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ORGANIZATION: County Attorney’s Office 
 
FROM: Alison P. Rogers, County Attorney 
 
DATE: June 7, 2010 
 
ISSUE: Resolution Continuing the Declaration of State of Local Emergency 
 
RECOMMENDATION: 
 
That the Board authorize the Chairman to execute the attached Resolution which would 
continue the Declaration of State of Local Emergency for seven days beginning Friday, 
June 11th at 2:00 p.m. 
 
BACKGROUND:  
 
Resolution R2010-103 shall expire at 1:59 p.m., Friday, June 11, 2010.  The attached 
Resolution shall further extend the local state of emergency through Friday, June 18, 
2010 at 1:59 p.m. concerning the Deepwater Horizon oil rig accident in the Gulf of 
Mexico.  The threat to the health, safety and welfare of the inhabitants of Escambia 
County, as well as visitors and tourists still exists. 
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ORGANIZATION: County Attorney’s Office 
 
FROM: Alison Rogers, County Attorney 
 
DATE: June 7, 2010 
 
ISSUE: Florida Division of Emergency Management Deepwater 
 Horizon Funding Agreement 
 
RECOMMENDATION: 
 
That the Board authorize the Chairman to execute the attached Florida Division of 
Emergency Management Deepwater Horizon Funding Agreement. 
 
BACKGROUND: 
 
BP, as a responsible party for the Deepwater Horizon oil disaster, has provided a 
$25,000,000.00 grant to the State of Florida for distribution to local governments.  The 
money is intended to allow local governments to be reimbursed for costs related to 
response and recovery.  This Agreement allows Escambia County to participate in the 
State procedures and to receive some of that money from the State. 
 
APR/ds 
 
Attachment 
 













 BCC:  06-10-2010 

BOARD OF COUNTY COMMISSIONERS 
Escambia County, Florida 

 
 

ORGANIZATION: Management & Budget Services 
 
FROM: Amy Lovoy, Bureau Chief 
 
DATE: June 5, 2010 
 
ISSUE: Ratification of Memorandum of Understanding with the Division of Emergency 

Management 
 
RECOMMENDATION: 
 
That the Board ratify the Interim County Administrator’s signature of the attached Memorandum of 
Understanding (MOU) with the Florida Division of Emergency Management (DEM) that advances 
$700,000 for tourism promotion that must be expended according to the attached media plan by 
August 31, 2010. 
 
BACKGROUND:  
 
As a part of the Gulf Coast oil spill recovery effort, British Petroleum (BP) gave the State of Florida 
$25,000,000 to promote tourism in the state.  The State of Florida then advanced Escambia 
County $700,000 that must be expended according to the attached media plan. 
 
BUDGETARY IMPACT:  
 
The County has received the $700,000 check from State. 
 
LEGAL CONSIDERATIONS/SIGN-OFF:  
 
PERSONNEL:  
 
POLICY/REQUIREMENT FOR BOARD ACTION/DISCUSSION:  
 
IMPLEMENTATION REQUIREMENTS:  
 
COORDINATION WITH OTHER AGENCIES/PERSONS:  
 
 
 
 CONCUR:  _________________________________ 
  Larry M. Newsom 
  Interim County Administrator 
 







 
 

Northwest Florida Media Campaign – Escambia County 

Contact: Ed Schroeder, Director, Pensacola Bay Area CVB 

850-434-1234 • eschroeder@visitpensacola.com 

Date: May 26, 2010 

 

“Our Coast is Clear” Campaign 
June – August 6, 2010 

 

Media Rationale:  
Television– TV advertising provides the broadest reach and generates the most impact, allowing the 
CVB to show our clean, unspoiled beaches, conveying the message that it’s a great time to visit. 
Television buys can be implemented quickly and should conditions change, creative messages can be 
changed out quickly. 

National TV – The Weather Channel is a go-to source for both travel information and updates on 
the progression of the oil spill. The Travel Channel reaches travel enthusiasts as well a broad 
demographic audience. Having our “coast is clear” message in these environments can help mitigate any 
misconceptions about the state of our beaches and help salvage visitation this summer. News networks 
were a top choice for our plan, but due to the political season their inventory is largely sold out from June 
through October of this year. 

Spot TV Markets – The selected target markets are key feeder markets for the Pensacola Bay Area. 
Having our message in these markets is essential to mitigating misconceptions about our cost and 
salvaging visitation this summer. 

Internet – Internet advertising will supplement and strengthen the TV campaign, specifically reaching out 
to those in the active mode of planning travel. It is imperative that we reach those people that are making 
summer travel plans with the message that “our coast is clear”. 

Print – Ads in the Sunday travel section of The New York Times will reach more than 1.3 million 
subscribers in New York and across the country, delivering valuable impressions to an affluent, travel-
ready audience. 

 

Messaging: 
The launch message will be “Our Coast is Clear. Come Enjoy”, inviting viewers to make plans for a trip to 
the Pensacola Bay Area. Shots will include our pristine sugar-white beaches and sparkling emerald 
waters, families enjoying time at the beach, and people enjoying fresh, local seafood. Additionally, the 
spot will highlight the area’s non-beach offerings including our rich history, vibrant downtown, cultural 
offerings and the National Naval Aviation Museum. 

Should Pensacola Bay Area beaches and waterways be affected by the oil spill, a second message will 
be implemented. The theme of this message is “Curious About Our Coast? See For Yourself at 
VisitPensacola.com.” After careful consideration, this tactic was chosen for the following reasons: 

1. It’s timeless – whatever the current conditions may be, this is a valid message. 

2. It’s transparent – people respect honesty and being able to form their own opinion. 

3. It encourages action – “See for yourself” 



4. It’s flexible – we have control over the message presented on the Web site, even if the beaches 
are closed we can keep pushing inland activities, festivals, etc. 

Pensacola Bay Area Convention & Visitors Bureau 
“Our Coast is Clear” Campaign 

June – August 6, 2010 
(continued) 

 

5. It establishes VisitPensacola.com as a go-to source of current information. 

6. It works even if the oil spill is not an issue. 

7. It’s bold. We’re not afraid to tell the truth. 

 
Call to action: 
The call to action for both messages direct viewers to visit the CVB’s Web site, VisitPensacola.com. The 
home page will include clear navigation directing visitors to see current information on area conditions, 
including photos, web cams, videos and written content that is updated daily. 

 

Measurement: 
The campaign will be measured by Web site visitation, specifically noting traffic from each of the target 
markets. 

 

MEDIA PLAN: 

National TV  
The Weather Channel 
Spot length: 30 seconds 

  
Schedule dates:  June – August 2010 
Total schedule cost: $500,000 

 

The Travel Channel (option A) 
Spot length: 30 seconds 

  
Schedule dates:  June – August 2010 
Total schedule cost: $215,000 

 

Spot Market TV  
Media: Cable TV (local interconnect networks) 
Networks:  USA, TNT, TBS, Discovery, Fox News, CNN, ESPN, TLC, Lifetime, Travel Channel 

Target Markets:  
Houston, Dallas, New Orleans, Baton Rouge, Birmingham, Huntsville, Atlanta, Nashville, Chicago, 
Indianapolis, Little Rock, Washington DC 

  
Schedule dates:  June – August 2010 
Total schedule cost: $500,000 

 

Television Production 
30 second TV spots (2 spots) $10,000 
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June – August 6, 2010 
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Internet Advertising 
TripAdvisor.com 
Position:  Florida content + Pensacola content + geo-targeted to the Southeast 
Impressions:  987,780 
Ad sizes:  300 x 250, 728 x 90  
Run dates:  June – August 2010 
Total cost:  $20,000 
 
Travel Ad Network 
Position:  Florida content + geo-targeted to Southeast  
Impressions:  1.4 million 
Ad size:   300 x 250, 728 x 90, 160 x 600 
Run dates:  June – August 2010 
Total cost:  $30,000 
 
WeatherBug.com 
Position:  Geo-targeted to Southeast, Indianapolis, DC, and Chicago 
Impressions:  1.8 million 
Ad size:   Page Wrap, 300 x 250, 728 x 90, 160 x 600 
Run dates:  June – August 2010 
Total cost:  $27,000 
 
Burst Media 
Channel:  Travel 
Position:  Geo-targeted to Southeast, Indianapolis, DC, and Chicago 
Impressions:  1 million 
Ad size:   300 x 250, 728 x 90, 160 x 600 
Run dates:  June – August 2010 
Total cost:  $31,500 
 
Yahoo.com 
Channel:  Travel 
Position:  Geo-targeted to Southeast, Indianapolis, DC, and Chicago 
Impressions:  400,000 
Ad size:   300 x 250, 728 x 90, 160 x 600 
Run dates:  June – August 2010 
Total cost:  $15,000 
 
Tremor Media 
Channel:  Travel 
Position:  Geo-targeted to Southeast, Indianapolis, DC, and Chicago 
Impressions:  1.2 million 
Ad size:   Pre-Roll Video, 300 x 250 
Run dates:  June – August 2010 
Total cost:  $35,500 
 
VRBO.com/Home and Away.com 
Channel:  Travel 
Position:  Geo-targeted to Southeast  
Impressions:  600,000 
Ad size:   300 x 250, 728 x 90, 160 x 600 
Run dates:  June – August 2010 



Total cost:  $12,000 
 

Pensacola Bay Area Convention & Visitors Bureau 
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Internet Ad Production 
Flash, static and video ad production 
Total:   $4,000 

 

Print Advertising 

The New York Times (option B) 
Sunday Travel Section 
Ad size:  3 column x 5”, full color ad 
Ad insertions: 5 
Run dates:  July – August 2010 
Total cost: $220,000 

 

 

 

Total Campaign Cost: $1,400,000 
(includes either TV option “A” or print option “B”) 

 
 



 BCC:  06-10-2010 

BOARD OF COUNTY COMMISSIONERS 
Escambia County, Florida 

 
 

ORGANIZATION: Management & Budget Services  
 
FROM: Amy Lovoy, Bureau Chief 
 
DATE: June 3, 2010 
 
ISSUE: Supplemental Budget Amendment #227 – BP/DEM Tourism Funds 
 
RECOMMENDATION: 
 
That the Board adopt the Resolution approving Supplemental Budget Amendment #227, Tourism 
Promotion Fund (108), in the amount of $700,000 to recognize proceeds from BP through Division 
of Emergency Management and to appropriate these funds for tourism promotion as required by 
the attached Memorandum of Understanding. 
 
BACKGROUND:  
 
These funds were advanced to Escambia County per the attached Memorandum of 
Understanding and must be spent according to the approved media plan.   
 
BUDGETARY IMPACT:  
 
LEGAL CONSIDERATIONS/SIGN-OFF:  
 
PERSONNEL:  
 
POLICY/REQUIREMENT FOR BOARD ACTION/DISCUSSION:  
 
IMPLEMENTATION REQUIREMENTS:  
 
COORDINATION WITH OTHER AGENCIES/PERSONS:  
 
 
 
 CONCUR:  _________________________________ 
  Larry M. Newsom 
  Interim County Administrator 
 



Board of County Commissioners
Escambia County Resolution Number

Supplemental Budget Amendment Resolution R2010-

     WHEREAS, the following revenues were unanticipated in the adopted budget for Escambia County 
and the Board of County Commissioners now desires to appropriate said funds within the County Budget.

     WHEREAS, the County will receive $700,000 from the State of Florida as a result of the Gulf Oil Spill
to promote tourism, and these funds must be recognized and appropriated in the current budget.

     NOW, THEREFORE,  be it resolved by the Board of County Commissioners of Escambia County, Florida, 
         that in accordance with Florida Statutes, Section 129.06 (2d), it does hereby appropriate in the following

funds and accounts in the budget of the fiscal year ending September 30, 2010:

Tourism Promotion Fund 108
Fund Name Fund Number

Revenue Title Fund Number Account Code Amount
DEM/BP Grant 108 334xxx $700,000 

Total $700,000 

Account Code/
Appropriations Title Fund Number/Cost Center Project Number Amount

Aids to Private Organizations 108/3601xx 58201 700,000

Total $700,000 

     NOW THEREFORE, be it resolved by the Board of County Commissioners of Escambia County, Florida, 
that the foregoing Supplemental Budget Amendment be made effective upon adoption of this Resolution.

ATTEST: BOARD OF COUNTY COMMISSIONERS
ERNIE LEE MAGAHA OF ESCAMBIA, COUNTY, FLORIDA
CLERK OF THE CIRCUIT COURT

Deputy Clerk

Adopted

OMB Approved

Supplemental Budget Amendment 

#227

Grover C. Robinson, IV, Chairman
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Media Rationale:  
Television– TV advertising provides the broadest reach and generates the most impact, allowing the 
CVB to show our clean, unspoiled beaches, conveying the message that it’s a great time to visit. 
Television buys can be implemented quickly and should conditions change, creative messages can be 
changed out quickly. 

National TV – The Weather Channel is a go-to source for both travel information and updates on 
the progression of the oil spill. The Travel Channel reaches travel enthusiasts as well a broad 
demographic audience. Having our “coast is clear” message in these environments can help mitigate any 
misconceptions about the state of our beaches and help salvage visitation this summer. News networks 
were a top choice for our plan, but due to the political season their inventory is largely sold out from June 
through October of this year. 

Spot TV Markets – The selected target markets are key feeder markets for the Pensacola Bay Area. 
Having our message in these markets is essential to mitigating misconceptions about our cost and 
salvaging visitation this summer. 

Internet – Internet advertising will supplement and strengthen the TV campaign, specifically reaching out 
to those in the active mode of planning travel. It is imperative that we reach those people that are making 
summer travel plans with the message that “our coast is clear”. 

Print – Ads in the Sunday travel section of The New York Times will reach more than 1.3 million 
subscribers in New York and across the country, delivering valuable impressions to an affluent, travel-
ready audience. 

 

Messaging: 
The launch message will be “Our Coast is Clear. Come Enjoy”, inviting viewers to make plans for a trip to 
the Pensacola Bay Area. Shots will include our pristine sugar-white beaches and sparkling emerald 
waters, families enjoying time at the beach, and people enjoying fresh, local seafood. Additionally, the 
spot will highlight the area’s non-beach offerings including our rich history, vibrant downtown, cultural 
offerings and the National Naval Aviation Museum. 

Should Pensacola Bay Area beaches and waterways be affected by the oil spill, a second message will 
be implemented. The theme of this message is “Curious About Our Coast? See For Yourself at 
VisitPensacola.com.” After careful consideration, this tactic was chosen for the following reasons: 

1. It’s timeless – whatever the current conditions may be, this is a valid message. 

2. It’s transparent – people respect honesty and being able to form their own opinion. 

3. It encourages action – “See for yourself” 



4. It’s flexible – we have control over the message presented on the Web site, even if the beaches 
are closed we can keep pushing inland activities, festivals, etc. 
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5. It establishes VisitPensacola.com as a go-to source of current information. 

6. It works even if the oil spill is not an issue. 

7. It’s bold. We’re not afraid to tell the truth. 

 
Call to action: 
The call to action for both messages direct viewers to visit the CVB’s Web site, VisitPensacola.com. The 
home page will include clear navigation directing visitors to see current information on area conditions, 
including photos, web cams, videos and written content that is updated daily. 

 

Measurement: 
The campaign will be measured by Web site visitation, specifically noting traffic from each of the target 
markets. 

 

MEDIA PLAN: 

National TV  
The Weather Channel 
Spot length: 30 seconds 

  
Schedule dates:  June – August 2010 
Total schedule cost: $500,000 

 

The Travel Channel (option A) 
Spot length: 30 seconds 

  
Schedule dates:  June – August 2010 
Total schedule cost: $215,000 

 

Spot Market TV  
Media: Cable TV (local interconnect networks) 
Networks:  USA, TNT, TBS, Discovery, Fox News, CNN, ESPN, TLC, Lifetime, Travel Channel 

Target Markets:  
Houston, Dallas, New Orleans, Baton Rouge, Birmingham, Huntsville, Atlanta, Nashville, Chicago, 
Indianapolis, Little Rock, Washington DC 

  
Schedule dates:  June – August 2010 
Total schedule cost: $500,000 

 

Television Production 
30 second TV spots (2 spots) $10,000 
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Internet Advertising 
TripAdvisor.com 
Position:  Florida content + Pensacola content + geo-targeted to the Southeast 
Impressions:  987,780 
Ad sizes:  300 x 250, 728 x 90  
Run dates:  June – August 2010 
Total cost:  $20,000 
 
Travel Ad Network 
Position:  Florida content + geo-targeted to Southeast  
Impressions:  1.4 million 
Ad size:   300 x 250, 728 x 90, 160 x 600 
Run dates:  June – August 2010 
Total cost:  $30,000 
 
WeatherBug.com 
Position:  Geo-targeted to Southeast, Indianapolis, DC, and Chicago 
Impressions:  1.8 million 
Ad size:   Page Wrap, 300 x 250, 728 x 90, 160 x 600 
Run dates:  June – August 2010 
Total cost:  $27,000 
 
Burst Media 
Channel:  Travel 
Position:  Geo-targeted to Southeast, Indianapolis, DC, and Chicago 
Impressions:  1 million 
Ad size:   300 x 250, 728 x 90, 160 x 600 
Run dates:  June – August 2010 
Total cost:  $31,500 
 
Yahoo.com 
Channel:  Travel 
Position:  Geo-targeted to Southeast, Indianapolis, DC, and Chicago 
Impressions:  400,000 
Ad size:   300 x 250, 728 x 90, 160 x 600 
Run dates:  June – August 2010 
Total cost:  $15,000 
 
Tremor Media 
Channel:  Travel 
Position:  Geo-targeted to Southeast, Indianapolis, DC, and Chicago 
Impressions:  1.2 million 
Ad size:   Pre-Roll Video, 300 x 250 
Run dates:  June – August 2010 
Total cost:  $35,500 
 
VRBO.com/Home and Away.com 
Channel:  Travel 
Position:  Geo-targeted to Southeast  
Impressions:  600,000 
Ad size:   300 x 250, 728 x 90, 160 x 600 
Run dates:  June – August 2010 



Total cost:  $12,000 
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Internet Ad Production 
Flash, static and video ad production 
Total:   $4,000  

 
Print Advertising 

The New York Times (option B) 
Sunday Travel Section 
Ad size:  3 column x 5”, full color ad 
Ad insertions: 5 
Run dates:  July – August 2010 
Total cost: $220,000 

 

 

 
Total Campaign Cost: $1,400,000 

(includes either TV option “A” or print option “B”) 
 
 



 BCC:  06/10/2010 

BOARD OF COUNTY COMMISSIONERS 
Escambia County, Florida 

 
 

ORGANIZATION: Management & Budget Services Bureau  
 
FROM: Amy Lovoy, Bureau Chief 
 
DATE: June 2, 2010 
 
ISSUE: Approval of Fiscal Year 2009/2010 Miscellaneous Appropriations Agreement 

between Escambia County and the Pensacola Bay Area Chamber of 
Commerce, Inc. 

 
RECOMMENDATION: 
 
That the Board take the following action concerning approval of the Fiscal Year 2009/2010 
Miscellaneous Appropriations Agreement between Escambia County and the Pensacola Bay Area 
Chamber of Commerce, Inc.: 
 
A. Approve the Miscellaneous Appropriations Agreement in the amount of $700,000.00 to be 

paid from the Tourist Promotion Fund 108; 
 

B. Authorize the Chairman to sign the Agreement and all other necessary documents; and 
 
C. Authorize the execution of the necessary purchase order. 

 
BACKGROUND:  
 
On June 1, 2010 the Escambia County Board of County Commissioners entered into a Deepwater 
Horizon Memorandum of Understanding with the Florida Division of Emergency Management 
whereby the Florida Division of Emergency Management will provide the Escambia County Board 
of County Commissioners with an advance of $700,000.00 for the primary purpose of purchasing, 
contracting, managing, overseeing and/or arranging for a Florida tourism and advertising 
campaign relating to the Deepwater Horizon oil spill.  The Pensacola Bay Area Chamber of 
Commerce, Inc. will undertake this advertising campaign for the County.  The County makes 
payment in support of the activities of certain outside agencies approved by the Board.  In order to 
recognize these contractual agreements and establish the source documents by which payment 
can be made, Board approval of these Agreements is necessary.   
 
BUDGETARY IMPACT:  
 
Funds are available in the FY 2009/2010 Budget. 
 
LEGAL CONSIDERATIONS/SIGN-OFF:  
 
The County Attorney has reviewed the agreement. 
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RE:        Approval of Fiscal Year 2009/2010 Miscellaneous Appropriations Agreement  
Date      June 2, 2010 
Page 2 of 2 
   
 
PERSONNEL:  
 
N/A 
 
POLICY/REQUIREMENT FOR BOARD ACTION/DISCUSSION:  
 
Board approval of Miscellaneous Appropriations Agreements is necessary. 
 
IMPLEMENTATION REQUIREMENTS:  
 
N/A 
 
COORDINATION WITH OTHER AGENCIES/PERSONS:  
 
N/A 
 
 
 

CONCUR:______________________________________ 
                                                                     Larry M. Newsom, Interim County Administrator 
   
 
 































                                                                                                                                   BCC:  06-10-2010  
 
CA05-06-2010 

BOARD OF COUNTY COMMISSIONERS 
Escambia County, Florida 

 
 

ORGANIZATION: County Administrator’s Office 
 
FROM: Larry M. Newsom, Interim County Administrator  
 
DATE: June 8, 2010   
 
ISSUE: County Administrator Application Review Committee Appointment   
 
RECOMMENDATION: 
 
That the Board confirm Commissioner Marie Young’s appointment of Dr. Winston S. Prescott to 
the County Administrator Application Review Committee, effective June 10, 2010, through the 
date of hire of a County Administrator, replacing William E. “Bill” Byrd who resigned. 
 
BACKGROUND:  
 
The Board, in regular session, April 22, 2010, approved establishing a County Administrator 
Application Review Committee made up of nine members (one appointee from the Sheriff, one 
from the Clerk of the Circuit Court and Comptroller, one from each Commissioner, and two staff 
members appointed by the Board).   
 
The Committee will review all the eligible Applications for County Administrator and select the top 
25 candidates to present to the each Commissioner.  Each Commissioner will rank their top five 
candidates.  Human Resources will tally the results, and the consensus favorites of between five 
and eight candidates will be selected for a face-to-face interview with the Board. 
 
BUDGETARY IMPACT:  N/A 
 
LEGAL CONSIDERATIONS/SIGN-OFF:  N/A 
 
PERSONNEL:  N/A 
 
POLICY/REQUIREMENT FOR BOARD ACTION/DISCUSSION:  
 
In accordance with Section I B, of the Board of County Commissioners’ Policy Manual, Board 
approval is required for all appointments / reappointments to Boards and Committees established 
by the Board of County Commissioners. 
 
IMPLEMENTATION REQUIREMENTS:  N/A 
 
COORDINATION WITH OTHER AGENCIES/PERSONS:  N/A 
 
LMN:slg 
 
Attachment 
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