




Item No. 4.1

CITY OF SOUTH PADRE ISLAND
CONVENTION AND VISITORS ADVISORY BOARD

AGENDA REQUEST FORM

MEETING DATE: July 26, 2023

NAME & TITLE: Ema Jaramillo, Management Assistant

DEPARTMENT: Convention and Visitors Bureau 

ITEM
Approve the meeting minutes for the June 28, 2023 regular meeting. (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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MEETING MINUTES
NOTICE OF CONVENTION AND VISITORS ADVISORY BOARD MEETING

CITY OF SOUTH PADRE ISLAND

WEDNESDAY, JUNE 28, 2023

1. Call to Order
The Convention and Visitors Advisory Board of the City of South Padre Island, Texas held a regular

meeting on Wednesday, June 28, 2023, at the South Padre Island City Council Chambers, 4601 Padre
Boulevard, South Padre Island, Texas. Chairman Sean Till called the meeting to order at 9:01 AM. A
quorum was present: Chairman Sean Till, Vice-Chairman Daniel Salazar, Tom Goodman, Arnie Creinin,
and Rene Valdez.

City Staff members present were CVB Director Blake Henry, Special Events Manager April Brown,
Operations and Services Manager Lori Moore, CVB Sales and Services Manager Mayra Nunez, Marketing
and Communications Specialist Dennise Villalobos, Management Assistant Ema Jaramillo, Director of
Sales Harmony Heard, Director of Marketing and Corporate Sponsorships Cindy Trevino, Marketing and
Communications Specialist Mauricio Cervantes, Municipal Court Judge Ed Cyganiewicz, and Councilman
Joe Ricco.

2. Pledge of Allegiance
Chairman Sean Till led the pledge of allegiance.

3. Public Comments and Announcements
Public comments given at this time.

4. Approve Consent Agenda
Board Member Tom Goodman made a motion, seconded by Arnie Creinin, to approve consent agenda.
Motion carried unanimously.

4.1 Approve the meeting minutes for the April 26, 2023 regular meeting. (Till)

4.2 Approve the excused absence for Vice Chairman Daniel Salazar for the April 26, 2023
meeting. (Till)

4.3 Approve the post-event reports for the following events: (Brown)
*SPI Sprint Triathlon 2023
*Texas State Surfing Championship 2023
*Texas Ultimate Beach Festival 2023
*Splash Unified 2023
*Sea Turtle Inc. Kemp Krawl 5K 2023
*Shallow Sport Owners Fishing Tournament 2023

Agenda: JUNE 28, 2023 - CONVENTION AND VISITORS ADVISORY BOARD MEETING
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5. Regular Agenda

5.1 Presentation and discussion by Predictive Data Lab on campaign performances, KPIs, and
analytics. (Trevino)
Atique Alam of Predictive Data Lab gave an update regarding hotel and vacation rental
data, paid media performance, web analytics, in house media buys, Zartico data, Mexico
visits, and economic impact for the month of April and May.

5.2 Update, presentation, and possible action regarding the new marketing campaign by The
Zimmerman Group. (Trevino)
Jason Piroth and John Towler of The Zimmerman Group presented two potential new
marketing campaigns: “Escape” and a general marketing campaign.
Board member Tom Goodman made a motion, seconded by Arnie Creinin, to approve the
“Escape” marketing campaign. Motion carried unanimously.

5.3 Update, presentation, and discussion regarding the Spring Break 2024 marketing plan by
The Zimmerman Group. (Trevino)
Kristen Nash of The Zimmerman Group presented the marketing plan for Spring Break
2024. Marketing plan covers both collegiate and family spring break.
No action taken.

5.4 Update, discussion, and possible action to approve in-house Fall 2023 events. (Moore)
Board member Tom Goodman made a motion, seconded by Arnie Creinin, to approve fall
events up to $25,000 per event. After discussion, Goodman amended his motion, seconded
by Arnie Creinin, to approve concept for fall events.
After further discussion, Goodman amended his motion, seconded by Arnie Creinin, to
approve the concept of working on events and event sponsor during the off season and
approve up to $25,000 expenditure for Tacos and Tequila pending the other two event
reports. Motion passed 4 to 1 with Chairman Till voting nay.

5.5 Presentation and discussion regarding the CVB Monthly Report. (Henry)
1.) Special Events- Special Events Manager April Brown updated board regarding

special events during the month of April and May.
2.) Sales - CVB Sales and Services Manager Mayra Nunez introduced the new

Director of Sales, Harmony Heard. Heard provided an update on room nights and
group visits as well as goals for the department.

3.) Marketing & Communications - Marketing and Communications Specialist
Dennise Villalobos provided an update on marketing efforts.

4.) Social Media - Marketing and Communications Specialist Dennise Villalobos
provided an update on recent social media posts and engagement. A viral TikTok
had over 1.7 million views and increased followers on channels.

Agenda: JUNE 28, 2023 - CONVENTION AND VISITORS ADVISORY BOARD MEETING
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5.) Cision - Marketing and Communications Specialist Mauricio Cervantes informed
board of total mentions and verified views for the month of April and May. The
total publicity value for April equaled $43.34 million and $11.66 million for the
month of May.

6.) In-House Creative - Marketing and Communications Specialist Mauricio Cervantes
provided examples of print/digital media created in-house both in English and
Spanish as well as Sales Creative. He also updated board on activations held in San
Antonio and familiarization tours.

5.6 Discussion and possible action to approve Event Marketing (593) and Marketing (594)
budgets for FY 23/24. (Moore)
CVB Services and Operations Manager Lori Moore presented the budget for fiscal year
2023 - 2024 to the CVA Board. The budget consisted of $760,000 for Event Marketing
(593) and $4,100,000 million for Marketing (594). Event marketing budget includes
choreographed fireworks, ecotourism sponsorships, CVB in-house events as well as
special events sponsorships. Marketing budget includes media placement done by the
Zimmerman Group and in-house plus professional services and content development.

5.7 Discussion and possible action to approve the funding request for the SPI Triathlon in
September 2023. (Brown)
Board member Rene Valdez made a motion, seconded by Tom Goodman, to approve
$4,000 in marketing funds for the SPI Triathlon. Motion passed unanimously.

5.8 Discussion and possible action to approve the funding request for Sandcastle Days in
October 2023. (Brown)
Board member Rene Valdez made a motion, seconded by Tom Goodman, to approve
$40,000 for Sandcastle Days. Motion carried unanimously.

5.9 Discussion and possible action to approve the funding request for the SPI Muzicians Run
in November 2023. (Brown)
Board member Tom Goodman made a motion, seconded by Rene Valdez, to approve
$13,500 in marketing funds for the SPI Muzician’s Run. Motion carried unanimously.

5.10 Discussion and possible action to approve the funding request for the South Padre Island
Double Causeway Cross in February 2024. (Brown)
Board member Tom Goodman made a motion, seconded by Daniel Salazar, to approve
$2,500 in marketing funds for the South Padre Island Double Causeway Cross. Motion
carried unanimously.

5.11 Discussion and possible action to approve a reimbursement to Isla Grand Beach Resort for
fireworks expenses for the South Side Gulf area and request a budget amendment to City
Council from excess reserve up to $15,000. (Salazar)

Agenda: JUNE 28, 2023 - CONVENTION AND VISITORS ADVISORY BOARD MEETING
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Board member Rene Valdez made a motion, seconded by Tom Goodman, to approve
$15,000 in reimbursement for South Side Gulf area firework expense. Motion passed 4-0
with Vice-Chairman Salazar abstaining.

5.12 Discussion and possible action to move Convention and Visitors Advisory Board meetings
to a different date. (Till)
Chairman Till discussed that he is considering moving the Convention and Visitors
Advisory Board meetings due to lack of attendance from board members. Chairman Till
made a motion, seconded by Vice-Chairman Daniel Salazar, to approve Management
Assistant, Ema Jaramillo, to take a poll from board members on which dates would work
best for the board. Motion carried unanimously.

5.13 Discussion and action concerning the new meeting date for July 2023. (Till)
Management Assistant, Ema Jaramillo, announced the next meeting date will be
Wednesday, July 26, 2023 at 9:00 AM.

6. Adjourn
There being no further business, Chairman Till adjourned the meeting at 12:08 PM.

Prepared By:

________________________________________
Ema Jaramillo, Management Assistant

Approved By:

___________________________________________
Sean Till, CVAB Chairman

Agenda: JUNE 28, 2023 - CONVENTION AND VISITORS ADVISORY BOARD MEETING
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Item No. 4.2

CITY OF SOUTH PADRE ISLAND
CONVENTION AND VISITORS ADVISORY BOARD

AGENDA REQUEST FORM

MEETING DATE: July 26, 2023

NAME & TITLE: Ema Jaramillo, Management Assistant

DEPARTMENT: Convention and Visitors Bureau 

ITEM
Approve the excused absence for Bob Friedman and Bryan Pinkerton for the June 28, 2023 meeting. (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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Item No. 4.3

CITY OF SOUTH PADRE ISLAND
CONVENTION AND VISITORS ADVISORY BOARD

AGENDA REQUEST FORM

MEETING DATE: July 26, 2023

NAME & TITLE: Ema Jaramillo, Management Assistant

DEPARTMENT: Convention and Visitors Bureau 

ITEM
Approve the post-event reports for the following events: (Brown)
*Jailbreak South Padre 2023

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. 5.1

CITY OF SOUTH PADRE ISLAND
CONVENTION AND VISITORS ADVISORY BOARD

AGENDA REQUEST FORM

MEETING DATE: July 26, 2023

NAME & TITLE: Ema Jaramillo, Management Assistant

DEPARTMENT: Convention and Visitors Bureau 

ITEM
Presentation, discussion, and possible action regarding the media plan by The Zimmerman Group for FY 23/24.
(Trevino)

ITEM BACKGROUND
The Zimmerman Group will present the media plan for fiscal year 2023-2024 for board approval. 

BUDGET/FINANCIAL SUMMARY
Amount has been budgeted. 

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 2023/2024 PAID MEDIA/SOCIAL PLAN
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Media Focus.

1 2 3
4 5 6

Continue 
momentum into and 
through FY months 
of 2023/2024

Optimize geo-
target markets 
based on data 
learnings

Target audiences 
predisposed for 
Fall/Winter, and 
Spring/Summer 
Getaway travel

Activate a full-
funnel digital 
approach

Drive increased 
overnight stays during 
the Spring/Summer 
seasons while laying 
the foundation for Fall/
Winter visitation

Generate the 
greatest return on 
the media 
investment

MEDIA PLANNING AND BUYING
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FALL 2023 
MEDIA PLAN
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MEDIA PLANNING AND BUYING

Age  
A 34-41 
Primary: The Entertainment Driven Millennial (Couples no-kids)

SOLO TRAVELERS

Priority 
High
Millennial: 29% 
Hispanic: 58% 
Female/Male: 51%/49% 
HHI  
$80K- $100k
Primary 
Millennials, Gen X , Couples 
Niche  
Beach Goers, Nature Lovers, Fishing, Dining  
Motivation/Interests: 
Events, Fitness, Relaxation, Exploration, Experience, Different, 
Cultures, Enhance, Existing, Dining, Fun Attractions, Sightseeing, 
Learning New Things, Shopping, Engaging with Nature, Cultural 
Attractions, and Nightlife.  

Fall 2023 Shoulder.

Target 
Audiences.

MEDIA PLANNING AND BUYING
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Texas 
•RGV 
•Houston 
•Dallas/Ft.Worth 
•San Antonio 

•Austin 

•Laredo 
Midwest 
•OK

MEDIA PLANNING AND BUYING

Geographic
Targets.
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MEDIA PLANNING AND BUYING

Age  
A 54-75 
The Comfort Driven Baby Boomer
Priority 
Medium
Baby Boomer: 44% 
Female/Male: 51%/49% 
HHI  
$80K- $100k
Primary 
Millennials, Gen X , Couples 
Niche  
Beach Goers, Nature Lovers, Fishing, Dining  
Motivation/Interests: 
Familiarity, Outdoor Activities, Multigenerational Travel, 
Budget, Planning, Relaxation, and Entertainment Value. 

Fall 2023 Shoulder.

Target 
Audiences.

MEDIA PLANNING AND BUYING
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Texas 
•RGV 
•Houston 
•Dallas/Ft.Worth 
•San Antonio 

•Austin 

•Laredo 
OK

MEDIA PLANNING AND BUYING

Geographic
Targets.
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MEDIA PLANNING AND BUYING

Age  
A 62+ 
The Winter Texan
Priority 
High
Baby Boomer: 54% 
White: 87% 
Female/Male: 53%/47% 
HHI  
$80K- $100k 
Niche  
Beach Goers, Nature Lovers, Fishing, Dining  
Motivation/Interests: 
Warm Weather, Budget Friendly, Multigenerational Travel, 
Familiarity, Outdoor Activities, Isla Blanca Park, Entertainment 
District, Clayton’s Bar & Grill, Bay Fishing, Port Isabel 
Lighthouse Square, and The Jetties.  

Winter 2023/24.

Target 
Audiences.

MEDIA PLANNING AND BUYING
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Midwest (Primary) 
•WI 
•IL 
•IA 
•CO 
•MI 
Canada (Secondary) 
•Toronto 
•Montreal 
•Calgary 
•Vancouver

MEDIA PLANNING AND BUYING

Geographic
Targets.
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MEDIA PLANNING

Media Approach: Fall 2023

13% 33%14%40%

Direct To 
Publisher 

Digital

Expedia
VRBO
Travelocity
Hotels.com

OTT/CTV
Stream. Radio
Pre-Roll Video
Digital Display
Native
Digital Billboards
Travel Texas Digital

Fishing
Outdoors
Birding
Metro Titles
Canada

Facebook
Instagram
TikTok*
Snapchat*
Google
Bing

Paid Social/ 
SEM

Lifestyle/ 
Niche Print

Publisher 
Direct Digital

360° 
Programmatic

* Entertainment Driven Millennial
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MEDIA PLANNING

Media Approach: Fall 2023

Awareness/
Consideration

Conversion/
Awareness

Cost efficient 360 
digital 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

360° 
Programmatic

Paid Social/ 
SEM

Lifestyle/ 
Niche Print

Publisher 
Direct Digital
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MEDIA PLANNING

Media Allocation: Fall 2023
• $235,812 investment 

• Nov: 40% 
• Dec: 32% 
• Jan: 28%

Canada
9%

Fishing
2%

Birding
1%

Outdoors
2%

SEM
13%

Social
30%

OTT
11%

Consumer Digital
24%

Consumer Print
7%

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

Media Allocation: Fall 2023
Oct Nov Dec Jan Feb March April May June July Aug Sept

Consumer Print

Niche Print

Outdoor Billboards

Canada

SEM

Outdoors

Paid Social

Expedia

360 Digital (Display/Video/Native/OTT)
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FAMILY
SPRING GETAWAY
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MEDIA PLANNING AND BUYING
Age  
A 36-44 w/children 
Primary: Urban Traveling Family
Priority 
High
Avg Age: 26 - 41 
Millennial: 29% 
White: 43% 
Hispanic: 33% 
Female/Male: 50%/50% 
Secondary: Road Tripping Family
Avg Age: 26 - 41 
Millennial: 29% 
White: 43% 
Hispanic: 90% 
Female/Male: 51%/49% 
HHI  
$75K+
Reasons To Come: 
Beach Goers, Nature Lovers, Fishing, Dining, Romantic Getaways, Events 

Motivation/Interests: 
Family Friendly, Nature, Sight Seeing, Cultural Attractions, Entertainment District, Pearl 
South Padre Resort, Clayton’s Bar & Grill, Isla Grand Beach Resort, and Isla Blanca Park.  Family Spring 2023 

Getaway

Target 
Audiences.

MEDIA PLANNING AND BUYING
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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: FSG 2024

OTT/CTV
Stream. Radio
Pre-Roll Video
Digital Display
Native
Digital Billboards

Facebook
TikTok
Snapchat
Google
Bing

360° 
Programmatic

Paid Social/ 
SEM

54%46%

50



MEDIA PLANNING

Media Approach: FSG 2024

Conversion/
Awareness

Cost efficient 360 
digital approach that 

allows reach into larger 
regional footprint.

Geo-fence efforts to 
areas/suburbs that 

match persona data.

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.

360° 
Programmatic

Paid Social/ 
SEM
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MEDIA PLANNING

Media Allocation: FSG 2024
• $200,000 investment 

• Oct: 6.5% 
• Nov: 19.5% 
• Dec: 27.3% 
• Jan: 27.3% 
• Feb: 16.6% 
• Mar: 2.9%

Video
16%

Digital Display
17%

SEM
22%

Social
29%

OTT
16%

OTT
Social
SEM
Digital Display
Video
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MEDIA PLANNING

Media Allocation: FSG 2024
Oct Nov Dec Jan Feb March April May June July Aug Sept

Family OTT

Family Paid Social

Family SEM

Family Digital Display

Family Pre-Roll Video
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COLLEGE
SPRING BREAK
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MEDIA PLANNING AND BUYING

Priority 
High

Age  
A 18-25 

The College Spring Breakers

Gen Z: 52% 

White: 56% 

Female/Male: 46%/54% 

HHI  
< $25k 

Niche  
Beach Goers, Entertainment, Action Water Sports 

Motivation/Interests: 

Budget, Events, Night Life, Spring Break Atmosphere, Academic 
Calendar Entertainment District, Isla Blanca Park, Port Isabel Lighthouse 
Square, Beach Park Waterpark, South Padre Island Convention Center.  

Spring Break 2024

MEDIA PLANNING AND BUYING

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

•Austin 

•Laredo 
•Corpus Christi 
Midwest 
•OK, KS, NE, IN, MN, MO, CO, AR, NM, 

IL, WI, ND, SD, MI

•Arlington 
•Lubbock 
•Abilene

MEDIA PLANNING AND BUYING

Geographic
Targets.
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MEDIA PLANNING

Media Approach: CSB 2024

OTT/CTV
YouTube
Digital Display
Native

Snapchat
TikTok
Spring Break 
Influencer
Facebook*
Instagram*
Google
Bing

• Geo-college campus

360° 
Programmatic

Paid Social/ 
SEM

20% 80%
* Allocate 5% of paid social $’s to FB/IG to 
maintain presence (reach parents)
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MEDIA PLANNING

Media Approach: CSB 2024

Conversion/
Awareness

Strategically placed 
messaging to drive 

interest and site traffic. 
Promote special 
events, seasonal 

promotions, lodging 
specials.

Awareness/
Conversion

Drive interest and site 
traffic. Promote special 

events, promotions, lodging 
specials.

Reach while they are 
searching for options. 
Competitive key word 

bidding on top 3 
placements.

360° 
Programmatic

Paid Social/ 
SEM
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MEDIA PLANNING

Media Allocation: FY 2024
Oct Nov Dec Jan Feb March April May June July Aug Sept

College Paid Social

College SEM

• All target states/markets except 
TX/OK

• All target states/markets
• TX/OK (Jan/Feb only)

College Digital Display

College OTT/Video
Spring Break Influencer
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MEDIA PLANNING

Media Allocation: CSB 2024
• $200,000 investment 

• Oct: 28% 
• Nov: 28% 
• Dec: 24% 
• Jan: 7% 
• Feb: 7% 
• Mar: 6%

Social Influencer
5%

OTT/Video
10%

Digital Display
10%

SEM
11%

Social
64%

Social
SEM
Digital Display
OTT/Video
Social Influencer
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EVERGREEN
Q2/3/4
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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 2024.
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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 2024.

Target 
Audiences.

MEDIA PLANNING AND BUYING
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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: Q2/3/4 2024
Direct To 
Publisher 

Digital

Expedia
VRBO
Travelocity
Hotels.com

OTT/CTV
Stream. Radio
Pre-Roll Video
Native
Digital Billboards
Travel Texas Digital

Fishing
Outdoors
Birding
Metro Titles
Canada

Facebook
Instagram
TikTok
Snapchat
Google
Bing

360° 
Programmatic 

  
Paid Social/ 

SEM
Lifestyle/ 

Niche Print
Publisher 

Direct Digital
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MEDIA PLANNING

Media Approach: Q2/3/4 2024

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

Paid Social/ 
SEM

Lifestyle/ 
Niche Print

Publisher 
Direct Digital

360° 
Programmatic 
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MEDIA PLANNING

Media Allocation: Q2/3/4 2024
1

2

3

4

6

9

7

8

5
LIVING BIRD birding
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MEDIA PLANNING

Media Allocation: Q2/3/4 2024
• $540,690 Annual Brand Investment

OTT/CTV
12%

Billboards
12%

Outdoors Print/Digital
3%

Fishing Print/Digital
3%

Birding Print/Digital
2%

Canada Print/Digital
1%

SEM
16%

Social
23%

Digital
27%

Consumer Print
1%

Consumer Print
Digital
Social
SEM
Canada Print/Digital
Birding Print/Digital
Fishing Print/Digital
Outdoors Print/Digital
Billboards
OTT/CTV
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MEDIA PLANNING

Media Allocation: Q2/3/4 2024
Oct Nov Dec Jan Feb March April May June July Aug Sept

Consumer Print

Niche Print

360 Digital (Display/Video/Native/OTT)

Canada

SEM

Paid Social
Outdoor Billboards
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MEDIA PLANNING

Media Allocation: FY 2024 Overall
• $1,250,000 Overall Investment

Family SG
17%

College SB
17%

OTT/CTV
8%

Billboards
8%

Outdoors
2%

Fishing
2%

Birding
1%

Canada
2%

SEM
10%

Digital
17%

Consumer Print
1%

Consumer Print
Digital
Social
SEM
Canada
Birding
Fishing
Outdoors
Billboards
OTT/CTV
College SB
Family SG
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Thank You. Let’s Discuss.

38
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2023/2024
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 
๏ Oct - 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  
๏ Oct-Dec 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. 
- Programmatic Native ads that are less intrusive and blend in with surrounding content leading to higher user engagement 
๏ Target focus: Urban Power Couple (for Spring) and Urban Traveling/Road Tripping Families (for Summer) 
๏ Always-on exposure (Oct - Sept) 

- Interactive Display / Rich Media ads 
๏ Offers unique experience for users to interact with custom display ads, leading to higher user engagement to the site 
๏ Target focus: Urban Power Couple (late Spring push) and Urban Traveling Families (early Summer push) 
๏ Always-on activation (Oct-Sept) 

- OTT/CTV on Hulu 
๏ Targeting across the Hulu network, travel channels, Peacock, Paramount+, and more 
‣ OTT/CTV combines the power of traditional TV with the precision and targeting capabilities of digital advertising.   
‣ Layer on behavioral targeting to reach the right people at the right time, enhancing campaign effectiveness 

๏ Target focus: Urban Power Couple (late Spring push) and Urban Traveling Families (early Summer push) 
๏ Always-on activation (Oct-Sept)
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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. 
- Programmatic Video targeting those intending to travel, vacationers, travel/tourism, Family Friendly activities to drive 

awareness  
๏ Target focus: Urban Power Couple (for Spring) and Urban Traveling/Road Tripping Families (for Summer) 
๏ Always-on exposure (Oct - Sept) 

- YouTube Video  
๏ 2nd largest search engine and the most popular video-sharing social media platform.    
๏ Large scale to allow us to reach our audience frequently and at different points of their journey 
๏ Target focus: Urban Power Couple (for Spring) and Urban Traveling/Road Tripping Families (for Summer) 
๏ Always-on exposure (Oct - Sept) 

- Spotify Streaming Radio 
๏ Ads are seamlessly integrated into the listening experience, making them less intrusive compared to other ad formats 
๏ Target focus: Urban Power Couple (late Spring push) and Urban Traveling Families (early Summer push) 
๏ Always-on activation (Oct-Sept)
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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. 
- Incorporate Google Display & Retargeting to drive awareness amongst users in key markets that are in the dreaming, 

planning and converting stages of travel intent to South Texas  
๏ Target users based off visitation patterns and create custom audiences  
‣ Utilize these custom audiences to retarget, allowing us to reengage with our audience and send them new ads to tell the story 

of South Padre Island 
๏ 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) 
๏ Always-on exposure (Oct - Sept) 

- 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) 
๏ April - June activation
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MEDIA PLANNING

Digital Activation
• Incorporate Digital Out-of-Home to reach potential visitors via a strategically placed digital billboards 

- Activate programmatic digital out-of-home to drive awareness  
๏ Programmatic DOOH technology allows us to leverage geospatial analysis to better understand how our audience moves 

throughout the day and reach them at multiple touchpoints 
‣ Billboards, gas stations, grocery stores etc.  

๏ Allows us to easily change creative or messaging  
๏ Target focus: Urban Power Couple (late Spring push) and Urban Traveling Families (early Summer push) 
๏ Always-on activation (Oct-Sept)
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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: 
๏ Always-on (Oct-Sept)

80



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 - all aligning with PDL personas 
2023-2024 

๏ 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: 
‣ General Evergreen Awareness 

- KPI’s 
๏ CTR: Click Through Rate 
๏ CPC: Cost Per Click 
๏ Reach 
๏ Impressions
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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 
๏ 2x Spring Issue/Summer Issue 1/2 page 

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

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

- Birding 
๏ 3x - 12 page (Travel Guide/Travel Directory/Migration Guide) 

• Outdoors 
- Texas Parks & Wildlife 

๏ 3x FP + 2x e-newsletter banners 

- Texas State Park Guide 
๏ 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 
‣ 2x Full Page 4C (Nov - April - USA Section) 

๏ Explore Magazine 
‣ 2x Full Page 4C (Dec-May USA Section) 
‣ eNewsletter banners, Social Posts, Digital Banners 

๏ Horizon Travel & Lifestyle Magazine 
‣ 2x Full Page 4C (Oct - Feb USA Section) 
‣ SPI to run an image on the Front Cover in the Oct/Nov issue. SPI will also have 2nd Cover position + 600 word article with 

images in the issue.  
‣ February issue will run Page 4/c + another 600 Word Advertorial (No Front Cover)  
‣ 88 :30 second spots running on the Media Tower Screens (5 in total) in Dundas Square - Can run anytime thru January
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MEDIA PLANNING

Media 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 Viant Display Awareness CTR CTR 0.07%
Based on Industry Standard/
Agency Historical

Programma5c Nexxen Video Awareness Awareness VCR (Video Comple5on Rate) 60%-70%
Based on Industry Standard/
Agency Historical

Programma5c Spo5fy Audio Awareness Site Traffic CTR 0.07%
Based on Industry Standard/
Agency Historical

Programma5c Hulu 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/Simplifi Na5ve Awareness Site Traffic CTR, CPC 0.10%, $0.84 Based on Industry Standard/
Agency Historical

Paid Search Google/Bing SEM Awareness Site Traffic CTR, CPC 4.68% CTR, $1.53 CPC Based on Industry Standard/
Agency Historical

Paid Social Meta, TikTok, Snapchat, IG Video, Images Awareness Site Traffic CPC, CTR, Link Clicks $0.65-$0.98 CPC, 2-3% CTR Based on Industry Standard/
Agency Historical
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MEDIA PLANNING

Media Allocation: FY 2024
Oct Nov Dec Jan Feb March April May June July Aug Sept

Consumer Print

Niche Print

360 Digital (Display/Video/Native/OTT)

Canada

SEM

Paid Social
Outdoor Billboards
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Item No. 5.2

CITY OF SOUTH PADRE ISLAND
CONVENTION AND VISITORS ADVISORY BOARD

AGENDA REQUEST FORM

MEETING DATE: July 26, 2023

NAME & TITLE: Ema Jaramillo, Management Assistant

DEPARTMENT: Convention and Visitors Bureau 

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

ITEM BACKGROUND
The Convention & Visitors Bureau will provide an update for June. 

BUDGET/FINANCIAL SUMMARY
N/A

COMPREHENSIVE PLAN GOAL
N/A

LEGAL REVIEW
Sent to Legal:  
Approved by Legal:  

RECOMMENDATIONS/COMMENTS:
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June 2023

CVB Monthly Report
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Sales
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Employee Spotlight

Mayra Nunez, Convention Services
Manager achieves designation of
Certified Texas Destination Marketer
with the Texas Association of
Convention and Visitors Bureau,
earning the post-nominals of TDM.
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June Sales Team Results

Total Sales Leads:  54

Room Nights Booked:  2,598

Actualized Rooms:  2,664

Convention Center Rental:
$257,869 exceeding budget of 
$200,000

Catering Commissions:
$23,848 exceeding budget of 
$15,000

Proactive Sales Activities

Deployment
Prospecting
Sales Calls - Brownsville, Linked In
Meeting Planner Events/Networking
MPI Hill Country Chapter
TSAE
RGV Hispanic Chamber
Community Events/Awareness
Margaritaville Ribbon Cutting
Hydration Day
CTA Certification
Relationships
Holiday Inn, Courtyard, La Copa, HGI, 
Margaritaville, Hilton, El Delfin, Lighthouse
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Marketing & Communications
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ORGANIC SOCIAL MEDIA
OVERVIEW
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Facebook Top Posts June
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Facebook Video Performance June
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Instagram Audience Growth June
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Instagram Top Posts June 
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TikTok Top Posts June

99



TikTok Audience Growth
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Cision Report June 2023

Share of Voice

$5.4M
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.

643,703
Verified Views

A globally consistent baseline metric 
for 

measuring the verified views that 
publications had
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Cision Report June 2023
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June PR Efforts 

● Interviews: 4
● Press Releases: 4
● Total Number of Top Publications:85
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In-House Creative
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Print/Digital Eng. and Sp. 

106



La Plaza Mall Activation

● Featured local island artists
● Engaged with over 2,000 people
● Over 500 leads were generated 
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Monterrey Activation

● Collateral materials distributed
● Engaged with families from the 

Monterrey area
● Leads generated
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CTA Class

● June 6 Class
○ 14 New Certified Tourism Advisors 

● June 14 Class
○ Lifeguard Academy  
○ 8 New Certified Tourism Advisors

● 182 Total SPI-Certified Tourism Advisors

SPI-CTA Upcoming class:

● Class for Tuesday, August 15
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QUESTIONS?
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Item No. 5.3

CITY OF SOUTH PADRE ISLAND
CONVENTION AND VISITORS ADVISORY BOARD

AGENDA REQUEST FORM

MEETING DATE: July 26, 2023

NAME & TITLE: Ema Jaramillo, Management Assistant

DEPARTMENT: Convention and Visitors Bureau 

ITEM
Discussion and possible action to approve the funding request for United States Lifesaving Association Licensing Fee
for August 2024. (Brown)

ITEM BACKGROUND
The licensing fee for USLA is $25,000. Special Events Committee approved 25,000

BUDGET/FINANCIAL SUMMARY
Amount has been budgeted. 02-593-8099

COMPREHENSIVE PLAN GOAL
Island Way 2022

LEGAL REVIEW
Sent to Legal:  
Approved by Legal:  

RECOMMENDATIONS/COMMENTS:
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Item No. 5.4

CITY OF SOUTH PADRE ISLAND
CONVENTION AND VISITORS ADVISORY BOARD

AGENDA REQUEST FORM

MEETING DATE: July 26, 2023

NAME & TITLE: Ema Jaramillo, Management Assistant

DEPARTMENT: Convention and Visitors Bureau 

ITEM
Discussion and possible action to approve the funding request for United States Lifesaving Association National
Lifeguard Championship in August 2024. (Brown)

ITEM BACKGROUND
USLA is requesting up to $65,000 for their event. Special Events Committee approved up to $65,000. 

BUDGET/FINANCIAL SUMMARY
Amount has been budgeted. 02-593-8099

COMPREHENSIVE PLAN GOAL
Island Way 2022

LEGAL REVIEW
Sent to Legal:  
Approved by Legal:  

RECOMMENDATIONS/COMMENTS:
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Item No. 5.5

CITY OF SOUTH PADRE ISLAND
CONVENTION AND VISITORS ADVISORY BOARD

AGENDA REQUEST FORM

MEETING DATE: July 26, 2023

NAME & TITLE: Ema Jaramillo, Management Assistant

DEPARTMENT: Convention and Visitors Bureau 

ITEM
Discussion and possible action to approve the funding request for the South Padre Island Chrome in the Sand Festival in
October 2023. (Moore)

ITEM BACKGROUND
The SPI CVB identified a need for events during the fall season to increase tourism in the offseason. Chrome in the
Sand is requesting up to $25,000 in marketing funds. Special Events Committee approved up to $25,000. 

BUDGET/FINANCIAL SUMMARY
Amount has been budgeted. 02-593-8099

COMPREHENSIVE PLAN GOAL
Island Way 2022

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: July 26, 2023

NAME & TITLE: Ema Jaramillo, Management Assistant

DEPARTMENT: Convention and Visitors Bureau 

ITEM
Discussion and possible action to approve the funding request for the South Padre Island Craft Beer and Wings Festival
in November 2023. (Moore)

ITEM BACKGROUND
SPI Craft Beer and Wings Festival is requesting up to $25,000 in marketing funds for their event. SEC approved up to
$25,000. 

BUDGET/FINANCIAL SUMMARY
Amount has been budgeted. 02-593-8099

COMPREHENSIVE PLAN GOAL
Island Way 2022

LEGAL REVIEW
Sent to Legal:  
Approved by Legal:  

RECOMMENDATIONS/COMMENTS:
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Item No. 5.7

CITY OF SOUTH PADRE ISLAND
CONVENTION AND VISITORS ADVISORY BOARD

AGENDA REQUEST FORM

MEETING DATE: July 26, 2023

NAME & TITLE: Ema Jaramillo, Management Assistant

DEPARTMENT: Convention and Visitors Bureau 

ITEM
Discussion and possible action regarding Spring Break 2024 marketing. (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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Item No. 5.8

CITY OF SOUTH PADRE ISLAND
CONVENTION AND VISITORS ADVISORY BOARD

AGENDA REQUEST FORM

MEETING DATE: July 26, 2023

NAME & TITLE: Ema Jaramillo, Management Assistant

DEPARTMENT: Convention and Visitors Bureau 

ITEM
Discussion and possible action regarding Spring Break 2024 events. (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. 5.9

CITY OF SOUTH PADRE ISLAND
CONVENTION AND VISITORS ADVISORY BOARD

AGENDA REQUEST FORM

MEETING DATE: July 26, 2023

NAME & TITLE: Ema Jaramillo, Management Assistant

DEPARTMENT: Convention and Visitors Bureau 

ITEM
Discussion and possible action to move Convention and Visitors Advisory Board meetings to a different date. (Till)

ITEM BACKGROUND
The CVA board requested a poll to be conducted to see what other dates could work for the board to meet. 

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. 5.10

CITY OF SOUTH PADRE ISLAND
CONVENTION AND VISITORS ADVISORY BOARD

AGENDA REQUEST FORM

MEETING DATE: July 26, 2023

NAME & TITLE: Ema Jaramillo, Management Assistant

DEPARTMENT: Convention and Visitors Bureau 

ITEM
Discussion and action concerning the new meeting date for August 2023. (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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