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Experience Kissimmee’s overall goals for this campaign were to 
promote and drive accommodations bookings to the destination 
during the fall shoulder season months (Aug – Oct) along with 

Partner Referrals and Newsletter opt-ins.

Specifically, for this 2-month campaign (July 18 – Sept 16)

Goals

• Generate more than 30 million campaign impressions 
• Exceed 20K Partner Referrals
• Generate more than 2K new leads 
• More than 25% of all web traffic during advertising window  
 should come from paid media campaigns

With the media executions, Experience Kissimmee was looking 
for users to feel inspired to click on the website and explore the 

destination by clicking on a partner link and then booking.
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Tactics
The campaign media strategy paired our target audiences (FL personas: Insta-
Worthy Vacationers, On-the-Go Suburbia, and Non-Family Vacationers) and 

markets (Miami/Ft. Lauderdale, West Palm Beach, Tampa/St. Petersburg, Orlando/
Daytona Beach/Melbourne/Kissimmee) with carefully selected advertising partners 

and platforms that carried Experience Kissimmee’s message to qualified and 
engaged prospective visitors. Creative across all vendors and executions was 

aligned with Experience Kissimmee’s summer messaging and assets.

Leveraging partnerships  
with media vendors

Developing visually stunning creative 
along with custom content

Tapping into content formats  
that are most engaging

EK aimed to accomplish their goals by:

1. 2. 3.
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New York Times
Experience Kissimmee collaborated with the New York Times team 
to develop a custom five-slide Mini Story with original illustrations 
that features powerful quotes from three Kissimmee locals, revealing 
enticing tips to make New York Times readers from other parts of 
Florida want to visit the destination. This custom mini narrative series 
also included complementing banner ads and lived in-stream on 
NYTimes.com, strategically targeted utilizing proprietary targeting 
capabilities. This was more of a brand awareness tactic, however traffic 
coming from NYT had the highest engagement rate of all 
tactics at 40%.
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(3.1X HIGHER END 
OF NATIVO TOURISM 

BENCHMARKS)

(93% OVER TOURISM 
BENCHMARKS)

7.51% 
CALL-TO-ACTION 

RATE

19K 
PAGE VIEWS

58s 
AVERAGE TIME 
ON CONTENT

Nativo
Experience Kissimmee collaborated with the Nativo team to develop 3 custom-produced articles including 
complementing banner ads. Nativo’s proprietary Native Article format is the only format that delivers in-
feed and lives on-site of premium publisher environments — delivering a true editorial experience for 
Kissimmee’s audiences. Another top engagement performer with a 38.83% engagement rate.  
The articles were strong performers with additional metrics below:
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79,456 
TOTAL CLICKS

2.81% 
INTERACTION 

RATE

78% 
VIEWABILITY

2.64 
CTR

PREVIEW PAGE GRABBER

PREVIEW STANDARD FLIP

Undertone
Experience Kissimmee collaborated with the Undertone team to provide the 
needed assets for Undertone to build a custom page grabber, high-impact 
unit. Attention was captured by utilizing an awareness driving, click producing 
full screen interstitial ad unit that employs powerful creative and encourages 
audiences to keep Kissimmee top of mind as the vacation destination of 
choice. Most of the engagement is done in unit as it only has a 5.95% 
engagement rate. However, Undertone drove the highest volume of 
traffic to the website of all tactics with 79K+ clicks. Overall performance 
overview in the unit is also strong with additional metrics below: 
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NATIVE AD UNITS: DISPLAY AD UNITS:

AdGenuity +  
Adara Cortex 
Experience Kissimmee utilized programmatic ads on premium publisher sites with the 
ability to layer on Adara Cortex travel data which gains efficiency over the duration of the 
campaign. Both standard display sizes and native creative were developed and provided by 
the Experience Kissimmee team. A/B tests were run for creative among the various sizes and 
produced a 25.38% engagement rate. 

0.11% 
CTR

0.28% 
CTR

$18 
COST PER  

ENGAGEMENT

25.38% 
ENGAGEMENT 

RATE
ABOVE GOAL  

OF 0.10%
ABOVE GOAL  

OF 0.25%

THIS SHOWS STRONG CONSUMER INTEREST 
IN OUR TARGET AUDIENCE AND GOOD 

ENGAGEMENT WITH OUR AD CREATIVE. 

ABOVE 20% THRESHOLD 
BENCHMARK

LOWEST COST PER  
ENGAGEMENT
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Generated

2022 YOY 2022 YOY2021 YOY 2021 YOY

12% increase

AUGUST

19% increase

SEPTEMBER

Generated

Generated over Accounted for

Exceeding 20k by 4x 

from paid media campaigns

at $3.72 CPC

40.5M+ 
IMPRESSIONS

129,362 
TOTAL CLICKS

90K+ 
PARTNER 

REFERRALS

2.2K+ 
NEW LEADS

36.4% 
OF ALL WEB 

TRAFFIC

.32% 
OVERALL CPC

The 2-month campaign 
exceeded our goals across all 
4 media vendor executions, 

from 7/18 – 9/16:

The campaign contributed, along with 
other EK marketing efforts, to increased 
occupancy for the months of August and 
September, showing a positive impact.

Results

59% 60%47% 41%
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Budget
Since the assets were all created in collaboration with each media 
vendor and in-house by the Experience Kissimmee team, a majority 
of the budget was spent on media for this campaign.

Total budget was $517,540 with just under $6,000 in ad serving and just over $51,000 used for media 
management and the rest ($460,000) for actual media spend, broken down by vendor in table below:

The campaign delivered a strong return on this investment with measurable results that 
demonstrated significant audience reach, awareness building and engagement along with 
conversions through leads and partner referrals.

VENDOR TACTIC TOTAL SPEND
New York Times Custom Content $200,000

Nativo Custom Articles/Stories $100,000

AdGenuity Programmatic Display $45,000

AdGenuity Programmatic Native $40,000

Undertone Rich Media Page Grabber $75,000

Total Media Spend $460,000
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