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Letter from the Chair and CEO

RITA BARRETO

Chair of the Board

JORGE PESQUERA

President & CEO 

Dear friends and stakeholders, 

It’s been a year and a half of upheaval and disruption for the global tourism 

industry and The Palm Beaches have been no exception. Hence, this Destination 

Marketing Plan for fiscal year 2021-2022, marks a relative return to a new normal, 

to a time when market trends and traveler behavior were more predictable. The 

Discover The Palm Beaches (DTPB) team and board are fully committed to 

capitalizing on a more optimistic landscape to achieve the organization’s vision, 

mission, and strategic goals. As we write this letter, the U.S. Travel Association 

is predicting a full return of the domestic leisure market by 2022, with a longer 

recovery timeframe for business and meetings as well as international inbound 

markets in 2024. 

Strong hotel room rates that began late last year, continue to benefit our resorts 

and upscale properties bringing this year’s bed tax collections much higher than 

originally predicted. In a nutshell, things are looking up. 

The dramatic drop in demand in 2020 forced us to make difficult decisions 

relative to expense management and staffing – with massive reductions in overall 

expenditures: putting us on a solid fiscal path toward recovery. Meanwhile, the 

DTPB team shifted its approach from its traditional sales and marketing function 

to one of “trusted source of information” and communicator of health and safety 

actions and efforts to earn the confidence of our community, travelers and event 

planners. Countless town hall meetings and community events with experts in the 

health sector became the norm, while, simultaneously, conducting an in-depth 

soul-searching exercise about our brand and how to best inspire travel to our 

destination. 

Two major initiatives proved extremely successful: first, the Global Biorisk Advisory 

Council (GBAC) accreditation program – the gold standard in sanitation and 

cleaning processes was implemented on a destination wide basis (the first in 

Florida and one of the first in the nation) – sending travelers a clear message about 

The Palm Beaches commitment to the health and safety of visitors and residents. 

Second, The Palm Beaches Pledge, a simple, yet visually appealing campaign 

encouraging everyone to “mask, distance and sanitize” - was adopted by hun-

dreds of hospitality and business organizations; again, clearly communicating our 

destination’s commitment for the wellbeing of visitors and residents.
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A three phased Destination Recovery Plan was put in mo-

tion by midsummer 2020 starting with a strong push for 

locals to stay at hotels given the travel restrictions around 

the country. Progressively, the “Stay and Play Local” was 

expanded to “Free Nights” for the Florida drive market 

and finally, a massive campaign in fly markets between 

Thanksgiving and New Year’s capitalizing on CARES 

funds granted by the county. This carefully orchestrated 

approach resulted in strong leisure demand and a gradual 

improvement in occupancy that saved most of the 2021 

season.

In 2020, our Destination Development strategy paid off 

with the final report of the Convention Center District 

Expansion Study that was received and accepted by the 

TDC board in September. This 200-page report lays out 

in great detail the actions required to maximize the po-

tential of the Palm Beach County Convention Center with 

the development of a second headquarter hotel being at 

the very top of the priority list. We continue to advocate 

for the launch of a Tourism Master Plan initiative. This 

project, which has been in the works for several years, is 

critical to defining the roadmap and priorities to ensure 

the long-term success and resilience of the tourism 

industry. DTPB continues to offer its support to get this 

project underway. 

The important work that took place in the backdrop of the 

crisis included a comprehensive Brand Assessment, lead-

ing to a new brand positioning statement, brand promise 

and a truly inspiring leisure campaign: The Original – The 

One – The Only; The Palm Beaches. Grounded on the 

historical claim as America’s First Resort Destination®, the 

place that truly created tourism in the grand style during 

the gilded age; we have seen very positive results in 

brand awareness since its launch in February 2021.

It is noteworthy that in the midst of a second major 

surge in pandemic activity, the DTPB Board participated 

in a Strategic Plan “refresh” session aimed at updating 

our overall direction at the conclusion of the three-year 

timeframe since the last strategic plan retreat. Aimed at 

“refreshing” what was already considered a well-grounded 

plan (using the DestinationNEXT platform), the “new and 

improved plan” took full account of the critical importance 

of establishing an intentional mindset in which Equity, 

Diversity and Inclusion permeate the organization’s actions 

and thinking relative to governance, staffing, marketing, 

and community engagement, making The Palm Beaches 

a place where everyone feels welcome! This new strategic 

goal has been reaffirmed at the Art and Tourism Summit 

on Equity, Diversity and Inclusion in collaboration with the 

Cultural Council for Palm Beach County.

Moreover, the revamped Strategic Plan, coupled with the 

latest DestinationNEXT research findings, consolidated 

the importance of Community Engagement in the overall 

success of Destination Organizations, reigniting the need 

to establish the work of destination marketing and tourism 

development as a “shared community value”, earning that 

critical seat at the table during important conversations 

impacting the future of Palm Beach County.

Our thanks, as always, to our volunteer board of directors 

and community leaders for their unwavering support during 

the most challenging crisis in our history. Thanks to them, 

and to a highly talented team of professionals on staff, 

what appeared as our “darkest hour” might very well turn 

out to be our “finest hour”. 

Best wishes for a successful year.

Rita Barreto,  Jorge Pesquera, 

Chair of the Board  President &  CEO
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Strategic Plan refreShed

recovery and Beyond 

Strategic Plan Refreshed 
On March 9, 2020, a state of emergency was declared in Florida due to the COVID-19 pandemic. Historic downturns in 

business activity and travel occurred – with devastating impacts. Employment in travel and tourism decreased by 50% to 

the worst levels since the Great Depression of 1933. Hotels in Palm Beach County were ordered to only accept “essen-

tial lodgers” on March 25, 2020. This order was lifted on May 15th, 2020. During this time, Discover The Palm Beaches 

(DTPB) dramatically adjusted plans and resources to ensure organizational sustainability and adapted strategies to serve 

the needs of the community. Health and safety programs were instituted to secure the trust of the traveling public and 

residents. Sales and marketing recovery plans were also created to ensure a rebound in the travel and tourism industry. 

Over one year later, DTPB is still in the recovery stages. Vaccinations and pent-up demand over the Spring Break period 

in 2021 showed strong signs of recovery with room nights sold in March reaching 90% of 2019 levels. As Fall approach-

es, The Palm Beaches are entering uncharted territory poised with strong domestic leisure and tentative business travel 

demand. As vaccinations increase and capacity restrictions are removed, demand for in-person events will also surge 

giving The Palm Beaches a unique opportunity to capture new events. As of press time, concerns regarding the DELTA 

variant continue to affect the industry, particularly the business and meetings market.

2020 marked the end of the Discover The Palm Beaches 3-year strategic plan. In January of 2021, it was refreshed and 

leveraged the evolution of DestinationNext to OrganizationNext. 

In response to the COVID-19 pandemic, OrganizationNext was developed by Destinations International to establish long-

term resilience of destinations.

2  R E C O V E R Y

• 6-18 months

•  Rebuild visitor economy

•  Preserve viability of 

organization

3  R E S I L I E N C E

•  Longer-term strategic 

planning

•  Adapt to new normal

•  Reimagine organization

1 R E S P O N S E

• Pandemic response

• Financial crisis

• Community spirit

• Health & Safety

OrganizationNEXT DestinationNEXT

COVID-19 CRISIS/OPPORTUNITY
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Strategic Plan refreShed

1. COMMUNITY BUILDING 
How destination organizations support the efforts of their community and resident groups defines how they’re valued in their communities 

by locals and elected officials. The quality of engagement with government and economic development leadership will help drive destina-

tion performance and elevate quality of life now and in the future. 

2. CUSTOMER ENGAGEMENT 
Every destination organization is developing and sharing health and safety protocols, and they’re all gauging signals to reassess how, 

when and where to message leisure and business travelers. At the same time, organizations must also elevate their brand messaging to 

engage wary customers with diminished spending power. 

3. ORGANIZATION SUSTAINABILITY 
The next couple of years will see a rethinking of how and why destination organizations operate with a new emphasis on strategies rooted 

in public policy, while still focusing on driving overall growth. We’ll also see a shift in KPIs related to resident sentiment; visitor satisfaction; 

and economic, socio-cultural and environmental sustainability. 

4. EQUITY, DIVERSITY & INCLUSION 
Since the Black Lives Matter protests in the summer of 2020, there has been a foundational shift in how destination organizations are 

engaging and supporting diversity in their communities. 

 
 

STRATEGIC GOALS REFRESHED (2021-2023) 
Mission: Grow the Tourism Economy

To position The Palm 
Beaches as Florida’s 

premier tourism 
destination

Improved Alignment & 
Community Engagement

Hospitality/Business/ 
Local/NGOs/EDOs

Strengthened Brand 
Awareness & Marketing

Awareness/Image/Intention

Expanded Meetings  
& Events

Need Periods/Yield/
Awareness

Ensured Organization 
Sustainability

Funding/Capacity/Relevance/ 
Master Plan/CC District

Champion Equity,  
Diversity and Inclusion
Culture/Community/ 
Advocacy/Marketing
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Strategic Plan refreShed

STRATEGIC OBJECTIVES FOR 2021- 2023 

•  Grow visitation by 70% to 8.5 M in 2023 (+4% from 2019) 

• Sell 75% more room nights to 5 M in 2023 (+10 from 2019) 

• Increase share of hotel room nights sold in Florida from 4% to 4.3% 

• Rank 1ST in occupancy in South Florida 25% of the time (3 of 12 months) 

• Increase hotel room night and bed tax revenue by 30% to $933M & $56M 

• Recover economic impact by 30% to 7.8 billion 

• Increase share of tourism spending in Florida from 6.8% to 7.0% 

• Restore 24,000 leisure & hospitality jobs to over 100,000 

• Grow group room night contribution to 25% of overall room nights sold 

FINDING OUR CORNERSTONE 

Every community must compete with every other community for their share of the world’s attention, customers and investment. To com-

pete, people need to be aware of a community, have a positive impression, and want to visit to experience the community and meet its 

people. This is achieved through clearly developing, articulating and managing the community’s brand. Efforts must be made to promote, 

market, sell and engage potential visitors. And all of this must be reinforced again and again. Destination organizations are uniquely posi-

tioned to do this. 

Addressing this need for destination promotion and tourism product development is for the benefit and well-being of every person in a 

community. It is a common good. It is an essential investment to develop opportunities and build quality of life to benefit all the residents. 

It should be perceived as a shared community value by residents. 

BRAND STRATEGY 

POSITIONING STATEMENT 

America’s First Resort Destination® - The Palm Beaches are renowned as the warm-weather getaway by discerning guests for over 

125 years. Genuine hospitality is a way of life. Our vibrant blend of people, cultures and coastal towns welcomes everyone. Enjoy fewer 

crowds, a healthier beach experience, exceptional cultural offerings and the warm Atlantic Gulf Stream weather that creates the finest 

Florida travel experience. 

THE ORIGINAL. THE ONE. THE ONLY.  
THE PALM BEACHES 

BRAND PROMISE 

The Palm Beaches are America’s First Resort Destination. The community where genuine hospitality is a way of life, and the diversity of 

travel experiences is matched by the warmth of its coastal communities. It is Florida’s finest travel experience. 
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STRATEGIES AND 
TACTICS
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Strengthened Brand  
Awareness/Marketing 

a) launch new brand campaign across all channels (paid 

and owned). 

• Create off-peak version that shows more approachable 

and casual experiences

• Populate website with significantly more images featur-

ing campaign tone

• Develop new campaign activation in NY Tri-State Area 

to launch in the Fall (seasonal) campaign

• Leverage latest research tools to track brand and cam-

paign performance

b) gain consensus on new destination brand identity, 

across tdc and economic development entities for 

maximum impact. launch new brand identity.

• Solicit proposals from creative and brand partners 

(Agency/Brand Strategy)

• Present comprehensive Brand Identity concept pro-

posal to DTPB and TDC Boards for approval

• Secure support of TDC agencies, BDB, Airport and 

other key business and NGO partners to adopt new 

common visual brand identity architecture

• Create and distribute new brand book

• Change all digital and hard logo placements to the new 
brand identity, including printed materials, facility sig-
nage, trade show materials and all digital placements 
and secure appropriate trademarks

c) develop new digital “center of excellence” that posi-
tions the destination as a clear dMO leader in digital 
marketing across all channels (social, paid, owned).

• Launch new organization structure to align all digital 
roles under one accountable director

• Develop a new database acquisition strategy to signifi-
cantly increase first party data capabilities. Integrate all 
channels into one database growth strategy

• Ensure that location tracking data is integrated into all 
digital performance tracking

• Launch complete website overhaul, including new 
wireframes and content refresh

• Accelerate social follower acquisition to achieve top 
three ranking in the state

d) forge new partnerships to elevate the destination 
brand including possible city, local, state or national 
brand partnerships.

• Actively seek out new partnerships with other CVB 
organizations (i.e. Palm Springs: “Palm-to-Palm”)

• Expand on established partnership/alliance efforts 
and collaborate with group sales/services to increase 
presence in the meetings market

Strategies and tactics 

Strengthened Brand Awareness, 
Marketing & Leisure Trade Industry Sales 

A Destination Brand is a promise to deliver an experience. It is the culmination of all communications that uniquely 

position the destination. The destination brand should clearly differentiate us from our competitive set and be 

actionable by all stakeholders. The brand is anchored by the destination promise and positioning statement. 

Destination Marketing encompasses the strategies and tactics created to bring the brand to life across all 

communication channels, ultimately driving new visitation and increasing loyalty among existing visitors while 

generating resident engagement and support.

LEAD: VP – Marketing in collaboration with Marketing Advisory Committee (MAC) and Board/Community Leadership
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Strengthened Brand awareneSS, Marketing & leiSure trade induStry SaleS 

• Accelerate partnership with Brightline to coincide with 
re-launch of South Florida service in Q4 2021 and 
upcoming line between Orlando and West Palm Beach

• Establish one major new lifestyle brand partnership (i.e. 
Lilly Pulitzer) to create new database sharing and brand 
affinity

• Leverage Miami Dolphins partnership to significantly 
increase The Palm Beaches brand visibility across 
Dolphins team assets, South Florida and other key 
markets

• Launch new Spring Training mini campaigns to in-
crease visitation from Washington, Houston & St. Louis 
baseball fans during Spring Training

e) Produce significantly more content (video, photos, 
social, blogs, editorial, diversity, etc.) to tell the des-
tination brand story and highlight key cities attributes 
and personas in a way that is welcoming to everyone.

• Create new social content series

• Produce and post new website imagery

• Revise and update the format of all outbound email 
campaigns and blogs

• Create updated brand anthem video to feature new 
off-peak content

• Allocate and invest production budget to achieve 
revamped content development strategy

f) develop and implement a segmentation framework 
that prioritizes demographic and psychographic 
groups.

• Create new actionable segments for media buying and 
marketing messaging

• Create regular tracking tool to measure impact of mar-
keting activities against segment share trends

• Assess The Palm Beaches visitor profile to understand 
key demographic and psychographic attributes as well 
as diverse groups

• Benchmark segments within Florida and comparable 
destinations

g) add a booking engine on our website to capture and 
convert upper funnel traffic into lower funnel bookings. 
Partner with an Ota to “white-label” their technology 
and services.

• Ensure the tool is live in Q4 2021

• Re-invest resources from booking engine toward 
expanded OTA marketing

• Report on monthly website booking conversions and 
provide reporting to hotel partners

h) establish a framework in collaboration with the film & 

tV commission and appropriate florida dMOs toward 

the production of a feature film capturing the grandeur 

of the Palm Beaches.

• Begin script development with Miles creative brief po-

tentially based on Henry Flagler’s story or other current 

events that support The Palm Beaches brand position-

ing statement

• Pitch script to major streaming services

• Collaborate with TDC to possibly capture/create pro-

duction incentives

• Collaborate with hotel and attractions partners to 

secure sites to enable filming

• Secure funding partner to provide financial support for 

production costs

i) develop a “Palm Beaches Passport” that provides 

each guest with special offers and discounts to en-

courage expanded cross-visitation between cities and 

attractions.

• Gather partner offers in collaboration with partnership 

team

• Identify promotion and distribution plan for Passport

• Report and measure on offer redemptions

• Target meetings guests with leisure bounce back offers

j) leverage enhanced Public relations capabilities to 

build relationships with key media representatives and 

influencers to keep the Palm Beaches top of mind 

through proactive pitching/hosting in destination.

• Develop a comprehensive pitch calendar detailing 

target publications and topics

• Revitalize international pitch/hosting in Q1 2022

• Build an influencer calendar targeting key audiences

k) increase efforts to pitch stories that reinforce and am-

plify our destination brand promise. these pitches will 

emphasize the rich history of hospitality in the Palm 

Beaches.
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Strengthened Brand awareneSS, Marketing & leiSure trade induStry SaleS 

Leisure Trade Industry Sales

l) increase domestic and international leisure room 
nights through trade opportunities and partnerships.

• Deploy marketing efforts with intermediaries including 
but not limited to tour operators, travel agencies and 
trade publications

• Enhance educational components (webinars/training 
modules) with intermediaries (tour operators, travel 
agencies and trade publications)

• Execute revamped sales activities (trade show, sales 
missions and DR’s) to complement marketing and 
educational initiatives with intermediaries

• Implement call-to-action strategies to confirm bookings 
and strengthen results tracking into the destination

• Use designated technology platforms to connect with 
travel trade for specialized 1-1 meetings

• Structure webinar series to incorporate marketing 
collateral and act as an additional educational resource 
for travel trade

• Implement virtual meetings with representation agen-
cies for clear and concise monthly updates

m) develop international marketing campaigns to coun-
terbalance domestic seasonality curve.

• Design and deploy timely marketing campaigns to sup-
port specific need periods and seasonality downturns 
through strong trade relations

• Impact seasonal visitation from international markets 
through time sensitive sales and call-to-action cam-
paigns presented during off-peak periods

n) revise and strengthen incentive programs/campaigns 
with gdS to create awareness and generate room 
night conversion.

• Grow the total number of bookings and revenue from 
new travel agencies through enhanced GDS cam-
paigns and incentive programs

• Target existing agencies and top producers to continue 
engagement and create momentum toward new book-
ings and leisure based revenue

o) reignite international representation firms and lever-
age capabilities for trainings, education, trade efforts 
and competitive benchmarking. 

p) update, revisit and create action plans for the remain-

der of the fy21 along with new marketing, sales and 

initiative plans for fy22.

• Source new travel agent education platform to en-
hance awareness of destination

• Assess the value of the travel agent training platform

• Audit travel agent platforms and most used educational 
tools for trade

• Create new incentive program for travel professional 
certification participation

q) execute assessment of key airline vacation pack-

ages to leverage product placement and training 

opportunities.

• Determine key airline partners and evaluate wholesale 
packaging options within each corporation

• Introduce new hotel and attraction product to ensure 
placement opportunities and increase search results 

r) increase training opportunities for hotel partners with 

key airlines. 

• Leverage research from strategic partnerships (GDS, 
ASTA, etc.) to determine market trends and future 
strategies 

• Leverage current research to forecast and manage 
KPIs to achieve leisure room night growth goals

s) Source additional research tools and obtain through 

strategic partnerships to track sales results and im-

prove understanding of data and current trends. 

• Continue to grow database of leisure contacts through 
sales and marketing efforts

• Use sales and marketing efforts to increase engage-
ment and build new relationships for wider reach of 
educational updates, marketing campaigns and key 
account partnerships

• Leverage PR & social media efforts to expand in-
dustry awareness and increase engagement in trade 
programs

t) leverage airlift fund in collaboration with Palm Beach 

international airport (PBia) to review opportunities with 

air carriers in strategic/emerging markets and present 

a compelling destination case.

FY2022 DESTINATION MARKETING PLAN 11



a) establish clarity relative to targeted customer base 

and destination knowledge for upgraded and reposi-

tioned group hotels.

• Research evolving needs and goals of our community 

partners 

• Alter target customers based on industry, organization 

type, size and budget 

• Review and/or initiate third-party agreements to include 

more comprehensive community participation, content 

development, customer engagement and increased 

data 

• Continue destination-wide training opportunities to 

support personnel needs of community partners to 

effectively sell and market the destination 

b) increase demand and compression throughout county 

and mitigate seasonality by securing transformational 

and repeat meetings and conventions. 

• Leverage available research tools and reports to 

forecast and place groups based on market trends and 

calendar needs 

• Develop a “Shark Tank” type program to support new/

start-up live events in The Palm Beaches 

• Build multi–destination alliance and partnership agree-

ments to share best practices, expand client base and 

increase return on investment 

c) target buyers through expanded digital platforms to 

increase real-time sales. 

• Develop destination offers for event attendees 
based on research to increase economic impact to 
destination 

• Leverage new technology solutions to implement desti-
nation offers 

• Expand social media distribution channels and elevate 
content with client call to actions 

• Develop marketing tools that elevate destination aware-
ness with key technology providers 

• Build individual social media profiles and presence that 
is inclusive of community content

• Leverage social media influencers specialized in the 
meetings market segment during destination reviews 

• Elevate tracking measures to better understand needs 
of both customer and community members through 
data analytics 

• Utilize technology platforms and data analytics from 
industry partners to improve tracking measures and 
increase impact of negotiated benefits 

d) enhance client experience through expansion of part-
ner base both locally and nationally. 

• Evolve the customer advisory board into a thought 
leadership council that includes both client and com-
munity business leaders 

Strategies and tactics 

Expanded  
Meetings & Events 
Increase meetings, conventions, and events contribution to overall destination performance that aligns with 

county economic development strategies and minimizes seasonality. 

LEAD: SVP – Group Sales & Destination Services in collaboration with Sales Advisory Committees, Customer 

Advisory/Thought Leadership Board, Business Development Board (BDB) and Sr. Executives
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exPanded MeetingS & eVentS  

• Elevate the destination champions program to support 
the needs of future events 

• Target and expand our local membership with orga-
nizations that support the evolving needs of future 
meetings, conventions, and incentives 

• Evolve Discover The Palm Beaches educational, trade 
and marketing portfolio to better showcase the com-
munities’ capabilities 

• Accelerate the pace of communication and activities 
to our partner community that both educates and 
expands brand awareness (group and leisure)

• Identify and engage in national partnerships with sup-
pliers to support sales and service activities 

e) evolve destination servicing tools to support both 
live and omni-channel experiences to grow economic 
impact.

• Expand working knowledge of virtual/hybrid platforms 
to support attendee engagement and encourage 
increased visitation or expanded stay 

• Develop new tools to share with planners for atten-
dance building based on changing needs 

• Create community activations that can be easily incor-
porated into in-person meetings to grow engagement 
for virtual attendees 

• Enhance relationships with sister agencies to leverage 
resources that can provide both value-add and cost 
savings 

• Utilize digital storefront leveraging community partners 
and their local products to enhance the destination 
experience 

• Increase group department efficiencies through en-
hanced CRM modules and workflows 

f) leverage new brand group presence to acquire great-
er market share from changing market segments. 

• Develop Alliance Partnership with the BDB through 
joint sales and marketing initiatives to increase busi-
ness events and business relocations 

• Utilize destination champions from target industry sec-
tors to gather greater content and support of all sales 
initiatives 

• Adapt new brand strategy and sales activities to target 
specific industries 

• Elevate team visibility through industry leadership roles 
to effectively connect with market demographics 

• Increase presence within various social media distribu-
tion channels 

g) Bolster short-term sales efforts while building base of 
long-term meetings and events.

• Incorporate industry and organizational data to identify 
short-term and long-term opportunities 

• Pursue marketing initiatives within Cvent to capture 
short-term business 

• Leverage hotel partner needs and promotions for inclu-
sion in group sales and marketing initiatives 

• Reevaluate all third-party strategic partnerships to 
achieve greater visibility and increase sales production 

• Develop a scheduled and balanced approach of virtual 
and in-person sales calls, missions, and trade show 
activities in collaboration with community partners 
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a) continue a proactive destination development strate-
gy to advance Palm Beach county’s product offer and 
competitiveness.

• Advocate for the establishment of a Tourism Master 
Plan, a bold long-term vision and roadmap of priorities 
for the destination embraced by key community leaders

• Create a target inventory of parcels, buildings and 
other assets

• Collaborate with County, Cities, BDB, Community 
Redevelopment Agencies and Downtown Development 
Authority’s to inventory and expand targeted incentives 
for development

• Prepare presentations and collateral showcasing the 
development opportunities within The Palm Beaches

• Maintain a list of developers and investors to gain 
insights into current projects, industry trends and as 
potential targets for future developments in The Palm 
Beaches

b) champion the implementation of convention center 
district report recommendations regarding headquar-
ter hotel, center and district enhancements with tdc, 
county and city leadership.

• Advocate for the timely release of request for informa-
tion (RFI) related to the 2nd headquarter hotel at the 
Convention Center District

• Utilize new travel geo-location tracking technologies 
to gain insights into the current and potential im-
pacts of the Convention District in support of district 
development

• Prepare a Convention District sales pitch with relevant 

materials that highlight the opportunity for hotel devel-

opers and investors

c) Maintain financial sustainability by advocating for the 

protection of tourism promotion funding and imple-

menting prudent reserve and contingency planning 

policies.

• Highlight the positive impact and economic opportuni-

ties created by destination marketing on communities 

through effective messaging advocating for tourism as 

a “shared community value”

• Establish scenarios that inform elected officials and res-

idents of the importance of a vibrant tourism industry 

highlighting the potential damage and loss of economic 

opportunity when improperly funded

d) Promote measures that allow organizational adapt-

ability and scalability to changing market and political 

environments.

• Leverage lessons from 2020 pandemic to build pro-

cesses that can react to sudden stoppages in business 

activity or surges in demand

• Develop a comprehensive crisis management strategy 

with new protocols related to various crises

• Expand networks and collaboration with health, safety 

and security organizations to improve our destination’s 

resilience to future shocks

Strategies and tactics 

Ensured Organizational 
Sustainability
Organizational Sustainability encompasses the human, financial and information technology resources 

and the destination and product development required to achieve the organization’s vision, mission, strategies 

and program goals over the long term. Board governance, advocacy, capacity management, destination 

development, and community leadership alignment will ensure the organization’s long-term relevance.

LEAD: SVP Finance/HR, Associate VP Research, Strategy & Destination Development and President & CEO in 

collaboration with the Board of Directors
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enSured OrganizatiOnal SuStainaBility  

e) conduct outreach and recruitment to build a more 
inclusive governance and work environment where 
all backgrounds, perspectives, and experiences are 
considered, paving the way for long-term success.

• Create a long-term governance strategy to recruit and 
retain board members and senior staff with diverse 
backgrounds and expertise that will help drive key 
issues such as product development, brand strategy, 
sustainability and EDI

f) explore all alternative revenue options and select key 
initiatives in the funding futures study including tMds 
and major strategic alliances.

• Develop a framework for targeted TMDs in select cities/
districts with key business/hospitality leaders

• Identify community organizations, NGOs and major 
corporations to forge strategic alliances in support of 
new funding and common goals 

g) Support initiatives to address hospitality industry 
workforce shortages.

• Evaluate a Hospitality Certification Program that will 
help to achieve customer service and repeat visitation 
goals

• Collaborate with higher public/private education orga-
nizations to increase knowledge and present a positive 
image of the tourism industry and the benefits for new 
entrants into workforce and skill acquisition

h) research and utilize learning and development tools to 
support development of talent to remain relevant and 
innovative.

• Update individual job descriptions based on overall 
organizational needs and skill set needed to support 
success of position

• Develop individual learning and development plans 
that are inclusive of certifications to enhance skill set of 
employees and partners

• Create specific training, development opportunities and 
workshops to maximize technology

• Maximize capabilities on unified CRM platform
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a) increase community partnership and engage-

ment to leverage resources for the destination and 

organization.

• Expand new partnership program through increased 

marketing and business development efforts to create 

additional content and revenue

• Continue to expand community task force meetings 

(i.e. EDI Taskforce, VIC Taskforce, City Advisory 

Roundtable, Convention District DOS Meeting, etc.) to 

achieve alignment and increase knowledge of organi-

zational impact

• Develop Leisure Sales roundtable and international 

symposium to create awareness and collaborative 

approach with stakeholders/partners

• Enhance onboarding program for partners to show-

case marketing and sales capabilities

• Expand hospitality partner business opportunities 

by engaging convention attendees through a digital 

program providing destination benefits (i.e. restaurant 

promotions, discounted tickets to local venues, etc.) 

• Reactivate support to Visitor Information Centers in 

order to enhance countywide awareness of DTPB 

services and elevate the visitor experience

• Support enhanced city partnership recruitment in align-

ment with marketing co-op and brand goals

b) develop and implement an advocacy and communica-
tions strategy to drive awareness on the role and value 
of dtPB and the tourism industry targeting diverse 
audiences (i.e. city leadership, county staff, chambers, 
economic council).

• Continue resident awareness/call-to-action plan by 
deploying in-market communication strategy, primar-
ily through regular newsletter communication, social 
media engagement and earned media coverage 

• Broaden the Destination Champions group lead gen-
eration program focused on targeted industry clusters 
in partnership with TDC agencies, BDB and other 
organizations 

• Enhance and expand relationships with local charitable 
organizations and not-for-profit entities (i.e. Place of 
Hope, Quantum House, St. George’s Center, etc.) to 
provide mutually beneficial opportunities for the char-
ities as well as convention organizers while creating 
destination awareness and DTPB advocacy

c) establish strategic relationships with diverse and 
inclusive businesses, political and community leaders 
at the local, state and national level.

• Leverage the DTPB’s advocacy program to educate 
community stakeholders and partners about the tour-
ism economy and EDI initiatives

• Expand presence in local community social media 
conversations 

Strategies and tactics 

Improved Alignment  
& Community Engagement
This strategic goal aims to establish destination leadership as a “shared community value,” looking to raise 

the profile of destination marketing and tourism development as “must have” strategies for County and City 

governments and strongly supported by our community. This, in time, achieves local understanding and support 

for tourism’s central role in economic development and quality of life and increases financial, in-kind and value-

added resources for DTPB’s competitiveness and success. 

LEAD: AVP – Community Engagement, AVP – Destination Services and Trade Show Activities in collaboration 

with SVPs, Community Leaders (i.e. Chambers, League of Cities, and NGOs)
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iMPrOVed alignMent & cOMMunity engageMent  

• Reinforce relationships with cities and community 
organizations to secure support of the hospitality and 
tourism industry (i.e. city partnerships and brand/mar-
keting programs)

• Organize and seek presentation opportunities to exec-
utives, trustees, and stakeholders of various Chambers 
of Commerce, BDB, non-profits and Economic Council 
to communicate tourism’s impact on the business 
community, move toward a common brand architec-
ture and turn visitors into residents and investors

d) Organize staff participation in outreach programs with 
diverse and inclusive community groups and industry 
organizations to ensure on-going education, long-term 
collaboration and goodwill.

• Create DTPB Speakers Bureau

• Continue with community calendar of events to engage 
and motivate employees

e) leverage a content acquisition strategy through further 
involvement with cities and their related audiences.

• Leverage enhanced city partnerships for creative 
messaging to showcase city specific assets and 
experiences

• Continue to leverage county community assets to 
create content and enhance experiences for business 
events

• Ensure destination sustainability by appropriate disper-
sal of visitors to less visited areas through increased 
city/regional content in all communication channels 

f) introduce tourism and hospitality to school age chil-
dren, teens and young adults to help cultivate, foster 
and leverage the long-term importance of the industry 
as a shared community value.

• Gain interest at an earlier age for hospitality & tourism 
careers in The Palm Beaches to support workforce 
development

• Work with local schools, colleges, universities, libraries 
and trade schools to ensure curriculums are in place to 
support education, certificate programs and degrees in 
hospitality and tourism 

• Work with industry leaders and stakeholders to 
promote sector at career days, job fairs and support 
internships and apprenticeships locally

g) create contest-based program that provides residents 
special offers and packages to experience the desti-
nation and turns locals into tourism advocates through 
content development and the power of a personal 
invitation.

• Create special offers and packages for residents such 
as “Local’s Days”

• Create contest-based program through social media 
channels to promote programs 

• Develop locals into Tourism Ambassadors through 
content development and the power of a personal 
invitation

h) develop a proprietary dining month in collaboration 
with internal dtPB teams and frla to foster commu-
nity participation. 

• Support organizational sustainability by enhancing 
benefits of the partnership program creating new op-
portunities and driving additional private revenue

• Support restaurants by creating an innovative brand for 
dining month with special offers

• Drive staycation business with local hotel packages 
targeting neighboring counties  

• Emphasize our commitment to “Tourism as a shared 
community value” through program messaging

i) develop a new Spa and wellness Program to en-
hance partnership engagement and foster community 
participation.

• Support organizational sustainability by enhancing 
benefits of the partnership program creating new op-
portunities and driving additional private revenue

• Support spas and wellness centers by creating an 
innovative brand with special offers

• Drive staycation business with local hotel packages 
targeting neighboring counties

• Emphasize our commitment to “Tourism as a shared 
community value” through program messaging
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a) leverage destination international’s edi platform to 
drive local plans.

• Support the CEO Pledge 

• Pursue the Master Class Program for senior staff 

b) utilize edi-supportive data (visitor profiles, market re-
search, and demographics) to incorporate and evolve 
existing content, activities, and messaging for all 
audiences: both domestic and international, groups, 
and leisure. 

• Establish appropriate review process for all customer 
facing marketing materials to ensure compliance with 
EDI 

• Incorporate EDI content into DTPB’s Brand Book 
guidelines 

c) create a strategy to promote underserved cities and 
areas to improve economic opportunity within the 
Palm Beaches. 

• Reactivate discussions for hospitality product develop-
ment in The Glades region 

• Continue discussions for product development with 
Riviera Beach and Lake Worth Beach City/DDA 
leadership 

d) identify community-based groups that represent di-
versity, equity, and inclusion with whom dtPB should 
be communicating and collaborating with on a regular 
basis. 

• Connect with diverse chambers of commerce to incor-
porate tourism presentations aimed at creating interest 
in hospitality careers 

• Explore an EDI Community Advisory Group 

e) design and perform strategic outreach and recruitment 

to build a more inclusive governance and work struc-

ture that brings various backgrounds, perspectives, 

and experiences and fosters a creative environment 

that paves the way for long-term success. 

• Use Destinations International Board Diversity White 

Paper as a guide in long-term Board recruitment efforts 

• Incorporate an EDI Focus in staff recruitment efforts 

• Expand on-going training programs to educate staff at 

all levels about EDI related topics 

f) Seek out local, domestic, and global edi opportuni-

ties from a groups and leisure focus through event 

creation and acquisition, event participation, sponsor-

ships, and brand partnerships that reflect and support 

dtPB’s edi mission. 

• Leverage EDI measures that attract conference orga-

nizers and tour operators to drive tourism 

• Identify activities and assets that are of interest to 

visitors and group attendees 

• Utilize marketing data that highlights EDI statistics 

and assets to incorporate into sales and marketing 

initiatives 

• Expand destination reviews and partner events to high-

light community assets that represent diversity to target 

influencers 

Strategies and tactics 

Champion Equity,  
Diversity & Inclusion 
Foster a culture that celebrates and affirms the value of people of every race, ethnicity, gender identity, 

sexual orientation, religion, age, socioeconomic status, ability, and more. Promote a destination culture 

that welcomes everyone.

LEAD: SVP Finance/HR
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OrganizatiOnal highlightS fy2020

STRENGTHENED BRAND AWARENESS & MARKETING

• Executed a major event surrounding NFL LIV Super Bowl 
incorporating key partners (Brightline, key sports teams, influ-
encers and community) enhanced by paid and earned media

• Conducted a Community Brand Assessment as the platform 
to develop a new leisure campaign

• Strategically sourced partnerships with multiple trade 
organizations including AAA, ASTA, OASIS Travel Network, 
Hotelbeds and GDS companies- Travelport and Travelclick

• Collaborated with PBIA on airline advertising campaign to 
increase awareness and visitation

• Initiated work toward a new and disruptive leisure campaign. 
Secured TDC approval to create: The Original, The One, The 
Only, The Palm Beaches

• Released an enhanced 2019 Visitor Profile highlighting key 
traveler segments such as African American & business event 
travelers

• Developed a destination-wide health & safety program called 
The Palm Beaches Pledge to rally support for CDC guidelines

• Evaluated and adjusted website to meet the needs of pan-
demic environment including landing pages for COVID-19 
Updates, Traveler Information Page, Frontline Lodging, Virtual 
Palm Beaches, and Palm Beaches To Go

•  Developed virtual experiences, tours and 360 videos to 
allow consumers the ability to experience The Palm Beaches 
during “safer at home” orders and inspire future travel

• Leveraged research tools available through partnerships with 
Travelport and Travelclick

• Conducted leisure traveler in-depth interviews from key fly & 
drive markets to understand potential travel and motivations 
during the pandemic

• Pivoted to virtual trade show participation to support engage-
ment in lieu of in person events

• Engaged in partnership with Brand USA for participation in 
virtual trade shows

• Developed a comprehensive, multi-phase, destination recov-
ery plan to jump start tourism and visitation as the pandemic 
conditions improved

• Re-joined Visit Florida and re-established key relationships 
and program participation

• Developed a unique co-op media plan that matched partner 
investments to encourage quick advertising resumption

• Analyzed and implemented travel agent certification program 
to enhance awareness of the destination

• Produced destination training program for continued educa-
tion with travel trade representatives

• Deployed marketing and advertising with travel trade to sup-
port domestic markets in Chicago, Northeast, Washington 
D.C., Philadelphia, Houston

• Increased our visibility and activity in appropriate travel trade 
channels

• Launched new marketing and advertising representations in 
Canada, Mexico, Argentina, Colombia, Brazil, Germany and 
UK

EXPANDED MEETINGS & EVENTS

• Lead the community in Global Bio-risk Advisory Council 
(GBAC) STAR accreditation that was inclusive of all hotels, 
convention center and cultural institutions becoming the only 
destination in the world to have an airport, convention center 
and headquarter hotel accredited

• Event Services Professional Association awarded Convention 
Services Manager of the Year to Yvonne McGill

• Rebooked over 30% of events cancelled due to COVID-19

• Migrated to virtual site inspections and destination reviews to 
engage meeting planners and book meetings

• Shifted staff focus to support “essential lodgers” and re-in-
vent processes to respond to virtual and hybrid events needs

• Increased 2021 group room night production during need 
period time from June through September by 14%

• For 2nd year in a row, voted as best DMO from SMART 
Meetings publications

• Nominated by Northstar Media for Stella Awards as best 
DMO in the Southeast for meetings and events

• Implemented unique in-person and hybrid client events to 
showcase the county while raising over $20,000 for national 
and local organizations such as Place of Hope to help stop 
human trafficking
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OrganizatiOnal highlightS fy2020

DESTINATION DEVELOPMENT

• Completed Convention Center Expansion Study that 
was presented, filed and accepted by the TDC Board in 
September 2020

• Request for Information (RFI) drafted to determine developer 
interest in adding a hotel to the convention center campus

• Continued advocacy efforts with city and town leadership 
aimed at expanding municipalities’ focus toward hospitality 
and tourism economic activity

• Supported comprehensive onboarding of new hotels in the 
destination to increase exposure and co-op activity.

ENSURED ORGANIZATIONAL SUSTAINABILITY

• Concluded the 2018-2020 Strategic Plan with record perfor-
mance up untill March 2020 when the pandemic interrupted 
travel and tourism 

• Managed resources effectively through COVID-19 pandemic 
through thoughtful reduction in marketing, sales, staffing, 
and accelerated application of electronic platforms for daily 
transaction processing

• Communicated a weekly status report of industry perfor-
mance and forecasts to all TDC agencies ensuring informed 
decision making 

• Implemented a comprehensive end to end HRIS sys-
tem including Payroll, Talent Management, and Benefits 
Administration 

• Achieved 100% digital payments after implementation of an 
electronic banking Payment Manager 

• Established an internal Equity, Diversity & Inclusion (EDI) 
committee that has created a strategic framework and goals 

• Shifted focus towards directing partners to government 
assistance, education and special grants during pandemic

• Ensured proper documentation of financial transactions and 
in-kind expenses 

• Established presence at higher education organization events 
to guide students 

IMPROVED ALIGNMENT & COMMUNITY ENGAGEMENT

• Volunteered time and weekly support to Feeding South 
Florida 

• Partnered with ISSA/GBAC to ensure health & safety among 
businesses in The Palm Beaches

• Evolved a messaging strategy based on the Cornerstone 
concept articulated in the Marketing Plan to establish the role 
of Destination Marketing as a “Shared Community Value”

• Created the “Open Palms” message to highlight the impor-
tance of supporting tourism and local businesses

• Hosted 6 Town Halls, Travel Rally Day and Global Meetings 
Industry Day to inform the community and partners on cur-
rent trends, strategies and resources available

• Hosted the Community Advisory Roundtable; opened solid 
dialogue with key city leadership; established legislative 
update process; and addressed all chambers in The Palm 
Beaches among various other organizations like Palm Beach 
Tech and South Florida Tourism forums

• Established a bi-monthly Florida researchers call to better 
understand Florida performance and collaborate on future 
initiatives 

• Launched The Palm Beaches Pledge to unify the business 
community behind a health and safety message to ensure 
visitor confidence in planning a trip to The Palm Beaches

• Launched the digital, gamified Ale Trail of The Palm Beaches 
with 19 participating breweries
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OrganizatiOnal highlightS fy2021

STRENGTHENED BRAND AWARENESS & MARKETING

• Produced and launched new Leisure Campaign: The Original. 
The One. The Only. The Palm Beaches 

• Successfully placed $1,800,000 in Federal CARES budget to 
support a COVID sensitive media buy in December, promot-
ing visitation to The Palm Beaches 

• Entered pioneering partnership with the Miami Dolphins, 
earning The Palm Beaches the title of “Official Partner of 
the Miami Dolphins” and garnering huge exposure in key fly 
markets

• Launched new partnership with American Airlines to secure 
added value equal to $150,000 

• Launched new media partnership with Visit Florida to secure 
matching funds of $350,000 

• Developed new vaccination campaign to support county 
communications effort 

• Added resources to social media strategy to triple social 
media followers and engagement 

• Fully tested leisure campaign with qualitative focus groups 
and quantitative survey which included diverse targets 

• Co-produced with Palm Beach County Environmental 
Resources Management, “Hidden Wild,” a nationally recog-
nized, award-winning film showcasing eco-tourism in The 
Palm Beaches

• Developed a segmentation study to establish a baseline for 
the creation of a targeted strategy 

• Incorporated new and refreshed Equity, Diversity and 
Inclusion content across all digital channels through blogs 
and landing pages on ThePalmBeaches.com and through 
e-mail communications to visitors

• Continued efforts to ensure ADA compliance on 
ThePalmBeaches.com by increasing our site accessibility 
score to a 90.1%, industry standard score is a 74.3%

EXPANDED MEETINGS & EVENTS

• Transitioned reporting tools from TAP to Future Pace to best 
understand and leverage the impact of group business to 
The Palm Beaches

• Developed health and safety tools to effectively manage and 
successfully support definite events in The Palm Beaches in 
partnership with hotels and other stakeholders

• Elevated The Palm Beaches as a meetings destination by 
hosting PCMA Convening Leaders 2021 Live in The Palm 
Beaches to 60 key customers, community and industry lead-
ers and over 6,000 virtual attendees

• Pioneered partnership agreement with Incentive Research 
Foundation on the “New Era of Incentives” to increase room 
night production from target market segments for hotel and 
community partners

• Implemented give back programs into trade and sales activ-
ities that are scheduled to secure over $15,000 to charitable 
organizations and individuals in need throughout the county

• In partnership with Palm Beach County Film Commission ad-
vanced the impact of hybrid meetings to The Palm Beaches 
through interactive customer workshop

• Promoted The Palm Beaches to one of the top 10 markets 
for lead growth through CVENT distribution platform
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OrganizatiOnal highlightS fy2021

ENSURED ORGANIZATIONAL SUSTAINABILITY

• Leveraged industry thought leaders in transition from 
DestinationNext to OrganizationNext, keeping DTPB in the 
forefront of Destination Management & Marketing 

• Held a strategic planning session and refreshed Strategic 
Plan for 2021-2023

• Strengthened attribution models by segmenting room night 
business 

• Enhanced reporting capabilities with online dashboards pro-
viding greater access to information internally and externally 

• Re-engaged brand tracking, resident and stakeholder senti-
ment studies 

• Secured PPP Funding to sustain financial sustainability de-
spite significant revenue losses 

• Digitized the invoicing process and have achieved 100% 
paperless approvals and invoice processing

• Implemented an electronic travel booking engine to allow for 
more control over T&E expenses and seamless reimbursements 

• Initiated reorganization of marketing team to create new 
“Digital Center of Excellence” 

IMPROVED ALIGNMENT & COMMUNITY ENGAGEMENT

• Presented regularly to community groups such as chambers 
and leadership groups on status of tourism industry

• Selected as member of Visit Florida’s Strategic Marketing 
Council – Gustav Weibull

• Launched new and comprehensive Partnership Program 
aimed to be more inclusive and cost effective for community 
businesses

• Provided over 30 community updates on the state of tourism, 
new leisure brand launch, and DTPB promotional initiatives to 
chambers, advisory committees, associations, and communi-
ty groups

• Launched The Palm Beaches Restaurant Week to support 
recovery efforts of the restaurant industry in Palm Beach 
County

• Developed new “Enhanced Partnership” proposals to the five 
largest cities in the destination

CHAMPION EQUITY, DIVERSITY & INCLUSION

• Partnered with MMGY with research on the Black meeting planner and leisure traveler 
• Secured African American Visitor Profile Segmentation study
• Created new brand campaign content featuring significant rebalanced display of diverse visitors
• Collaborated on the first Arts & Tourism Summit on EDI with Cultural Council for Palm Beach County

AWARDS

• Event Services Professional Association – Convention Services Manager of the Year (Yvonne Williams)
• Smart Meetings Manager – Best DMO 2020
• Northstar Media – Stella Awards Nomination – Best DMO in Southeast
• The 2021 FSAE Associate Rising Star (Brandon Hall)
• Gold Coast PR Council – Bernay’s Awards 2021 – President’s Award (Jorge Pesquera)
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tOuriSM PerfOrMance in the PalM BeacheS  

VISITATION

after 10+ years of consecutive growth, visitation to the Palm Beaches declined by 37% to 5.16M due to  
stay at home orders, closed borders and business restrictions due to the cOVid-19 pandemic.

TOURISM PERFORMANCE IN THE PALM BEACHES

2020 marked a historic decline in tourism with visitation down 37%, hotel room nights sold down 34% and economic impact down 29%. 

As of April 2021, tourism performance has significantly rebounded. Hotel performance for the months of April, May and June has been 

at record levels, far surpassing 2019. This performance is expected to continue with a surge of leisure travel through Labor Day. Beyond 

Labor Day business/group travel has been expected to return, however this may be delayed by the surge in COVID activity. Some interna-

tional markets like Mexico and Colombia are growing while others wait for borders to open. Canadian travel and domestic travelers visiting 

friends/family are key market opportunities for the fall into winter as normal travel patterns may resume. DTPB is monitoring changes in 

travel habits carefully to ensure effective sales and promotion. Summer 2022 could see a surge in international and/or a continuation of 

2021 domestic demand. There are still challenges associated with a resurgence of COVID variants and other economic factors such as 

labor shortages and inflation. These challenges are likely temporary but still can inhibit growth for an unknown period. DTPB utilizes a 

variety of sources including STR, CBRE, MMGY, Omnitrak, VisVue, Longwoods, Destinations Analyst, Arrivalist, among other 3rd party 

data sources. 

Source: DTPB estimates extrapolated from aggregate card usage data provided by VisaVue® Travel and data from other independent 

research sources such as Florida Department of Revenue, STR, Euromonitor, TNS, Tourism Economics
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tOuriSM PerfOrMance in the PalM BeacheS  

HOTEL OCCUPANCY

hotel occupancy has grown from 57% to over 70% since coming out of the 2009 financial crisis.  
the 2020 pandemic caused a historic drop to 46% annual hotel occupancy, a record low. 

    

PERCENTAGE OF VISITATION RECOVERED BY MARKET 
(Q2-2021 VS. Q2-2019)

as of the second quarter in 2021 visitation from local, drive and domestic fly markets  
have surged to levels higher than 2019 due to pent-up demand for travel.

Source: Arrivalist
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tOuriSM PerfOrMance in the PalM BeacheS  

HOTEL PERFORMANCE

the first half of 2021 has shown record levels of performance in april, May and June. 

HOTEL ROOM SUPPLY

in 2020, 5 hotels opened with a total of 577 rooms. there are 4 additional hotels  
scheduled to open in 2021 with 526 rooms bringing total hotel rooms to 18,416.
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tOuriSM PerfOrMance in the PalM BeacheS  

HOTEL ROOM NIGHTS SOLD RELATIVE TO 2019

total room nights sold recovered 91.5% relative to 2019 and has been at record levels in april, May and June.

HOTEL ROOM NIGHTS SOLD

the number of hotel rooms sold has grown 40% since 2009. the 2020 pandemic caused a 34% drop  
in hotel room nights sold to 2.95M due to “essential lodger” and “safer-at-home” orders. 

*Source: STR, INC. Republication or other re-use of this data without the express written permission of STR is strictly prohibited.
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tOuriSM PerfOrMance in the PalM BeacheS  

ECONOMIC IMPACT

after growing 57% to $7.7 billion from 2009 to 2019, the total economic impact of 
 tourism in the Palm Beaches dropped 29% to $5.5 billion.

TOURISM INDUSTRY SALES  
(January tO May)

$2.78 billion has been spent at accommodations, restaurants and attractions between  
January and May by visitors and residents, recovering 93% from 2019.

Source: DTPB estimates extrapolated from aggregate card usage data provided by VisaVue® Travel and data from other independent 

research sources such as Florida Department of Revenue, STR, Euromonitor, TNS, Tourism Economics

Source: Florida Department of Revenue
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LEISURE & HOSPITALITY EMPLOYMENT

leisure and hospitality employment grew 37% from 2009 to 93,800 jobs in 2019. 17,200 jobs  
were lost in 2020 due to the pandemic, 5,000 of which were at accommodations.

2021 HOSPITALITY JOBS

Over 4,000 jobs have been restored in 2021 still 13,000 off from 2019.  
the hospitality industry is currently facing a labor shortage.

Source: Florida Department of Economic Opportunity

Source: Florida department of Economic Opportunity 
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INDUSTRY & ECONOMIC TRENDS

Positive Indicators or opportunities include:

• Pent-up demand from lifting of travel restrictions in both 
leisure and business travel, with high demand for Florida 

• Vaccinations easing global travel restrictions and increasing 
local support for tourism

• Increase in US domestic travel

• Boomers will be an integral part of travel recovery from a 
spending perspective

• Meeting and event relocations causing a shift in destination 
selection

• Open spaces and beaches 

• Increasing traveler sentiment

• Low consumer debt and high savings among US traveling 
population

• Low interest rates

• Road trips and staycations

• Proposed infrastructure bill improving tourism infrastructure 
through capital investments

• Potential of international travel with limited competition 

• Targeting more diverse travelers

• Travelers seeking safe and familiar destinations

• GBAC certification and Palm Beaches Pledge

Concerns include:

• Increased competition from large urban markets

• Prolonged restrictions on meetings and events

• Safety of travel continues to temper demand

• Rising costs of travel

• Anticipated travel spend is down

• Reduced business travel 

• Fewer trips per person per year

• Challenged tax revenues

• Labor shortages

• High unemployment

• Higher taxes

• Wage pressures in food & beverage and other sectors

• Increase in cost of business due to health & safety protocols

• Travel/Trade restrictions 

• International travel impacts

• Increased competition due to newly renovated/expanded 
convention facilities
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INTEREST IN VISITING THE PALM BEACHES  
DURING THE NEXT 2 YEARS

interest in visiting the Palm Beaches has increased significantly from 2019 to 2021  
due to pent-up demand for travel and introduction of a new leisure brand campaign.

GROUP DEMAND BENCHMARK: US AGGREGATE

index (2019=100), quarterly
demand for meetings and events is expected to be 90% of 2019  

levels by the end of 2022 and recovering 100% by 2024.

Source: MMGY Portrait of American Traveler

Source: 2Synergize, FuturePace; Tourism Economics
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Leisure Travel

• Customer engagement - Connecting with customers through 
all stages of their experience, from awareness and interest, to 
booking, visiting and post-visit touch points

• Expand content and messaging filters to ensure ap-
propriate tone

• Develop messaging related to health and safety to 
reassure visitors

• Expand marketing outreach and campaigns to target 
local audiences

• Develop a content strategy to showcase creative and innova-
tive local makers and influencers

• Increasing importance on content creation and dissemination 
strategies

• Targeted customized digital messaging with greater empha-
sis on demographic profiles

• Promote and highlight mindfulness and wellness experiences

TRAVEL RECOVERY FORECAST (Percent Of 2019)

international, business and group travel is not expected to recover until 2024, while domestic leisure travel 
has completely recovered and not expected to grow significantly over the next few years.

Source: US Travel Association
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Groups, Meetings and Events

• Reassess business events market and target new groups  
(i.e. smaller, regional)

• Work with technology partners to expand capabilities to deliv-
er hybrid meetings

• Long-term challenges, need for aggressive/creative sales 
planning for 2023

• Enhance long-term opportunities with lost/rebooked business

• Elevate the attendee experience to deliver a healthy/safe 
experience

• Utilize client input to inform recovery messaging and timing 
(i.e. Client Advisory Board)

• Less traditional sales; more partnerships

Organizational Sustainability

• Collaborate with other organizations to determine opportuni-
ties for shared resources

• Expand advocacy and education role to protect funding 
sources and relevance

• Assess KPIs related to economic development and visitor/
resident satisfaction

• Promote Master Plan for Tourism and adoption by local 
leaders/residents/community

• Destination Organizations becoming more involved in broader 
economic development

• Pursue alternative funding sources

Community Engagement

• Advocate for the need for a strong unified destination brand 
that resonates across all economic development initiatives

• Education of residents and stakeholders on the benefits of 
tourism

• Push for more collaboration across community organizations 
on shared values

• Development of outreach programs in local community to 
broaden networks

• Connecting visitor experience with the quality of life for resi-
dents in the community

Champion Equity, Diversity & Inclusion

• Foster a welcoming environment among local businesses 
that is inclusive and inviting for visitors to create a sense of 
belonging and connectedness to the local community

• Develop content to promote the diversity, equity and inclu-
sion among local businesses

• Support diversity, equity and inclusion initiatives beyond 
hospitality and tourism

• Actively understand and promote to all underserved 
audiences

• Develop training programs to educate staff at all levels about 
diversity, equity and inclusion

DESTINATION MARKETING TRENDS

FY2022 DESTINATION MARKETING PLAN 35



S E C T I O N  6

ABOUT DISCOVER  
THE PALM BEACHES 

36



aBOut diScOVer the PalM BeacheS  

THE 
ORGANIZATION

DISCOVER PALM BEACH COUNTY INC dba DISCOVER THE 

PALM BEACHES (DTPB) serves as Palm Beach County’s official 

travel planning source for visitors from around the U.S. and interna-

tionally. It is a Destinations International accredited private non-profit 

corporation that delivers professional destination marketing services 

for Palm Beach County through the application of a wide range of 

marketing, sales, product development and community engagement 

strategies as established in a multi-year contract with the Board of 

County Commissioners. This contract is approved, endorsed and 

monitored by the Tourism Development Council. Its activities and 

strategies are anchored on Destinations International platforms such 

as the Destination Marketing Accreditation Program (DMAP) and 

DestinationNext. It is funded primarily through a portion of the tourism 

taxes (TDT) collected by the hotels and other accommodations as 

well as hospitality partner support and cooperative programs. 

Palm Beach County’s Tourism industry delivers $5.1 billion in direct 

visitor spending which generated over $7.7 billion in total economic 

impact in 2019. Nearly $500 million in state and local taxes are gen-

erated from tourism. Without this revenue, each household would 

need to pay an additional $900 in taxes annually. Nearly 70,000 

jobs, one in every ten households, are supported by tourism, gen-

erating $2.1 billion in personal income to residents of Palm Beach 

County. 

As the official tourism marketing organization charged with promot-

ing Palm Beach County as a leisure travel and meetings destination, 

Discover The Palm Beaches plans and executes strategies in 

sales, marketing, research, visitor services, product development 

and industry relations. The goal is to deliver the right message, 

through the right medium, to the right audience, at the right time, 

in order to maximize brand awareness that inspires visitation to 

Palm Beach County on a year-round basis. Key strategies focus on: 

visitor acquisition, protecting and developing the brand, community 

engagement and enhancing market share. DTPB pursues coop-

erative and collaborative strategies with other TDC funded entities 

(Cultural Council, Film and TV Commission, Sports Commission, 

Environmental Resources Management and the Palm Beach 

County Convention Center) as well as the Business Development 

Board, Chambers of Commerce and other leading organizations. 

in order to promote broad alignment and synergies in messaging, 

overall market reach and economic development.

This Destination Marketing Plan is the roadmap that guides 

DTPB’s efforts for the 2021-2022 fiscal year. The plan has been 

developed by DTPB staff based on research about relevant 

industry and consumer trends, as well as input and insights from 

key industry stakeholders, The Portrait of American Travel Report, 

Brand USA, U.S. Travel Association, Destinations International, 

state tourism trends, partner surveys and the Board of Directors, 

among others. 

DTPB must prioritize its resources to focus only on programs 

that maximize impact and create value for travelers and industry 

partners/stakeholders while working collaboratively with cities and 

county leaders to grow the tourism product. Hence, its efforts 

center on three pillars: 

CO-OP
DISCOVER THE PALM BEACHES is evolving into a cooperative 

marketing company. DISCOVER THE PALM BEACHES will create 

co-op programs that allow stakeholders and partners to leverage 

the momentum of DISCOVER THE PALM BEACHES’s invest-

ment for their own marketing efforts in ways that create significant 

impact for the County’s tourism success.

BRAND 
DISCOVER THE PALM BEACHES is committed to creating, 

curating and distributing authentic Palm Beach County content 

that inspires travel to The Palm Beaches. DISCOVER THE PALM 

BEACHES will deliver the most relevant content to the right audi-

ence at the optimum time on the platform of their choice.

STRATEGIC MARKETING  
AGENCIES/ALLIANCES
DISCOVER THE PALM BEACHES counts on the expertise of 

a first-class team of marketing agencies to help enhance and 

expand The Palm Beaches brand. These advertising, public 

relations, digital development and publishing partners bring 

substantial resources and expertise to execute the Destination 

Marketing Plan. Strategic partnerships and alliances with enti-

ties such as Brand USA, ASAE, PCMA, IAEE, Helms Briscoe, 

Conference Direct and other TDC agencies enable DISCOVER 

THE PALM BEACHES to implement marketing initiatives with a 

scale and impact not otherwise possible.
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fy2022 PerfOrMance MeaSureS  

ORGANIZATIONAL OBJECTIVES

• Grow visitation to 7.5M

• Sell 4.5M hotel room nights

• Generate $5B in direct visitor spending for $7.25B in in economic impact

• Restore leisure & hospitality jobs to 92,600

• Increase the share of hotel room nights sold in Florida to 4.2%

• RANK FIRST in occupancy within South Florida for two months

• Increase the share of tourism spending in Florida to 7%

• Increase the group room night contribution to 23% of total occupancy

MARKETING 

• Consumer and Travel Industry database increases to 405,000 records*

• Generate 18,000,000 in Owned Views Digital Footprint*

• Generate 1,400,000 Social Engagements*

• Generate 600,000,000 Advertising Impressions - a universal performance measurement in advertising*

• Generate 200,000,000 Earned Media Impressions - a universal performance measurement in PR*

• Generate 5,000 pieces of branded content

• Measure 350,000 arrivals influenced by DTPB promotional efforts

• Generate 0.80 arrivals per million impressions

SALES 

• Book 100,000 DTPB only room nights (Hotel Meetings Leads)*

• Generate 40,000 Group Level Booked Room Nights for Convention Center Shared*

• Generate 30,000 Group Level Actual FY Room Nights for Convention Center Shared*

• Generate 70 participants in Destination Reviews*

• Generate 90 Destination Site participants*

• Generate an economic impact of $65M for groups contracted in FY 2022 for future dates

• Generate an economic impact of $75M for groups occurring during FY2022

• Contribute 2.7M impressions to DTPB Owned Digital Footprint 

*Denotes a TDC performance measure
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gOVernance & dtPB Staff  

2020 – 2021 DTPB BOARD OF DIRECTORS

executiVe cOMMittee 

CHAIR 

Rita Barreto, President 
Top Tier Leadership 

VICE CHAIRMAN 

Jason Emmett, Owner 
Paradigm Hospitality Group 

SECRETARY/TREASURER 

John Carns, General Manager 
Boca Raton Resort & Club 

Troy McLellan, President/CEO 
Boca Raton Chamber of Commerce 

Christophe Dagassan, Director of Leisure Sales  
& Global Partnerships 
The Breakers 

IMMEDIATE PAST CHAIR 

Patrick Franklin, President & CEO 
Urban League of Palm Beach County 

induStry MeMBerS 
Mohamed Elbanna, Regional Vice President & General 
Manager 
Four Seasons Resort 

James Hansen, VP Sales & Marketing 
Kolter Hospitality 

Brett Langbert, Executive Director 
JP Morgan 

Bruce Shulman, Strategic Advisor 
Northstar Travel Group 

Dr. Gary Vonk, President 
Keiser University West Palm Beach 

Peter Yesawich, Vice Chairman 
MMGY Global 

cOMMunity MeMBerS 
Mary Lou Bedford, CEO 
Central Palm Beach County Chamber 

Yvonne Boice, Travel Consultant 
Fugazy International Travel 

Lew Crampton, South Florida Science Museum Board 
Member & City Council – Town of Palm Beach 

Rick Rose, Owner  
Palm Beach Vacation Rentals 

Jim Williams, Partner
AW Architects Inc. 

ex-OfficiO MeMBerS 
Maria Antuña, President 
Hispanic Chamber of Commerce

Cecilia Hudnet, Director of Sales 
The Chesterfield Palm Beach 

Ken Kennerly, Executive Director 
The Honda Classic 

Ron Wichowski, General Manager 
Boca Raton Marriott at Boca Center 

Ethel Isaacs Williams, Consultant 

tdc liaSOn
John Tolbert, President
Boca Raton Resort & Spa
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2021 – 2022 DTPB BOARD OF DIRECTORS

executiVe cOMMittee 

CHAIR 

Rita Barreto, President 
Top Tier Leadership 

VICE CHAIRMAN 

Jason Emmett, Owner 
Paradigm Hospitality Group 

SECRETARY/TREASURER 

Peter Yesawich, Vice Chairman
MMGY Global

Troy McLellan, President/CEO 
Boca Raton Chamber of Commerce 

Mohamed Elbanna, Regional Vice President & General 
Manager 
Four Seasons Resort 

IMMEDIATE PAST CHAIR

Patrick Franklin, President & CEO 
Urban League of Palm Beach County 

induStry MeMBerS 
Ken Kennerly, Executive Director
The Honda Classic 

Tim Nardi, General Manager/Manager
Eau Palm Beach Resort & Spa

Bruce Shulman, Strategic Advisor 
Northstar Travel Group 

Dr. Gary Vonk, President 
Keiser University West Palm Beach 

Ethel Isaacs Williams, Consultant 

cOMMunity MeMBerS 
Mary Lou Bedford, CEO 
Central Palm Beach County Chamber 

Yvonne Boice, Travel Consultant 
Fugazy International Travel 

James Hansen, VP Sales & Marketing
Kolter Hospitality 

Rick Rose, Owner
Palm Beach Vacation Rentals

Jim Williams, Partner
AW Architects Inc. 

ex-OfficiO MeMBerS 
Cecilia Hudnet, Director of Sales 
The Chesterfield Palm Beach 

Erica Kasel, Chief Marketing Officer
The Boca Raton

Jack Lighton, Founder
Jack Lighton Consulting, LLC

Bernardo Neto, General Manager
The Ben

Ron Wichowski, Vice President of Operations
Dimension Development 

tdc liaSOn
Jim Mostad, SVP Sales
The Breakers 
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2021 – 2022 TDC BOARD OF DIRECTORS 

chair 
Maria Sachs, Commissioner
Palm Beach County 

Vice chair 
James Bronstien 
Marine Business Advisors 

Staff
Glenn Jergensen, TDC Executive Director

BOard MeMBerS 
Jim Mostad, Senior Vice President-Sales 
The Breakers 

Christina L Romelus, Commissioner
City of Boynton Beach 

Donald P. Dufresne, Esq. 
Fox Rothschild LLP 

Davicka Nicole Thompson 
Consultant Communications and Strategy 
Thompson Creative Collective 

Kelly Shoaf, Commissioner 
City of West Palm Beach 

Daniel Hostettler, President
The Boca Raton

2021 – 2022 PALM BEACH COUNTY  
BOARD OF COUNTY COMMISSIONERS 

MayOr 
Robert S. Weinroth – District 4 

Vice MayOr 
Gregg K. Weiss – District 2

cOMMiSSiOnerS 
Maria G. Marino – District 1

Dave Kerner – District 3 

Maria Sachs – District 5 

Melissa McKinlay – District 6 

Mack Bernard – District 7 

cOunty adMiniStratiOn
Verdenia Baker, County Administrator

Nancy Bolton, Assistant County Administrator

Todd J. Bonlarron, Assistant County Administrator

Dorrit M. Miller, Assistant County Administrator

Patrick Rutter, Assistant County Administrator

Isama Ayala-Collazo, Facilities Development & Operations 
Manager
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DISCOVER THE PALM BEACHES STAFF 

executiVe 
Jorge Pesquera, President/CEO 

Kricket Marion, Assistant to the President/CEO 

BUSINESS INTELLIGENCE 

Gustav Weibull, Associate Vice President, Research, Strategy 
& Destination Development

INTERNATIONAL & LEISURE SALES 

Erick Garnica, Senior Director, Leisure Trade Industry Sales 

Eva Damato, Manager, Leisure Sales 

finance 
Evan Lomrantz, Senior Vice President, Finance & 
Administration 

Chris Blackburn, Senior Director, Finance 

Victoria King, Specialist, Accounts Payable 

Steve Parsons, Director, Information Systems 

Ann Marie Black, Staff Accountant

Marketing
Nick Parks, Vice President, Marketing 

PUBLIC RELATIONS & COMMUNICATIONS 

Lindsey Wiegmann, Director, Public Relations 

Veronica Arrieta, Manager, International Public Relations

Ryvis Sierra, Manager, Public Relations 

INTEGRATED MARKETING 

Bryan Glynn, Director, Digital Marketing

Erika Constantine, Director, Brand Marketing 

Mike Reinhardt, Senior Manager, Creative Services 

Rosemarie Michel, Senior Manager, Website, CRM & Digital 
Platforms

Beril Gutierrez, Senior Manager, Social Media 

Jaimie Hart, Marketing Manager, Groups & Meetings

Natasha Boschetti, Specialist, Social Media

cOntent & cOMMunity engageMent 
Heather Andrews, Associate Vice President, Content & 
Community Engagement 

Sergio Piedra, Director, Community Engagement/Advocacy 

Mackenzie Morrell, Senior Account Executive, Community 
Engagement  

Jamel Hardtman, Account Executive, Community Engagement

Mary Brown, Senior Specialist, Community Engagement

grOuP SaleS 
Kelly Cavers, Senior Vice President Group Sales & Destination 
Services 

Robin Prakash, Associate Vice President, Group Sales

Dori Jensen, Senior Director Sales, Meetings & Conventions 

Susan Carlson, Director Sales, Meetings & Conventions, 
Northeast & Canada 

Peter Cronin, Director Sales, Meetings & Conventions, 
Southeast 

Peggy Murray Hagaman, Director Sales, Meetings & 
Conventions, Midwest 

Shanon Villeneuve, Director Sales, Midwest/West 

Brandon Hall, Director Sales, Florida

Monique Leo- Spinner, Senior Account Executive, Group 
Sales 

Linsey Barrett, Account Executive, Group Sales 

Sophie West, Account Executive, Group Sales 

Sharon Persaud, Account Executive, Group Sales 

DESTINATION SERVICES 

Aly Fernandez, Associate Vice President, Destination Services 
& Trade Activities 

Yvonne Williams, Senior Manager, Destination Services 

Ashley Medeiros, Senior Manager, Destination Services 

Jessica Lettsome, Manager, Destination Services
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