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Tab 4 - Trend Amelia Island+
Currency: USD - US Dollar

Amelia Island Tourist Development Council

For the Month of June 2024

Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec Jan Feb Mar Apr May Jun 2022 2023 2024 2022 2023 2024

This Year 51.1 70.4 74.3 72.2 63.6 71.5 75.2 52.9 58.8 65.4 57.3 48.4 46.5 68.9 73.6 74.3 68.6 74.1 67.5 67.1 67.6 63.9 62.0 63.6

Last Year 41.5 66.3 77.4 77.3 70.8 72.2 72.5 57.1 55.9 58.0 50.3 48.1 51.1 70.4 74.3 72.2 63.6 71.5 59.4 67.5 67.1 52.7 63.9 62.0

Percent Change 23.0 6.3 -4.0 -6.7 -10.2 -1.0 3.8 -7.3 5.2 12.8 13.9 0.4 -9.0 -2.2 -0.9 2.9 7.8 3.8 13.7 -0.7 0.7 21.3 -3.0 2.6

Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec Jan Feb Mar Apr May Jun 2022 2023 2024 2022 2023 2024

This Year 225.60 264.46 366.30 362.48 338.26 327.83 324.37 270.01 262.71 266.23 253.06 252.88 230.42 266.96 361.26 345.18 329.39 324.42 314.62 319.36 315.80 295.47 302.73 296.35

Last Year 209.96 256.60 348.52 359.47 324.90 330.50 340.22 272.88 265.85 277.10 249.78 272.19 225.60 264.46 366.30 362.48 338.26 327.83 279.90 314.62 319.36 253.74 295.47 302.73

Percent Change 7.5 3.1 5.1 0.8 4.1 -0.8 -4.7 -1.1 -1.2 -3.9 1.3 -7.1 2.1 0.9 -1.4 -4.8 -2.6 -1.0 12.4 1.5 -1.1 16.4 2.5 -2.1

Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec Jan Feb Mar Apr May Jun 2022 2023 2024 2022 2023 2024

This Year 115.31 186.21 272.10 261.57 215.14 234.25 244.05 142.85 154.43 174.14 144.91 122.30 107.20 183.81 265.90 256.34 225.87 240.55 212.46 214.19 213.38 188.79 187.68 188.45

Last Year 87.22 170.00 269.74 277.96 230.00 238.66 246.51 155.80 148.56 160.63 125.56 131.05 115.31 186.21 272.10 261.57 215.14 234.25 166.20 212.46 214.19 133.68 188.79 187.68

Percent Change 32.2 9.5 0.9 -5.9 -6.5 -1.8 -1.0 -8.3 3.9 8.4 15.4 -6.7 -7.0 -1.3 -2.3 -2.0 5.0 2.7 27.8 0.8 -0.4 41.2 -0.6 0.4

Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec Jan Feb Mar Apr May Jun 2022 2023 2024 2022 2023 2024

This Year 69,905 63,140 69,905 67,650 69,905 67,650 69,905 69,905 67,650 69,905 67,650 69,905 69,905 63,140 69,905 67,650 69,905 67,650 407,612 408,155 408,155 821,980 823,075 823,075

Last Year 69,812 63,056 69,812 67,560 69,812 67,560 69,905 69,905 67,650 69,905 67,650 69,905 69,905 63,140 69,905 67,650 69,905 67,650 378,932 407,612 408,155 745,828 821,980 823,075

Percent Change 0.1 0.1 0.1 0.1 0.1 0.1 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 7.6 0.1 0.0 10.2 0.1 0.0

Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec Jan Feb Mar Apr May Jun 2022 2023 2024 2022 2023 2024

This Year 35,731 44,458 51,929 48,816 44,462 48,339 52,596 36,984 39,767 45,726 38,739 33,808 32,522 43,475 51,452 50,239 47,935 50,162 275,256 273,735 275,785 525,185 510,286 523,405

Last Year 29,001 41,776 54,032 52,240 49,421 48,786 50,650 39,912 37,804 40,522 34,006 33,657 35,731 44,458 51,929 48,816 44,462 48,339 225,000 275,256 273,735 392,924 525,185 510,286

Percent Change 23.2 6.4 -3.9 -6.6 -10.0 -0.9 3.8 -7.3 5.2 12.8 13.9 0.4 -9.0 -2.2 -0.9 2.9 7.8 3.8 22.3 -0.6 0.7 33.7 -2.8 2.6

Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec Jan Feb Mar Apr May Jun 2022 2023 2024 2022 2023 2024

This Year 8,061,055 11,757,277 19,021,374 17,694,897 15,039,502 15,847,014 17,060,657 9,986,081 10,447,359 12,173,435 9,803,299 8,549,446 7,493,704 11,605,967 18,587,497 17,341,706 15,789,278 16,273,469 86,599,698 87,421,119 87,091,620 155,178,466 154,478,580 155,111,897

Last Year 6,088,933 10,719,773 18,831,430 18,778,914 16,056,916 16,123,732 17,232,091 10,891,165 10,050,380 11,228,695 8,494,109 9,161,020 8,061,055 11,757,277 19,021,374 17,694,897 15,039,502 15,847,014 62,978,554 86,599,698 87,421,119 99,700,763 155,178,466 154,478,580

Percent Change 32.4 9.7 1.0 -5.8 -6.3 -1.7 -1.0 -8.3 3.9 8.4 15.4 -6.7 -7.0 -1.3 -2.3 -2.0 5.0 2.7 37.5 0.9 -0.4 55.6 -0.5 0.4

Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec Jan Feb Mar Apr May Jun

Census Props 22 22 22 22 22 22 22 22 22 22 22 22 22 22 22 22 22 22

Census Rooms 2255 2255 2255 2255 2255 2255 2255 2255 2255 2255 2255 2255 2255 2255 2255 2255 2255 2255

% Rooms Participants 95.6 95.6 95.6 95.6 95.6 95.6 95.6 95.6 95.6 95.6 95.6 95.6 95.6 95.6 95.6 95.6 95.6 94.9

A blank row indicates insufficient data.

2024 © CoStar Group. This STR Report is a publication of STR, LLC and STR Global, Ltd., CoStar Group companies, and is intended solely for use by paid subscribers. The information in the STR Report is provided on an “as is” and “as available” basis and should not be construed as investment, tax, accounting or legal advice. Reproduction or distribution of this STR Report, in whole or part, without written permission is prohibited and subject to legal action. If you have received this report and are NOT a subscriber to this STR Report, please contact us immediately. Source: 
2024 STR, LLC / STR Global, Ltd. trading as "STR".
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8/13/20242:51 PM Amelia Island Tourism Development Council
Monthly Taxable Collections

Actual Sales October November December January February March April May June July August September FY Total
FY 2010 $3,824,925 $4,127,108 $2,662,768 $3,061,087 $3,872,714 $7,180,869 $7,250,176 $6,771,684 $9,192,997 $11,420,967 $6,161,937 $4,134,125 $69,661,357
FY 2011 $5,117,877 $3,146,563 $2,891,727 $3,057,380 $4,477,079 $8,042,178 $9,089,680 $7,348,455 $9,319,735 $10,455,155 $5,315,503 $4,709,634 $72,970,966
FY 2012 $5,873,108 $4,083,078 $3,224,742 $2,732,955 $4,600,703 $9,471,861 $8,896,159 $7,524,447 $9,654,444 $10,416,601 $6,309,424 $5,300,489 $78,088,012
FY 2013 $5,993,912 $4,252,420 $3,048,178 $3,744,771 $5,098,560 $10,724,414 $10,388,492 $9,925,245 $11,911,552 $12,710,654 $8,908,306 $6,817,183 $93,523,687
FY2014 $7,475,837 $6,034,530 $4,166,409 $5,565,369 $6,515,370 $12,374,283 $12,550,221 $12,039,768 $12,963,890 $14,986,010 $9,814,050 $7,623,141 $112,108,878
FY2015 $8,825,683 $6,296,108 $5,161,284 $6,116,785 $8,198,689 $13,685,610 $13,547,538 $12,378,353 $14,913,734 $16,387,766 $10,972,556 $9,427,872 $125,911,979
FY2016 $9,071,000 $7,228,216 $6,394,566 $6,789,618 $8,508,848 $15,822,132 $13,706,888 $12,461,791 $15,209,784 $17,501,019 $10,522,990 $10,223,465 $133,440,316
FY2017 $8,004,857 $7,920,339 $6,228,205 $7,028,403 $9,634,435 $16,040,637 $15,611,677 $13,478,363 $15,698,386 $18,932,545 $10,027,764 $7,354,342 $135,959,952
FY2018 $10,033,381 $7,804,652 $6,726,088 $7,507,735 $9,731,687 $17,354,427 $15,246,878 $14,076,436 $17,129,696 $18,306,670 $12,131,307 $10,292,877 $146,341,834
FY2019 $12,155,507 $8,765,734 $6,823,561 $7,949,841 $10,779,734 $19,202,124 $16,298,866 $14,585,578 $17,510,133 $20,523,960 $9,060,000 $7,771,180 $151,426,218
FY2020 $10,128,614 $9,388,756 $7,419,955 $8,789,542 $10,934,638 $11,241,038 $1,562,200 $5,870,100 $14,996,600 $16,680,000 $11,320,940 $10,173,407 $118,505,789
FY2021 $9,508,249 $7,184,780 $5,794,182 $6,806,312 $7,120,775 $17,239,873 $18,417,341 $21,535,062 $23,954,566 $27,585,945 $15,980,252 $14,965,031 $176,092,369
FY2022 $15,999,696 $13,406,000 $12,559,011 $9,319,912 $15,447,968 $26,164,902 $26,133,297 $22,578,237 $25,826,231 $29,329,760 $16,699,314 $14,771,420 $228,235,748
FY2023 $15,657,013 $11,915,233 $12,187,448 $11,580,994 $17,120,218 $27,084,287 $25,441,015 $21,360,560 $26,193,459 $28,825,163 $16,478,566 $14,975,887 $228,819,844
FY2024 $17,535,768 $13,748,330 $11,038,924 $10,691,812 $18,073,929 $27,560,758 $23,935,819 $22,401,258 $27,297,618 $172,284,215

 

% Change 12.00% 15.38% -9.42% -7.68% 5.57% 1.76% -5.92% 4.87% 4.22% -100.00% -100.00% -100.00% 0.26%

Sales Monthly
FY2024 Projected $15,600,000 $13,000,000 $12,000,000 $9,000,000 $15,000,000 $27,000,000 $27,000,000 $20,100,000 $26,000,000 $30,000,000 $15,000,000 $14,492,820 $224,192,820
FY2024 Actual $17,535,768 $13,748,330 $11,038,924 $10,691,812 $18,073,929 $27,560,758 $23,935,819 $22,401,258 $27,297,618 $0 $0 $0 $172,284,215
% Change 12.41% 5.76% -8.01% 18.80% 20.49% 2.08% -11.35% 11.45% 4.99% -100.00% -100.00% -100.00% -23.15%

Sales YTD
FY2023 $15,657,013 $27,572,246 $39,759,694 $51,340,688 $68,460,906 $95,545,194 $120,986,208 $142,346,768 $168,540,227 $197,365,390 $213,843,957 $228,819,844  
FY2024 $17,535,768 $31,284,098 $42,323,022 $53,014,834 $71,088,762 $98,649,520 $122,585,339 $144,986,598 $172,284,215  
% Change 12.00% 13.46% 6.45% 3.26% 3.84% 3.25% 1.32% 1.85% 2.22% -100.00% -100.00% -100.00%  

Bed Tax Monthly
FY2023 Actual $783,009 $595,762 $609,372 $579,394 $856,011 $1,357,684 $1,264,780 $1,068,028 $1,309,673 $1,441,258 $821,835 $748,794 $11,435,600
FY2024 Actual $876,788 $687,417 $551,946 $534,591 $903,696 $1,378,038 $1,196,791 $1,120,063 $1,364,881 $0 $0 $0 $8,614,211
% vs FY2023 11.98% 15.38% -9.42% -7.73% 5.57% 1.50% -5.38% 4.87% 4.22% -100.00% -100.00% -100.00%
FY2024 Budget $780,000 $650,000 $600,000 $450,000 $750,000 $1,350,000 $1,350,000 $1,005,000 $1,300,000 $1,500,000 $750,000 $724,641 $11,209,641
% vs Budget 11.04% 5.44% -8.71% 15.82% 17.01% 2.03% -12.80% 10.27% 4.75%

Bed Tax YTD
FY2023 YTD $783,009 $1,378,771 $1,988,143 $2,567,537 $3,423,548 $4,781,232 $6,046,012 $7,114,040 $8,423,713 $9,864,971 $10,686,806 $11,435,600  
FY2024 YTD $876,788 $1,564,205 $2,116,151 $2,650,742 $3,554,438 $4,932,476 $6,129,267 $7,249,330 $8,614,211 $8,614,211 $8,614,211 $8,614,211  
Pace vs LY 11.98% 13.45% 6.44% 3.24% 3.82% 3.16% 1.38% 1.90% 2.26% -12.68% -19.39% -24.67%  

FY2015 $125,911,979
FY2016 $133,440,316
FY2017 $135,959,952
FY2018 $146,341,834
FY2019 $151,426,218
FY2020 $118,505,789
FY2021 $176,092,369
FY2022 $228,235,748
FY2023 $228,819,844
FY2024 $172,284,215
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Data Source: Hotel (Direct) | VR (Direct)

KPI Value Compared Difference

ADR (Hotels) $345 $345 -0%
ADR (VR) $328 $334 -2%
Paid Occupancy % (Hotels) 74.3% 72.6% 2%
Paid Occupancy % (VR) 46.4% 49.0% -5%
RevPAR (Hotels) $257 $251 2%
RevPAR (VR) $152 $164 -7%
Avg. Length of Stay (Hotels) 2.7 2.6 4%
Avg. Length of Stay (VR) 4.9 4.8 1%



Copyright Key Data, LLC 2024
Created: 7/19/24 16:07 PM

Market(s):  Amelia Island
Filter(s): none
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  FOR 2023 13

ACCOUNTS FOR:                                 ORIGINAL    TRANFRS/     REVISED                                    AVAILABLE    PCT
137      AI TOURIST DEVELOPMENT FUND           APPROP     ADJSTMTS      BUDGET     YTD ACTUAL   ENC/REQ             BUDGET    USE/COL

37521582 TDC ADMIN FEES-TRANS OUT           

37521582 591910 CLERK ADMINISTRA               168,000       3,232     171,232     171,231.83            .00            .17  100.0%

37521582 591910 TAXCO ADMIN FEE-               168,000       3,232     171,232     171,231.83            .00            .17  100.0%

     TOTAL TDC ADMIN FEES-TRANS OUT            336,000       6,464     342,464     342,463.66            .00            .34  100.0%

37522552 TDC RESEARCH/ADMIN                 

37522552 531041  MANAGEMENT FEE-             1,629,600      31,349   1,660,949   1,660,949.05            .00           -.05  100.0%*

     TOTAL TDC RESEARCH/ADMIN                1,629,600      31,349   1,660,949   1,660,949.05            .00           -.05  100.0%

37523552 TDC MARKETING                      

37523552 369900 DOC MISCELLANEOU                     0           0           0     -29,950.05            .00      29,950.05  100.0%

37523552 369910  REFUND OF PRIOR                     0           0           0        -800.00            .00         800.00  100.0%

37523552 512000  REGULAR SALARIE                39,975           0      39,975      39,975.00            .00            .00  100.0%

37523552 521010  FICA TAXES                      2,478           0       2,478       2,478.00            .00            .00  100.0%

37523552 521020  MEDICARE TAXES                    580           0         580         580.00            .00            .00  100.0%

37523552 522000  RETIREMENT                      4,761           0       4,761       4,761.00            .00            .00  100.0%

37523552 523010  LIFE & HEALTH I                 7,500           0       7,500       7,500.00            .00            .00  100.0%

37523552 524010  WORKERS' COMPEN                    64           0          64          64.00            .00            .00  100.0%

37523552 531000  PROFESSIONAL SE                     0     158,894     158,894     103,170.62            .00      55,723.38   64.9%

37523552 531000 C0112 PROFESSION             1,000,000           0   1,000,000            .00            .00   1,000,000.00     .0%

https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=gDXpoYKd6TI9TK3cBs%2FR7gGzq05Bb%2B7b9N1WTRTLCi10SHLP85e0%2F9Vj%2Bcl7vEiPpaQbGQdRZnHJjFcL6bHoeg%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=8YbW9e6htQiLPhviT0V42XGBINmHWG1Og%2F8e2KibFyyjtD2rbHRRfAza5zQPyzr6IfESOiy9u4smkF0IiRYqZg%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=Ssg%2BRT3Pj83h%2BzH3wK50QHMxk%2FiKADNZP40bx3BA73FITUgNSv%2BqmexIOhkP6HXS
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=zuvXphbMyA9yGMCaA22iUuIYWh6qjctyGD8MyjlEzg1EUbVOYV6ti4RGrDD9bdmpW4rfKIIkD5%2F0FJbayX%2Bk2g%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=jKxhPm11SHwhnNJdkV%2FAxR2%2FjyDC0UbqEr3qngouMHUjlwl4PD6S%2B638tWoVjdlD
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=5Ugs45e09usicS4jk%2B%2B7BIGcW64XM%2FymqNKF2JnkVuPERuVz5yC7SMSVYRQMPFVL
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=d8A1uXNt%2BX4s9m%2FeI%2B5KZ%2BjT6Zn1K50yvRo%2FsoqFeZLC7TpHghbmstlTJOb8u5be
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=wMb%2FXdYUL12y5tHrcZqeCpFR8tAMkJlmrdgTbdeNAjOBUxXdAOc26zlFmRRyZ6bn
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=Q8qY7h9b9RmWf9xwElso08c0y7zH1yuf25uTge975PGk%2FUCK5OZ6ygBzpGP07mlZ
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=MytrUpK4N2WljvFjolc6sGAThWVndYQQ3oXD8syHNAXeiM%2FJvxQLQcMAcv%2FxUVMT
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=5AnNDzp8h3s3knyHt9jzCCKR8oFCeUBODHbOT53dYA0YIkK2OPJ5wbgFV1%2Fz%2BYZX
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=lLknNz01CIDGMJ3yZo0HYaucA1zhLjIRXVZe3EG6hoB7FfQvEwo%2FbKoo9f5wv%2FjB
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=oxIhSFP5wS1gu3XlGL913tlZQc4EYZnachG6lYVp%2BLP4AmSPt89AGWTJNx%2B%2BWBMcR3%2BCrk6MBtS6Y7M%2FUqgFtA%3D%3D
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ACCOUNTS FOR:                                 ORIGINAL    TRANFRS/     REVISED                                    AVAILABLE    PCT
137      AI TOURIST DEVELOPMENT FUND           APPROP     ADJSTMTS      BUDGET     YTD ACTUAL   ENC/REQ             BUDGET    USE/COL

37523552 531000 LCPRJ PROFESSION               500,000      56,558     556,558     121,143.87            .00     435,414.13   21.8%

37523552 534250  MARKETING DATA                150,000           0     150,000     118,450.31            .00      31,549.69   79.0%

37523552 540000 ENTNT TRAVEL AND                 7,500      -2,367       5,133            .00            .00       5,133.00     .0%

37523552 540000 LODGE TRAVEL AND                 7,500           0       7,500       2,670.24            .00       4,829.76   35.6%

37523552 540000 MEALS TRAVEL AND                 8,500           0       8,500         155.30            .00       8,344.70    1.8%

37523552 540000 TRAVL TRAVEL AND                 6,000       2,882       8,882       8,366.10            .00         515.90   94.2%

37523552 542000 FULFL FREIGHT AN                 2,500           0       2,500         904.01            .00       1,595.99   36.2%

37523552 548110  PRODUCTION                    100,000     -14,000      86,000            .00            .00      86,000.00     .0%

37523552 548110 CONTE PRODUCTION               275,000     307,408     582,408     238,554.76            .00     343,853.24   41.0%

37523552 548110 DESGN PRODUCTION               400,000      75,914     475,914     444,326.65            .00      31,587.35   93.4%

37523552 548120 AUDIO PAID MEDIA               125,000       2,000     127,000     124,579.34            .00       2,420.66   98.1%

37523552 548120 DIGIT PAID MEDIA             1,735,000     162,400   1,897,400   1,787,568.28            .00     109,831.72   94.2%

37523552 548120 INTNL PAID MEDIA               100,000       9,515     109,515       5,550.00            .00     103,965.00    5.1%

37523552 548120 LCPRJ PAID MEDIA               300,000           0     300,000      89,996.22            .00     210,003.78   30.0%

37523552 548120 OOH PAID MEDIA                 200,000    -175,000      25,000      13,026.78            .00      11,973.22   52.1%

37523552 548120 PRINT PAID MEDIA               450,000     -49,700     400,300     344,290.34            .00      56,009.66   86.0%

37523552 548120 VIDEO PAID MEDIA               400,000           0     400,000     387,500.00            .00      12,500.00   96.9%

37523552 548240 LICEN INTERACTIV               100,000           0     100,000      34,329.59            .00      65,670.41   34.3%

37523552 548240 SPEC INTERACTIVE               575,000           0     575,000     412,265.00            .00     162,735.00   71.7%

37523552 548240 TOOLS INTERACTIV               100,000           0     100,000      30,636.16            .00      69,363.84   30.6%

37523552 548350 AIMOH PARTNERS/S                15,000           0      15,000      15,000.00            .00            .00  100.0%

37523552 548350 EVNTG PARTNERS/S                55,000           0      55,000      55,000.00            .00            .00  100.0%

https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=qqGvNEyb85JlWLQodyXTeJ9s5sPfxbtrnr6odMNHSBNdIPsr19UZnvbtqBpqMy%2BCjWFjHCEi6e8CLdHcnT0Ssg%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=IYun0Spf6Tlv1BEwTG7P8PwveiBda0RIOgbSf%2BWuqFrfG1xTS%2FHtkAvC9%2B8k5krp
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=4IAT4dlzm6cJwYM2Z0v2xhLq7UE14vtTIoajMtaE0GZVVilOdyrKsyjOuz4mflNmsfrIern5ypL%2B3%2BSxHKgucg%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=vui9UnIds8HG3d89%2F5cczMHqQyKH%2B56u%2B2e%2FQfmFX0gxyHb0MhltkZQJbAGUW90rY4kx%2FkXTmwrSjZiQELVf3Q%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=ti3siNB7S4V9wdvDTTHbiqktyt7VL5buWVDEfc8DQ%2FT5LUBS503oTOCaw0pJTS9IiEmKjPgRkuxIsnxNiyd2ng%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=8dfUsvPXYwqY5D7KtWJqrfdcBQ%2BNPamiLl57TncgbKJqOTevnIML%2BybwSpXt3s4TrtJNuZNZSrsT3vBUkOeKwg%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=VXfVx2LwxBc6QpDV9mmNwySPiJModNNoVtQyqZ09vDDkz9awope0oFdXmKSOww50k4yev1IlnTR4FFoFzfCMqw%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=SmKtN8KGtuIl%2FQ6Yz1SZ9t9Sh3NPwXxyZjSvrn7YxbmKlRcSJqwUb2MLidg97HaT
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=0r6N%2BwmwkgeaaBf3kzoqNdxt%2FEMEVjHQ6Qa3MRCxuZmeV1imMk9mZeOMLV6Wue2QcEePibypLDJ5nY4bP84eZw%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=9mda82xSTWnyQ%2BZZqO3A60Z6fwbKadbN43mSaZIpn9dpVFt5AK7aWFrzRmgdzaMbTJouLCB6opIsvmTfIMFz%2Fg%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=3hiBfWvW5gkG7ES2cPClA5yfZ4bzIexg4PcSl9FRE7WTKbaKeAaH2JxAZB9fFMGF0RmkcOZS1g%2BUXXHaEaY1dw%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=UTMOqM5aRxR3e2B0uLQCVdSKC0snEOKMxUKEKCs8iRUkVIMHrTYegdC9I5pSx6JHCPlrf8ZPIlFA%2FLsm3bY9%2BA%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=CXjh0rp332sJyHDLOE2SEwnK0zP7Qn0Ahcp4fkRHElUNWKhpgFjnwYq5ks9Rc%2FOD5TL35DSTzsIykNd5H3My3g%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=sGx%2F1GfQgX1vuRvzLgk6eugReS3WY%2B%2F9li02RmLL2a%2FZ1jp4sKU%2FTH7RsFa38xdRLUVZM42jKtDL5c0iDVtJqw%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=vrefwkYCWOEFWHNtvItI9dmZ5jJPE1Mv65CuVtkvwvl3Bez%2BHouP5ijN%2Fcqv8cwjIpcos6KAWiV%2Bt1NA9nNQxg%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=Yku6QKtRcWE%2BghEQ%2B5NoFmQCbnO90QBIcjQpI27nt6tvCBSmpZQIH9rj9IGWpaDVN%2F9yD7%2FV5w6cUaReiy%2FykQ%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=fuzyn7jmEXawbeI7jDpAktdvVQxk4%2FSsky4vuFj4T19wiTUw6P%2BmJJdC4X1LYg1iFDyNnJgIMnSnxmcRrhH0vA%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=B95sz8QurhdfwSt7mGdlHIe2YedU5mG1YqsR3A4OOwLqZ4Jw5Xrcepvok3eAmMeFMJjRzkRyCFUMrlnJv%2BiWfg%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=%2FimpLNm8QTrcpH1pv2bwB9wxtbtElyjD2wPtqqPT%2BKCMNJ5DLiJkUvFEa3iP%2BzSeW8a4Lp3oqpITZtfP0hpKGQ%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=VNJLfPcRWGaf2RdBF%2FGMeVwzV6tYyGDIXrmi%2BKJWqMHlxe%2B40i09E9h9pL60NbAM%2FjpDgNYnTzJZ6CxmIwGPyQ%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=hvmJYUlG3pja8PCecomgYHdC%2B2HeduTUnBQKvZBhE%2F1H%2B5oQL5xbF90GHT0ohf%2FHMtE9nCL5BcvMsUKaAZ9cCQ%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=GewSpDHizs571IrGCYyOac2R786KoZ6ICADDtww3HCQOVTbZ611ipsRaBPjjvPXYGzU%2Fd5BKnp883Zlcd%2BfA1g%3D%3D
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37523552 548350 FFCG PARTNERS/SP                85,000           0      85,000      85,000.00            .00            .00  100.0%

37523552 548350 JAXSP PARTNERS/S                75,000           0      75,000      50,000.00            .00      25,000.00   66.7%

37523552 548350 LCPRJ PARTNERS/S               544,642           0     544,642     247,100.00            .00     297,542.00   45.4%

37523552 548520  SPECIAL EVENTS                 75,000           0      75,000      10,210.02            .00      64,789.98   13.6%

37523552 548520 DOC SPECIAL EVEN               350,000     384,190     734,190     437,978.49            .00     296,211.51   59.7%

37523552 548520 HOLDY SPECIAL EV               200,000     185,613     385,613     278,419.80            .00     107,193.20   72.2%

37523552 548520 RESTW SPECIAL EV                10,000           0      10,000            .00            .00      10,000.00     .0%

37523552 548520 SPEC SPECIAL EVE               200,000           0     200,000      60,595.00            .00     139,405.00   30.3%

37523552 548640 DOC EQUIPMENT                        0         515         515         514.15            .00            .85   99.8%

37523552 548710 PREXP PUBLIC REL                73,000      12,000      85,000      58,840.08            .00      26,159.92   69.2%

37523552 548710 PRSPC PUBLIC REL                75,000           0      75,000      72,200.00            .00       2,800.00   96.3%

37523552 552000  MISC OPERATING                  6,600           0       6,600         481.75            .00       6,118.25    7.3%

     TOTAL TDC MARKETING                     8,361,600   1,116,822   9,478,422   5,663,430.81            .00   3,814,991.19   59.8%

37524552 TDC TRADE SHOWS/TRAVEL TR          

37524552 534000 WELMC OTHER CONT                 1,300           0       1,300         406.00            .00         894.00   31.2%

37524552 540000 ENTNT TRAVEL AND                 5,000      -4,000       1,000            .00            .00       1,000.00     .0%

37524552 540000 LODGE TRAVEL AND                 6,000      21,500      27,500      18,799.61            .00       8,700.39   68.4%

37524552 540000 MEALS TRAVEL AND                 3,000           0       3,000       1,708.54            .00       1,291.46   57.0%

37524552 540000 SALMS TRAVEL AND                 1,000           0       1,000            .00            .00       1,000.00     .0%

37524552 540000 TRAVL TRAVEL AND                16,500       4,000      20,500       8,204.13            .00      12,295.87   40.0%

37524552 541000 WELMC COMMUNICAT                 6,000           0       6,000       2,181.69            .00       3,818.31   36.4%

https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=R7OsHqNm3YBWJYs5N3MLgjAeTn1FDEeAw%2ByVpREa3ssL1mkKXoUCLN%2BUjdpyQekcF2e%2BzBkqVYMhJhM8iy5KrA%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=iyE8gaLnbWrwZSlAjzIzk%2FRGvAnPXWSHMHhER5WbJ%2BwGQBgGFiRoKb79T5BQaReteHzAKC4hRfcGBUjmnxiHCQ%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=Utd0VPJwd4D95dEGweiOmLZdJK0yl4MshPDm8CJnp3CJFC7OWsx%2BSBFC87cn%2FTN40EUY2GCN0KoHlCZbpkda%2Bw%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=xV8FU0228b97BI0wgJnuPYKVBNu39epbsIrW5ABVVQ2ONStaH8CLQ8otOPlm2Ank
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=W0Diftk9NuoT0TTiQzLLXYhap1QNO3m1ptNqdGgNn0DTszR5tIzynkwdT7twrvDLYyGWD047MaE1jcR5P4%2FSxg%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=UFIXUMGjT4faqhqlznc5PvbFIg3%2FsH%2BD%2B72m%2BjlhiCk1swBBeYOguPTLGR9xg%2FF5dE3ie42BYAsCQ43QZ56xIg%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=aYJ8O4PndGDe%2BnsTGuONyAqj%2B8u5FknuACMDzHutsIQFfkn%2FMGul2L88OabS6VuaVuVnua%2B5nzjLVSOYxr%2BrBA%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=iQ9s4D%2FC%2F%2BifSk5%2FwXt8S%2F4Izha2ip1wqmy9%2BdlViGcvN3J9KdQjXgi%2BwxYHGRfOpuUNMu1gCVQr59Ns720U8w%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=bR%2B3ZtuArcldyy5SjFlSWG1YoLO%2BXown4jg71HTI9yl%2BF7PWtHNIDvt4fKCJQb5VuPAnfAjCM6Cxq3MzvdV1Kw%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=36P9Ikh9xTT5839LejddlMVusM5sfKGR0Hu0GMWlOzq8jyc4vJ9LukmMzI3c2HjF1NtI7az3FT%2FVE5BhSwzOgQ%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=PffTcKxoSPoMQQ9iYncyCwlyZPheZZ3E5xT427TNZMPlsl5EvMn%2BLiz%2Fgpe%2B8ak74FNZzTFhZQiHs7Q9lC3KdA%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=e%2FKGVBaWDFmOWsDZYLVTwOiNlo%2B9JyI0MZwn7H5uetvIVKqsC1ngsd3eeQeiW%2FtX
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=uIKOUUTRM%2Bfqx73p9J6B4W5SkTTkqyekmryW6pMT%2BkNVq8xEb0l%2B39H%2Fz395VibuUwOTbWGxXrPtpPItdpjzxw%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=57WHUMW0qH%2BX%2FN7GR1HmkvxszhwwbiLkQiYnOYZ2MWt1KxEYpaWLwdMX%2FI2GCM4Z6EJmhLXZSAF5e32U45fOwQ%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=0Y7bw9X%2BgNyc3DSiSehDNfV8xaFK54q5GBnT7%2BcLAcrgXm7QX1hvkaYPNtpy34Ie1AyOvbguW4m7LxIT35QfIA%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=51vH%2Bfpv8dzdkSMKkvP7fRSQJJgqVnGus5jdar4PwF%2Fj3ZoXJyuLw8jXokreF6%2FF8Th%2FiOC%2BRKJ7fGmwVQ9Wkw%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=2zVBjMOihexX9yomRJ%2BVBmCNPOGNtuIg%2Bpj%2BKlpJcrrJCa9r05Eh40HRk34vUVWC%2BH8MYFBc9XTGvFpoFf39Cg%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=Yk8l59EZ4O1ZssTifDZnBnXf%2BzoG69vzE6SXwN%2FjLS4oeq6QgkCnLx4TYI4HzvCypLDqJIYPSw41SH1BV0dJWA%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=fAfwDNdokQyD1GEPgvG68UTPgQeC9%2BqoX9PE3ggcO7%2BNYO70s5GfcKyyJBLBX8dOPKzfnd0YJQQIlncy2P2AcQ%3D%3D
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37524552 542000 DRAYG FREIGHT AN                36,000           0      36,000      30,711.93            .00       5,288.07   85.3%

37524552 542000 FULFL FREIGHT AN                45,000           0      45,000      31,730.82            .00      13,269.18   70.5%

37524552 542000 POSTG FREIGHT AN                 5,000           0       5,000       2,997.96            .00       2,002.04   60.0%

37524552 543000 WELMC UTILITY SE                 5,000           0       5,000       4,485.35            .00         514.65   89.7%

37524552 544000 WELMC RENTALS AN                16,000      10,000      26,000      25,560.30            .00         439.70   98.3%

37524552 545000  INSURANCE                       7,500           0       7,500            .00            .00       7,500.00     .0%

37524552 545000 WELMC INSURANCE                  4,000           0       4,000       1,558.00            .00       2,442.00   39.0%

37524552 547000  PRINTING-BROCHU               150,000     -32,000     118,000      47,771.31            .00      70,228.69   40.5%

37524552 548018 INTNL TRAVEL TRA               265,000      22,608     287,608     194,764.84            .00      92,843.16   67.7%

37524552 548018 MEETG TRAVEL TRA                25,000           0      25,000       7,500.00            .00      17,500.00   30.0%

37524552 548018 NICHE TRAVEL TRA               100,000     -40,000      60,000      15,000.00            .00      45,000.00   25.0%

37524552 548018 TDREL TRAVEL TRA                 7,000      20,000      27,000      20,277.31            .00       6,722.69   75.1%

37524552 548018 TDSHW TRAVEL TRA                25,000      15,000      40,000      25,385.97            .00      14,614.03   63.5%

37524552 548019 INCTV HOSPITALIT                35,000           0      35,000         318.90            .00      34,681.10     .9%

37524552 548019 PUBAW HOSPITALIT                25,000           0      25,000      10,784.58            .00      14,215.42   43.1%

37524552 548019 WELMC HOSPITALIT                13,000           0      13,000       8,336.87            .00       4,663.13   64.1%

37524552 548161 FAMS FAMILIARIZA                15,000           0      15,000         324.89            .00      14,675.11    2.2%

37524552 548161 FLTFS FAMILIARIZ                10,000           0      10,000       1,000.00            .00       9,000.00   10.0%

37524552 548161 SALMS FAMILIARIZ                10,000           0      10,000            .00            .00      10,000.00     .0%

37524552 549000 WELMC OTHER CURR               130,000           0     130,000      94,301.07            .00      35,698.93   72.5%

37524552 552000  MISC OPERATING                  4,600           0       4,600       1,068.68            .00       3,531.32   23.2%

37524552 552007  PROMOTIONAL SUP                84,500      13,275      97,775      35,267.74            .00      62,507.26   36.1%

https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=r5EfjmuBo4PnbdF%2Bw3D%2BVxaHifMX4XPbgdggcHgrZILfUCxcg0NnPB5akEWk2g6rj60t1ScKmK2ZF%2BvrfSgYFA%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=0akuHNf99j3Yht8KJQdTQ0fzm6oeN8uo1xJ5Kz7O2rjzn2Mv951Z4um8z1dxafmYsXzTJ11CuMxv79BKo9oOtQ%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=PyxYcmRND6k%2FkDARkX22Rq%2BBYsuzHyGcObHejCf3tsGdBnkMXCdIY8012IhmUe1ELzujQvN6U%2BYxDJSIS8QTpg%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=PGhReDEtdZRcKpYN2qwjDvkt2PopouiX01iVA3tVtd%2FOhsGELEeuCL0H2yqMobj%2FE0S9hN1OtRAMHtJbGFJw2A%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=YTSekrwrow0se2GfgkFbqsditB%2BkOfXLZVK3WIFZHerY1EGH6FOeK4Zv%2FlCv2RoJEU%2FUJaBWwoYkIsJkPMa1Zw%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=W9ZmfqjLcQCOisFUTk95In1n7oT2iYNwQyxDy5skA%2F3FNfk9%2BcLZIrOOEVfhRIZm
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=rKFj5GogK9%2BihrQmxf6U10Px2oTpS1LqQ6b9DMsJQaXXsqvJa3%2BxTQrwkgxpvXpnGwFlD8XDM%2BgaGSpYVeqaGA%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=l00RIgnOB%2Fjwhjxf1hfchhCTDu%2B0%2FVWSSjVpFUpK4ea4Jq5fMqMQcfAy8p9U17bt
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=%2BNle%2FDkWEkwB2kK7rn5GECtMGzyqiTuxFrn4ny8hBHFIJoW7Ubtr55zeOc5ILWFYNrbzzCkdm4ZSDKhSvosOmg%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=zSAi%2BxfjaTVUm%2B82P2R3YIl4lK5%2BxLbmMUZGKu0AnVET5XgpaIZfRPJtkEKKLc4898DGPcM6LHTZVuJ2zu3PIw%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=kqTmZ3deI3XU2EnmridGK%2Bh2JCQ48WnIjeVOFLqRILqYioKl58YIKmo2Q%2B2OVuhQ2lciQGJhhAXYEAXoQUjNeA%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=5ozFBBI9QEx3KNCnmsq3nXhDKT9qmvQVVIobYRFasOjRayuTOwyegZdqYCMMoyUN7nnqLjpjfVfxC6Pi0cEKXQ%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=NcBC9vWQGLzwe%2BCxJlKlkbJYShN%2FvMHUpQJ7g4l4YWrWaVAl%2Bfi7o0jCoSzcaWpJtwpzZot2XkWiTWTJWeVItQ%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=boiFOLDA5kj4ElTmreQezvMqoozs%2BajCQxLePn5Pen0xRg4bqisnkVH9%2BvBEFkYXZs0fciUtdXy0WbAIXUYgRQ%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=B2%2B9t7Uym8uqP%2FKUaciZ8hSnKd8ex50W%2B%2F0IxHOXBib7aW%2FtATiwQalNuyydy4unoJ3eazodZkFDTF73NVOR7g%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=C1suBZO52fLecG9c2kCEG4dUqSnT5AmRA4NC7Iog74aCFT0wi85hgbbyWoEf8YSEvpKW%2FgsiAqG6cy7CnwEh1w%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=gKlArogGwY8bZEyPxrL9KFS%2BgyxydrgTboEoeDmm9omh3f8C30M8%2Fxr%2Bw0lKCkkk0H6HXS6Bt6jVR0RX1SB9aA%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=ofqaUDp9rczzwSIUcr2v1GLk2VZGbZj%2Bd%2Frp8t0iHqLSv7sklzN%2FTweRA6i1BwEFvhV091Gvh08tmN28h1qmzw%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=dnIuP8np6XUaU1rkfYtDcr5NCXAT%2FMtzvtz7FojnCnVdCi67%2BME82oKeFwH8u7kDacVAUcFO0oiq27gYNPWWiA%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=OWb%2FWVmMg9nMs%2FzxBDQbyB8KWeXwqh69nuyvBt20ITmmxOcMdYjuF5yAmOIAYJF6FPe1SDDNWbMhOL%2BwFjvC4w%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=%2FYJDtLOlvlhuBkDsWde6VAbUuJmOmSp1A7JnWTWOaeBBvbVzrRCOPui%2BUfoHqkd7
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=shJVPME%2FNGKgDYm4CSIllvnGZdCgfMZcu4GvFIWBBMjX7icNUaVv5sL9pG14S1dy
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ACCOUNTS FOR:                                 ORIGINAL    TRANFRS/     REVISED                                    AVAILABLE    PCT
137      AI TOURIST DEVELOPMENT FUND           APPROP     ADJSTMTS      BUDGET     YTD ACTUAL   ENC/REQ             BUDGET    USE/COL

37524552 554006  DUES/SUBSCRIPT/                30,000           0      30,000      14,125.00            .00      15,875.00   47.1%

     TOTAL TDC TRADE SHOWS/TRAVEL TR         1,086,400      30,383   1,116,783     604,571.49            .00     512,211.51   54.1%

37525539 TDC BEACH IMPROVMENTS              

37525539 534102  CONTRACT SERVIC                11,400           0      11,400            .00            .00      11,400.00     .0%

37525539 534102 OFBCH CONTRACT S               120,000     -20,264      99,736      58,500.00            .00      41,236.00   58.7%

37525539 534102 ONBCH CONTRACT S               360,000           0     360,000     330,000.00            .00      30,000.00   91.7%

37525539 552000  MISC OPERATING                  7,500           0       7,500       1,144.86            .00       6,355.14   15.3%

37525539 554000  DUES & SUBSCRIP                12,500           0      12,500       6,500.00            .00       6,000.00   52.0%

37525539 563000 C0112 IMPROVEMEN             3,000,000           0   3,000,000            .00            .00   3,000,000.00     .0%

37525539 581202  AID-CITY OF FER                75,000      20,264      95,264      95,263.23            .00            .77  100.0%

     TOTAL TDC BEACH IMPROVMENTS             3,586,400           0   3,586,400     491,408.09            .00   3,094,991.91   13.7%

     TOTAL AI TOURIST DEVELOPMENT FUND      15,000,000   1,185,018  16,185,018   8,762,823.10            .00   7,422,194.90   54.1%

                           TOTAL REVENUES            0           0           0     -30,750.05            .00      30,750.05
                           TOTAL EXPENSES   15,000,000   1,185,018  16,185,018   8,793,573.15            .00   7,391,444.85

https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=JbRL8LBRNgI6mogqBjvUq1EGjXbjL66SGwygWQOpE0NsuPv4p%2BdcUAD72sMn5oaC
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=mebvsRN5uDAxcm4Wtdtu12m9mbPIJH7zGELTctrhYnZ5RBIuKW0sPdwedWnNVcER
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=ICUkRmMp7itqUV61W6fxEY3W%2BomCkFnSxG2cutaCaGaXZH6%2B0BNp3t0ifUrCIOvaguEpWLiAmvbK4XUbR8%2FV8A%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=UKLf%2F10yTffKl9%2Beo9hN0h1lUS24M3ZBbX1BRWMpALhDNQuh7XNHDnisrBtIDWIARYPfs0no8UipYFhAiAy2Fg%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=CYDwrprA15GsN%2FcddmTcdF0vJbiJ5yxyQIRel4a6Xv2IXHsjU1bSeg7q%2BB0aV%2BYK
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=4l%2F72QP1%2FQSlirT85QwNoXR3XCETm4%2FaxphY02TG3J%2FP5Y9c56JDFURfXVG2qkAi
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=Rhz3UNIZqvCpYmfPq5QmFDOiDj5nOskTWiPiyusciRfot6jBLSw2aBHnO3YyAdHYzt2fjaGZczvU4MpU5Q50Hw%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=GOtBjTMgoaSpeWfSj1SQ4cp58mLEWoXtQn9uctHq8Ve0rEm9PCqkxNkrY4NJZASu
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                                              ORIGINAL    TRANFRS/     REVISED                                    AVAILABLE    PCT
                                               APPROP     ADJSTMTS      BUDGET     YTD ACTUAL   ENC/REQ             BUDGET    USE/COL

                              GRAND TOTAL   15,000,000   1,185,018  16,185,018   8,762,823.10            .00   7,422,194.90   54.1%

                                            ** END OF REPORT - Generated by Nate Aron **                                            



2.  Research



Amelia Island CVB

Visitor Tracking Study
April – June 2024 
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STUDY OBJECTIVES: VISITOR JOURNEY

2



EXECUTIVE 
SUMMARY

3



4

» This report includes data for all visitors, whereas the FY2023 Q3 report was based 
solely on data from visitors staying in paid accommodations. Some year-over-year 
differences will be due to this change in methodology.

» Booking cycle is shorter than Q2, but longer YOY

» Southeast visitation is up 13% points from Q2

» Fewer overnight visitors are staying in paid accommodations compared to Q2; day 
tripper percent is similar to Q2

» Total visitor number is up YOY, while length of stay is down

QUARTERLY
SNAPSHOT

April – June 
2024

358,100 233,040 $224,969,100

TOTAL 
VISITORS

ROOM 
NIGHTS

DIRECT 
SPENDING

3.6%↑ 3.3%↑ 1.4%

↑

vs. 2023

1,217,540

VISITOR
DAYS

2.2%

↑
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VISITOR JOURNEY: ECONOMIC IMPACT

5



TOURISM SNAPSHOT: METRICS

6

% ∆April – June 2024April – June 20232

-0.3%66.6%66.8%Occupancy4

-2.6%$331.45$340.31ADR4

-2.9%$220.81$227.34RevPAR4

+3.3%233,040225,680Room Nights4,5

% ∆April – June 2024April – June 20231,2

+3.6%358,100345,680Visitors

-2.2%1,217,5401,244,450Visitor Days

-1.4%$224,969,100$228,058,400Direct Spending

-1.4%$296,059,300$300,124,900Economic Impact3

1This data has been modeled to include all visitors for comparative purposes. Previous data only reported visitors staying in paid accommodations.
2Previous data revised to reflect updated FY2023 Q3 accommodations figures.

3An IMPLAN multiplier of 1.32 was used for both FY2023 and FY2024.  
4Sources: Research Data Services, Key Data, Smith Travel Research, Florida Department of Business and Professional Regulation.

5Room night increase despite a slight decrease in occupancy due to more rental units available in 2024.



VISITOR JOURNEY: PRE-VISIT

Pre-Visit Travel Party 
Profile

Trip
Experience

Post Trip 
Evaluation

Economic
Impact on

Destination

7
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» On average, leisure visitors began planning 
38 days before their trip

» On average, leisure visitors booked their trip 
31 days before their arrival

TRIP PLANNING/BOOKING CYCLE*

*Based on visitors traveling for leisure.



28% Friends/family

TOP TRIP PLANNING SOURCES*

9

25% Airbnb, Vrbo, etc. 23% Hotel 
websites/apps

21% Magazine

*Multiple responses permitted.
Based on visitors traveling for leisure.



66% Vacation/leisure

TOP REASONS FOR VISITING*

10

24% Special occasion or event 16% Visit friends/relatives

*Multiple responses permitted.



10% St. Augustine/Ponte Vedra

OTHER DESTINATIONS CONSIDERED*

11

7% Daytona Beach area 7% Florida Keys
*Multiple responses permitted.

Based on visitors traveling for leisure.

1 in 3 leisure visitors considered another destination before choosing Amelia Island.

Top other destinations considered:



12

ADVERTISING 
RECALL*

» 36% of leisure visitors recalled 
advertising about the Amelia 
Island area

» This information influenced 
16% of all leisure visitors to 
visit the Amelia Island area

12

*Based on visitors traveling for leisure.



13% Online article

13

13% Amelia Island’s 
social media

10% Magazine article 9% Ad on a website

Base: All Visitors

TOP SOURCES OF ADVERTISING RECALL*

*Multiple responses permitted.
Based on visitors traveling for leisure.



Pre-Visit
Travel 
Party 

Profile

Trip
Experience

Post Trip 
Evaluation

Economic
Impact on

Destination

VISITOR JOURNEY: TRAVEL PARTY PROFILE

14
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REGIONS OF ORIGIN

10%

42%

9%3%

8% of visitors traveled to Amelia Island from outside of the U.S.*

28%

The Southeast, including Florida, accounts for 7 in 10 visitors.

* Top international markets were Canada (2%), the UK (1%), and Germany (1%).



28%

25%

5%

4%

3%

16

TOP STATES OF ORIGIN

Nearly 2 in 3 visitors reside in 5 states:

Florida

Georgia

South Carolina

North Carolina

New York



22% Jacksonville1

TOP MARKETS OF ORIGIN

17

10% Atlanta2 7% Orlando 4% New York2

1Includes Jacksonville, FL and Brunswick, GA
2Markets with direct flights to Jacksonville International Airport



The typical visitor traveled in a 
party composed of 3.0 people

TRAVEL PARTIES

18

Over 2 in 5 visitors traveled as 
a couple

3 in 10 traveled with at least 
one person under the age of 

18



19

VISITOR PROFILE

» The typical Amelia Island area 
visitor:

» Is 51 years old 

» Has an annual household 
income of $149,000

» Is White/Caucasian (87%)

19



20

NEW & RETURNING 
VISITORS

» Over 1 in 3 were first-time 
visitors to the Amelia Island 
area

» 15% of visitors were 
loyalists, having visited over 10 
times 

20
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VISITOR JOURNEY: TRIP EXPERIENCE

21



22

TRANSPORTATION

» 73% of visitors drove to the 
Amelia Island area 

» 89% of visitors who flew to 
Amelia Island used the 
Jacksonville International 
Airport (23% of all visitors)

22



23

LENGTH OF STAY

» Typical visitors stayed 3.4
nights in the Amelia Island 
area

» Visitors staying in paid 
accommodations stayed an 
average of 3.7 nights in the 
area

23



36% Hotel/Motel/ 
Resort

TRAVEL/LODGING CHOICES

24

23% Day Tripper 18% With
Friends/Relatives

*Includes Airbnb, Vrbo, etc.

15% Condo/Rental 
House*



79% Beach

TOP ACTIVITIES DURING VISIT*

25

78% Restaurants 75% Historic Downtown 
Fernandina Beach

58% Shopping

*Multiple responses permitted.



26

VISITING HISTORIC 
DOWNTOWN

» Those who visited Historic 
Downtown Fernandina Beach 
did so an average of 2.5 times 
during their stay

» Afternoon and evening were the 
most common times to visit

» Nearly 9 in 10 visitors came to 
Historic Downtown Fernandina 
Beach for its dining 
opportunities*

26

*Multiple responses permitted.



27

TOP OFF-ISLAND 
ACTIVITIES*

» The top off-island activity was 
restaurants/breweries, with 
nearly 1 in 6 visitors to Amelia 
Island also visiting restaurants 
or breweries in Yulee, Callahan, 
or Hilliard

27

*Multiple responses permitted.



28

TRAVEL PARTY 
SPENDING

» The typical travel party spent 
$525 per day and $1,785 
during their trip

» The typical visitor spent $188 
per day and $639 during their 
trip

28
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VISITOR JOURNEY: POST-TRIP

29



30

VISITOR 
SATISFACTION

» 99% of visitors were satisfied
with their trip to Amelia Island 
(88% were very satisfied)

» Nearly all visitors would 
recommend the area to 
others (78% would definitely 
recommend the area)

» 98% of visitors will return to 
the Amelia Island area (72% 
will definitely return)

30



31

BEACH RATINGS

» 99% of visitors rated Amelia 
Island’s beaches as excellent 
or very good overall (88% 
rated them as excellent)

» Nearly all visitors rated the 
cleanliness of Amelia Island’s 
beaches as excellent or very 
good (95% rated it as 
excellent)

31



WHY VISITORS CHOSE AMELIA ISLAND*

32

“It’s much more relaxing than other, more 
crowded beaches. A nice, quiet little 

island – truly ‘Old Florida’.”

“The island has a lot of history, including 
old architecture. The beaches are 

glorious, but there’s more to do here than 
just that!”

“Amelia Island is quaint, charming, and 
tranquil, with good beaches and good 

people.”

*Open-ended responses.
Based on visitors traveling for leisure.



33

DETAILED
FINDINGS



QUARTERLY METRICS

34

% ∆April – June 2024April – June 20232

-0.3%66.6%66.8%Occupancy4

-2.6%$331.45$340.31ADR4

-2.9%$220.81$227.34RevPAR4

+3.3%233,040225,680Room Nights4,5

% ∆April – June 2024April – June 20231,2

+3.6%358,100345,680Visitors

-2.2%1,217,5401,244,450Visitor Days

-1.4%$224,969,100$228,058,400Direct Spending

-1.4%$296,059,300$300,124,900Economic Impact3

1This data has been modeled to include all visitors for comparative purposes. Previous data only reported visitors staying in paid accommodations.
2Previous data revised to reflect updated FY2023 Q3 accommodations figures.

3An IMPLAN multiplier of 1.32 was used for both FY2023 and FY2024.  
4Sources: Research Data Services, Key Data, Smith Travel Research, Florida Department of Business and Professional Regulation.

5Room night increase despite a slight decrease in occupancy due to more rental units available in 2024.



MONTHLY ROOM NIGHTS

35

52,430
50,020

52,280

Apr
2024

May
2024

Jun
2024

24,990
22,940

30,380

Apr
2024

May
2024

Jun
2024

Hotel Room Nights Vacation Rental Room Nights



MONTHLY VISITOR COUNTS

36

June VisitorsMay VisitorsApril VisitorsAccommodation Type

44,39041,10044,510Hotel/motel/resort

28,10026,02028,180Day tripper

27,28025,26027,360Non-paid accommodations*

25,57018,87021,460Vacation rental

125,340111,250121,510Total

*Visitors staying with friends or relatives or in a second home.



VISITOR JOURNEY: PRE-VISIT

Pre-Visit Travel Party 
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Experience
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» Leisure visitors to Amelia Island have short trip 
planning windows, as over 2 in 5 planned their 
trip to the area 1 month or less in advance

» On the other hand, over 1 in 4 leisure visitors 
planned their trip 3 or more months in advance

» On average, leisure visitors began planning 38 
days before their trip

» Leisure visitors staying in paid accommodations 
began planning 44 days before their trip

17%

25%

31%

17%

4%

6%

A week or two

A month or so

2 months

3 months

4 to 5 months

6 months or more

TRIP PLANNING CYCLE*

*Based on visitors traveling for leisure.



39

» Nearly half of leisure visitors booked their trip 
to the Amelia Island area a month or less in 
advance

» Over 1 in 5 booked their trip 3 or more months 
in advance

» On average, leisure visitors booked their trip 31 
days before their arrival

» Leisure visitors staying in paid accommodations 
booked 39 days before their arrival

21%

28%

30%

10%

3%

8%

A week or two

A month or so

2 months

3 months

4 to 5 months

6 months or more

TRIP BOOKING CYCLE*

*Based on visitors traveling for leisure.



40

» Vacation rental websites like Airbnb or Vrbo
are the number one online planning source 
for leisure trips to Amelia Island, used by 1 in 
4 leisure visitors

» Hotel websites/apps are also a strong trip 
planning source, used by nearly 1 in 4 leisure
visitors

» Amelia Island’s social media is another 
strong trip planning source, used by over 1 in 
6 leisure visitors

25%
23%

17%
13%

11%
11%
10%
9%

6%
6%

4%
3%
2%
2%
2%

<1%
<1%
<1%
3%

37%

Airbnb, Vrbo, etc.
Hotel websites/apps

Amelia Island social media
AmeliaIsland.com

Review website/app
Online travel agency

Online travel reviews, blogs, stories
Restaurant websites/apps

Amelia Island mobile app
Personal social media

Mapping websites
Airline websites/apps

Video streaming services
Music streaming services

Amelia Island rental companies
Rental car websites/apps

ChatGPT or other AI program
Accessibility travel resource sites

Other
None

ONLINE TRIP PLANNING SOURCES*

*Multiple responses permitted.
Based on visitors traveling for leisure.
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28%

21%

12%

7%

4%

3%

3%

2%

1%

3%

53%

Friends/family

Magazine

Visitor guide/brochure

Television

Travel agent

Newspaper

Podcast

Radio

AAA

Other

None

» Nearly 3 in 10 leisure visitors planned their 
trip to the Amelia Island area by talking to 
friends or family

» Traditional planning sources such as 
magazines (used by over 1 in 5 leisure 
visitors) and visitor guides/brochures (used 
by 1 in 8 leisure visitors) were also popular

OTHER TRIP PLANNING SOURCES*

*Multiple responses permitted.
Based on visitors traveling for leisure.
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» 2 in 3 visitors came to Amelia Island for a
vacation/leisure trip

» Nearly 1 in 4 visitors came for a special 
occasion or event 

» 1 in 6 came to visit friends and relatives

66%

24%

16%

8%

<1%

<1%

1%

Vacation/leisure trip

Special occasion or event

Visit friends/relatives

Business/conference

Sporting event

Medical reasons

Other

REASONS FOR VISITING*

*Multiple responses permitted.
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OPEN-ENDED REASONS FOR VISITING*

» “Amelia Island has the perfect mix of things to do: the beach, 
restaurants, bars, and shops.”

» “The area has the best beaches. They’re beautiful and have 
a laid-back feel.”

» “We came to Amelia Island because we had never been, 
and we’d heard good things!”

» “It’s a family-friendly place – plenty to do for us parents as 
well as for the kids.”

» “We choose Amelia Island for the quiet and the beautiful 
scenery. It’s a very pretty area!”

*Open-ended responses. Multiple responses permitted.
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TYPE OF VACATION/LEISURE TRIP*

*Up to 3 responses permitted.
Based on all visitors traveling for leisure.

57%

16%

13%

9%

7%

6%

3%

3%

2%

1%

<1%

3%

Beach trip

Shopping

History

Girls/guys trip

Water sports

Foodie/culinary

Biking, hiking, running, etc.

Art galleries, museums, cultural events

Nature, bird watching, eco tours, etc.

Breweries/distilleries

Golf or tennis

Other
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8%

4%

4%

3%

1%

1%

<1%

3%

Wedding/honeymoon

Festival

Birthday/anniversary

Performing arts

Reunion

Sporting event

Concert

Other

TYPE OF SPECIAL OCCASION OR EVENT*

*Based on all visitors traveling for leisure.
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5%

2%

<1%

Conference/convention/trade
show

Company/government business

Other

TYPE OF BUSINESS/CONFERENCE*

*Based on all visitors traveling for leisure.
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» 7 in 10 leisure visitors to the Amelia Island 
area did not consider visiting any other 
destinations

» 1 in 10 leisure visitors to the area also 
considered visiting St. Augustine/Ponte 
Vedra

70%

10%

7%

7%

6%

5%

5%

4%

4%

4%

2%

2%

2%

4%

None/Only Amelia Island

St. Augustine/Ponte Vedra

Daytona Beach area

Florida Keys

Orlando/theme parks

Savannah

Hilton Head

Jacksonville

Jekyll Island

Charleston

Tampa

Cocoa Beach/Cape Canaveral area

Myrtle Beach

Other

OTHER DESTINATIONS CONSIDERED*

*Multiple responses permitted.
Based on visitors traveling for leisure.
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» Over 1 in 3 leisure visitors recalled seeing 
advertising about the Amelia Island area

36%

41%

23%

Yes

No

Not sure

ADVERTISING RECALL*

*Based on visitors traveling for leisure.
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» Out of all leisure visitors, over 1 in 8 recalled 
seeing advertising in an online article or on 
Amelia Island’s social media

» Around 1 in 10 saw advertising in a magazine 
article or in an ad on a website

» This information influenced 16% of all leisure 
visitors to visit the Amelia Island area

ADVERTISING SOURCES*

13%
13%

10%
9%
8%
7%
7%
6%
5%
4%
3%
3%
3%

<1%
<1%
<1%
<1%
<1%
<1%
1%

Online article
Amelia Island's social media

Magazine article
Ad on a website

Magazine ad
Traveler reviews/blogs

Personal social media
Podcast

Travel/visitor guide
Video streaming services

Television
Music streaming services

Deal-based promotion
Billboard

Radio
Newspaper

Weather app
Rental agency/other booking website

AAA
Other

*Multiple responses permitted.
Based on all visitors traveling for leisure.



Pre-Visit
Travel 
Party 

Profile

Trip
Experience

Post Trip 
Evaluation

Economic
Impact on

Destination

VISITOR JOURNEY: TRAVEL PARTY PROFILE
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REGION OF ORIGIN

Florida
28%

Southeast
42%

Northeast
10%

Midwest
9%

West
3%

International*
8%

* Top international markets include Canada (2%), the UK (1%), and Germany (1%).

Southeast: TX, AR, LA, TN, MS, AL, VA, WV, NC, SC, GA
Northeast: MD, DE, PA, NJ, NY, CT, RI, MA, VT, NH, ME
Midwest: KY, OH, IN, MI, WI, IL, MN, IA, MO, ND, SD, NE, KS, OK
West: WA, OR, CA, NV, ID, MT, WY, CO, UT, AZ, NM, AK, HI
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Top States of Origin 2024

28%Florida

25%Georgia

5%South Carolina

4%North Carolina

3%New York

2%Illinois

2%Minnesota

2%Ohio

2%Pennsylvania

2%Tennessee

2%Virginia

STATE OF ORIGIN

of visitors came 
from 11 states
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TOP ORIGIN MARKETS

Top Origin Markets – All Visitors

22%Jacksonville**

10%Atlanta*

7%Orlando-Daytona Beach-Melbourne

4%New York*

3%Savannah

2%Charlotte*

2%Greenville, SC Area

2%Macon

2%Minneapolis-St. Paul*

2%Tampa-St. Petersburg

Top Origin Markets – Overnight Visitors

13%Atlanta*

10%Jacksonville

6%Orlando-Daytona Beach-Melbourne

5%New York*

3%Savannah

2%Charlotte*

2%Columbus, GA

2%Greenville, SC Area

2%Macon

2%Minneapolis-St. Paul*

2%Philadelphia*

2%Raleigh-Durham

2%Tallahassee-Thomasville

2%Tampa-St. Petersburg

*Markets with direct flights to Jacksonville International Airport
**Includes Jacksonville, FL and Brunswick, GA.



54

» The typical travel party size was 3.0

13%

49%

10%

14%

7%

7%

1 person

2 people

3 people

4 people

5 people

6+ people

TRAVEL PARTY SIZE
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» Over 2 in 5 visitors to the Amelia Island area 
traveled as a couple

» Over 1 in 3 visitors traveled as a family

42%

34%

13%

10%

1%

<1%

<1%

As a couple

As a family

By yourself

With other
couples/friends

With business
associates

In a tour group

Other

TRAVEL PARTY TYPE
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» 3 in 10 travel parties included children under 
the age of 18

Did NOT 
travel with 

children
70%

Traveled 
with children

30%

TRAVELED WITH CHILDREN
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» The median age of visitors to the Amelia 
Island area was 51

2%

12%

24%

18%

26%

18%

18-24

25-34

35-44

45-54

55-64

65+

AGE
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» Visitors to the Amelia Island area had a 
median annual household income of 
$149,000

» Half of visitors had household incomes over 
$150,000

10%

11%

29%

31%

12%

7%

Less than $75,000

$75,000 to $99,999

$100,000 to $149,999

$150,000 to $199,999

$200,000 to $249,999

$250,000+

HOUSEHOLD INCOME
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» 52% of visitors interviewed were female*

Female
52%

Male
48%

Transgender/
Non-binary

<1%

GENDER

*Gender of member of travel party interviewed. 
May be influenced by visitors’ willingness to complete a survey.
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» Nearly 9 in 10 visitors to the Amelia Island 
area were Caucasian/White 

87%

7%

6%

5%

1%

<1%

<1%

<1%

Caucasian/White

African American/Black

Hispanic, Latino, Latina, or
Latinx

Asian or Asian American

American Indian or Alaska
Native

Middle Eastern or Northern
African

Native Hawaiian/Other Pacific
Islander

Another option not listed here

RACE*

*Multiple responses permitted.
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» Over 1 in 3 visitors said this was their first 
time visiting the Amelia Island area

» Nearly 1 in 6 visitors were loyalists, having 
visited over 10 times

36%

27%

15%

7%

15%

1st time

2 – 3

4 – 5

6 – 10

11+

NEW & RETURNING VISITORS
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Post Trip 
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Impact on
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VISITOR JOURNEY: TRIP EXPERIENCE
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» Nearly 3 in 4 visitors drove to the Amelia 
Island area

» 89% of visitors who flew to the area used the 
Jacksonville International Airport (23% of all 
visitors)

73%

26%

1%

<1%

<1%

Drive

Fly, or combination
fly/drive

Bus/motor coach

Boat/ferry

Other

TRANSPORTATION
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» Over 1 in 3 visitors stayed overnight in a 
hotel, motel, or resort

» Nearly 1 in 5 stayed with friends and 
relatives

» Nearly 1 in 4 did not stay overnight

» Nearly 1 in 6 stayed at a condo or rental 
house

36%

23%

18%

15%

4%

3%

1%

<1%

Hotel/motel/resort

Not spending the night

Friends and relatives

Condo, rental house*

Personal condo, house, etc.

RV park/campground

B&B/inn

Other

ACCOMMODATIONS

*Includes Airbnb, Vrbo, etc.
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» Typical visitors stayed 3.4 nights in the 
Amelia Island area

» Typical visitors staying in paid 
accommodations stayed 3.7 nights in the 
Amelia Island area

23%

4%

14%

17%

15%

11%

16%

Day tripper

1 night

2 nights

3 nights

4 nights

5 nights

6+ nights

NIGHTS STAYED
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» Nearly 3 in 5 visitors booked their trip to the 
Amelia Island area directly with the 
hotel/condo

» Over 1 in 6 visitors booked through Vrbo or 
Airbnb

59%

17%

14%

5%

5%

Directly with the
hotel/condo

Vrbo, Airbnb

Online travel agency

Airbnb

Other

ACCOMMODATION BOOKING
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» Top activities enjoyed by visitors this quarter 
included:

» Visiting the beach
» Eating at restaurants
» Exploring Historic Downtown Fernandina Beach
» Shopping

79%
78%

75%
58%

23%
20%
20%

16%
15%

13%
13%

10%
8%
7%

5%
5%
4%

2%
2%
4%

Beach
Dining out

Historic Downtown Fernandina Beach
Shopping

Visit friends/relatives
Attractions

Family time
Farmers market

Biking, hiking, running, etc.
State parks

Bars, nightclubs
Art galleries, museums

Business meetings/conferences
Water sports

Special events
Spas

Golf or tennis
Attend/participate in a sporting event

Horseback riding
Other

VISITOR ACTIVITIES*

*Multiple responses permitted.
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56%

85%

64%

Morning

Afternoon

Evening

» Those who visited Historic Downtown 
Fernandina Beach did so an average of 2.5 
times during their stay

» Nearly 9 in 10 visited during the afternoon

VISITING HISTORIC DOWNTOWN*

*Multiple responses permitted.
Based on all visitors to Historic Downtown.
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» Nearly 9 in 10 visitors to Historic Downtown 
Fernandina Beach go there to dine at restaurants

» Nearly 4 in 5 go to the area to sightsee

» Over 2 in 3 go to the area to shop

89%

78%

67%

21%

15%

15%

12%

4%

2%

1%

4%

1%

Dining

Sightseeing

Shopping

Antique shops

Nightlife

Art galleries

River cruise

Amelia Island History Museum

Event

Lodging

Other

Don't know

REASON FOR VISITING HISTORIC DOWNTOWN*

*Multiple responses permitted.
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AREAS FOR IMPROVEMENT: DOWNTOWN*

» Better solutions for parking

» More activities for children

» More public restrooms

» More benches and picnic tables, particularly along the waterfront

» More coffee shops

» However, visitors love the pocket park, the flowers, the benches 
honoring loved ones, and the overall quaint charm.

*Open-ended responses. Multiple responses permitted.
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» Around 1 in 7 visitors to Amelia Island also 
visit restaurants, breweries, and shops in 
Yulee, Callahan, or Hilliard

» Nearly 2 in 3 Amelia Island visitors do not 
engage in any activities off-island

15%

13%

12%

10%

9%

5%

3%

2%

1%

1%

<1%

<1%

3%

65%

Restaurants/breweries: Yulee, Callahan,
Hilliard

Other area shopping

Shopping: Yulee, Callahan, Hilliard

Area historic sites

Visiting day trip cities

Other nature attractions

Other area breweries/distilleries

Museums and cultural attractions

White Oak Conservation

Golf courses: Amelia National, North Hampton

Other area golf courses

Sporting event

Other

None

OFF-ISLAND ACTIVITIES*

*Multiple responses permitted.
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TRAVEL PARTY SPENDING

Total SpendingDaily Spending

$615$181Accommodations

$418$123Restaurants

$143$42Groceries

$337$99Shopping

$122$36Activities & attractions

$109$32Transportation

$37$11Other

$1,782$524Total



Pre-Visit
Travel Party 

Profile
Trip

Experience
Post Trip 

Evaluation

Economic
Impact on

Destination

VISITOR JOURNEY: POST-TRIP
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» 99% of visitors were satisfied with their trip 
to Amelia Island

» Nearly 9 in 10 visitors were very satisfied
with their trip to Amelia Island 

88%

11%

1%

<1%

<1%

Very satisfied

Satisfied

Somewhat satisfied

Dissatisfied

Very dissatisfied

VISITOR SATISFACTION
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» Nearly all visitors would recommend the 
Amelia Island area to others

» Nearly 4 in 5 would definitely recommend 
the area

78%

22%

<1%

<1%

Definitely

Probably

Probably not

Definitely not

RECOMMENDATION
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» 98% of visitors will return to the Amelia 
Island area

» Over 7 in 10 visitors will definitely return to 
the Amelia Island area

» The most frequently stated reasons for not 
returning were only having gone for a 
specific occasion and a preference for 
variety in vacation spots

72%

26%

2%

<1%

Definitely will return

Probably will return

Probably will not return*

Definitely will not return*

LIKELIHOOD OF RETURNING

*Those who said they will not return were asked why they were uncertain.
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BEACH RATINGS

88%

11%

1%

<1%

<1%

Beach Cleanliness RatingOverall Beach Rating

Mean Overall Rating:
4.87

5 – Excellent

4 – Very Good

3 – Good

2 – Fair

1 – Poor

95%

5%

<1%

<1%

<1%

Mean Cleanliness Rating:
4.95
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AREA DESCRIPTIONS*

» “Amelia Island is quaint, charming, and tranquil, with good beaches 
and good people!”

» “It’s a high-end beach town. Downtown is remarkable, and the 
beaches are first-class. It reminds me of Portugal!”

» “The parking is easy, which makes me feel like you want visitors 
here!”

» “It’s much more relaxing than other, more crowded beaches. A nice, 
quiet little island – truly ‘Old Florida’.”

» “Amelia Island is a chill, idyllic destination with a growth problem.”

» “The island has a lot of history, including old architecture. The 
beaches are glorious, but there’s more to do here than just that!”

» “It’s a great place for anything – a wedding, a conference, a guys’ 
golf trip, or a family vacation.”

*Open-ended responses. Multiple responses permitted.



METHODOLOGY
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Visitor Tracking Study
» Interviews were completed with 531 visitors in person at 

events, the beach, The Shops at The Omni, downtown, and 
online, between April 1, 2024, and June 30, 2024.



Amelia Island CVB

Visitor Tracking Study
April – June 2024 

Downs & St. Germain Research
contact@dsg-research.com
850-906-3111 | www.dsg-research.com
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3.  Tourism Activity 
Reports



Tourism Activity Report 
 
 

April 2024 
 
Mission Statement 
Created by the Nassau County Board of County Commissioners in 1988, the Amelia Island Tourist 
Development Council (AITDC) oversees the development and marketing of Amelia Island as a world-
class tourism destination.  As provided by Florida law, the AITDC is responsible for the expenditure of 
revenues received from the levy and imposition of the tourism development tax. 
 
The goals of the AITDC are to generate visitation to Amelia Island and its attractions/special events, 
thereby increasing tax revenues, including sales taxes and those imposed on the hospitality industry. 
In turn, those tax revenues may be used to improve the quality of life for the citizens of the community, 
provide support for beach re-nourishment, and ensure a viable hospitality industry. 
 

The key marketing focus areas of Amelia Island TDC are: 

 
 
 

Events & Promotions 
 

Visitor Services 
o April 2024 – Number of Visitors – 2,750; Number of Welcome Bags Prepared – 370 
o On-Going Operations: Prepare welcome packets for meetings and tours, check hotel 

availability, assist visitors with area information and direction to visitors, encouraging first-
time and repeat visitation, assist with dining, and hotel reservations, encouraging first-time 
and repeat visitation.   Displays and distributes information of potential interest to guests 
including lodging activities and events.  Assist conference groups with area information when 
needed. 

 

 

Events & Promotions:
• Visitor Services
• Partnership Meetings
• Travel & Trade 
• Special Events

Marketing:
• Operations
• Strategy
• Website & Digital
• Content & Social
• Collateral

Public Relations:
• Writers & Influencers
• Press & Outreach
• Communication
• Promotions



 

Amelia Island Tourist Development Council 
 

 
Tourism Activity Report 

 
  

Partner Relations 
• Continued planning and development of Dining Month promotion. 
• Development of Amelia Island Shrimp Challenge 2024, May 1st – August 30th 
• Attended Destination Florida Marketing Summit Clearwater providing DMO best practices 

and current trends in the market. 
• Strategy call with Downs and St Germain for intercept and online surveying 
• Continued Wheel the World accessibility partnership, built relationships with partners to 

be involved 
• Attended Main Street Meet & Greet to network with tourism partners 
• Meet with Florida First Coast of Golf, Jenna Craven, to discuss packaging on 

AmeliaIsland.com 
• Monthly Newsletter resumed with new layout 

 

Community Outreach and Program Development 
 

o Attended Destinations Florida Marketing Summit in Clearwater, FL 
o Produced updated turtle (clean, flat, and dark) season video.  Continued partnering with the 

County, City of Fernandina, and 10 other conservation organizations to enhance our turtle 
protection and Leave No Trace efforts. Identified areas of improvement and collaboration. 

o Briefed Nassau Chamber on TDT Expansion efforts on Mainland/Westside; scheduled follow-
up Board of Directors presentation 

o Attended Nassau Prosperity Alliance Steering Committee and presented at NE FL Regional 
Leadership Academy 

o Presented to Nonprofit Roundtable Meeting 
o NCEDB Lunch with Howard Holley 
o Participated in an Interview with Audubon International Stewardship Magazine on 

conservation efforts 
o Continued working on a public awareness campaign for TDT expansion efforts 
o Meet with Richard Restino, Arts & Culture Nassau about new structure/activities. 
o Attended Fernandina 200 Meetings to finalize 2024 activities. 
o Finalized efforts for Nassau County to be the future home of the Florida Museum of Black 

History, including responding to media requests.  Made it to the final round of 8 (#5) 
destinations.  Cut in final round for St. John’s County 

o Continued working on efforts to fund the Mural Festival and gain formal approvals.  
o Continued planning for Downtown to Dunes Trash Cleanup with Keep Nassau Beautiful, 

Fernandina Beach Main Street, and Leadership Nassau Alums.  

 
 
 



 

Amelia Island Tourist Development Council 
 

 
Tourism Activity Report 

 
  

Travel & Trade – Meetings, Consumer, International 
o As part of Global Meeting Industry Day, conducted an outreach to all on-island meetings 

properties educating innovative Corporate Social Responsibility initiatives. 
o Attended Destinations Florida annual Marketing Summit and Board Meeting 
o Completed all pre-event initiatives for IPW global conference. 
o Finalized all efforts and media strategy associated with incremental Q3/Q4 efforts. 
o Destination was featured within the May issue of Convention South Magazine with article, 

advertorial and full-page ad. 
o Provided Cvent follow up efforts for all posted meetings RFPs 

 
Special Events 

o Execution of Global Meetings Industry Day with Hampton Inn downtown, Omni Amelia Island, 
Ritz-Carlton, Amelia Island, Residence Inn, and partnering with Nassau County Humane 
Society highlighting how Amelia Island values meetings and events. The Amelia Island event 
garnered global recognition as featured on the US Travel Association “Thank You” email.  

o Met with Hagerty regarding The Amelia results and economic impact. Began work on the 
amendment for the 2025 event for sponsorship. 

o Submission of Dickens on Centre contract paperwork for Jason Woods (entertainment), 
Kristen Siech (entertainment), Coastal Current (electric & power), AVL (staging and 
production). 

o Attended various 2nd Annual Songwriter Festival events, representing AICVB/TDC. 
o Worked with Starmark on vendor page and payment system for Dickens on Centre. 
o Reviewed, agreed on recommendation, and submission of four sponsorships – Amelia Island 

Museum of History, Nassau Sports Fishing Association, North Florida Bicycle Club, and 
Fernandina Beach Main Street. 

o Continued work on various logistical details pertaining to the May 18, Bicentennial Opening of 
the Beaches event. 

 
 

Marketing 
 
Operations 

o Ongoing work on PO requisitions, tracking, invoice processing, managing FY 23 budget and 
FY24 budget including reallocations and incremental spending 

o  Ongoing updates to digital signage system in Welcome Center using in-house management 
platform OptiSigns supporting key messaging – both brand and events like Amelia Island 
Chamber Music Festival, Fernandina Beach Songwriters Festival, Isle of Eight Flags Shrimp 
Festival, Fish to Fork and Wild Amelia Nature Festival 

o Ongoing work on FY24 budgeting and forecasting based on actual TDT collections, plans and 
market conditions 
 



 

Amelia Island Tourist Development Council 
 

 
Tourism Activity Report 

 
  

Strategy 
o Continuous execution and oversight of the annual marketing plan 
o FY24 media plan development, monitoring and optimization across all media channels 

including digital and social channels  
o Responding to 1Q marketing conditions showing softness in projected occupancy, 

planned and executed key incremental media campaigns targeted at lower funnel 
travelers: 
 Building awareness and interest in key opportunity international markets 

“Golden Horshoe” around Toronto, Canada 
 Launched nationwide promotion in Canada with the Weather Network as an 

extension of weather-trigger campaign to drive new international visitation 
 Incrementally allocated $250,000 in media spend to drive immediate/near term 

visitation and conversion in SE region (GA, SC, NC, TN, VA) plus Orlando, FL 
o Given emerging travel trends in 2024 and the negative impact on travel of inflation, 

launched strategic incremental media response for FY Q3 – Q4 targeting: 
 Southeast origin markets (FL, GL, SC, NC, VA, TN) 
 Meetings industry professions 
 Northeast and Mid-West key fly markets inclusive of NY and Chicago 
 Golden Horseshoe region of Ontario in FYQ4 to convert off-season visitation 

(Nov-Feb) 
 UK market and tour operators 
 September Dining Month promotion within SE drive market to create an annual 

legacy event during seasonally slow month of September 
o  Approve creative executions for media program rollouts – updating creative for Brand, 

SEM, social and niche marketing  
o Refresh appropriate marketing executions to avoid wear out in paid media and social 
o Planning event marketing campaigns and executions including Amelia Island Chamber 

Music Festival, Amelia Island Songwriters Festival, Shrimp Festival, NTTW, Fish to Fork 
and Wild Amelia Nature Festival 

o Dedicated Meetings support launched and ongoing via digital media and e-marketing 
o Local planning and media purchasing in development supporting events as a key brand pillar 

and in conjunction with key strategic partners 
o Ongoing optimization of partner coop programs; coordination with external publishers, 

agency and internal stakeholders for AICVB dedicated email marketing program 
o Ongoing refresh and optimization of cooperative program with Florida’s First Coast of Golf 

including planning media, messaging and program support for Golfweek Couples Weekend 
event at Omni Amelia Island Resort on November 17-20, 2024 

o Continuous review, optimization and execution of cross-channel Marketing Dashboard for 
content, blog and email messaging including SEM strategy and partner support 

o Ongoing meetings, weddings and group program creative including leveraging partner 
content 

 



 

Amelia Island Tourist Development Council 
 

 
Tourism Activity Report 

 
  

Website & Digital  
o Launched AmeliaIsland.com on WordPress CMS platform 10/1/23 
o Launched email leisure program with Starmark support on 10/1/23 consisting of 3-4 emails per 

month targeted at the leisure consumer 
o Dedicated Meetings and Weddings website redesign and optimization ongoing. 
o Ongoing creative design, development and launch of AICVB dedicated email marketing 

program 
o Meeting email messaging program targeting planners, tour operators and international travel 

agents launched 
o Continuous update of Calendar of Events featuring Festivals & Events, plus Activities  
o Design and development of custom, targeted landing pages to key messaging targets:  

Meeting Planners, Tour Operators and Travel Agents, plus Press  
o Ongoing work on database management and optimization – continual monitoring and 

optimizing of Welcome series to incorporate demographics and psychographics of existing 
base for further targeting, increasing data collection and adding new subscribers 

o Identified key messaging verticals by month to leverage communications across blogs, email, 
website and social media to drive business across key segments and holiday and cultural 
events.  April is Nature month with Easter and April Fools Day as well as National Beer Day 
(3/7), Golfer’s Day (4/10) and Earth Day (4/22) in the month 

o Blogs in March: Let us Help you Pack your ‘Beach Bag’,  First Friday Foodie Feature: The Patio, 
Lizzie Fortunato Jewelry Collab, CSR Initiatives for Meetings Groups, Wedding Spotlight, Ways 
to Get Around, Let There be Brunch!, Quirky National Holidays, Artisanal Finds: Shopping for 
Treasures on Amelia Island. 

o Emails in March: THE RITZ-CARLTON, AMELIA ISLAND exclusive, Nature Lover’s Getaway 
Itinerary/Your Guide to Kayaking On and Off Amelia Island, First Friday Foodie Feature:  The 
Patio, Let There be Brunch!/ OMNI AMELIA ISLAND RESORT/Things to Do on the Water. 

o Added animated graphic for additional brand or event messaging as appropriate on each 
email.  
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Content & Social  
Full report can be found in your packet for reference. 
  

 
 
Collateral 

o 255 Visitor Guides requested online and shipped. 
o 14730 destination brochures distributed in market. 
o Special event materials distributed to partners including Singer Song Writer Festival 

posters, Shrimpfest Fun Run fliers, Isle of 8K Beach Run Posters, Bicentennial Opening 
of the Beaches event posters. 

o Reprinted Amelia Island Dining Guide (25,000 delivered to storage). 
o Leave No Trace boardwalk signage reprinted, provided 2 signs for south end condo 

boardwalk renovation project. 
 
Public Relations 
 
Writers/Influencers  

• Finalized itinerary and hosted Nikki Van Son/nikki.vs (April 12-14). Coordinated during her visit as 
necessary. Followed up afterward. Coverage published.  

• Finalized itinerary and helped Innisfree host Su-Jit Lin (April 14-17). Coordinated during her visit as 
necessary. Followed up afterward. Coverage pending.  

• Finalized itinerary and hosted Paige Minear/The Pink Clutch Blog (April 19-21). Coordinated during her 
visit as necessary. Followed up afterward. Coverage published.   

• Finalized itinerary and executed Pets Welcome Here TV shoot (April 29-May 1). Coordinated during 
shoot as necessary. Followed up afterward. Episode pending.  
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• Continued planning MICE Media FAM Tour for this summer (Aug TBD).  
o Coordinating lodging partners and dates. Secured The Ritz-Carlton, Amelia Island (Aug. 6-8).  
o Created media list and got approval from client.  

• Started planning media visit for Shannon Devine/devinefairytale (May 10-12). Secured The Williams 
House.   

• Started planning media visit for Brittney Naylor/A Mom Well Traveled Blog (May 12-14). Secured 
Springhill Suites.   

• Started planning paid content creator visit for host Brianna Steele/adventuresofatwinmom (June 13-
16). Secured Hampton Inn & Suites.  

• Continued planning paid content creator visit with Amanda Steijlen to highlight accessibility (June 27-
30). Secured Springhill Suites.  

• Started planning media visit assistance for Kendra Cunningham/itsmekendrac (July).  
• Started planning media visit for Jennifer Pickering/curatedbyjennifer (July 24-26). Secured The 

Addison on Amelia Island.   
• Started planning media visit for Amber Capps/thelongweekender (Aug).  
• Continued planning paid content creator visit for Nick and Madison Hearn/thecapturingcouple (Aug. 

16-18). Secured Omni Amelia Island Resort.  
• Started planning media visit for Cathy Martin/SouthPark Magazine (Aug. 21-24). Secured The Ritz-

Carlton, Amelia Island.   
• Followed up with Dave Pollard/Toronto Sun after his visit (Nov.). Coverage pending in May.  

  

Press/Outreach 

• Prepared release for summer events and distributed nationally.  
o Secured radio interview with First Coast Connect on WJCT News 89.9 FM (May 2). Provided 

talking points to client and prepped for interview.  
• Prepared pitch for summer on Amelia Island and distributed nationally.  

o Sent freelancer Jessica Farthing information about river cruises and the wild horses on 
Cumberland Island for story with Southern Living.  

o Sent freelancer Lynn Coulter information about dog-friendly beaches for story with HGTV.  
• Prepared pitch for Global Meetings Industry Day and distributed to local and industry media. Coverage 

secured.  
o Correction requested with Smart Meetings.  

• Started planning MICE Media Mailers with client. Sent suggested items for the box with messaging.  
• Vetted Road Trippin Feature on DC TV and suggested holding until FY25. Client agreed.  
• Completed survey for VISIT FLORIDA “Multigen” SMT (March 26) and shared coverage report with client.  
• Provided information about Green Lodging properties to freelancer Carrie Bell for story with The Points 

Guy.  
• Followed up with Jayln Robinson/Travel and Leisure about Best Small Towns 2024.  
• Provided information about downtown Fernandina Beach to Jennifer Green with Atlanta Magazine.  
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• Reviewed Audubon International’s Earth Day release and provided edits.  
• Submitted VISIT FLORIDA Editorial leads for What’s New Summer 2024 and Sundowner Spots.  
• Submitted Tourism Marketing Today Quick Trip about Global Meetings Industry Day.  

 
Promotional / Partnerships 

• Connected with Yelp Jacksonville to discuss Elite event in August prior to Restaurant Month.  
• Continued planning Garden & Gun + Amelia Island Supper event. Reviewed proposal, met with Garden 

& Gun and Amelia Island, confirmed participation, assisting with site visit, etc.  
 
Misc.  

• Vetting reactive requests and passing if applicable.  
• Bi-weekly meetings with AICVB. 
• Provided activity and publicity reports. 
• Share press visit coverage with partners.  
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Mission Statement 
Created by the Nassau County Board of County Commissioners in 1988, the Amelia Island Tourist 
Development Council (AITDC) oversees the development and marketing of Amelia Island as a world-
class tourism destination.  As provided by Florida law, the AITDC is responsible for the expenditure of 
revenues received from the levy and imposition of the tourism development tax. 
 
The goals of the AITDC are to generate visitation to Amelia Island and its attractions/special events, 
thereby increasing tax revenues, including sales taxes and those imposed on the hospitality industry. 
In turn, those tax revenues may be used to improve the quality of life for the citizens of the community, 
provide support for beach re-nourishment, and ensure a viable hospitality industry. 
 

The key marketing focus areas of Amelia Island TDC are: 

 
 
 

Events & Promotions 
 

Visitor Services 
o May 2024 – Number of Visitors – 2,511; Number of Welcome Bags Prepared – 150 
o On-Going Operations: Prepare welcome packets for meetings and tours, check hotel 

availability, assist visitors with area information and direction to visitors, encouraging first-
time and repeat visitation, assist with dining, and hotel reservations, encouraging first-time 
and repeat visitation.   Displays and distributes information of potential interest to guests 
including lodging activities and events.  Assist conference groups with area information when 
needed. 

 

 

Events & Promotions:
• Visitor Services
• Partnership Meetings
• Travel & Trade 
• Special Events

Marketing:
• Operations
• Strategy
• Website & Digital
• Content & Social
• Collateral

Public Relations:
• Writers & Influencers
• Press & Outreach
• Communication
• Promotions
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Partner Relations 
o Met with Florida’s First Coast of Golf to discuss partnership with Golf packages. 
o Developed partnership with Barnabas Center and possible charitable piece to September 

Dining Month. 
o Assisted with the Bicentennial Opening of the Beaches event and 5k beach run setup and 

break down. 
o Connected local children’s book author with the JAI “Amelia Island Marketplace” purchasing. 
o Initiated the outreach to area restaurants for participation in the 2024 Inaugural Amelia 

Island Dining Month 

 
Community Outreach and Program Development 

o Made a presentation to the Nassau chapter of the Northeast FL Builders Association providing 
an overview and impact of tourism on the destination 

o Conducted a site walk-through with Garden and Gun Magazine for the October event  
o Presented to the Florida Restaurant and Lodging Association and the 85 attending members 

along with Jacksonville, St John & Clay County CVBs on the state of the region. 
o Met with Mason Dixon polling to discuss polling Mainland residents to support TDT 

expansion. 
o Presented to the Nassau County Economic Development Board to discuss potential TDT 

expansion to the mainland. 
o Presented to Chamber of Commerce Board of Directors to discuss potential support of TDT 

expansion.  
o Presented to the Westside Prayer Breakfast in Callahan re: TDT expansion. 
o Attended WestSide Regional Lunch to discuss potential support of TDT expansion.  
o Co-sponsored and attended the “Downtown to Dunes” Clean-up with Keep Nassau Beautiful.  

Coordinated attendance by AI Ambassadors to assist.  
o Met with executive leaders of Barnabas to discuss potential alignment and partnership with 

upcoming Amelia Island Dining Month. 

 
Travel & Trade – Meetings, Consumer, International 

o Attended IPW Travel Trade Conference in Los Angeles May 3-8, executing a total of 44 pre-
scheduled meetings negotiating international destination sales.  

o Conducted meetings with Golfweek relating to November Couples Golf event logistics 
o Reviewed and facilitated distribution and vetting of 40 CVENT meeting RFPs to destination 

hotels. 
o Met with TravPRO to provide strategic platform input. 
o Attended the Florida’s First Coast of Golf Board Meeting to discuss the state of Golf in the 

destination.  
o Attended Global Traveler meeting and received designation of “Best US Island” 
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o Wrote and submitted entries for the 2024 Visit Florida Flagler Awards.  
 

Special Events 
o PRI and Luxe Picnics by Les contracts and packets in process for Dickens on Centre. 
o Finalized Shrimp Challenge signage and giveaways for Shrimp Festival through August 31, 

2024. 
o Finalized Dickens on Centre 2024 vendor application to open on May 8 to past vendors. 
o Organized AICVB team and participation in Shrimp Festival Parade. 
o Launched Shrimp Challenge. 
o Secured Annual Meeting date and location. 
o Attended Keep Nassau Beautiful Cocktails in the Garden event, representing AICVB/TDC 
o Executed Bicentennial Opening of the Beaches event at Main Beach Park and Isle of 8K Run at 

Peters Point. 
o Dickens on Centre vendor applications open and sold out by month’s end with 101 vendors. 
o Attended and presented Sponsorship recommendations for funding at TDC meeting. 
o Met with Yelp to discuss Yelp Elite event surrounding Amelia Island Dining Month. 

 
 

 
Marketing 
 
Operations 

o Ongoing work on PO requisitions, tracking, invoice processing, managing FY 23 budget and 
FY24 budget including reallocations and incremental spending 

o  Ongoing updates to digital signage system in Welcome Center using in-house management 
platform OptiSigns supporting key messaging – both brand and events like Sounds on Centre, 
Amelia Island Dining Month, Kingfish Tournament, Amelia Island Dance Festival, and Les 
DeMerle Jazz Festival 

o Ongoing work on FY24 budgeting and forecasting based on actual TDT collections, plans and 
market conditions 

 

Strategy 
o Analyze weekly STR report and KeyData information and distribute performance report to 

stakeholders weekly. 
o Continuous execution and oversight of the annual marketing plan 
o FY24 media plan development, monitoring and optimization across all media channels 

including digital and social channels  
o Responding to 1Q marketing conditions showing softness in projected occupancy, 

planned and executed key incremental media campaigns targeted at lower funnel 
travelers: 



 

Amelia Island Tourist Development Council 
 

 
Tourism Activity Report 

 
  

 Building awareness and interest in key opportunity international markets 
“Golden Horshoe” around Toronto, Canada 

 Launched nationwide promotion in Canada with the Weather Network as an 
extension of weather-trigger campaign to drive new international visitation 

 Incrementally allocated $250,000 in media spend to drive immediate/near term 
visitation and conversion in SE region (GA, SC, NC, TN, VA) plus Orlando, FL 

o Given emerging travel trends in 2024 and the negative impact on travel of inflation, 
launched strategic incremental media response for FY Q3 – Q4 targeting: 
 Southeast origin markets (FL, GL, SC, NC, VA, TN) 
 Meetings industry professions 
 Northeast and Mid-West key fly markets inclusive of NY and Chicago 
 Golden Horseshoe region of Ontario in FYQ4 to convert off-season visitation 

(Nov-Feb) 
 UK market and tour operators 
 September Dining Month promotion within SE drive market to create an annual 

legacy event during seasonally slow month of September 
o  Approve creative executions for media program rollouts – updating creative for Brand, 

SEM, social and niche marketing  
o Refresh appropriate marketing executions to avoid wear out in paid media and social 
o Planning event marketing campaigns and executions including Amelia Island Chamber 

Music Festival, Amelia Island Songwriters Festival, Shrimp Festival, NTTW, Fish to Fork 
and Wild Amelia Nature Festival 

o Dedicated Meetings support launched and ongoing via digital media and e-marketing 
o Local planning and media purchasing in development supporting events as a key brand pillar 

and in conjunction with key strategic partners 
o Ongoing optimization of partner coop programs; coordination with external publishers, 

agency and internal stakeholders for AICVB dedicated email marketing program 
o Ongoing refresh and optimization of cooperative program with Florida’s First Coast of Golf 

including planning media, messaging and program support for Golfweek Couples Weekend 
event at Omni Amelia Island Resort on November 17-20, 2024 

o Continuous review, optimization and execution of cross-channel Marketing Dashboard for 
content, blog and email messaging including SEM strategy and partner support 

o Ongoing meetings, weddings and group program creative including leveraging partner 
content 

o Extensive ideations and strategic direction on the evolution of the 2024 Consumer Inspiration 
Guide as well as the development of a new on-island consumer piece, the 2024 Consumer 
Discovery Guide  
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Website & Digital  
o Launched AmeliaIsland.com on WordPress CMS platform 10/1/23 
o Launched email leisure program with Starmark support on 10/1/23 consisting of 3-4 emails per 

month targeted at the leisure consumer 
o Dedicated Meetings and Weddings website redesign and optimization ongoing. 
o Ongoing creative design, development and launch of AICVB dedicated email marketing 

program 
o Meeting email messaging program targeting planners, tour operators and international travel 

agents launched 
o Continuous update of Calendar of Events featuring Festivals & Events, plus Activities  
o Design and development of custom, targeted landing pages to key messaging targets:  

Meeting Planners, Tour Operators and Travel Agents, plus Press  
o Ongoing work on database management and optimization – continual monitoring and 

optimizing of Welcome series to incorporate demographics and psychographics of existing 
base for further targeting, increasing data collection and adding new subscribers 

o Identified key messaging verticals by month to leverage communications across blogs, email, 
website and social media to drive business across key segments and holiday and cultural 
events.  May is General month with Memorial Day and May Day as well as International Tiara 
Day (5/24), National Wine Day (5/25) and National Chocolate Chip Day (5/15) in the month 

o Blogs in May: Going Green is an Easy Lifestyle on Amelia Island; First Friday Foodie Feature:  
Marche Burrette; Kids Summer Camps; Savoring the Flavors of Amelia Island’s Food Truck 
Scene; Wedding Spotlight; Frozen Cocktails for that Island Summer Heat; Thrilling Teen 
Adventures on Amelia Island; What’s New This Summer; Amelia Island After Dark:  The Island’s 
Most Unique Nightlife Experiences; Summer Events. 

o Emails in May: RESIDENCE INN exclusive; Oh, The Places You’ll Go – a Father’s Day 
Itinerary/OMNI AMELIA ISLAND RESORT/First Friday Foodie Feature:  Marche Burrette; Artisan 
Finds: Shopping for Treasures on Amelia Island/HAMPTON INN DOWNTOWN/Summer Camps 
on Amelia Island. 

o Added animated graphic for additional brand or event messaging as appropriate on each 
email.  

 
 
Content & Social  
Full report can be found in your packet for reference. 
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Collateral 

o 25 cases of destination brochures distributed to local tourism partners 
o 400 Inspiration Guides shipped to fulfill online requests. 

 
Public Relations 
 
Writers/Influencers  
 

o Executed Pets Welcome Here TV shoot (April 29-May 1). Followed up after visit. Received 
syndication information and shared with client. Received preview of episode and shared with 
client.    

o Finalized itinerary and hosted Shannon Devine/devinefairytale (May 10-12). Assisted during 
visit as necessary, followed up after visit, coverage published.    

o Finalized itinerary and hosted Brittney Naylor/A Mom Well Traveled Blog (May 12-14). Assisted 
during visit as necessary, followed up after visit, coverage published.    

o Continued planning paid content creator visit for host Brianna Steele/adventuresofatwinmom 
(June 13-16).  

o Continued planning paid content creator visit with Amanda Steijlen to highlight accessibility 
(June 27-30).  

o Connected with Rachel Malpeli/Miami Herald about upcoming stay on Amelia Island. Agreed 
to assist with one activity and one meal (July). Started planning.  
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o Received request from Colin Mukri/colinandmeg, vetted and agreed to reimburse for entry to 
Fort Clinch State Park (July). 

o Continued planning media visit for Jennifer Pickering/curatedbyjennifer (July 24-26).  
o Continued planning MICE Media FAM Tour for this summer (Aug 6-10).  
o Met with Innisfree but they did not respond about hosting. Secured Hampton Inn & Suites Aug. 

8-10.  
o Finalized RSVP form and invite graphic.  
o Finalized media list and invited media. Secured two writers: Lydia Gregory, Managing Editor / 

Recommend and Staff Writer / Prevue; Lisa Grimaldi, Northstar Meetings 
Group/M&C/Incentive. Did follow up to first group of invites.  

o Started planning itinerary.  
o Continued planning media visit for Amber Capps/thelongweekender (Aug). Secured 

Destination Amelia.  
o Discussing future press visit with Rita Cook/The Insider Mag.  
o Started discussing future press visit with Diana Blinks/withtheblinks.  
o Started discussing future press visit with Anna Leigh Wilson/thebucketlistvagabond.  
o Pitched Amelia Island as host for Jim Root’s new television series on Amazon.  
o Prepared list of foodie influencers and writers for future hosting and upcoming foodie media 

mailer.  
  
Press/Outreach 
 
o Prepared pitch for new flights at JAX (tie in with summer) and distributed to key markets.  
o Prepared release for 2023 Voice of Tourism report and National Travel and Tourism week 

recap and distributed locally and to trade. Coverage published.  
o Prepared release for Global Traveler Best Island in the U.S. award and distributed nationally 

and to trade.  Coverage published.  
o Coordinated interview with Gil Langley and WJCT.  
o Continued planning MICE Media Mailers with client. Connected with Bill Diaz at Media Fast 

about video bifolds.  
o Provided images of dog-friendly beaches to Lynn Coulter for HGTV.com.  
o Submitted HERO lead to Zachary Mack for Best Life article on best foodie road trips in the U.S.  
o Provided image release to WhereverFamily for summer pitch article.  
o Submitted VISIT FLORIDA Editorial leads for Luxury.  
o Submitted Tourism Marketing Today NTTW recap.  
o Submitted Tourism Marketing Today Quick Trip about Global Travel Best Island award.  
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Promotional / Partnerships 
 

o Received and reviewed social media giveaway opportunities with Orlando Weekly and 
Creative Loafing and sent to client for review (for Dining Month).  

o Started planning foodie influencer media mailer campaign for Dining Month, Amelia Island 
Cookout and Worth Tasting event.  

o Outreach to The Ritz-Carlton, Amelia Island to meet and include in campaign.  
o Met with Yelp Jacksonville solo and with client to plan Dining Month Elite event (Aug. 22).  
o Continued planning Garden & Gun + Amelia Island Supper event. Their team visited to review 

venue options.  
 
Misc.  
 
o Provided recap of ATLSFW for award entries.  
o Provided the FY25 Program of Work. Started prepping the FY25 PR budget and streamlining 

FY25 PR plans.  
o Vetting reactive requests and passing if applicable.  
o Bi-weekly meetings with AICVB. 
o Provided activity and publicity reports. 
o Share press visit coverage with partners.  
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Mission Statement 
Created by the Nassau County Board of County Commissioners in 1988, the Amelia Island Tourist 
Development Council (AITDC) oversees the development and marketing of Amelia Island as a world-
class tourism destination.  As provided by Florida law, the AITDC is responsible for the expenditure of 
revenues received from the levy and imposition of the tourism development tax. 
 
The goals of the AITDC are to generate visitation to Amelia Island and its attractions/special events, 
thereby increasing tax revenues, including sales taxes and those imposed on the hospitality industry. 
In turn, those tax revenues may be used to improve the quality of life for the citizens of the community, 
provide support for beach re-nourishment, and ensure a viable hospitality industry. 
 

The key marketing focus areas of Amelia Island TDC are: 

 
 
 

Events & Promotions 
 

Visitor Services 
o June 2024 – Number of Visitors – 2,575; Number of Welcome Bags Prepared – 329 
o On-Going Operations: Prepare welcome packets for meetings and tours, check hotel 

availability, assist visitors with area information and direction to visitors, encouraging first-
time and repeat visitation, assist with dining, and hotel reservations, encouraging first-time 
and repeat visitation.   Displays and distributes information of potential interest to guests 
including lodging activities and events.  Assist conference groups with area information when 
needed. 

 

 

Events & Promotions:
• Visitor Services
• Partnership Meetings
• Travel & Trade 
• Special Events

Marketing:
• Operations
• Strategy
• Website & Digital
• Content & Social
• Collateral

Public Relations:
• Writers & Influencers
• Press & Outreach
• Communication
• Promotions
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Partner Relations 
o New partners business listings setup: Holy Grounds Coffee House and Mimi's Coffee and Boba Tea 
o Attended Ribbon Cutting for Surf & Sand and Ash Street Cigar 
o Met with Innisfree corporate leadership 
o Met with Sunshine VR to familiarize with business and develop a possible meetings / small group 

venue. 
o Met with three Downs & St. Germain surveyors to ensure success of interviewing at new venue. 
o Met with senior execs with HVS to discuss overall state of Tourism in Nassau County 
o Secured participation commitment by 23 area restaurants for the September Amelia Island Dining 

Month program. 
o Completed the creation of Amelia Island Dining Month creative toolkit for participants. 

 
 

Community Outreach and Program Development 
o Attended the quarterly Nassau County Emergency Operations workshop  
o Managed Mason Dixon polling operation to determine next steps re: TDT expansion. 
o Support for new Arts and Culture Nassau board, determining how best to support 

 
Travel & Trade – Meetings, Consumer, International 

o Reviewed and facilitated distribution and vetting of 43 CVENT meeting RFPs to destination 
hotels. 

o Continued to provide app development input to TravPRO. 
 
Special Events 

o Review of Sponsorship amendments for renewal of events for The Amelia (Hagerty), Amelia 
Island Cookout (Ritz-Carlton, Amelia Island), Seaside Karate Classic (Fernandina Beach Dojo). 

o Review and scoring of drone show RFP for Dickens on Centre. 
o Meetings with third party suppliers for Dickens After Dark event on December 14. 
o Attended BOCC meeting for holiday lighting and Dickens entertainment approvals. 
o Formulated theme and meeting flow for Annual Strategic Marketing Meeting in August. 
o Work with team to secure restaurant participation for inaugural Amelia Island Dining Month. 
o Continued work on Dickens on Centre supplier contracts for production, staging, and 

transportation. 
o Set-up of new ticketing platform for Dickens Enchanted Village and Dickens After Dark. 
o Review of five TDC Sponsorship Funding requests for upcoming 2024 and 2025 events and 

programs.  

 
 
 

Marketing 
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Operations 

o Ongoing work on PO requisitions, tracking, invoice processing, managing FY 23 budget and 
FY24 budget including reallocations and incremental spending 

o  Ongoing updates to digital signage system in Welcome Center using in-house management 
platform OptiSigns supporting key messaging – both brand and events like Sounds on Centre, 
Amelia Island Dining Month, Kingfish Tournament, Amelia Island Dance Festival, and Les 
DeMerle Jazz Festival 

o Ongoing work on FY24 budgeting and forecasting based on actual TDT collections, plans and 
market conditions 

 

Strategy 
o Provide ongoing strategic direction on the brand vision and marketing execution  
o Facilitated meetings between Wildlight and a potential Sports Complex developer  
o Began development of  the FY 2025 Strategic Marketing Plan 
o Analyze weekly STR report and KeyData information and distribute performance report to 

stakeholders weekly. 
o Continuous execution and oversight of the annual marketing plan 
o FY24 media plan development, monitoring and optimization across all media channels 

including digital and social channels  
o Responding to 1Q marketing conditions showing softness in projected occupancy, 

planned and executed key incremental media campaigns targeted at lower funnel 
travelers: 
 Building awareness and interest in key opportunity international markets 

“Golden Horshoe” around Toronto, Canada 
 Launched nationwide promotion in Canada with the Weather Network as an 

extension of weather-trigger campaign to drive new international visitation 
 Incrementally allocated $250,000 in media spend to drive immediate/near term 

visitation and conversion in SE region (GA, SC, NC, TN, VA) plus Orlando, FL 
o Given emerging travel trends in 2024 and the negative impact on travel of inflation, 

launched strategic incremental media response for FY Q3 – Q4 targeting: 
 Southeast origin markets (FL, GL, SC, NC, VA, TN) 
 Meetings industry professions 
 Northeast and Mid-West key fly markets inclusive of NY and Chicago 
 Golden Horseshoe region of Ontario in FYQ4 to convert off-season visitation 

(Nov-Feb) 
 UK market and tour operators 
 September Dining Month promotion within SE drive market to create an annual 

legacy event during seasonally slow month of September 
o  Approve creative executions for media program rollouts – updating creative for Brand, 

SEM, social and niche marketing  
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o Refresh appropriate marketing executions to avoid wear out in paid media and social 
o Planning event marketing campaigns and executions including Amelia Island Chamber 

Music Festival, Amelia Island Songwriters Festival, Shrimp Festival, NTTW, Fish to Fork 
and Wild Amelia Nature Festival 

o Dedicated Meetings support launched and ongoing via digital media and e-marketing 
o Local planning and media purchasing in development supporting events as a key brand pillar 

and in conjunction with key strategic partners 
o Ongoing optimization of partner coop programs; coordination with external publishers, 

agency and internal stakeholders for AICVB dedicated email marketing program 
o Ongoing refresh and optimization of cooperative program with Florida’s First Coast of Golf 

including planning media, messaging and program support for Golfweek Couples Weekend 
event at Omni Amelia Island Resort on November 17-20, 2024 

o Continuous review, optimization and execution of cross-channel Marketing Dashboard for 
content, blog and email messaging including SEM strategy and partner support 

o Ongoing meetings, weddings and group program creative including leveraging partner 
content 

o Extensive ideations and strategic direction on the evolution of the 2024 Consumer Inspiration 
Guide as well as the development of a new on-island consumer piece, the 2024 Consumer 
Discovery Guide.  Extensive content review and development of printer specifications of both 
books.  Finalized Inspiration Guide for release to printer.  

 
Website & Digital  

 
o Launched AmeliaIsland.com on WordPress CMS platform 10/1/23 
o Launched email leisure program with Starmark support on 10/1/23 consisting of 3-4 emails per 

month targeted at the leisure consumer 
o Dedicated Meetings and Weddings website redesign and optimization ongoing. 
o Ongoing creative design, development and launch of AICVB dedicated email marketing 

program 
o Meeting email messaging program targeting planners, tour operators and international travel 

agents launched 
o Continuous update of Calendar of Events featuring Festivals & Events, plus Activities  
o Design and development of custom, targeted landing pages to key messaging targets:  

Meeting Planners, Tour Operators and Travel Agents, plus Press  
o Developed key functionality to expand user experience:  Beach Bag favoriting plus the 

opportunity to share your Beach Bag social with friends; On-island customer homepage 
featuring key information best for optimizing the on-island experience.  Added key 
communications components to Arts & Culture and Foodie Travel Guide to highlight key 
events interesting to that vertical target. 
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o Ongoing work on database management and optimization – continual monitoring and 
optimizing of Welcome series to incorporate demographics and psychographics of existing 
base for further targeting, increasing data collection and adding new subscribers 

o Identified key messaging verticals by month to leverage communications across blogs, email, 
website and social media to drive business across key segments and holiday and cultural 
events.  June is Beach month with Pride Month, Juneteenth and Father’s Day as well as World 
Ocean’s Day (6/8), National Golf Card Day (6/13) and World Nature Conservation Day (6/28) in 
the month 

o Blogs in June:  Father’s Day; First Friday Foodie Feature:  Wicked Bao; July 4th Activities; The 
History of Amelia Island’s Eight Flags; Top 10 Restaurants with Scenic Water Views; Team-
Building Activities on Amelia Island; Beach Safety; Trivia Nights on Amelia Island. 

o Emails in June: SAND & SURF FORMERLY COMFORT SUITES exclusive; July 4th Activities/Beach 
Lovers Itinerary/First Friday Foodie Feature:  Wicked Bao; The History of Amelia Island’s Eight 
Flags/INNKEEPERS (Addison, Fairbanks, Williams House, Blue Heron)/Top 10 Restaurants with 
Scenic Water Views. 

o Added animated graphic for additional brand or event messaging as appropriate on each 
email.  

 
Content & Social  
Full report can be found in your packet for reference. 

 

 
  
 
Collateral 

o 22 cases of destination brochures distributed to local tourism partners. 
o 329 Inspiration Guides shipped to fulfill online requests.  
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o Historic Walking Tour booklet reprinted (25,000 qty) 
o New Inspiration Guide being developed for mailers and trade shows 
o New Discovery Guide being developed for in market detailed information 
o Amelia Island Dining Month Posters and Rack cards being designed for print  

 
Public Relations 
Writers/Influencers  
o Followed up with Pets Welcome Here TV (April 29-May 1) about local air date and updated syndication 

report. Also worked with her to add episode to Amelia Island landing page and copy edits.     
o Attended meeting with client and Brand USA for Amelia Island “Lucky in Love” episode planning.  
o Finalized itinerary and hosted Colin Mukri/colinandmeg (June 12-16). Assisted during visit as necessary, 

followed up after visit, coverage published.    
o Finalized itinerary and hosted Brianna Steele/adventuresofatwinmom (June 13-16). Assisted during visit as 

necessary, followed up after visit, coverage published.    
o Finalized itinerary and hosted Amanda Steijlen to highlight accessibility (June 27-30). Assisted during visit 

as necessary, followed up after visit, coverage pending.    
o Continued planning visit for Malpeli/Miami Herald (July 5-10). Agreed to assist with one activity and one 

meal. 
o Connected with Chelle Walton/USA Today freelancer and agreed to host (July 9-11). Started planning visit.  
o Continued planning media visit for Jennifer Pickering/curatedbyjennifer (July 24-26).  
o Continued planning MICE Media FAM Tour for this summer (Aug 6-10). Confirmed media booking flights. 

Followed up with media invites and secured additional writer, Eming Piansay/Smart Meetings. Followed up 
again and in talks with Jen Juergens/freelancer for Meetings Today and Christine Loomis/freelancer for 
Corporate & Incentive Travel. 

o Continued planning media visit for Amber Capps/thelongweekender (Aug 16-18).   
o Continued discussing future press visit with Diana Blinks/withtheblinks.  
o Continued discussing future press visit with Anna Leigh Wilson/thebucketlistvagabond. Decided to pass.  
o Reached out to Kae Lani Palmisa/Philadelphia Magazine and invited to visit in the future. No response.  

 
Press/Outreach 

o Prepared pitch for Fourth of July and distributed to local and drive markets.  
o Conducted outreach to publications in Savannah, Hilton Head and Southeast U.S. for Dining Month 

Advertorial. Met with LOCAL Life (Hilton Head) and The Local Palate (SE U.S.).  
o Continued planning MICE Media Mailers with client.  
o Sent summer pitches/releases to lead with Liz Zack, freelancer.  
o Sent summer pitches/releases to Helen M Cauley for Summer Fun story in Atlanta Journal-Constitution.  



 

Amelia Island Tourist Development Council 
 

 
Tourism Activity Report 

 
  

o Submitted pitches to VISIT FLORIDA for Florida for Foodies, Family-Friendly Florida and Budget-Friendly 
Family Florida.  

 
Promotional / Partnerships 
o Provided ideas for Christmas in July (Dickens on Centre related) and discussed with client.  
o Continued planning social media giveaway with Orlando Weekly and Creative Loafing (for Dining Month). 

Secured partners for prize package. Worked with client to provide copy and images.  
o Continued planning foodie influencer media mailer campaign for Dining Month, Amelia Island Cookout and 

Worth Tasting event. Setup meeting with Ritz to gauge involvement.  Secured partners for prize package. 
Sent invites to influencers and secured four: Urvi Patel/Bostonfoodieeats, Laurie Schroeder/laurielivinglife, 
Kiera Andrews/thisbabeeats, and Donovan Mendez/eatclickrepeat_.  

o Continued planning Yelp Elite Jacksonville Dining Month Elite event (Aug. 22).  Secured venue. 
o Continued planning Garden & Gun Supper. Decided to pass on offering tickets to media.   
 
Misc.  
o Discussed remaining FY24 Budget and drafted plan.  
o Provided the FY25 PR budget and FY25 PR Budget Planning Doc.   
o Updated Crisis Communication document and reviewed final.  
o Vetting reactive requests and passing if applicable.  
o Bi-weekly meetings with AICVB. 
o Provided activity and publicity reports. 
o Share press visit coverage with partners.  

 



4. Publicity Reports



AICVB April 24 - General Updated 05/09/2024 05:58

Articles

210.3M
IMPRESSIONS

Articles

105
ENGAGEMENTS

https://www.yahoo.com/news/sunshine-state-thrills-guide-best-010000644.html?guccounter=1
https://www.southernliving.com/legendary-dive-bars-8609445
https://www.miamiherald.com/living/travel/article287291685.html
https://www.thetravel.com/florida-beaches-for-every-traveler-type/
https://www.jacksonville.com/story/entertainment/events/2024/04/29/things-to-do-in-jacksonville-florida-in-may-2024/73354871007/
https://www.tennessean.com/story/life/food/2024/04/05/southern-living-names-nashville-bar-santas-pub-legendary-southern-dive-bar/73203864007/


https://hayworth-pr.influencekit.com/reports/pdf/afa55a95df473a546af3957ce715a39b124de4ef?eagerLoadEmbeds=true&pdf=true
https://www.smartmeetings.com/news/160272/gmid-2024-events-scheduled-for-global-meetings-industry-day
https://www.dnj.com/story/life/food/2024/04/05/southern-living-names-nashville-bar-santas-pub-legendary-southern-dive-bar/73203864007/
https://www.theleafchronicle.com/story/life/food/2024/04/05/southern-living-names-nashville-bar-santas-pub-legendary-southern-dive-bar/73203864007/
https://clubandresortbusiness.com/earth-day-signals-call-for-green-lodging-sustainable-community-certification/
https://www.meetingstoday.com/articles/144531/paws-itive-impact-and-more-southern-hospitality-news
https://hayworth-pr.influencekit.com/reports/pdf/afa55a95df473a546af3957ce715a39b124de4ef?eagerLoadEmbeds=true&pdf=true
https://www.greenlodgingnews.com/audubon-international-celebrates-green-communities-for-earth-day/
https://karenkuzsel.com/2024/04/19/4308/


Generated: 5/10/2024, 3:03:40 PM

https://issuu.com/audubonintl/docs/stewardship_news-spring_2024?fr=sZDVlNzYyOTkyNzY
https://hayworth-pr.influencekit.com/reports/pdf/afa55a95df473a546af3957ce715a39b124de4ef?eagerLoadEmbeds=true&pdf=true
https://www.visitflorida.com/travel-ideas/articles/jacksonville-port-before-after-cruise/


These metrics are not aggregated alongside other content channels (learn why)

 AICVB May 2024 Publicity Report Updated 06/12/2024 01:15

Articles

Other (Convention South Print)

Other (Toronto Sun Print)

Other (Fernandina Beach News-Leader
Print)

Instagram TikTok Facebook

Instagram Stories

1.69B
IMPRESSIONS

Articles Instagram TikTok

Facebook

9,531
VIEWS

Articles Instagram TikTok

Facebook Instagram Stories

3,316
ENGAGEMENTS

General Coverage
 

897.36M
IMPRESSIONS

1,034
VIEWS

468
ENGAGEMENTS

http://help.influencekit.com/en/articles/2138024-what-metrics-are-available-on-reports-and-what-do-they-mean
https://www.yahoo.com/lifestyle/20-friendliest-towns-south-235631998.html
https://www.yahoo.com/lifestyle/20-best-beach-towns-florida-150000818.html
https://www.timeout.com/usa/news/here-are-the-best-beach-vacation-spots-for-families-this-year-050124
https://www.southernliving.com/friendliest-towns-in-south-8634416
https://www.purewow.com/travel/best-beach-towns-in-florida
https://www.thetravel.com/small-summer-towns-best-beaches-florida/


https://www.thetravel.com/us-islands-that-feel-like-europe/
https://www.thetravel.com/cheap-islands-in-the-us-caribbean-alternatives/
https://torontosun.com/travel/usa/historic-st-augustine-and-cozy-amelia-island-offer-contrasting-florida-options
https://www.sun-sentinel.com/2024/05/01/new-issue-of-explore-florida-the-caribbean-is-going-places/
https://www.orlandosentinel.com/2024/05/01/new-issue-of-explore-florida-the-caribbean-is-going-places/
https://www.heraldtribune.com/story/entertainment/2024/05/17/florida-best-beaches-shark-teeth-tooth-hunting/73682247007/
https://www.atlantamagazine.com/southbound-articles/essential-southern-beach-trips
https://hayworth-pr.influencekit.com/reports/pdf/9bcb6f79b78d60fd50b43825e5d9f11d9331d81c?eagerLoadEmbeds=true&pdf=true
https://www.qgdigitalpublishing.com/publication/?m=24202&i=820987&p=18&ver=html5


9,463
IMPRESSIONS

1,034
VIEWS

41
ENGAGEMENTS

View on
TikTok

https://issuu.com/nonstoplife/docs/ec-sm-2024
https://news.wjct.org/show/first-coast-connect/2024-05-01/first-coast-connect-drugs-duval-jail
https://whereverfamily.com/family-fun-on-amelia-island/
https://hayworth-pr.influencekit.com/reports/pdf/9bcb6f79b78d60fd50b43825e5d9f11d9331d81c?eagerLoadEmbeds=true&pdf=true
https://simplybuckhead.com/eco-eclectic/
https://www.tiktok.com/@jaredranahan/video/7371496422471978282?_r=1&_t=8mYJG1xPnfb
https://hayworth-pr.influencekit.com/reports/pdf/9bcb6f79b78d60fd50b43825e5d9f11d9331d81c?eagerLoadEmbeds=true&pdf=true
https://conventionsouth.com/island-destinations-of-the-south/
https://hayworth-pr.influencekit.com/reports/pdf/9bcb6f79b78d60fd50b43825e5d9f11d9331d81c?eagerLoadEmbeds=true&pdf=true


https://www.instagram.com/p/C7Cy35KB8BR/
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http://help.influencekit.com/en/articles/2138024-what-metrics-are-available-on-reports-and-what-do-they-mean
https://instagram.com/stories/brittneynaylor/3367954847423354282
https://instagram.com/stories/brittneynaylor/3367240385007580865
https://instagram.com/stories/brittneynaylor/3366511630165324262
https://instagram.com/stories/brittneynaylor/3368717982287908869
https://instagram.com/stories/brittneynaylor/3366736975296067664
https://instagram.com/stories/brittneynaylor/3368030127907440105


https://instagram.com/stories/brittneynaylor/3368036404951962566
https://instagram.com/stories/brittneynaylor/3368032093484149909
https://instagram.com/stories/brittneynaylor/3367978908904282070
https://instagram.com/stories/brittneynaylor/3366738585942391604
https://instagram.com/stories/brittneynaylor/3368716979614346782
https://instagram.com/stories/brittneynaylor/3367225102717143830
https://instagram.com/stories/brittneynaylor/3367260606435190856
https://instagram.com/stories/brittneynaylor/3368128900184125976
https://amomwelltraveled.com/family-weekend-in-amelia-island/


1,010
IMPRESSIONS

1,010
VIEWS

40
ENGAGEMENTS

View on
TikTok

https://www.instagram.com/reel/C7P_dM_MhwZ/
https://www.instagram.com/reel/C6955nZMOa5/
https://www.tiktok.com/@brittneynaylor/video/7369025840673344811
https://www.facebook.com/reel/414876048037470
https://www.dropbox.com/scl/fo/8oaa6n1gohbk7w19jlxzo/AI0eLExBfcooyeDg24wEuwQ?rlkey=at071y7i83gfifodl1n2wzn7n&st=jfbxtgaz&dl=0


US Best Island Release
 

796.58M
IMPRESSIONS

284
ENGAGEMENTS

https://www.yahoo.com/lifestyle/amelia-island-voted-best-island-004520582.html
https://weather.com/travel/video/amelia-island-florida-named-best-in-us
https://www.bizjournals.com/jacksonville/news/2024/05/09/amelia-best.html
https://www.thetravel.com/americas-best-amelia-island-florida/
https://www.actionnewsjax.com/news/local/amelia-island-voted-best-island-us-global-traveler-magazine/MWIIABFY5BGOTGL7OBMJYHRTZY/
https://www.actionnewsjax.com/news/photos/photos-amelia-island/MKS7TCHVIRCVXNUPM5BQIVTBXI/


https://www.traveloffpath.com/southern-charm-meets-white-sand-beaches-florida-island-named-best-in-the-u-s/
https://www.wokv.com/news/local/amelia-island-voted-best-island-us-global-traveler-magazine/MWIIABFY5BGOTGL7OBMJYHRTZY/
https://www.globaltravelerusa.com/global-traveler-announces-the-winners-of-the-2024-leisure-lifestyle-awards/
https://pontevedrarecorder.com/stories/amelia-island-voted-best-island-in-the-us,87855?
https://hayworth-pr.influencekit.com/reports/pdf/9bcb6f79b78d60fd50b43825e5d9f11d9331d81c?eagerLoadEmbeds=true&pdf=true
https://10news.org/2024/05/amelia-island-voted-best-island-in-the-u-s-in-2024-leisure-lifestyle-awards-action-news-jax/
https://jaxtoday.org/2024/05/06/amelia-recognized-as-best-island-in-us/


Generated: 6/12/2024, 1:40:09 PM

Shannon Devine
 

22,432
IMPRESSIONS

4,087
VIEWS

1,362
ENGAGEMENTS

https://hayworth-pr.influencekit.com/reports/pdf/9bcb6f79b78d60fd50b43825e5d9f11d9331d81c?eagerLoadEmbeds=true&pdf=true
https://devinefairytale.com/amelia-island-williams-house
https://www.instagram.com/reel/C7w63G3J-xa/
https://www.instagram.com/reel/C7CzaohgrS6/
https://www.instagram.com/reel/C69VXhPgq3X/


 AICVB June 2024 Publicity Report Updated 07/09/2024 06:51

Articles Instagram

482.44M
IMPRESSIONS

Other (Pets Welcome Here Episode)

Instagram

64.8M
VIEWS

Articles Instagram

4,835
ENGAGEMENTS

Britney Guertin
 

482.17M
IMPRESSIONS

64.76M
VIEWS

794
ENGAGEMENTS

https://www.yahoo.com/lifestyle/fourth-july-2024-county-county-195817990.html
https://petswelcomehere.tv/amelia-island/
https://finance.yahoo.com/news/nassau-county-tourism-topped-1-213307810.html
https://www.thetravel.com/places-in-the-us-that-feel-like-the-cayman-islands/
https://www.thetravel.com/most-haunted-hiking-trails-in-florida/
https://www.jacksonville.com/story/entertainment/events/2024/06/22/4th-of-july-fireworks-displays-in-the-jacksonville-area/74099636007/


https://www.wanderlustmagazine.com/inspiration/5-incredible-accessible-travel-experiences-in-florida/
https://www.heraldtribune.com/story/news/2024/06/05/florida-beaches-list-usa-today-dr-beach/73968040007/
https://www.actionnewsjax.com/news/local/fourth-july-2024-county-by-county-list-fireworks-displays-events-jacksonville-area/HOZ5FNWXXFB4TPASZ2Z3NXHW4E/
https://www.actionnewsjax.com/news/local/nassau-county-tourism-topped-12-billion-2023-according-amelia-island-tourism-report/ENOK5ZA56VD7LM3QMTX6NVYXOE/
https://www.wokv.com/news/local/fourth-july-2024-county-by-county-list-fireworks-displays-events-jacksonville-area/HOZ5FNWXXFB4TPASZ2Z3NXHW4E/
https://authenticflorida.com/florida-events-in-may/
https://openjaw.com/supplier-hub/2024/06/03/florida-accessible-for-all-travellers/
https://www.fbnewsleader.com/regional-newsletter/cvb-looks-extend-bed-tax-entire-county
https://www.wape.com/news/local/2024-fireworks-guide-county-by-county-list-fireworks-displays/2D5AMZLJHNC6JDGAGL7AUZXEB4/


Brianna Steele
 

264,371
IMPRESSIONS

26,712
VIEWS

3,547
ENGAGEMENTS

https://www.instagram.com/stories/highlights/17867991042115658/
https://www.instagram.com/p/C8aL5IPPRwa/
https://www.instagram.com/p/C8cAFkGu1mK/
https://www.instagram.com/p/C8SqgE9BgqH/
https://adventuresofatwinmom.com/2024/06/20/amelia-island/
https://www.dropbox.com/scl/fo/ii4703aeu5x2v9r6dnwel/AFypiTw9jTiiPE9rQqH0uNE?rlkey=pqkyjj869z7ajvqhm7qyg0281&st=rrj9tbdi&dl=0


Generated: 7/9/2024, 7:43:00 PM

Colin Mukri
 

12,112
IMPRESSIONS

9,162
VIEWS

494
ENGAGEMENTS

https://www.instagram.com/p/C8pqckfP0c5/


5. Social Media Reports



Profile Performance
April 2024

Understand growth and health of your social profiles



Profile Performance | 1 of 10

Included in this Report

@AmeliaIslandFlo Amelia Island
visitameliaisland Amelia Island, Florida
visitameliaisland Amelia Island, Florida
Visit Amelia Island



Profile Performance | 2 of 10

Performance Summary
View your key profile performance metrics from the reporting period.

Impressions

13,490,776
1.5%

Engagements

52,583 18.6%
Post Link Clicks

23,839 28.6%

Audience

160,750 1%
Net Audience Growth

1,532 7.2%
Audience Gained

756 8.2%

Audience Lost

159 29.3%
Published Posts

187 0.5%
Video Views

880,121 12.9%

Engagement Rate (per
Impression)

0.4% 17.5%

Reactions

15,758 0.4%
Comments

647 20.8%

Shares

1,326 16.4%
Saves

215 37.3%
Other Post Clicks

10,787 15.4%

Other Engagements

11 22.2%



Profile Performance | 3 of 10

Audience Growth
See how your audience grew during the reporting period.

Net Audience Growth Breakdown by Network, by Day

Audience Metrics Totals % Change

Total Net Audience Growth 1,532 7.2%

X Net Follower Growth 7 40%

Facebook Net Follower Growth 788 6.2%

Instagram Net Follower Growth 556 27.2%

LinkedIn Net Follower Growth 30 42.9%

TikTok Net Follower Growth 147 31%

Pinterest Net Follower Growth 1 75%

YouTube Net Subscriber Growth 3 57.1%

We are unable to display data for some of this date range. .
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Profile Performance | 4 of 10

Message Volume
Review the volume of sent and received messages across networks during the selected time period.

Sent Messages Metrics Totals % Change

Total Sent Messages 343 14%

X Sent Messages 8 46.7%

Facebook Sent Messages 111 19.6%

Instagram Sent Messages 197 9.2%

LinkedIn Sent Messages 3 50%

TikTok Sent Messages 8 33.3%

Pinterest Sent Messages 10 28.6%

YouTube Sent Messages 6 500%

Messages per Day

1 
APR

2 3 4 5 6 7 8 9 10 11 12 13 14 15 16 17 18 19 20 21 22 23 24 25 26 27 28 29 30
0

50

100

150

200

Sent Messages Received Messages



Profile Performance | 5 of 10

Message Volume
Review the volume of sent and received messages across networks during the selected time period.

Received Messages Metrics Totals % Change

Total Received Messages 2,266 27.2%

X Received Messages 25 28.6%

Facebook Received Messages 1,454 36%

Instagram Received Messages 777 17.2%

LinkedIn Received Comments 3 —

TikTok Received Messages 7 53.3%



Profile Performance | 6 of 10

Impressions
Review how your content was seen across networks during the reporting period.

Impressions Comparison by Network, by Day

Impression Metrics Totals % Change

Total Impressions 13,490,776 1.5%

X Impressions 1,601 49.6%

Facebook Impressions 12,073,056 5%

Instagram Impressions 1,387,751 51%

LinkedIn Impressions 2,434 132.9%

TikTok Impressions 25,934 59.6%

1 
APR

2 3 4 5 6 7 8 9 10 11 12 13 14 15 16 17 18 19 20 21 22 23 24 25 26 27 28 29 30
0

500K

1M

1.5M

2M

X Facebook Instagram LinkedIn TikTok



Profile Performance | 7 of 10

Engagement
See how people are engaging with your posts during the reporting period.

Engagements Breakdown by Network, by Day

Engagement Metrics Totals % Change

Total Engagements 52,828 18.6%

X Engagements 69 60.8%

Facebook Engagements 42,643 21.4%

Instagram Engagements 8,057 5.8%

LinkedIn Engagements 678 505.4%

TikTok Engagements 1,276 25.6%

YouTube Engagements 105 59.1%

1 
APR

2 3 4 5 6 7 8 9 10 11 12 13 14 15 16 17 18 19 20 21 22 23 24 25 26 27 28 29 30
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1,000
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3,000
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Profile Performance | 8 of 10

Engagement Rate
See how engaged people are with your posts during the reporting period.

Engagement Rate (per Impression) Comparison by Network, by Day

Engagement Rate Metrics Rate % Change

Engagement Rate (per Impression) 0.4% 17.5%

X Engagement Rate 4.3% 22.2%

Facebook Engagement Rate 0.4% 17.3%

Instagram Engagement Rate 0.6% 37.6%

LinkedIn Engagement Rate 27.9% 159.9%

TikTok Engagement Rate 4.9% 84.3%

1 
APR

2 3 4 5 6 7 8 9 10 11 12 13 14 15 16 17 18 19 20 21 22 23 24 25 26 27 28 29 30
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20%

40%

60%

80%

100%
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Profile Performance | 9 of 10

Video Views
Review how your videos were viewed across networks during the reporting period.

Video Views Metrics Totals % Change

Video Views 880,121 12.9%

X Video Views 0 0%

Facebook Video Views 448,075 168.7%

Instagram Post Video Views 39,749 33.1%

LinkedIn Video Views 0 0%

TikTok Video Views 25,934 59.6%

YouTube Video Views 366,363 49.2%

Video Views, by Day

1 
APR

2 3 4 5 6 7 8 9 10 11 12 13 14 15 16 17 18 19 20 21 22 23 24 25 26 27 28 29 30
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20K

30K

40K
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Profile Performance | 10 of 10

Profiles
Review your aggregate profile and page metrics from the reporting period.

Reporting Period
Apr 1, 2024 – Apr 30, 2024

160,750
1%

13,490,776
1.5%

52,583
18.6%

880,121
12.9%

Compare to
Mar 1, 2024 – Mar 31, 2024

159,222 13,693,550 64,616 1,011,006

Amelia Island 118,232 12,073,056 42,643 448,075

visitameliaisland 34,664 1,387,751 7,812 39,749

Amelia Island,
Florida

1,745 25,934 1,276 25,934

Amelia Island,
Florida

1,248 2,434 678 0

Visit Amelia Island 1,040 N/A 105 366,363

@AmeliaIslandFlo 3,228 1,601 69 0

visitameliaisland 593 N/A N/A N/A

Profile Audience Impressions Engagements Video Views



Profile Performance
May 2024

Understand growth and health of your social profiles



Profile Performance | 1 of 10

Included in this Report

@AmeliaIslandFlo Amelia Island
visitameliaisland Amelia Island, Florida
Visit Amelia Island Amelia Island, Florida
Visit Amelia Island



Profile Performance | 2 of 10

Performance Summary
View your key profile performance metrics from the reporting period.

Engagements

34,818
Audience

158,276
Net Audience Growth

1,379

Published Posts

168
Video Views

1,526,821
Reactions

13,395

Comments

531
Shares

1,431



Profile Performance | 3 of 10

Audience Growth
See how your audience grew during the reporting period.

Net Audience Growth Breakdown by Network, by Day

Audience Metrics Totals

Total Net Audience Growth 1,379

X Net Follower Growth 5

Facebook Net Follower Growth 807

Instagram Net Follower Growth 456

LinkedIn Net Follower Growth 31

TikTok Net Follower Growth 66

Pinterest Net Follower Growth 1

YouTube Net Subscriber Growth 13

1 
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Profile Performance | 4 of 10

Message Volume
Review the volume of sent and received messages across networks during the selected time period.

Sent Messages Metrics Totals

Total Sent Messages 291

X Sent Messages 6

Facebook Sent Messages 87

Instagram Sent Messages 171

LinkedIn Sent Messages 5

TikTok Sent Messages 7

Pinterest Sent Messages 13

YouTube Sent Messages 2

Messages per Day

1 
MAY
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Profile Performance | 5 of 10

Message Volume
Review the volume of sent and received messages across networks during the selected time period.

Received Messages Metrics Totals

Total Received Messages 2,101

X Received Messages 22

Facebook Received Messages 1,333

Instagram Received Messages 734

LinkedIn Received Comments 7

TikTok Received Messages 5
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Impressions
Review how your content was seen across networks during the reporting period.

Impressions Comparison by Network, by Day

Impression Metrics Totals

Total Impressions 9,506,609

X Impressions 1,379

Facebook Impressions 9,058,619

Instagram Impressions 419,339

LinkedIn Impressions 5,460

TikTok Impressions 21,812
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2 3 4 5 6 7 8 9 10 11 12 13 14 15 16 17 18 19 20 21 22 23 24 25 26 27 28 29 30 31
0
200K
400K
600K
800K
1M
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Engagement
See how people are engaging with your posts during the reporting period.

Reactions, Comments, Shares, Post Link Clicks, Saves, Other Post Clicks, Other… Breakdown by Network, by Day

Engagement Metrics Totals

Total Engagements 34,818

X Engagements 95

Facebook Engagements 26,528

Instagram Engagements 6,245

LinkedIn Engagements 1,095

TikTok Engagements 751

YouTube Engagements 104
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Engagement Rate
See how engaged people are with your posts during the reporting period.

Engagement Rate (per Impression) Comparison by Network, by Day

Engagement Rate Metrics Rate

Engagement Rate (per Impression) 0.4%

X Engagement Rate 6.9%

Facebook Engagement Rate 0.3%

Instagram Engagement Rate 1.5%

LinkedIn Engagement Rate 20.1%

TikTok Engagement Rate 3.4%
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Video Views
Review how your videos were viewed across networks during the reporting period.

Video Views Metrics Totals

Video Views 1,526,821

X Video Views 0

Facebook Video Views 594,359

Instagram Post Video Views 46,163

LinkedIn Video Views 0

TikTok Video Views 21,812

YouTube Video Views 864,487

Video Views, by Day
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Profiles
Review your aggregate profile and page metrics from the reporting period.

Reporting Period
May 1, 2024 – May 31, 2024

158,276 9,506,609 34,818 1,526,821 168

Amelia Island 115,182 9,058,619 26,528 594,359 22

visitameliaisland 35,124 419,339 6,245 46,163 113

@AmeliaIslandFlo 3,233 1,379 95 0 6

Amelia Island,
Florida

1,814 21,812 751 21,812 7

Amelia Island,
Florida

1,279 5,460 1,095 0 5

Visit Amelia Island 1,050 N/A 104 864,487 2

Visit Amelia Island 594 N/A N/A N/A 13

Profile Audience Impressions Engagements Video Views
Published

Posts



Profile Performance
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Understand growth and health of your social profiles
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Included in this Report

@AmeliaIslandFlo Amelia Island
visitameliaisland Amelia Island, Florida
Visit Amelia Island Amelia Island, Florida
Visit Amelia Island
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Performance Summary
View your key profile performance metrics from the reporting period.

Engagements

34,095
Audience

159,830
Net Audience Growth

1,544

Published Posts

119
Video Views

1,763,777
Reactions

12,649

Comments

536
Shares

944
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Audience Growth
See how your audience grew during the reporting period.

Net Audience Growth Breakdown by Network, by Day

Audience Metrics Totals

Total Net Audience Growth 1,544

X Net Follower Growth 14

Facebook Net Follower Growth 973

Instagram Net Follower Growth 472

LinkedIn Net Follower Growth 13

TikTok Net Follower Growth 59

Pinterest Net Follower Growth 5

YouTube Net Subscriber Growth 8

We are unable to display data for some of this date range. .
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Message Volume
Review the volume of sent and received messages across networks during the selected time period.

Sent Messages Metrics Totals

Total Sent Messages 224

X Sent Messages 5

Facebook Sent Messages 79

Instagram Sent Messages 119

LinkedIn Sent Messages 0

TikTok Sent Messages 9

Pinterest Sent Messages 11

YouTube Sent Messages 1

Messages per Day
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Message Volume
Review the volume of sent and received messages across networks during the selected time period.

Received Messages Metrics Totals

Total Received Messages 1,771

X Received Messages 35

Facebook Received Messages 1,251

Instagram Received Messages 479

LinkedIn Received Comments 0

TikTok Received Messages 6
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Impressions
Review how your content was seen across networks during the reporting period.

Impressions Comparison by Network, by Day

Impression Metrics Totals

Total Impressions 7,812,351

X Impressions 2,238

Facebook Impressions 7,457,477

Instagram Impressions 323,119

LinkedIn Impressions 444

TikTok Impressions 29,073
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Engagement
See how people are engaging with your posts during the reporting period.

Reactions, Comments, Shares, Post Link Clicks, Saves, Other Post Clicks, Other… Breakdown by Network, by Day

Engagement Metrics Totals

Total Engagements 34,095

X Engagements 110

Facebook Engagements 27,514

Instagram Engagements 5,712

LinkedIn Engagements 56

TikTok Engagements 639

YouTube Engagements 64
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Engagement Rate
See how engaged people are with your posts during the reporting period.

Engagement Rate (per Impression) Comparison by Network, by Day

Engagement Rate Metrics Rate

Engagement Rate (per Impression) 0.4%

X Engagement Rate 4.9%

Facebook Engagement Rate 0.4%

Instagram Engagement Rate 1.8%

LinkedIn Engagement Rate 12.6%

TikTok Engagement Rate 2.2%
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Video Views
Review how your videos were viewed across networks during the reporting period.

Video Views Metrics Totals

Video Views 1,763,777

X Video Views 0

Facebook Video Views 788,524

Instagram Post Video Views 155,458

LinkedIn Video Views 0

TikTok Video Views 29,073

YouTube Video Views 790,722

Video Views, by Day
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Profiles
Review your aggregate profile and page metrics from the reporting period.

Reporting Period
Jun 1, 2024 – Jun 30, 2024

159,830 7,812,351 34,095 1,763,777 119

Amelia Island 116,163 7,457,477 27,514 788,524 22

visitameliaisland 35,596 323,119 5,712 155,458 74

@AmeliaIslandFlo 3,247 2,238 110 0 5

Amelia Island,
Florida

1,874 29,073 639 29,073 6

Amelia Island,
Florida

1,291 444 56 0 0

Visit Amelia Island 1,060 N/A 64 790,722 1

Visit Amelia Island 599 N/A N/A N/A 11

Profile Audience Impressions Engagements Video Views
Published

Posts
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UI/UX - Summary - Apr 2024

4

Total User Sessions Analyzed: 1127

● Mobile: 812
● Tablet: 71
● Desktop: 244

Insights and Recommendations:

● Very few clicks on Z Grid Buttons. Consider updating Z grid content to keep it fresh.
● Users tend to click on Z-Grid photo which currently has no response. We recommend linking it to the relevant blog post. 
● 27% increase in tablet users compared to last month. Website functions seamlessly in all common device sizes including tablets.   
● Most clicked item on the homepage is the partner slider 9.23% of all clicks, followed by Travel Guide slider.
● Most users scroll down through the top 34.6% of the homepage (6.6% more than March)
● Place any important call-to-action banners (e.g; request inspiration guide banner once new page is live) above the halfway point of 

the homepage to ensure it is viewed by the most number of people.
● Clicking activity is excellent which suggests that there are sufficient number of clear, prominent and actionable CTAs and 

interactive widgets on the homepage. 
● The linear cursor movement on the homepage indicates that users are having a frictionless browsing experience.
● There were no rage clicks reported on the homepage.
● Request a guide received 0.43% of all clicks in the month of April.

○ Suggest we remove this block and then add it again with the new travel guide when ready.
● Trip planning and map icons in the header navigation received 2 clicks each while, Calendar received 0
● Media, About, FB and phone number were the only options in the footer with clicks/interaction. Consider adding phone number in 

the header menu if receiving calls is not an issue.

For detailed review of the Homepage user activity, please refer to the next slides.



UI/UX - Summary - Apr 2024

5



UI/UX - Mobile Session Overview - Apr 2024

6

● Clicks: 39

● Text Input: 0

● Rage Click: 0

● U-Turns: 0

● Errors: 0

View session recording here:

https://insights.hotjar.com/r?recording=49666114409&token=8ea9e8494a2f82731eff7ea507f68428&h=07520f06035206


Heatmaps - Move - Apr 2024
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Lots of activity throughout homepage specially around header navigation, buttons, sliders, and FAQ accordions.

*Color spot/gradient showcases cursor movement, warmer color suggests longer cursor pause.



Heatmaps - Clicks Apr 2024
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Interaction and clicks on header navigation, scroll arrows, booking widget, “Learn More” buttons, 
partner tabs and travel guide slider, FAQ accordions, photo gallery and  footer menu

*Each color dot showcases user clicks, the larger the size of the spot, the more user clicked the area.



Heatmaps - Scroll - Apr 2024
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Scroll score is fair. 34.6% of visitors scroll down upto FAQs section. 6.6% more than last (Mar) month (28)%

RED: 100%     YELLOW: >85%    GREEN: >60%    BLUE: >20%



UI/UX - User Demographics Apr 2024
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Website Summary - April  2024

Website Summary

https://lookerstudio.google.com/reporting/38c8c925-bf82-488c-8460-5a6a73905f5c/page/1KVhD
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Website Summary - Blog - April  2024

Website Summary - Blog

https://lookerstudio.google.com/reporting/38c8c925-bf82-488c-8460-5a6a73905f5c/page/p_o23et7ckbd
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GA Conversions - April  2024

Google Analytics Conversions

https://lookerstudio.google.com/reporting/38c8c925-bf82-488c-8460-5a6a73905f5c/page/p_8dejez5jbd
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Email Performance - April  2024

Email Performance

https://lookerstudio.google.com/reporting/38c8c925-bf82-488c-8460-5a6a73905f5c/page/p_md9lqf78bd


ORGANIC TRAFFIC 
OVERVIEW



ORGANIC TRAFFIC OVERVIEW - MoM

Sessions

-6.46%
60,352 vs 64,519

Pages / Session

-1.45%
2.04 vs 2.07

Bounce Rate

+3.95%
32.65% vs 31.41%

New Users

-6.33%
43,331 vs 46,259

Avg. Session Duration

-4.88%
00:03:15 vs 00:03:25

APRIL 1, 2024 - APRIL 30, 2024 vs. MARCH 1, 2024 - MARCH 29, 2024 Organic Traffic Overview - MoM

● Organic sessions decreased 6.46% MoM

● New users, average session duration also 
decreased slightly

● Notable MoM decreases to

○ Restaurants & Dining (-15.23%)

○ Homepage (-10.17%)

○ Places to Stay (-4.67%)

○ Things to Do (-8.23%)

○ Downtown Travel Guide (-13.00%)

● Slight traffic decreases to every site 
suggests decreased overall volume, not 
decreases to overall keyword rankings

● Pages/session, bounce rate remained 
largely the same. No negative user 
experience impacting site traffic 
downtrends. Likely simple a drop in MoM 
overall search volume.

APRIL 1, 2024 - APRIL 30, 2024

MARCH 1, 2024 - MARCH  29, 2024

https://www.ameliaisland.com/restaurants-bars/
https://www.ameliaisland.com/
https://www.ameliaisland.com/places-to-stay/
https://www.ameliaisland.com/things-to-do/
https://www.ameliaisland.com/travel-guides/downtown/


ORGANIC TRAFFIC OVERVIEW - YoY

Sessions

-5.83%
60,352 vs 64,088

Pages / Session

-2.86%
2.04 vs 2.10

Bounce Rate

-35.91%
32.65% vs 50.94%

New Users

-11.31%
43,331 vs 48,857

Avg. Session Duration

+42.05%
00:03:15 vs 00:01:53

APRIL 1, 2024 - APRIL 30, 2024 vs. APRIL 1, 2023 - APRIL 30, 2023

Organic Traffic Overview - YoY

● Like MoM sessions, total YoY sessions 
also decreased slightly.

● Bounce rate, average session duration 
continue to improve massively YoY - 
suggesting improved user experience.

● Organic new users down 16.71% YoY; 
total new users up 117.65% (141,548 to 
308,099)

● No surprise in slight sessions drop. In 
2023, sessions decreased slightly 
(10.41%) before rebounding in May. We 
saw the same trend in 2024.

● We’re maintaining that massive uptick 
in pages with greater intent (Places to 
Stay, travel guides, etc.) this month, 
along with decrease in entry-level pages 
(Homepage, Activities, etc.). This trend 
greatly suggests two trends:

1. Better YoY indexation of pages 
deeper within the website - both 
in organic search results, and as 
featured snippets.

2. More direct user navigation to 
deeper-intent pages, and away 
from those first-level pages with 
navigational features. 

APRIL 1, 2024 - APRIL 30, 2024

APRIL 1, 2023 - APRIL 30, 2023



TOP PAGES ORGANIC  | APRIL 1, 2024 - APRIL 30, 2024
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KEYWORDS
POSITIONS 



TOP ORGANIC KEYWORDS  | Organic Rankings - Desktop

20

Organic Keyword Overview

● Four new keywords in top 3 over past 
month, including:
   - omni at amelia island (5th to 2nd)
   - electric bike rental amelia island (4th 
to 2nd)
   - omni amelia island plantation resort 
(4th to 3rd)

● Forty-six keywords gained positioning 
within top 10 results, including:
   - best things to do amelia island (2nd to 
1st)
   - blue heron inn (14th to 8th)
   - fernandina beach fort clinch (9th to 
8th)
   - kayak amelia (12th to 7th)

● Thirty-three keywords lost some 
positioning within the top 10, including:
   - brett's amelia island (1st to 2nd)
   - brett's waterway cafe fernandina (2nd 
to 3rd)
   - hampton inn fernandina beach fl (6th 
to 7th)
   - florida island (8th to 9th)

https://docs.google.com/spreadsheets/d/17bAWSBV0jC5_WvWCk_8cpvBJiMXmD6bS/edit?usp=sharing&ouid=102087996737036210071&rtpof=true&sd=true
https://docs.google.com/spreadsheets/d/1nqQihg2Pmod7Os7bdECSktz6ECCz2Xd2/edit?usp=sharing&ouid=102087996737036210071&rtpof=true&sd=true
https://docs.google.com/spreadsheets/d/13w8nw9ebBpWEHkmOYp2a09Kd9okBd7Vf/edit?usp=sharing&ouid=102087996737036210071&rtpof=true&sd=true


TOP ORGANIC KEYWORDS  | Organic Rankings - Mobile
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Organic Keyword Overview
● Two new keywords in top 3 over 

past month:
   - amelia island condo rentals (5th 
to 3rd)
   - oceanside amelia island (4th to 
3rd)

● Nine keywords gained 
positioning within top 10 results, 
including:
   - where is amelia island fl (6th 
to 5th)
   - amelia island events (2nd to 
1st)
   - island off of florida (8th to 
5th)

● Only nine keywords saw any 
form of decrease in mobile 
search results.

https://docs.google.com/spreadsheets/d/1RztjJVl_KRCEUrPYmdAhCTE-2F3q_9lS/edit?usp=sharing&ouid=102087996737036210071&rtpof=true&sd=true
https://docs.google.com/spreadsheets/d/1keTQTt0UhBYlGMTR_y1IqrcjU36DdeC6/edit?usp=sharing&ouid=102087996737036210071&rtpof=true&sd=true
https://docs.google.com/spreadsheets/d/1i4bB8Hpp3DFegwyrAa4197CvIc-RlIJd/edit?usp=sharing&ouid=102087996737036210071&rtpof=true&sd=true


ORGANIC KEYWORDS  | Trends - Desktop
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Organic Keyword Overview

● Twenty-two keywords featured in 
positive SERP feature 
improvements, including:
   - amelia island hotels
   - what to do in amelia island
   - amelia island lodging
   - best places to eat amelia island

● An equal number of keywords saw 
SERP feature drop-off or loss, 
including: 
   - florida island
   - things to do in fernandina beach
   - amelia island florida hotels
   - amelia island history

https://docs.google.com/spreadsheets/d/1yDQm7b85i1OHh1KZsCe9nnZw_i7O7UoF/edit?usp=sharing&ouid=102087996737036210071&rtpof=true&sd=true
https://docs.google.com/spreadsheets/d/1xEakdbaO8cQ4oB9M-waasenG49KmlTW_/edit?usp=sharing&ouid=102087996737036210071&rtpof=true&sd=true


ORGANIC KEYWORDS  | Trends - Mobile
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Organic Keyword Overview

● Nineteen keywords featured in 
positive SERP feature 
improvements, including:
   - amelia island florida
   - amelia island things to do
   - hotels in amelia island
   - downtown amelia island florida

● Ten keywords saw SERP feature 
drop-off or loss, including: 
   - amelia island things to do
   - amelia island fl weather
   - amelia island temperature
   - camping amelia island

https://docs.google.com/spreadsheets/d/1rrO_1CBPpW0hlULefOJxcD4GLNFH1ERi/edit?usp=sharing&ouid=102087996737036210071&rtpof=true&sd=true
https://docs.google.com/spreadsheets/d/1mAIzWFbuZQTxCTt04pLyF8N8uh9TWgj_/edit?usp=sharing&ouid=102087996737036210071&rtpof=true&sd=true


ORGANIC RANKINGS  | SERP Features
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TECHNICAL SEO 
PERFORMANCE



PERFORMANCE OVERVIEW
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PERFORMANCE OVERVIEW

Performance Overview

● Some new slowdowns from Google Translation 
tag, which we will monitor for improvement over 
the next 30 days.

● Majority of the remaining code is still 
recognizable and necessary across the website. 
Includes GTM, CrowdRiff, Wistia, and other 
Google APIs. While this isn’t bloat, there’s little 
room to further optimize without cutting out 
core elements.

● Some of the only large network payloads are due 
to drone footage, which is also necessary.



PERFORMANCE | MOBILE
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PERFORMANCE | DESKTOP
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SITEMAPS

30

https://docs.google.com/spreadsheets/d/1momu01WNZN9Ya2L0Lo54hBKkyn9d1PybcGQp7BNZSQU/edit?usp=sharing


ON-SITE SEO  
OVERVIEW



ON-SITE OVERVIEW

32

https://docs.google.com/spreadsheets/d/1momu01WNZN9Ya2L0Lo54hBKkyn9d1PybcGQp7BNZSQU/edit?usp=sharing
https://docs.google.com/spreadsheets/d/1momu01WNZN9Ya2L0Lo54hBKkyn9d1PybcGQp7BNZSQU/edit?usp=sharing


Schema Markup 

33

Starmark built new Schema to highlight event, food, lodging, etc. details in SERP results. 
Schema currently in UAT environment, to be rolled out sitewide later this month.



IMAGE OPTIMIZATION

34

Image Optimization

● 2,919 images over 100 kb

● 1,884 images missing alt text

● 1.295 images missing size (height, width) 
attributes



OFF-SITE SEO 
OVERVIEW
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OFF-SITE SEO | Backlink Analysis
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OFF-SITE SEO | Backlink Analysis

Similar to  last month, mostly low quality backlinks were lost. As soon as new Schema is installed, however, Starmark will 
launch a link outreach campaign to help recover some of those lost links.



SEO
BEST PRACTICES
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SEO STRATEGY OVERVIEW | STARMARK’S 
APPROACH TO SEO

● CATER TO THE USER
○ User Experience (UX) is always #1
○ Fast page load times
○ Mobile-friendly
○ Fluid blend of functionality & design

● BE MINDFUL OF SEARCH INTENT
○ Research relevant topics
○ Review search volume, competition & semantics
○ Provide competitive content GAP analysis
○ Develop your content pillars & clusters to maintain focus

● THINK TECHNICAL
○ Optimize crawl budget as much as possible by increasing crawlability of site
○ Implement the core on-page SEO elements 
○ Data structure, information architecture & SEO work together

● BUILD YOUR BRAND
○ Build links & relationships
○ Solidify trust, authority & expertise
○ Attract users to site from off-site signals

● OPTIMIZE & SCALE
○ SEO is an ongoing process, it only gets better
○ Methodical auditing & optimizing on-site, off-site & technical SEO elements
○ Continuously create valuable content



PILLARS OF SEO SUCCESS

Search 
Friendly 
Website

Quality Content

Influential 
Links

Inbound links from 
influential sites are what 
help your content (page) 
rank higher than the 
competition.

Websites must be developed 
in a way that ensures Google 
can properly find and 
understand the content, while 
meeting a long-list of specific 
guidelines. 

Quality content that targets your 
audience’s consumer journey 
search intents, interests and 
behavior is critical to being 
found online.

40

TECHNICAL SEO

ON-PAGE SEO

OFF-PAGE SEO



User Intent

● Google’s algorithm standards have evolved from a time when search engines were 
robotic, mechanical, and mathematical; to become what we see today. A much more 
sharp machine focused in serving the user with the information they really want.

● As such, user intent is the key to creating the content that enhances the relevance 
of your pages and improves your SEO. 

Types of User Intents 

● Not all Google queries are created equal. In fact, intent can (and does) differ from 
person to person and time to time.

● Transactional: A person wants to buy something.
● Navigational: A person seeks for a specific resource, page, or site.
● Informational: A person wants additional information on a topic or 

answers to their questions. 

41

FOCUS ON USER INTENT 
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PILLARS AND CLUSTERS | SCALABLE 
CONTENT STRATEGY 

Visual representation of how the pillars & clusters would unfold based on search demand analysis & KW research

www.ameliaisland.com
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CORE WEB VITALS & USER EXPERIENCE 
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Besides the key elements to optimize in our category pages, here  is a list of other things to keep in mind when looking to 
improve SEO performance across the board: 

● Page load time (Core Web Vitals and experience update)
● Sitemaps and robots.txt files
● Revisit your site’s crawl budget (based on page or business priority)
● Address backlink profile
● Be aware of keyword cannibalisation
● Canonicalization of category and subcategory variants 
● A/B Testing to improve UI and UX on category pages
● Small descriptions inside title pages (backbone for internal linking)
● Schema Markup 
● Optimize for Google SERP features 
● User generated Content
● Populate image alt attributes, height + width attributes
● Implement Reviews (deeper pages and product pages)

OTHER SEO ELEMENTS TO KEEP ON THE 
LOOP



NEXT
STEPS



WHAT’S NEXT?

46

● Address new metadata optimization opportunities 
(duplicate/missing meta titles, meta descriptions, 
header tags) from rolling events (ongoing)

● Advanced Schema build-out
○ Place, Property, Location, Event

● Begin Advanced Schema tests in production 
environment

● Integrate new location-specific keywords for position 
tracking and reporting (ongoing)

● Continue to monitor network payloads for unexpected 
activity
○ Gstatic tags
○ Wistia media tags
○ GTM tags
○ Crowdriff tags

March 2024
● Address new metadata optimization opportunities (duplicate/missing 

meta titles, meta descriptions, header tags) from rolling events (ongoing)
● Officially launch email campaign to restore lost backlinks from referring 

domains, after Schema integration on live site
● Install Advanced Schema into live site after successful dev site 

performance
○ Place, Property, Location, Event data

● Outline plans for content to satisfy keywords which could stand a refresh, 
including location-specific restaurants, events, etc.

● Continue to integrate new location-specific keywords for position 
tracking

● Continue to populate new missing alt tags from recently uploaded images
● Continue to monitor network payloads (ongoing)

○ Review Gstatic tags
○ Review Wistia media tags
○ Review GTM tags 
○ Review Crowdriff tags

*All action items are in the optimization story this sprint.

April 2024
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UI/UX - Summary - May 2024

4

Total User Sessions Analyzed: 1127

● Mobile: 845
● Tablet: 55
● Desktop: 219

Insights and Recommendations:

● Faster load times than last month.
● Very few clicks on Z Grid Buttons. Consider updating Z grid content to keep it fresh.
● Users tend to click on Z-Grid photo which currently has no response. We recommend linking it to the relevant blog post. 
● Partner slider continues to be the most clicked/interacted item (12.87% of all clicks), followed by the booking widget.
● Most users scroll down through the top 27.8% of the homepage (6.8% less than April)
● Place any important call-to-action banners (e.g; request inspiration guide banner once new page is live) above the halfway point of 

the homepage to ensure it is viewed by the most number of people.
● Clicking activity is good which suggests that there are sufficient number of clear, prominent and actionable CTAs and interactive 

widgets on the homepage. 
● The linear cursor movement on the homepage indicates that users are having a frictionless browsing experience.
● There were no rage clicks reported on the homepage.
● Request a guide received 0.68% of all clicks in the month of May.

○ Suggest we remove this block and then add it again with the new travel guide when ready.
● Trip planning and map icons in the header navigation received did not receive any clicks.
● Media, Accessibility, and FB were the only options in the footer with clicks/interaction. 

For detailed review of the Homepage user activity, please refer to the next slides.



UI/UX - Summary - May 2024

5



UI/UX - Mobile Session Overview - May 2024
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● Clicks: 27

● Text Input: 0

● Rage Click: 0

● U-Turns: 0

● Errors: 0

View session recording here:

https://insights.hotjar.com/r?recording=53472513101&token=6fd6129b0a1c73a6a88d79808cbccb5e&h=00515450035607


Heatmaps - Move - May 2024
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Lots of activity throughout homepage specially around header navigation, CTAs, sliders, FAQ accordion and Footer menu.

*Color spot/gradient showcases cursor movement, warmer color suggests longer cursor pause.



Heatmaps - Clicks May 2024
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Interaction and clicks on header navigation, scroll arrows, booking widget, partner tabs and travel guide slider, FAQ 
accordions, footer menu. Less clicking activity than last month. 

*Each color dot showcases user clicks, the larger the size of the spot, the more user clicked the area.



Heatmaps - Scroll - May 2024
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Scroll score is fair. 27.8% of visitors scroll down upto FAQs section. 6.8% less than last (Mar) month (34.6%)

RED: 100%     YELLOW: >85%    GREEN: >60%    BLUE: >20%



UI/UX - User Demographics May 2024
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Website Summary - May  2024

Website Summary

https://lookerstudio.google.com/reporting/38c8c925-bf82-488c-8460-5a6a73905f5c/page/1KVhD
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Website Summary - Blog - May  2024

Website Summary - Blog

https://lookerstudio.google.com/reporting/38c8c925-bf82-488c-8460-5a6a73905f5c/page/p_o23et7ckbd
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GA Website Events - May 2024

General Website Events

https://lookerstudio.google.com/u/0/reporting/38c8c925-bf82-488c-8460-5a6a73905f5c/page/p_14xg6j8xhd
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GA Website Outbound Links - May 2024

General Website Events

https://lookerstudio.google.com/u/0/reporting/38c8c925-bf82-488c-8460-5a6a73905f5c/page/p_14xg6j8xhd
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Email Performance - May 2024

Email Performance

https://lookerstudio.google.com/reporting/38c8c925-bf82-488c-8460-5a6a73905f5c/page/p_md9lqf78bd


ORGANIC TRAFFIC 
OVERVIEW



ORGANIC TRAFFIC OVERVIEW - MoM

Sessions

+10.65%
66,778 vs 60,352

Pages / Session

+0.49%
2.05 vs 2.04

Bounce Rate

-2.51%
31.83% vs 32.65%

New Users

+10.85%
48,034 vs 43,331 

Avg. Session Duration

+3.59%
00:03:22 vs 00:03:15

MAY 1, 2024 - MAY 31, 2024 vs. APRIL 1, 2024 - APRIL 30, 2024 Organic Traffic Overview - MoM

● Organic sessions increased 10.65% MoM

● New users, average session duration, 
pages/session all increased

● Notable MoM traffic increases to:

○ Things to Do (+17.73%)

○ Restaurants & Dining (+7.27%)

○ Homepage (+7.19%)

○ Downtown Travel Guide (+0.86%)

● Incremental MoM traffic decreases to:

○ Places to Stay (-0.16%)

○ Webcams, Photos and Videos (-1.87%)

● Considerable traffic increases to most 
important website pages suggests seasonal 
volume shifts and successful island-related 
volume rankings.

● Pages/session remains largely the same for 
second straight month. No negative user 
experience impacting downtrends there.

MAY 1, 2024 - MAY 31, 2024

APRIL 1, 2024 - APRIL 30, 2024

https://www.ameliaisland.com/things-to-do/
https://www.ameliaisland.com/restaurants-bars/
https://www.ameliaisland.com/
https://www.ameliaisland.com/travel-guides/downtown/
https://www.ameliaisland.com/places-to-stay/
https://www.ameliaisland.com/island-views/


ORGANIC TRAFFIC OVERVIEW - YoY

Sessions

-4.40%
66,778 vs 69,849

Pages / Session

+3.54%
2.05 vs 1.98

Bounce Rate

-39.57%
31.83% vs 52.67

New Users

-9.81%
48,034 vs 53,259

Avg. Session Duration

+72.65%
00:03:22 vs 00:01:57

MAY 1, 2024 - MAY 31, 2024 vs. MAY 1, 2023 - MAY 31, 2023

Organic Traffic Overview - YoY

● Total YoY sessions decreased 4.40%, in line 
with tracked seasonality to date.

● Bounce rate, average session duration, and 
pages per session continue to improve 
massively YoY - suggesting improved user 
experience and better drill-down into deeper 
website pages.

● Organic new users down 9.81% YoY; total new 
users up 111.63% (128,422 to 271,783

● April sessions decrease — and May increase 
— follows YoY seasonal trends.

● Notable YoY traffic increases to:

○ Places to Stay (+216.75%)

○ Things to Do (+106.91%)

○ Downtown Travel Guide (+26.03%)

○ Webcams, Photos and Videos (+77.25%)

● We’re maintaining that massive uptick in 
pages with greater intent (Places to Stay, 
Things to Do, Downtown Travel Guide, etc.), 
alongside decrease in entry-level pages 
(Homepage, Activities, etc.). This suggests 
better YoY indexation of deeper content and 
more direct user navigation away from 
entry-level pages — both positive trends.

MAY 1, 2024 - MAY 31, 2024

MAY 1, 2023 - MAY 31, 2023

https://www.ameliaisland.com/places-to-stay/
https://www.ameliaisland.com/things-to-do/
https://www.ameliaisland.com/travel-guides/downtown/
https://www.ameliaisland.com/island-views/


TOP PAGES ORGANIC  | MAY 1, 2024 - MAY 31, 2024
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KEYWORDS
POSITIONS 



TOP ORGANIC KEYWORDS  | Organic Rankings - Desktop

21

Organic Keyword Overview

● Ten new keywords in top 3 over past month, 
including:
   - fernandina beach florida (4th to 3rd)
   - amelia island ghost tours (8th to 2nd)
   - things to do at fernandina beach (5th to 
3rd)

● Forty keywords gained positioning within top 
10 results, including:
   - amelia island lighthouse (8th to 7th)
   - amelia island bike path (2nd to 1st)
   - bretts fernandina beach fl (3rd to 2nd)
   - best restaurant amelia island (7th to 4th)

● Twenty-six keywords lost some positioning 
within the top 10, including:
   - island near me (6th to 8th)
   - amelia island resort (5th to 6th)
   - florida islands (7th to 8th)
   - amelia island florida map (5th to 6th)

https://docs.google.com/spreadsheets/d/1rc9SvtaGBdJTa5JcSxwSa1TLiXK5nMwd/edit?usp=sharing&ouid=102087996737036210071&rtpof=true&sd=true
https://docs.google.com/spreadsheets/d/1Vb9Gs_w21EwyxDdzcSM--AbNseLHT-oU/edit?usp=sharing&ouid=102087996737036210071&rtpof=true&sd=true
https://docs.google.com/spreadsheets/d/112izDNi3E1uOnmV90tLWiFy0ts4NAjwc/edit?usp=sharing&ouid=102087996737036210071&rtpof=true&sd=true


TOP ORGANIC KEYWORDS  | Organic Rankings - Mobile
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Organic Keyword Overview
● One new keyword in top 3 over past 

month:
   - where is amelia island fl (10th to 1st)

● Six keywords gained positioning within 
top 10 results, including:
   - fort clinch state park (7th to 4th)
   - beach resorts amelia island (3rd to 
2nd)
   - amelia island fl weather (9th to 8th)

● Only 13 keywords saw any form of 
decrease in mobile search results. 
These include:
   - amelia island condo rentals (3rd to 
5th)
   - restaurant fernandina beach fl (5th 
to 8th)
   - where is amelia island fl (5th to 7th)

https://docs.google.com/spreadsheets/d/1O7wldbWzEaaxFe4nw95Qc9yj7ANaL1Gu/edit?usp=sharing&ouid=102087996737036210071&rtpof=true&sd=true
https://docs.google.com/spreadsheets/d/1B-N2sUjyV1mN9k6gVM5MPDuQUeXolnhf/edit?usp=sharing&ouid=102087996737036210071&rtpof=true&sd=true
https://docs.google.com/spreadsheets/d/1OUrW6DZsXe2DrjUVMRaY73hvI29lAVmT/edit?usp=sharing&ouid=102087996737036210071&rtpof=true&sd=true


ORGANIC KEYWORDS  | Trends - Desktop
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Organic Keyword Overview

● Thirty keywords featured in positive 
SERP feature improvements, 
including:
   - fernandina beach hotels
   - amelia island florida
   - amelia island resort
   - hotels amelia island
   - wedding venues in fernandina 
beach florida

● 22 keywords saw SERP feature 
drop-off or loss, including: 
   - fort clinch
   - antique stores in fernandina 
beach 
fl
   - fishing pier amelia island
   - amelia island to st augustine fl

https://docs.google.com/spreadsheets/d/1LM9MoyZ4rUw-RTpO66bwRe8u5Mqz2slE/edit?usp=sharing&ouid=102087996737036210071&rtpof=true&sd=true
https://docs.google.com/spreadsheets/d/1g-BiHKRmUqfpXkzpDN6hrVJy4dE8gjBz/edit?usp=sharing&ouid=102087996737036210071&rtpof=true&sd=true


ORGANIC KEYWORDS  | Trends - Mobile

24

Organic Keyword Overview

● 14 keywords featured in positive 
SERP feature improvements, 
including:
   - amelia island weather by month
   - amelia island florida
   - amelia island temperature
   - hotels near amelia island
   - beach resorts amelia island

● 11 keywords saw SERP feature 
drop-off or loss, including: 
   - island off of florida
   - golf courses in jacksonville florida
   - port of fernandina
   - ritz carlton fernandina beach

https://docs.google.com/spreadsheets/d/1eRuofIQpNF0Ob20EQispn9aQOeKdiIJo/edit?usp=sharing&ouid=102087996737036210071&rtpof=true&sd=true
https://docs.google.com/spreadsheets/d/1YPP3iZ8n3MBFeYYgBDFXgMDPi6hSvHJZ/edit?usp=sharing&ouid=102087996737036210071&rtpof=true&sd=true


ORGANIC RANKINGS  | SERP Features

25



TECHNICAL SEO 
PERFORMANCE



PERFORMANCE OVERVIEW

27
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PERFORMANCE OVERVIEW

Performance Overview

● Average time to interaction scaled one 
second, to 13 total seconds, alongside slight 
increaser to both page size and request 
counts.

● Overall page score has remained consistent, 
as majority of large payloads are required for 
site operations (drone footage, website 
theme, Wistia, Google Tag Manager, etc.



PERFORMANCE | MOBILE
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PERFORMANCE | DESKTOP
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SITEMAPS
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https://docs.google.com/spreadsheets/d/1momu01WNZN9Ya2L0Lo54hBKkyn9d1PybcGQp7BNZSQU/edit?usp=sharing


ON-SITE SEO  
OVERVIEW



ON-SITE OVERVIEW
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https://docs.google.com/spreadsheets/d/1momu01WNZN9Ya2L0Lo54hBKkyn9d1PybcGQp7BNZSQU/edit?usp=sharing


Schema Markup 

34

Starmark built new Schema to highlight event, food, lodging, etc. details in SERP results. 
Schema will be tested over the next 30 days with results in the next monthly report. 



IMAGE OPTIMIZATION

35

Image Optimization

● 3,218 images over 100 kb

● 2,979 images missing alt text

● 1,463 images missing size (height, width) 
attributes



OFF-SITE SEO 
OVERVIEW
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OFF-SITE SEO | Backlink Analysis
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OFF-SITE SEO | Backlink Analysis

Website saw uptick of new referring domains in May — particularly between May 20-26, with 1,967 new backlinks acquired 
during that period.

https://docs.google.com/spreadsheets/d/1khB1mqbPpjYIsEr8XbmLYl-8yFDerpbc/edit?usp=sharing&ouid=102087996737036210071&rtpof=true&sd=true


SEO
BEST PRACTICES
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SEO STRATEGY OVERVIEW | STARMARK’S 
APPROACH TO SEO

● CATER TO THE USER
○ User Experience (UX) is always #1
○ Fast page load times
○ Mobile-friendly
○ Fluid blend of functionality & design

● BE MINDFUL OF SEARCH INTENT
○ Research relevant topics
○ Review search volume, competition & semantics
○ Provide competitive content GAP analysis
○ Develop your content pillars & clusters to maintain focus

● THINK TECHNICAL
○ Optimize crawl budget as much as possible by increasing crawlability of site
○ Implement the core on-page SEO elements 
○ Data structure, information architecture & SEO work together

● BUILD YOUR BRAND
○ Build links & relationships
○ Solidify trust, authority & expertise
○ Attract users to site from off-site signals

● OPTIMIZE & SCALE
○ SEO is an ongoing process, it only gets better
○ Methodical auditing & optimizing on-site, off-site & technical SEO elements
○ Continuously create valuable content



PILLARS OF SEO SUCCESS

Search 
Friendly 
Website

Quality Content

Influential 
Links

Inbound links from 
influential sites are what 
help your content (page) 
rank higher than the 
competition.

Websites must be developed 
in a way that ensures Google 
can properly find and 
understand the content, while 
meeting a long-list of specific 
guidelines. 

Quality content that targets your 
audience’s consumer journey 
search intents, interests and 
behavior is critical to being 
found online.

41

TECHNICAL SEO

ON-PAGE SEO

OFF-PAGE SEO



User Intent

● Google’s algorithm standards have evolved from a time when search engines were 
robotic, mechanical, and mathematical; to become what we see today. A much more 
sharp machine focused in serving the user with the information they really want.

● As such, user intent is the key to creating the content that enhances the relevance 
of your pages and improves your SEO. 

Types of User Intents 

● Not all Google queries are created equal. In fact, intent can (and does) differ from 
person to person and time to time.

● Transactional: A person wants to buy something.
● Navigational: A person seeks for a specific resource, page, or site.
● Informational: A person wants additional information on a topic or 

answers to their questions. 

42

FOCUS ON USER INTENT 
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PILLARS AND CLUSTERS | SCALABLE 
CONTENT STRATEGY 

Visual representation of how the pillars & clusters would unfold based on search demand analysis & KW research

www.ameliaisland.com
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CORE WEB VITALS & USER EXPERIENCE 
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Besides the key elements to optimize in our category pages, here  is a list of other things to keep in mind when looking to 
improve SEO performance across the board: 

● Page load time (Core Web Vitals and experience update)
● Sitemaps and robots.txt files
● Revisit your site’s crawl budget (based on page or business priority)
● Address backlink profile
● Be aware of keyword cannibalisation
● Canonicalization of category and subcategory variants 
● A/B Testing to improve UI and UX on category pages
● Small descriptions inside title pages (backbone for internal linking)
● Schema Markup 
● Optimize for Google SERP features 
● User generated Content
● Populate image alt attributes, height + width attributes
● Implement Reviews (deeper pages and product pages)

OTHER SEO ELEMENTS TO KEEP ON THE 
LOOP



NEXT
STEPS



WHAT’S NEXT?

47

● Address new metadata optimization opportunities 
(duplicate/missing meta titles, meta descriptions, 
header tags) from rolling events (ongoing)

● Advanced Schema build-out
○ Place, Property, Location, Event

● Roll out Advanced Schema to live website environment 
after successful UAT testing

● Disavow any new toxic or low-quality backlinks
● Integrate new location-specific keywords for position 

tracking and reporting (ongoing)
● Continue to monitor network payloads for unexpected 

activity
○ Gstatic tags
○ Wistia media tags
○ GTM tags
○ Crowdriff tags

May 2024
● Address new metadata optimization opportunities 

(duplicate/missing meta titles, meta descriptions, header tags) 
from rolling events (ongoing)

● Test Advanced Schema in production environment before rolling 
out to live pages after successful UAT performance
○ Place, Property, Location, Event data

● Outline plans for content to satisfy keywords which could stand a 
refresh, including location-specific restaurants, events, etc.

● Continue to integrate new location-specific keywords for position 
tracking

● Continue to populate new missing alt tags from recently uploaded 
images

● Continue to monitor network payloads (ongoing)
○ Review Gstatic tags
○ Review Wistia media tags
○ Review GTM tags 
○ Review Crowdriff tags

*All action items are in the optimization story this sprint.

June 2024
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EXECUTIVE SUMMARY | Website Performance (All Traffic) - April 1st, 2024 - April 30, 2024



EXECUTIVE SUMMARY | Website Performance (Email Traffic) -  April 1st, 2024 - April 30, 2024



EMAIL PERFORMANCE

01



EMAIL PERFORMANCE | Leisure - Email 1/3

April  1 Email:  Ritz Carlton Exclusive
Subject Line: Unforgettable Moments Await You on a Classic Beach 
Vacation at The Ritz-Carlton, Amelia Island
Deployment Date: April 5, 2024
Audience/Segment: Leisure/Engagement-Engaged Expanded Drive 
Markets

Email Metrics: 
● Delivered: 66,853
● Unique Opens: 23,892
● Opens: 32,512
● Unique Open Rate: 35.74%
● Clicks: 877
● Clicked Rate: 1.31% 
● Clicks per Unique Opens: 2.29%

Top Links Clicked: 
● BOOK THE FAMILY VACATION PACKAGE: 314

○ The Ritz-Carlton Family Vacation Package
● RESERVE NOW: 83

○ Amelia Island Cookout
● AMELIA ISLAND: 81
● BOOK SERVICES: 77

○ The Ritz-Carlton Spa

Performance Highlights:
● Website Sessions: 196
● Website Engaged Sessions: 97
● Website Views: 985
● Website Average Session Duration: 4:35



EMAIL PERFORMANCE | Leisure - Email 1/3

Links Clicked Total clicks Unique clicks

marriott.com/offers/family-vacation-package-off-113501/jaxam-the-ritz-carlton-amelia-island 314 (35.8%) 256 (33.7%)

ameliaislandcookout.com/ 83 (9.5%) 76 (10.0%)

ameliaisland.com/ 81 (9.2%) 69 (9.1%)

na.globalspa.marriott.com/jaxam/11614827/home 77 (8.8%) 69 (9.1%)

eventbrite.com/e/wellness-retreat-tickets-825493532377 56 (6.4%) 50 (6.6%)

ritzcarltonameliaisland.ipoolside.com/ 50 (5.7%) 37 (4.9%)

linkedin.com/company/ameliaislandflorida/ 49 (5.6%) 46 (6.1%)

ameliaisland.com/places-to-stay/ 44 (5.0%) 34 (4.5%)

ameliaisland.com/things-to-do/ 19 (2.2%) 15 (2.0%)

ritzcarlton.com/en/hotels/jaxam-the-ritz-carlton-amelia-island/overview/ 17 (1.9%) 17 (2.2%)

instagram.com/p/C3tAIAIvsOg/ 11 (1.3%) 9 (1.2%)

instagram.com/p/C5MGx_5Sc6b/ 11 (1.3%) 9 (1.2%)

instagram.com/p/C5J2lODvYd6/ 10 (1.1%) 10 (1.3%)

instagram.com/p/C3VhEnGOFc1/ 8 (0.9%) 8 (1.1%)

saltameliaisland.com/ 7 (0.8%) 6 (0.8%)

ameliaisland.taplink.ws/ 6 (0.7%) 6 (0.8%)

ameliaisland.com/travel-guides/ 6 (0.7%) 5 (0.7%)

instagram.com/p/C4MTi4-uzWh/ 6 (0.7%) 6 (0.8%)

facebook.com/AmeliaIslandFlorida 5 (0.6%) 5 (0.7%)

instagram.com/p/C4bAlMNJ1XO/ 4 (0.5%) 4 (0.5%)

instagram.com/visitameliaisland/ 3 (0.3%) 2 (0.3%)

tiktok.com/@ameliaislandflorida 3 (0.3%) 2 (0.3%)

youtube.com/c/ameliaislandflorida 2 (0.2%) 2 (0.3%)

pinterest.com/visitameliaisland/ 2 (0.2%) 2 (0.3%)

ameliaisland.com/blog/ 2 (0.2%) 2 (0.3%)

twitter.com/ameliaislandflo 1 (0.1%) 1 (0.1%)

http://marriott.com/offers/family-vacation-package-off-113501/jaxam-the-ritz-carlton-amelia-island
http://ameliaislandcookout.com/
http://ameliaisland.com/
http://na.globalspa.marriott.com/jaxam/11614827/home
http://eventbrite.com/e/wellness-retreat-tickets-825493532377
http://ritzcarltonameliaisland.ipoolside.com/
http://linkedin.com/company/ameliaislandflorida/
http://ameliaisland.com/places-to-stay/
http://ameliaisland.com/things-to-do/
http://ritzcarlton.com/en/hotels/jaxam-the-ritz-carlton-amelia-island/overview/
http://instagram.com/p/C3tAIAIvsOg/
http://instagram.com/p/C5MGx_5Sc6b/
http://instagram.com/p/C5J2lODvYd6/
http://instagram.com/p/C3VhEnGOFc1/
http://saltameliaisland.com/
http://ameliaisland.taplink.ws/
http://ameliaisland.com/travel-guides/
http://instagram.com/p/C4MTi4-uzWh/
http://facebook.com/AmeliaIslandFlorida
http://instagram.com/p/C4bAlMNJ1XO/
http://instagram.com/visitameliaisland/
http://tiktok.com/@ameliaislandflorida
http://youtube.com/c/ameliaislandflorida
http://pinterest.com/visitameliaisland/
http://ameliaisland.com/blog/
http://twitter.com/ameliaislandflo


EMAIL PERFORMANCE | Leisure - Email 2/3

April 2 Email:  Brand
Subject Line: See what makes NE Florida so naturally fun ☀🌳🐬
Preview Copy: Amelia Island, Florida, has your next great adventure, 
from outdoor journeys to must-try restaurants.
Deployment Date: April 16, 2024
Audience/Segment: Leisure / Engagement-Newsletter Subscribers

Email Metrics: 
● Delivered: 117,822
● Unique Opens: 22,424
● Opens: 29,417
● Unique Open Rate: 19.03%
● Clicks: 947
● Clicked Rate: 0.80% 
● Clicks per Unique Opens: 2.85%

Top Links Clicked: 
● GET A TASTE: 304

○ First Friday Foodie Feature: The Patio at 5th and Ash
● GO EXPLORE: 231

○ Nature Lovers Getaway
● Places to Stay: 104

Performance Highlights:
● Website Sessions: 452
● Website Engaged Sessions: 254
● Website Views: 513
● Website Average Session Duration:1:42



EMAIL PERFORMANCE | Leisure - Email 2/3

Links Clicked Total clicks Unique clicks

ameliaisland.com/blog/first-friday-foodie-feature-the-patio-at-5th-and-ash/ 304 (32.1%) 247 (30.4%)

ameliaisland.com/itineraries/nature-lovers-getaway/ 231 (24.4%) 197 (24.3%)

ameliaisland.com/places-to-stay/ 104 (11.0%) 81 (10.0%)

ameliaisland.com/blog/your-guide-to-kayaking-on-and-off-amelia-island/ 53 (5.6%) 48 (5.9%)

facebook.com/AmeliaIslandFlorida 32 (3.4%) 29 (3.6%)

instagram.com/p/Cosabi8OdbJ/ 29 (3.1%) 27 (3.3%)

ameliaisland.com/ 26 (2.7%) 22 (2.7%)

youtube.com/c/ameliaislandflorida 25 (2.6%) 22 (2.7%)

ameliaisland.taplink.ws/ 25 (2.6%) 20 (2.5%)

ameliaisland.com/things-to-do/ 24 (2.5%) 24 (3.0%)

ameliaisland.com/travel-guides/ 18 (1.9%) 17 (2.1%)

instagram.com/p/Cf1khKIrwda/ 14 (1.5%) 14 (1.7%)

instagram.com/p/Cro9VLZLVZz/ 13 (1.4%) 9 (1.1%)

instagram.com/visitameliaisland/p/C5WLbQvMTNi/ 12 (1.3%) 11 (1.4%)

instagram.com/p/C4tJf4iMNF4/ 11 (1.2%) 11 (1.4%)

instagram.com/visitameliaisland/ 9 (1.0%) 8 (1.0%)

instagram.com/visitameliaisland/p/C5J2lODvYd6/ 7 (0.7%) 6 (0.7%)

ameliaisland.com/blog/ 4 (0.4%) 4 (0.5%)

pinterest.com/visitameliaisland/ 3 (0.3%) 2 (0.2%)

twitter.com/ameliaislandflo 1 (0.1%) 1 (0.1%)

linkedin.com/company/ameliaislandflorida/ 1 (0.1%) 1 (0.1%)

tiktok.com/@ameliaislandflorida 1 (0.1%) 1 (0.1%)

http://ameliaisland.com/blog/first-friday-foodie-feature-the-patio-at-5th-and-ash/
http://ameliaisland.com/itineraries/nature-lovers-getaway/
http://ameliaisland.com/places-to-stay/
http://ameliaisland.com/blog/your-guide-to-kayaking-on-and-off-amelia-island/
http://facebook.com/AmeliaIslandFlorida
http://instagram.com/p/Cosabi8OdbJ/
http://ameliaisland.com/
http://youtube.com/c/ameliaislandflorida
http://ameliaisland.taplink.ws/
http://ameliaisland.com/things-to-do/
http://ameliaisland.com/travel-guides/
http://instagram.com/p/Cf1khKIrwda/
http://instagram.com/p/Cro9VLZLVZz/
http://instagram.com/visitameliaisland/p/C5WLbQvMTNi/
http://instagram.com/p/C4tJf4iMNF4/
http://instagram.com/visitameliaisland/
http://instagram.com/visitameliaisland/p/C5J2lODvYd6/
http://ameliaisland.com/blog/
http://pinterest.com/visitameliaisland/
http://twitter.com/ameliaislandflo
http://linkedin.com/company/ameliaislandflorida/
http://tiktok.com/@ameliaislandflorida
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April 3 Email:  Omni Amelia Island Inclusive
Subject Line: Jump, dive or dig into these top picks for May ⛵🥞🌷
PREVIEW COPY: On-the-water fun, special offers and delicious ways 
to dine on Amelia Island
Deployment Date: April 35, 2024
Audience/Segment: Leisure/Engagement-Engaged Expanded Drive 
Markets

Email Metrics: 
● Delivered: 68,701
● Unique Opens: 20,791
● Opens: 26,696
● Unique Open Rate: 30.26%
● Clicks: 1,014
● Clicked Rate: 1.47% 
● Clicks per Unique Opens: 2.66%

Top Links Clicked: 
● DIVE IN: 331

○ Activities on the Water. Let’s Make Waves!
● BOOK NOW: 200

○ Omni: SUN-SATIONAL SUNDAYS
● LET’S CELEBRATE: 110

○ Let’s Brunch And Celebrate Mom!

Performance Highlights:
● Website Sessions: 292
● Website Engaged Sessions: 168
● Website Views: 327
● Website Average Session Duration: 1:14
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Links Clicked Total clicks Unique clicks

ameliaisland.com/blog/activities-on-the-water-lets-make-waves/ 331 (32.6%) 277 (33.7%)

omnihotels.com/hotels/amelia-island/specials/sunsational-sunday 200 (19.7%) 141 (17.2%)

ameliaisland.com/blog/lets-brunch-and-celebrate-mom/ 110 (10.8%) 84 (10.2%)

ameliaisland.com/places-to-stay/ 72 (7.1%) 52 (6.3%)

ameliaisland.com/ 56 (5.5%) 36 (4.4%)

ameliaisland.com/things-to-do/ 45 (4.4%) 26 (3.2%)

ameliaisland.com/travel-guides/ 26 (2.6%) 21 (2.6%)

instagram.com/p/C5ta2fgOTHm/ 22 (2.2%) 19 (2.3%)

instagram.com/p/C3YEBoWvfs2 20 (2.0%) 15 (1.8%)

ameliaisland.taplink.ws/ 19 (1.9%) 17 (2.1%)

instagram.com/p/C5MGx_5Sc6b/ 18 (1.8%) 16 (1.9%)

instagram.com/p/C5gvNOVRCdz/ 17 (1.7%) 15 (1.8%)

ameliaisland.com/blog/ 16 (1.6%) 14 (1.7%)

instagram.com/p/C5wkkkPPmW6 15 (1.5%) 12 (1.5%)

facebook.com/AmeliaIslandFlorida 8 (0.8%) 8 (1.0%)

pinterest.com/visitameliaisland/ 8 (0.8%) 7 (0.9%)

instagram.com/visitameliaisland/ 7 (0.7%) 6 (0.7%)

twitter.com/ameliaislandflo 7 (0.7%) 7 (0.9%)

youtube.com/c/ameliaislandflorida 7 (0.7%) 6 (0.7%)

linkedin.com/company/ameliaislandflorida/ 7 (0.7%) 7 (0.9%)

instagram.com/visitameliaisland/p/C327Ro6sP2S/ 4 (0.4%) 3 (0.4%)

tiktok.com/@ameliaislandflorida 1 (0.1%) 1 (0.1%)

http://ameliaisland.com/blog/activities-on-the-water-lets-make-waves/
http://omnihotels.com/hotels/amelia-island/specials/sunsational-sunday
http://ameliaisland.com/blog/lets-brunch-and-celebrate-mom/
http://ameliaisland.com/places-to-stay/
http://ameliaisland.com/
http://ameliaisland.com/things-to-do/
http://ameliaisland.com/travel-guides/
http://instagram.com/p/C5ta2fgOTHm/
http://instagram.com/p/C3YEBoWvfs2
http://ameliaisland.taplink.ws/
http://instagram.com/p/C5MGx_5Sc6b/
http://instagram.com/p/C5gvNOVRCdz/
http://ameliaisland.com/blog/
http://instagram.com/p/C5wkkkPPmW6
http://facebook.com/AmeliaIslandFlorida
http://pinterest.com/visitameliaisland/
http://instagram.com/visitameliaisland/
http://twitter.com/ameliaislandflo
http://youtube.com/c/ameliaislandflorida
http://linkedin.com/company/ameliaislandflorida/
http://instagram.com/visitameliaisland/p/C327Ro6sP2S/
http://tiktok.com/@ameliaislandflorida
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EMAIL PERFORMANCE | Leisure - Email 1/3

May 1 Email:  Residence Inn Exclusive
Subject Line: Your Perfect Getaway Awaits at Residence Inn Amelia 
Island
Deployment Date: May 13, 2024
Audience/Segment: Leisure/Engagement-Engaged Expanded Drive 
Markets

Email Metrics: 
● Delivered: 67,655
● Unique Opens: 21,629
● Opens: 29,086
● Unique Open Rate: 31.97%
● Clicks: 1,405
● Clicked Rate: 2.07% 
● Clicks per Unique Opens: 3.7%

Top Links Clicked: 
● BOOK NOW/First Image: 678

○ RESIDENCE INN AMELIA ISLAND
● AMELIA ISLAND: 108
● Places to Stay: 106

Performance Highlights:
● Website Sessions: 239
● Website Engaged Sessions: 141
● Website Views: 642
● Website Average Session Duration: 3:55
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Links Clicked Total clicks Unique clicks
marriott.com/en-us/hotels/jaxar-residence-inn-amelia-island/overview/ 678 (48.2%) 541 (46.8%)
ameliaisland.com/ 108 (7.7%) 88 (7.6%)
ameliaisland.com/places-to-stay/ 106 (7.5%) 83 (7.2%)
ameliaisland.com/things-to-do/ 96 (6.8%) 69 (6.0%)
instagram.com/p/C6FBe5MLTgi/ 55 (3.9%) 47 (4.1%)
instagram.com/p/C6o16eEuhHG/ 52 (3.7%) 44 (3.8%)
ameliaisland.com/travel-guides/ 46 (3.3%) 33 (2.9%)
ameliaisland.taplink.ws/ 40 (2.8%) 29 (2.5%)
tiktok.com/@ameliaislandflorida 37 (2.6%) 34 (2.9%)
ameliaisland.com/blog/ 36 (2.6%) 25 (2.2%)
instagram.com/p/C56j9O_rURi/ 35 (2.5%) 28 (2.4%)
instagram.com/p/C5ta2fgOTHm/ 34 (2.4%) 31 (2.7%)
instagram.com/p/C6rKzY5O5eM/ 34 (2.4%) 27 (2.3%)
instagram.com/p/C5wm_-xAVdA/ 20 (1.4%) 15 (1.3%)
facebook.com/AmeliaIslandFlorida 8 (0.6%) 7 (0.6%)
instagram.com/visitameliaisland/ 8 (0.6%) 7 (0.6%)
linkedin.com/company/ameliaislandflorida/ 5 (0.4%) 4 (0.3%)
youtube.com/c/ameliaislandflorida 3 (0.2%) 3 (0.3%)
pinterest.com/visitameliaisland/ 3 (0.2%) 2 (0.2%)
twitter.com/ameliaislandflo 2 (0.1%) 2 (0.2%)

http://marriott.com/en-us/hotels/jaxar-residence-inn-amelia-island/overview/
http://ameliaisland.com/
http://ameliaisland.com/places-to-stay/
http://ameliaisland.com/things-to-do/
http://instagram.com/p/C6FBe5MLTgi/
http://instagram.com/p/C6o16eEuhHG/
http://ameliaisland.com/travel-guides/
http://ameliaisland.taplink.ws/
http://tiktok.com/@ameliaislandflorida
http://ameliaisland.com/blog/
http://instagram.com/p/C56j9O_rURi/
http://instagram.com/p/C5ta2fgOTHm/
http://instagram.com/p/C6rKzY5O5eM/
http://instagram.com/p/C5wm_-xAVdA/
http://facebook.com/AmeliaIslandFlorida
http://instagram.com/visitameliaisland/
http://linkedin.com/company/ameliaislandflorida/
http://youtube.com/c/ameliaislandflorida
http://pinterest.com/visitameliaisland/
http://twitter.com/ameliaislandflo
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May 2 Email:  Omni Inclusive
Subject Line: Get the summer vacation you, and dad, deserve 🌞🌊
Preview Copy: Plan the perfect June getaway, with adventure, savings 
and more.
Deployment Date: May 23, 2024
Audience/Segment: Leisure/Engagement-Engaged Expanded Drive 
Markets

Email Metrics: 
● Delivered: 68,130
● Unique Opens: 22,703
● Opens: 29,485
● Unique Open Rate: 33.32%
● Clicks: 1,323
● Clicked Rate: 1.94% 
● Clicks per Unique Opens: 3.07%

Top Links Clicked: 
● SEE MORE/First Picture: 297

○ Oh, The Places You’ll Go – A Father’s Day Version
● BOOK NOW: 266

○ Omni Sun-Sational Sundays
● Places to Stay: 81

Performance Highlights:
● Website Sessions: 322
● Website Engaged Sessions: 179
● Website Views: 351
● Website Average Session Duration:1:29
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Links Clicked Total clicks Unique clicks
ameliaisland.com/itineraries/oh-the-places-youll-go-a-fathers-day-version/ 297 (22.4%) 253 (22.3%)
omnihotels.com/hotels/amelia-island/specials/sunsational-sunday 266 (20.1%) 195 (17.2%)
ameliaisland.com/blog/first-friday-foodie-feature-marche-burette/ 152 (11.5%) 124 (10.9%)
ameliaisland.com/places-to-stay/ 81 (6.1%) 65 (5.7%)
ameliaisland.com/partners/omni-amelia-island-resort/ 78 (5.9%) 64 (5.6%)
ameliaisland.com/blog/ 77 (5.8%) 68 (6.0%)
instagram.com/visitameliaisland/p/C67EwFsJq7v/ 71 (5.4%) 64 (5.6%)
ameliaisland.com/things-to-do/ 52 (3.9%) 45 (4.0%)
instagram.com/p/C64Zw_LgAyt/ 51 (3.8%) 43 (3.8%)
ameliaisland.com/ 49 (3.7%) 32 (2.8%)
instagram.com/visitameliaisland/p/C61hhwBvrVu/ 28 (2.1%) 26 (2.3%)
instagram.com/visitameliaisland/p/C7Cy6F6MHjX/ 23 (1.7%) 21 (1.8%)
ameliaisland.taplink.ws/ 22 (1.7%) 18 (1.6%)
ameliaisland.com/travel-guides/ 22 (1.7%) 21 (1.8%)
instagram.com/p/CgWy1KoOoOH/ 19 (1.4%) 18 (1.6%)
facebook.com/AmeliaIslandFlorida 14 (1.1%) 11 (1.0%)
instagram.com/visitameliaisland/p/C7KsZG5ucok/ 11 (0.8%) 10 (0.9%)
instagram.com/visitameliaisland/ 4 (0.3%) 4 (0.4%)
tiktok.com/@ameliaislandflorida 3 (0.2%) 3 (0.3%)
youtube.com/c/ameliaislandflorida 2 (0.2%) 2 (0.2%)
linkedin.com/company/ameliaislandflorida/ 2 (0.2%) 2 (0.2%)
twitter.com/ameliaislandflo 1 (0.1%) 1 (0.1%)
pinterest.com/visitameliaisland/ 1 (0.1%) 1 (0.1%)

http://ameliaisland.com/itineraries/oh-the-places-youll-go-a-fathers-day-version/
http://omnihotels.com/hotels/amelia-island/specials/sunsational-sunday
http://ameliaisland.com/blog/first-friday-foodie-feature-marche-burette/
http://ameliaisland.com/places-to-stay/
http://ameliaisland.com/partners/omni-amelia-island-resort/
http://ameliaisland.com/blog/
http://instagram.com/visitameliaisland/p/C67EwFsJq7v/
http://ameliaisland.com/things-to-do/
http://instagram.com/p/C64Zw_LgAyt/
http://ameliaisland.com/
http://instagram.com/visitameliaisland/p/C61hhwBvrVu/
http://instagram.com/visitameliaisland/p/C7Cy6F6MHjX/
http://ameliaisland.taplink.ws/
http://ameliaisland.com/travel-guides/
http://instagram.com/p/CgWy1KoOoOH/
http://facebook.com/AmeliaIslandFlorida
http://instagram.com/visitameliaisland/p/C7KsZG5ucok/
http://instagram.com/visitameliaisland/
http://tiktok.com/@ameliaislandflorida
http://youtube.com/c/ameliaislandflorida
http://linkedin.com/company/ameliaislandflorida/
http://twitter.com/ameliaislandflo
http://pinterest.com/visitameliaisland/
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May 3 Email:  Hampton Inn Inclusive
Subject Line: Summer stays and ways to play ☀󰝗
Preview Copy: Sun, sea and shopping this summer on Amelia Island
Deployment Date: May 30, 2024
Audience/Segment: Leisure / Engagement-Newsletter Subscribers

Email Metrics: 
● Delivered: 129,883
● Unique Opens: 22,729
● Opens: 28,818
● Unique Open Rate: 17.5%
● Clicks: 1,333
● Clicked Rate: 1.02% 
● Clicks per Unique Opens: 2.93%

Top Links Clicked: 
● BOOK NOW: 364

○ HAMPTON INN & SUITES AMELIA ISLAND-HISTORIC 
HARBOR FRONT

● LET’S SHOP:  229
○ Artisanal Finds: Shopping for Treasures on Amelia Island

● Places to Stay: 130

Performance Highlights:
● Website Sessions: 195
● Website Engaged Sessions: 113
● Website Views: 223
● Website Average Session Duration: 1:36
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Links Clicked Total clicks Unique clicks
hilton.com/en/hotels/aishshx-hampton-suites-amelia-island-historic-harbor-front/ 364 (27.2%) 278 (25.8%)
ameliaisland.com/blog/artisanal-finds-shopping-for-treasures-on-amelia-island/ 229 (17.1%) 181 (16.8%)
ameliaisland.com/ 132 (9.9%) 99 (9.2%)
ameliaisland.com/places-to-stay/ 130 (9.7%) 96 (8.9%)
ameliaisland.com/blog/summer-camps-on-amelia-island/ 113 (8.5%) 82 (7.6%)
ameliaisland.com/things-to-do/ 102 (7.6%) 66 (6.1%)
facebook.com/AmeliaIslandFlorida 56 (4.2%) 52 (4.8%)
ameliaisland.com/travel-guides/ 36 (2.7%) 30 (2.8%)
instagram.com/p/C6o16eEuhHG/ 28 (2.1%) 25 (2.3%)
instagram.com/p/C6RczcuusiT/ 25 (1.9%) 21 (1.9%)
ameliaisland.taplink.ws/ 23 (1.7%) 20 (1.9%)
ameliaisland.com/blog/ 23 (1.7%) 20 (1.9%)
instagram.com/p/C5_bALVMbur/ 18 (1.3%) 14 (1.3%)
instagram.com/p/C3EAVnbvEqz/ 16 (1.2%) 14 (1.3%)
instagram.com/p/C56j9O_rURi/ 15 (1.1%) 15 (1.4%)
instagram.com/visitameliaisland/ 7 (0.5%) 7 (0.6%)
instagram.com/p/C6wxr5bRekM/ 4 (0.3%) 4 (0.4%)
twitter.com/ameliaislandflo 3 (0.2%) 3 (0.3%)
tiktok.com/@ameliaislandflorida 3 (0.2%) 3 (0.3%)
youtube.com/c/ameliaislandflorida 3 (0.2%) 3 (0.3%)
pinterest.com/visitameliaisland/ 3 (0.2%) 3 (0.3%)
linkedin.com/company/ameliaislandflorida/ 3 (0.2%) 3 (0.3%)

http://hilton.com/en/hotels/aishshx-hampton-suites-amelia-island-historic-harbor-front/
http://ameliaisland.com/blog/artisanal-finds-shopping-for-treasures-on-amelia-island/
http://ameliaisland.com/
http://ameliaisland.com/places-to-stay/
http://ameliaisland.com/blog/summer-camps-on-amelia-island/
http://ameliaisland.com/things-to-do/
http://facebook.com/AmeliaIslandFlorida
http://ameliaisland.com/travel-guides/
http://instagram.com/p/C6o16eEuhHG/
http://instagram.com/p/C6RczcuusiT/
http://ameliaisland.taplink.ws/
http://ameliaisland.com/blog/
http://instagram.com/p/C5_bALVMbur/
http://instagram.com/p/C3EAVnbvEqz/
http://instagram.com/p/C56j9O_rURi/
http://instagram.com/visitameliaisland/
http://instagram.com/p/C6wxr5bRekM/
http://twitter.com/ameliaislandflo
http://tiktok.com/@ameliaislandflorida
http://youtube.com/c/ameliaislandflorida
http://pinterest.com/visitameliaisland/
http://linkedin.com/company/ameliaislandflorida/




Website Blog Conversions Email Paid Media

Apr 1, 2024 - Apr 30, 2024 ▼

https://lookerstudio.google.com/u/0/reporting/38c8c925-bf82-488c-8460-5a6a73905f5c/page/1KVhD?s=qxjBrfxFdGE&hl=en&requestMode=ONLINE_DOWNLOAD
https://lookerstudio.google.com/u/0/reporting/38c8c925-bf82-488c-8460-5a6a73905f5c/page/1KVhD?s=qxjBrfxFdGE&hl=en&requestMode=ONLINE_DOWNLOAD
https://lookerstudio.google.com/u/0/reporting/38c8c925-bf82-488c-8460-5a6a73905f5c/page/1KVhD?s=qxjBrfxFdGE&hl=en&requestMode=ONLINE_DOWNLOAD
https://lookerstudio.google.com/u/0/reporting/38c8c925-bf82-488c-8460-5a6a73905f5c/page/p_o23et7ckbd?s=qxjBrfxFdGE&hl=en&requestMode=ONLINE_DOWNLOAD
https://lookerstudio.google.com/u/0/reporting/38c8c925-bf82-488c-8460-5a6a73905f5c/page/p_o23et7ckbd?s=qxjBrfxFdGE&hl=en&requestMode=ONLINE_DOWNLOAD
https://lookerstudio.google.com/u/0/reporting/38c8c925-bf82-488c-8460-5a6a73905f5c/page/p_o23et7ckbd?s=qxjBrfxFdGE&hl=en&requestMode=ONLINE_DOWNLOAD
https://lookerstudio.google.com/u/0/reporting/38c8c925-bf82-488c-8460-5a6a73905f5c/page/p_8dejez5jbd?s=qxjBrfxFdGE&hl=en&requestMode=ONLINE_DOWNLOAD
https://lookerstudio.google.com/u/0/reporting/38c8c925-bf82-488c-8460-5a6a73905f5c/page/p_8dejez5jbd?s=qxjBrfxFdGE&hl=en&requestMode=ONLINE_DOWNLOAD
https://lookerstudio.google.com/u/0/reporting/38c8c925-bf82-488c-8460-5a6a73905f5c/page/p_8dejez5jbd?s=qxjBrfxFdGE&hl=en&requestMode=ONLINE_DOWNLOAD
https://lookerstudio.google.com/u/0/reporting/38c8c925-bf82-488c-8460-5a6a73905f5c?s=qxjBrfxFdGE&hl=en&requestMode=ONLINE_DOWNLOAD
https://lookerstudio.google.com/u/0/reporting/38c8c925-bf82-488c-8460-5a6a73905f5c?s=qxjBrfxFdGE&hl=en&requestMode=ONLINE_DOWNLOAD
https://lookerstudio.google.com/u/0/reporting/38c8c925-bf82-488c-8460-5a6a73905f5c?s=qxjBrfxFdGE&hl=en&requestMode=ONLINE_DOWNLOAD
https://lookerstudio.google.com/u/0/reporting/289c2393-432d-4d14-a036-e75c16fecc98/page/1KVhD
https://lookerstudio.google.com/u/0/reporting/289c2393-432d-4d14-a036-e75c16fecc98/page/1KVhD
https://lookerstudio.google.com/u/0/reporting/289c2393-432d-4d14-a036-e75c16fecc98/page/1KVhD


Website Performance

Total users

204,098
 44.3%

New users

202,389
 49.0%

Views

395,095
 35.5%

Sessions

236,280
 48.0%

Average session duration

00:01:49
 -10.1%

Engagement rate

46.96%
 -0.3%

Sessions per user

1.17
 2.6%

Events per session

6.31
 20.1%

Traffic and Acquisition

Sessions Sessions (previous year)

Apr 1 Apr 5 Apr 9 Apr 13 Apr 17 Apr 21 Apr 25 Apr 29
0

2.5K

5K

7.5K

10K

12.5K
Organic Social
Organic Search
Display
Direct
Unassigned
Paid Search
Referral
Cross-network
Email
Others

27.1%

21.8%

6.9%

7%

12.3%

15.8%

Session Trend YoY Top Acquisition Channels by Total Users

Region Session… % Δ

1. Florida 45,984 77.4%

2. Georgia 36,660 72.8%

3. New York 16,265 11.6%

4. North Carolina 15,969 86.9%

5. Virginia 15,692 94.7%

6. Tennessee 11,221 245.4%

7. South Carolina 9,174 162.2%

8. Texas 8,823 58.5%

9. Illinois 8,495 26.4%

10. California 8,230 -11.8%

1 - 100 / 526 < >

City Session… % Δ

1. (not set) 26,816 50.0%

2. Atlanta 16,678 58.7%

3. New York 10,555 16.8%

4. Miami 6,610 393.3%

5. Chicago 5,645 41.3%

6. Ashburn 5,587 79.9%

7. Jacksonville 4,801 6.1%

8. Orlando 4,117 55.5%

9. Fernandina B… 3,123 -1.5%

10. Los Angeles 2,557 -20.6%

1 - 100 / 6973 < >

Sessions

0 50K 100K 150K 200K 250K

unkno…

55-64

65+

45-54

35-44

25-34

18-24

Sessions by Location Sessions by Age

Top Performing Landing Pages

Landing page Sessions Views Average session duration

1. / 113,519 181,037 00:01:40

2. /travel-guides/romance 17,935 36,378 00:01:05

3. /activity/fernandina-beach-farmers-market-2 14,479 14,883 00:00:03

4. /places-to-stay 10,206 21,203 00:03:08

5. /things-to-do 7,102 17,903 00:03:46

6. (not set) 5,942 0 00:00:28

7. /blog/top-10-adrenaline-packed-adventures-on-amelia-i… 5,921 6,718 00:00:24

8. /meetings 5,203 6,895 00:00:40

▼

1 - 100 / 1125 < >

First user default channel group ▼Apr 1, 2024 - Apr 30, 2024 ▼



Website Performance (Blog)

Total users

18,196
 3,890.4%

New users

11,646
 13,134.1%

Views

27,823
 4,200.3%

Sessions

21,070
 4,280.5%

Average session duration

00:02:05
 122.3%

Engagement rate

62.15%
 2,391.4%

Sessions per user

1.18
 11.6%

Events per session

4.26
 32.9%

Traffic and Acquisition

Sessions Sessions (previous year)
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Session Trend YoY

Top Performing Landing Pages

Landing page Page path and screen class Sessions… Views Avg. Session Duration

1. /blog/top-10-adrenaline-packed-adventures-on-amelia-island /blog/top-10-adrenaline-packed-adventures-on-amelia-island/ 5,921 6,201 00:00:18

2. /things-to-do /blog/from-a-z-26-things-to-see-do-in-historic-downtown/ 924 1,026 00:03:07

3. /travel-guides/downtown /blog/from-a-z-26-things-to-see-do-in-historic-downtown/ 608 691 00:02:37

4. /blog/from-a-z-26-things-to-see-do-in-historic-downtown /blog/from-a-z-26-things-to-see-do-in-historic-downtown/ 490 537 00:01:48

5. / /blog/from-a-z-26-things-to-see-do-in-historic-downtown/ 440 485 00:02:55

6. /blog/the-ultimate-kids-vacation /blog/the-ultimate-kids-vacation/ 416 460 00:02:45

7. /blog/lets-brunch-and-celebrate-mom /blog/lets-brunch-and-celebrate-mom/ 402 446 00:02:59

8. /blog/activities-on-the-water-lets-make-waves /blog/activities-on-the-water-lets-make-waves/ 311 357 00:01:09

1 - 100 / 2379 < >

First user default channel group ▼Apr 1, 2024 - Apr 30, 2024 ▼



First user default channel group ▼

Events and Conversions Performance Summary

Event count

1,491,525
Conversions

19,532
Events per session

6.31
Session conversion rate

8.23%

Event count

page_view
session_start

first_visit
DE_links

user_engagement
view_item_list

travel_guide_view
click

scroll
bookdirect_property_click_…
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Events and Conversions Performance Breakdown

Outbound Partner Links

Outbound Link Partner Event count

1. Omni Amelia Island Resort - Amelia Island 850

2. The Ritz-Carlton, Amelia Island - Amelia Island 411

3. Barefoot Amelia Beach Rentals - Amelia Island 328

4. A1A Beach Vacations - Amelia Island 296

5. Marlin and Barrel Distillery - Amelia Island 275

6. Atlantic Recreation Center - Amelia Island 274

7. The Villas of Amelia Island - Amelia Island 249

8. eWheelz - Amelia Island 226

▼

1 - 100 / 358 < >

Conversions

Event name Event count Sessions Events per session

1. page_view 395,095 229,746 1.72

2. session_start 240,955 236,189 1.02

3. first_visit 202,389 200,324 1.01

4. DE_links 158,201 49,414 3.2

5. user_engagement 133,418 81,418 1.64

6. view_item_list 65,602 15,562 4.22

7. travel_guide_view 52,865 30,448 1.74

8. click 47,241 28,963 1.63

9. scroll 46,860 38,218 1.23

▼

1 - 33 / 33 < >

Form Submission Count

Form Name Event count

1. /inspiration-guide/ 394

2. /dickens-on-centre/vendors/vendor-application/ 20

3. /weddings/request-information/ 17

4. /content/submit-an-event/ 15

5. /content/submit-a-business/ 11

6. /meetings/ 3

7. /travel-industry-professionals/ 3

8. /meetings/request-information/ 2

▼

1 - 9 / 9 < >

Event count Event count (previous year)
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Events Trend YoY

First user default channel group Event count

1. Organic Search 446,505

2. Direct 255,417

3. Organic Social 235,498

4. Display 182,782

5. Paid Search 138,149

6. Referral 102,980

7. Unassigned 78,207

8. Cross-network 26,103

9 Email 19 896

▼

1 - 14 / 14 < >

Events by Channel/Campaign

Newsletter Sign Up

1,283
Weddings RFP

71
Book Now

38,398
Meetings RFP

5

Apr 1, 2024 - Apr 30, 2024 ▼



Total users

2,311

Email Performance Summary

New users

2,210
Views

5,629
Sessions

2,857

Performance by Email Campaign

First user campaign Landing page Sessions Views Average session duration

1. it's_an_island_thing / 618 1,379 00:02:44

2. it's_an_island_thing /places-to-stay 313 623 00:03:12

3. (not set) / 254 471 00:02:02

4. it's_an_island_thing /blog/activities-on-the-water-lets-make-waves 238 445 00:02:04

5. it's_an_island_thing /blog/first-friday-foodie-feature-the-patio-at-5th-and-ash 232 495 00:02:38

6. island_inspired_meetings /meetings 176 220 00:00:42

7. it's an island thing /itineraries/nature-lovers-getaway 172 294 00:03:03

▼

1 - 100 / 172 < >
Sessions by Country

First user source / m… Country Sessions

1. ameliaisland / email United States 1,296

2. travelandleisure / email United States 797

3. hs_email / email United States 271

4. usae / email United States 201

5. Mailchimp / email United States 142

6. northstar / email United States 46

7 Jacksonville Today Audi United States 25

▼

1 - 48 / 48 < >

Sessions by City

First user source / me… City Sessions

1. ameliaisland / email (not set) 128

2. ameliaisland / email Atlanta 109

3. travelandleisure / email Atlanta 93

4. travelandleisure / email (not set) 79

5. ameliaisland / email Ashburn 79

6. usae / email Ashburn 77

7. hs email / email Atlanta 62

▼

1 - 100 / 1180 < >

Subject Line Date Sent Delivered Opens Unique Opens Unique Open Rate Clicks Unique Clicks Click Rate Bounces CPUO

Jump, dive or dig into these top picks for M… Apr 25, 2024 68,925 68,701 28,100 21,196 30.85% 1,054 848 1.53% 224 2.72%

See what makes NE Florida so naturally fun… Apr 16, 2024 118,739 117,822 30,209 22,580 19.16% 970 823 0.82% 917 2.85%

Unforgettable Moments Await You on a Cla… Apr 5, 2024 66,937 66,853 32,721 23,931 35.8% 886 765 1.32% 84 2.3%

Grand total 254,601 253,376 91,030 - - 2,910 - 1.14% 1,225 -

▼

1 - 3 / 3 < >

Mailchimp Performance

Leisure

Meeting Planners

Amelia Island Tourism Industry Database - all 

Subject Line Date Sent Delivered Opens Unique Opens Unique Open Rate Clicks Unique Clicks Click Rate Bounces CPUO

Jump, dive or dig into these top picks for M… Apr 25, 2024 68,925 68,701 28,100 21,196 30.85% 1,054 848 1.53% 224 2.72%

Amelia Island CVB Partner Newsletter Apr 25, 2024 743 725 765 360 49.66% 61 48 8.21% 18 5%

See what makes NE Florida so naturally fun… Apr 16, 2024 118,739 117,822 30,209 22,580 19.16% 970 823 0.82% 917 2.85%

Unforgettable Moments Await You on a Cla… Apr 5, 2024 66,937 66,853 32,721 23,931 35.8% 886 765 1.32% 84 2.3%

Grand total 255,344 254,101 91,795 - - 2,971 - 1.16% 1,243 -

▼

1 - 4 / 4 < >

Subject Line Date Sent Delivered Opens Unique Opens Unique Open Rate Clicks Unique Clicks Click Rate Bounces CPUO

No data

Grand total - - - - - - - - - -

▼

Subject Line Date Sent Delivered Opens Unique Opens Unique … Clicks Unique Clicks Click Rate Bounces CPUO

Amelia Island CVB Partner Newsletter Apr 25, 2024 743 725 765 360 49.66% 61 48 8.21% 18 5%

Grand total 743 725 765 360 49.66% 61 48 8.21% 18 5%

▼

1 - 1 / 1 < >
Travel Industry Professionals

Subject Line Date Sent Delivered Opens Unique Opens Unique … Clicks Unique Clicks Click Rate Bounces CPUO

No data

Grand total - - - - - - - - - -

▼

Apr 1, 2024 - Apr 30, 2024 ▼



Glossary

Common Metric Definitions

Organic - Non-paid marketing term (for example, organic traffic refers to visitors to your website who found you through non-paid efforts (such as a Google search results).
Paid traffic refers to any media spent to acquire the traffic (such as through a Google ad). 

Session - A session is a group of user interactions with your website that take place within a given visit. For example, a single session can contain multiple pageviews, clicks,
and form fills.

Engaged Session - A session that lasts longer than 10 second, has a conversion event, or has at least 2 pageviews or screenviews. 

Engagement Rate -  Percentage of total sessions that were engaged sessions. 

Session Duration - The average length of a session in a particular time period . Session duration varies by the source of the traffic, but should generally be over 1 minute. For
example, direct (when a user arrives to your website by typing the URL or going to it from their Favorites menu) and organic traffic tend to spend more time.

Sessions per User - The number of sessions created per User

Time on Page – The amount of time users spent viewing a specified page, screen, or set of pages or screens. Much like session duration, time on page varies by the source of
traffic. In general, a 1 minute serves as a good benchmark for time spent on a single page. 

Views - Number of total pages viewed by all users during all sessions

Total Users - Total number of people that visited the website in the specified date range

New Users -  Number of people who visited the website the website for the first time in the specified date range

Conversions and Events

Newsletter Sign Up - Sign ups on /Plan-Your-Trip page & footer 

Meetings RFP - Form submissions on /Meetings/Request-Information page

Wedding RFP - Form submissions on /Weddings/Request-Information page

Book Now - Clicks on Book Now buttons

Apr 1, 2024 - Apr 30, 2024 ▼



Website Blog Website
Events Email Paid Media

Leisure/Weddings Meeting Planners Travel Industry
Professionals

May 1, 2024 - May 31, 2024 ▼

https://lookerstudio.google.com/u/0/reporting/38c8c925-bf82-488c-8460-5a6a73905f5c/page/1KVhD?s=ndJvhrY73XU&hl=en&requestMode=ONLINE_DOWNLOAD
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Website Performance

Total users

273,403
 115.6%

New users

268,577
 118.0%

Views

485,056
 81.0%

Sessions

310,190
 100.6%

Average session duration

00:01:45
 -13.1%

Engagement rate

45.04%
 -8.9%

Sessions per user

1.14
 -7.3%

Events per session

6.58
 30.0%

Traffic and Acquisition

Sessions Sessions (previous year)
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0
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Display
Organic Social
Organic Search
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Paid Search
Referral
Unassigned
Organic Video
Cross-network
Others

23.4%

21%

5.6%

7.2%

11.9%

18.4%

Session Trend YoY Top Acquisition Channels by Total Users

Region Session… % Δ

1. Florida 68,183 128.6%

2. Georgia 41,190 85.0%

3. (not set) 23,092 383.9%

4. New York 19,084 68.1%

5. Virginia 18,074 121.8%

6. North Carolina 17,942 153.6%

7. Texas 15,032 189.0%

8. Tennessee 12,657 296.6%

9. California 10,909 102.8%

10. Illinois 10,068 85.2%

1 - 100 / 604 < >

City Session… % Δ

1. (not set) 54,477 248.1%

2. Atlanta 18,579 66.4%

3. Miami 13,774 485.9%

4. New York 13,267 105.8%

5. Ashburn 7,087 121.5%

6. Chicago 6,492 104.4%

7. Jacksonville 5,710 -21.1%

8. Orlando 5,106 82.5%

9. Houston 3,371 909.3%

10. Fernandina B… 3,179 12.5%

1 - 100 / 7244 < >

Sessions

0 50K 100K 150K 200K 250K 300K

unkno…

55-64

65+

45-54

35-44

25-34

18-24

Sessions by Location Sessions by Age

Top Performing Landing Pages

Landing page Sessions Views Average session duration

1. / 175,469 259,276 00:01:28

2. /travel-guides/romance 19,101 32,357 00:01:06

3. /itineraries/nature-lovers-getaway 12,951 13,579 00:00:04

4. /places-to-stay 11,835 24,631 00:03:23

5. /things-to-do 8,783 23,304 00:04:20

6. (not set) 6,960 0 00:00:58

7. /meetings 5,399 6,596 00:00:32

8. /travel-guides/downtown 3,842 10,766 00:04:27

▼

1 - 100 / 1191 < >

First user default channel group ▼May 1, 2024 - May 31, 2024 ▼



Website Performance (Blog)

Total users

14,151
 4,378.2%

New users

7,206
 51,371.4%

Views

24,082
 4,834.8%

Sessions

17,588
 5,012.8%

Average session duration

00:02:41
 120.8%

Engagement rate

75.89%
 2,075.4%

Sessions per user

1.26
 15.5%

Events per session

4.49
 38.3%

Traffic and Acquisition

Sessions Sessions (previous year)
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0

200

400

600

800

Session Trend YoY

Top Performing Landing Pages

Landing page Page path and screen class Sessions… Views Avg. Session Duration

1. /things-to-do /blog/from-a-z-26-things-to-see-do-in-historic-downtown/ 1,107 1,213 00:02:54

2. /travel-guides/downtown /blog/from-a-z-26-things-to-see-do-in-historic-downtown/ 621 706 00:02:33

3. /blog/10-reasons-to-travel-to-amelia-island-in-2023 /blog/10-reasons-to-travel-to-amelia-island-in-2023/ 583 625 00:02:00

4. /blog/lets-brunch-and-celebrate-mom /blog/lets-brunch-and-celebrate-mom/ 563 660 00:02:49

5. /blog/summer-camps-on-amelia-island /blog/summer-camps-on-amelia-island/ 456 533 00:03:05

6. /blog/the-ultimate-kids-vacation /blog/the-ultimate-kids-vacation/ 447 492 00:02:07

7. / /blog/from-a-z-26-things-to-see-do-in-historic-downtown/ 424 469 00:02:38

8. /things-to-do /blog/activities-on-the-water-lets-make-waves/ 421 528 00:01:40

1 - 100 / 2505 < >

First user default channel group ▼May 1, 2024 - May 31, 2024 ▼



Event count

167,056
Events per session

6.28
Overall Key Event Rate

7.69%

Events Summary

Book Now Key Events

22,742
Newsletter Sign Up Key Events

427
Inspo. Guide Form Key Events

235
Weddings RFI Key Events

3

Meetings RFP Key Events

0
Meetings Quarterly Key Events

2
Email Paul Key Events

0
Call Paul Key Events

1

TIP Quarterly Form Key Events

3
Travel Agent Selections

1
Tour Operator Selections

2

Leisure & Weddings Key Events

Meeting Planners Key Events

Travel Industry Professionals Key Events

Source / Medium ▼

Event name ▼

May 1, 2024 - May 31, 2024 ▼



Source / Medium ▼

Event name ▼

Event count

167,056
Events per session

6.28
Overall Key Event Rate

7.69%

Event count

placestostay_clicks
thingstodo_clicks

outbound_links_partner
outbound_placestostay

calendar_events
outbound_thingstodo

outbound_shops
social_icons

outbound_dining
favorite_partner
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Events and Conversions Performance Breakdown

Outbound Partner Links

Outbound Link Partner Event count

1. Omni Amelia Island Resort - Amelia Island 886

2. The Ritz-Carlton, Amelia Island - Amelia Island 495

3. A1A Beach Vacations - Amelia Island 408

4. Atlantic Recreation Center - Amelia Island 395

5. Barefoot Amelia Beach Rentals - Amelia Island 373

6. eWheelz - Amelia Island 266

7. The Villas of Amelia Island - Amelia Island 254

8. Marlin and Barrel Distillery - Amelia Island 238

▼

1 - 100 / 357 < >

Conversions

Event name Event count Sessions Events per session Session k…

1. placestostay_clicks 88,439 11,945 7.4 0%

2. thingstodo_clicks 47,358 7,485 6.33 0%

3. outbound_links_partner 15,683 11,092 1.41 0%

4. outbound_placestostay 6,040 4,030 1.5 0%

5. calendar_events 4,759 2,493 1.91 0%

6. outbound_thingstodo 3,033 1,657 1.83 0%

7. outbound_shops 692 412 1.68 0%

8. social_icons 391 298 1.31 0%

9. outbound dining 330 190 1.74 0%

▼

1 - 14 / 14 < >

Event count Event count (previous 31 days)

May 1 May 5 May 9 May 13 May 17 May 21 May 25 May 29
0
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Events Trend MoM

First user default channel group Event count

1. Organic Search 56,730

2. Paid Search 41,743

3. Organic Social 29,903

4. Direct 15,245

5. Unassigned 13,770

6. Referral 4,613

7. Cross-network 2,392

8. Email 2,164

9 Display 392

▼

1 - 10 / 10 < >

Events by Channel/Campaign

General Website Events

Outbound Partner Links - Things to Do

Things to Do Event count

1. From A - Z: 26 Things to See & Do in Historic Downtown … 83

2. Forza Watersports - Amelia Island 46

3. A Perfect Labor Day Weekend - Three Ways - Amelia Isla… 36

4. Barefoot Flyers PPG - Amelia Island 33

5. Jeffers Carriages - Amelia Island 32

6. Coast eBike Adventures - Amelia Island 30

7. eWheelz - Amelia Island 30

8. Windward Sailing - Amelia Island 28

▼

1 - 100 / 123 < >

Outbound Partner Links - Shopping

Shop Partner Event count

1. https://www.omnihotels.com/hotels/amelia-island/thin… 30

2. Salty Threads at The Shops at Omni Amelia Island - Am… 10

3. The Salty Local - Amelia Island 9

4. http://www.thesaltylocal.com/ 9

5. https://www.facebook.com/profile.php?id=1000638885… 8

6. Nana Teresa's Bake Shop - Amelia Island 7

7. https://www.thesaltylocal.com/ 7

8. Color Wear - Amelia Island 6

▼

1 - 100 / 104 < >

Outbound Partner Links - Accomodations

Accomodations Event count

1. Omni Amelia Island Resort - Amelia Island 287

2. The Ritz-Carlton, Amelia Island - Amelia Island 146

3. A1A Beach Vacations - Amelia Island 112

4. The Villas of Amelia Island - Amelia Island 84

5. Sea Cottages of Amelia - Amelia Island 81

6. Barefoot Amelia Beach Rentals - Amelia Island 80

7. Courtyard by Marriott Amelia Island - Amelia Island 63

8. Amelia Island Getaways - Amelia Island 58

▼

1 - 65 / 65 < >

Outbound Partner Links - Dining

Dining Partner Event count

1. Foodie - Amelia Island 13

2. https://www.pogoskitchen.com/ 13

3. http://ameliaislanddavids.com/ 9

4. http://www.traysburgerstation.com/ 8

5. https://burlingamerestaurant.com/ 8

6. Pepper's Cocina Mexicana & Tequila Bar - Amelia Island 4

7. https://www.gardenstreetbistro.com/ 4

8. Webcams, Photos and Videos - Amelia Island 3

▼

1 - 66 / 66 < >

Favorited Partners

Favorite_Partner Event count

1. Amelia Island Restaurants and Dining - Amelia Island 68

2. Shops - Amelia Island 46

3. Things to Do - Amelia Island 22

4. Amelia Island, Florida 18

5. Amelia Island Arts & Entertainment Travel Guide - Ameli… 12

6. Places to Stay on Amelia Island - Amelia Island 11

7. Brett's Waterway Cafe - Amelia Island 8

8. Amelia Island Nature & Outdoors Travel Guide - Amelia I… 5

▼

1 - 43 / 43 < >

May 1, 2024 - May 31, 2024 ▼



Leisure & Weddings Key Events

Book Now Key Events

22,742
Newsletter Sign Up Key Events

427

Events by Medium / Source

Inspo. Guide Form Key Events

235
Weddings RFI Key Events

3

Medium Source Campaign Total users Sessions Book Now Key Ev… Newsletter Key … Inspo Guide Key… Weddings Key Ev…

1. organic google (organic) 46,302 60,456 4,466 103 38 0

2. social facebook it's_an_island_thing 41,370 44,756 2,522 64 31 0

3. (none) (direct) (direct) 32,748 40,348 1,818 94 35 0

4. display adara it's_an_island_thing 25,832 26,492 56 1 0 0

5. display padsquad weddings 12,217 12,793 86 1 0 0

6. display sojern it's_an_island_thing 11,466 11,550 29 0 0 0

7. cpc google 20240226 - Amelia Island - Leisur… 9,397 11,530 3,996 22 22 0

8. cpc google 20231004 - Amelia Island - Perfor… 9,178 10,383 1,612 9 3 0

9. video adara it's_an_island_thing 8,509 9,359 43 0 0 0

10. social facebook it's_an_island_thing_conversions 7,664 8,484 2,530 15 7 0

11. display padsquad it's_an_island_thing 7,578 8,007 55 1 0 0

12. display epsilon it's_an_island_thing 6,883 7,147 20 1 0 0

13. referral travelzoo.com (referral) 6,265 7,296 6 0 0 0

▼

1 - 100 / 144 < >

Source / Medium ▼May 1, 2024 - May 31, 2024 ▼



Meeting Planners Key Events

Meetings RFP Key Events

0
Meetings Quarterly Key Events

2

Conversions by Medium/Source

Email Paul Key Events

0
Call Paul Key Events

1

Meetings Explore Venue Event count

1. https://www.ameliaisland.com/partners/omni-amelia-island-resort/?tab=meetings 97

2. https://www.ameliaisland.com/partners/courtyard-by-marriott-amelia-island/?tab=meetings 33

3. https://www.ameliaisland.com/partners/the-ritz-carlton-amelia-island/?tab=meetings 33

4. https://www.ameliaisland.com/partners/residence-inn-amelia-island/?tab=meetings 15

5. https://www.ameliaisland.com/partners/hampton-inn-suites-amelia-island/?tab=meetings 14

6. 4

▼

1 - 6 / 6 < >

Explore Venues Buttons

Medium Source Campaign Total users… Sessions Meetings RFP Key E… Meetings Quarterly Ke… Email Paul Key E… Call Paul Key Ev…

1. social facebook meetings 4,320 4,820 0 1 0 0

2. email ameliaisland it's_an_island_thing 956 1,182 0 0 0 1

3. cpc meta meetings-leadgen-202405 113 121 0 1 0 0

1 - 3 / 3 < >

Source / Medium ▼May 1, 2024 - May 31, 2024 ▼



Travel Industry Professionals Key Events

TIP Quarterly Form Key Events

3
Travel Agent Selections

1

Medium Source Campaign Total users Sessions TIP Quarterly Form Key Events

1. (none) (direct) (direct) 32,748 40,348 3

2. referral q4laddisononamelia.cmail19.com (referral) 1 1 0

3. email MailChimp welcome-updatepro… 2 3 0

4. (not set) epsilon (not set) 1 1 0

5. (not set) syndication (not set) 12 12 0

6. (not set) travelzoo (not set) 3 5 0

7. 3Demail= 3Dameliaisland (not set) 2 2 0

8. cpc google (not set) 643 709 0

9. email hs_email (not set) 1 1 0

10. website GolfStayAndPlays (not set) 1 1 0

11. cpc google (organic) 25 30 0

12. organic aol (organic) 34 38 0

13. organic baidu (organic) 16 16 0

▼

1 - 100 / 475 < >

Conversions by Channel

TIP form selection Medium Source Key events

1. Travel Agent, Yes (none) (direct) 1

2. Tour Operator, Yes (none) (direct) 2

▼

1 - 2 / 2 < >

Quarterly Email Form Selection

Tour Operator Selections

2

May 1, 2024 - May 31, 2024 ▼



Total users

2,122
 43.0%

Email Performance Summary

New users

2,046
 45.5%

Views

4,788
 27.3%

Sessions

2,593
 37.6%

Performance by Email Campaign

First user campaign Landing page Sessions Views Average session duration

1. it's_an_island_thing /travel-guides/dining-nightlife 406 690 00:02:23

2. it's_an_island_thing / 384 872 00:02:35

3. it's_an_island_thing /places-to-stay 233 413 00:02:56

4. it's_an_island_thing /itineraries/oh-the-places-youll-go-a-fathers-day-version 210 266 00:01:28

5. it's_an_island_thing /things-to-do 149 341 00:03:10

6. it's_an_island_thing /blog/artisanal-finds-shopping-for-treasures-on-amelia-island 137 236 00:02:12

7. it's an island thing /itineraries/foodie 125 189 00:02:30

▼

1 - 100 / 131 < >
Sessions by Country

First user source / m… Country Sessions

1. ameliaisland / email United States 1,119

2. foodandwine / email United States 762

3. travelandleisure / email United States 380

4. Mailchimp / email United States 101

5. usae / email United States 77

6. ameliaisland / email Canada 60

7 Mailchimp / email Canada 27

▼

1 - 38 / 38 < >

Sessions by City

First user source / me… City Sessions

1. ameliaisland / email (not set) 148

2. foodandwine / email (not set) 121

3. ameliaisland / email Atlanta 85

4. ameliaisland / email Ashburn 69

5. ameliaisland / email Miami 62

6. foodandwine / email Miami 53

7. foodandwine / email Atlanta 44

▼

1 - 100 / 1102 < >

Subject Line Date Sent Delivered Opens Unique Opens Unique Open Rate Clicks Unique Clicks Click Rate Bounces CPUO

Summer stays and ways to play ☀️🏄‍♀️ May 30, 20… 130,825 129,882 30,816 23,265 17.91% 1,381 1,106 1.06% 943 2.97%

Get the summer vacation you, and dad, des… May 23, 20… 68,225 68,130 30,485 22,927 33.65% 1,332 1,141 1.95% 95 3.06%

Your Perfect Getaway Awaits at Residence I… May 13, 20… 67,876 67,655 29,534 21,716 32.1% 1,410 1,159 2.08% 221 3.7%

Grand total 266,926 265,667 90,835 - - 4,123 - 1.54% 1,259 -

▼

1 - 3 / 3 < >

Mailchimp Performance

Leisure

Meeting Planners

Amelia Island Tourism Industry Database - all 

Subject Line Date Sent Delivered Opens Unique Opens Unique Open Rate Clicks Unique Clicks Click Rate Bounces CPUO

Summer stays and ways to play ☀️🏄‍♀️ May 30, 20… 130,825 129,882 30,816 23,265 17.91% 1,381 1,106 1.06% 943 2.97%

Get the summer vacation you, and dad, des… May 23, 20… 68,225 68,130 30,485 22,927 33.65% 1,332 1,141 1.95% 95 3.06%

Your Perfect Getaway Awaits at Residence I… May 13, 20… 67,876 67,655 29,534 21,716 32.1% 1,410 1,159 2.08% 221 3.7%

Grand total 266,926 265,667 90,835 - - 4,123 - 1.54% 1,259 -

▼

1 - 3 / 3 < >

Subject Line Date Sent Delivered Opens Unique Opens Unique Open Rate Clicks Unique Clicks Click Rate Bounces CPUO

No data

Grand total - - - - - - - - - -

▼

Subject Line Date Sent Delivered Opens Unique Opens Unique … Clicks Unique Clicks Click Rate Bounces CPUO

No data

Grand total - - - - - - - - - -

▼

Travel Industry Professionals

Subject Line Date Sent Delivered Opens Unique Opens Unique … Clicks Unique Clicks Click Rate Bounces CPUO

No data

Grand total - - - - - - - - - -

▼

Average session duration

00:02:30
 -4.3%

May 1, 2024 - May 31, 2024 ▼



Glossary

Common Metric Definitions

Organic - Non-paid marketing term (for example, organic traffic refers to visitors to your website who found you through non-paid efforts (such as a Google search results).
Paid traffic refers to any media spent to acquire the traffic (such as through a Google ad). 

Session - A session is a group of user interactions with your website that take place within a given visit. For example, a single session can contain multiple pageviews, clicks,
and form fills.

Engaged Session - A session that lasts longer than 10 second, has a key event, or has at least 2 pageviews or screenviews. 

Engagement Rate -  Percentage of total sessions that were engaged sessions. 

Session Duration - The average length of a session in a particular time period . Session duration varies by the source of the traffic, but should generally be over 1 minute. For
example, direct (when a user arrives to your website by typing the URL or going to it from their Favorites menu) and organic traffic tend to spend more time.

Sessions per User - The number of sessions created per User

Time on Page – The amount of time users spent viewing a specified page, screen, or set of pages or screens. Much like session duration, time on page varies by the source of
traffic. In general, a 1 minute serves as a good benchmark for time spent on a single page. 

Views - Number of total pages viewed by all users during all sessions

Total Users - Total number of people that visited the website in the specified date range

New Users -  Number of people who visited the website the website for the first time in the specified date range

Events - Measures a specific interaction or occurrence on the website

Key Events - (formerly named Conversions) An event that measures an action that is particularly important to the success of the business

Key Events

call_paul - User clicks on Paul's phone number on Meetings RFP page

email_paul - User clicks on Paul's email on Meetings RFP page

meetings_rfp_submit - User succesfully submits Meetings RFP

meetings_quarterly_submit - User submits form to receive quarterly email for meeting planners

weddings_request_info - User submits Weddings Request Information Form

bookdirect_property_click_through - User clicks on "BOOK NOW" or "CHECK RATES & AVAILABILITY"

inspiration_guide_form_submit - User submits inspiration guide form

newsletter_footer_sign_up - User submits newsletter form at website footer

tip_quarterly_submit - User submits Travel Industry Professionals Quarterly Email Form

Events

thingstodo_clicks - User clicks on any link on Things to Do page

submit_event_form - User submits Submit an Event form

submit_business_form - User submits Submit a Business form

social_icons - Any button with a social icon is clicked on any page

placestostay_clicks - User clicks on any link on Places to Stay page

outbound_thingstodo - User visits a things to do partner website

outbound_shops - User visits a shopping partner website

outbound_placestostay - User visits a Places to Stay partner website

outbound_links_partner - User clicks on a "VIEW WEBSITE" button that takes them to an outbound partner website

outbound_dining - User visits a dining partner website

homepage_button_select - User clicks on buttons on main menu: Discover, Plan, The Island

favorite_partner - User "hearts" a partner

dickens_vendor_submission - User submits Dickens vendor fom 

calendar_events - User clicks on an event on the calendar

app_play_pageview - User clicks on Google Play or App Store button to download the App

meetings_rfp_begin - User lands on Meetings RFP page

meetings_explore_venue - User clicks on any "explore venue" button for Meetings

meeting_planner_toolkit_resources - User clicks on any link on the Meeting Planner page

weddings_request_info_begin - User submits Weddings Request Information Form

inspiration_guide_form - User visits inspiration guide form

travel_guide_view - User views travel guides pages

weddings_clicks - User clicks on any link on Weddings page

tip_clicks - User clicks on any link on Travel Industry Professionals page

May 1, 2024 - May 31, 2024 ▼
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