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We’'re Excited to Be in Meridian!
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Your Team Has Already Done a Lot of
the Heavy Lifting

It’s time to take that great foundation, infuse new excitement
into the branding and campaigns.

You have so much to offer, we just need to get the attention of
more visitors!
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Our Goal Today

Make the case that we are the best choice to get the
best ROl on your Tourism Recovery Il funds
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SiX Reasons

[EY

Our Talented Team & Organization

Multifaceted Experience With Both Business and Government Clients

3. Our Experience Developing and Executing Diverse But Cohesive Strategies
for Driving Tourism Demand

Our Ability to lllustrate Return on Investment

Our Suggestions to Address Current and Forecasted Travel Sentiment

6. Great Creative Abilities/Creative Concept

N

bk

e |f | § | T s
AN MERIDIAN

THEFOCUSGROUP MISSISSIPPI



Our Talented Team & Organization



Reason 1
Our Talented Team & Organization

* In business 15 years

* Full-service agency Marketing, PR, Digital, Creative, Web

* 17 employees

* Based on the Coast, Jackson Office

* Meridian Account Manager lives in Ridgeland

* Involved in Mississippi Tourism Association and Southeast
Tourism Industry Associations
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Pod Structure
Puts Client at the Center of the Conversation

FOCUS GROUP POD ORGANIZATIONAL STRUCTURE

Account/Brand
Management/Client
Success

Our team is accessible
to our clients.

Public Relations
& Social

Media Buying (when

Web & Creative
Mediaisinvolved)

Strategy
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Multifaceted Experience With Business and
Government Clients



Reason 2
Multifaceted Experience With Business & Gov’t Clients

* Strategic selection of business and government clients

* Particular attention to which CVBs in Mississippi

* Every CVB competes for virtually the same visitors

* We seek CVBs with both differentiation and distance from each other

* Tourism experience in peripheral industries enriches our CVB approach:
attractions, hotel, restaurant, museum, food and airport experience

* Work in unrelated industries infuses fresh ideas as well

* Business clients have taught us to focus on R.O.l.
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Experience Developing and Executing Diverse,
Cohesive Strategies to Drive Tourism Demand



Reason 3:

Experience Developing and Executing Diverse But Cohesive
Strategies to Drive Tourism Demand
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Greenwood Case Study

* Greenwood, Mississippi’s Agency since 2016

* Constantly challenge ourselves to stay fresh and ahead
of the competition

* Growth momentum has never been greater
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New Brand
Cohesive Approach

* Previous brand, 2016, Visit
Greenwood: Delta Spirit Delta Soul

* Introduced a “brand evolution” in
2023 to build on the equity of the
previous brand:

Experience Greenwood
The Heart & Soul of the Delta
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Jind Your
B

Live music playing
on your heart strings
seven days a week.

GETYOUR
VISITORS
GUIDE
TODAY!

VISITGREENWOOD.COM

N
THEFOCUSGROUP

Cohesive Across Diverse Topics
Every headline ties to the heart
and finding your beat.

B

They Walked

From the Emmett Till
story that began at
Bryant's Grocery to the
“Black Power” speech
mada by Stokely
Carmichael at Broad
Street park, Creemwood
witnessed firsthand a

* slow, but certain shift

in the winds of justica.

A gathering spirit of

hope, promise and
determination that

awakened the nation and

mobilized the American
Civil Rights Movement.

We welcome group tours

and invite you to learn
mare about cur ties to this
monumental movemeant.
Find your Beat from

the Heart of the Delta:

-

Trace The Paths Py &

~ L MtRivAan

MISSISSIPPI



Cohesive Theme Across Diverse
Topics & Strategies

Every headline ties to the heart and finding

your beat.

OOD, MISSISSIPPI

Find Your Beat from ™. -

the Heart of the Delta, "~ . -

Print, digital,
website, social,
visitor guides

N
oW N
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THEFOCUSGROUP

Find Your Beat from \ e
the Heart of the Delta.

¢ antire Delta culinary soene.
= Stay stray and find your beat
e from Creenwood, the Heart
% | and Soul of the Delta,

For MisssEsippl-inspirad, and
aven James Beard-nominated
culsine, look no further than
Creenwoed's Fan & lohnmd's
Add to that list Glardina’s, the
farncus Crystal Grille and aven
Viking Cooking School where
you can cook your own chef- 50
inspired meal. But the great
thing abouwut Creerwoad s
tinat it's truly at the heart aof /]
thie Delta. Pack your bags only |
ance, stay here and follow i
your taste buds to explore the 8

Scan U code far our full st
of Greenwood restauranis.

5
CREENWOOD CONVEWMTION AND YIEITORE BUREAU
115 Howard $t., Gresenwood, HE 1910

visltprasvwood. com



NEW: Soul Mates Storytelling
Strategy

About Interesting People in Greenwood
Launched This year

GREENWOOD,MS A Cohesive Offshoot of the

Heart & Soul Brand
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GREENWOOD, MS

Blues is the connecting bridge for people,
the one true form of American music, that
brings people from all walks of life
together while visiting Greenwood.”

N X
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GREENWOOD,MS “

We’ve captured moments in

time from one very special R
place for friends, families and ™3
future generations to enjoy.”

GREENWOOD,MS

(14

Everything’s fresh and cooked from
scratch. There aren’t many family
restaurants left, so we take pride in
what we do. It’s just different from

< 8 1 (’@7/- Wb - ' b A#g ; what you’d get anywhere else.”
',,/.A‘r (‘}{aﬂ% y - fh‘{ —(%/mng/ Ballas

People will often visit
Greenwood to eat southern
: staples, or soak in the
rhythm and blues culture, but
what they may not expect
to find are the beautiful
neighborhoods and kind locals
who live here.”

GREENWOOD,MS “

Greenwood'’s soul lies in its people.
Then you can add in the music, the
history and the food. But the people
are the main ingredient.”
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Published by Tabitha Barnes @ - February 22 - @ Published by Tabitha Barnes @ - March 2 - &

"It's perfect. The people and the culture, everybody gets along with everybody. In Greenwood, Meet Johnny Ballas, the man behind the world-famous Crystal Grill, a beloved Greenwood

you know almest everybody. | entertain my guests here really well because | can go anywhere restaurant that serves everything from classic country cooking to mouthwatering meringue
pies!

3 P Greenwood Convention & Visitors Bureau @ Greenwood Convention & Visitors Bureau

with them, all parts of Greenwood, and any place we want to go is open and welcoming.”
Johnny is this month's Greenwood Soul Mate - locals who define our community and add extra
"flaver" to its culture.

Read more in our latest blog post.

Read more:

Cohesive
Consistent
AcCross
Social Media

GREENWOOD,MS

(14

Everything’s fresh and
cooked from scratch.
There aren’t many
family restaurants left,
so we take pride in what
we do. It’s just different
from what you’d get

anywhere else.”

& i VISITGREENWOOD.COM
VISITGREENWOOD.COM Greenwood Soul Mates — Johnny Ballas Learn more
Greenwood Soul Mates — Sylvester Hoover Learn more Today's Soul Mate is Johnny Ballas, Chef and Owner of The Crystal Grill, ...

What is "soul?" For us, soul is that special something each person brings ...
OO 696 79 comments 121 shares

© =07 19 comments 29 shares

Sylvester Hoover Johnny Ballas
807 Likes | 19 Comments | 29 Shares 696 Likes | 79 Comments | 121 Shares
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Cohesive Consistent Theme
Even The Visitors Guide

qt E . % it !.!

THE AHCHOR OF DOWHNTOWH Creamwoed i the Alluvian Hotal, the
Delta’s first boutique hatel and a top-rated lusury hostelry recreatad from

the 1917 Hotel Irving. From its elegant lobby, the scane of live music and quiet
conversations, to the skyline views outside the &th floar Terrace Room, you're
gaing ko have ta remind yourself that you're still in tha heart of the Dalta.

2053997 View the full guide at this link.
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https://www.visitgreenwood.com/wp-content/uploads/2023/05/Greenwood-CVB-Visitor-Guide2023.pdf

3 Cohesive Consistent Theme, Upcoming Co-Op

STAY & STRAY FROM THE DELTA'S HEART
GREENWOOD

At the literal “heart” of the culture-rich Delta of
Mississippi is Greenwood, a town infused with a bit
of everything that makes the Delta the bucket-list
experience you've been hearing about. Settle in and
stay in our great accommodations ranging from the
luxurious Alluvian Hotel & Spa to boutique and brand
name offerings, or even short-term rentals with a
history all their own. Enjoy Greenwood?’s rich culinary
offerings, music, historic sites, arts and culture, and
then from our Delta-centric location, stray out in every
direction to take the pulse of all that the Delta has

to offer.

Greenwood Convention
& Visitors Bureau

225 Howard Street
Greenwood, MS 38930
662-453-9197
visitgreenwood.com
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Our Ability to lllustrate Return on Investment



Reason 4:

Our Ability to lllustrate Return on Investment

Focused on your

R.O. 7\,
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First, Our Rates

* Recently competed for contracts similar in size outside the
state and have further insight into rates

* We've decided to make an adjustment and offer an $88
blended hourly rate to Visit Meridian

Media Commission: 10% on Paid Traditional Media
6% on Paid Digital and Social Media

v if | S 1 T e

AN MERIDIAN

THEFOCUSGROUP MISSISSIPPI



4  Greenwood ROI: Getting Their Money’s Worth

* Named “CVB of the Year” for their size category four times by the Mississippi
Tourism Association

* Tourism tax collections (the ultimate ROI) have increased every year except
2020, and that year was only down $11,000 overall

* New reporting platform will integrate Greenwood’s Tourism Tax into
dashboard

* We started helping with Greenwood’s social media in 2022 (they handled it in-
house previously.)

* We've grown Facebook followers from 2,500 to 14,672 (Meridian currently
has 9,600)

* Facebook ad metrics for Greenwood: Industry Average Click Through Rate
(CTR) is .9%. We have been averaging 2.5% (177% above industry average)
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a Greenwood ROI
Recent Organic Social Media Success

Page and Profile Visits Comparison
November 22 through April 23

338% over prior year

51.1% over prior
year

Page and profile visits

Facebook Page visits (1) Instagram profile visits (i)

8,566 1 ss79%

w
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a Greenwood ROI
Recent Organic Social Media Success

Facebook & Instagram Reach Comparison
November ‘22 through April ‘23

538% over prior year

Reach

Facebook Page reach (i) Instagram reach (i)

30.0K

51% over prior year

1500
20.0K
1000
10.0K M
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a Greenwood ROI
Recent Paid Social Media Success

Ad trends

Paid reach () Paid impressions (i)

975,774 1 33

Jan 20 Feb 4

Paid social ads reach up
72.3% over prior year

Paid ads impressions up
/8% over prior year
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Real-Time, Client-Accessible Dashboard Reporting

Return on Ad Spend for All Paid Tactics
A | youloeo £ 3
$2.10 M

$163.41

Direct 75,283 2.1 H ¥ Facebook Likes Engagement Reach Posts Reviews Last 30 days ~ = &
Email 44,874 4.06
.l Total Users .5% .l Sessions -o% GAUnique Page... = 21% Q
Organic vs Paid Likes Audience Growth 32,602 a 32%
423 K 556 K 1 06 M Organic Search 41,040 3.78
- LY
b Organic Paid ® Lost
Display 13,808 113
1 299 2,000
4l Web Traffic (Sessions) 556K v o9o% Referral 7425 328 ,
- Total Likes I e e
.l Unique Purchases 33,019 - 28% 1,366 Unpaid

0
5,000 4,637 © v 35%

000
3446 = May 3 May 10 May 17 May 24
2077 3,000
3,000 T 2,608 2,719
2,000 1,762 o
Age Gender

1000 &

) 0 40

- Mar 2022 Jul 2022 Nov 2022 jan 2023

@

Sep 2022 Nov 2022

May 2022 Sep2022 B
30
.l Top Traffic Sources 2 —.‘. @® 1557 Male
20
SOURCE/MEDIUM UsERS NEW USERS SESSIONS A SESSIoN PAGESISESSION ® 1,559 Female
m.facebook.com / ' ' 10 "
i i 75,678 72,685 85,620 00:00:49 1.80 i
& 0 |
Facebook / Ad 74,112 72,570 80,566 00:00:41 1.66 18-24 25-34 35-44 45-54 55-64 65+
google / cpe 54,023 51,630 76,812 00:02:11 290
§ Top Countries Top Cities Top Languages
Omnisend / Emall 43,559 39,508 75953 00:03:16 397
T T Ao naas nas == USA 1,571 North Lenormouth 1,594 English (United States) 1,588
B+l Canada 1,642 Ashaborough 1,578 English (United Kingdom) 1,582
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4 Integrate Tourism Tax vs. Advertising/Marketing Spend Into Monthly Dashboard

a A% Visit Meridian : & 8
E Overview  Dashboard Auctivity Tasks Goals May 1= May 31,2023 = il Dashirnarnd Secn
- Tourism Tax vs. Ad Spend

=8 Tourism Tax Collection Advertising/Marketing Spend Return on Ad Spend (ROAS)

5.8X

$290,649 $50,085 17.2%

L H

Tourism Tax Collection Advertising/Marketing Spend
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Suggestions to Address Current and Forecasted
Travel Sentiment



Reason 5:

Our Suggestions to Address Current and Forecasted
Travel Sentiment
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Our Name is The Focus Group for a Reason
Staying On Top of Trends

Member of Mississippi Tourism Association (MTA)
Attend meetings twice a year
Member of Southeastern Tourism Society

* Resources regularly read for research
Skift: Skift is a travel industry media company; Phocuswright: Phocuswright is a travel

research company, Tourism Economics: Tourism Economics is an Oxford Economics company,
TripAdvisor Insights, Google Trends, The UN World Tourism Organization (UNWTO)
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2023 Trends

“When we look at Expedia, Hotels.com, and VRBO data together, we see a
detailed and robust picture of travel into 2023,” said Jon Gieselman, president
of Expedia Brands.

"We're seeing a surge in trips to culture capitals, a new wave of

interest in wellness retreats, and a spike in demand for outdoor

destinations beyond just beaches and mountains — not a new

normal, but people branching out to unexpected trends in what
we're calling the ‘no-normal.”
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2023 Research To Stay On Top of Trends

e Transformation retreats for personal betterment and achieving one's full potential [1].

e Modular hotels that are more sustainable and cost-effective [1].

e Hybrid flight-light travel, which is more earth-friendly and turns getting from one place to
another into part of the adventure [1].

e Off-the-grid vacations where travelers can disconnect from technology and enjoy a
distraction-free trip [2].

e Exploring off-the-beaten-path destinations [2].

e Family and multigenerational travel [2].

References: [1] 17 Travel Trends You'll See in 2023, According to our Editors ... [2] These Will Be The Biggest Travel Trends in 2023
[3] 13 Top Travel Trends to Know for 2023 | TravelAge West

(continued)
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https://www.cntraveler.com/story/17-travel-trends-youll-see-in-2023
https://www.southernliving.com/2023-travel-trends-6826513
https://www.travelagewest.com/Industry-Insight/Business-Features/travel-trends-2023

Suggestions to Capitalize on These Trends

e Methodically identify all trending opportunities

e Match Meridian/Lauderdale County offerings to each trend

e Laser targeting and remarketing to travelers using data, analytics and niche specific
creative

e New, well-done photography and video to bring Meridian’s and Lauderdale Counties assets
to life

e New creative headlines and imagery speaking specifically to these travelers

e Tell your stories through blogs and other content about your people, your natural beauty,
your nightlife, your hip and cool downtown, music scene and more

e Target niche travelers to share this content

e DRIVE TOURISM DEMAND: Make more people realize that Meridian has something
incredible for every one of these travelers
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Our Creative Abilities



Reason 6:

Creative Abilities
Preliminary Creative Concept

These examples are provided to demonstrate our creative skills and
ability to tie a multidimensional tourist destination together under
one umbrella.

This could be branding or simply a campaign.

We have many more ideas where this one came from.
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MERIDIAN, MISSISSIPPI.
THE CAROUSEL CITY OF THE SOUTH

Where the fun never stops, our story is ever-evolving, and
we're always moving forward. (play on a carousel that never stops turning.)

There’s always something amazing just around the bend.

SO .. COME ONE, COME ALL, COME SEE!
COME EAT - COME STAY - COME LEARN - COME PLAY
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SO .. COME ONE, COME ALL, COME SEE!
COME EAT - COME STAY - COME LEARN - COME PLAY

COME TAKE A RIDE WITH US ON A..

Carousel of fun
Carousel of food

JOIN US ON A..

Carousel of good times
Carousel of entertainment

EXPERIENCE A.. (/

Carousel of adventure
Carousel of hospitality

INDULGE IN A...

Carousel of culinary experiences
Carousel of country music history
Carousel of art and culture
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COME ONE COME All

VISITMERIDIAN.COM
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AT THE CROSSROADS OF COMMERCE AND
SOUTHERN CULTURE, YOU'LL FIND MERIDIAN.
It's a city steeped in rich history, hospitality and traditien,
but equally known as a place of progress with a keen focus
an the future. With pillars of southern hstory such as
Merrehope and the FW. Williams home, and the Jimmie
Rodpers Muzeurn and Music Festval, those interested in
celebrating our past will have no shortage of unforgettable

experiences to discover.

Thase who want ta be immersed in the present, inspired

by the future, and to explore the lasting legacy of all
things scuthern can find themsebees in awe at places like
The Mississippi Arts and Entertainment Experience, The
Meridian Muzseurn of Art, and the soon-to-be-completed
Mississippi Children's Museum. All of this has not even
begun to mention the rich culture of the city rtself,

including fine dining, arts and entertainment, family fun,
autdoar recreatson, and a bustling night Ife. Mendian really
does have it all. Some might say it's a carousel of good times.

A we've said, Meridian is more than just 3 convenient route

to your destinaticn. It is the destination.

VISIT
MERIDIAN

GRROUSE]

o GET Yoo

HEADLIMES:

RMBZING
GIRGU 3
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LAPRESSE

The "Come One, Come All, Come See!” campagn
will focus on getting pecple to experience all that the

Queen City has to offer. The overarching sdea iz a nod
to an attraction that is uniguely and wholly Meridian:

The Dentzel Carousel and Carcusel House. The carousel BODY COPY:

15 an important national landmark, and we believe it is Erﬂﬂd oOn GrﬂtE'S-quE
a key piece of Mendian’s history that deserves tobe a {Heguhar, Bold, Black)
central concept of this tounsm campaign. The carousel

has leng been a symbol of wholesome, affordable famaly

entertainment. Thes, mived with the unique impertance COLOR PALETTE:

and history of Mendian's Dentzel carcusel, make it 2
perfect foundational theme on which to build an auvthentic

and in:F-ire-:I al:l'-.-erhi:ing :a.mpaig_n-'[hi:. idea will have an
obwiows intenton to drew families in for 3 weekend of

adventure, but when expanded to include mentions of

other attractsons like historical landmarks, entertainment,
autdoor recreation and nightlife, will be equally attractive

to a wide vanety of audiences.

N MERIDIAN
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Questions
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Supplemental Info
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We Understand Lauderdale County is More Than Meridian

) %,

District 2

District 1: Meridian Station Collinsville Meridian Station

District 2: Sam Dale Monument & Gravesite
District 3: Okatibbee Lake

District 4: James Chaney Memorial Site
District 5: Dunn’s Falls Water Park

Nelliebu

District 3

District 5
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Benefits of Choosing a Non-Local Agency

* New perspectives and ideas

* Broader network of contacts and resources

* Impartiality, avoiding complacency

* A fresh perspective on the local area

* Experience working with similar organizations, wider audience
* A sense of objectivity
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Other Case Studies

There are several case studies in the written RFP. The one below is not in the RFP.

Wild American Shrimp: https://focusgroupms.com/portfolio/wild-american-shrimp/
OUR SHRIMP HAVE A

MMM
R J’ﬁ/{ﬂ(ﬁm

e |f | § | T s
AN MERIDIAN

THEFOCUSGROUP MISSISSIPPI


https://focusgroupms.com/portfolio/wild-american-shrimp/
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