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AReview existing results
and research

A Assess national, regional
and local trends

AEstablish overarching MARKETING
theme PLANNING
AReview and feedback PROCESS
from District Marketing
Council

A Continued evolution




PRIMARY AREAS OF INTEREST




PRIMARY AREAS OF INTEREST

« Continue refining the brand

- Continue exploring digital & social opportunities
- Continue refining target markets

- Tighter focus on the consumer

« Expand regional partnerships

» Develop a 12-Month visitor economy
 Outreach to community leaders & partners

- [dentify potential new revenue streams

- Increased accountability

 Support development of events & festivals



TOPLINE GOALS




TOPLINE GOALS

Goal A: Position Branson as the top choice in consumer
consideration set for wholesome vacations.

Goal B: Improve consumer perception of Branson.

Goal C: Convert consumers with a casual interest in Branson
to overnight Branson visitors.

Goal D: Grow Branson’s position as a multi-season vacation
destination



2018 MARKETING PLAN HIGHLIGHTS




2018 MEDIA
CONSIDERATIONS

A Winter Olympics - Ends Feb. 25t

AHouse & Senate races - Missouri expected to be hotly
contested

A Missouri Tourism expenditure restriction: -$257,295

A Camelot recommending 3-5% budget increases due to
politicals



MARKET MIX




ADVERTISING MEDIUMS

A Execute a blend of the following advertising
elements:
U Television

Online Banner ads

Search Text ads

Online video advertising

Social Media advertising (Facebook, Twitter,

Instagram, Pinterest, Snapchat)

Content Distribution

C: C: C: C:
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BRANSON LIVE

A Two in-market sales events: Memphis, June 11-13 and Dallas,
September 10-12

A Reaching the “next level” of buyers: Tour operators, travel
agents, reunion planners, music educators, bus companies,
planners for church, bank and youth groups, AAA offices,
meeting planners, sports organizers, media & travel writers.

A Tradeshow, luncheon w/Branson entertainment, sales blitz



PUBLIC RELATIONS

FOCUS AREAS:

1. Generate positive coverage of the Branson area in regional and national media outlets
2. Recruit professional media conferences to Branson.

TACTICS:

1. Generate feature stories in media across the country using Geiger & Assoc. and
Buffalo Agency FAM tours
2. Pursue national TV show coverage

3. Continue workini with NW Arkansas/SW Missouri destinations for a complete




