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OVERVIEW

Seasonal campaign overlays are most effective in driving web sessions, engagement, and stimulating
visitation with reasons to come now.

Audience Segment Timeline

Domes:ig,_»ogllsgender& Culinary Travelers May 2025 - July 2025




OBJECTIVES

Increase Brand Awareness Drive Hotel and Flight Bookings

Promote culinary
Boost awareness of interest resulting in trip

Orlando as a top bookings, integrating
culinary destination "Savor the Summer”

among domestic into Visit Orlando’s
culinary travelers. annual marketing

campaigns.




TARGETING & SEGMENTATION

Primary Audience

Geographic
Segmentation

Focus on metro areas with
strong culinary tourism
interest, such as Atlanta &
Miami, to promote weekend
trips.

Culinary Travelers

Definition

Interests

Demographic Segmentation
Gen Z (18-24)
Millennials (25-40)

Gen X (41-55)
Boomers (45-64)
Matures (65+)

Travelers who prioritize food experiences in their travel plans.

Gourmet dining, local cuisine, food festivals, and cultural experiences.

Segmentation

Culinary Traveler

Snapshot
Gen Z: +17.6% growth.
Millennials: 77% prioritize food.
Gen X: 45% prioritize culinary
activities.
Boomers: 86% seek local cuisine.
Companions
Majority travel with a spouse.
20% with friends; 15% with
family/children.




CULINARY MARKET CONDITIONS

Diverse array of restaurants
Orlando is a Highly - Competitive Market
EstaI.)Iisr.led Tourist STRENGTHS « Small activation window
Destination

Campaign Appeals to Various
Audiences

« High level of competition
from other cities (New
Orleans, New York,
Nashville, etc.)

« Theme park centric Image

Culinary market size
projected to reach 6.2
trillion by 2033

Highlight local talent
Cross-promote with theme
parks

OPPORTUNITIES THREATS




SETTING THE TABLE J

Specific Logo

‘Branded Items

Email Banners
-Display Ads

Media Takeover
*Editorial
*Activation Event
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LOGOS
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ASSET CREATION MOCKUPS




CAMPAIGN MOCKUPS

THE TOWER OF
SHARERS.

SAVER THE
SYMMEK®

Explore Orlando's Culinafy
Attractions & Fine Dining!

Travel Now
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CAMPAIGN MOCKUPS
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CAMPAIGN MOCKUPS
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' EXPERIENCE THRILLING TASTING&&SUMMER LONG!
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Summer is always here in Orlando! Dive into a culinary showcase expressing the delights and food gems surrounding the city beautiful.
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COMMS. & +
PROMOTIONAL
EFFORTS
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Interest over time

@® orlandag

Related queries @

1 portland thorns vs orlando pride
2 orlando city vs philadelphia
4 4 seasons orlando

5 woodoo bayou orlando

Breakout

Breakout 3

+800% %

+650% 3

+550% 3

TREND ANALYSIS

» Google Trends show key traffic of
user engagement in trending
searches

o Allows us to gain audience insights based
around searching culinary

 Goal: To understand our consumers
wants/needs through identifying

current trends + keywords

o 100% interest represents highest amount of
traffic (May/June)= Highest Month for searches
& tourism traffic in Orlando



CAMPAIGN EXPOSURE
/ Local Involvement \ / Media Coverage \

- Collaborate with local influencers and - Implementing promotional efforts
news outlets through cross-channel platforms such
o Orlando Weekly, Orlando Business Journal, as Meta, Linkedin, TikTok, and X
WFTV 9, Spectrum News 13, Etc. (Twitter)
o Community engagement helps broaden » Videos, Enewsletters, Print Ads, Paid

Social, Paid Search & SEO

destination awareness for culinary

= Billboards, MCO, city transportation &
hotels in surrounding area % Through strategic partnerships and target marketing

efforts, we can enhance the visibility of Orlando's culinary

k / \scene, attracting more tourists. /




EDITORIAL

Savor the Sea: Coastal Culinary
in Orlando

Seas the summer with Orlando’s delicious seafood and coastal dining experiences.

Orlando is o-fish-ially your best bet when discovering the seafood destination
of your dreams. Here, we combine immersive dining with unique menus,
making it easy to eat any-fin you want! Dive in and find your next aquatic

culinary experience in the Sunshine State.

Goal
» Emphasize ‘Florida Factor’

Restaurants
AVA MediterrAegean*
Big Fin
Four Flamingos*
Landry’'s Seafood
Sear + Sea*
The Oceanaire
The Osprey Orlando
Toledo — Tapas, Steak, and Seafood
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EDITORIAL

Flavors of Orlando: A Culinary
Journey Through Culture

Savor Orlando’s multicultural experiences.

Beyond Orlando’s famous parks and attractions lies a foodie paradise
bursting with global flavor. From mouthwatering Latin street eats to dynamic
Asian fusion, Orlando serves up a world of taste across every neighborhood.

Bring your appetite as we dig into the dishes that make this city a cultural
culinary adventure!

Goal
» Showecase diverse culinary landscape

Restaurants
Adega Gaucha — Brazilian
BACAN — Latin-Caribbean fusion
Taverna Opa- Greek, Mediterranean
Crocante — Latin Fusion, Puerto Rican,
Caribbean
Cuba Libre — Cuban
Edoboy — Japanese
Reyes Mezcaleria — Mexican

Selam Ethiopian & Eritrean Cuisine — Ethiopian

Soseki Modern Omakase — Japanese
Domu- Asian fusion
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PR & EVENTS:
COLLABORATIVE ACTIVATION EVENT

What & Why...

Activation event to kick off
Savor the Summer.

Global Flavors: A Cultural Cefebration

When, Where, & Who...

© |
== - () ==
o o ote June 8, 2025
N ) ) 12-3 p.m.
= = e
Promote Orlando’s diverse — — Sculpture Gardens at Lake

culinary landscape. #F26522  HFFDI35  HFFFFFF #307965 #0G2E8B Nona Wave Hotel

Media invites and raffle
winners

Boost community
engagement



RAFFLE MOCKUP

CAROUSEL

TAETE

vor the Summer?

Savor the Summer

i?ea;ly fo\Sa
Raffle Guidelines:

@ Must be 18+ 6

® Must be a FL resident
® Must be following

2 @VisitOrlando

A Here's your chance! mmmlp
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PRESS TRIP & INFLUENCER RESEARCH

Media

Savor the Summer 2025 GPT- INTERN PROJECT MOCKUP

media@visitorlando.com

Jun 7, 2025 - Jun 12, 2025

Audiences in Key U.S.

Dallas, TX- 43%

mycurlyadventures_

2,441 275K 1,873
posts followers following

SAF
Jessica Serna

@ mycurlyadventures_

tina Travel Blogger (Jessica)
g Texas magic & more
500k+ on TikTok
KA Manager @johanna@johannavoss.com

e

(Z) beacons.ai/mycurlyadventu... and 2 more

fQ MyCurlyAdventures Newsletter 2K membe:

Follow Message Shop
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Exclusive Vail, CO Little Elm Buda TX Traverse

ENGAGEMENT- HIGH

INSIGHTS- HIGH

Atlanta, GA- 35%

hungryhomegirl

651 128K 2,019
posts followers following

L
Hungry Homegirl "4 | Food + Events + Travel
@ hungryhomegirl

Communi
@ Hello! I'm Tailor Payton @
=» Cultural Tastemaker + ATL Foodie

(® Masterpiece (Mona Lisa)

Follow Message Subscribe

ENGAGEMENT- OUTSTANDING

INSIGHTS- OUTSTANDING

Dallas, TX- 42%

pizzaandchampagne

1,001 9119 529

posts followers following
y

kelsie + lexi
sisters ¥+ food, travel + lifestyle
T dallas
I pizzaandchamps@gmail.com
# freelanc ers, photogs + content creators

om

Follow Message Email

LY

BITES FITNESS EATS@HO. AACEATS FASHI

ENGAGEMENT- HIGH
INSIGHTS- OUTSTANDING




PUBLIC RELATIONS
PRINT MOCKUPS

Highlights: Summer Culinary
Happenings in Orlando

Savor the Summer: Upcoming Culinary Events and Flavorful

Offerings in Orlando
News Value: Timeliness, Currency, Uniqueness
For: Outlets/writers in key U.S. cities

. -
Visit ©

Press Release
Highlights: Activation Event

Global Flavors: A Cultural Celebration

News Value: Timeliness, Currency, Uniqueness
For: Outlets/writers in key U.S. cities




SOCIAL MEDIA

ENGAGING DOMESTIC
AUDIENCES THROUGH
SOCIAL MEDIA

Objective #1

Drive interest in Orlando'’s
culinary scene while
supporting Savor the

Summer event and
efforts.

Y 4
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We are selecting 5 more lucky winne join

us at our upcoming Saver the Summer:S




SOCIAL MEDIA

" AUDIENCES THROUGH
! SOCIAL MEDIA
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soyou @PHine next - Tailor content to each

Objective #2

T sy @ social media platform to
T e effectively engage our
e A diverse demographic.
'@"-t rlando f{»\";;: gy
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MOCKUPS

Visit Orlando - @VisitOrla... - Nov 18
| can't cry about having a lot in my
plate ... when my goal was to eat &

? : @CubalLibreBrand
i : |G bytiffanynguyen

visitorlando

@
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ey you'and'yourywalle
. N U ~
in]Orland
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o this summer:
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visitorlando

Make your reservations and seas the
summer in Orlando! Indulge in the
freshest catches at the city's top
seafood restaurants. # \§
OrlandoSeafood #TasteOrlando
#SummerEats

what are your plans for dinner?

—=




SOCIAL MEDIA

ENGAGING DOMESTIC |
AUDIENCES THROUGH SAVOR
SOCIAL MEDIA THE@MMEE

Objective #3

Push social and editorial
content to highlight
Orlando'’s destination
offerings, including arts,
culture, and unique
neighborhoods.

Discover scrumptious summer
bites in Orlando. -

Y 4
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SOCIAL MEDIA

Current .
Christina Pestos Potential

@somehowimeverywhere Andrea Sage
Kyla Sanae @cheatdayorl

@theorlandoqueen

n'rmeLY Mane 4
F lce mn om.annm

NEWEST{EATING CHALLENGE
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