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D E S T I N  -  F O R T  W A L T O N  B E A C H ,  F L O R I D A



10.3%



different course  
different destination



OperationSantaBoat.com

DELIVERING CHRISTMAS TO THE VICTIMS OF HURRICANE MICHAEL



the business of tourism
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Increase Tourist Development Tax revenue in Prime 

season (Sep-May)

Increase visitor spending year-round

Develop a model to measure job growth, trip value, 

and tourism’s economic impact

Develop a research-based dashboard to analyze 

ongoing local sentiment and incremental return on 

tourism marketing investment

Implement concerted destination stewardship efforts 

within the community

goals & 
objectives



$20.3M budget

FY 2019  
Operating  

Budget

Beaches
$3,900,000

Promotional
$10,900,000

Public Safety
$2,200,000

ECCC
$3,000,000Welcome Centers

$310,000



welcome centers
2 0 1 9  R E V I E W



As an effort of the Northwest Florida 
Beaches regional brand, Okaloosa County 
is now contributing to the operation of 
US 231 Welcome Center

17,764 visitors in our Welcome Center

Planning for renovations to Okaloosa 

Island Visitor Center in 2020

welcome 
centers
&  V I S I T O R  S TAT S

2017

2018

2019

0 5500 11000 16500 22000

Visitors

O K A L O O S A  I S L A N D  
welcome center visitors



emerald coast 
convention center

2 0 1 9  R E V I E W



116 total meetings

165.5 event days

$950,778 in ECCC revenue

136.25 projected event days in 2020

$827,841.40 projected ECCC  
revenue in 2020
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ECCC
U P D AT E

31 team members6



natural resources
2 0 1 9  R E V I E W



644 individual reef structures

67 privately funded artificial reefs

fish aggregating buoy network

‘sea turtle friendly’ lighting

underwater military tribute
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5

Deployed to create 4 snorkel reefs and 110 distinct 

nearshore fishing and diving reefs.

Deployed in 2019.

Will be deployed 60-80 miles offshore in early 2020.

Retrofitted lights across numerous Okaloosa County 

properties. 

Developed plan to acquire military hardware to deploy 

as an underwater military tribute.

natural 
resources
U P D AT E

beach cleanups6 Partnered with local organizations and stakeholders to 

conduct two beach cleanups. More than 1000 

participants. Over 500lbs of trash were collected (more 

than 5,000 cigarette butts)!



2019 emerald coast open
Inaugural year. 19,167 Lionfish were removed. 

restaurant week
Destination’s inaugural restaurant week. 



2020 emerald coast open

M AY  1 4 - 1 7 ,  2 0 2 0



local events
2 0 1 9  M A R K E T I N G



Welcome Centers

Visitor Guide & Website

Co-Ops 

PR & Newsletters

Sweeps & Promos
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Collateral/video presences

Digital & print listings

Paid print & digital ad placements

Social media pushes and newsletter features

Web sweepstakes

partner 
program
2 0 1 9

Shared Assets & Training6 Photography, b-roll, and research



partners



partner program
P A R T N E R  C O V E R A G E



partner program
C O V E R A G E  &  T R A I N I N G



media event
V I S I T  F L O R I D A  



T E S T  K I T C H E N  E V E N T

southern living



T E S T  K I T C H E N  E V E N T

southern living



nyc media event
2 0 1 9  P A R T N E R  E V E N T



2020  
nyc event
P A R T N E R  E V E N T

Our 2020 partner event will take 

place in April and is at the 

Mercantile in New York City. The 

Mercantile is a blank space to 

showcase our destination and our 

partner installations. 



paid media
2 0 1 9  R E V I E W



paid media

4.5 million 
spent 

466 million 
impression 
delivery



super bowl flyover
AT L A N TA ,  G E O R G I A



in studio appearance
Chicago, Illinois

in studio appearance
Nashville, Tennessee



flager award
A B C  C A M P A I G N



owned media
2 0 1 9  R E V I E W



website
2 0 1 9  R E - D E S I G N



emeraldcoastfl.com 

destinfwb.com

website
N E W  U R L



visitor’s guide
2 0 1 9  D E S I G N



adrian award
G O L D  A W A R D  W I N N E R



2020 visitor’s guide
C O V E R  D E S I G N



earned media
2 0 1 9  R E V I E W



11fams & 
press trips

9media 
placements



shared media
2 0 1 9  R E V I E W



O P T I M I Z I N G  
E X I S T I N G  
C O N T E N T

S E E D I N G  N E W  
B R A N D

L A U N C H  N E W  
B R A N D

social media
T R A N S I T I O N

JUNE - SEPTEMBER OCTOBER - DECEMBER JANUARY & BEYOND



previous brand strategy current brand strategy



39 live  
videos

23 partner  
live videos



thank you, partners.
W E  C O U L D N ’ T  D O  I T  W I T H O U T  Y O U



what’s good for the local  
is good for the visitor.



insights



discovery



emerald coast
I S  T H E  R E G I O N

67% are aware of the Emerald Coast and can generally put it on a map. The region has 

done a great job at branding the area.



62% chose “open beach” 55% chose “parasail”
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fun

relaxing

beach

beautiful

sunny

describe
I N  T H R E E  W O R D S



residents
D E S C R I B E  T H E  R E G I O N

Destin, FWB, and Okaloosa Island are all described similarly by locals.







FY 2017 Month-By-Month 
TDT Collections vs. Occupancy
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FY 2018 Month-By-Month 
TDT Collections vs. Occupancy
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FY 2019 Month-By-Month 
TDT Collections vs. Occupancy
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time to  
differentiate.

56% haven’t visited region

43% have no plans to come

24% actually visited







”“I wasn’t a team sport kid – was always the 
last to get picked. But I could climb. I could 
run. When I did that, I never had the feeling  
I couldn’t do something.



”“mimic 
controlled 
freedom
A safe separation from parents 



remove fear



millennial myths



only one side of the millennial



46%

414

63%

9%

60%

of our total 900N sample

participants

HHI of $75,000-$125,000

over $200,000

have at least one child ages 3-10 

HHI of $125,000+

have at least one child under the age of 3

37%

32%

millennials
I N  S U R V E Y



millennial truth



over 50% of children 
spend less time outdoors 

than prison inmates



believe in getting outside

joy, nature, imagination

place of initiation
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4

intersection 

kids are the catalyst



our promise:  
we get kids outside on the water 

to give their adventurous side 
room to grow



There are summits that can only be reached at sea level.

DestinFWB.com



You can’t stand on the sidelines in a place where there are none.

DestinFWB.com



You can’t stand on the sidelines in a place where there are none. You can’t stand on the sidelines in a place where there are none.

Some achievements never end up on a report card.

DestinFWB.com



Let your kids be their own action figures.

DestinFWB.com



Enroll your kids in disorganized sports.

DestinFWB.com



G&G Kids



Enroll your kids in disorganized sports.

DestinFWB.com

Sydney Leroux and Parents Magazine



$0 $18M

Total Spend

Atlanta

Chicago
NashvilleSt. Louis

Indianapolis

Minneapolis









A F T E RB E F O R E







destination stewardship 



mission
Make time spent here, 
whether visiting, living or 
working, more valuable to all. 



Destination Promotion

Product Development

Community Outreach  
and Engagement

Placemaking

1

2

3

4

program 
components  




