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THE CHALLENGE    
In partnership with Visit Palm Springs, JNS Next introduced the “You be you” 
brand campaign, an initiative shaped by over a year of in-depth research 
and strategic analysis. Drawing from diverse data sources including past 
media performance, Placer.Ai, GA4, social listening, and more than 5,500 
consumer surveys, the campaign demonstrates how multiple streams of 
information can come together to build a cohesive, authentic and timely 
message. “You Be You” is an invitation for travelers to embrace their 
authentic selves in one of the most welcoming and vibrant destinations in 
the world, and celebrates the city’s legacy as a trailblazer in inclusivity, 
creativity and self-expression.

GOAL
To position and drive awareness of Palm Springs as more than just a destination. It’s a 
feeling. It’s a state of being. “You be you” isn’t a tagline. It’s a truth that’s been woven 
into Palm Springs for generations. A place known for its bold lifestyle, creativity, and 
the celebration of self-expression. It’s where the vibrant meet the peaceful, where 
retro energy meets modern confidence, and where everyone belongs, especially the 
parts you’ve been hiding.

Because Palm Springs doesn’t ask you to fit in. It reminds you that you already do.

 Watch the YouTube Campaign Video Playlist
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https://www.youtube.com/watch?v=tVdwcAfXDLk&list=PL0WXvfj8esirAcVJhzra5CL8PA3DvccZf
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CREATIVE STRATEGY

EXECUTION

In Palm Springs, the invitation is simple: be unapologetically you. And let your self-expression 
thrive. Locals and visitors energize a vibrant mix of creativity, inclusivity and modern 
sophistication that keeps Palm Springs timeless yet ever evolving. This campaign amplifies that 
story, shifting from a simple introduction to an open invitation; a call to live freely, love deeply 
and truly be you in Palm Springs.

The campaign celebrates the city’s legacy as a trailblazer in inclusivity, creativity and 
self-expression. From solo adventurers and love-struck couples to proud families, fabulous 
friend groups or remote work visitors, Palm Springs is a destination where everyone belongs. 
You be you comes to life through cinematic video, digital and traditional channels, social 
media platforms and in-person for those traveling to the destination to be themselves.
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RESULTS:

The Visit Palm Springs “You be you” campaign launched in September 2025 and while our social and 
digital media click through rates and engagement have far exceeded industry benchmarks, we are in the 
early stages of measuring success.  

As the campaign progresses, we will have data on everything from the first step of the consumer journey 
(website visits and accompanying actions such as deeper page visits, visitor guide requests and 
eNewsletter sign-ups) to the last step in the form of visitation and consumer spending tied to media.

Given the positive sentiment and feedback from viewers so far, and the fact that local stakeholders fully 
embraced, adopted and have started to amplify the campaign, utilizing messaging and assets from our 
toolkit for their own use, we believe that media metrics and real world business impact will be very strong 
by the end of the fiscal year.



REAL
WORLD 
IMPACT

MEDIA RESULTS

Campaign KPIs: visitation and consumer spending. 
If one or both of these things are below expectations, we 
do not feel the campaign was successful, even if we did 
increase web traffic or drive more video views. We build 
campaigns around these core KPIs.

To ensure we are measuring what truly matters, we work 
with vendors who cannot only measure website-based 
actions such as landing page views, visitor guide 
downloads or enewsletter sign-ups, but visitation and 
spending attributed to media campaign exposure. We 
not only build comprehensive dashboards to measure 
success along the way, but provide detailed 
post-campaign wrap up reports that provide a road map 
for success for future campaigns.
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Campaign Timeframe 6 months

Media Investment $80,000

Individuals Reached 1,500,000 unique individuals

Destination Visitation 22,700 consumers

Consumer Spending $5,600,000 (cc transactions)

Return on Ad Spend 70:1



JNS Next, as part of the Vision Collab (an alliance of four independent agencies) conducted 
in-depth research and developed the platform that brought Dallas’s new brand to life. We 
conducted qualitative research with over 1,500 surveys, 31 one-on-one stakeholder interviews, 8 
qualitative focus groups, 3 customer advisory board groups and 3 brand workshops. We also 
conducted quantitative research with 14 consumer focus groups in 7 national markets, 4 local 
focus groups, 3 customer advisory board groups and 1 national study. Then, we really got to work.

We successfully redefined what Dallas is: a maverick, can-do spirit, with the creative expression of 
just the right amount of swagger. We elevated Dallas as a bold, welcoming, must-visit destination 
to benefit our community and visitors.

JNS Next served as the advertising partner for Visit Dallas working under Greenhaus Agency, 
and we strategically launched the brand locally with a full-funnel media and advertising 
blitz. The campaign was seen across billboards, digital OOH, bus wraps, wallscapes/murals, print 
ads, digital ads, content stories, streaming audio, CTV and more, in both English and Spanish. 

THE CHALLENGE    
Create and launch a new brand, positioning and marketing campaign for Visit 
Dallas. Fill and support Dallas hotels during the upcoming 5-year remodel of 
the Dallas Convention Center to support lost room nights.
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LEISURE STRATEGY

Nationally, we identified new key markets that Dallas had yet to reach, 
utilizing a market analysis tool to understand potential ROI. 

The audience approach for the FY24 campaign shifted from an 
attitude-based model to a pillar-based one, emphasizing a more structured 
and brand-focused strategy. Instead of segmenting out specific personas 
based on demographics (families, LGBTQ+, diverse communities), our 
approach involved integrating these elements throughout the entire 
campaign, incorporating them into targeting, media placements, and 
creative components across all tactics. Our strategy involved reaching specific 
demographics within each audience segment that delved into the 
characteristics of each segment.

We created 7 new audience segments and launched the campaign in a three 
tier market strategy during a key need-period for Dallas. This included a 
market takeover of Chicago (a new advertising market for Dallas with high 
ROI potential in the leisure and group side) including billboards (during and 
on Chicago’s Pride Parade route - another key audience group for Dallas, 
LGBTQ+), print publications, digital OOH, streaming audio, CTV, high-impact 
ads, OTAs and programmatic storytelling solutions. Other key expansion 
markets included Los Angeles, New York, Philadelphia, San Francisco, Seattle, 
Atlanta and more. We focused these emerging markets on awareness tactics 
and messaging, as they had not been exposed to Dallas messaging in the 
past. Our in-state and other feeder markets that were more aware of Dallas 
offerings focused on lower-funnel conversion based tactics and messaging.

MEETINGS STRATEGY
We created a first-to-market meetings advertising 
solution with CVENT aimed at generating net-new 
self-contained meetings bookings and revenue for hotels, 
taking share from out-of-market competitors such as San 
Antonio, Nashville, Chicago, and more. We focused on 
generating business during identified need dates at our 
hotel partners.

At the same time, to launch our new meetings campaign, 
we took over the arrivals experience at San Antonio 
International Airport during CVENT Connect (the first time 
this event was taking place outside of Las Vegas). 
Attendees were shown Dallas creatives throughout their 
airport journey, and ahead of the convention, to get them 
in the right mindset for the show. We also debuted a new 
booth design, and carried the creative throughout the city 
on Digital OOH units for attendees outside of the 
convention center between high-traffic attendee areas. 

We also geofenced the event (as well as other key 
meetings events to target planners, as well as gather a 
pool of attendees for retargeting. Our performance max 
and LinkedIn campaigns also focused on retargeting and  
successfully optimizing towards RFP submissions.
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THE RESULTS
We successfully launched the brand locally, generating buzz and awareness throughout 
the neighborhoods all across the city. During the national brand rollout months of June 
through September 2024, we generated over 194M impressions to key targets. Our 
Tripadvisor economic impact increased from $5.7M to $6.8M and a 50% lift in clicks 
to book and 100% lift in estimated bookings from ad exposure. Our Expedia campaign 
generated over $37M in gross bookings throughout the Fiscal Year. 

Meetings: Generated net-new proposals for $94.7M in RFPs over the course of 3 
months from 407 new RFPs and over 244,000 in potential room nights. 

In 2023, 27 million visitors spent $6.6 billion in the City of Dallas, with a total impact of 
$10.5 billion to the city’s economy, supporting over 59,000 jobs. This was an increase of 
nearly 5%. Visit Dallas was directly responsible for over 2.4 million room nights and $2b 
in economic impact (more than 20% of all visitor spending)

LODGING $1.8 billion
FOOD/BEVERAGE $1.6 billion
RETAIL $1.3 billion
TRANSPORTATION (local and air) $900 million
RECREATION/ENTERTAINMENT $800 million

The Fiscal Year ended with 386 million impressions across Display, Traditional, Paid 
SOcial, Google, Video and Audio tactics; up from 243 million the previous year. An 
increase of 58% YoY.
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THE CHALLENGE    
Position Greater Palm Springs as a must-visit destination with unique experiences 
and hotels through innovative strategies and impactful media presence. Drive 
overnight visitation to the destination hotels and vacation rentals, while increasing 
overall economic impact of tourism and destination vitality. Promote Greater Palm 
Springs as a great leisure and group meetings destination.

THE SOLUTION 
Over the last 17 years, JNS Next has created comprehensive marketing and advertising campaigns to distinguish Greater 
Palm Springs from its competitors, and drive overnight visitation via smart audience targeting combined with diverse and 
impactful media across the United States and abroad. 

The Right Media Mix: The plans have included a mix of print, digital, organic and paid social, television, cable, CTV, 
outdoor, radio/streaming audio and activations within key drive and fly markets.  JNS Next also created a comprehensive 
off-season campaign from May through September including a summer message and co-op program for partner 
participation. These programs and campaigns have consistently driven off-season visitation through strong value 
propositions for potential tourists and enhanced our partners ability to extend their budgets and reach audiences and 
market they may not otherwise would have been able to.

The Right Audience: While we continue to focus on specific content pillars (Families, Outdoor Adventure and LGBTQ for 
example) we realize that nobody falls exclusively into just one of these pillars.  Everyone has diverse interests and as such 
our audience strategy blends broad “travel intender” targeting with audience segmentation to generate significant reach 
across all target markets, but also allowing us to speak to more specific personas to highlight all that the Coachella Valley 
has to offer.
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2025 APPROACH

Leverage data and insights to build and execute a full-funnel marketing 
campaign to drive incremental leisure and business travel and economic 
impact in the Coachella Valley.

● Media approach that incorporates the customer journey from awareness 
to conversion incorporating seasonality and always on tactics

● Focused budgetary support during key/seasonal periods that need 
stimulus to meet stakeholder needs

● Own the Active Desert identity and showcase VGPS as a blend of luxury, 
wellness, and outdoor adventure to defined audiences

● Amplify inclusive and diverse businesses and experiences within the 
VGPS community throughout marketing efforts

● Prioritize personalized content and creative partnerships to meet 
travelers where they are to create excitement and drive engagement

● Paid Social approach that is specific to each platform and audience
● Double Down on Domestic segments: Drive and 1-stop markets where a 

vast majority of visitation originates
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STRONG PERFORMANCE METRICS

Visit Greater Palm Springs achieved exceptional results in 2025 through 
innovative campaigns, strong partnerships, and targeted initiatives. Our efforts 
increased overall visitation and economic impact, supported stakeholders, 
strengthened community engagement, and drove year-round demand, 
solidifying them as a premier travel destination. 

In Q4 of 2024, we helped to successfully launch their brand campaign, Escape 
Your Ordinary. By generating significant reach and frequency across all key 
audiences and markets we achieved HUGE economic impact and incremental 
visitation/spending results as measured by partners such as Arrivalist and 
SMARI.

● Arrival lift (Arrivalist): +27.2%
● Spend Lift (Arrivalist): +28.3%

Throughout 2025, we executed a dynamic, multi-channel advertising strategy 
that significantly amplified brand visibility, drove social and website 
engagement, and delivered over 31.1B impressions  across all campaigns and 
platforms. 

● Digital Impressions: 383.1 million
● Television Impressions: 29.6 billion 
● Billboard Impressions: 1.1 billion
● Paid Social Media Impressions: 39.5 million
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REAL ECONOMIC IMPACT 

The results speak for themselves.  

Visit Greater Palm Springs’ 2025 SMARI study revealed that our campaign had 
significant influence on incremental travel, spending and ROI.  

● Incremental Trips: 1,178,890
● Incremental Spending: $2,408,471,973
● ROI: $1,004
● Cost/Aware HH: $.20 (SMARI benchmark is $.39)

While many destinations faced challenges in 2025, Visit Greater Palm Springs 
saw strong YOY lodging increases per Amadeus hotel data.

● Room Nights Booked: +2.8% 
● Revenue: +6.3%
● Occupancy: +2.3%
● RevPAR: +5.6%

We continue to build on these successes by refining and expanding marketing 
efforts to boost brand awareness, increase engagement, and encourage 
off-peak visitation.
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Sonoma Valley’s business community has long collaborated to drive visitation, but 
planning was often based on seasonality assumptions rather than precise demand 
signals.

To uncover where support was truly needed, we built a custom data framework 
leveraging Placer.ai and partner datasets:

● Custom geographic polygons across Sonoma Valley to analyze l
ocalized foot traffic

● Analysis of 348K annual visit nights and 246K annual trips

● Filtered to 35+ mile travelers, isolating true visitors (non-commuters)

● Spent over 2.5 hours within destination

● Year-over-year comparison (2023–2024 & 2024-2025) to identify consistent 
demand gaps

KEY INSIGHT:

Visitation and overnight stays showed predictable 
declines during specific months and weekends; 
revealing clear, repeatable windows of 
underperformance.

"The opportunity wasn’t more events—it was 
better timing."
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THE APPROACH

Using these insights, Sonoma Valley aligned its 
business community around a targeted solution: 
Sonoma Sips (2025) — a week-long, low-lift 
tasting incentive designed to drive visitation 
during a historically soft period.


EASY TO ADOPT

Easy to wineries to adopt


FOCUSED ON IMPACT
Focused on incremental 

overnight visitation


TIMED PRECISELY

Timed precisely to identified 
demand gaps

A DATA-LED ACTIVATION THAT SCALED WITH SUCCESS
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THE RESULTS

+10.8%
Increase in Foot Traffic

During activation

+3.8%
Lift in Overnight Stays

YoY

STRONG PARTNER 
PARTICIPATION

Across the destination

THE IMPACT

What began as a one-week pilot 
expanded into a month-long 
program, with ongoing data 
(2024–2026) now guiding 2027 
planning.

FROM INSIGHT TO ALIGNMENT TO SUSTAINED GROWTH.


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