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Today's Agenda

Who We Are
How the GMCVB's divisions support destination storytelling
» Advertising
« Arts & Culture
« Content
* Digital

What's Next
e Qur Personas

« Customer Journey Mapping: Attract > Engage > Convert

Let's Get to Work

Persona Experience Planning Breakouts
« Each table to brainstorm Customer Journeys for one persona
« Share ideas with group



WHO WE ARE
e

T - d .
. - -
é.., e

" = . N \




Engagement Through Storytelling

? 0 o

Of
i
|

)

Arts & Culture Digital



GREATER MIAMI
B CONVENTION &
TN IVINVENVINVE: Yl \VISITORS BUREAU

Advertising
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MEETINGS & CONVENTIONS
ANNUAL PLAN:
Relaunched campaign with
CVENT, SEM, and social
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Concert Series Launch
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MIAMI BEACH WELCOME:
Take Care of our City Campaign
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GMCVB x EXPEDIA
Downtown & Destination
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Arts & Culture

 WEBSITE ARTICLES
e EVENT LISTINGS
e PRINTED PUBLICATIONS

CONTENT
DEVELOPMENT

MUSEUMS,
ATTRACTIONS &
EXPERIENCES

* GROW MEMBER PARTNERS
 ENSURE BENEFITS ARE MAXIMIZED
* BUILD COLLABORATIONS

PARTNERSHIP
CULTIVATION

* CO-OP MARKETING PROGRAMS
* VISITOR AUDIENCE DEVELOPMENT
o STRATEGICINVESTMENTS

SUPPORT
GROWTH
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Content

e PHOTO & VIDEO
* PRINT & DIGITALADVERTISING
* GRAPHICS

CREATIVE
SERVICES

Content &
Creative
Services

MIAM  YEAR-ROUND DEDICATED MARKETING PROGRAMS
TEMPTATIONS
PROGRAMS e MIAMI SPICE & MIAMI SPA MONTHS

* OVER 800 ARTICLES
e CURATE AND MAINTAIN CONTENT
* WORK WITH LOCAL WRITERS

WEBSITE
ARTICLES
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Website Content

Top 150 Articles (organic traffic only) generated:

« Over 2 million pageviews in last 12 months
* QOver 145 million entrances to the website from search
« Over 7.5 million minutes of site visitors reading about our destination

GREATER MIAMI & MIAMI BEACHW

TOP MIAMI MUSEUMS TO VISIT ON YOUR COUPLES SPA TREATMENTS —
VACATION e ‘ ,
Lw 2,
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Digital Marketing

The Official Travel and Tourism Site of Greater Miomi & Miami Be

CELEBRATING PRIDE =

\X/ebsite 365 DAYS PER YEAR
» 8.8 million visitors, up 54% in last 12 months  VAS8C==4 ". u// 8 e
« 16.5 million minutes viewing content, up \W’ 5 L .:“ ‘_
from 7.2 million minutes W 1* g |
(\\ ’ _,
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Google Stories

« Launching soon with the potential to reach millions through
Google Discover

« Stories integrated into new website launching in December
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New Website Features

Expanded Amenities Including Accessibility Related Partners, Articles & What's Nearby

Dine + Drink

RESTAURANTS & BARS WITH LOCAL MIAMI FLAIR
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New Website Meeting Planner Features

Partner Meeting Space Details Customized Meeting Planner Sales Kit Web Pages

| o Drplore  PlacestoStay  EathDrisk  Events Deals O o

Explore  PlacestoStay Eat&Drink Events Deals Q

EvEBROWACCENT

Explore Things To Do

‘OPTIONAL SUBHEAD GOES HERE

(GET READY FOR AN AMAZING EVENT

WELCOME TO MIAMI i -
PFIZER PHARMACEUTICALS g

H4: Partner Name Goes

HOTEL

LOEWS MIAMI BEACH HOTEL s — [

Sindy Bohada

OVERVIEW DETAILS MEETINGS

1 T YR MESTINGS WEISTE

Miarmi

Recommendations

Loews Miami Beach Hotel

Downtown M
Brickell
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Riviera South Beach The Ritz-Carlton, South W South Beach

LOCATION DETAILS v

Distance from MBCC (miles): 0.5 Mies Distance from MIA (miles): 12.3 Miles [
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Personas

These Personas are representative descriptions of the people who travel for leisure,
based on drivers and motivations for travel. We conducted IDIs to better understand
the personas identified by GMCVB - especially for use in understanding motivations
and drivers for using GMCVB’s website, to plan and book travel to Greater Miami
and Miami Beach for leisure or business meetings.

W e defined personas by looking at key drivers and differentiators

« Motivations and Values
« Researchand Planning
« Challenges

o Influences

o Activities

« Resources
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W e discovered that the 8 target segments could be represented
within 5 personas that differentiated travelers

T E———

i

The Family
Traveler

The Indulgent
Traveler

The Meeting
Planner

The Explorer The Recharger
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Personas

The Explorer

Explorers want to discover and experience what the Greater Miami & Miami Beach areas
have to offer. Explorers seek to visit new places. They appreciate information on local
dining, non-touristy attractions, and authentic neighborhoods, where they can take a
glimpse into local people’s lives.

The Recharger

Rechargers want to take a break from their everyday lives and routines. They travel to relax.
Relaxing activities can span from enjoying spa amenities and being waited on, to taking hiking
excursions and enjoying nature.

The Family Traveler

Family travelers are looking to bond with family and create memories. They like meeting where
family appropriate activities and accommodations with amenities packages are available.
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Personas

The Indulgent Traveler

Indulgent travelers value the experience above all else. For many, traveling is their guilty
pleasure. They enjoy unique experiences and activities, such as traveling to eat at a
world-known restaurant, or stay at their dream hotel. Sometimes, the experience matters
more than the destination.

The Meeting Planner

attendees with an enjoyable environment. They organize annual regional meetings or
smaller team events like Awards and Recognition.

A

] '; Meeting Planners want to find a location that meets their needs that also provides their
|
-
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