration 

2450 W Summit Ave. San Antonio, Texas 78228 

Oct. 5, 2022 

I Cost Aualvsis 

10% 

15% 

10% 

8% 

12% 

15% 

45% 

$48,000 

832-208-6190
146



Item No. 5.9

CITY OF SOUTH PADRE ISLAND
CONVENTION AND VISITORS ADVISORY BOARD

AGENDA REQUEST FORM

MEETING DATE: October 27, 2022

NAME & TITLE: Ema Jaramillo, Management Assistant

DEPARTMENT: Convention and Visitors Bureau 

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

ITEM BACKGROUND
N/A

BUDGET/FINANCIAL SUMMARY
N/A

COMPREHENSIVE PLAN GOAL
N/A

LEGAL REVIEW
Sent to Legal:  
Approved by Legal:  

RECOMMENDATIONS/COMMENTS:
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