
Lunch & Learn

Welcome to 



WELCOME
Beth Gendler, 

President & CEO



Meetings, 
sports & 

Events update
Michelle Russ,

Vice President of Sales



Sports
tourism

2024 STATS

288  MEETINGS
74,281  ROOM NIGHTS
38,628  WELCOME BAGS

Meet at the beach

Complimentary Services

• Match groups with venues
• Source proposals
• Recommend local suppliers
• Provide free marketing tools + 

Welcome bags



Sports
tourism

PLAY THE BEACH

2024 STATS

123  events
124,000  ROOM NIGHTS
$80.4M economic impact

Complimentary Services

• Award Grants for qualifying events
• Race course maps + permits
• Seek best accommodations + rates
• Coordinate on - site activities based 

on event size
• Recommend local suppliers
• Provide free marketing tools + 

Welcome bags



Sports + Community growth

       Population Growth
 2010  gs  population  9,741  
 2020 gs  population 15,014
 
 2010 Ob population  5,441    
 2020 Ob population 8,095

Sports Growth
2009

51 events, 23,193 RN
2023

    134 events, 134,829 RN

2005 - 2007
sports entity created to fill need

2022
GSOB Tourism purchased 111.26 acres 

for future sports tourism 
development



Sports
tourism

The Game Plan to 
Keep Alabama’s 

Beaches Thriving.
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Substantial berm buffer

SENSE OF PRIVACY 
NOISE REDUCTION
SEPERATION 
WATER MANAGEMENT



Substantial berm buffer

SENSE OF PRIVACY 
NOISE REDUCTION
SEPERATION 
WATER MANAGEMENT



BACKYARD VIEW 

SENSE OF PRIVACY 
NOISE REDUCTION
SEPERATION 
WATER MANAGEMENT



Minimized 
lighting  

impact

Before light 
control

after light 
control



SALES DEPARTMENT
SALES TEAM

Michelle Russ, STS, TMP
Vice President of sales

SARAH COOPER, STS
OPERATIONS MANAGER

Ally Dorrough, APR, tmp
communications & marketing manager

AMY Peralta, CGMP
sales manager

Ashley wilson , STS
sales manager

Brittany roh , sts
sales manager

Sandra lopez
event coordinator

Lauren jones
event coordinator



PR & Media 
update

Kay Maghan 
& Easton Colvin



TODAY’S topics

Meet the GSOBT PR Team

How We Work with Media

How You Can Help Us 
& How We Help You



TODAY’S topics
The Differences Between 

“Traditional Media” 
and Content Creators

Best Practices for Media Interviews

Crisis Communications 101

Q&A



Your gsobt  pr team

Ally Dorrough, 

Communications

manager 

Easton 

colvin ,

Pr  Manager

Presley 

white,

PR intern

Kay Maghan,

PR Manager

Arts, culinary, 
couples, 
family, 

girlfriends, 
sustainability, 

wellness

Entertainment, 
family, fishing, 
golf, outdoors

Events, sales, 
sports



What we do

We tell the story of the people, businesses, places and 
experiences that make Alabama’s Beaches such a 
distinctive and authentic place to visit.



How we do it

• Pitch story ideas and provide information, photos and 
videos, and interviews to vetted journalists and 
media outlets at the local, regional, national, and 
international level.

• Host vetted journalists and content creators on press 
trips to experience Alabama’s Beaches to share their 
experiences with their audiences.

• Arrange their itinerary – WHERE they will stay, WHAT they will 
do and see, WHERE they will eat!



Media coverage 

Total reach 

or 

circulation

Number of 

articles

Number of 

media 

hosted

52 340 4.1B2024

38 374 2.5B2023

31 301 2.1B2022

58 255 2.4B2025 YTD



Let’s tell our story together

1

2

Participate in our Media Attraction Card program.

Lodging Partners – Respond to our Media Lodging 
Requests and host writers we bring in!
     * VRMs - Do you include X nights of unit use for 
marketing purposes in your owner contracts? 

Alabama's Beaches



Let’s tell our story together
Alabama's Beaches

Do you fit these growing travel 
trends/segments?

• Slow travel – Relax and recharge 

• Solo travel – More women each year are 
traveling by themselves

• Accessible Travel – Travelers with mobility, 
hearing, sight, sensory, or other issues

3



Let’s tell our story together
Alabamas Beaches

Restaurants/Bars – Dry January is coming 
up. Tell us about your mocktails! Do you 
offer them year-round?

Restaurants – We always need great chefs and 
signature dishes to pitch to food writers … 
especially if they're crafted from locally-
sourced ingredients.

4

5



Let’s tell our story together
Alabamas Beaches

Major Holidays and National 
Day/Week/Month Celebrations – What 
unique activity or experience does your 
business offer around these?

6



Working with 
traditional 

media
Mindy Bianca,

Mindy Bianca Public Relations



People make the place



Focus on the relationships



Think like a journalist



No drama



What is
 “Traditional” Media?

• Newspapers

• Magazines

• Broadcast Outlets

• Websites



Types of journalists

• Outlet Staff

• Freelancers



Why It Matters

• Trusted sources

• Unbiased assessments

• Real experiences



Who we’re courting

• Who we go after

• Our vetting         

process



The Rules Are 
Ever - Changing



What makes a great 
partner

• Share your news

• Understand there 

are no guarantees

• Make media guests 

feel welcome



What we need from you

• Help us plan ahead

• Follow up as 

appropriate

• Share resulting stories



Why Creator
Collaborations

Matter

Eva Faircloth

And how to make the most of them



Creator Program Stats

38.3 million impressions

JANUARY TO SEPTEMBER 2025

4,850 total social posts

78 blogs

27 creators hosted



Research now shows it takes 10 - 26 

meaningful interactions  before a 
message resonates and drives action.

Leveraging creators across 

multiple formats  and platforms can deliver 
the consistent, multi-touch exposure today’s travel 
purchasers require, while ensuring every 
interaction feels genuine, inspiring, and 
strategically timed.

Why Creator Collaborations Matter
The Rule of Seven is no longer enough in today’s digital world.



16%  of consumers

8 6%  of consumers

rank creator marketing as having the 
most impact on their buying decisions, 
according to Sprout Social.

make a purchase inspired by a creator at 
least once per year, according to Sprout 
Social.

Why Creator Collaborations Matter



Audience Alignment
• Top five readership cities – Are these our markets?

• Real vs fake followers

• Engaged Community

• PR-friendly

• Multi-channel presence: 
social, email newsletter, blog, YouTube, Pinterest

GSOBT carefully evaluates and vets all  creators
prior to partnership

What type of creators should
you work with?



Our Sweet Spot : Micro - influencers (10k - 100k followers).

Big followers
don’t always mean big results. True
influence is in community, not size.

typically have loyal and highly engaged 
audiences and will post about you again 
and again!

Niche creators

Don’t forget local, 
in - market creators!

What type of creators should
you work with?



How to Make the Most of a Partnership

Share their content!1

2 Don’t STEAL their content!

3
Make a great first impression…check 
their rental unit or hotel room prior to 
arrival.

4 Create a long-term relationship. 
Host them again! (Remember, the 
Rule of Seven no longer applies.)



NEW GUESTS

$192,576

$572,723

Creator Incentive Program

Attraction Partners: 

Participate in Your Booking
Engine Affiliate Programs

Lodging Partners: 

Participate in the Creator
Incentive Program

REPEAT GUESTS

Total Revenue: $765,299



How to Partner

Let us do the heavy lifting.1

2 Agree to host – whether it’s lodging, a meal, or 
an attraction!

Comp their stay, allowing 
GSOBT budget for additional 

creator opportunities.

Include marketing nights 
in your annual budget.

Consider adding marketing 
nights to your owner rental 

agreements.



Thank you! 

                         

EMAIL: eva@frontporchnetwork.com WEBSITE: www.frontporchnetwork.com



Media training

Alabama’s Beaches 



Don’t be intimidated



Kinds of interviews

• Email

• Phone

• Podcast

• Face - to - face

⚬ Video conference

⚬ In person



Just be yourself

• Be authentic

• Be genuine

• Be you



You know your stuff!



You’ve got the look



Setting the tone

• What does the audience see?

• What do they NOT see?

• Where should you be looking?



Practice makes possible

• Anticipate  questions

• Be  prepared

• Be  confident

• Get  your  messages  out  there



The Key to 
Success:

Knowing Your 
Messages



To Do or Not To Do …
That’s Always the Question



• Remember Your ABC’s  (Accuracy, Brevity, Clarity)

• Use Words  to Paint a Picture
• Be Transparent
• Use Complete Sentences
• Take It Seriously

Do



• Act Smarter  Than You Are

• Use Big Words

• Use Jargon

• Rely on Heavy Concepts

Do not



• Comment on Other Issues
• Bash the Competition

• Speak in Negatives
• Get Into What If’s
• Lie  or Speculate

Also Do not



The media can be tricky

• There is no “off the record”

• Skip saying, “No comment”

• Silence is uncomfortable. 

         It’s also okay!

• Say what YOU want … not what 
THEY want

• Stay on course



Build that bridge!



• What we should remember is … 

• It’s important to note that …

• That’s not my area of expertise, but what I can say is …

• I think what visitors need to know is …

• That’s an interesting observation, but …

• I haven’t heard that from anyone, but …

• Not exactly, but let me try to clarify …

Some bridges to use



Something will go wrong

Roll 
with it



Ready?



Crisis
Communications



What Keeps YOU up at Night?



Tell us in 
your own words …



Sometimes You See It Coming



Sometimes You Don’t



We’re in crisis!
(now what?)

•  Prepare yourself emotionally

•  Don’t be defensive

•  Don’t take the bait

•  Lead with compassion

•  Be like toilet paper (both soft and strong)



Protect and Support 
Your Brand



Thank you! 
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