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High Impact Targeting
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Integrated Multimedia Campaign

- Leisure
a)Television
b)E-Blasts
c)Online sites
d)Newspaper
e)Direct mail
f)Promotions
g)Public Relations
h)Sales Efforts
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•Consolidate: Geographic/Timing

-HIT Campaign of 3 day spikes
-Run for 2 weeks (NY & Chicago)
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•Saturate: Reach and frequency

-Reach 100% of the prospects in 
targeted markets
-Reach the prospects via multi media 
-Reach prospects a minimum of 
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• Generate: Inquiry and bookings

- Inquiry:
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Guerilla Marketing:

• Trade Show Advertising: 3-day 
blitz
- TV
- E-blasts
- Print
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Guerilla Marketing:Guerilla Marketing:
-Collier County Online
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Guerilla Marketing:Guerilla Marketing:

• Wraps/Inserts: 
- Four color, full page wraps of 

magazines
a)Meeting planner trade
b)Niche wraps: Echo, spa, 

luxury, etc.
- Inserts: Four page newsletter 

format
a)Meeting Planner Trade pubs
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Guerilla Marketing:Guerilla Marketing:
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pubs, niche pubs, online
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Guerilla Marketing:Guerilla Marketing:

•Niche Marketing: 
•Hispanic message in Spanish and 
reflects Hispanic lifestyle
•Test SW Florida Feeder Markets
•Media: TV, online, E-blast
•Collateral: Spanish speaking 
brochures
•Website
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•Winter Campaign - Northern markets
•Geographic: New York, Chicago, MW and NE 
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first cold snap
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•E-blast
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Chosen ApproachChosen Approach

• Not only claim to be Florida’s Last Paradise, but 

carefully define it.

• Highlight unique experiences destination offers.

• Moments that become memories.

• Not only claim to be Florida’s Last Paradise, but 

carefully define it.

• Highlight unique experiences destination offers.

• Moments that become memories.

January 16, 2007
Plan Review for 2007 - V

23 of 40



2007 Message Direction2007 Message Direction

January 16, 2007
Plan Review for 2007 - V

24 of 40



January 16, 2007
Plan Review for 2007 - V

25 of 40



January 16, 2007
Plan Review for 2007 - V

26 of 40



January 16, 2007
Plan Review for 2007 - V

27 of 40



January 16, 2007
Plan Review for 2007 - V

28 of 40



January 16, 2007
Plan Review for 2007 - V

29 of 40



January 16, 2007
Plan Review for 2007 - V

30 of 40



Research HighlightsResearch Highlights

January 16, 2007
Plan Review for 2007 - V

31 of 40



January 16, 2007
Plan Review for 2007 - V

32 of 40



January 16, 2007
Plan Review for 2007 - V

33 of 40



January 16, 2007
Plan Review for 2007 - V

34 of 40



2007 Message Direction2007 Message Direction

January 16, 2007
Plan Review for 2007 - V

35 of 40



2007 Message Direction2007 Message Direction

January 16, 2007
Plan Review for 2007 - V

36 of 40



2007 Message Direction2007 Message Direction

QuickTime™ and a
H.264 decompressor

are needed to see this picture.

QuickTime™ and a
H.264 decompressor

are needed to see this picture.

January 16, 2007
Plan Review for 2007 - V

37 of 40



2007 Message Direction2007 Message Direction

QuickTime™ and a
H.264 decompressor

are needed to see this picture.

QuickTime™ and a
H.264 decompressor

are needed to see this picture.

January 16, 2007
Plan Review for 2007 - V

38 of 40



2007 Message Direction2007 Message Direction

January 16, 2007
Plan Review for 2007 - V

39 of 40



January 16, 2007
Plan Review for 2007 - V

40 of 40


	2006-2007Marketing Plan 
	Message Strategies

