Navarre Beach

FLORIDA'S MOST RELAXING PLAC

FY23 Quarterly Update
January - March (02 / Wlnter)

April 6, 2023




Campaigns

Always On: February - August 2023
e Impact: February - September
e Campaign: February 13 - August 13

Houston Activation & Takeover 2023
e Impact: March - September
e Campaigns
o Always on - see above
o  Activation: March 2-3
o  Takeover: 4 weeks around activation
o  Spring/Summer: April 10 - August 13
Spring/Summer: April - August 2023
e Impact: Late April - September
e Campaign: April 10 - August 13
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Target Markets

Markets

Atlanta, GA
Jacksonville, FL
Nashville, TN
Dallas-Ft. Worth, TX
Houston, TX
Birmingham, AL
New Orleans, LA
Orlando, FL

Strategy: Quality over quantity
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Q2 (Winter) Insights: In State vs Out of State Visitation

B Out-of-State Visitors % of Total M In-State Visitors % of Total
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*January - March 2023; Overnight visitation only ZART I CO



Q2 (Winter) Insights: Top 15 Out-of-State Markets

Trip Type:

ek B Overnight Stay

Mobile AL-Pensacola ..

+ New Orleans LA 4.7%

4 Birmingham (Ann an.. | 45
4 Dallas-Ft. worth TX | 3.5%
4+ atontacA I 34%
4+ Nashvile TN | 28%
Montgomery-Seima AL | 26%
Biloxi-Gulfport MS | I 25%
st. LouisMO I 25%
Indianapolis IN | IIIIIIIN 22%
4+Houston TX | 2.0%
Memphis TN [ 16%
Kansas City MO | 1.6%
ChicagolL. | 5%
Huntsville-Decatur (F.. [ 15%
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Q2 (Winter) Insights: Top 10 In-State Markets

Trip Type:
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panama City FL || N 132 + Target Markets
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Q2 (Winter) Insights: Top 10 Market Index
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Q2 (Winter) Insights: Visitation by Month
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Q2 (Winter) Insights: Visitation by Day of Week
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Q2 (Winter) Insights: Types of Activities Enjoyed

Outdoor Recreation 49.0%

Accommodations 47.2%

oot | -+~ Aligns with
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Sports -9.3% content plan.
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Q2 (Winter) Insights: Specific Points of Interest
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Florida National Scenic Trail

*January - March 2023; Overnight visitation only
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