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Dalí Museum

Fairgrounds St. Pete

Museum of the American 
Arts and Crafts Movement

The James Museum

The Chihuly Collection Imagine Museum

W
ithout question, St. Pete/Clearwater’s 
burgeoning art scene offers world-class 
cultural experiences, but what makes the 
destination stand out is how unique they are.

Salvador Dalí Museum  
The largest collection of Dalí artwork outside of Europe.

Museum of the American Arts &  
Crafts Movement 
The only museum in the world dedicated solely to this 
unique art form.

Fairgrounds St. Pete 
An immersive world of playful art and technology 
exhibits based on original Florida stories.

The James Museum 
Dedicated entirely to art depicting the peoples, 
landscapes and history of the American West.

The Chihuly Collection
The first installation of Chihuly’s amazing glass art in  
a building designed specifically to showcase it.
 
Imagine Museum 
A stunning collection of glass art from more than 240 
artists representing 20 countries.

For potential visitors who know only about  
St. Pete/Clearwater’s beautiful beaches, it was  
critical to build awareness of Arts & Culture within 
the destination. Arts & Culture needed to be part of 
the St. Pete/Clearwater brand.
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W
ith so many exceptional 
new museums and 
cultural opportunities in 
the destination, the team 

needed a way to expand its brand 
identity and awareness quickly. The 
solution was to transfer affinity from 
a well-established travel brand that 
excels in finding hidden gems:  
Atlas Obscura.

First and foremost, Atlas Obscura 
brings tremendous reach. From SEM 
Rush analytics, AtlasObscura.com has 
a Site Authority Score of 74, over 4.1 
million performing keywords (18,000 
of which are for museums alone), 17 
million backlinks, and a ready-made 
audience looking for unique Art & 
Culture attractions (indexing well 
above average, at 3x the affinity for 
visual arts*). It’s a perfect fit for  
Visit St. Pete/Clearwater.

*Source: Quantcast
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B
rand fit is enormously important 
when building affinity relationships. 
The Atlas Obscura brand aligns 
closely with St. Pete/Clearwater, 

since its audience is highly qualified for 
income, propensity to travel, frequency 
of travel (2x the national average*), 
average spend in market, length of stay, 
and much more. 

It was a perfect match, and an 
opportunity to transfer the Atlas Obscura 
audience’s passion for cultural travel and 
unique offerings  
to the St. Pete/Clearwater brand. 

*Source: Quantcast
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I
t’s well documented: There is a clear benefit to aligning ads 
with related content to build affinity. So, although VSPC’s 
target audiences are fully tuned into the destination for 
beaches and outdoor adventures, we needed them to 

make the connection between the destination and the arts. 
The campaign elements were carefully designed to ensure 
strong contextual alignment, going beyond simple banners 
and, instead, delivering multi-channel rich media ad units to 
enable deeper storytelling and destination positioning.  
In addition to banner takeovers for St. Pete/Clearwater on 
select AtlasObscura.com pages, the program included five 
key components:

THE ADDITION OF THREE NEW PERMANENT 
ENTRIES INTO THE ATLAS

A CUSTOM-CURATED LIST HIGHLIGHTING THE 
WONDERS OF ST. PETE/CLEARWATER’S ARTS SCENE

1

2



G
O

A
L

ID
EA

C
A

M
PA

IG
N

W
O

RK
RE

SU
LT

S

SOCIAL PROMOTION THROUGH ATLAS 
OBSCURA’S FACEBOOK CHANNEL

DEVELOPMENT OF A CUSTOM RICH MEDIA CAROUSEL 
UNIT ON ATLASOBSCURA.COM

HOST-READ ADS FOR ATLAS’S PODCASTS (READ BY ATLAS 
OBSCURA CO-FOUNDER DYLAN THURAS) 

THE SPOT

St. Pete/Clearwater’s arts scene looks a lot like the 
inside of a kaleidoscope – vividly colored and full of 
possibilities. This is a place where artistic expression 
takes place in museums, murals, beautiful galleries, 
local theater and concerts.
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EXAMPLES OF FEATURED PROFILES ON ATLAS OBSCURA
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T
he program is performing very well both in 
terms of efficiency in driving traffic to VSPC’s 
website and in engagment:

Site traffic from Atlas Obscura is engaged, 
performing within the top 20th percentile 
compared to all other display advertising 
with respect to average session duration. In 
addition, bounce rate on VSPC’s site from 
Atlas Obscura channels is 9% lower than the 
primary programmatic display campaigns.

Efficiency is excellent, with cost of 
acquisition for clicks to the site 36% lower, 
and a click-through rate 22% higher versus 
comparable programmatic ad programs.

ROI over time will continue to grow, since 
many of the campaign elements such as the 
three new permanent entries to the Atlas and 
custom-curated lists are enduring assets 
within the Atlas that provide benefits well into 
the future.


