Tourist Development Council Regular Meeting
Ocala/Marion County Visitor & Convention Bureau
109 W Silver Springs Blvd.

Ocala, FL 34475
Thursday, March 26, 2026
9:00a.m.

The regularly scheduled meeting for the Tourist Development Council was held both in person
and via Teams.

Mr. Christopher Fernandez read into the record, members of the public are advised that this
meeting/hearing is a public proceeding, and the clerk to the board is making an audio recording
of the proceedings, and all statements made during the proceedings, which recording will be a
public record, subject to disclosure under the public records law of Florida. Be aware, however,
that the audio recording may not satisfy the requirement for a verbatim transcript of the
proceedings, described in the notice of this meeting, in the event you desire to appeal any
decision adopted in this proceeding.

Roll Call
Present:

Christopher Fernandez, Danny Gaekwad, Rich Larkin, Commissioner Ron Livsey, Councilmember
Barry Mansfield, Commissioner Michelle Stone and Bobby Walker.

Staff:

Loretta Shaffer, Sky Wheeler, DeeDee Busbee, Bryan Day, Jessica Heller, Corry Locke, Samantha
Solomon, Heidi Villagomez, Candace Shelton, Carlos Medina, Coleen Robinson

Guests:

lleana Frascone, Miles Partnership: Tammy McCann, Marion County Tax Collector’s Office;
Jason Varnum, ProAm Softball; Paresh Chhatu, Hilton Garden Inn; Ben Baugh, 352 Today; Dana
Olesky, Chief Assistant County Attorney, Marion County

Notice of Publication

Notice was published on the County Website on January 5, 2026 including Teams information.
Approval of Minutes

A motion was made by Rich Larkin, seconded by Councilmember Barry Mansfield, to adopt
the minutes from the February 26, 2026 Tourist Development Council Meeting with
scrivener’s corrections. The motion was unanimously approved by the council (7-0).

Acknowledgment of Financials — February 2026
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Mr. Danny Gaekwad inquired if there were any extraordinary items in the financials.

Ms. Sky Wheeler replied there was nothing unusual and added that there will continue to be
some budget amendments as finance has made some adjustments in alignment with finance’s
accounting standards.

A motion was made by Commissioner Michelle Stone, seconded by Bobby Walker, to review
and approve February 2026 Financials. The motion was unanimously approved by the council
(7-0).

Report from Chair

Presentation: Tourist Development Tax Collection Update, Marion County Deputy Tax Collector,
Tammy McCann

Ms. McCann advised that 23 new accounts were created with Deckard from February 26 to
March 26, 2026 with a total of 1,359 accounts. Ms. McCann expressed collaborating with the
VCB team to present a Meet and Teach regarding short-term rentals on April 22", with more
to come in future, as she believes short-term rental owners need help with understanding
ordinances and how to pay via the tax collector’s website.

Mr. Gaekwad inquired as to the number of accounts.

Ms. McCann replied that there are 1,359 accounts which encompass all short-term rentals
including hotels.

Motion: TDC Chairman/Vice-Chairman Vote

Mr. Fernandez instructed members to cast votes on ballots found at their seats and to hold
them up for collection.

Mr. Gaekwad verified with Mr. Fernandez that Mr. Rus Adams was current Chairman and Mr.
Fernandez was Vice-Chairman.

Ms. Wheeler tallied the collected votes and announced that Mr. Fernandez received the
appropriate votes to be Chairman. Mr. Wheeler then distributed new ballots to take a new vote
for Vice-Chairman as Mr. Fernandez also received majority vote for Vice-Chairman.

Mr. Bobby Walker advised he would prefer not to be considered for Vice-Chairman explaining
he is still new to the council and inexperienced.

Ms. Shaffer added that Mr. Rus Adams, although not in attendance, communicated to her he
would consider coming back on as Vice-Chairman.

Mr. Corry Locke collected the ballots.
Mr. Gaekwad left the meeting at 9:10 A.M.

Ms. Wheeler announced that Mr. Rus Adams received the appropriate votes for Vice-Chairman.



A motion was made by Commissioner Michelle Stone, seconded by Mr. Rich Larkin, to
approve Mr. Christopher Fernandez as the TDC Chairman and Mr. Rus Adams as the TDC Vice
Chairman. The motion was unanimously approved by the council (6-0).

Funding Requests

Mr. Fernandez announced that the following funding requests meet all of the criteria for
consent consideration under Resolution 25-R-219 which governs the 4 funding programs and
can be moved as one item if the board chooses to do so, however due to the nature of item 6.4,
staff is recommending that it be moved separately since the event planners have contracts with
several Tourist Development Council hotel partners that may create a conflict of interest.

A motion was made by Commissioner Michelle Stone, seconded by Mr. Bobby Walker, to
approve items 6.2-6.3 as presented. The motion was unanimously approved by the council (6-
0).

Mr. Gaekwad returns to the meeting at 9:12 A.M.

Ms. Dana Olesky recommended that 2 present board members. Mr. Larkin and Mr. Gaekwad,
abstain from voting advising the vote will still have a quorum.

A motion was made by Commissioner Michelle Stone, seconded by Commissioner Ron Livsey,
to approve items 6.4 as presented. The motion was unanimously approved by the council (5-
0) with Mr. Gaekwad and Mr. Larkin abstaining.

Mr. Larkin asked for a brief explanation of the funding.

Mr. Locke answered that the intended use of funding on the application reflected marketing
expenses, advertising, and event production expenses.

Staff Updates
Presentation: Revised America 250 Media Plan

Ms. Shaffer then spoke regarding the America 250 Media Plan, which originally had a
$500,000.00 approved budget, explaining that the department had found ways to use the
current media plan to be proactive and deliver initiatives though an efficient and effective
marketing plan. Ms. Shaffer explained that this plan will even be carried out beyond July 4™ into
the shoulder seasons for summer and fall in which the most activity is needed. Ms. Shaffer then
introduced Ms. lleana Frascone of Miles Media and advised several of the Miles Media team
members had joined remotely to help guide through the media plan.

Ms. Frascone advised it was a pleasure to join the meeting again to review the progress and
planning for the America 250 plan, what the team has been working on, and outline the
strategy. She advised the purpose of the campaign was to celebrate America’s 250" birthday by
positioning Ocala/Marion County as a premier Florida travel destination for a patriotic
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celebration during the shoulder season of late spring, summer and leading into fall to generate
community pride and economic impact. Ms. Frascone elaborated that the timing included
onboarding, Mr. EJ Neives, the content creator for programing starting in March to July with the
full plan activating in May through August. She explained that the target audience is leisure
travelers, which is aligned with the marketing plan at large with some notable differences, aged
25-64, especially families, couples, and muitigenerational road-trippers seeking affordable,
outdoorsy escapes.

The secondary audience is history buffs, equestrian enthusiasts, empty-nesters, nature
enthusiasts and regional travelers exploring America 250 heritage routes and national
park/monument stops. Ms. Frascone moved onto the campaign’s theme which is to Celebrate,
Explore, Remember — America 250 in Ocala/Marion County with the strategies of destination
awareness and amplification. She continued explaining that the plan included telling the good
story of Ocala/Marion County as an all-American destination, unified messaging across all
touchpoints, integration of local events including dining, things to do and places to stay which is
all the reliable content to drive economic impact and encourage return visitation. She advised
they are instilling a concept for future return travelers. Ms. Frascone advised the success
measure would be similar to all of their media programming by very targeted Key Performance
Indicators (KP1). She continued to explain the breakdown as Awareness KPls which included
impressions, reach, and video completion rate, Engagement KPIs like click-through rate, content
interaction and landing page visits, Conversion KPIs which include bookings, Arrivalist lift,
spendlift, and online travel agency referrals, and lastly advocacy KPis which encompasses PR
programming, social sharing, and work with content creators. She advised they will be
providing post-campaign reports monthly to assure benchmarks are being meant.

Ms. Frascone then explained the primary geographic focus was the Florida drive markets being
Orlando, Tampa, Jacksonville, Tallahassee and Gainesville and secondary markets being the
southeast drive markets within 6-9 hours away including Atlanta, Savannah, Charleston,
Birmingham and Nashville. She added a couple national channels, VF co-ops and AAA On the
Go, layered in contextual targeting for road trips, family travel, and Florida vacations. Ms.
Frascone transitioned into the integrated media funnel approach to the paid media strategy
which consisted of three tiers. She further explained at the top is Awareness which consisted of
Out of Home, Connective TV and PR initiatives with the objective to build reach and visibility.
The next tier explained was Engagement where there are display tactics, eblast and social to
encourage interaction and site traffic. The final tier was Conversion being OTA, like Expedia,
and Search where they drive to actually book and find measurable ROI within purchasing. Ms.
Frascone recommended the first buy to be with Carvertise, a partner they have worked with
previously, which would involve deploying a fleet of 13 boldly wrapped patriotic “Road to
Ocala” creative rideshare vehicles over a 12-week period with activation at 6 high-impact
swarms assigned to Tampa.

Mr. Gaekwad inquired if all vehicles would have the same wrap and graphics.

Ms. Frascone answered that the graphics will be the same for consistency and in the past they
have worked with some minor color differences.



Ms. Frascone continued to explain the vehicles would be at major events in Tampa for example
the Tampa Bay versus Red Sox baseball game, Chris Stapleton and Jellyroll concerts, and the
Florida Seafood Festival.

Mr. Gaekwad queried if cars were in use when not at an event and for verification if using Uber
vehicles.

Ms. Frascone advised the vehicles were rideshare, both Uber and Lyft, and they would be an
branded experience geared to surprise and delight at events adding that within the vehicles
there will be a QR code linking to the America 250 landing page to drive the measurable
engagement and awareness. She supplemented that reach will be extended through digital re-
targeting as they anticipate about 14 million impressions to reinforce the messaging with a May
through July timing.

Mr. Gaekwad inquired as to the meaning of the slogan on vehicles of “Find Your Freedom
Here!” as opposed to relating more to celebrating America’s 250" slogan.

Ms. Wheeler answered advising it meant the freedom to do what you want to do.

Mr. Larkin agreed with Mr. Gaekwad and inquired as to the thought process on how the slogan
was achieved.

Ms. Frascone advised her team works on the media buying and they don’t handle the creative
and that when working with the creative team they did not want to be too specific allowing for
broader time period travelers.

Ms. Wheeler advised the creative is managed internally and can be revisited further explaining
the wrap picture shows people jumping into the springs which is an intended target market
receiving the most engagement on other platforms. Ms. Wheeler added that adjustments can
be made and the messaging refined.

Mr. Larkin reflected that he doesn’t feel people relate Ocala with the springs from Tampa and
Orlando.

Ms. Wheeler explained that there is considerable data that supports the relationship. She
pointed out there are two sides to the wrap and the other pulls the equine perspective adding
that the back window is the call to the website. Ms. Wheeler explained that targeting starts
from the rider’s digital device through location sharing serving them directed follow up digital
content.

Mr. Gaekwad inquired as to how many events will be targeted, how long will the vehicles stay
and who pays for the wrap.

Ms. Frascone indicated four vehicles would stay two hours at six events and the wrap price is
included with the buy. She further explained that Carvertise guarantees impressions, a certain
amount of traffic and often there is flexibility with good media partner buys, and they bundle in
an extra event.

Mr. Gaekwad queried as to whom Carvertise was and had there been past business.



Ms. Wheeler advised that the VCB have done business previously and won awards doing
campaigns with Carvertise.

Ms. Frascone transitioned into marketing with the AAA Travel Media to reach highly engaged
regional travelers across trusted AAA platforms. She further explained in order to do that they
will leverage a Florida-targeted eNewsletter, with distribution at 1 million, to drive awareness
during peak summer planning period and extended the impact with a full page with On the Go
digital publication that goes to 3.2 million members which includes a 400-word story and a
sponsored event feature to deepen engagement, adding they like opportunities with the
editorial mix. Ms. Frascone continued that they would highlight “Road Trip to History” and
America 250 messaging positioning Ocala/Marion County as an easy, family-friendly getaway.

Mr. Gaekwad added that they need to give specifics of why visitors would come to Ocala for the
“Road Trip to History” potentially putting that on the Carvertise wrap.

Ms. Frascone continued that the campaign with AAA Travel Media would encourage trip
planning through itinerary driven storytelling and drive market accessibility with the flight being
in May or June.

Ms. Frascone moved onto the next approach with the Expedia Group to reach high-intent
travelers actively planning trips and redirect consideration to Ocala/Marion County. She
continued that they would implement competitive conquesting within searches for nearby
destinations which is a very targeted approach at Orlando, Tampa and Gainesville. She
continued explaining they plan to leverage placements including Homepage Marquee, Partner
Gallery, and listings across Expedia and Vrbo to maintain visibility through the booking journey.
She advised they are going to target travelers using a combination of IP-based geo targeting
and search intent signals, including Florida drive markets and key Southeast feeder cities such
as Atlanta, Nashville and Charleston and align targeting to family travelers and history/culture
travel themes to support America 250 messaging.

Ms. Frascone moved into explaining the social approach with a targeted social campaign
promoting Fourth of July events, including creative tailored by location, interests, and behaviors
to reinforce the “Celebrate, Explore, Remember” theme including Independence Day fireworks
celebrations at Wrigley Fields, Ocala/Marion County Veterans Memorial Park, Dunnellon High
School and Belleview Sportspiex and a patriotic parade. She further detailed their plan to use
carousel and single-image ads to drive site traffic and trip planning, paired with video formats,
vertical and horizontal, that immerse audiences in America 250 visuals while implementing
retargeting to re-engage warm audiences already interacting with the site and social content,
converting awareness into visitation intent. She advised the platforms would be Facebook and
Instagram.

Mr. Larkin inquired if the images would all be stills.
Ms. Frascone advised that there will be video also.
Mr. Larkin expressed that people are more drawn to videos.

Commissioner Michelle Stone verified that target area is out of Marion County and asked if the
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contract approved last month with Mr. EJ Neives will link together with this initiative.

Ms. Frascone advised the presentation will cover that shortly and this initiative is the paid piece
that goes out of market whereas Mr. Neives is the organic piece involving him traversing
around regionally with editorial freedom to capture events through his local eye perspective.

Ms. Frascone then moved onto the topic of search advising they maintain a strong always-on
SEM presence through the traditional media plan which is dedicated to the America 250
branding. She continued that they also plan to work with performance max and demand
generation campaigns to optimize around the event targeting high-intent users searching for
travel in Florida’s drive markets directing them to campaign landing pages that feature
itineraries, events, and partner offers. They also plan to integrate campaign creative and copy
tied to the “Road Trip to History” theme to connect search intent with the larger America 250
story. Ms. Frascone added they plan to align creative to America 250 and “Road Trip to History”
reinforcing Ocala/Marion County as an accessible, experience-rich destination which would be
exciting to maximize impact through a 25% Visit Florida co-op match, increasing media
efficiency and overall reach.

Ms. Frascone transitioned to the Visit Florida co-op Digital Out-of-Home buy explaining that it’s
a high-impact unit in key feeder markets to drive consideration for Ocala/Marion County which
includes billboards, transit and pedestrian environments reaching travelers in high traffic
moments. She explained the plan would be to utilize programmatic targeting to align
placements with travel, lifestyle, and cultural environments that index with target audience
positioning Ocala/Marion County as an easy, drive-market getaway for Atlanta, driving
consideration and trip planning.

Ms. Frascone then presented the next Visit Florida co-op as Amazon Streaming TV reaching
travel audiences through premium, full-screen video environments across Prime Video,
Freevee, and live sports/news inventory to deliver broad, high-impact awareness. She added
that it would a nationwide, excluding Florida, targeting using Amazon’s first party data to reach
users based on behaviors, interests, and purchase signals around Arts & Culture, Culinary,
Outdoors & Nature and Sports. She continued to explain that Amazon tracks purchases so the
content being served later is based on purchase history. She added that the creative aligned
with America 250 and “Road Trip to History” using sight, sound and motion to inspire visitation
again with a 25% Visit Florida co-op match.

Ms. Frascone explained the next Visit Florida Co-op would be with TripAdvisor displaying native
programing leveraging display and native placements to stay present though the consideration
phase and influence destination selection. She continued explaining that it would target
nationwide, excluding Florida, and in-market users researching Florida and competitive
destinations to redirect demand to Ocala/Marion County. She added the creative would align
with the themes and highlight cultural attractions, events, and nearby experiences. Ms.
Frascone advised they would utilize Visit Florida’s first-party data and co-op efficiencies to
maximize reach and cost efficiency.

Mr. Larkin asked how would we know who the audiences is for TripAdvisor as he looks at it like



a fading platform similar to Priceline.

Ms. Frascone advised periodically they do an audit of TripAdvisor and Expedia to verify their
relevancy and it continues to be one of the best ways to measure conversion.

Ms. Frascone continued the presentation explaining the PR portion to bring the story to the
media by coordinating an America 250 Satellite Media Tour in the early summer creating buzz,
boost media coverage and drive traveler intent across Florida and key Southeast drive markets.
She outlined that a VCB spokesperson would conduct interviews with multiple media outlets to
promote Ocala/Marion County as an All-American destination leveraging both earned and
owned channels to maximize reach and awareness. She further explained hosting a media FAM
trip, with 4-6 regional journalists, in mid to late summer to keep the momentum and bolster
the off-season by experiencing the region’s patriotism, heritage, equine culture and outdoor
adventures to develop stories showcasing these experiences advising the goal is to generate
rich, lasting content that inspires travel.

Ms. Frascone moved her presentation onto the Content Creator program collaborating with
local content creator, Mr. EJ Nieves, who will tell the story of Ocala/Marion County as an All-
American destination leading up to the America 250 celebration through the lens of local
businesses and events with 6-10 posts a week on Facebook and Instagram in March through
July. She advised the program was approved by the TDC in February and they are excited to see
how the program materializes.

Ms. Frascone closed with a media plan flowchart showing the partner, placement, markets to
be targeted, run periods and spend.

Mr. Larkin verified that total spend for America 250 was roughly $378,000.00 and commented
every community is going to be pushing America 250 thinking realistically that people will not
come from Atlanta to Ocala as Atlanta will have their own celebration. He inquired if we are
looking to pull travelers to Ocala from Atlanta or traveler’s passing through.

Ms. Frascone answered with a hypothetical situation explaining that if you lived in Atlanta full
time and were tired of the hustle and bustle of the city, you may be looking to get out and have
a road trip with your family during the summer off-season to come down and enjoy hence why
they are targeting families and day-trippers who are trip planning to explore some unique
offerings out of their hometown. She added that Atianta is a strong market for Ocala/Marion
County and their placements are trying to catch others driving down 175.

Mr. Larkin requested to return the presentation to the visual stills of a horse jumping and the
Marion County America 250 logo advising that those images grabbed him as he views them and
then reads the content. He continued that the car wrap does not do the same and the colors
are too soft and blending.

Mr. Fernandez advised his wife has been using ChatGPT to plan family road trips and it leads to
individual events. He added he likes the diversity in the whole marketing package. He asked
how long traditional advertising methods will be valid with the evolution of artificial intelligence
chatbots or will they remain valid as through the advertising chatbots get information and how



should we tailor our spend to enhance chatbot driven information.

Ms. Frascone advised that is why their plan is diversely tailored to catch different people at
various planning stages. She communicated that search is an important buy as certain settings
through Google can be set for Al Generative search as there are still paid pieces within that. She
added that search engines will produce the most qualified sites which by nature are DMO sites
so making sure the website is up to date as possible as that is where the information is pulled
from. She supplemented that ChatGPT is going to help with the inspiration process and from
there people would move onto TripAdvisor or Ocala/Marion County’s website to get more
information on specifics. Ms. Frascone counseled that she doesn’t feel that one will replace the
other but it is something that needs to be planned for in content approach.

Mr. Gaekwad stated that he was looking through the website at the celebration events and
asked who is paying for all of it and how much.

Ms. Shaffer answered that it was approved for $500,000 but after reviewing the media plan it
was decided to optimize efficiency and present a spend of $377,000 to the council in which the
TDC is paying for with Visit Florida components picking up 25% costs.

Mr. Gaekwad asked if the department missed some of the Visit Florida monies.

Ms. Shaffer advised some, but the options presented by Ms. Frascone were the most prudent in
the remaining inventory and could extend market penetration.

Mr. Gaekwad requested an explanation of the mathematics.

Ms. Wheeler explained that Visit Florida’s co-op programs are structured where we have an
investment and they plus up the investment by 25% so we do not see those funds just the
results of the funds as they go in and buy a bigger piece of the media.

Mr. Larkin asked what the spend was for in August.

Ms. Wheeler answered it was to continue to drive the summer season and added that a
clarifying point that not everyone is going to come on the 4% of July, but we would like to be in
their thought process before children go back to school for road trips. She supplemented that
working with the Miles team it was decided to push through Labor Day.

Mr. Larkin asked if it would utilize the America 250 campaign language or generic marketing.

Ms. Wheeler advised it would have some of the America 250 components but not the come for
fireworks aspect more aligned with visit for fun.

Mr. Gaekwad conjectured that 4™ of July was the main event although he could not find much
on the website.

Mr. Fernandez asked if the website was still being developed.
Ms. Wheeler advised that VCB does not manage the Marion Celebrates 250 website.

Mr. Gaekwad asked what the TDC website was.



Ms. Wheeler explained OcalaMarion.com has an America 250 page which navigates all our
traffic with our messaging and itinerary building that is more tourism based.

Mr. Gaekwad advised he felt for the $370,000 there would be a monumental event, like a
concert, in which thousands of people would attend.

Ms. Shaffer counseled that the plan is to extend the opportunity to come to an All-Americana
place by marketing the entire destination with messaging that drives the shoulder season of
summer and launch into fall destination wide. She added that there are so many people that
have children going back to school but the empty-nesters and people with expendable funding
will come for culinary, arts and culture. She suppiemented the plan will be capitalizing on
creating messaging around those audiences to help build the shoulder season opportunities.

Mr. Gaekwad advised he believes it is a “feel good” campaign which he feels good about.
Mr. Larkin added that you cannot measure the ROI but it is something we need to do.

Ms. Frascone presentation ended and Ms. Shaffer introduced Ms. Heller to present the
Marketing and Communications Update.

Marketing and Communications Update

Ms. Heller advised this would be a brief update adding the marketing and communications
update would be for this month and the breakdown for digital placements that are January
through February. She explained the report is for the currently running media, some industry
and advocacy communication efforts and a recap of recent PR efforts. She stated that this type
of report will be presented when she is not doing the quarterly report. She advised the current
running media consists of Visit Florida Vacation Guides, Sports Planning Guide, CEP Relocation
Guide and Atlanta Parent explaining that with the print media there is also complimentary
digital media that comes with it like Geoblast. She listed the billboard ads and digital media like
banner ads in which some are videos. Ms. Heller explained there are what appears to be
organic articles that are paid media placements along with podcasts. She explained a unique
placement in Simpli.fi which places a geofence around select conferences and industry events,
whether we attend or not, reaching planners though media planner messaging and after the
event we can use re-targeting to continue to show our destination to those planners. She
continued onto the next slide which outlined the Industry/Advocacy Communications showing
some of the communications sent out, events attended and presentations completed. Ms.
Heller reviewed the Public Relations portion which comprised recent press trips and press
releases.

Ms. Shaffer then introduced Mr. Corry Locke to present the sales update.
Sales Update

Mr. Locke started with today’s approvals of Patriot Games Invitational and the JFCA and one
other being the ProAm Road to the World Series Qualifier which is to take place May 22-23',
2026 at the Ocala Regional Sports Complex. He further advised ProAm was late to secure May
funding, but they were able to move forward on funding for the July tournament. He added
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that they are working on a 3™ tournament to take place in later summer to is to be presented
to the board in the next couple months. Mr. Locke then moved into the Leads section.

Mr. Larkin asked what JFCA Hottest Show on Earth stood for.

Mr. Locke responded it was the Junior Florida Cattlemen’s Association which was approved this
morning for the July show at the Southeastern Livestock Pavilion.

Mr. Locke continued onto Uncle Charlie’s softball tournament, which is a mid-west brand based
out of Ohio doing a lot of tournaments in the mid-west who have never been to Florida. He
continued that they have made contact to come into the Florida market and are currently
working with Parks and Recreation at Shocker Park. He added that an RFP went out to the
hoteliers last month. Mr. Locke then moved onto another opportunity which was the Going on
Faith Conference and Group Travel Con which are under the same conference organization
called Group Family Travel. He explained he is working with them to host one or both
conferences and going through the details of their RFPs while planning to keep the council
updated on progress. He then moved onto the Millennial Health Care Annual Summit which
was sent to the sales team though Cvent and they are potentially trying to bring the event in
November. He next reviewed the Florida BASS Nation Youth Tournament, which is a statewide
organization for fishing, the youth division, to be potentially hosted at the Heagy-Burry boat
ramp on Orange Lake on February 19-21, 2027. Mr. Locke’s lead list ended with Connect South,
also known as Informa, which also hosts Connect Marketplace, a large tradeshow staff attends
every year. He continued that they have multiple conferences that they do and is to be
potentially held in October of 2027. He added that Connect had a site visit last month that went
very well and they are working on the RFP. Mr. Locke moved onto the Ongoing Leads list in
which the only change was the Florida and Alabama RV Park and Campground Association
which has a planned site visit in June, adding it is a big conference and opportunity which is
being hosted in Daytona this year. Mr. Locke moved onto Lost Business being the Florida Rolls
Royce Owners’ Club which was lost to The Villages as the venues we offered did not work out
for 2026.

Mr. Gaekwad asked what the venues were.

Mr. Locke advised that an RFP was sent out and several hotels responded and they were not
able to come to an agreement. He advised he was not privy to the direct conversations.

Mr. Locke lastly presented the Conferences/Tradeshows portion of his update explaining the
department is a member of MPI which does a Spring Showcase which is to be held in
Jacksonville on April 2" with Mr. Bryan Day in attendance to represent Ocala/Marion County.

Mr. Larkin posed a question to Commissioner Stone inquiring whether the county has ever
studied the opportunity of a meeting facility considering the growth of hotels being buiit.

Commissioner Stone advised that the VCB had done a study within the last 18 months and
suggested he should be provided with a copy.

Ms. Shaffer noted that she was recently provided with a large 423 page binder that she couid
review with him advising there could be a phase 2 added which will look at all the parks in the
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county that could potentially be converted into regional parks. She continued explaining that
the long-range tourism plan for the county is being prepared looking at the next 3 to 5 years
which will contain the steps needed to answer that question.

Mr. Larkin advised that being close to Tallahassee that there may be state associated business
that may not fit into one hotel but may be able to be accomplished here and asked if the study
was complete.

Commissioner Stone advised the study was complete and they identified gaps such as that and
there were at least nine identified locations adding, as Mr. Gaekwad previously identified, the

World Equestrian Center recently buiit a conference center which allows a big gap to be filled.

She continued to explain that it was not within the Ocala city limits but again that would be in

private market to determine.

Mr. Gaekwad advised that it is good to have a convention center as the demand is there, adding
it cannot be just one building as people want food and entertainment unless potentially
downtown, as WEC is completely different.

Mr. Larkin replied that state associations may not be able to afford WEC.

Commissioner Stone reasoned that with the new hotels coming downtown plus the one already
here, and The Forge being close to being completed plus there being a lot of entertainment
downtown to compliment a convention center.

Mr. Gaekwad expressed Tuscawilla Park, with the lake, should be identified as a potential site
adding when people go to a convention they also visit downtown.

Councilmember Barry Mansfield advised that the City of Ocala works hard to bring business
downtown and what needs to happen is getting across 40. He added they need investment, like
The Forge and Midtown have done, and peopie interested in areas across 40, the section from
main downtown to the north side of town near Florida Feed & Seed. Councilmember Mansfield
said that there are some sections that need to go and be reinvested. He added that Mr. Doug
Cone building a new hotel is great.

Mr. Gaekwad advised he strategically bought the SunTrust building, which is 6 acres, the same
size as the downtown per his hired architects, and he is awaiting the hotels to be built to verify
supply and demand but stated a hotel cannot do everything.

Councilmember Mansfield advised Mr. Gaekwad was correct and what they need to encourage
is retail downtown like “Mom and Pop” shops. He pointed out that now that they have raised
the price downtown and with the rent increased “Mom and Pops” cannot afford it.
Councilmember Mansfield expressed they want to break that cycle and potentially get more
restaurants.

Mr. Gaekwad advised the city is not in the business to do business and that the city is in the
business to facilitate what the businessman wants to do.

Councilmember Mansfield agreed that the city wants to encourage developers to come and
spend money. Councilmember Mansfield expressed that Ocala needs to advertise their rich vast
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history, as there is always talk about the springs and horses, for example the batties fought
here and Ft. King along with America 250. He felt that there is a demographic of people that
will come to see the history and spend money as opposed for just coming for one day, July 4™,

Mr. Gaekwad agreed with Councilmember Mansfield.

Commissioner Stone added that the America 250 website should include some historical
content as well as the trolley car.

Councilmember Mansfield expressed hope that the new electric trolley car will arrive soon as it
has been ordered and currently there is a bus service running the routes.

Mr. Fernandez expressed the importance of the connectivity of crossing 40 and how the trolley
will help.

Councilmember Mansfield brought up that people living downtown are wanting to cross 40 in
golf carts which they are working on trying to make Ocala a user-friendly city.

Commissioner Stone stated she believes they are narrowing the lanes on 40 to slow down
traffic to make it more pedestrian and golf cart friendly.

Mr. Larkin asked if the routes for the trolley car are online somewhere.
Councilmember Mansfield advised yes.
Ms. Wheeler advised there is a robust interactive map that shows the bus location in real time.

Mr. Gaekwad reasoned the Silver Springs attraction appeal has gone with visitors opting to go
to Disney. He continued that the attraction is too old, and he does not know how many people
go there. He stated they need to establish new attractions to appeal to people for example the
swimming competitions. He believed that not many people attended Light Up Ocala and the
traffic just comes and goes and people are disinterested. He relayed that the downtown rents
per square foot are too high for retail to survive with online retailers such as Amazon replacing
traditional brick and mortar retailers. He encouraged Councilmember Mansfield to think
innovatively about what else can be brought downtown other than retailers.

Councilmember Mansfield disagreed and clarified that when referring to retail he means more
Mome-and Pop, crafts, unique products, boutique-like stores.

Mr. Gaekwad advised that Mom and Pop businesses cannot afford the rent downtown at $40 a
square foot.

Counciimember Mansfield advised he believes there are still businesses on this side of 40 that
are vacant properties that would require investment but will recoup the monies and agreed
that not everyone can afford $40 a square foot.

Mr. Gaekwad advised he just rented to a “Mom and Pop” cookie shop at $70 a square foot and
is uncertain as to whether they will be able to afford the space long term.

Commissioner Stone realigned to the agenda and expressed that maybe a brainstorming
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session could be in order.

Mr. Fernandez suggested that convening a separate brainstorming session or workshop for
downtown discussion is in order.

Ms. Wheeler advised that there is an upcoming long-range tourism plan with ample
opportunity for input ali throughout that process and encouraged members to stay excited over
the next few months to express insights. She added that the consultant that is selected to do
the long-range tourism planning work will have today’s information provided for reference.

Ms. Shaffer introduced Ms. Wheeler to provide the TDT Collections/STR and Key Data update.
Commissioner Stone left the meeting at 10:13 A.M.
TDT Collections/STR and Key Data Update

Ms. Wheeler advised that the TDT Collections were formatted slightly differently, post the tax
collector’s office presentation last month. She explained the corrections have been made to the
month’s actuals which were previously reported incorrectly for the prior fiscal year. The
updated numbers are shown in yellow and reflect the new numbers from the tax collector’s
office with a new total for fiscal year 2025 of just over $6.1 million dollars which far exceeds the
prior year.

Ms. Wheeler continued to explain that further into the current fiscal year we will benchmark
against the actual numbers and not the numbers that were duplicated. She then covered the
reporting period for February, which covered January’s revenues. Collections totaled
$605,405.05 which was a decrease from last year of 3.14%. She added that after reviewing with
the tax collector last month, that when looking back at the minutes or collections in November
there was a catastrophic outbreak scenario in the equine industry that cancelled a lot of events
which will reflect in both the collections and STR/Key data. She advised that she did not get a
chance to discuss previously and reported that it is easy to remember a hurricane as it affects
everyone whereas an equine outbreak may not be as forward facing. She moved onto the next
part of the report which covered the Marion County STR then the Visit Florida STR followed by
the Key Data for Marion County. Ms. Wheeler advised the trend data for Marion County occupy
rate was at 70.2% which was a decrease of 2.8% year over year, the average daily rate was
$145.05 which was a decrease of 4.1% from last year and the RevPAR was $101.89 which was a
decrease of 6.8% from last year. She advised from the running 12 months occupancy was down
8.5%, ADR down 4.2% and RevPAR was down 12.4%.

Commissioner Stone returns to the meeting at 10:16 A.M.

Ms. Wheeler then moved into the Visit Florida data explaining the orange marker line was the
Visit Florida figures and occupancy statewide was at 78.6% which was a decrease of .3%,
average daily rate was $247.35 which was an increase of 4.7% from last year and RevPAR was
$194.43 that was up 4.4%. She then moved into Key Data, which was the grey line on the slide,
which showed the short-term rentals but not Deckert Technologies that the tax collector’s
office works with, it is a different set of information that is just looking for the occupancy, the
average daily rate and room nights available and it does not affect the compliance side. She
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advised occupancy was at 58.7% which was down 1% from last year, the average daily rate was
$257 which was down $19 from last year and RevPAR was $126 which was a decrease of $6
from last year, nights available was 5,195 which was up 2% from the previous year and the
running 12 months occupancy was down 10%, average daily rate was down 3% and RevPAR was
down 10% and nights available decreased 2%. She explained that nights available figure is
normalizing as people appear to be deciding if this is a business they want to be in and due to
the tax collector’s efforts it will continue to standardize so we will have a better understanding
of what the other data imparts as the room nights were fluctuating very heavily for a period of
time. Ms. Wheeler ended with offering to sit down with anyone individually to review more in
depth or look at back or forward trends.

Ms. Shaffer referred to the upcoming events in the packet and if there was any interest in
attending to please let the department know and reminded that Saturday is Marion County Day
at the McPherson Complex from 10 AM to 3 PM. She added the event is attended by thousands
being part of the celebration of the grand year with America 250 advising that the public
relations team has done a amazing job planning amazing events for the community. She added
that the VCB will be represented at the entry with the Gateway blow up and a welcoming table.

Mr. Fernandez thanked the staff and asked if there was any old business, new business or
public comment.

Mr. Paresh Chhotu from the Hilton Garden Inn offered a public comment regarding the America
250 celebration regarding the calculation of the ROL.

Mr. Fernandez thanked Mr. Chhotu for the comment and advised the next meeting of the
Tourist Development Council would take place on April 23, 2026 at 9:00 AM and adjourned the
meeting at 10:20 AM. :
P
Christopher Fernandez, Chair&wan
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FORM 8B MEMORANDUM OF VOTING CONFLICT FOR
COUNTY, MUNICIPAL, AND OTHER LOCAL PUBLIC OFFICERS

LAST NAME—FIRST NAME—MIDDLE NAME NAME OF BOARD, COUNCIL, COMMISSION, AUTHORITY, OR COMMITTEE
Gaekwad, Digvijay Tourist Development Council
MAILING ADDRESS THE BOARD, COUNCIL, COMMISSION, AUTHORITY OR COMMITTEE ON
11980 SE 22nd Ave Rd WHICH | SERVE ISAUNIT OF:
s SOUNTT acmy ® COUNTY Q OTHER LOCAL AGENCY
Ocal Marion NAME OF POLITICAL SUBDIVISION:

o = Marion County
DATE ON WHICH VOTE OCCURRED RS A T

MY POSTTION 15

March 26, 2026 Q ELECTIVE & APPOINTIVE

WHO MUST FILE FORM 8B

This form is for use by any person serving at the county, city, or other local level of government on an appointed or elected board, council,
commission, authority, or committee. it applies to members of advisory and non-advisory bodies who are presented with a voting conflict of
interest under Section 112.3143, Florida Statutes.

Your responsibilities under the law when faced with voting on a measure in which you have a conflict of interest will vary greatly depending
on whether you hold an elective or appointive position. For this reason, piease pay close attention to the instructions on this form before
completing and filing the form.

INSTRUCTIONS FOR COMPLIANCE WITH SECTION 112.3143, FLORIDA STATUTES

A person holding elective or appointive county, municipal, or other local public office MUST ABSTAIN from voting on a measure which
would inure to his or her special private gain or loss. Each elected or appointed local officer also MUST ABSTAIN from knowingly voting on
a measure which would inure to the special gain or loss of a principal (other than a government agency) by whom he or she is retained
(including the parent, subsidiary, or sibling organization of a principal by which he or she is retained); to the special private gain or loss of a
relative; or to the special private gain or loss of a business associate. Commissioners of community redevelopment agencies (CRAs) under
Sec. 163.356 or 163.357, F.S., and officers of independent special tax districts elected on a one-acre, one-vote basis are not prohibited
from voting in that capacity.

For purposes of this law, a “relative” includes only the officer’s father, mother, son, daughter, husband, wife, brother, sister, father-in-law,
mother-in-faw, son-in-law, and daughter-in-law. A “business associate” means any person or entity engaged in or carrying on a business
enterprise with the officer as a partner, joint venturer, coowner of property, or corporate sharehoider (where the shares of the corporation
are not listed on any national or regional stock exchange).

- * " * * ® L] * . - * * * * - L]

ELECTED OFFICERS:

In addition to abstaining from voting in the situations described above, you must disclose the conflict:

PRIOR TO THE VOTE BEING TAKEN by publicly stating to the assembly the nature of your interest in the measure on which you are
abstaining from voting; and

WITHIN 15 DAYS AFTER THE VOTE OCCURS by completing and filing this form with the person responsible for recording the
minutes of the meeting, who should incomporate the form in the minutes.

" " * * x* - * * * [ * * * * L -

APPOINTED OFFICERS:

Aithough you must abstain from voting in the situations described above, you are not prohibited by Section 112.3143 from otherwise
participating in these matters. However, you must disclose the nature of the conflict before making any attempt to influence the decision,
whether orally or in writing and whether made by you or at your direction.

IF YOU INTEND TO MAKE ANY ATTEMPT TO INFLUENCE THE DECISION PRIOR TO THE MEETING AT WHICH THE VOTE WILL BE
TAKEN:

+ You must complete and file this form (before making any attempt to influence the decision) with the person responsible for recording the
minutes of the meeting, who will incorporate the form in the minutes. (Continued on page 2)

CE FORM 8B - EFF. 11/2013 PAGE 1
Adopted by reference in Rule 34-7.010(1)(f), FA.C.




APPOINTED OFFICERS (continued)

» A copy of the form must be provided immediately to the other members of the agency.

« The form must be read publicly at the next meeting after the form is filed.

IF YOU MAKE NO ATTEMPT TO INFLUENCE THE DECISION EXCEPT BY DISCUSSION AT THE MEETING:
» You must disclose oraily the nature of your conflict in the measure before participating.

+ You must complete the form and file it within 15 days after the vote occurs with the person responsible for recording the minutes of the
meeting, who must incorporate the form in the minutes. A copy of the form must be provided immediately to the other members of the
agency, and the form must be read publicly at the next meeting after the form is filed.

DISCLOSURE OF LOCAL OFFICER'S INTEREST

, Digvijay Gaekwad March 26 20 26

, hereby disclose that on

(a) A measure came or will come before my agency which (check one or more)
inured to my special private gain or loss;

inured to the special gain or loss of my business associate.

inured to the special gain or loss of my relative, :
inured to the special gain or loss of Downtown Hilton Ocala , by

whom | am retained; or

N

inured to the special gain or loss of , which

is the parent subsidiary, or sibling organization or subsidiary of a principal which has retained me.
(b) The measure before my agency and the nature of my conflicting interest in the measure is as foliows:

If disclosure of specific information would violate confidentiality or privilege pursuant to law or rules governing attorneys, a public officer,
who is also an attorney, may comply with the disclosure requirements of this section by disclosing the nature of the interest in such a way
as to provide the pubtic with notice of the conflict.

3-3¢-ac
Date Filed Signature

NOTICE: UNDER PROVISIONS OF FLORIDA STATUTES §112.317, A FAILURE TO MAKE ANY REQUIRED DISCLOSURE
CONSTITUTES GROUNDS FOR AND MAY BE PUNISHED BY ONE OR MORE OF THE FOLLOWING: IMPEACHMENT,
REMOVAL OR SUSPENSION FROM OFFICE OR EMPLOYMENT, DEMOTION, REDUCTION IN SALARY, REPRIMAND, OR A
CIVIL PENALTY NOT TO EXCEED $10,000.

CE FORM 8B - EFF. 11/2013 PAGE 2
Adopted by reference in Rule 34-7.010(1)(f), FAC.




FORM 8B MEMORANDUM OF VOTING CONFLICT FOR
COUNTY, MUNICIPAL, AND OTHER LOCAL PUBLIC OFFICERS

LAST NAME-—FIRST NAME—MIDDLE NAME NAME OF BOARD, COUNCIL, COMMISSION, AUTHORITY, OR COMMITTEE
Lﬁ/‘/<in L/Zl'd\afé lDU.’|'§+ DQVO'OPM‘4+ COUnCl ’
MAILING ADDRESS THE BOARD, COUNCIL, COMMISSION, AUTHORITY OR COMMITTEE ON
- a WHICH | SERVE IS A UNIT OF:
3(’ b S S b L} A = 3‘/" aQcity %OUNTY J OTHER LOCAL AGENCY
CITY COUNTY

NAME OF POLITICAL SUBDIVISION:

Oeala Wearan Marian County

DATE ON WHICH VOTE OCCURRED MY POSITION 1S:

3 - 3»(9 - i Q ELECTIVE {APPOINTIVE

WHO MUST FILE FORM 8B

This form is for use by any person serving at the county, city, or other local leve! of government on an appointed or elected board, council,
commission, authority, or committee. It applies to members of advisory and non-advisory bodies who are presented with a voting conflict of
interest under Section 112.3143, Florida Statutes.

Your responsibilities under the law when faced with voting on a measure in which you have a conflict of interest will vary greatly depending
on whether you hold an elective or appointive position. For this reason, please pay close attention to the instructions on this form before
completing and filing the form.

INSTRUCTIONS FOR COMPLIANCE WITH SECTION 112.3143, FLORIDA STATUTES

A person holding elective or appointive county, municipal, or other local public office MUST ABSTAIN from voting on a measure which
would inure to his or her special private gain or loss. Each elected or appointed local officer also MUST ABSTAIN from knowingly voting on
a measure which would inure to the special gain or loss of a principal (other than a government agency) by whom he or she is retained
(including the parent, subsidiary, or sibling organization of a principal by which he or she is retained); to the special private gain or loss of a
relative; or to the special private gain or loss of a business associate. Commissioners of community redevelopment agencies (CRAs) under
Sec. 163.356 or 163.357, F.S., and officers of independent special tax districts elected on a one-acre, one-vote basis are not prohibited
from voting in that capacity.

For purposes of this law, a “relative” includes only the officer’s father, mother, son, daughter, husband, wife, brother, sister, father-in-law,
mother-in-faw, son-in-law, and daughter-in-law. A “business associate” means any person or entity engaged in or carrying on a business
enterprise with the officer as a partner, joint venturer, coowner of property, or corporate shareholder (where the shares of the corporation
are not listed on any national or regional stock exchange).

* * « * * * " " * * * * x +* « -

ELECTED OFFICERS:

In addition to abstaining from voting in the situations described above, you must disclose the conflict:

PRIOR TO THE VOTE BEING TAKEN by publicly stating to the assembly the nature of your interest in the measure on which you are
abstaining from voting; and

WITHIN 15 DAYS AFTER THE VOTE OCCURS by completing and filing this form with the person responsibie for recording the
minutes of the meeting, who should incorporate the form in the minutes.

» " * * * * * » * * * * » - * *

APPOINTED OFFICERS:

Although you must abstain from voting in the situations described above, you are not prohibited by Section 112.3143 from otherwise
participating in these matters. However, you must disclose the nature of the conflict before making any attempt to influence the decision,
whether orally or in writing and whether made by you or at your direction.

IF YOU INTEND TO MAKE ANY ATTEMPT TO INFLUENCE THE DECISION PRIOR TO THE MEETING AT WHICH THE VOTE WILL BE
TAKEN:

+ You must complete and file this form (before making any attempt to influence the decision) with the person responsible for recording the
minutes of the meeting, who will incorporate the form in the minutes. (Continued on page 2)

CE FORM 8B - EFF. 11/2013 PAGE 1
Adopted by reference in Rule 34-7.010(1)(f). F.A.C.




APPOINTED OFFICERS (continued)

+ A copy of the form must be provided immediately to the other members of the agency.

« The form must be read publicly at the next meeting after the form is filed.

IF YOU MAKE NO ATTEMPT TO INFLUENCE THE DECISION EXCEPT BY DISCUSSION AT THE MEETING:
* You must disclose orally the nature of your conflict in the measure before participating.

* You must complete the form and file it within 15 days after the vote occurs with the person responsibie for recording the minutes of the
meeting, who must incorporate the form in the minutes. A copy of the form must be provided immediately to the other members of the
agency, and the form must be read publicly at the next meeting after the form is filed.

DISCLOSURE OF LOCAL OFFICER'S INTEREST

1, , hereby disclose that on , 20

(a) A measure came or will come before my agency which (check one or more)

inured to my special private gain or loss;

inured to the special gain or loss of my business associate,

inured to the special gain or loss of my relative,

_‘f__ inured to the special gain or loss of H,I&) {)célcx , by

whom | am retained; or

inured to the special gain or loss of , which

is the parent subsidiary, or sibling organization or subsidiary of a principal which has retained me.

(b) The measure before my agency and the nature of my conflicting interest in the measure is as follows:

If disclosure of specific information would violate confidentiality or privilege pursuant to law or rules governing attorneys, a public officer,
who is also an attorney, may comply with the disclosure requirements of this section by disclosing the nature of the interest in such a way
as to provide the public with notice of the conflict.

Iy [ 20 il M

Date Filed | Sighature

NOTICE: UNDER PROVISIONS OF FLORIDA STATUTES §112.317, A FAILURE TO MAKE ANY REQUIRED DISCLOSURE
CONSTITUTES GROUNDS FOR AND MAY BE PUNISHED BY ONE OR MORE OF THE FOLLOWING: IMPEACHMENT,
REMOVAL OR SUSPENSION FROM OFFICE OR EMPLOYMENT, DEMOTION, REDUCTION IN SALARY, REPRIMAND, OR A
CIVIL PENALTY NOT TO EXCEED $10,000.

CE FORM 8B - EFF. 11/2013 PAGE 2
Adopted by reference in Rule 34-7.010(1)(f), FA.C.
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Campaign
Overview

Purpose: To celebrate America’s 250th anniversary by
positioning Ocala/Marion County as a premier Florida travel
destination for patriotic celebration, during the shoulder season
of late spring, summer and leading into fall to generate
community pride and economic impact.

e Timing: March 2026 - July 2026 (content creator*)
May 2026 - August 2026 (full plan)

¢ Audience:

o Primary: Leisure travelers ages 25-64, especially
families, couples, and multigenerational road-trippers
seeking affordable, outdoorsy escapes.

o Secondary: History buffs, equestriaon enthusiasts,
empty-nesters, nature enthusiasts and regional
travelers exploring America 250 heritage routes and
national park/monument stops.

* approved by TDC on 2/26 y



STRATEGIC FOCUS
Campaign Theme:

» Celebrate, Explore, Remember —
America 250 in Ocala/Marion County

Core Strategies:

» Destination awareness and
amplification

» Telling the story of Ocala/Marion
County, an all-American destination
» Unified messaging across all
touchpoints

» Integration of local events, dining,
things to do, and places to stay

» Driving economic impact

» Encouraging return visitation




Measurement & ROl Framework

What success looks like:

e Awareness KPIs: Impressions, Reach, Video Completion Rate

e EngagementKPIs: CTR (Click-through Rate), Content Interaction,
Landing Page Visits

e Conversion KPIs: Bookings, Arrivalist lift, Spendlift, OTA (Online Travel
Agency) Referrals

e Advocacy KPIs: Social Sharing, Earned PR Pickup, Partner Participation

All partners will provide post-campaign reports, with Miles consolidating monthly
performance insights to track ROI.



Geographic
Focus

Primary Market

Secondary Markets'

National Channels

Florida drive markets
Orlando, Tampa, Jacksonville,

Tallahassee, Gainesville
(excluding Ocala/Marion County)

Southeast drive markets
within 6-9 Y. hours
Atlanta, Savannah,
Charleston, Birmingham,
Nashville

VF co-ops Layer in contextual targeting for
AAA On the Go “road trip,” “family travel,” “Florida
vacations,” and "America 250"




Paid Media
Strategy



Integrated Media Funnel

Primary Channels Objectives
OOH, CTV, PR Build reach + visibility
AWARENESS
D| S ploy ebIostSoch ............ . ncourcnge O
ENGAGEMENT site traffic
CONVERSION OTA, Search Drive bookings +

Mmeasurable ROI



Approach:

Deploy a fleet of 13 wrapped rideshare vehicles
over 12 weeks, featuring bold, patriotic “Road to
Ocala” creative

Activate 6 high-impact swarms (4 cars each)
aligned with major Tampa events to maximize
visibility and engagement

Integrate QR codes linking directly to the America
250 landing page to drive measurable
engagement

Extend reach through digital retargeting (14M+
impressions) to reinforce messaging

Flight: May - July

Amount: $50,000

FIND YOUR
FREEDOM

K

ERE!

cala



Approach:

Partner with AAA Travel Media to reach highly engaged
regional travelers across trusted AAA platforms

Leverage a Florida-targeted eNewsletter (1M distribution)
to drive awareness during peak summer planning

Extend impact with a full page On the Go digital
publication (32V members%, including a 400-word story
and sponsored event feature to deepen engagement
Highlight "Road Trip to History” and America 250 messaging,
positioning Ocala/Marion County as an easy, family-friendly
getaway

Encourage trip planning through itinerary driven storytelling
and drive market accessibility

Flight: May or June

Amount: $15,000

- !!'!'E Stnire
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Expedia

Approach:

e Activate across Expedia Group to reach high-intent travelers actively
planning trips and redirect consideration to Ocala/Marion County

e Implement competitive conquesting within searches for nearby
destinations (e.g., Orlando, Tampg, Gainesville) to capture in-market
demand

e leverage high-impact placements including Homepage Marguee,
Partner Gallery, and listings across Expedia and Vrbo to maintain
visibility throughout the booking journey

e Target travelers using a combination of IP-based geo targeting and
search intent signals, including Florida drive markets and key
Southeast feeder cities (e.g., Atlanta, Nashville, Charleston)

e Align targeting to family travelers and history/cultural travel themes to
support America 250 messaging

e Maximize investment through a $20K added value match, increasing
overall scale and efficiency

e Flight: May - August

Partner Gallery (

Amount: $48,000



Approach:

Targeted social campaign promoting Fourth of July events, with creative
tailored by location, interests, and behaviors to reinforce the “Celebrate,
Explore, Remember” theme.

o Independence Day Fireworks Celebrations at:
m  Wrigley Fields
= Ocala/Marion County Veterans Memorial Park
m  Dunnellon High School
= Belleview Sportsplex
o Patriotic Parade

Use carousel and single-image ads to drive site traffic and trip planning, paired
with video formats (vertical and horizontal) that immerse audiences in America
250 visuals—fireworks, outdoor adventure, and local events.

Implement retargeting to re-engage warm audiences already interacting with
site and social content, converting awareness into visitation intent.

Flight: May - July

Amount: $40,000

LIBERTY LIVES HERE

Platforms:

Facebook
Instagram



Approach:

Maintain a strong always-on SEM presence with Performance Max
and Demand Gen campaigns optimized around America 250
keywords and event content.

Target high-intent users scarching for travel in Florida's drive
mMarkets directing them to campaign landing pages that feature
itineraries, events, and partner offers.

Integrate campaign creative and copy tied to the “Road Trip to
History” theme to connect search intent with the larger America 250
story.

Align creative to America 250 and “Road Trip to History,” reinforcing
Ocala/Marion County as an accessible, experience-rich destination
Maximize impact through a 25% Visit Florida co-op match, increasing
media efficiency and overall reach

Flight: May - July

Amount: $5,000

Google

. Ocala/Marion County

Summer in Ocala/Marion
County

Your Florida Vacation Awaits.
Ocala/Marion County Guarantees
Fun For the Whole Family.

Learn more

v



Visit Florida Co-op: DOOH

IN PARTNERSHIP WITH

Approdch: vsTE] ORIDA

e leverage Digital Out-of-Home to build high-impact awareness in
key feeder markets and drive consideration for Ocala/Marion
County

e Activate across premium placements including billooards, transit,
and pedestrian environments to reach travelers in high-traffic
mMmoments

e Utilize programmatic targeting to align placements with travel,
lifestyle, and cultural environments that index with target audience

e Position Ocala/Marion County as an easy, drive-market getaway
from Atlanta, driving consideration and trip planning

e Align creative to America 250 and “Road Trip to History,” highlighting
accessible, family-friendly experiences

e Maximize impact through a 25% Visit Florida co-op match,
increasing media efficiency and overall reach

e Flight: May - August

S

Amount: $30,000 (



Visit Florida Co-op: Amazon Streaming TV (standard package)

IN PARTNERSHIP WITH

Approach: “IFLORIDA

e leverage Amazon Streaming TV to reach high-intent travel audiences
through premium, full-screen video environments

e Activate across Prime Video, Freevee, and live sports/news inventory
to deliver broad, high-impact awareness

e Target travel intenders nationwide (excluding Florida) using Amazon's
first-party data to reach users based on behaviors, interests, and
purchase signals around Arts & Culture, Culinary, Outdoors & Nature and
Sports

e Align creative to America 250 and "Road Trip to History,” using sight,
sound, and motion to inspire visitation

e Maximize efficiency through a 25% Visit Florida co-op match, extending
reach and overall impact

e Flight: May - August

Amount: $45,000



Visit Florida Co-op: TripAdvisor - Display and Native

Approach: IN PARTNERSHIP WITH
“1FLORIDA
e Partner with Tripadvisor through the Visit Florida co-op to reach
high-intent travelers actively researching and planning trips ‘
e Leverage display and native placements to stay present throughout the . .
consideration phase and influence destination selection Tripadvisor

Target travel intenders nationwide (excluding Florida) and in-market users
researching Florida and competitive destinations to redirect demand to
Ocala/Marion County

Align creative to America 250 and "Road Trip to History”, highlighting cultural
attractions, events, and nearby experiences

Utilize Visit Florida first-party data and co-op efficiencies to maximize reach
and cost efficiency

Maximize impact through a 25% co-op match from Visit Florida, increasing
overall media value and efficiency

Flight: May - August

Amount: $30,000 v



Destination Marketing Media Activation

Approach:

e Bring the story to the media:

o Coordinate an America 250 Satellite Media Tour (SMT) in early summer to
generate buzz and boost media coverage and drive traveler intent across Florida
and key Southeast drive markets. VCB spokesperson will conduct interviews with
multiple media outlets back-to-back to promote Ocala/Marion County as an
All-American destination. This effort will leverage both earned and owned channels
to maximize reach and awareness.

e Bring the media to the destination

o Host a media FAM trip in mid to late summer to keep the momentum and bolster
the off-season. 4-6 regional journalists will experience Ocala/Marion County's
patriotism, heritage, equine culture and outdoor adventures to develop stories
showcasing these experiences. The goal is to generate rich, lasting content that
inspires travel.

e Flight: May - August

Amount: $25,000 (



Content Creator

Approach:

e Collaborate with local content creator EJ Nieves to tell the story of
Ocala/Marion County as an Al-FAmerican destination leading up to the
America 250 celebration through the lens of local businesses and

e 6-10 posts per week on Facebook and Instagram
e Flight: March - July

Amount: $52,500

*Approved by TDC on 2/26



Ocala/Marion County, FL

— - -
@O America 250 Media Plan
K/\ oo Campaign Dates: 4/21-8/31
updated 3.24.26
PARTNER PLACEMENT TARGETING MAR APR MAY JUN JUL AUG TOTALS Channel GOALS
Advanced Partial Wraps + Event SWARMS TAMPA 000 $46,000
Carvertise $50,000.00
Digital Retargeting National DOO $4,000
x eNewsletter (May or June) + Ix FullPg ad | enews: Florida + print: = =
AAA in "On The Go with AAA" (May or June) National $15,000 $15,000.00
Expedia TravelAds D00 $12,000 2,000 2,000 $48,000 $48,000.00
Meta Marion County A250 Event Specific Ads Primom;rigf: iy DOO D00 DOO $40,000 $40,000.00
Google Paid Search + PMax DOO DOC 000 $5,000 $5,000.00
Visit FL Co-op Amazon Streaming TV (Standard Package) | National (excluding FL) 0 ) 0 0 $45,000 $45,000.00
Visit FL Co-op TripAdvisor: Display and Native National (excluding FL) DO DO DO DO $30,000 $30,000.00
Visit FL Co-op dOOH ATLANTA DO DO DO 00 $30,000 $30,000.00
Destination Marketing Media satellite Media Tour, Media FAM D0 $25,000 $25,000.00
Activation
EJ Nieves Content Creator *approved by TDC on 2/26 0,500 D,500 0,500 0,500 0,500 $52,500 $52,500
edic ptota 0,500 0,500 0 0 0 o 0 a0 D0 40 U0
Ad Serving Fees (~3% of display media, $0 $0 $0 $0 $0 $0 s0

Retainer Fee (11%)| $1155
Media TOTAL $11,655

$11,655 $160,036 $85,036 $62,536

$47,036
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INTENT OF THE GUIDE

THE VALUE OF THE OCALA/MARION COUNTY BRAND
Tourism is a key economic driver in Ocala/Marion County and our brand should best reflect what defines us.

Therefore, we will create a dynamic brand that allows us to cultivate new guests and inspire our current

guests to continue visiting.

By building our community and visitors into brand loyalists, Ocala/Marion County will capitalize on the

positive economic impact we have seen and will continue to see in the coming years.

This document supports these efforts by providing guidelines for how to use the Ocala/Marion County
brand to:

Create visitor and community brand loyalists to expand and retain tourism in the area
Continue partnerships within the community
- Engage with local partners to enhance the community’s brand
Align with partners for how to use the Ocala/Marion brand properly within their own materials
Enhance and create adoption of the Ocala/Marion County brand to continue tourism economic growth
+ Optimize messaging to resonate with target audiences
Outline integrated channel communication strategies to connect with audiences regularly and measure
the impact of those efforts

Maintain the integrity of the brand across all media vehicles

[€N]



USE OF THE GUIDE

This style guide should be used as a reference when creating any and all marketing materials for the

Ocala/Marion County brand including, but not limited to:

Marketing Materials and Collateral
Website Updates

Trade Show Graphics
Promotions & Advertisements
Business Cards

Letterhead

Training Materials & Manuals
Presentations & Reports
Partner/Grant Materials
Photography/Videography
Social Media Posts

Strategic & Business Plans

Ocala/Marion County Visitors and Convention Bureau brand assets (inclusive of video and
photography) are protected in this brand standards guide and under Copyright Law in order to
protect brand identity and company trademarks.

Branded images will not be given to other parties for use (unless as part of approved advertising)

in order to maintain brand integrity. Any requests must be made in writing to staff with clear
distinction of the assets and the final intended use. Any assets that are given permission for use
must credit the Ocala/Marion County Visitors and Convention Bureau, either in copy or displaying

our logo.



BRAND SYSTEM

OBJECTIVE

Create an ownable, inspiring brand that resonates with audiences.

DESIRED OUTCOME

Increase consideration for Ocala/Marion County as a place to get away and vacation.

DEFINE THE OCALA/MARION COUNTY BRAND

A foundational brand narrative supported by a new brand campaign
- Brand Unique Selling Proposition (USP)
+ Brand Platform
- Brand Tagline
- Target Audiences
+ Brand Voice

VISUAL IDENTITY

Impactful identity distinct to Ocala/Marion County

WEBSITE

New site to reflect brand identity and serve key audiences:

Potential Visitors

Returning Visitors

Meetings & Events Organizers
Community Members

Arts & Culture Decision Makers
Media

SUB-BRANDS & SEGMENTATION

Segment and reinforce brand messaging for each target audience
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1. BRAND POSITIONING




OUR BRAND

KEY MESSAGING

Ocala/Marion County is unlike anything you’ve seen or imagined. “How did | not know about this?” sums
up the wonder that first-time visitors experience in Ocala and surrounding communities like Dunnellon,
Belleview, Mclntosh and Reddick.

From its otherworldly natural springs to the compounds of World Equestrian Center and Florida Aquatics
Swimming and Training to its vibrant restaurants, quaint shops, dynamic arts and culture, and historic sites,
the destination takes you by surprise in the best of ways.

Internationally renowned among equestrians, cyclists, geologists, and even the world of classic
cinematography, Ocala/Marion County still feels like a hidden gem to those who aren’t already insiders.

And yet, when you're here, you're never an outsider. The relaxed, genuine friendliness of the county’s

communities makes you feel welcome wherever you go.

BRAND PROMISE

Ocala/Marion County exceeds expectations and fills visitors with awe.

Its charm, landscape, and natural wonders truly have to be seen to be believed.

COMPETITIVE POSITIONING
From natural wonders and outdoor adventure to world class sporting facilities and culture, every mile of this

destination surprises, delights, and welcomes you. It inspires awe in a way its competitors may promise but

can’t deliver.

UNIQUE SELLING PROPOSITION (USP)

To discover Ocala/Marion County is to discover an unexpected Florida.
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OUR LOGO

PRIMARY LOGO

This modern evolution of the current logo transitions it to a bolder, more distinctive
look. The horse’s mane suggests rolling hills and crystal water. The destination’s key

features are seamlessly updated in a single cohesive mark.

The Ocala/Marion County logo was designed to offer quick recognition and a
positive impact. It consists of a logotype and symbol — both of which are integral
elements that should not be altered in any way. The primary logo features a

horizontal orientation to be used whenever possible.

oy

Ocala

MARION COUNTY, FL



OUR LOGO

SECONDARY LOGO

The secondary logo features a vertical orientation to be used whenever horizontal

space is limited.

f\
(L
cala

MARION COUNTY, FL



OUR LOGO

URL LOGO

When paired with the website URL, please use the logos as shown below.

“20cala

MARION COUNTY, FL

OcalaMarion.com

PRIMARY

S

(G}

MARION COUNTY, FL

OcalaMarion.com

SECONDARY



TAGLINE

The tagline evokes Ocala/Marion County’s spirit of adventure and discovery in the
great outdoors as well as its approachable personality. It resonates with the logo while

expanding its message beyond the equine community.

When paired with the tagline, the logo should be used as shown below.

“30cala

MARION COUNTY, FL
Florida’s Natural Wonder

PRIMARY

—

(G

MARION COUNTY, FL
Florida’s Natural Wonder

SECONDARY



SUB-BRANDS

VISITORS AND CONVENTION BUREAU

The following are the official Ocala/Marion County Visitors and Convention Bureau logos.

MARION COUNTY, FL

Visitors & Convention Bureau

=

cala

MARION COUNTY, FL
Visitors & Convention Bureau

“Ocala

Visitors & Convention Bureau

OcalaMarion.com

N

.

MARION COUNTY, FL

Visitors & Convention Bureau

OcalaMarion.com



SUB-BRANDS

COUNTY SEAL

The following are the official Ocala/Marion County Visitors and Convention
Bureau logos to be used with the Marion County seal.

“20cala

MARION COUNTY, FL

Visitors & Convention Bureau

“30cala

MARION COUNTY, FL

Visitors & Convention Bureau

OcalaMarion.com



SUB-BRANDS

SPORTS AND EVENTS

The following are the official Ocala/Marion County Sports and Events logos
and are to be used when promoting Ocala/Marion County to sports event right

holders and governing bodies.

“30cala

MARION COUNTY, FL
Sports & Events

PRIMARY

S

(G
cala

MARION COUNTY, FL
Sports & Events

SECONDARY



ICON

The horse icon may be used independently of the full logo as shown below in full color
or white. Please only utilize the icon by itself when the full logo is already present within

marketing materials, or in other suitable applications such as merchandise.

S

&




MINIMUM SIZE

PRIMARY LOGO

To maintain efficient communication, the primary logo should not be reproduced smaller than

1.5 inches in width. This applies to all primary logo variations.

MMMMMMMMMM

SECONDARY LOGO

To maintain efficient communication, the secondary logo should not be reproduced smaller than

Tinch in width. This applies to all secondary logo variations.

©
Ocala

MARION COUNTY, FL

| —
17



CLEAR SPACE

To protect its brand integrity, the logo should always appear with an acceptable amount of surrounding clearance.

Use the height of the ‘@’ in ‘Ocala’ as a measuring benchmark for keeping the logo clear from other elements such

as competing logos, images, or text on all sides. This clearance applies to all primary and secondary logo variations.

T

MARION COUNTY, FL

(&
“©Ocala cala

MARION COUNTY, FL

PRIMARY SECONDARY



DON’TS

PLEASE DO NOT...

1. Do not skew the proportions or dimensions. f&O

2. Do not change any part of the logo to an unapproved color. @\

3. The logo should be placed on a background that gives enough

70

MARION COUNTY, FL MARION COUNTY, FL

contrast between the logo and the background, and in these cases
the logo should be white.

IN

4. The logo’s type and icon lockups must remain consistent in size to 3.

one another.

5. Effects may not be applied to the logo.

6. Neither the logo nor any parts of the logo elements may be rotated
in any instance.

~
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COLOR

100%
75%
35%

C:87 M:47 Y:4 K: 0
R:0 G: 120 B: 184
HEX#: 0078B8
PMS 7461 C

C:73 M:18 Y:38 K: 0
R: 62 G: 160 B: 162
HEX#: 3EAOA2
PMS 7472 C

C:18 M: 81 Y: 100 K: 6
R: 194 G:80 B: 40
HEX#: C25028
PMS 7580 C

C:79 M:30 Y: 70 K: 11
R:57 G:129 B: 101
HEX#: 398165
PMS 555 C

C:10 M:40 Y:90 K:0
R: 227 G: 160 B: 57
HEX#: E3A039
PMS 7563 C

C:70 M:62 Y:63 K:59
R: 50 G:51 B:50
HEX#: 323332
PMS 426 C



COLOR

Display the logo using the approved primary color palette whenever

the mark is used on white or light backgrounds. When a one-color logo
is needed, use the grayscale version. When the logo is used on a dark
background, utilize the white version. Please use the CMYK version for

4-color printing, and the PMS version for spot color printing.

FULL COLOR

“Ocala

MARION COUNTY, FL

GRAYSCALE

MARION COUNTY, FL

WHITE

GO ' Il ~(*Ocala

MARION COUNTY, FL

N

N



TYPOGRAPHY

Typographic styling is essential to the proper delivery of our message. Consistent typographic use across

multiple platforms is imperative in order to communicate quickly and efficiently to our audience.

Ocala Marion/County brand fonts include the Abril Display and Mr Eaves San OT font families.

Examples of usage are shown accordingly.

When using Mr Eaves San OT for display and headings, alternate character glyphs are available for use,

HEADING 1
Abril Display Bold

such as the “R”. Ex: Rvs R

In the instance that web fallback fonts are needed, please substitute Bodoni for Abril Display and

Lucida Grande for Mr Eaves.

Abril Display Bold
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abedefghijklmnopqrstuvwxyz
1234567890

Abril Display Bold Italic
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abedefghijklmnopqrstuvwxyz
1234567890

Abril Display ExtraBold
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abedefghijklmnopqrstuvwxyz
1234567890

Abril Display ExtraBold Italic
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abedefghijklimnopqrstuvwxyz
1234567890

Mr Eaves San OT Heavy

ABCDEFGHIJKLMNOPQRSTUVWXYZ

abcdefghijklmnopqrstuvwxyz
1234567890

Mr Eaves San OT Bold
ABCDEFGHIJKLMNOPQRSTUVWXYZ

abcdefghijklmnopqrstuvwxyz
1234567890

Mr Eaves San OT Bold Italic
ABCDEFGHIJKLMNOPQRSTUVWXYZ

abcdefghijklmnopqrstuvwxyz
1234567890

Mr Eaves San OT Regular
ABCDEFGHIJKLMNOPQRSTUVWXYZ

abcdefghijkimnopqrstuvwxyz
1234567890

Mr Eaves San OT Regular ltalic
ABCDEFGHIIKLMNOPQRSTUVWXYZ

abcdefghijklmnopgrstuvwxyz
1234567890

*more weights available

Heading 2
Abril Display Bold

HEADING 3
Mr Eaves San OT Heavy

HEADING 4
Mr Eaves San OT Bold

Body Copy
Mr Eaves San OT Regular

Sample Heading

SAMPLE SUBHEADING

This is a sample body paragraph. Natata dolore, que nobis est
est rem et volut volumquam volorum sequo to que occulpa
riorumq uiatio dolut quid maiore nus inihictem reium nonsequam

reperferem lit lautest iusant autemque comnimi ligenit la exere, cus.



IMAGERY STYLE

When using imagery in marketing materials, images should showcase Ocala/Marion County’s
natural beauty and attractions. Use inviting, colorful images focusing on nature, adventure,

art, and community to best adhere to the brand look and feel.

24



11l. BRAND APPLICATIONS




WEBSITE (SAMPLE)

26



SOCIAL MEDIA PAGE (SAMPLE)

27



MERCHANDISE (SAMPLE)

Please note that staff may need to approve/work with vendors on alternate artwork based on

available imprint sizes

28



BUSINESS CARD (SAMPLE)

“3O0cala

MARION COUNTY, FL
Visitors & Convention Bureau

OcalaMarion.com

FirstName LastName | Title

Ocala/Marion County Visitors & Convention Bureau

Phone: 352.438.2800 | Fax: 352.438.2801 | 1.888.FL.OCALA

FirstName.LastName@marionfl.org

109 West Silver Springs Boulevard
Ocala, FL 34475

OcalaMarion.com

ST

&
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IV. LOGO GUIDELINES FOR
APPROVED OUTSIDE USES

(I.E. FUNDING RECIPIENTS, ETC.)




LOGO GUIDELINES FOR APPROVED OUTSIDE USES

(I.E. FUNDING RECIPIENTS, ETC.)

It is important to use the identity in a consistent manner across all applications to
establish and reinforce the Ocala/Marion County brand. The logos show to the
right should be used on all materials known and unknown in print, web, broadcast,
display and digital applications. Please use the primary horizontal version whenever

possible, and utilize the secondary vertical when horizontal space is limited.

“Ocala

MARION COUNTY, FL

="

0,

MARION COUNTY, FL

CLEARANCE

To protect its brand integrity, the logo should always appear with an acceptable

amount of surrounding clearance.Use the height of the ‘@’ in ‘Ocala’ as a measuring
benchmark for keeping the logo clear from other elements such as competing logos,
images or text on all sides. This clearance applies to all primary and secondary logo

variations.

“Ocala

MARION COUNTY, FL

)

(9

=f

0,

MARION COUNTY, FL

SIZING

To maintain efficient communication, the primary logo should not be reproduced
smaller than 1.5 inches in width. This applies to all primary logo variations. The
secondary logo should not be reproduced smaller than 1inch in width. This applies

to all secondary logo variations.

“©Ocala

1.5”

)

=C

0,

MARION COUNTY, FL

COLORS

The brand colors used in the logo are outlined to the right. The top swash of the
icon and the secondary type utilize a 75% tint of the primary blue. No variations to

brand colors in the logo will be acceptable.

C:87 M:47 Y:4 K: 0
R:0 G: 120 B: 184
HEX#: 0078B8

PMS 7461 C

C:18 M: 81 Y: 100 K: 6
R: 194 G:80 B: 40
HEX#: C25028

PMS 7580 C

FILE FORMATS

For print materials, use the EPS file format. For web or mobile devices, use a JPEG or

PNG. Alternate file formats are available upon request.

31



V. MARKETING BY KEY AUDIENCE




IDENTIFYING TARGET AUDIENCES

Ocala/Marion County has a variety of key audiences and each has a distinctive set of interests, priorities
and KPIs. Ocala/Marion County recognizes and celebrates its position as the Horse Capital of the World®
and as such the equestrian industry influences and is considered in the audiences outlined below. An
audience-first mindset creates the most compelling and effective strategies that move each specific group

to action.

LEISURE TRAVELERS

Potential and returning visitors who view Ocala/Marion County as a getaway and escape for themselves

and their families.

SPORTS EVENTS

Organizers, coaches, players, and attendees of sporting events from equestrian competitions to swim

meets and tournaments who appreciate the location and the facilities in Ocala/Marion County.
MEETINGS & EVENTS

Organizers, speakers, and attendees of meetings and events who appreciate the location, food, activities,

and amenities Ocala/Marion County provides while in attendance.

MEDIA RELATIONS

Traditional and digital media representatives, bloggers, and influencers who want to have a one-of-a-kind

experience in Ocala/Marion County that they can tell their viewers or followers about.
ARTS & CULTURE

Organizers, performers, patrons, and attendees who appreciate the artist events and culture celebrations
that Ocala/Marion County offers.

TOURISM ECONOMIC GROWTH

Provide tools that can potentially assist future business owners, stakeholders and influencers in the

equestrian industry and beyond who are searching for a destination to move or build their company.

W
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IMPLEMENTATION PLAN

OBJECTIVE
Create defined communications strategies and channels for each target audience.
TACTIC

Develop and implement messaging and channel matrixes for each target audience allowing them to

be reached across each point of their decision journey.
DESIRED OUTCOME

Build brand awareness and consideration for Ocala/Marion County, ultimately driving tourism.

TARGET AUDIENCE

AWARENESS CONSIDERATION DECISION LOYALTY

MESSAGING Defines messaging targeted to each audience based on where they are in their journey with and

awareness of Ocala/Marion County.

CHANNELS Defines the methods and tactics that can be used to reach this audience with each message.

Defines how success at each stage of the journey will be measured.

34
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