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Strategic Objective # 6

> larget Promotional Messages to
the Audiences with the Highest
ROI Probability



Target Audiences

> Consumer Leisure- Domestic & Intl.
o Bridal
o FiShing
o« Eco-Nature
o Arts & Culture
o Golf
o SENION
o Shopping
o lravel Agent- Tour Operator
o SPOIrts



Target Audiences

> Group Business- Domestic
o Corporate

o ASSociation
o SMERF



Most Popular Activities
September 2007

> Beaches 68.5%
> Relaxing 46.8 %
> Dining Out 44.0 %
> Shopping 30.3 %
> Bars/Nightlife 16.8 %
> Poo] 15.7 %
> Golf 15.2 %

> SWimming 14.5%
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What We Are Deing

> Interviews with visitors — intercepts and
panels

> Targeted messages to special interest
groups of potential visitors

> Validate top experiences In fecus groups

> Choose media that speaks to our
targeted customers

> Watching our competitive set of
destinations



How Have \We Done?

> Visitation In Spring, Summer 2007
o -.8 through September with 2006

> Roem Nights -1.3%
> Average Daily Rate + 8%
> Tourism Spending +6.1%



The Next Step

> Discussion by TDC Members
» Comments, Suggestions, Changes
o Direction to Staff
o Report Back at Future Meeting



Discussion & Questions

Everglades
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