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GOVERNMENT IN THE SUNSHINE

Members of the Amelia Island Tourist Development Council (AITDC) are subject to “Government in
the Sunshine.” Open government is a cherished principle guaranteed under Florida Law. The right
of public access gained constitutional status when the Public Records and Meetings Constitutional
Amendment took effect on July 1, 1993. A copy of the “Government in the Sunshine” manual is
available for review. If you have any questions regarding “Government in the SUnshine,” please
contact the AICVB office.

CONFLICT OFINTERESTACONE OF CONDUCT

The members of the AITDC have a fiduciary relationship to the Nassau County BOCC. This
relationship requires that in the performance of their duties they shall act in good faith, with
undivided loyalty to the County and the the high degree of diligence, care and skill which
reasonably prudent persons would exercise in the conduct of their own affairs. This relationship
further requires that AITDC member not take advantage of their positions, or the knowledge
gained there from for private gain or other personal advantage, either for themselves, their
families, or anyone else in whom they have a direct or indirect personal or financial interest, to the
detriment of Nassau County.

ANTITRUST STATEMENT

The purpose of this meeting today is to act upon matters relating to the business of the tourism
industry on Amelia Island and not to discuss or pursue the business interests of individual
companies. AITDC members should proceed with due diligence, keeping in mind the requirements
and prohibitions of Federal and State Antitrust Laws. Specifically, but without limitation, there
should be no discussions or deliberations relating to pricing methods, allocation of territories or
customers, or restraints of trade as to property owners, suppliers, or others.
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Bed Tax Collections

Taxable Sales Bed Tax Collections Change
June $25,684,000 $1,284,200 +/.84%
FY22 Year to Date $167,293,023 $8,365,400 +427%

Source: Nassau County Tax Collector



FY 2022 Budget

Budgeted En?&r%lk?le%ed* Available

County Admin Fees $265,346 $122,399 $142,947
Administration $1,286,929 $593,588 $693,340

| Marketing | $6,123,760 $3,725,805 $2,397,955
| Trade $1,179,000 $403.421 $775,579
Beach $1978,176 $442,683 $1,535,493
- Total ~ $10,833.211 $4,571,909 $4,709,027

Does not reflect all planned but unencubmered funds Source: Nassau County Munis; Through 7.25.22



FY 2023 Budget
I

Tourist Development Tax Estimated Collections $11,200,000
Reserves $3,800,000
| Collection Fees 3% (1.5% eacé(hg?err'll;?x Collector | $336,000
Admin 15% $1.629,600
Marketing 65% + $1.3 Reserves $8,361,600
Trade 10% $1,086,400

Beach 10% + $2.5 Reserves $3,586,400



Visitation & Economic Impact

Fiscal Year to Date (Oct. - Jun.)

H/M/c/c” % A % A

Visitor Stats FYTD 2019 FYTD 2020 FYTD 2021 FYTD 2022 21/22 ‘19/22

Visitors (#) 518,600 403,000 468,100 568,200 +21.4 +9.6

(DS']rea ERR $395,484,200 $295,085,600 $373,708,100 $515,851,000 +38.0 +30.4

Total Eco.

Impact ($) $520,338,600 $388,244,200 $491,687,700 $678,705,100 +38.0 +30.4
CY Second Quarter (Apr. - Jun.)

H/M/c/c” % A % A

Visitor Stats CY Q2 2019 CY Q2 2020 CY Q2 2021 CcY Q2 2022 21/22  ‘19/°22

Visitors (#) 185,000 101,600 201,300 230,200 +14.4  +24.4

Direct Exp.

: S')rec AR $146,705,000 $70,002,400  $177,747,900  $216,388000 | +21.7  +47.5

Total Eco.

—— $193,019,800 $92,102,200 $233,862,900 $284,701,700 +21.7  +47.5

* Visitors staying in commercial lodging subject to the resort tax (hotel/motel/condo, etc.)

Source: Visitor Profile
Dashboard, Research
Data Services



Traditional Lodging Performance

Occupancy 1st decrease in OCC
since Feb 21
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Source: Smith Travel Research



Traditional Lodging Performance

Average Daily Rate | Revenue Per Available Room
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Short-term Vacation Rentals

Occupancy Pace vs. Historic Actual

[[____] Amelia Island | (6/1/2022 to 12/1/2022 as of 7/31/2022) | 34.1%
"* Amelia Island (Compared 6/2/2021 to 12/2/2021 as of 8/1/2022) | 68.0%
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Domestic Leisure Travel Spending
Current Forecast Vs Where We Should Be

$ BILLIONS (ADJUSTED FOR INFLATION)
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A loss of $46 billion in 2022 and $61 billionin 2026, —————————————
A cumulative loss of $430 billion through 2026




Danger Will Robinson

% of travelers who feel they
are financially better off than
at this point last year
dropped from 33.6% to
31.0% in Q1

American travelers who
expect to take at least one
leisure trip in the next
12-months has dropped
nearly 8-points since
February

Consumer Confidence fell
for 3rd consecutive month.
Expectations Index held
steady, but remained well
below 80, suggesting
recession risks persist.
Concerns about inflation
continue to weigh on
consumers.

Vacationers choosing to stay
closer to home for
environmental or budgeting
reasons. Over the summer
we saw shorter length of
stay and less spending.




Don't Worry, Be Happy

Typical American traveler
(66.6%) remains highly
open to travel inspiration

Travelers showing an
increased preference for
visiting places they have
never been to over places
they've visited before
(568.5%, up from 53.5% in
April).

Create value by focusing
on niche markets. More
customization may enable
increased value creation
for hospitality companies.

Nature is becoming a
luxury. New trend gaining
momentum is
destinations focusing
around outdoor activities
like hiking, biking,
kayaking, and more.







Event Funding

Amount Req Category Details

Requesting historical
Al Chamber Music Festival $25,000 23 Supported support for Superstar:

Ukrainian Symphony
Al Dance Festival $10,000 22 Supported New support request
Endless Summer Ride (NFL : Requesting same support
Bike Club) $4.600 22 Marietee from '19
Island Hop $10,000 22 Supported Requesting same support
Songwriters Festival $5,000 23 Supported New event

Resolution to recommend marketing campaign development to BOCC



Past Campaigns

Days a little slower. Hearts a little lighter

The MWM[E sweeter

SOAK IN THE VIEWS OF A FLORIDA
YOU'VE ONLY DREAMED ABOUT,

With 13 miles of unspuiled beaches, majestic oak trees and spectacular wildlife,
come savor the beauty of Florda's legendary Amelia Island, Choose from historical
inns and onesofa-kind vacation villas to seaside spa and golf resorts.
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ompetitive Audit

Bring sundress.
Leave wind-kissed.
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COMPETITIVE AUDIT

Our Historic Streets Have Tales to Tell. - To satisfy your inner foodie,

When it's time to escape __ NAPLES Only Paradise Will Do.
. MARCO ISLAND

with someone you love, EVERGLADES. &

Only Paradise Will Do. O NAPLES - MARCO ISLAND

BON APPETIT »
EVERGLADES.

ST.PETE
CLEARWATER

History, sans people

(= Naples, Marco Island
.~ and the Everglades
ST.PETE

If sparkling Gulf waters, delicious al fresco
dining and unforgettable family memories are
at the top of your vacation wish list, there's
just one place that’s sure to delight:
Florida’s Paradise Coast.

CLEARWATER

ST.PETE
CLEARWATER

HILTON HEAD ISLAND
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Lone kid, solitude o ;
Destination attributes

Water so clear you can
already see yourself here.
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Remoteness, 30-foot view

Find your ,ba/za‘a@}ie

on America’s Best Beaches L = (27
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AMELIMe ISLAND



WHAT MAKES A
GREAT CONCEPT?

Will it get noticed?

Does it communicate something fundamental about the brand?
Does it differentiate from the competitive environment?

Will it scale to our various media needs?

Is it simple without being straightforward or boring?

Does it align with our core brand?

Does it speak to some shared equity with our audience?

Is it going to increase economic impact from visitors?

AMELIA&ISLAND



Campaign Approaches

® Evolve Moments campaign to ® |ncorporate fresh, modern, styling
showcases island as upscale, to sets us apart from the sea of
refined yet charming and sameness
memorable
® | everage media buying strategy to
® Communicate features/benefits of approach content-first perspective,
the island with unique treatment leaning into compelling video

e Differentiate Amelia against
competitors

® Feature striking visuals and strong
headlines with limited body copy




Positioning Inspiration

Natural beauty, southern hospitality, a rich history
and luxurious surroundings. On Amelia Island, they
all coalesce into a unique, often whimsical, always
unforgettable destination. It's all part of the island
charm, and when you surrender to it, you're
overcome with the desire to simply let go and
enjoy.

Whether it's relaxing on the unspoiled beaches,
exploring the marsh, dining downtown or strolling
under the Spanish moss, the Island Charm create a
one-of-a-kind vacation experience. And you'll only
find it on Amelia Island.




Marketing Campaign Development

Scope of Work Budget

* Agency creative services * Funds available in current FY22
* Video & photo shoot budget (pending line items

* Post production transfers)
+ Execution in August-September to  ~ "rogram notto exceed $500,000

prepare launch in FY23

Resolution to recommend marketing campaign development to BOCC



Upcoming

September 7th Meetings

Agenda - Visit FL. Governors
* Policies (Event/sports Conference, Aug 31-Sep 2
funding, travel, signing * Annual Partner Meeting, Sep
authority) 30

* FY23 Budget / Resolution
* Beach Harmonization - EDSA

* Destination Development - JLL
* FY23 Marketing Plan
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