
AITDC Board Meeting
January 17, 2024



1.  Agenda



 

 

 

 
 
www.AmeliaIslandTDC.com 
904.277.4369 

 
                

Date/Time: Wednesday, January 17, 2:00 pm  
Location: Board of County Commission Chambers 

 

 
Call to Order – 2:00 pm Commissioner John Martin 

 
Invocation & Pledge Commissioner John Martin 

Roll Call Commissioner John Martin 

Public Input 
 

Approval of the AITDC Minutes 

Financials & Research 
                          FY 2024 1st Quarter  Gil Langley 

• Budget Report 
• Bed Tax Collections 
• STR & KeyData 

               
                           Visitor Profile Joseph St Germain 
        

Old Business: 
                          County Report Marshall Eyerman 

• Bicentennial Celebration 

Marketing Update  
 Dickens on Centre         Paul Beirnes/Staff 
 TaxSlayer Gator Bowl 
 Special Events 
 Strategic Initiatives 
 Campaign Response & Strategy 

New Business:  
• Resolutions - Sponsorship Agreement                   Mariela Murphy 
• FY 2024 Meeting Schedule                                             Gil Langley 

• March 27@ 3pm 
• May 22 @ 3pm 
• July 24 @ 3pm 
• September 25 @3pm 

 
Adjourn TDC Business Meeting Commissioner John Martin 



2. Minutes
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AMELIA ISLAND TOURIST DEVELOPMENT COUNCIL
3:00 PM, November 1, 2023

James S. Page Governmental Complex, 96135 Nassau Place
Yulee, FL 32097

OFFICIAL MINUTES

Call to Order at 3:02 p.m.

Invocation & Pledge

Roll Call

PRESENT:
Commissioner John Martin, Board Member Lisa West, Board Member Phyllis
Davis, Board Member Bob Hartman (arrived at 3:13 p.m.), Board Member Will
Wiest, Board Member Bradley Bean, Board Member Barbara Halverstadt, and 
Board Member John Beasley

ABSENT:
Board Member Joshua Summers

ALSO PRESENT:
Abigail Jorandby, Assistant County Attorney, and Abigail Martini, Deputy Clerk

Public Input: None

Approval of Minutes from the Amelia Island Tourist Development Council Board 
Meetings held on September 13, 2023, and August 7, 2023.

Motion: Approve minutes from the Amelia Island Tourist Development Council
Board Meeting September 13, 2023, and August 7, 2023.

Maker: Board Member Beasley
Second: Board Member Bean
Action: Approve
Aye: Commissioner Martin, Board Member West, Board Member Davis,

Board Member Wiest, Board Member Bean, Board Member
Halverstadt, Board Member Hoblit, and Board Member Beasley.

Absent: Board Member Hartman, and Board Member Summers.

Financials & Research
Staff Presentation: Mr. Langley came forward to provide a PowerPoint Presentation. He
introduced Elaine Roberts and Paul Beirnes are joining his team. However, he

231101 AITDC

https://nassaufl.granicus.com/MediaPlayer.php?view_id=&clip_id=1729&meta_id=192075
https://nassaufl.granicus.com/MediaPlayer.php?view_id=&clip_id=1729&meta_id=192077
https://nassaufl.granicus.com/MediaPlayer.php?view_id=&clip_id=1729&meta_id=192078
https://nassaufl.granicus.com/MediaPlayer.php?view_id=&clip_id=1729&meta_id=192082
https://nassaufl.granicus.com/MediaPlayer.php?view_id=&clip_id=1729&meta_id=192082
https://nassaufl.granicus.com/MediaPlayer.php?view_id=&clip_id=1729&meta_id=192085
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regretfully announced the resignation of his long-time friend and employee Amy
Boek. Mr. Langley continued his presentation reviewing the Fiscal Year 2023-2024
budget. Ms. Boek came forward to provide clarification regarding the marketing
budget. Mr. Langley finished his presentation reviewing the traditional lodging
occupancy and revenue, short term vacation rentals performance and rates, bed tax
collections, and the Fiscal Year 2023 Visitation profile.

Old Business:

County Report

i.Resolution – Delegation of Authority Update

Staff Presentation: Ms. Jorandby briefly reviewed the resolution.

Motion: Approve the Resolution 2023-193 for Delegation of
Authority Update.

Maker: Board Member Bean
Second: Board Member Halverstadt
Action: Approve
Aye: Commissioner Martin, Board Member West, Board

Member Davis, Board Member Hartman, Board
Member Wiest, Board Member Bean, Board Member
Halverstadt, and Board Member Beasley.

Absent: Board Member Summers.

New Business:

i. FY 2024 Meeting Schedule, as provided

Board Discussion: Mr. Beasley emphasized that the January meeting is going to
be held at 2:00 p.m. and not the usual time which is 3:00 p.m.

Motion: Approve the Fiscal Year 2024 Meeting Schedule.
Maker: Board Member Bean
Second: Board Member Davis
Action: Approve
Aye: Commissioner Martin, Board Member West, Board Member

Davis, Board Member Hartman, Board Member Wiest, Board
Member Bean, Board Member Halverstadt, and Board
Member Beasley.

Absent: Board Member Summers.

Marketing Update
Staff Presentation: Ms. Boek came forward to introduce StarMark and the work they do 
for the Tourist Development Council. Jacqui Hartnett and Sherene Irani, StarMark, 
came forward to showcase some video's that were created to market Amelia Island. Ms. 
Irani provided a power point presentation that demonstrate results of the "It's an Island 
Thing" campaign ran from November 2022 through August 2023, with results. She 
reviewed the summaries of 2023-2024 Media Budget Allocations, Food and Wine Flip 
Card results, new paid medias, Co-op advertorial, and Leisure Flip Cards. Discussion

231101 AITDC

https://nassaufl.granicus.com/MediaPlayer.php?view_id=&clip_id=1729&meta_id=192087
https://nassaufl.granicus.com/MediaPlayer.php?view_id=&clip_id=1729&meta_id=192090
https://nassaufl.granicus.com/MediaPlayer.php?view_id=&clip_id=1729&meta_id=192093
https://nassaufl.granicus.com/MediaPlayer.php?view_id=&clip_id=1729&meta_id=192094
https://nassaufl.granicus.com/MediaPlayer.php?view_id=&clip_id=1729&meta_id=192098
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ensued regarding confusion focused on media view results that require further
evaluation. Karen Hadley, Director of Marketing, came forward to provide an update
on the new website that became live on September 27th, 2023. She demonstrated a few
of the website's newer features and the performance of the website since the
launch. Mariela Murphy, Director of Special Events, came forward to discuss the
details of Dickens on Centre. The group discussed the events, parking and
growth. Maury Duggar, Director of Program Development, came forward to speak on
the tourism ambassador program. She demonstrated the website for the ambassador
program. Marilou Welling, Director of Engagement, came forward and discussed
Dickens on Centre, Atlanta Sustainable fashions week, and the travel trade shows that
are being hosted in Amelia Island in 2024. Mr. Langley came forward and added his
final comments regarding Amy Boek leaving and showed gratitude to the staff. Ms.
Boek came forward to discuss the upcoming events, Tax Slayer Gator
Bowl, Restaurant week, and the Bicentennial Celebration.

Adjournment at 4:25p.m.

_____________________________________
Chairman

231101 AITDC

https://nassaufl.granicus.com/MediaPlayer.php?view_id=&clip_id=1729&meta_id=192100
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  FOR 2024 13

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

37000000 AI TOURIST DEVELOP FUND            

137 .000.020.0202.00000.312130.                         TOURIST DEVELOPMENT TAX
                                           -11,536,000           0 -11,536,000  -1,593,715.04            .00  -9,942,284.96   13.8%*

137 .000.020.0202.00000.361101.                         INTEREST-BANK
                                                     0           0           0     -16,117.61            .00      16,117.61  100.0% 

137 .000.020.0202.00000.361101.FFSB1                    INTEREST-BANK
                                                     0           0           0     -10,782.36            .00      10,782.36  100.0% 

137 .000.020.0202.00000.361131.USBNK                    INTEREST - US BANK TREASURIES
                                                     0           0           0     -50,872.59            .00      50,872.59  100.0% 

137 .000.020.0202.00000.361300.USBNK                    NET INC (DEC) FAIR VAL INVESTM
                                                     0           0           0    -102,028.62            .00     102,028.62  100.0% 

137 .000.020.0202.00000.399952.                         CASH FWD-MARKETING
                                           -10,230,604           0 -10,230,604            .00            .00 -10,230,604.00     .0%*

137 .000.020.0202.00000.399953.                         CASH FWD-TRADE
                                            -2,800,245           0  -2,800,245            .00            .00  -2,800,245.00     .0%*

137 .000.020.0202.00000.399954.                         CASH FWD-BEACH IMPROVEMENTS
                                            -1,430,084           0  -1,430,084            .00            .00  -1,430,084.00     .0%*

     TOTAL AI TOURIST DEVELOP FUND         -25,996,933           0 -25,996,933  -1,773,516.22            .00 -24,223,416.78    6.8%

37521582 TDC ADMIN FEES-TRANS OUT           

137 .521.582.58.020.0215.02141.591910.CLERK             ADMINISTRATIVE FEE-CLERK
                                               173,040           0     173,040      23,905.74            .00     149,134.26   13.8% 

137 .521.582.58.020.0215.02141.591910.TAXCO             ADMIN FEE-TAX COLLECTOR
                                               173,040           0     173,040      23,905.74            .00     149,134.26   13.8% 

     TOTAL TDC ADMIN FEES-TRANS OUT            346,080           0     346,080      47,811.48            .00     298,268.52   13.8%

37522552 TDC RESEARCH/ADMIN                 

137 .522.552.55.020.0215.02141.531041.                  MANAGEMENT FEE-CVB

https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=L2PM775pBffdSX4WiVxTWgiDhtlmE4Ri2QrQybe9zL1GkZoGHy%2Bh7NwYM0rEcp8%2B
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=cc3NIikBGt1WnZnfRTB%2B8tyOV5eOqvMbpO7ESxRzp6iAxCLSM5lT1I9fzhniAi5d
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=JRCSZzc118vaOR%2FNesZKXoEOq5Grc%2BfreklmGDgUg4efaEWkY2v3Nu81WZJ2C4wteczmPl62lmwCnOYIg8gSAQ%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=OdAc1cgX6x6nCDyI97Nx1PLrKXbGeupVQPWjaLm1UiWjOlcO2%2BAfkSQgSFt64aiKR%2FsK1BXCVsG9o3GWkzcKkw%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=PXOQsFOgiqQi1fe1MGIRrDyItk8l2YYfyMU68eO1KYY5JYI7SevLshHswoMwPgHnzQnwwnJSRFT8gaifQwkhbw%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=HaRFQxCpwaCNwPGKxpCGCcqM3POTE8Gz4HgSP9UL6L%2FunbS24rVnxRvgABKy7MNI
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=lhSuRqqx74mCha2TNWJ1OmsCiHqCEBiUbjPQXtu2o3ak4nm%2FOZiP7swE9WFvAasY
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=PCnS0BsbMK3x2k6dHJ8rpQOjHxd828tex9LGTFXg2UosMIHmENrevxCnCyZA%2BqcM
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=N%2BGjGpVEuKG4bCQW5W2j3bnB0%2FHJgfDv8EZMoc0z1KhW3k1gaxUtVBHlyghs5j%2FQmxD66xr%2FFQsLzPRk22jQsQ%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=wWpXlRAg%2Be%2Fh3N8oX5cUCa9s4l8KG0WR01Bsb1rep8sEHcv3a7aocbUJG%2FkD7mqMS9sVuLGhTgjMy%2BxCyFGbKw%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=ZLdZI9vDKUzrqGJfyY9POcQeBk6cwvLx8GCnkFzgyW%2BVmiL9PaPlvGtCc0gruGqw
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  FOR 2024 13

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

                                             1,678,488           0   1,678,488     231,885.54            .00   1,446,602.46   13.8% 

     TOTAL TDC RESEARCH/ADMIN                1,678,488           0   1,678,488     231,885.54            .00   1,446,602.46   13.8%

37523552 TDC MARKETING                      

137 .523.020.0215.02141.399100.C0112                    CASH FORWARD
                                            -1,000,000           0  -1,000,000            .00            .00  -1,000,000.00     .0%*

137 .523.552.55.020.0215.02141.512000.                  REGULAR SALARIES AND WAGES
                                                43,973           0      43,973            .00            .00      43,973.00     .0% 

137 .523.552.55.020.0215.02141.521010.                  FICA TAXES
                                                 2,726           0       2,726            .00            .00       2,726.00     .0% 

137 .523.552.55.020.0215.02141.521020.                  MEDICARE TAXES
                                                   638           0         638            .00            .00         638.00     .0% 

137 .523.552.55.020.0215.02141.522000.                  RETIREMENT
                                                 5,237           0       5,237            .00            .00       5,237.00     .0% 

137 .523.552.55.020.0215.02141.523010.                  LIFE & HEALTH INSURANCE
                                                 8,250           0       8,250            .00            .00       8,250.00     .0% 

137 .523.552.55.020.0215.02141.524010.                  WORKERS' COMPENSATION
                                                    70           0          70            .00            .00          70.00     .0% 

137 .523.552.55.020.0215.02141.531000.                  PROFESSIONAL SERVICES
                                               300,000           0     300,000      -9,693.26            .00     309,693.26   -3.2% 

137 .523.552.55.020.0215.02141.531000.C0112             PROFESSIONAL SERVICES
                                             2,900,000           0   2,900,000      10,000.00      82,141.51   2,807,858.49    3.2% 

137 .523.552.55.020.0215.02141.534250.                  MARKETING DATA
                                               235,000           0     235,000            .00     153,500.00      81,500.00   65.3% 

137 .523.552.55.020.0215.02141.540000.ENTNT             TRAVEL AND PER DIEM
                                                 7,200           0       7,200            .00            .00       7,200.00     .0% 

137 .523.552.55.020.0215.02141.540000.LODGE             TRAVEL AND PER DIEM
                                                10,000           0      10,000            .00            .00      10,000.00     .0% 

https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=gM3zThzPVIW2jZ6ShLAwA3ulcoQQrQnfB%2FVetd9ZHZUj5vqhJzIl3eIErEjdcSNxHVnpFD36WlIkaeZOAaU1Eg%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=bNkBTxhjfDrxEDtzst1l22Ad087jLnDrSAGuEeUe0jYjov113o3sTOkfo2lEEenL
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=Rd4Ea9k2O1Uqx8InW9zPi%2FjwIdGNGC1y9XUhW1s4tcC6XzG9gVDB6sJRBzotLm2P
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=xiEjQ%2FpmZkpon5ckfolRhoMzmYh5qbDFz7k7fimJuiRO0zpb%2B1RcR2WMLnlH6idk
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=DJSy4Y0GCJ5EG4teuJWvK7%2BDhl3WS1Bz7GwbPIzoDPK5Y2K3QDgLRkhfvdVs7fty
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=QR%2ByOJVJAPVS0ts8ufwWdduFyQxQTcy5NbMdJwUOJ41ZP6sdAMCbe2y%2Foqyzx8lH
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=pOkwDY3BdxEZc43CvGVkc8krbVcVgEgg0jknpwkC%2Bs6yFx2IEgZmHdEYCQ0Gr%2F1g
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=hhdv3uVkS8jLtktCw3NlNVvxbl%2Fo5gqobq0IB4IcXsARjcKPcHgZdqRDr%2B9CpFkK
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=iJfJpihsbIZPBCMAUJAgdFUDr3kqS0hLOEK9MF0sCkjcUpkKSff8NQ1fwHwosCBLWxupWt4wQjFxuj8FMH%2Bi6w%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=8oRcFPWnOwgqqkEDAxoWw9CCAPTFI3%2FOHYTCNXes%2Ba%2FLBnLhxthANvWuN%2F5Ngj9S
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=aSwXFKr3cWd28%2B7TgHpJeOqgV%2BbvT7owkg1ZX6zpuoMxpw%2FPTgWRlNL0JuUsC3z6d3kXOxk8b1qvvK40o5GIAA%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=pEciupQo%2FduXi9icKvVQzNpGVlD8No%2F1BQTn5PNPE5LY2Um%2FhJxEFHISwLyNHBM1v6w9tDSePn4mePYDnerDsg%3D%3D
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137 .523.552.55.020.0215.02141.540000.MEALS             TRAVEL AND PER DIEM
                                                10,000           0      10,000            .00            .00      10,000.00     .0% 

137 .523.552.55.020.0215.02141.540000.TRAVL             TRAVEL AND PER DIEM
                                                10,000           0      10,000            .00            .00      10,000.00     .0% 

137 .523.552.55.020.0215.02141.542000.FULFL             FREIGHT AND POSTAGE SERVICES
                                                 2,500           0       2,500            .00            .00       2,500.00     .0% 

137 .523.552.55.020.0215.02141.548110.                  PRODUCTION
                                               642,854           0     642,854      39,575.22     505,577.57      97,701.21   84.8% 

137 .523.552.55.020.0215.02141.548110.CONTE             PRODUCTIONS
                                                     0           0           0       2,300.00            .00      -2,300.00  100.0%*

137 .523.552.55.020.0215.02141.548110.DESGN             PRODUCTIONS
                                                     0           0           0            .00      31,432.26     -31,432.26  100.0%*

137 .523.552.55.020.0215.02141.548120.                  PAID MEDIA
                                             3,410,000           0   3,410,000     247,439.64   3,003,013.57     159,546.79   95.3% 

137 .523.552.55.020.0215.02141.548120.AUDIO             PAID MEDIA
                                                     0           0           0       8,333.32            .04      -8,333.36  100.0%*

137 .523.552.55.020.0215.02141.548120.DIGIT             PAID MEDIA
                                                     0           0           0      37,429.06     154,324.65    -191,753.71  100.0%*

137 .523.552.55.020.0215.02141.548120.LCPRJ             PAID MEDIA
                                                     0           0           0      10,135.00      10,705.00     -20,840.00  100.0%*

137 .523.552.55.020.0215.02141.548120.PRINT             PAID MEDIA
                                                     0           0           0      28,286.18       3,986.18     -32,272.36  100.0%*

137 .523.552.55.020.0215.02141.548240.                  INTERACTIVE
                                               450,000           0     450,000      23,593.67     324,097.50     102,308.83   77.3% 

137 .523.552.55.020.0215.02141.548240.LICEN             INTERACTIVE
                                                     0           0           0      39,436.11            .00     -39,436.11  100.0%*

137 .523.552.55.020.0215.02141.548350.Grant             PARTNERS/SPONSORSHIPS/GRANT
                                               300,000           0     300,000            .00            .00     300,000.00     .0% 

137 .523.552.55.020.0215.02141.548350.LCPRJ             PARTNERS/SPONSORSHIPS/GRANT
                                               400,000           0     400,000      53,000.00            .00     347,000.00   13.3% 

https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=D7m2vk%2BXoDJr1o2VHIREHEAVvPJgVdR03n%2BUyUUlJ4QAkTEe%2FHvn6tBRJLK%2FndwdnxqmmG4R%2FtMdAbNhlTx61w%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=LY6LlPlFkpIjKjht3ciINWIPFGOFwXXrazWmPOw5yYR7s4%2Bzo7N9HRmJlvTZWXqMc9ef5sCh3%2Bv6dgYCk0asXA%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=ZRGBTMAjKkCokobKia%2FKYRsnlaQWxCg1y089ORmlXdB7AjbWJbRUDwixLQAhQttGzF4lJVtRLwirqgaDXlJqEg%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=dqBNdhA6d812780OgvABN%2F1Y6Y0bHSErxx2k01OdtqEDlVumsBKYJ4lkDHBy7SlX
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=HleapisudwmofgV900PicBK5DNVtEXUMNI7lS7KxGkoUEdvtBR0XM9ilINn4bal%2FVwwA3IxtW6rFYG8FC0nu0w%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=Ox8A9FgmPQx%2FATJaU5zv%2FS44E69MpelqGo8I%2BXG0QDXQJ%2FqReu7BUWDKMeu7s5JuFM68%2F5FRGVVeEP5uyzR7Yg%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=1w6IiiYA6Eb34lBSEx94gBvoqb%2B6HGQhvmLkIpBAbPL5wZfXBZPvcxLQA22PEl2d
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=u3aomI43lhS0%2BgYB66nV2Tk0r%2FPBTEVcOZaU1Mma8gmP1Xn%2B6rtmG%2FbyeXpqYnJUSLJDHRjLsYeYPhn1kf1C4A%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=DU5NL3P5saCbZJGdB8Ur41ORRq8B7gCkehKX%2BT2W%2B5rMKmXUMZTBEp2HDI1C8yCATKxzEedV5a7H0tEZ4gbX%2BA%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=DuC8MikGL7qeOzPKRqW%2B4wR%2FkYrfyg4sdU%2FyHX7Uerhjti0h1bvRzfGe9WJfjY3zcOXJ3bInovhmh8WZvWNTxg%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=03P3kEHYS7VzoAqAu7nsX6RgLIKPrS0OX3X%2FasD5s5BCtGlwfshiKzOhTPDWuBUElhxR1CBcKH5DLTRjCly6pA%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=5zcwu3M8lBHAtANQqQ%2Bf77nxSKlqQn6TKIUZee8mMhnJRuaMXthM9uBjdauvt8%2Ff
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=rVaak2ZMplK1KuG4apWAivNmkEEgB9XMHhH8zpITSHB9Lgl%2BbKvj0fUgO%2BLyJSpTbZauIwimkdRtwWFiBTDs8w%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=jAby9zURwnxWShN6I8fa9ItMnjrMOACJ%2BdreoxnDv8GAeU8DhJChsAGWKpF7AFnkQmPUkuDZLMhsGLz2nIGa8w%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=Cq3BfG6rf0Qd6GStkqAiEXjE43THk1BGWIBT1qnTph8SxcUPBSVIE3depigrMNyaiPBbs1KvwAuUqSf4AgIC5w%3D%3D
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137      AI TOURIST DEVELOPMENT FUND           APPROP     ADJSTMTS      BUDGET     YTD ACTUAL   ENC/REQ             BUDGET    USE/COL

137 .523.552.55.020.0215.02141.548350.PRTNR             PARTNERS/SPONSORSHIPS/GRANT
                                               160,000           0     160,000     135,000.00            .00      25,000.00   84.4% 

137 .523.552.55.020.0215.02141.548350.SPORT             PARTNERS/SPONSORSHIPS/GRANT
                                               205,000           0     205,000            .00            .00     205,000.00     .0% 

137 .523.552.55.020.0215.02141.548520.                  SPECIAL EVENTS
                                                 5,000           0       5,000            .00            .00       5,000.00     .0% 

137 .523.552.55.020.0215.02141.548520.DOC               SPECIAL EVENTS
                                               400,000           0     400,000     189,269.94      44,878.66     165,851.40   58.5% 

137 .523.552.55.020.0215.02141.548520.HOLDY             SPECIAL EVENTS
                                               200,000           0     200,000      92,806.60            .00     107,193.40   46.4% 

137 .523.552.55.020.0215.02141.548520.RESTW             SPECIAL EVENTS
                                                 5,000           0       5,000         560.00            .00       4,440.00   11.2% 

137 .523.552.55.020.0215.02141.548520.SPEC              SPECIAL EVENTS
                                               300,000           0     300,000      60,685.00            .00     239,315.00   20.2% 

137 .523.552.55.020.0215.02141.548710.PREXP             PUBLIC RELATIONS
                                               160,000           0     160,000      16,200.00     143,500.00         300.00   99.8% 

     TOTAL TDC MARKETING                     9,173,448           0   9,173,448     984,356.48   4,457,156.94   3,731,934.58   59.3%

37524552 TDC TRADE SHOWS/TRAVEL TR          

137 .524.552.55.020.0215.02141.534000.WELMC             OTHER CONTRACTUAL SERVICES
                                                 1,200           0       1,200         103.00            .00       1,097.00    8.6% 

137 .524.552.55.020.0215.02141.540000.ENTNT             TRAVEL AND PER DIEM
                                                 2,500           0       2,500            .00            .00       2,500.00     .0% 

137 .524.552.55.020.0215.02141.540000.LODGE             TRAVEL AND PER DIEM
                                                12,000           0      12,000       2,727.91            .00       9,272.09   22.7% 

137 .524.552.55.020.0215.02141.540000.MEALS             TRAVEL AND PER DIEM
                                                 5,000           0       5,000         182.34            .00       4,817.66    3.6% 

137 .524.552.55.020.0215.02141.540000.SALMS             TRAVEL AND PER DIEM
                                                 1,000           0       1,000            .00            .00       1,000.00     .0% 

https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=QhnHjayYcxL4ZAM2ccQH9%2B%2BDliVfpTnjwyA%2Ff7TR6Ex%2B%2FBh0Pzmw%2FmXAshMKWrEzr%2FHKSfueg60aOOdwnWDTmw%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=ArcM5A5sZEaykNf4p5Mj28eLjMYeLP4jAjG9r3VJ4xwua9UGt2YWrMoL3x8kI0xESTE1j2%2BfD0KuaDR1m8VIeQ%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=%2FTwlnTKsp4vl71WYl2tpGAAAZHxpedgBsGcEW19Yz0FT7jcTe%2BmB8IgQbaRLXc%2FZ
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=RKVz%2BYBZ9eDz1yyNBmG1NJLhNk22rJNfNxnkD7q9AYsWzgxauogi2HKNfkWj%2BaeCvOeyWtUSMjY7D1%2F6fWT%2F2Q%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=XqsvvUNUBNzmqB2nPXVWNzdkhTWEFKh6%2BSimBN9UiPdONkED3nuyX8nS27KhN%2BIl99AwOBx9HCOju97kRBoY9w%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=iFFELEVgmEdbv%2FnCJrqf6k2eZqo9NKkXIc9ocllfJH6vZYkBGOUoRs9DQw2igr9EZ0As5EuNI66teNSzPAvo2w%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=QxGLVNEdJX%2BCoRKkeOBaJa1Iwbe5Vw%2FmDxG%2ByvsrS2D%2Fm%2BVvRaICzLZMVO9zHnZ9HGyKvBDsgWSSEjvBfaz6RA%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=3CcXg3%2FlcQ4cq7DcDdnSg5yQr%2F3U7iWUdauJNBo%2BCgFKtKqXC2kT1pp3Te6ZcHLpaqBFA1A5bmJLTf10MAhxng%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=SMkqwRsUoRuKURVv6r5knx54JEE6GDIJTWr0PUjSE8a3XTrIEnTNrq2RRbHRnXHL3uDe9vgAj%2FgeTzVZztAueQ%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=k2arSjSQbLjRHh%2Bz%2Felrtas%2B6cOA6QUpx6LVY9PsKzAu5mxV4BKoRLQu4d%2FNXbz9o3CC4BPNoeZ7vrCETqea9Q%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=yw9dGC8cLP0nKiSuiZlZpQhXXUCIf7%2FdhJl6yHVNY%2BjD3Gsz7p9CpMOenacLEVyt3iVbwoHiogDFfK8pDDHIqQ%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=na7ennVm4KX0kAdob5HJ7HB6bw4t%2FJWN42juuFqpU2qe%2BPey2edtN7TO0BhPeKvW0dEUskxp4q3kyPkfTSLi7g%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=GqsYGcxmxBhzNei3fFil6rCzB3yhedn5e2AQ%2BhocTmjFsHxjL4asiR9X0Fc1%2FrMlMv67QRwS4qAR9HYpXW236w%3D%3D
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137      AI TOURIST DEVELOPMENT FUND           APPROP     ADJSTMTS      BUDGET     YTD ACTUAL   ENC/REQ             BUDGET    USE/COL

137 .524.552.55.020.0215.02141.540000.TRAVL             TRAVEL AND PER DIEM
                                                17,500           0      17,500       2,712.65            .00      14,787.35   15.5% 

137 .524.552.55.020.0215.02141.541000.WELMC             COMMUNICATIONS
                                                 5,500           0       5,500         196.25            .00       5,303.75    3.6% 

137 .524.552.55.020.0215.02141.542000.DRAYG             FREIGHT AND POSTAGE SERVICES
                                                80,000           0      80,000            .00            .00      80,000.00     .0% 

137 .524.552.55.020.0215.02141.542000.FULFL             FREIGHT AND POSTAGE SERVICES
                                                55,000           0      55,000      10,806.88      25,000.00      19,193.12   65.1% 

137 .524.552.55.020.0215.02141.542000.POSTG             FREIGHT AND POSTAGE SERVICES
                                                     0           0           0          82.54            .00         -82.54  100.0%*

137 .524.552.55.020.0215.02141.543000.WELMC             UTILITY SERVICES
                                                 5,000           0       5,000         753.17            .00       4,246.83   15.1% 

137 .524.552.55.020.0215.02141.544000.WELMC             RENTALS AND LEASES
                                                18,000           0      18,000       1,849.03            .00      16,150.97   10.3% 

137 .524.552.55.020.0215.02141.545000.                  INSURANCE
                                                 7,500           0       7,500            .00            .00       7,500.00     .0% 

137 .524.552.55.020.0215.02141.545000.WELMC             INSURANCE
                                                 4,200           0       4,200       1,558.00            .00       2,642.00   37.1% 

137 .524.552.55.020.0215.02141.547000.                  PRINTING-BROCHURES
                                               170,000           0     170,000       4,566.31            .00     165,433.69    2.7% 

137 .524.552.55.020.0215.02141.548018.INTNL             TRAVEL TRADE
                                               350,000           0     350,000      28,850.00     221,150.00     100,000.00   71.4% 

137 .524.552.55.020.0215.02141.548018.MEETG             TRAVEL TRADE
                                               300,000           0     300,000            .00            .00     300,000.00     .0% 

137 .524.552.55.020.0215.02141.548018.NICHE             TRAVEL TRADE
                                               455,000           0     455,000         850.00     400,000.00      54,150.00   88.1% 

137 .524.552.55.020.0215.02141.548018.TDREL             TRAVEL TRADE
                                                10,000           0      10,000       1,240.00            .00       8,760.00   12.4% 

137 .524.552.55.020.0215.02141.548018.TDSHW             TRAVEL TRADE
                                               180,000           0     180,000      20,885.00            .00     159,115.00   11.6% 

https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=oBR%2F7xuBMicVl%2Fy9J%2FcftFfFnJzkKHPoDPIO1KhN7gH2F%2FOc6qYITEdjSpD1CVSdms8BDOH4YrvBvzQRlXUsug%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=woOGOQQiJhWwzCorVqqHDB%2BacswLo3t9%2FbX3CHkuTmvV6e1pFlc9dqKssKrxdon00Ys0gJyETVXOz3AehVmm2g%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=k%2BH%2FJhfYUoOVHLliCa8fxeJQYfRilx5Ei%2FsKzKaVMB3Uax56Cm7nFT0LB3opX8h6quyw3kiymD0y3zmMCc45UA%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=YygJpRCkhJuwM6rRfacVWZNm9TXWDo%2F1HGX4eK60V4tcuf2S%2FxAaFgj6ZYPgXL6eXgD2ldVf%2BcZEfpeimYZcBw%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=e6u92saPQq2r%2B7vKc%2FxdrFo9l7ABd1UeKnONZ4OjXjBUGKaJab2f%2By01pHt3bb0MIh7n7U6AhlGPckE%2Bwa9XOg%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=0W1mXp8QcXkgS3AQlI%2BxGm3NM0S4PJ7WbYR7dHCrYq1qzAqGQa9bkZBBK7A1P6g2GwdtXIkLtzRl%2FsQwRVTVSA%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=KbA57csXzT9qT6LT4u1lWLM6Bw%2FxCHtmTX08RfQvO9Xv3zCajjaPxjEeT%2Bnh3gZ1xFrWjNPoQlhfqAOTCj38SQ%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=QiTIDHM8EzqOkx7I32cbmqoSQ4TaxqpYtX8AagUc6ff5LtCIBIWhO%2F1HhRFsW5mo
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=xhnTKKvNkhG3uqxEwpYvSV7WC2HQbYXnhaV3SLr%2FnVqeHg4qYaKEGeSerduWnrBfZnztzWWpmTlyjg6hsMXn0A%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=6%2FM0f5C5N%2BZ0iSEhwNlH7gieoeMehKZ8oE7SXfu%2B%2B8b%2FWdMJ9oc%2B%2B9oww4o%2FMp%2Fl
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=1FO8c1Yk6aacmI1ALPcuI8Hg9MoZ7Teg6NPw6HWtj0QcHvoCVU7MopBn96tIacMwgtVs4rAa87bjgpTUiXGEVQ%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=GlLCsw2oQo%2B0jl85rMAkN6TIgoTu3IM8yDsZG%2BesUYyYMwGji%2FtUUgHonmJNR%2BhgdvjaaXltDmB%2FAIs2FW1d3w%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=Tkfzj7f0rST79vrGwnTU%2BxK0TZJq6iYPA8nuBBFeq8gAv%2FgLZovLwienit%2F4Ek5DZYRdKTebN6hpha8Ss5vrrg%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=LBSU6j6Sf3UHYBbCxjNje9MtGncMx7ECgaDVfYADrgniu4%2FWqc%2Bt1PQLb1BHS4elUsWmkBBrL6K6MtJvICv8SQ%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=KBgjMgPYWMLLmpqLs1%2BoawxpuLw%2FqCgADBlb8nqp2lI3tRLy3vWj8A1aIV45vlInZ6XJTbp2UtZ%2B5l%2BBEqZXKQ%3D%3D
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137 .524.552.55.020.0215.02141.548019.INCTV             HOSPITALITY SERVICES
                                               100,000           0     100,000         114.70      11,885.30      88,000.00   12.0% 

137 .524.552.55.020.0215.02141.548019.PUBAW             HOSPITALITY SERVICES
                                                45,000           0      45,000         101.24            .00      44,898.76     .2% 

137 .524.552.55.020.0215.02141.548019.WELMC             HOSPITALITY SERVICES
                                                15,000           0      15,000         900.00            .00      14,100.00    6.0% 

137 .524.552.55.020.0215.02141.548161.FAMS              FAMILIARIZATIONS
                                                15,000           0      15,000            .00            .00      15,000.00     .0% 

137 .524.552.55.020.0215.02141.548161.FLTFS             FAMILIARIZATIONS
                                                10,000           0      10,000            .00            .00      10,000.00     .0% 

137 .524.552.55.020.0215.02141.548161.SALMS             FAMILIARIZATIONS
                                                 9,592           0       9,592            .00            .00       9,592.00     .0% 

137 .524.552.55.020.0215.02141.549000.WELMC             OTHER CURRENT CHARGES & OBLIGA
                                               130,000           0     130,000            .00            .00     130,000.00     .0% 

137 .524.552.55.020.0215.02141.552007.                  PROMOTIONAL SUPPLIES
                                                50,000           0      50,000       4,815.50       5,506.01      39,678.49   20.6% 

137 .524.552.55.020.0215.02141.554006.                  DUES/SUBSCRIPT/TRAINING
                                                30,000           0      30,000      12,608.00            .00      17,392.00   42.0% 

     TOTAL TDC TRADE SHOWS/TRAVEL TR         2,083,992           0   2,083,992      95,902.52     663,541.31   1,324,548.17   36.4%

37525539 TDC BEACH IMPROVMENTS              

137 .525.020.0215.02141.399100.C0112                    CASH FORWARD
                                            -3,000,000           0  -3,000,000            .00            .00  -3,000,000.00     .0%*

137 .525.539.53.020.0215.02141.534102.                  CONTRACT SERVICE-BEACH CLEAN
                                                30,000           0      30,000            .00            .00      30,000.00     .0% 

137 .525.539.53.020.0215.02141.534102.OFBCH             CONTRACT SERVICE-BEACH CLEAN
                                               125,000           0     125,000       9,000.00       2,250.00     113,750.00    9.0% 

137 .525.539.53.020.0215.02141.534102.ONBCH             CONTRACT SERVICE-BEACH CLEAN
                                               360,000           0     360,000      54,000.00      92,250.00     213,750.00   40.6% 

https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=pEiqMXkJ%2BlZIfzWoVXlK9DyIvamAKbYTzyfBcxHeonFr83HqsxpssreCA5bC5%2FK614sAtiadpLpmZfGm9lX8Ig%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=4Bh6zqM%2Fn1Hd6vRUnofAWMRfRnTNy7PUIIMjPeqacOgzILmQ91R%2BremIimvRYGLabATX2rR7C6qrN6kCs9wteg%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=0A%2FwOYdPhfG5NLvmm5cJeNRy68ntxcfhVaQwdQI89b6sT6iPdWyGWTtwLot%2B4sYywii2ay5DBnMB0KDZ1YEw%2BA%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=htEIHjYWdzRsfRcJPprNHOqgrJ0fMj5mAiVaAxaH2ctqy8qdAH1EqCfMnK%2Fz9rRmp0LbjIiCdQxqYwgwVI3uiQ%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=dqtBYPWUp%2FUS5fJD1iV4R9byjrXP1QoEPSGFgkIFXJst2NEFJsXBRZEsBuGTgR3%2BeXQ0ueQ%2B%2BgSzpNSKhhwnfQ%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=NRCq2NH1x1doTdsu3hlSWgzGNHng3HwQ7msReiMb%2FzwiR%2Fwg7YRKCV3Pyq%2BxLXb0k6dlt9FMleGiBSNUT0Bo5w%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=CJrhNHuEEpbTrOBtFjiz6Cuwyc5gY8VXjy%2BsAwEqjXQOVntFRParosM67Abex%2BcB5p7PINCvjcXi7I6B6wvyIw%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=DyzyDYyd5RaDUe1PcLKDwh8Lx%2FM%2F9cL8tlcdXi50RBH9oJujIdsyD1Oe4RY8DAys
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=u%2FgqWGQIaTi1mWhcphmoGoHhpt%2FMGss5DXab47l8uyrkS9Gp%2FvURxSOc6C8DC6o2
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=qvPWJd0lBfR1hENgsfRkNlX9bLvaYkSpFjOrL%2BKDKlLF1X7X8ShRS4jitczYWsZ2cNFQzj6n4RT5WmKjdjBUtw%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=YBMiXpxA%2BW49rWTHrjfBogHKVDDTKloa43UptjyQyvnY3dFhUDrGN6xHTYRIkPYE
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=z%2BTGZkFObFWYh%2BnnOi3j7K34u6ylfxyLYSpPJL03x3k34S0j1pxVp97lmkAJr0F4pgZL4VsZZ0Kx%2F6ki15nBlQ%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=sbB6Rx10lyRnBRwSIGz9QfNxdjEleq6jqX3S7s6yQdW6qFkB5AH0EX8Pl8%2F1Te1ZoHnBR%2FhASxI7n1zEqPRN4g%3D%3D
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  FOR 2024 13

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

137 .525.539.53.020.0215.02141.552000.                  MISC OPERATING SUPPLIES
                                                13,992           0      13,992         823.20            .00      13,168.80    5.9% 

137 .525.539.53.020.0215.02141.554000.                  DUES & SUBSCRIPTIONS
                                                15,000           0      15,000       6,500.00            .00       8,500.00   43.3% 

137 .525.539.53.020.0215.02141.563000.C0112             IMPROVEMENTS OTHER THAN BLDGS
                                             4,100,000           0   4,100,000            .00            .00   4,100,000.00     .0% 

137 .525.539.53.020.0215.02141.581202.                  AID-CITY OF FERNANDINA BCH
                                                75,000           0      75,000            .00            .00      75,000.00     .0% 

     TOTAL TDC BEACH IMPROVMENTS             1,718,992           0   1,718,992      70,323.20      94,500.00   1,554,168.80    9.6%

37999599 RESERVES                           

137 .999.599.59.020.0214.02131.599053.                  RESERVES MARKETING
                                             8,330,604           0   8,330,604            .00            .00   8,330,604.00     .0% 

137 .999.599.59.020.0214.02131.599054.                  RESERVES TRADE
                                             1,835,245           0   1,835,245            .00            .00   1,835,245.00     .0% 

137 .999.599.59.020.0214.02131.599055.                  RESERVES BEACH
                                               830,084           0     830,084            .00            .00     830,084.00     .0% 

     TOTAL RESERVES                         10,995,933           0  10,995,933            .00            .00  10,995,933.00     .0%

     TOTAL AI TOURIST DEVELOPMENT FUND               0           0           0    -343,237.00   5,215,198.25  -4,871,961.25  100.0%

                           TOTAL REVENUES  -29,996,933           0 -29,996,933  -1,773,516.22            .00 -28,223,416.78
                           TOTAL EXPENSES   29,996,933           0  29,996,933   1,430,279.22   5,215,198.25  23,351,455.53

https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=494FEAT6VzZYMgUavUJz5x99rdgEJ4AVBkAtCUt%2Bjys1DvqkE%2BZGxg%2FY%2BsulDvG4
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=2sXDl8FLjDkPxSnV0hcx9gXDkTeG2RWTLs80jbCoWqzwasD%2FcxXWVhhsiSZEyumj
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=dbGBSGQfkVRup1jtUmMwP5UZgB04RvdKX9ZgZ1ZdXtPjGDSHJj8q%2Bm3inuIQj3CfmiMjJEzUj4KVbMf8KRcPFA%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=ETLAPsIRY9pKOr8lUgGid6okVgzFLZiJhSxL3IVWPQ4dQifCrZiIsLnzog5geJ6P
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=aqlqW48yKjdc1bgQ6plfhpsnGQJzAI0RXvAijoBS5ocvMaeoJBAQBoj44LubsMnU
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=0DqfhoxCH%2BEBWN%2F15IcGuP7xlK8Bs%2FLOXiVXmf4TiFnRQVSoICuJRmqo8gQxBH7N
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=ZbhFriYzTS%2Ff7zfoS0Tu%2F4KKrlIyfhmZaqC5XDLIiIRNM0lAY%2Fom6trcOnDZKLIi
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  FOR 2024 13

                                              ORIGINAL    TRANFRS/     REVISED                                    AVAILABLE    PCT
                                               APPROP     ADJSTMTS      BUDGET     YTD ACTUAL   ENC/REQ             BUDGET    USE/COL

                              GRAND TOTAL            0           0           0    -343,237.00   5,215,198.25  -4,871,961.25  100.0%

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



1/16/20241:49 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 $124,124,387
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 $31,284,098

% Change 12.00% 15.38% -100.00% -100.00% -100.00% -100.00% -100.00% -100.00% -100.00% -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 $0 $0 $0 $0 $0 $0 $0 $0 $0 $0 $31,284,098
% Change 12.41% 5.76% -100.00% -100.00% -100.00% -100.00% -100.00% -100.00% -100.00% -100.00% -100.00% -100.00% -86.05%

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 $13,748,330 $0 $0 $0 $0 $0 $0 $0 $0 $0 $0  
% Change 12.00% -50.14% -100.00% -100.00% -100.00% -100.00% -100.00% -100.00% -100.00% -100.00% -100.00% -100.00%  

Bed Tax YOY
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 $0 $0 $0 $0 $0 $0 $0 $0 $0 $0
% vs FY2023 11.98% 15.38% -100.00% -100.00% -100.00% -100.00% -100.00% -100.00% -100.00% -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
2024 vs Budget 11.04% 5.44% 2.02%

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 $1,564,205 $1,564,205 $1,564,205 $1,564,205 $1,564,205 $1,564,205 $1,564,205 $1,564,205 $1,564,205 $1,564,205
Pace vs LY 11.98% 13.45% -21.32% -39.08% -54.31% -67.28% -74.13% -78.01% -81.43% -84.14% -85.36% -86.32%

FY2015 $124,124,387
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 $31,284,098

AITDC\RESEARCH\Bed Tax
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Gi@1023*La
Tab 4 - Trend Amelia Island+

Currency: USD - US Dollar

Amelia Island Tourist Development Council

For the Month of November 2023

Jun Jul Aug Sep Oct Nov Dec Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov 2021 2022 2023 2021 2022 2023

This Year 72.2 72.5 57.1 55.9 57.9 50.1 48.0 51.0 70.4 74.2 72.2 63.6 71.5 75.3 52.9 58.8 65.5 57.2 60.4 63.5 64.7 58.2 62.6 63.3

Last Year 73.8 76.7 54.5 57.7 63.1 56.2 53.1 41.4 66.2 77.3 77.3 70.8 72.2 72.5 57.1 55.9 57.9 50.1 47.7 60.4 63.5 48.2 58.2 62.6

Percent Change -2.1 -5.5 4.6 -3.2 -8.2 -10.8 -9.6 23.4 6.3 -4.0 -6.6 -10.2 -1.0 3.9 -7.4 5.3 13.0 14.2 26.7 5.1 1.9 20.8 7.6 1.1

Jun Jul Aug Sep Oct Nov Dec Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov 2021 2022 2023 2021 2022 2023

This Year 332.16 341.96 274.30 267.16 278.51 251.17 273.72 226.74 265.70 368.32 364.42 340.28 329.51 326.01 271.57 263.95 267.46 254.39 279.93 303.80 302.87 275.57 300.88 301.00

Last Year 312.93 328.55 268.95 260.27 265.41 248.71 263.16 211.24 257.84 350.38 361.38 326.54 332.16 341.96 274.30 267.16 278.51 251.17 224.04 279.93 303.80 220.81 275.57 300.88

Percent Change 6.1 4.1 2.0 2.6 4.9 1.0 4.0 7.3 3.1 5.1 0.8 4.2 -0.8 -4.7 -1.0 -1.2 -4.0 1.3 25.0 8.5 -0.3 24.8 9.2 0.0

Jun Jul Aug Sep Oct Nov Dec Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov 2021 2022 2023 2021 2022 2023

This Year 239.91 247.79 156.53 149.26 161.38 125.93 131.31 115.67 186.95 273.46 263.03 216.30 235.58 245.44 143.56 155.24 175.06 145.59 169.15 192.87 196.02 160.32 188.35 190.53

Last Year 230.97 251.93 146.67 150.18 167.48 139.83 139.62 87.35 170.64 271.00 279.38 231.17 239.91 247.79 156.53 149.26 161.38 125.93 106.85 169.15 192.87 106.36 160.32 188.35

Percent Change 3.9 -1.6 6.7 -0.6 -3.6 -9.9 -6.0 32.4 9.6 0.9 -5.9 -6.4 -1.8 -0.9 -8.3 4.0 8.5 15.6 58.3 14.0 1.6 50.7 17.5 1.2

Jun Jul Aug Sep Oct Nov Dec Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov 2021 2022 2023 2021 2022 2023

This Year 66,990 69,316 69,316 67,080 69,316 67,080 69,316 69,316 62,608 69,316 67,080 69,316 67,080 69,316 69,316 67,080 69,316 67,080 717,142 746,281 746,824 778,956 815,504 816,140

Last Year 66,990 69,223 69,223 66,990 69,223 66,990 69,223 69,223 62,524 69,223 66,990 69,223 66,990 69,316 69,316 67,080 69,316 67,080 653,186 717,142 746,281 715,000 778,956 815,504

Percent Change 0.0 0.1 0.1 0.1 0.1 0.1 0.1 0.1 0.1 0.1 0.1 0.1 0.1 0.0 0.0 0.0 0.0 0.0 9.8 4.1 0.1 8.9 4.7 0.1

Jun Jul Aug Sep Oct Nov Dec Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov 2021 2022 2023 2021 2022 2023

This Year 48,385 50,228 39,556 37,478 40,165 33,632 33,252 35,362 44,052 51,464 48,416 44,061 47,958 52,185 36,643 39,453 45,370 38,391 433,328 473,784 483,355 453,182 510,511 516,607

Last Year 49,444 53,080 37,749 38,653 43,682 37,663 36,727 28,624 41,380 53,541 51,789 49,006 48,385 50,228 39,556 37,478 40,165 33,632 311,541 433,328 473,784 344,406 453,182 510,511

Percent Change -2.1 -5.4 4.8 -3.0 -8.1 -10.7 -9.5 23.5 6.5 -3.9 -6.5 -10.1 -0.9 3.9 -7.4 5.3 13.0 14.2 39.1 9.3 2.0 31.6 12.7 1.2

Jun Jul Aug Sep Oct Nov Dec Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov 2021 2022 2023 2021 2022 2023

This Year 16,071,788 17,175,839 10,850,081 10,012,562 11,186,312 8,447,261 9,101,792 8,018,040 11,704,704 18,955,078 17,643,976 14,992,878 15,802,459 17,012,853 9,951,223 10,413,493 12,134,576 9,766,403 121,303,277 143,937,796 146,395,683 124,882,680 153,602,899 155,497,476

Last Year 15,472,693 17,439,200 10,152,738 10,060,384 11,593,556 9,367,100 9,665,103 6,046,656 10,669,228 18,759,743 18,715,738 16,002,587 16,071,788 17,175,839 10,850,081 10,012,562 11,186,312 8,447,261 69,796,183 121,303,277 143,937,796 76,049,283 124,882,680 153,602,899

Percent Change 3.9 -1.5 6.9 -0.5 -3.5 -9.8 -5.8 32.6 9.7 1.0 -5.7 -6.3 -1.7 -0.9 -8.3 4.0 8.5 15.6 73.8 18.7 1.7 64.2 23.0 1.2

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

Census Props 21 21 21 21 21 21 21 21 21 21 21 21 21 21 21 21 21 21

Census Rooms 2233 2236 2236 2236 2236 2236 2236 2236 2236 2236 2236 2236 2236 2236 2236 2236 2236 2236

% Rooms Participants 96.4 96.4 96.4 96.4 96.4 96.4 96.4 96.4 96.4 96.4 96.4 96.4 96.4 96.4 96.4 96.4 96.4 96.4

A blank row indicates insufficient data.
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2023 © 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: 2023 STR, LLC / STR Global, Ltd. trading as "STR".
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Data Source: VR (Direct)

KPI Value Compared Difference

ADR $280 $279 0%
Adjusted Paid & Owner Occupancy 39.9% 45.4% -12%
Adjusted RevPAR $76 $88 -13%
Avg. Total Stay Value $1,736 $1,860 -7%
Avg. Length of Stay 4.8 4.9 -2%
Adjusted Paid Occupancy % 27.3% 31.4% -13%
Canceled Stays 411 434 -5%
Avg. Booking Window 61 58 5%
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This report includes data for all visitors, whereas previous reports were 
based solely on data from visitors staying in paid accommodations. Some 
year-over-year differences will be due to this change in methodology.

Overall visitation was down, but the typical travel party spent a bit more 
compared to last year

Typical Booking Window: 22 days

2 in 5 visitors booked a week or two before visiting

1 in 5 visitors booked 1 month before visiting

1 in 5 visitors booked 2 months before visiting

Top Markets: Jacksonville, Orlando, Atlanta, New York City, Washington DC

QUARTERLY
SNAPSHOT
OCTOBER – DECEMBER 

2023

217,400 174,160 $149,431,200

TOTAL 
VISITORS

ROOM 
NIGHTS

DIRECT 
SPENDING

5.7%

↑

3.1%

↑

0.4%

↑

vs. 2022

652,200

VISITOR
DAYS

8.7%

↑
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TOURISM SNAPSHOT: METRICS
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October – December 
2022

October – December 
2023

% ∆

Occupancy2 51.8% 50.2% -3.1%

ADR2 $267.84 $264.18 -1.4%

RevPAR2 $139.03 $132.73 -4.5%

Room Nights2 179,700 174,160 -3.1%

October – December 
2022

October – December 
2023

% Δ

Visitors 230,6001 217,400 -5.7%

Visitor Days 714,700 652,200 -8.7%

Direct Spending $150,022,4001 $149,431,200 -0.4%

Economic Impact $197,384,5001 $196,651,500 -0.4%

1This spending data has been modeled to include all visitors for comparative purposes. Previous data only reported visitors staying in paid accommodations. 
2Sources: Key Data, Smith Travel Research, Florida Department of Business and Professional Regulation.
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On average, visitors began planning 29 
days before their trip

On average, visitors booked their trip 22 
days before their arrival

TRIP PLANNING/BOOKING CYCLE

Base: Visitors traveling for leisure



33% Friends/family

TOP TRIP PLANNING SOURCES1

9

22% Hotel 
websites/apps

20% Amelia Island 
social media

19% AmeliaIsland.com

1 Multiple responses permitted.



51% Vacation/leisure

TOP REASONS FOR VISITING1

10

26% Special occasion or event 19% Visit friends/relatives

1 Multiple responses permitted.



20% St. Augustine 
/Ponte Vedra

OTHER DESTINATIONS CONSIDERED1

11

11% Savannah 9% Jacksonville 9% Jekyll Island
1 Multiple responses permitted.

2 in 5 visitors considered another destination before choosing Amelia Island.

Top other destinations considered:
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39% of visitors recalled advertising about the 
Amelia Island area

This information influenced 22% of all visitors 
to visit the Amelia Island area

ADVERTISING RECALL



9% Magazine article

TOP SOURCES OF ADVERTISING RECALL1

13

11% Amelia Island’s social 
media

Base: All Visitors

1 Multiple responses permitted.
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REGIONS OF ORIGIN

12%

39%

10%2%

4% of visitors traveled to Amelia Island from outside of the U.S.*

33%

The southeast, including Florida, accounts for over 7 in 10 visitors

* Top international markets were Canada and South Africa.
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TOP STATES OF ORIGIN

Florida

Georgia

New York

North Carolina

South Carolina

Tennessee

Texas

Over 7 in 10 visitors reside in 7 states

33%

19%

5%

5%

3%

3%

3%



21% Jacksonville

TOP MARKETS OF ORIGIN

17

8% Orlando 8% Atlanta 4% New York



The typical visitor traveled in a 
party composed of 2.8 people

TRAVEL PARTIES

18

Over half of visitors traveled 
as a couple

1 in 5 traveled with at least 
one person under the age of 

18
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The typical Amelia Island area visitor:

Is 55 years old 

Has a household income of $130,300 

per year 

White/Caucasian (88%)

VISITOR PROFILE
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Over 1 in 3 were first time visitors to Amelia 
Island area

23% of visitors were loyalists, having visited 
over 10 times 

NEW & RETURNING VISITORS
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77% of visitors drove to the Amelia Island 
area 

19% of all visitors flew to Amelia Island 
through the Jacksonville International 
Airport

TRANSPORTATION
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Typical visitors stayed 3.0 nights in the 
Amelia Island area

Visitors staying in paid accommodations 
stayed an average of 3.5 nights in the area

LENGTH OF STAY



40% 
Hotel/Motel/Resort

TOP ACCOMMODATIONS

24

22% Day tripper 16% Vacation rental 
home*

13% Friends/family 
home

*Includes Airbnb, VRBO, HomeAway, etc.



76% Restaurants

TOP ACTIVITIES DURING VISIT1

25

68% Historic Downtown 
Fernandina Beach

62% Beach 61% Shopping

1 Multiple responses permitted.
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Those who visited Historic Downtown 
Fernandina Beach did so an average of 3.5 
days during their stay

Afternoon and evening were the most 
common times to visit

Around 4 in 5 visitors came to Historic 
Downtown Fernandina Beach for its dining 
and shopping opportunities

VISITING HISTORIC DOWNTOWN1

1 Multiple responses permitted.

Base: All visitors who visited Historic Downtown Fernandina Beach
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Over 1 in 10 visitors to Amelia Island also visit 
restaurants, breweries, and shops in Yulee, 
Callahan, or Hilliard

TOP OFF-ISLAND ACTIVITIES1

1 Multiple responses permitted.
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Travel parties spent $553 per day and $1,659 
during their trip

The typical visitor spent $198 per day and 
$593 during their trip

TRAVEL PARTY SPENDING
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98% of visitors were satisfied with their trip 
to Amelia Island (84% were very satisfied)

98% of visitors would recommend the area 
to others (79% would definitely 
recommend the area)

96% of visitors will return to the Amelia 
Island area (79% will definitely return)

VISITOR SATISFACTION
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97% of visitors rated Amelia Island’s 
beaches as excellent or very good overall
(72% rated them as excellent)

98% of visitors rated the cleanliness of 
Amelia Island’s beaches as excellent or 
very good (85% rated it as excellent)

BEACH RATINGS



WHY VISITORS CHOSE AMELIA ISLAND*

32

There’s so much to do in Amelia Island! 
Lots of activities for the whole family.”

“This is a cute, quaint area with pristine 
beaches and a relaxing atmosphere.”

“Amelia Island is not too crowded and 
has lots of history. It’s a beautiful place 

to be!”

*Open-ended responses. Multiple responses permitted.
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DETAILED 
FINDINGS
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Visitors to Amelia Island have short trip 
planning windows, as over half of visitors 
planned their trip to the Amelia Island area 
a month or less in advance

On the other hand, 3 in 10 visitors planned 
their trip 3 or more months in advance

On average, visitors began planning 29 
days before their trip

27%

25%

18%

15%

7%

8%

A week or two

A month or so

2 months

3 months

4 to 5 months

6 months or more

TRIP PLANNING CYCLE
Base: Visitors traveling for leisure
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3 in 5 visitors booked their trip to the 
Amelia Island area a month or less in 
advance

Only 1 in 5 visitors booked their trip 3 or 
more months in advance

On average, visitors booked their trip 22 
days before their arrival

39%

21%

20%

7%

7%

6%

A week or two

A month or so

2 months

3 months

4 to 5 months

6 months or more

TRIP BOOKING CYCLE
Base: Visitors traveling for leisure
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Hotel websites/apps are the number one 
online planning source for trips to Amelia 
Island

Amelia Island’s social media and 
AmeliaIsland.com are also strong trip 
planning sources, as about 1 in 5 visitors 
used these planning sources

22%
20%
19%
18%

16%
15%
14%
13%
11%

8%
6%
6%
6%
5%

3%
2%
2%

6%
22%

Hotel websites/apps
Amelia Island social media

AmeliaIsland.com
Airbnb, VRBO, HomeAway, etc.

Mapping websites
Restaurant websites/apps

Review website/app
Online travel reviews/blogs

Personal social media
Online travel agency

Amelia Island mobile app
Video streaming services

Airline websites/apps
Amelia Island rental companies

Rental car websites/apps
Music streaming services

ChatGPT or other AI program
Other
None

ONLINE TRIP PLANNING SOURCES1

1 Multiple responses permitted.
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1 in 3 visitors planned their trip to the Amelia 
Island area through friends/family

More traditional planning sources such as 
visitor guides and brochures followed 
distantly at 10%

33%

10%

6%

5%

4%

3%

3%

1%

5%

51%

Friends/family

Visitor guide/brochure

Television

Travel agent

Magazine

Podcast

AAA

Newspaper

Other

None

OTHER TRIP PLANNING SOURCES1

1 Multiple responses permitted.
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Over half of visitors came to Amelia Island 
for a vacation/leisure trip

Over 1 in 4 visitors came for a special 
occasion or event 

Nearly 1 in 5 came to visit friends and 
relatives

51%

26%

19%

9%

7%

1%

8%

Vacation/leisure trip

Special occasion or event

Visit friends/relatives

Sporting event

Business/conference

Medical reasons

Other

REASONS FOR VISITING1

1 Multiple responses permitted.
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20%

16%

9%

6%

6%

5%

3%

3%

2%

2%

1%

4%

Beach trip

Shopping

Foodie/culinary

Biking, hiking, running, etc.

History

Nature, bird watching, etc.

Girls/guys trip

Art galleries, museums, etc.

Water sports

Breweries/distilleries

Golf or tennis

Other

TYPE OF VACATION/LEISURE TRIP1

1 Multiple responses permitted.

Base: All visitors
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10%

4%

2%

1%

1%

13%

Festival

Wedding/honeymoon

Reunion

Concert

Performing arts

Other

TYPE OF SPECIAL OCCASION OR EVENT1

1 Multiple responses permitted.

Base: All visitors
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2%

1%

1%

Company/government business

Conference/convention/trade
show

Other

TYPE OF BUSINESS/CONFERENCE1

1 Multiple responses permitted.

Base: All visitors
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Nearly 3 in 5 visitors to the Amelia Island 
area did not consider any other destinations

1 in 5 visitors to the area also considered 
visiting St. Augustine/Ponte Vedra

Around 1 in 10 considered visiting 
Savannah, Jekyll Island, or Jacksonville

57%

20%

11%

9%

9%

8%

7%

6%

6%

6%

5%

4%

1%

9%

None/Only Amelia Island

St. Augustine/Ponte Vedra

Savannah

Jekyll Island

Jacksonville

Daytona Beach area

Charleston

Tampa

Cocoa Beach/Cape Canaveral

Florida Keys

Orlando/theme parks

Hilton Head

Myrtle Beach

Other

OTHER DESTINATIONS CONSIDERED1

1 Multiple responses permitted.
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Nearly 2 in 5 visitors had recalled 
advertising about the Amelia Island area

This information influenced 22% of all 
visitors to visit the Amelia Island area

39%

49%

12%

Yes

No

Not sure

ADVERTISING RECALL
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Out of all visitors, around 1 in 10 recalled 
advertising on Amelia Island’s social media

Nearly 1 in 10 visitors noticed advertising in 
a magazine article

ADVERTISING SOURCES1

11%
9%

7%
7%
6%
5%
4%
4%
4%
4%
3%
3%
2%
1%
1%
1%
1%
1%
1%
3%

Amelia Island's social media
Magazine article

Online article
Personal social media

Traveler reviews/blogs
Ad on a website

Television
Video streaming services

Magazine ad
Travel/visitor guide

Newspaper
AAA

Podcast
Billboard

Music streaming services
Radio

Weather app
Booking website

Deal-based promotion
Other

1 Multiple responses permitted.

Base: All visitors
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REGION OF ORIGIN
International*

4%

* Top international markets include Canada and South Africa.
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Top States of Origin 2023

Florida 33%

Georgia 19%

New York 5%

North Carolina 5%

South Carolina 3%

Tennessee 3%

Texas 3%

Virginia 3%

Illinois 2%

Kentucky 2%

Maryland 2%

Minnesota 2%

Ohio 2%

Pennsylvania 2%

STATE OF ORIGIN

of visitors came 
from 14 states

86%
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TOP ORIGIN MARKETS
Top Origin Markets – All Visitors

Jacksonville 21%

Orlando-Daytona Beach-Melbourne 8%

Atlanta 8%

New York 4%

Washington, DC-Hagerstown 3%

Chattanooga 2%

Tampa-St. Petersburg 2%

Charlotte 2%

Greenville-Spartanburg-Asheville 2%

Minneapolis-St. Paul 2%

Savannah 2%

West Palm Beach-Fort Pierce 2%

Chicago 2%

Gainesville 2%

Raleigh-Durham 2%

Sarasota-Bradenton 2%

Top Origin Markets – Overnight Visitors

Atlanta 10%

Orlando-Daytona Beach-Melbourne 9%

Jacksonville 8%

New York 5%

Washington, DC-Hagerstown 4%

Chattanooga 3%

Tampa-St. Petersburg 3%

Charlotte 2%

Greenville-Spartanburg-Asheville 2%

Minneapolis-St. Paul 2%

West Palm Beach-Fort Pierce 2%

Chicago 2%

Raleigh-Durham 2%

Savannah 2%

Sarasota-Bradenton 2%
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The typical travel party size was 2.8

12%

54%

10%

10%

6%

8%

1 person

2 people

3 people

4 people

5 people

6+ people

TRAVEL PARTY SIZE
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Over half of visitors to the Amelia Island 
area traveled as a couple

Over 1 in 4 visitors traveled as a family

Around 1 in 8 traveled alone

55%

26%

12%

7%

As a couple

As a family

By yourself

With other
couples/friends

TRAVEL PARTY TYPE
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1 in 5 travel parties included children under 
the age of 18

Did NOT 
travel with 

children
80%

Traveled 
with children

20%

TRAVELED WITH CHILDREN
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The median age of visitors to the Amelia 
Island area was 55

4%

15%

13%

15%

24%

29%

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 
$130,300

Over 2 in 5 visitors had household incomes 
over $150,000

20%

15%

24%

21%

10%

10%

Less than $75,000

$75,000 to $99,000

$100,000 to $149,000

$150,000 to $199,000

$200,000 to $249,000

$250,000+

HOUSEHOLD INCOME
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57% of visitors interviewed were female1

Female
57%

Male
43%

GENDER

1Gender of member of the travel party that was interviewed. 
May be influenced by visitors’ willingness to complete a survey.
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Nearly 4 in 5 visitors to the Amelia Island 
area were Caucasian/White 

88%

6%

4%

4%

1%

1%

Caucasian/White

African
American/Black

Asian or Asian
American

Hispanic, Latino,
Latina, or Latinx

American Indian or
Alaska Native

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

23% of visitors were loyalists, having visited 
over 10 times

34%

24%

13%

6%

23%

1st time

2 – 3

4 – 5

6 – 10

11+

NEW & RETURNING VISITORS
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Nearly 4 in 5 visitors drove to the Amelia 
Island area

19% of all visitors used the Jacksonville 
International Airport

77%

19%

2%

1%

1%

Drive

Jacksonville
International Airport

Orlando International
Airport

Orlando Sanford
International Airport

Boat/ferry

TRANSPORTATION
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2 in 5 visitors stayed overnight in a hotel, 
motel, or resort

16% stayed with friends or relatives

Over 1 in 5 did not stay overnight

40%

22%

16%

13%

3%

3%

1%

2%

Hotel/motel/resort

Not spending the night

Condo, rental house

Friends and relatives

Personal condo, house, etc.

B&B/inn

RV park/campground

Other

ACCOMMODATIONS

*Includes Airbnb, VRBO, HomeAway, etc.
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Typical visitors stayed 3.0 nights in the 
Amelia Island area

Typical visitors staying in paid 
accommodations stayed 3.5 nights in the 
Amelia Island area

27%

20%

21%

13%

7%

15%

1 night

2 nights

3 nights

4 nights

5 nights

6+ nights

NIGHTS STAYED

*Includes Airbnb, VRBO, HomeAway, etc.
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Nearly half of visitors booked their trip to 
the Amelia Island area directly with the 
hotel/condo

1 in 5 visitors booked through an online 
travel agency

49%

20%

15%

9%

7%

Directly with the
hotel/condo

Online travel agency

Airbnb

VRBO, Homeaway

Other

ACCOMMODATION BOOKING
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Top activities enjoyed by visitors this quarter 
included:

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

76%

68%
62%
61%

33%
32%

29%
25%
24%

22%
18%

16%

11%
9%
8%

2%
2%
2%

Dining out
Historic Downtown Fernandina Beach

Beach
Shopping

Bars, nightclubs
Special events

Family time
Visit friends/relatives

State parks
Farmers market

Attractions
Art galleries, museums

Biking, hiking, running, etc.

Attend/participate in a sporting event
Water sports

Business meetings/conferences

Golf or tennis
Spas

VISITOR ACTIVITIES1

1 Multiple responses permitted.
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Those who visited Historic Downtown 
Fernandina Beach did so an average of 3.5 
days during their stay

Nearly 4 in 5 visited during the afternoon or 
evening

49%

77%

77%

Morning

Afternoon

Evening

VISITING HISTORIC DOWNTOWN1

1 Multiple responses permitted.

Base: All visitors to Historic Downtown Fernandina Beach
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Over 4 in 5 visitors to Historic Downtown 
Fernandina Beach go there to dine at 
restaurants

Nearly 4 in 5 go to the area to shop

Nearly 2 in 3 go to the area to sightsee

84%

79%

63%

21%

13%

12%

11%

10%

7%

7%

Dining

Shopping

Sightseeing

Nightlife

Event

Art galleries

Antique shops

River cruise

Amelia Island History Museum

Other

REASON FOR VISITING HISTORIC DOWNTOWN1

1 Multiple responses permitted.
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AREAS FOR IMPROVEMENT: DOWNTOWN*

More parking and shuttles

More public restrooms

More playgrounds and other family-friendly areas

More variety in restaurants

*Open-ended responses. Multiple responses permitted.
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Over 1 in 10 visitors to Amelia Island also visit 
restaurants, breweries, and shops in Yulee, 
Callahan, or Hilliard

Nearly 7 in 10 Amelia Island visitors do not 
engage in any activities off-island

13%

12%

8%

7%

6%

6%

4%

3%

3%

3%

1%

1%

3%

Restaurants/breweries: Yulee, Callahan, Hilliard

Shopping: Yulee, Callahan, Hilliard

Visiting day trip cities

Other area shopping

Other area breweries/distilleries

Area historic sites

Other nature attractions

White Oak Conservation

Museums and cultural attractions

Sporting event

Golf courses: Amelia National, North Hampton

Other area golf courses

Other

OFF-ISLAND ACTIVITIES1

1 Multiple responses permitted.
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TRAVEL PARTY SPENDING

Daily Spending Total Spending

Accommodations $163 $489

Restaurants $170 $510
Groceries $34 $102
Shopping $83 $249
Activities & attractions $35 $105
Transportation $38 $114
Other $30 $90
Total $553 $1,659
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98% of visitors were satisfied with their trip 
to Amelia Island

Over 4 in 5 visitors were very satisfied with 
their trip to Amelia Island 

84%

14%

1%

1%

Very satisfied

Satisfied

Somewhat satisfied

Dissatisfied

VISITOR SATISFACTION
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98% of visitors would recommend the 
Amelia Island area to others

Nearly 4 in 5 would definitely recommend 
the area

79%

19%

1%

1%

Definitely

Probably

Probably not

Definitely not

RECOMMENDATION
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96% of visitors would return to the Amelia 
Island area

Nearly 4 in 5 visitors would definitely return
to the Amelia Island area

The most frequently stated reason for not 
returning was a preference for variety in 
vacation spots

79%

17%

3%

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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85%

13%

2%

0%

0%

BEACH RATINGS

72%

25%

3%

0%

1%

Beach Cleanliness RatingOverall Beach Rating

5 – Excellent

4 – Very Good

3 – Good

2 – Fair

1 - Poor

Mean Overall Rating:
4.8

Mean Cleanliness Rating:
4.95
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AREA DESCRIPTIONS*

“There’s so much to do in Amelia Island! Lots of activities for 
the whole family.”

“This is a cute, quaint area with pristine beaches and a 
relaxing atmosphere.”

“Amelia Island is not too crowded and has lots of history. It’s 
a beautiful place to be!”

“Amelia Island has both cheaper airfare to the area and 
more to do than surrounding destinations.”

“I love the beaches and the ice cream shops. One of my 
favorite places to go!”

*Open-ended responses. Multiple responses permitted.



METHODOLOGY
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Visitor Tracking Study
Interviews were completed in person and online with 501 
visitors at events, the beach, and downtown between 
October 1, 2023 and December 31, 2023
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Amelia Island CVB
Visitor Tracking Study
October – December 2023 

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



Amelia Island CVB
Economic Impact of 
Dickens on Centre 2023

December 7th – 10th, 2023
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Total Economic Impact

$5,889,000
When including indirect and induced effects¹ of 
direct spending, the total economic impact of 
people attending Dickens on Centre who live 
outside of Nassau County was $5,889,000², a 

1.4% increase3 from 2022.
____________________________________________
¹Indirect effects are increased business spending resulting from tourism dollars. Induced effects 
are increased household spending resulting from tourism dollars.
²For accommodations, restaurants, groceries, transportation, entertainment, shopping, and “other” 
expenses.
3Because last year’s economic impact was calculated by a different vendor, year-over-year 
differences may be partly due to methodological differences.
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Direct Spending

$4,461,400¹
People who live outside of Nassau 

County spent $4,461,400¹ during Dickens 
on Centre.

__________________________________________
¹For accommodations, restaurants, groceries, transportation, entertainment, shopping, and 
“other” expenses.
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Out-of-County Visitors

14,0001
Including overnight visitors and day 

trippers, there were 14,000 individuals 
from outside Nassau County who 

attended Dickens on Centre.2

_______________________________
¹An attendance figure of 74,800 attendees was used for this report. Some locals and 
visitors attended multiple days of this event and multiple events on the same day.
28,560 attendees stayed overnight in paid accommodations.
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Room Nights

6,580 room nights
Vendors and attendees who live outside of 

Nassau County spent 6,580 nights in 
hotels, motels, and vacation rentals while 

attending Dickens on Centre.
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44%56%

Event Attendees - Visitors vs. Locals

LOCALS - VISITORS -
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61%

29%

10%

Stayed in paid
accommodations

Day tripper Stayed with friends/relatives

Visitor Type
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42%

29%

13%
10%

6%

Hotel/motel/resort Day tripper Condo/rental house With friends and relatives B&B/inn

Detailed Visitor Type Breakdown*

*Includes day tripper percent and percent of overnight visitors 
staying in each accommodation type.
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81%

19%

Was Dickens on Centre your main reason for coming to the area?

Main Reason for Visiting

NO -

YES -



10

Travel Party Size

The average travel party size for Out-of-County attendees was 3.2 people

3%

58%

3%

13%

23%

1 Person 2 People 3 People 4 People 5+ People
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Length of Stay

The average number of nights stayed in Amelia Island1 by Out-of-County attendees was 1.5 nights.

¹Related to the event.

29%

13%

35%

23%

0% 0%

Day tripper 1 Night 2 Nights 3 Nights 4 Nights 5 Nights
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Methodology

• The economic impact was based on data from the following sources:
• Interviews conducted by Downs & St. Germain Research with 70 

Dickens on Centre attendees
• Tourism database at Downs & St. Germain Research 
• Attendance figures were estimated from the Amelia Island CVB and 

an independent estimate by Downs & St. Germain Research
• The Economic Impact multiplier used for this study was Research 

Data Services’ 2023 multiplier



Amelia Island CVB
Economic Impact of 
Dickens on Centre 2023

December 7th – 10th, 2023

Downs & St. Germain Research
contact@dsg-research.com
850-906-3111 | www.dsg-research.com
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October 2023 
 
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 October – Number of Visitors – 2,169; Number of Welcome Bags Prepared – 322 .       
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.  Attends trade shows.  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 Continued biweekly newsletters. 
o 2024 Co-op Marketing Opportunities registration opened (deadline Nov 1st) 
o Restaurant Week 2024 partner registration communication began. 
o Captured content for listings and social media at various local businesses. 
o Onboarded Mezcal and Amelia Island Footprints with new business listings  
o Researching solution for storing partner contact info such as a sales system to streamline 

communications. 
o Developing “Dickens Dining & Drinks” promotional trail / check in challenge 

 
Community Outreach and Program Development 

o  Attended the Destinations International Advocacy Summit in Little Rock, AR 
o Began working with the City and County on a new education effort surrounding wildlife-

friendly lighting on the beach and additional efforts to ensure guests and residents know 
about sustainability efforts.  

o Continued working on efforts to approve and fund the bicentennial mural project.  Outreach 
to all interested parties indicates support for the effort to move forward. 

o Continued creating curriculum for the Amelia Island Ambassador Program  
o Attended Nassau County Delegation Meeting on behalf of the CVB/TDC 

 
Travel & Trade – Meetings, Consumer, International 

o Amy & Cellet Agency attended Brand USA Travel Week – October 16th – 19th, 2023 – 
London 
• Number of Appointments: 37 over 4 days 
• Highlights from meetings: 

o Southall Travel – product development opportunity 
o Gold Medal Travel – training to be booked, Pure Luxury Product to be places, 
marketing activity, they are promoting beaches and islands in 2024. 
o Avila Reizen, Netherlands – training to be booked, looking for Florida offering that 
is off the beaten track of the traditional locations such as Orlando, Miami 
o TUI France – FIT and Group sales, Cellet to send complete overview and images, 
opportunities available for marketing to be reviewed. 
o Worldia – France – B2B 40% USA Bookings – explore opportunities. 

o Began planning and arrangements to host media writer Paul Harris with the Jewish 
Telegraph in December to promote Dickens on Centre 

o Recruiting and invitation sent out for Dickens on Centre VIP Tour & Event in London 
o Monitored and responded to meeting planner RFP’s in Cvent 
o Began refreshing paid advertising for Cvent 
o Rebrand of meeting planner and travel trade marketing email templates with SMI in 

production and under review for enhancements  
Special Events 
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• Dickens on Centre 
o Finalizing of entertainment and program. 
o Confirmed 3rd party partners (i.e., AI Museum of History, Marlin & Barrel, AIBC, Disco 

Witch, Boston Photography, Handi-House of Yulee) 
o Confirmed Pocket Park for entertainment and movie alley off N 3rd Street 
o Confirmed School Board lot for use of parking and trolley stop 
o Pivot of the Enchanted Village due to construction on S 2nd at Centre Street; worked 

with Hampton Inn for traffic flow 
o Opened additional vendor locations due to construction on S 2nd at Centre Street 

“Cratchit's Corner 
o In-Kind meeting with JIA for Dickens on Centre marketing 
o Held first Dickens information session for merchants and partners 

 
 
 

Marketing 
 
Operations 

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

o  Ongoing updates to digital signage system in Welcome Center using in-house management 
platform OptiSigns supporting key messaging around new Brand Campaign – It’s an Island 
thing – and fall events like Right Whale Festival, Dickens on Centre, Florida/Georgia game, etc 

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

 
 

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 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 Dickens on Centre,  

Amelia Island Chamber Music Festival, Island Hop, and Right Whale Festival, etc 
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 
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o Ongoing refresh and optimization of cooperative program with Florida’s First Coast of Golf 
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 
 
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 
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 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 in development for FY24 launch 
o Continuous update of Calendar of Events 
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.  October is History and Mystery month with Halloween, Island Hop Craft Beer Festival, 
Northeast Florida Fair, Zooma Amelia Island Run and the inaugural Amelia Island Cookout, as 
events in the month 

o Blogs in October: Pumpkin Spice and Everything Nice; Dress Like the Dickens; Spooky Amelia 
Island; Restaurants Open Thanksgiving Day; Recap of Oktoberfest; Celebrate a Warm and 
Cheerful Holiday Season on Amelia Island;  Fall Adventures on Amelia Island; The Beach Lady; 
Amelia Island Museums 

o Emails in October: Island Thing:  Wellness Guide/INNKEEPERS/Your Guide to Fall Fashion 
Finds; Amelia Island's Top 7 Tours with a Touch of History/AMELIA ISLAND MUSEUM OF 
HISTORY/Pumkin Spice and Everything Nice; OMNI AMELIA ISLAND RESORT 

o Added animated graphic for additional brand or event messaging as appropriate on each 
email. Dickens on Centre featured in October graphic space 
 
 

 
 



 

Amelia Island Tourist Development Council 
 

 
Tourism Activity Report 

 
  

Content & Social  

 
Collateral 
o  Over 35 cases of destination information brochures delivered to tourism businesses. 
o 229 visitor guides requested online and shipped 
o Right Whale Event Posters distributed to Partners 
o Reprinted stock of Historic Walking Tour booklets 

 
Public Relations  
Writers/Influencers  

ο Finalized itinerary and hosted Mira Temkin/UrbanMatter/Splash Magazines Worldwide/Family Travel 
with Colleen Kelly (Oct. 27-29). In conjunction with VISIT FLORIDA.  

ο Continued planning media visit with Jared Ranahan/Forbes (Nov. 2-5).  

ο Continued planning media visit with Katherine McMahon/Vineyards and Voyages (Nov. 13-16).  

ο Continued planning media visit with Dave Pollard/Toronto Sun (Nov. 15-17). In conjunction with VISIT 
FLORIDA.  

ο Continued planning media visit with Rachel Owns/Rachelamyowens for Dickens on Centre.  
ο Confirmed dates (Feb. 25-27) for paid media visit with Adeina Anderson and Jennifer Broome, in 

conjunction with Jacksonville and St. Augustine. Both are content creators and on-air travel experts 
(Great Day Live Tampa and Weather Channel).  

ο Met with Macaroni Kid for potential group media visit in 2024. Discussed SE states as key markets. Set 
meeting with destination lodging partner prospect (Innisfree).  

ο Reached out to Cynthia Drake/Southern Living about Dec./Jan. visit to focus on Black History. Followed 
up, no response.  
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ο Followed up with Shawn Ryan/Chattanooga Times Free Press/Chatter Magazine (July 21-23). Coverage 
pending.  

ο Followed up with Julie Bielenberg/travel writer after her visit April 26-29. Coverage pending.  
ο Followed up with VISIT FLORIDA about Grant Fraser/Flagstick.com/GolfTheWorld.ca (Jan. 28-31) after 

his visit. Shared additional information about Florida’s First Coast of Golf. Coverage pending.  
 

Press/Outreach 

ο Distributed Conde’ Nast Traveler Top Islands release.  
ο Finalized and distributed Dickens on Centre release in Oct.  

o Coordinated interview with Fernandina Observer and Amelia Island CVB staff.  
o Submitted TravMedia pitches to Jamie Smith for The EveryMom; Theresa Bedford for MSN; 

Iona Brannon for Success Magazine; Amber Guetebier for Scary Mommy; The Times Travel (30 
winter holidays); Sheeka Sanahori for AARP; Alyssa Pinsker for Thrillist; Sarah Kuta for 
TripAdvisor; Megan DuBois for Shermans Travel.  

o Met with Allan Foss and assembled Dickens on Centre Sana pitch for Jessica 
Farthing/freelancer.   

o Completed photo release form for Wherever Family.  
ο Executed VISIT FLORIDA California media mission (Oct. 1-6).  

o Created media priority list after the trip.  
ο Continued planning Dickens on Centre Media Mailers for influencers and traditional media.  

o Finalized media list and sent out opportunity to A and B groups.  
o Secured media as applicable.  

ο Proofed copy from New Jersey Family Magazine (in conjunction with VISIT FLORIDA).   
ο Pitched Amelia Island Chamber Music Fest / Reasons to visit Amelia Island in 2024 to Elaine Glusac for 

AARP.  
ο Provided images of Fort Clinch State Park to Allison Tibaldi for USA Today article.  
ο Submitted TravMedia pitch to Monica Fish for MSN about culinary experiences.  
ο Submitted Tourism Marketing Today Quick Trip about CNT accolade and Best of Northeast submission 

for ATLSFW.  
  

Promotional / Partnerships 
ο Shared results from the Florida Georgia Toyota Sweepstakes. Connected winner with Hampton Inn & 

Suites.   
ο Amelia Island CVB staff executed sponsorship for ATL Sustainable Fashion Week “Amelia Island Student 

Design Challenge.”  
ο DOC Promotion 2022 winner secured prize package for Nov. 2023.  

 

Misc.  
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ο Vetting reactive requests and passing if applicable.  
ο Bi-weekly meetings with Amy and Marilou. 
ο Provided activity and publicity reports. 
ο 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 November – Number of Visitors – 2,834; Number of Welcome Bags Prepared – 2,800.       
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.  Attends trade shows.  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 Continued biweekly newsletters. 
o 2024 Co-op marketing opportunities sign ups closed Nov 1st, confirmed availability and 

started procurement with publishers 
o Restaurant Week 2024 registration complete, 25 restaurants participating. Menus due mid-

December, media event planning begins 
o Onboarded Baba’s Mediterranean and Tuscan Rose Winery as Partners 
o Dickens Dining and Drinks trail registration started, development of prize store finalized 

 
Community Outreach and Program Development 

o Continued working with the City and County on a new education effort surrounding wildlife-
friendly lighting on the beach and additional efforts to ensure guests and residents know 
about sustainability efforts.  

o Continued working on efforts to approve and fund the bicentennial mural project.  Outreach 
to all interested parties indicates support for the effort to move forward.  Presented to 
November TDC Meeting, met with Town of Hilliard and Town of Callahan for funding requests.  

o Continued creating curriculum for the Amelia Island Ambassador Program and began 
accepting applications for the program. 

o Assisted with outreach efforts to recruit volunteers for Dickens on Centre and ensure the 
festival was fully staffed. 

o Coordinated volunteer efforts for staff to serve at Barnabas Empty Bowls Event.  
o Began researching and assisting efforts to present Nassau County as a location for the Florida 

Museum of Black History.    

 
Travel & Trade – Meetings, Consumer, International 

o Brand USA Travel Week follow up with writers and publications for partnerships 
o Secured a meeting with Barrhead Travel are one of the UK’s biggest retail travel firms with 

over 80 branches and 700 plus employees. 
o Online Training Platform: “OTT” under investigation with current termination from original 

company and transition to Jacobs Media Group. Considering shifting to TravPro Platform. 
o Determined to repurpose funding for the Dickens on Centre London VIP Tour and Event due 

to lack of commitment from top tier media contacts 
o Finalized itinerary for Paul Harris, Jewish Telegraph media writer, hosted in destination 

during Dickens on Centre for an authentic, first-hand article to follow 
o Continued efforts to pitch and recruit writers to host in destination throughout FY24 
o Sent meeting planner email utilizing brand new template with the goal of increasing 

engagement and CTR to the meeting planner landing page 
• Email Metrics: ● Delivered: 240 ● Unique Opens: 61 ● Open Rate: 49.28% ● Clicks: 10  
• Click Thru Rate: 3.62% ● Clicks per Unique Opens: 6.6% 
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o FloorCon ‘23 conference actualized at Omni Amelia Island Resort – group bought out the 
entire room block and had overflow to an additional 2 properties, The Ritz-Carlton and the 
Hampton Inn throughout the duration of the program just after Thanksgiving. This was an 
astounding turnout to receive as part of our ROI investment of the $7,500 destination 
sponsorship to host on Amelia Island and huge win over the competition that we won the 
business from.  

o Continued to respond to Cvent RFP inquiries 
o Finalized new creative for Cvent advertising  

 
Special Events 

o Dickens on Centre 
• Finalize program 
• Finalize load-in and out of production and décor  
• Finalize load-in and out of vendors; sent all vendors instructions and information 
• Contact entertainment for programming details including set-up times on stage and 

music (as needed by group) for performance  
• Finalized staff assignments 

 
Marketing 
 
Operations 

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

o  Ongoing updates to digital signage system in Welcome Center using in-house management 
platform OptiSigns supporting key messaging around new Brand Campaign – It’s an Island 
thing – and fall events like Right Whale Festival, Dickens on Centre, Taxslayer game, etc 

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

 
 

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 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 Dickens on Centre,  

Amelia Island Chamber Music Festival, Island Hop, and Right Whale Festival, etc 
o Dedicated Meetings support launched and ongoing via digital media and e-marketing 
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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 
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 
 
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 
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 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 in development for FY24 launch 
o Continuous update of Calendar of Events 
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.  November is Holiday month with Thanksgiving, Right Whale Festival, and Amelia 
Island Chamber Music Festival beginning of it’s season as events in the month 

o Blogs in November:   Countdown to Dickens on Centre!; What’s New at Omni Amelia Island 
Resort; Eco friendly gifts on Amelia Island; Autumn's Embrace: Why Fall Weddings on Amelia 
Island are Magical; Island Snapshots: Monthly Moments from Amelia; Holiday Gift Guide for 
Every Type of Shopper; Recap Amelia Island Cookout; Crossing Off Your Bucket List Items: It's 
Not Too Late!!; Restaurants Open on Xmas Day 

o Emails in November: Restaurants Open for Thanksgiving/AMELIA HOTEL AT THE 
BEACH/Holiday Gift Guide for Every Type of Shopper; THE RITZ-CARLTON, AMELIA ISLAND; 
Eco-friendly gifts on Amelia Island/RESIDENCE INN/Island Moments of the Month; Holiday Gift 
Guide/OMNI AMELIA ISLAND RESORT/What’s New on Omni Amelia Island Resort 

o Added animated graphic for additional brand or event messaging as appropriate on each 
email. Dickens on Centre featured in November graphic space 
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Content & Social  
  

 
 
Collateral 
o  Over 11 cases of destination collateral brichures delivered to in market tourism businesses 
o 266 visitor guides requested online and shipped 
o Dickens on Centre posters, rack cards, and programs delivered to local tourism partners  

 
Public Relations 
Writers/Influencers  

ο Finalized itinerary and hosted Jared Ranahan/Forbes (Nov. 2-5). Assisted with visit as necessary. 
Followed up after visit. Coverage pending.  

ο Finalized itinerary and hosted Katherine McMahon/Vineyards and Voyages (Nov. 13-16). Assisted 
with visit as necessary. Followed up after visit. Coverage pending. 

ο Finalized itinerary and hosted Dave Pollard/Toronto Sun (Nov. 15-17). In conjunction with VISIT 
FLORIDA. Assisted with visit as necessary. Followed up after visit. Coverage pending. 

ο Started itinerary for Rachel Owns/Rachelamyowens who is attending Dickens on Centre (Dec. 8-10).  
ο Connected with Kathryn Fortunato/Lizzie Fortunato Jewels about collaboration and media visit. 

Confirmed lodging and dates (Jan. 31-Feb. 2). 
ο Reconnected with Andrea Guthmann about spring visit. Confirmed with Omni they cannot host her 

due to request (early March).  
ο Set Dec. meeting with Innisfree Properties to discuss Macaroni Kid group media visit in 2024/2025.  
ο Followed up with Mira Temkin/UrbanMatter/Splash Magazines Worldwide/Family Travel with 

Colleen Kelly (Oct. 27-29). In conjunction with VISIT FLORIDA. Coverage published.  
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ο Followed up with Shawn Ryan/Chattanooga Times Free Press/Chatter Magazine (July 21-23). 
Provided images. Coverage pending.  

ο Followed up with Julie Bielenberg/travel writer after her visit April 26-29. Coverage pending.  
ο Followed up with VISIT FLORIDA about Grant Fraser/Flagstick.com/GolfTheWorld.ca (Jan. 28-31) 

after his visit. Shared additional information about Florida’s First Coast of Golf. Coverage published.  
 

Press/Outreach 
ο Included Amelia Island Black Friday Pajama Party in Hayworth PR Black Friday release. Distributed 

nationally.  
ο Created and distributed Paul Beirnes Joins Amelia Island release.  
ο Followed up with media about Dickens on Centre release.  

o Provided quote from AICVB and Dickens on Centre vendor to Lisa Beach/Southern Living.  
o Pitched to Megan DuBoois/Shermans Travel; Molly O’Brien/Fodor’s Travel; Sarah 

Glenn/First Coast News.  
ο Finalized and executed Dickens on Centre Media Mailers for influencers and traditional media.  

o Secured media five influencers ($2,500). 
o Provided address for six media outlets/freelancers.    

ο Started press kit copy edits.  
ο Started pitch for PREVUE Magazine Meeting Planner Guide. Inquiry to meeting partners for 

information.  
ο Reviewed VISIT FLORIDA Satellite Media Tour opportunity with AICVB. Decided to pass.  
ο Followed up with VISIT FLORIDA about hosting select media from the California mission (Oct. 1-6).  
ο Followed up with Jacksonville Business Journal about Conde Nast accolade.  
ο Submitted Tourism Marketing Today Quick Trip about Jamie Santillo accessibility content shoot.  

  

Promotional / Partnerships 

ο Started discussing post ATL Sustainable Fashion Week plan for winning designs.  
ο Connected with Melissa Reilly, the winner of the National Dog Day campaign about future visit.  

 

Misc.  
ο Collaborated with CVB team on strategy for Florida Museum of Black History opportunity; drafted 

narrative for Nassau County pitch packet. 
ο Provided recap of media visits at Innisfree Properties in FY22/FY23.  
ο Shared that Travel + Leisure’s World’s Best Awards Survey now live.  
ο Vetting reactive requests and passing if applicable.  
ο Bi-weekly meetings with Marilou. 
ο Provided activity and publicity reports. 
ο 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 December – Number of Visitors – 2,316; Number of Welcome Bags Prepared – 0.       
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.  Attends trade shows.  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  Continued biweekly newsletters to partners and stakeholders. 
o Onboarded new partners such as Indigo and Mason’s Famous Lobster. 
o Kicked off the December “Dickens Dining & Drinks” incentive trail, distributed promotion 

cards, table tents, etc… educated and energized staff to promote program and engage their 
customers to help cross promote other participating businesses. 

 
Community Outreach and Program Development 

o Continued working with the City and County on a new education effort surrounding wildlife-
friendly lighting on the beach and additional efforts to ensure guests and residents know 
about sustainability efforts.  

o Continued working on efforts to approve and fund the bicentennial mural project.  Outreach 
to all interested parties indicates support for the effort to move forward.  Presented to Arts & 
Culture Nassau Monthly Committee meeting and Historic District Council for approval to 
move forward.  

o Finalized curriculum for the Amelia Island Ambassador Program and made final 
appointments for the inaugural class.  The first class begins on January 10, 2024, with a total 
of 16 students. 

o Presented Nassau County as a viable location for the Florida Museum of Black History to the 
Florida Black History Task Force as appointed by Governor DeSantis.    

o Supported TaxSlayer Gator Bowl team with Amelia Island needs. Coordinated volunteer 
efforts with County Commissioners to assist the Clemson Football Team with the Annual 
Blessings in a Backpack charitable event for the TaxSlayer Gator Bowl.  100 backpacks will go 
to deserving students at Hilliard Elementary School. 

 
Travel & Trade – Meetings, Consumer, International 

o Registered for Florida Encounter and Florida Huddle in February 
o Booth preparations for international trade conferences with Cellet 
o Hosted Paul Harris – travel writer for the Jewish Telegraph “The trip went like clockwork, 

from picking up the car to returning it. Very well organised. That must be down to Fiona in 
conjunction with the delightful team on Amelia Island”. 

o Cellet conducted a presentation for the Online Training Platform OTT of which 56 agents 
attended 

o Continued to develop and enhance the travel trade marketing email template to be utilized in 
FYQ2 

o Responses to Cvent RFP inquiries from meeting planner continues 

Special Events 
o Executed the 9th Annual Dickens on Centre – one of the largest Christmas Market in Florida 

(Travel & Leisure) 
o Total estimated attendance: 74,800 over four nights and days (12/7-10) 



 

Amelia Island Tourist Development Council 
 

 
Tourism Activity Report 

 
  

o Four food trucks, DJ, Emma Love Kindness Club and Jax Pipe and Drum Corps led the 
largest Illuminate Procession ever.  

o 200 Drones lit up the sky with a 3-D show that wowed the crowd. 
o 446 guests enjoyed the 112 available time slots for the Enchanted Village which sold 

out in 2 weeks. The Portley Gentleman Tavern reported increased sales from the 
previous year as they were open to the public and a waiting area was available.  

o Two entertainment stages with 43 available time slots provided theater, music, dance, 
juggling, magic, and more throughout the event. Many new and local groups joined the 
schedule for the first time. 

o 100 vendors over five downtown streets reported double retail sales over previous 
Dickens 

o Run Like The Dickens surpassed all records with over 200 runners and a new partner, 
The Sandbar provided hot beverages for the awards ceremony. 

o Over 160 guests donned their best Victorian dress and enjoyed the sounds of Mama 
Blue and the amazing Fire & Ice show by Kristen Sparrow Circus.  

o Over 100 volunteers provided muscle or dressed in Victorian outfits to provide the 
authentic, fun “streetmosphere” that makes Dickens a magical and unforgettable 
event. 

 

 
 
 

Marketing 
 
Operations 

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

o  Ongoing updates to digital signage system in Welcome Center using in-house management 
platform OptiSigns supporting key messaging around new Brand Campaign – It’s an Island 
thing – and holiday events like Dickens on Centre, Dickens After Dark, Run Like the Dickens, 
Dickens Dining, Enchanted Village, Taxslayer Bowl game, Shrimp Drop and Holiday Home Tour 
for example 

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

 
 

Strategy 
o Continuous execution and oversight of the annual marketing plan 



 

Amelia Island Tourist Development Council 
 

 
Tourism Activity Report 

 
  

o FY24 media plan development, monitoring and optimization across all media channels 
including digital and social channels  

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 Dickens on Centre,  

Amelia Island Chamber Music Festival, Island Hop, and Right Whale Festival, etc 
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 
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 
 
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 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 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 in development for FY24 launch 
o Continuous update of Calendar of Events 
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.  December is Shopping and Foodie month with Christmas, New Years Eve, Dickens on 
Centre, Dickens After Dark, Run Like the Dickens, Enchanted Village, Dickens Dining, Holiday 
Home Tour, plus Shrimp Drop as events in the month 



 

Amelia Island Tourist Development Council 
 

 
Tourism Activity Report 

 
  

o Blogs in December: New Year, New Things on Amelia Island; New Year’s Eve and the TaxSlayer 
Gator Bowl; Focus on Your Health in 2024; Taking a Solo Trip to Amelia Island; Dickens on 
Centre Recap; Island Snapshots Monthly Moments from Amelia; Top 10 Budget-Friendly 
Things to Do; Savor the Flavor – it’s Restaurant Week; Nassau Businesses Making a Difference  

o Emails in December: New Year, New Things on Amelia Island/INNKEEPERS/No Place Like 
Amelia Island for the Holidays; New Year's Eve And The TaxSlayer Gator Bowl/COURTYARD BY 
MARRIOTT/Crossing Off Your Bucket List Items: It's Not Too Late!!; OMNI AMELIA ISLAND 
RESORT 

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

 
Content & Social  
  

 
 
 
 
Collateral 

ο Over 12 cases of destination collateral brochures delivered to in market partners 

ο 231 online visitor guide requests shipped to homes around the country 
ο Began discussion on new visitor guide design and uses. 

 
Writers/ Influencers 

ο Finalized itinerary and hosted Rachel Owns/Rachelamyowens (Dec. 8-10). Assisted with visit as 
necessary. Followed up after visit. Coverage pending.  

ο Reconnected with Cynthia Drake/freelancer. Agreed to host in conjunction with VISIT FLORIDA. Locked 
in lodging and started planning itinerary (Jan. 8-10) 



 

Amelia Island Tourist Development Council 
 

 
Tourism Activity Report 

 
  

ο Continued planning media visit for Kathryn Fortunato/Lizzie Fortunato Jewels (Jan. 31-Feb. 2). 
ο Met with Innisfree Properties to discuss Macaroni Kid group media visit in 2024/2025.  
ο Followed up with Dave Pollard/Toronto Sun after his visit (Nov. 15-17). Coverage pending.  
ο Followed up with Jared Ranahan/Forbes after his visit. (Nov. 2-5). Coverage pending.  
ο Followed up with Shawn Ryan/Chattanooga Times Free Press/Chatter Magazine (July 21-23). Provided 

images. Coverage pending.  
ο Followed up with Julie Bielenberg/travel writer after her visit April 26-29. Coverage pending.  

 

Press/Outreach 
ο Started planning Restaurant Week Media Event. 

o Secured location.  
o Secured two participating restaurants to provide samples.  
o Finalized media invitation copy.  
o Finalized media list including local influencers, sent invitations and followed up.  
o Assisted with copy for restaurant boards for each participating restaurant.  

ο Created and finalized Restaurant Week press release for Jan. distribution to local media.  
ο Secured Jan. segment on WJXT News4Jax “River City Live” daytime show for Restaurant Week (Jan. 

16).  
ο Outreach to WJXT News4Jax “iKnowJax” about segment for Restaurant Week.  
ο Secured First Coast News “Good Morning Jacksonville” morning segment for Restaurant Week (Jan. 

13).  
ο Outreach to First Coast News “First Coast Living” segment for Restaurant Week.  
ο Received proposal from Pets Welcome Here. Vetting.  
ο Sent pitch and reminder to Jacksonville TV stations for NYE Shrimp Drop.  
ο Drafted a Dickens on Centre “Letter to the Editor” for Fernandina Beach News-Leader. Need to finalize.  
ο Sent pitch and reminder to Jacksonville TV stations for Dickens on Centre.  

o Followed up and provided images from the festivities.  
ο Followed up with Dickens on Centre Media Mailers influencers and tracked posts. Provided payment 

and shared coverage report.   
ο Created and distributed Adrian Awards releases. Distributed locally and to industry pubs.   
ο Created and distributed TaxSlayer Gator Bowl releases. Distributed in both key markets.  
ο Continued working on press kit copy edits.  
ο Provided photos to Emily Crisman/Chatter Magazine for weddings venues.  
ο Submitted NYE Shrimp Drop to Michele Herrmann/Forbes for “Unique New Year's Eve Ball Drops Across 

the U.S.” Not included in roundup article.  
ο Submitted “Peach Fuzz” cocktail from Omni Amelia Island Resort to Aly Walansky/Forbes. Not included 

in roundup article.  
ο Provided information about Isola Homes to Flamingo Magazine.  
ο Connected with Ashley, the editor of FamilyVacationist. Provided press kit and link to image gallery.  



 

Amelia Island Tourist Development Council 
 

 
Tourism Activity Report 

 
  

ο Provided press kit, copy suggestions and images to Tara Massouleh McCay/Southern Living. Feature 
story published.  

ο Submitted information for Amelia Island, The Ritz-Carlton Amelia Island and Omni Amelia Island Resort 
for PREVUE Magazine’s Meeting Planner Guide.   

ο Submitted “What's New in Florida for 2024” to VISIT FLORIDA.  
  

Promotional / Partnerships 

ο Conducted partner outreach for VISIT FLORIDA Canadian Weather Network promotion. Secured 
lodging partner.  

ο Regrouped with Tanjuria Willis of ATLSFW. Completed loan form, received winning design and 
scheduled meeting with Sydney Dean (designer).   

ο Secured lodging partner for Melissa Reilly, the winner of the National Dog Day campaign about future 
visit. Dates TBD.  

 

Misc.  

ο Vetting reactive requests and passing if applicable.  
ο Bi-weekly meetings with Marilou. 
ο Provided activity and publicity reports. 
ο Share press visit coverage with partners. 

 



 AICVB Oct. 23 Publicity Report Updated 11/03/2023 06�20

Content Other �Print) Facebook

1.02B
IMPRESSIONS

Content Facebook

5,155
ENGAGEMENTS

https://www.yahoo.com/lifestyle/florida-island-one-largest-christmas-164600733.html
https://news.yahoo.com/amelia-island-named-no-3-173856404.html
https://www.msn.com/en-us/travel/tripideas/top-islands-readers-choice-awards-2023/ar-BB19Q01N?ocid=Peregrine
https://www.travelandleisure.com/amelia-island-florida-annual-christmas-market-8363950
https://www.nationalgeographic.com/travel/article/50-outdoor-activities-50-us-states
https://www.cntraveler.com/gallery/top-resorts-in-florida


https://www.cntraveler.com/galleries/2013-10-15/best-islands-america
https://www.facebook.com/travelandleisure/posts/718539156796814
https://www.elledecor.com/life-culture/travel/g26976032/best-florida-beaches/
https://www.afar.com/magazine/best-places-to-visit-in-florida
https://www.actionnewsjax.com/news/local/nassau-county/amelia-island-named-no-3-island-us-conde-nast-travelers-readers-choice-awards-2023/AAXCH5Q6QRGZDJIBSN4QM7JK7M/
https://fernandinaobserver.com/arts-culture/dickens-on-centre-plans-just-keep-getting-better/
https://hayworth-pr.influencekit.com/reports/pdf/6ca84b07ba8004212ed4fde0629d71f91823a635?eagerLoadEmbeds=true&pdf=true
https://www.craftbeer.com/full-pour/these-19-breweries-are-on-us-islands
https://flamingomag.com/2023/10/02/18-ways-to-explore-amelia-island/


Generated: 11/3/2023, 7�11�04 PM

https://www.globaltravelerusa.com/go-on-a-howl-at-the-moon-kayak-tour-on-amelia-island-florida/
https://hayworth-pr.influencekit.com/reports/pdf/6ca84b07ba8004212ed4fde0629d71f91823a635?eagerLoadEmbeds=true&pdf=true
https://upscalemagazine.com/atlanta-sustainable-fashion-week-is-shifting-the-fashion-narrative/
https://www.pridejourneys.com/post/dickens-on-centre-christmas-festival-transforms-amelia-island-dec-7-10
https://hayworth-pr.influencekit.com/reports/pdf/6ca84b07ba8004212ed4fde0629d71f91823a635?eagerLoadEmbeds=true&pdf=true
https://hayworth-pr.influencekit.com/reports/pdf/6ca84b07ba8004212ed4fde0629d71f91823a635?eagerLoadEmbeds=true&pdf=true
https://hayworth-pr.influencekit.com/reports/pdf/6ca84b07ba8004212ed4fde0629d71f91823a635?eagerLoadEmbeds=true&pdf=true
https://hayworth-pr.influencekit.com/reports/pdf/6ca84b07ba8004212ed4fde0629d71f91823a635?eagerLoadEmbeds=true&pdf=true


 AICVB Nov. 23 Publicity Report Updated 12/11/2023 07�19

Content Other �Print) Facebook

38.95M
IMPRESSIONS

Content Facebook

177
ENGAGEMENTS

https://www.southernliving.com/best-ways-to-see-santa-in-the-south-8405792
https://www.onlyinyourstate.com/florida/under-the-radar-scenic-drive-fl/
https://www.worldatlas.com/cities/these-towns-in-the-united-states-have-the-best-downtown-areas.html
https://www.news4jax.com/news/local/2023/11/17/florida-tourism-up-16-compared-to-last-year-and-fernandina-beach-small-business-owners-feeling-the-bump/
https://www.jacksonville.com/story/entertainment/events/2023/11/10/2023-christmas-holiday-events-in-jacksonville/71347371007/
https://www.jacksonville.com/story/entertainment/holiday/christmas/2023/11/24/13-free-things-to-do-for-the-holidays-in-jacksonville/71665576007/


https://10best.usatoday.com/interests/explore/10-perfect-beach-vacation-destinations-usa/
https://familydestinationsguide.com/picturesque-drive-in-florida/
https://shebuystravel.com/what-to-do-on-amelia-island/
https://www.floridatravelusa.com/features/festivalseventsnovdec23
https://www.floridatravelusa.com/features/2024yearoftravel
https://www.njfamily.com/plan-your-next-vacation-family-friendly-getaways-we-love/
https://www.njfamily.com/this-island-on-floridas-atlantic-coast-is-the-perfect-vacation-destination/
https://eturbonews.com/amelia-island-convention-visitors-bureau-names-new-vp/
https://www.facebook.com/FLTimesUnion/posts/767835738719438


https://flagstick.com/tee-shots/floridas-first-coast-come-for-the-golf-cherish-the-history/
https://hayworth-pr.influencekit.com/reports/pdf/b5748e6d63dedbb719e70afc9fb5d8e2dcec404f?eagerLoadEmbeds=true&pdf=true
https://hayworth-pr.influencekit.com/reports/pdf/b5748e6d63dedbb719e70afc9fb5d8e2dcec404f?eagerLoadEmbeds=true&pdf=true
https://www.themeetingmagazines.com/news/amelia-island-convention-visitors-bureau-names-new-vp/
https://lodgingmagazine.com/this-weeks-comings-goings-134/
https://whereverfamily.com/go-back-to-victorian-times-at-amelia-islands-dickens-on-centre-christmas-festival/
https://pontevedrarecorder.com/stories/this-holiday-season-is-jam-packed-with-things-to-see-and-do,72794?
https://www.fbnewsleader.com/local-regional-newsletter/tourism-year-review
https://cloud.3dissue.com/74428/74779/88837/FTLNOVDEC23/index.html?r=80


Generated: 12/11/2023, 8�22�56 PM

https://hayworth-pr.influencekit.com/reports/pdf/b5748e6d63dedbb719e70afc9fb5d8e2dcec404f?eagerLoadEmbeds=true&pdf=true
https://conventionsouth.com/amelia-island-cvb-paul-beirnes/
https://www.facebook.com/WhereverFamily/posts/840343688091136
https://ameliaislandliving.com/fernandinabeach/2023/11/downtown-fernandinas-dickens-on-centre-christmas-street-festival/
https://ameliaislandliving.com/fernandinabeach/2023/11/holiday-cheer-enjoy-fernandinas-downtown-glow-festive-parades-other-merry-events/
https://www.floridarambler.com/florida-festivals/best-christmas-lights-in-florida/


 AICVB Dec. 23 Publicity Report Updated 01/12/2024 10�03

Instagram Facebook Articles

Other �FirstCoast News)

Other �Fernandina Beach News-Leader
Print)

Other �Orlando Magazine Print)

Other �Radio Broadcast)

Instagram Stories

840.64M
IMPRESSIONS

Instagram Other �FirstCoast News)

209,581
VIEWS

Instagram Facebook Articles

Instagram Stories

13,945
ENGAGEMENTS

Britney Guertin 

838.93M
IMPRESSIONS

98,334
VIEWS

1,294
ENGAGEMENTS

https://www.yahoo.com/lifestyle/14-most-beautiful-places-florida-130000069.html
https://news.yahoo.com/annual-dickens-centre-returns-amelia-184047164.html
https://news.yahoo.com/fun-events-family-friends-weekend-152011296.html
https://www.southernliving.com/things-to-do-amelia-island-florida-8412277
https://www.onlyinyourstate.com/florida/enchanting-victorian-holiday-market-fl/
https://thepointsguy.com/guide/best-all-inclusive-resorts-in-florida/


https://www.purewow.com/travel/most-beautiful-places-in-florida
https://www.thetravel.com/oldest-historical-sites-in-florida/
https://www.thetravel.com/florida-state-parks-with-beachfront-campsites/
https://www.news4jax.com/news/local/2023/12/27/list-best-spots-to-watch-fireworks-this-new-years-eve-in-northeast-florida/
https://www.jacksonville.com/story/entertainment/events/2023/12/22/new-years-eve-2023-24-events-in-jacksonville-fireworks-football/71825548007/
https://www.jacksonville.com/story/entertainment/events/2023/12/06/things-to-do-in-jacksonville-tuba-christmas-nutcracker-holiday-pops/71755407007/
https://www.jacksonville.com/story/entertainment/events/2023/12/28/five-fun-things-to-do-this-weekend-in-jacksonville-fla/72030040007/
https://familydestinationsguide.com/lighthouse-road-trip-florida/
https://www.corporateeventnews.com/news/people-news-invision-communications-visit-denver-and-more-expand-leadership-teams-welcome


https://theplanetd.com/places-to-visit-in-january-usa/
https://www.actionnewsjax.com/news/local/annual-dickens-centre-returns-amelia-island-today/F6JNNYQ7J5GA5CYJTNILNLYTUI/
https://www.actionnewsjax.com/news/local/fun-events-family-friends-can-go-this-weekend-celebrate-holidays/J75Q434PBVGBJKHQEJ2LGGA3JA/
https://familyvacationist.com/best-us-islands-kid-friendly-family-vacations/
https://familyvacationist.com/florida-beaches-where-to-stay-and-eat/
https://www.orlandomagazine.com/travel-its-christmas-sir-a-florida-dickens-holiday-on-amelia-island/
https://www.facebook.com/FLTimesUnion/posts/775910167911995
https://issuu.com/paradisenewsfl/docs/paradise-news-november-2023
https://mms.tveyes.com/MediaCenterPlayer.aspx?u=aHR0cDovL21lZGlhY2VudGVyLnR2ZXllcy5jb20vZG93bmxvYWRnYXRld2F5LmFzcHg%2FVXNlcklEPTEyODA0NjcmTURJRD0yMDgzMTI1NyZNRFNlZWQ9ODIxNSZUeXBlPU1lZGlh


https://authenticflorida.com/december-events-in-florida/
http://mms.tveyes.com/PlaybackPortal.aspx?SavedEditID=429e6cd6-e3a7-4a3b-89c6-4ac2cb8a856a
https://hayworth-pr.influencekit.com/reports/pdf/c6cd3f9e57b9ea1df23fafe67ed4b2517e94dccf?eagerLoadEmbeds=true&pdf=true
http://mms.tveyes.com/PlaybackPortal.aspx?SavedEditID=0a758500-32bb-4bec-a22e-640ecc85bce9
https://www.smartmeetings.com/news/appointments-promotions/157237/smart-moves-in-denver-laguna-beach-and-more
http://mms.tveyes.com/PlaybackPortal.aspx?SavedEditID=cdf0c0f2-716b-4a2c-8fd6-a32236229beb
https://www.fbnewsleader.com/local-regional-newsletter/most-wonderful-time-dickens-centre-2023
https://www.fbnewsleader.com/index.php/local-regional-newsletter/most-wonderful-time-dickens-centre-2023
https://www.fbnewsleader.com/sports/run-dickens


https://www.fbnewsleader.com/local-regional-newsletter/nye-shrimp-drop-amelia-island
https://www.fbnewsleader.com/local-newsletter/cvb-working-bring-art-project-bicentennial-celebrations
http://mms.tveyes.com/PlaybackPortal.aspx?SavedEditID=5cb9ba1a-b0f6-4973-99c7-8ab25b7cba11
http://mms.tveyes.com/PlaybackPortal.aspx?SavedEditID=0f4511d0-4f5b-4ef2-a9f5-3a8569dc3c8b
https://www.facebook.com/share/tpfSwKJ4mDEk3i2X/?mibextid=CTbP7E
http://mms.tveyes.com/PlaybackPortal.aspx?SavedEditID=b997b504-cb24-4d80-9422-6bc3eb7e83b8
https://www.ameliaislander.com/dickens-on-centre-holiday-festival-is-december-7-10/
https://www.ameliaislander.com/new-years-eve-shrimp-drop-is-december-31-5-8-p-m/
http://mms.tveyes.com/PlaybackPortal.aspx?SavedEditID=1ecd20ef-ab39-4bc3-965d-fb1cfe83364e


https://hayworth-pr.influencekit.com/reports/pdf/c6cd3f9e57b9ea1df23fafe67ed4b2517e94dccf?eagerLoadEmbeds=true&pdf=true
https://hayworth-pr.influencekit.com/reports/pdf/c6cd3f9e57b9ea1df23fafe67ed4b2517e94dccf?eagerLoadEmbeds=true&pdf=true
https://hayworth-pr.influencekit.com/reports/pdf/c6cd3f9e57b9ea1df23fafe67ed4b2517e94dccf?eagerLoadEmbeds=true&pdf=true
http://mms.tveyes.com/PlaybackPortal.aspx?SavedEditID=b3310bd7-7a94-4ece-859b-923a1e02b987
https://www.tigernet.com/clemson-forum/thread/amelia-island-welcomes-clemson-fans-2313674
https://floridadailyherald.com/45-top-florida-events-in-december-2023/
https://hayworth-pr.influencekit.com/reports/pdf/c6cd3f9e57b9ea1df23fafe67ed4b2517e94dccf?eagerLoadEmbeds=true&pdf=true


Rachel Owens 

3,729
IMPRESSIONS

1,560
VIEWS

971
ENGAGEMENTS

https://instagram.com/stories/rachelamyowens/3259088357057134756
https://instagram.com/stories/rachelamyowens/3259099764507210894
https://instagram.com/stories/rachelamyowens/3259102839494004832
https://instagram.com/stories/rachelamyowens/3254856094052513341
https://instagram.com/stories/rachelamyowens/3259100984303131464
https://instagram.com/stories/rachelamyowens/3259103549967210659


https://instagram.com/stories/rachelamyowens/3254862511463401998
https://instagram.com/stories/rachelamyowens/3259104100041806609
https://instagram.com/stories/rachelamyowens/3259104847559078979
https://instagram.com/stories/rachelamyowens/3254951288454004151
https://instagram.com/stories/rachelamyowens/3259111893511603786
https://instagram.com/stories/rachelamyowens/3259106593010224768
https://instagram.com/stories/rachelamyowens/3259113881058060459
https://instagram.com/stories/rachelamyowens/3254962749960298934
https://instagram.com/stories/rachelamyowens/3259115257292975793


https://instagram.com/stories/rachelamyowens/3255053179062145201
https://instagram.com/stories/rachelamyowens/3254963711965773942
https://instagram.com/stories/rachelamyowens/3255054190770367395
https://instagram.com/stories/rachelamyowens/3255055778071138719
https://instagram.com/stories/rachelamyowens/3255007360023826762
https://www.instagram.com/p/C12gXCkAIjS/
https://www.instagram.com/p/C1476xzAnkK/


Lorraine C. Ladish 

44,580
IMPRESSIONS

2,503
VIEWS

127
ENGAGEMENTS

https://instagram.com/stories/lorrainecladish/3248500360262620493
https://instagram.com/stories/lorrainecladish/3248507079797585955
https://www.instagram.com/p/C0U-h8yrL7U/


Other Influencers 

361,511
IMPRESSIONS

https://hayworth-pr.influencekit.com/reports/pdf/c6cd3f9e57b9ea1df23fafe67ed4b2517e94dccf?eagerLoadEmbeds=true&pdf=true
https://www.instagram.com/p/C0S8zcJOIu6/
https://hayworth-pr.influencekit.com/reports/pdf/c6cd3f9e57b9ea1df23fafe67ed4b2517e94dccf?eagerLoadEmbeds=true&pdf=true
https://hayworth-pr.influencekit.com/reports/pdf/c6cd3f9e57b9ea1df23fafe67ed4b2517e94dccf?eagerLoadEmbeds=true&pdf=true


Katherine McMahon 

1,188,003
IMPRESSIONS

97,500
VIEWS

6,525
ENGAGEMENTS

https://www.instagram.com/p/C1C056NhIWd/
https://www.instagram.com/p/C1Kd8RzBf2Z/
https://www.instagram.com/stories/highlights/18212763421268341/


steph 

61,390
IMPRESSIONS

6,339
VIEWS

4,942
ENGAGEMENTS

https://hayworth-pr.influencekit.com/reports/pdf/c6cd3f9e57b9ea1df23fafe67ed4b2517e94dccf?eagerLoadEmbeds=true&pdf=true
https://www.instagram.com/p/C0ZqQr_uEr_/


Generated: 1/12/2024, 10�05�23 PM

Alex pistorio 

43,820
IMPRESSIONS

3,345
VIEWS

86
ENGAGEMENTS

https://instagram.com/stories/alex_pistorio/3250629844425189940?igshid=MzRlODBiNWFlZA==
https://www.instagram.com/reel/C0cdvEdPh9i/
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EXECUTIVE SUMMARY |  Objective and Overview

Target Audience: 

● Loyalist and Prospects Millennials (Adult 25-39, HHI $75K+)
○ With kids / Without kids

● Loyalists and Prospects Gen X (Adults 40-54, HHI $125K+ and net worth  
$1M+)
○ With kids / Without kids

● Vacation Rentals (Digital Nomads, Family)
■ Adults 25+ / Families
■ Active retirees on the move / Digital Nomads

Audience Interest for All targets:  Beach, Culture, History, Shopping, Nature, 
Dining, Golf, Outdoor Enthusiast and  Entertainment

● Winter Markets October 2023 - March 2024:
○ Primary Markets: New York, Atlanta, Boston,  Philadelphia, 

Washington DC, (50% Impressions focused on these locations) 
○ Secondary Markets: Chicago, Los Angeles, Pittsburgh (30%)
○ Tertiary:  Austin, Dallas, Denver, Detroit (20%)
○ Test Phoenix: New flight starts November 2023

Objective: To increase awareness and visitations to Amelia Island through an 
integrated digital media strategy using comprehensive tracking, combined with 
travel data to inform targeting and media placements to prospects in key markets.

2



Executive Summary
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EXECUTIVE SUMMARY |  Objective and Overview  (October 2023)
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EXECUTIVE SUMMARY |  Media Performance  (October 2023)

5



EXECUTIVE SUMMARY |  Zartico October 2023 
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EXECUTIVE SUMMARY |  Zartico  October 2023 
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EXECUTIVE SUMMARY |  Zartico  October 2023 
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EXECUTIVE SUMMARY |  October 2023 Website

Insights:

● Engaged Sessions: 68,240 (-3.6% MoM)

● New Users: 116,156 (+5.2% MoM)

● Views: 248,056  (-2.1% MoM)

● Sessions per User: 1.23 (-1.2% MoM)

● Bounce Rate: 53.34% (+9.3% MoM)

● Average session duration: 00:02:08 (-1% 
MoM)

● 24% of total web traffic can be attributed 
to paid media efforts 

9

PAID MEDIA

ALL TRAFFIC

ALL TRAFFIC

PAID MEDIA



EXECUTIVE SUMMARY |  October 2023  Website (All Traffic)
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YoY Insights: October 2023  vs. October 2022
Includes: Paid, Organic



EXECUTIVE SUMMARY |  October 2023  Website (Paid Media)

11

YoY Insights: October 2023  vs. October 2022



DISPLAY
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Display Recap | Padsquad Leisure Insights:

● Padsquad October Campaign:  Delivered 710,779 
impressions, 1,839 Clicks and  CTR: 0.26%

■ Unit views 149,128 with 18,305 
Engagements and 12.27% ER. 

■ Video starts: 184,657 with  completed for a 
92.61% VCR

■ Top performing  unit: 
● The Reel: Delivered 526,122 

impressions with 1,839 clicks and 
0.35% CTR.  

● CTV: Delivered 184,657 
impressions 
○ Video completes: 171,015
○ VCR 92.61%
○ Scans:7

● Amelia Island: 2,530 new users (-65.5% MoM), 241 
engaged sessions (-92.2% MoM), 90.77% bounce 
rate (+46.5% MoM), 5.62 events/session (+2.5% 
MoM), with an average session duration of 00:00:22 
(-61.8% MoM).

The Reel



Display Recap |  PadSquad - YoY Comparison

YoY Insights: October 2023 vs October 2022
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Display Recap | Padsquad Wedding and Milestone

Insights:

● Padsquad Weddings campaign launched October  
26th. 

○ Impressions: 802,765
○ Clicks: 4,622 
○ CTR: 0.58%
■ Unit views: 328,513
■ Engagements: 15,909
■ ER: 4.84% 

● Amelia Island: 2,932 new users, 637 engaged 
sessions, 79.06% bounce rate, 4.41 events/session, 
with an average session duration of 00:01:07.

The Reel



Display Recap |  PadSquad Wedding - YoY Comparison

YoY Insights: October 2023 vs October 2022
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Display Recap | Travel and Leisure co-branded Email

Subject line: Get immersed in Island style on Amelia Island, FL

● The email deployed 10/19/2023 to 72,998 opt-in 
subscribers

● Delivered: 72,618
● Clicks: 398
● CTR: 0.55%
● Total Opened: 52,988
● Total Opened: 72.97%

○ CTOR: 0.75%
● Total Unique Opened: 37,520

○ Total Unique Clicks: 235
○ Unique CTOR: 0.63%

● Amelia Island: 180 new users (-31.6% MoM), 129 engaged 
sessions (-35.8% MoM), 41.36% bounce rate (+15.6% MoM), 
10.52 events/session (+7.9% MoM), with an average session 
duration of 00:02:47 (+14.9% MoM).

 



MoM  Insights: October 2023 vs September 2023

20

Display Recap | Travel and Leisure co-branded Email - MoM Comparison



Display Recap | Epsilon 
Insights:

● October Campaign:  Delivered 1,051,693 Impressions 
with 2,933 clicks and 0.28% CTR. Total messaged site 
visits: 1,079

● Unit Performance:
■ Cross Device Banners: 463,351 impressions 

with 822 clicks and 0.18% CTR.  148 Messaged 
Visits

■ Retargeting: 40,454 impressions, 133 clicks, 
0.33% CTR. Messaged visits: 62

■ Gamified unit delivered 447,439 impressions 
with 1,715 clicks and 0.38% CTR. 821 
Messaged Visits

■ Added Value: Includes banners and game unit. 
● Delivered 127,825 Impressions with 158 

clicks and 0.12% CTR.
● Messaged visits: 51

● Amelia Island: 3,332 new users (+54.8% MoM), 273 
engaged sessions (+25.2% MoM), 92.26% bounce rate 
(+1.5% MoM), 5.04 events/session (+16.0% MoM), with 
an average session duration of 00:00:24 (+63.9% 
MoM).

*Industry standard CTR Benchmark: .08%. 

Gamified Unit



Display Recap | Epsilon Ritz Carlton 

Insights:

● Ritz Carlton October Campaign delivered the following:
○ Impressions: 83,229
○ Clicks: 210
○ Click Through Rate: 0.25%
○ Total messaged site visits: 46

● Users continue to be highly engaged with the creative most likely 
because of the established brand awareness of the luxury hotel

*Industry standard CTR Benchmark: .08%. 



Display Recap | Epsilon Ritz Carlton 

Insights:

● Residence Inn October Campaign launched 10/27 and  
delivered the following:

○ Impressions: 17,220
○ Clicks: 53
○ Click Through Rate: 0.25%
○ Total messaged site visits: 2

● Continue to optimize the campaign on a daily basis to 
increase performance but well within the benchmark 

*Industry standard CTR Benchmark: .08%. 



Display Recap |  Epsilon - YoY Comparison

YoY Insights: October 2023 vs October 2022
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Display Recap | New York Times 

Insights: 

● October creative units included FlexXL Video and 
Window Shopper with target to ages 25-54 and Warm 
Weather Destinations, Frequent Travelers, General 
Travelers.   

● The campaign generated 482,565 impressions with 
1,356 clicks and 0.28% CTR 

● Unit performance:
○ VCR:  89.83% VCR (benchmark 69%)
○ Engagement Rate: 3.41% 

● Amelia Island: 1,043 new users (+146.6% MoM), 207 
engaged sessions (+61.7% MoM), 83.51% bounce rate 
(+9.0% MoM), 5.59 events/session (+15.5% MoM), with 
an average session duration of 00:02:04 (+114.5% 
MoM).

 



Display Recap |  - New York Times  MoM Comparison

YoY Insights: October 2023 vs September 2023
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Display Recap | Expedia Insights: 

● Expedia: campaign launched 10/16 and delivered the following results: 
● Impressions:61,350
● Clicks: 236 /CTR:0.38%
● Room Nights: 242 /Gross Booking: $53,600 /ROAS: 21;7
● Travel Window: 0-6 total bookings 37.7%

○ 21 to 30 day 14.9%
● Person Count: 85.1% Multi adult
● Trip duration: 

○ 71.1% 1-2 days
○ 25.4% 3-5 days

● Passport Video: 221,105 Impressions with 406 clicks and 0.18% CTR. 
Viewability 82%

○ Room Nights: 1
● Amelia Island: 18 new users, 24 engaged sessions, 7.69% bounce rate, 15.23 

events/session, with an average session duration of 00:07:06.

 

https://www.expedia.com/spotlight/AmeliaIsland-exp-us?is

https://www.expedia.com/spotlight/AmeliaIsland-exp-us?is


Display Recap |  - Expedia  MoM Comparison

YoY Insights: October 2023 vs September 2023

28



● October campaign delivered: 642,273 Impressions 
○ 792 visits matched to our podcast listeners who 

heard the ad. This means that someone heard the 
spot and visited the site. 

○ Primary Market Visitors: 529
○ Secondary Market Visitors: 149
○ Tertiary Market Visitors: 114
○ Total Unique Reach: 288,027

● Visit rates ended up at 1.21 for the month 
● Atlanta had the most visits in Oct (209), and led the month 

in visit rate.
○ Recommend adding multiple audio spots to target 

Families, Couples, Outdoor Enthusiast based on 
the network psychographic audience list.
■ Backer, Vivacious, Shopper, Intrepid,Crypto 

Enthusiast Eco Conscious, Rising Star and 
Business Leaders 

AUDIO |  I-Heart Podcast



Meetings Recap | CVENT October 2023

Insights: 

October Recap:
● Amelia Island Metro Area  (cities of Yulee, 

Amelia Island and Fernandina Beach) 
received 141 unique RFPs for the month 
through Cvent, which was 3% lower than 
October, 2022

● Out of these, 13 were awarded for a total 
AWARDED VALUE of $1.4 million

● Out of these  141 RFPs, the DMO was 
copied on 46 of them, which is 12% 
higher than in October, 2022

● 2 RFPs were awarded that the DMO was 
copied on, representing 110 room nights 
and:

● $57k in AWARDED VALUE
 



Print Recap | Travel and Leisure Print 

December 2023  / January 2024 Winter Escape Issue What type of Winter Escape is on your mind? Will it be a tropical beach escape, with sun, sand, and 
surf? Or perhaps a ski adventure with action-packed days and warm cozy nights. Travel + Leisure readers are always on the lookout for new experiences and 
unexpected discoveries. The Winter Escapes section will guide them to this season's top destinations, including perennial favorites and new destinations to 
explore.

■ Full Page Full Color + Advertorial 
■ Regional Circulation: 504,621
■ Distribution: East of the Mississippi



Print Recap | New York Times Print 

T Magazine Winter Travel | Florida Advertorial Full page 4C
■ Issue date: Nov 2023
■ Adver Circulation: 861,267
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PAID SOCIAL
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Insights:

● October campaigns delivered 7,447,922 impressions (+16% MoM) 
and reached 4,170,334  (+194%) unique people and drove 264,812 
(+58% MoM) clicks.

● Ad Engagement
○ 39,920 post reactions
○ 788 post saves
○ 780 post comments
○ 725 post shares

● History and Mystery
○ Average view time: 15 seconds
○ Percentage viewed: 63%

Paid Social |  Recap

39



Insights:

The Newsletter conversion campaign reached 2,406,753  
unique people, delivered 4,408,452 impression and 
generated 8,525  Leads (+27% MoM)  at a cost per lead of 
$0.18 (-18% MoM).

Engagement
● 33,470 post reactions
● 446 post comments
● 431 post saves
● 31 post shares

Paid Social |  Recap

40



Insights:

The Events carousel reached 204,828 unique people, delivered 
364,192 impression and generated 12,227 clicks at a CTR of 
3.36%, 3.7xs times higher than industry average.

Engagement
● 422 post reactions
● 33 post comments
● 18 post saves
● 18 shares

Paid Social |  Recap

41



Insights:

● The IT Family video campaign reached 
197,501 unique people, delivered 305,398
 impressions and generated 12,187 clicks at a 
CTR of 3.99%, 4.4xs higher than industry 
average.

● The IT couples video campaign reached 
125,015 unique people, delivered 289,162 
impression and 28,921 clicks at a CTR of 
10.00%, 11.1xs higher than industry 
average. 

Paid Social |  Recap

42



Insights:

● The Right Whale campaign reached 128,250  
unique people, delivered 326,801 impressions 
and generated 31,490 clicks at a CTR of 
9.64%,  10.7xs higher than industry average.

Engagement
● 2,055 post reactions
● 90 post comments
● 87 post saves
● 367 shares

Paid Social |  Recap
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Insights:

● January 2023 - Romance
○ Average view time: 00:20
○ Percentage viewed:49%

● February 2023 - Arts
○ Average view time: 17 seconds 
○ Percentage viewed: 76%

● March 2023 - General
○ 16 seconds
○ Percentage viewed: 62%

● March 2023 - Family
○ View time: 12 seconds
○ Percentage view: 58%

● April 2023 - Foodie
○ View time: 16 seconds
○ Percentage viewed: 62%

● May 2023 - Golf
○ Average view time: 6 seconds
○ Percentage viewed: 40%

● June 2023 - Beach
○ Average view time: 13 seconds
○ Percentage  view: 36 %

● July 2023- Nature
○ Average view time: 14 seconds
○ Percentage viewed: 62%

● August  - Spa
○ Average view time: 15 seconds
○ Percentage viewed: 68%

● October - History and Mystery
○ Average view time: 16 seconds
○ Percentage view: 62%

● November - Holiday 
○ Average view time: 15  seconds
○ Percentage view: 63%

Paid Social |  2023 Instant Experience Recaps
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PAID SEARCH
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● Traffic was up 56% MoM, mainly due to the lower CPCs from the 
nationwide campaign

● YoY, CTR is up 18% and click volume is up 49%

● Compared to September, Impressions for [Amelia Island] were up 
156%, clicks up 26% 
“ Fernandina Beach clicks and impressions were down 20%
“Amelia Island activities” clicks were down 10%

● Impression share was 11%. Biggest competition came from 
vrbo.com (13%)

● Sundays saw the highest activity for both impressions and clicks.

● 77% of impressions and 81% of clicks came from Mobile

● Females 55-64 showed the most interest in terms of both clicks 
and impressions

● [Amelia Island] had the highest CTR among volume keywords 
(25% in target markets, 22% in nationwide campaign) , followed by 
“Amelia Island activities “ (21%) 

● Detroit had the highest CTR (21%) in the nationwide campaign, 
followed by Nashville  (20.68%) and New York  (20.63%). 
Greenville-Spartanburg-Asheville DMA had the highest CTR in the 
nationwide campaign

Paid Search |  Leisure 

46

Most shown Leisure Ad:

Impressions Clicks

Leisure Spend Impressions Clicks CTR CPC

September 2023 $5,102 24,866 4,635 18.64% $1.10

October 2023 $5,015 38,744 7,253 18.72% $0.69

MoM -1.71% 55.81% 56.48% 0.43% -37.27%



● Traffic was down 11% MoM, mainly due to higher COCs and 
lower CTR.

● Saint Augustine and Naples campaigns generated the most 
traffic (552 and 419 clicks respectively). 
Savannah had the highest CTR (10%)

● Sundays had the most impressions and generated the most 
traffic

● 80% of impressions and 87% of clicks came from Mobile

● Females 55-64 had the most impressions and also 
generated the most clicks

● St Augustine vacation and Naples Florida vacation 
packages generated the most traffic
Savannah vacation and Naples Florida vacation packages 
had the highest CTRs among volume keywords (9% and 
78.65%respectively)

● Atlanta had the highest CTR for Savannah (10%), Boston for 
Naples (10%) and Saint Augustine (8%); and Nashville for 
Jekyll for Jekyll (7%).

Paid Search |  Leisure - Competitors

47

Impressions Clicks

Most shown Ad:

Competitors Spend Impressions Clicks CTR CPC

September 2023 $3,305 21,546 1,704 7.91% $1.94

October 2023 $3,551 21,186 1,509 7.12% $2.35

MoM 7.44% -1.67% -11.44% -9.99% 21.13%



● Campaign saw an 8% decrease in traffic MoM, mainly due 
to lower impression volume and higher CPCs

● Impression Share was steady at 21%. Biggest competition 
came from  Zola.com (15%), theknot.com (15%),  and 
WeddingWire.com (10%).

● Sundays and Mondays saw the most impressions and 
generated the most traffic.

● 83% of impressions and 69% of clicks came from Mobile.

● Females 25-34 had the most impressions and clicks.

● “Beachfront wedding venues” remained the highest 
performing keyword.

● NY generated the largest volume.

Paid Search |  Weddings

48

Impressions
Clicks

Most shown Ad:

Weddings Spend Impressions Clicks CTR CPC

September 2023 $1,960 9,865 1,256 12.73% $1.56

October 2023 $2,049 9,153 1,149 12.55% $1.78

MoM 4.51% -7.22% -8.52% -1.41% 14.10%



YouTube

49
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● Targeting Detroit, Charlotte and Nashville. HHI>$100K + 
Affinity and In-Market segments

● Removing the PHX campaign that was paused at the 
beginning of October, clicks were up 6%MoM thanks to 
higher impressions and views.

● 62% of impressions and 84% of views came from TV 
screens, while 80% of clicks came from Mobile

● Family Vacationers segment generated the most views and 
clicks.
Trips to Florida segment had the highest view rate, closely 
followed by the Luxury Travelers segment

● 55-64 year old Males had the highest views while 35-44 
year old Males delivered the most clicks

● YouTube TV ESPN, Fox News, MSNBC and CNN delivered 
the most views

● Detroit generated the most views and clicks.
Charlotte had the highest interaction and view rates.

YouTube |  Brand 

50

Views Clicks

YouTube - Brand Spend Impressions Interactions
Interactio

n Rate Views View Rate CPV Clicks CTR CPC

September 2023 $4,953 684,405 299,332 43.74% 213,756 32.23% $0.02 1084 0.16% $4.57

October 2023 $3,746 526,386 231,619 44.00% 166,882 31.70% $0.02 858 0.16% $4.37

MoM -24.36% -23.09% -22.62% 0.59% -21.93% -1.64% -4.35% -20.85% 0.00% -4.38%



WE ARE
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November 2023 Report 
Paid Media Recap

AMELIA ISLAND |  01.12.2024
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EXECUTIVE SUMMARY |  Objective and Overview

Target Audience: 

● Loyalist and Prospects Millennials (Adult 25-39, HHI $75K+)
○ With kids / Without kids

● Loyalists and Prospects Gen X (Adults 40-54, HHI $125K+ and net worth  
$1M+)
○ With kids / Without kids

● Vacation Rentals (Digital Nomads, Family)
■ Adults 25+ / Families
■ Active retirees on the move / Digital Nomads

Audience Interest for All targets:  Beach, Culture, History, Shopping, Nature, 
Dining, Golf, Outdoor Enthusiast and  Entertainment

● Winter Markets October 2023 - March 2024:
○ Primary Markets: New York, Atlanta, Boston,  Philadelphia, 

Washington DC, (50% Impressions focused on these locations) 
○ Secondary Markets: Chicago, Los Angeles, Pittsburgh (30%)
○ Tertiary:  Austin, Dallas, Denver, Detroit (20%)
○ Test Phoenix: New flight starts November 2023

Objective: To increase awareness and visitations to Amelia Island through an 
integrated digital media strategy using comprehensive tracking, combined with 
travel data to inform targeting and media placements to prospects in key markets.
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Executive Summary
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EXECUTIVE SUMMARY |  Objective and Overview  (November 2023)
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EXECUTIVE SUMMARY |  Media Performance  (November 2023)
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EXECUTIVE SUMMARY |  Zartico October - December 2023 
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EXECUTIVE SUMMARY |  Zartico October - December 2023 
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EXECUTIVE SUMMARY |  Zartico October - December 2023 
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EXECUTIVE SUMMARY |  November 2023 Website

Insights:

● Engaged Sessions: 78,353 (+14.8% MoM)

● New Users: 150,169 (+29.3% MoM)

● Views: 298,622  (+20.4% MoM)

● Sessions per User: 1.34 (+8.9% MoM)

● Bounce Rate: 61.67% (+15.6% MoM)

● Average session duration: 00:01:54 
(-10.6% MoM)

● 19% of total web traffic can be attributed 
to paid media efforts 

9
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EXECUTIVE SUMMARY |  November 2023  Website (All Traffic)
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YoY Insights: November 2023  vs. November 2022
Includes: Paid, Organic



EXECUTIVE SUMMARY |  November 2023  Website (Paid Media)
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YoY Insights: November 2023  vs. November 2022
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Display Recap | Padsquad Leisure Insights:

● Padsquad November Campaign:  
● Overall Campaign delivered 1,902,136 impressions, 

3,092 Clicks and  CTR: 0.16%
■ Unit views 468,473 
■ 80,272 engagements and 17.13% ER 
■ Video starts: 384,285 
■ 72.21% VCR
■ Top performing  unit: 

● The Mosaic: Delivered 1,100,822 
impressions with 2,484 clicks and 
23.28% ER.  

● CTV: Delivered 226,336  
impressions 
○ Video completes: 216,432
○ VCR 95.62%
○ Scans:2

● Amelia Island: 3,451 new users (+36.3% MoM), 398 
engaged sessions (+63.1% MoM), 88.82% bounce rate 
(-2.0% MoM), 3.91 events/session (-30.6% MoM), with 
an average session duration of 00:00:19 (-18.0% 
MoM).

The Mosaic



Display Recap | Padsquad Leisure

Insights:

● The Orbit: Delivered 504,437 impressions with 450 
clicks and 0.09% CTR  

○ Unit Views: 116,109

○ Engagements: 1,435

○ ER: 1.24%

● Weather Trigger: launched November 29th and has 
delivered 70,541  impressions 

○ Clicks: 158

○ CTR: 0.22%

○ Unit Views: 15,127

○ VCR: 45.31%

The Orbit



Display Recap |  PadSquad - MoM  Comparison

YoY Insights: November 2023 vs October 2023
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Display Recap | Padsquad Wedding and Milestone

Insights:

● Padsquad Weddings campaign delivered the 
following in November: 

○ Impressions: 800,255
○ Clicks: 10,406 
○ CTR: 1.30%
■ Unit views: 195,041
■ Engagements: 27,025
■ ER: 13.86% 

● Amelia Island: 5,953 new users (+103.0% MoM), 
2,343 engaged sessions (+267.8% MoM), 62.76% 
bounce rate (-20.6% MoM), 6.01 events/session 
(+36.2% MoM), with an average session duration of 
00:00:52 (-23.2% MoM).

The Reel



Display Recap |  PadSquad Wedding - YoY Comparison

YoY Insights: November 2023 vs October 2023
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Display Recap | Travel and Leisure Flip Card Unit

● The Travel and Leisure Flip Card unit: The 
Food & Wine Flipcard that launched on 11/22 
delivered the following in November
○  Page Views: 3,446
○ Content Engagements: 5,524
○ Content Engagement Rate: 11.15% (5x 

Benchmark)
● Average time spent is 48 seconds 

(benchmark of 31 seconds)
● The Native Distribution Units promoting 

the article across the Meredith  network 
has delivered  12,187 impressions with  
0.17% CTR

● Amelia Island:1,153 new users (+45.6% 
MoM), 916 engaged sessions (+41.6% MoM), 
36.74% bounce rate (+13.4% MoM), 7.67 
events/session (-7.0% MoM), with an 
average session duration of 00:02:47 
(-6.6% MoM).

 



YoY Insights: November 2023 vs October 2023

19

Display Recap | Travel and Leisure Flip Card Unit - MoM Comparison



Display Recap | Food and Wine co-branded Email

Subject line: Savor the season on Amelia Island, 
Florida

● The email deployed 11/14 to 107,140 opt-in 
subscribers

● Delivered: 106,295
● Clicks: 332
● CTR: 0.31%
● Total Opened:62,816
● Total Opened: 59.10%

○ CTOR: 0.53%
● Total Unique Opened: 54,013

○ Total Unique Clicks: 253
○ Unique CTOR: 0.24%

● Amelia Island: 217 new users, 162 engaged sessions. 
42.14% bounce rate (+15.6% MoM),8.52 events/session, 
with an average session duration of 00:03:00.

 



November 2023 Insights
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Display Recap | Food and Wine co-branded Email - Monthly Performance



Display Recap | Epsilon 
Insights:

● November Campaign:  Delivered 690,828 
Impressions with 1,373 clicks and 0.20% CTR. Total 
messaged site visits: 855

● Unit Performance:
■ Cross Device Banners: 290,780 impressions 

with 450 clicks and 0.15% CTR.  124 Messaged 
Visits

■ Retargeting: 23,393 impressions, 27  clicks, 
0.12% CTR. Messaged visits: 54

■ Gamified unit delivered 268,544 impressions 
with 744 clicks and 0.28% CTR. 630 Messaged 
Visits

■ Added Value: banners and gamified unit
● Delivered 77,932 Impressions with 86 

clicks and 0.11% CTR.
● Messaged visits: 69

● Amelia Island: 1,832 new users (-45.0% MoM), 188 
engaged sessions (-31.1% MoM), 90.71% bounce rate 
(-1.7% MoM), 3.72 events/session (-26.2% MoM), with 
an average session duration of 00:00:27 (+16.1% 
MoM).

*Industry standard CTR Benchmark: .08%. 

Gamified Unit



Display Recap | Epsilon Ritz Carlton 

Insights:

● Ritz Carlton November Campaign delivered:
○ Impressions: 45,301
○ Clicks: 61
○ Click Through Rate: 0.13%
○ Total messaged site visits: 23

● October - November Recap:
○ Impressions: 128,530
○ Clicks: 271
○ Click Through Rate: 0.21%
○ Total messaged site visits: 69

● Users continue to be highly engaged with the creative most likely 
because of the established brand awareness of the luxury hotel

*Industry standard CTR Benchmark: .08%. 



Display Recap | Epsilon Residence Inn 

Insights:

● Residence Inn November Campaign delivered:
○ Impressions: 62,810
○ Clicks: 91
○ Click Through Rate: 0.14%
○ Total messaged site visits: 24

● October - November Recap:
○ Impressions: 80,030
○ Clicks: 144
○ Click Through Rate: 0.18%
○ Total messaged site visits: 26

● Continue to optimize the campaign on a daily basis to 
increase performance but well within the benchmark 

*Industry standard CTR Benchmark: .08%. 



Display Recap |  Epsilon - YoY Comparison

YoY Insights: November 2023 vs November 2022
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Display Recap | New York Times 

Insights: 

● November creative units included FlexXL Video 
and Window Shopper with target to ages 25-54 
and Warm Weather Destinations, Frequent 
Travelers, General Travelers.   

● The campaign generated the following:
○ 442,443 impressions 
○ 1,170 clicks
○ 0.26% CTR 

● Unit performance:
○ VCR:  85.24% VCR (benchmark 69%)
○ Engagement Rate: 3.56% 

● Amelia Island: 2,071 new users (+98.6% MoM), 
379 engaged sessions (+83.1% MoM), 84.27% 
bounce rate (+0.9% MoM), 3.66 events/session 
(-34.4% MoM), with an average session 
duration of 00:01:01 (-50.9% MoM).

 



Display Recap |  - New York Times  MoM Comparison

YoY Insights: November 2023 vs October 2023
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Display Recap | Expedia Insights: 

● Expedia: October 16 to November 30th campaign delivered the following results: 
● Impressions:185,431
● Clicks: 778 
● CTR:0.42%
● Room Nights: 687 
● Gross Booking: $151K 
● ROAS: 20;1
● Passport Video:581,451 Impressions with 875 clicks and 0.15% CTR. 

○ Viewability 85%
○ Room Nights: 16
○ ROAS: 0.2

● Amelia Island: 29 new users (+70.6% MoM), 31 engaged sessions (+72.2% MoM), 
3.13% bounce rate (-40.6% MoM), 8.88 events/session (-45.3% MoM), with an 
average session duration of 00:03:20 (-28.1% MoM).

https://www.expedia.com/spotlight/AmeliaIsland-exp-us?is

https://www.expedia.com/spotlight/AmeliaIsland-exp-us?is


Display Recap |  - Expedia  Insights
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Display Recap |  - Expedia  MoM Comparison

YoY Insights: November 2023 vs October 2023
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Insights:

● The November  2023 campaign delivered:
○ Impressions: 78,341
○ Video Completed: 75,341
○ VCR: 96.13%

● Across our Primary, Secondary and Tertiary Markets, 
we're seeing a slight lean towards our CTV Family 
video, with VCRs nearing the higher side of Aki's BM 
Range. 

● Optimizations: Heavied up on Top Performing Apps to 
Boost Video Completes and Increase Consideration. 

● Amelia Island: 25 new users, 7 engaged sessions, 
80% bounce rate,  4.69 events/session, with an 
average session duration of 00:00:55. 

DISPLAY RECAP |  AKI



Display Recap |  - AKI Monthly Performance

November 2023 Insights
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● The November 2023 campaign delivered:
○ Impressions: 1,027,414
○ Clicks: 1,307
○ CTR: 0.13%
○ Completed Videos: 207,730

● Amelia Island: 6,008 new users (+443.2% MoM), 
110 engaged sessions (+340.0% MoM), 98.21% 
bounce rate (+0.5% MoM), 3.02 events/session 
(-30.5% MoM), with an average session duration 
of 00:00:03 (-33.1% MoM).

DISPLAY RECAP |  Sojern 



Display Recap |  - Sojern MoM Comparison

MoM  Insights: November 2023 vs October 2023
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● The  November campaign delivered:
○ Display Impressions: 361,301
○ Clicks: 533
○ CTR: 0.15%

DISPLAY RECAP |  Sojern Ritz Carlton Co-op 



● The November 2023 Sponsored Showcase 
campaign delivered: 
○ Impressions/reach:2,762,066

■ (Native: 462,036 Email: 4,004,080 
Social: 167,441)

■ Page Views: 64,862
■ Time on site: 3:26
■ Clickthroughs: 8,696
■ CTR: 13%

● Amelia Island:13,903 new users (+14,534.7% MoM), 
7,629 engaged sessions (+6,899.1% MoM), 56.43% 
bounce rate (+57.3% MoM), 6.05 events/session 
(-39.8% MoM), with an average session duration of 
00:01:50 (-34.7% MoM).

DISPLAY RECAP |  Travelzoo 



Display Recap |  - Travelzoo YoY Comparison

YoY  Insights: November 2023 vs November 2022
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● November campaign delivered: 936,079 Impressions  with 
914 visits matched to our podcast listeners who heard the 
ad. This means that someone heard the spot and visited 
the site. 
○ Primary Market Visitors: 579
○ Secondary Market Visitors: 212
○ Tertiary Market Visitors: 123
○ Total Unique Reach: 425,185

● Visit rates ended up at 0.96  for the month 
● Atlanta had the most visits in Nov with 194, and led the 

month in visit rate
●  Swapping out psychographic networks combined with the 

new creative should provide a boost. Added in Progressive 
and Conqueror

■ Backer, Vivacious, Shopper,Crypto 
Enthusiast Eco Conscious,  Business 
Leaders, Progressive and Conqueror

AUDIO |  I-Heart Podcast



Meetings Recap | CVENT November 2023

Insights: 

NOVEMBER  2023 Only: 
● Amelia Island Metro Area  (cities of Yulee, 

Amelia Island and Fernandina Beach) 
received 158 unique RFPs for the month 
through Cvent, which was 15% lower than 
November, 2022

● Out of these, 8 were awarded for a total 
AWARDED VALUE of $1.2 million

● Out of these  158 RFPs, the DMO was 
copied on 51 of them, which is 6% higher 
than in November, 2022

● 0 RFPs were awarded that the DMO was 
copied onBest,
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PAID SOCIAL
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Insights:

● November campaigns delivered 3,177,439  
impressions  and reached 1,787,834 unique people 
and drove 109,260 clicks.

● Ad Engagement
○ 8,970 post reactions
○ 392 post saves
○ 311 post comments
○ 507 post shares

● Downtown
○ Average view time: 14 seconds
○ Percentage viewed: 59%

Paid Social |  Recap
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Insights:

The Newsletter conversion campaign reached 109,898  
unique people, delivered 225,903 impression and 
generated 1,808 Leads (+27% MoM)  at a cost per lead of 
$0.83

Engagement
● 3,541 post reactions
● 65 post comments
● 4 post saves
● 3 post shares

Paid Social |  Recap
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Insights:

The Events carousel reached 131,769 unique people, delivered 
242,957 impression and generated 14,652 clicks at a CTR of 
6.03%, 6.7xs times higher than industry average.

Engagement
● 484 post reactions
● 16 post comments
● 41 post saves
● 70 shares

Paid Social |  Recap
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Insights:

The Snowbirds campaign reached 1,675 unique people, 
delivered 133,121 impression and generated 3,079 clicks at a CTR 
of 2.31%, 2.6xs times higher than industry average.

Engagement
● 128 post reactions
● 7 post comments
● 8 post saves
● 6 shares

Paid Social |  Recap
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Insights:

● The IT Family video campaign reached 
189,544 unique people, delivered 275,780
 impressions and generated 10,421 clicks at a 
CTR of 3.78%, 3.87xs higher than industry 
average.

● The IT couples video campaign reached 
133,955 unique people, delivered 258,816 
impression and 25,432 clicks at a CTR of 
9.83%, 10.9xs higher than industry 
average. 

Paid Social |  Recap
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Insights:

● The Dickens campaign reached 128,111  
unique people, delivered 220,558 
impressions and generated 13,692 clicks at a 
CTR of 6.21%,  6.9xs higher than industry 
average.

Engagement
● 345 post reactions
● 7 post comments
● 15 post saves
● 58 shares

Paid Social |  Recap
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Insights:

● January 2023 - Romance
○ Average view time: 00:20
○ Percentage viewed:49%

● February 2023 - Arts
○ Average view time: 17 seconds 
○ Percentage viewed: 76%

● March 2023 - General
○ 16 seconds
○ Percentage viewed: 62%

● March 2023 - Family
○ View time: 12 seconds
○ Percentage view: 58%

● April 2023 - Foodie
○ View time: 16 seconds
○ Percentage viewed: 62%

Paid Social |  2023 Instant Experience Recaps
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Insights:

● May 2023 - Golf
○ Average view time: 6 seconds
○ Percentage viewed: 40%

● June 2023 - Beach
○ Average view time: 13 seconds
○ Percentage  view: 36 %

● July 2023- Nature
○ Average view time: 14 seconds
○ Percentage viewed: 62%

● August  - Spa
○ Average view time: 15 seconds
○ Percentage viewed: 68%

● October - History and Mystery
○ Average view time: 16 seconds
○ Percentage view: 62%

● November - Holiday 
○ Average view time: 15  seconds
○ Percentage view: 63%

● Downtown
○ Average view time: 14 seconds
○ Percentage viewed: 59%

Paid Social |  2023 Instant Experience Recaps
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PAID SEARCH
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● Traffic was up 20% MoM, mainly due to increased CTR and  lower 
CPCs

● YoY, CTR is up 18% and click volume is up 69%

● Compared to October, Impressions for [Amelia Island] were up 
27%, clicks up 41% , “ Fernandina Beach  impressions were down 
7%, while clicks were stable., “Amelia Island activities” clicks were 
down 56%

● Impression share was 14%. Biggest competition came from 
Booking.com (10%)

● Wednesdays saw the highest activity for both impressions and 
clicks.

● 75% of impressions and 82% of clicks came from Mobile

● Females 55-64 showed the most interest in terms of both clicks 
and impressions

● [Amelia Island] had the highest CTR among volume keywords 
(25% in target markets, 24% in nationwide campaign)

● Nashville  (22%). Detroit (21%), Charlotte (20.5%) and NY (20%)had 
the highest CTR in the target markets; Wellington FL  had the 
highest CTR (41%) in the nationwide campaign, followed by St 
Petersburg  (35%) 

Paid Search |  Leisure 

50

Most shown Leisure Ad:

Impressions Clicks

Leisure Spend Impressions Clicks CTR CPC

October 2023 $5,015 38,744 7,253 18.72% $0.69

November 2023 $5,945 44,382 8,732 19.67% $0.68

MoM 18.54% 14.55% 20.39% 5.07% -1.45%



● Traffic was up 26% MoM, mainly due to increased 
impressions and CTR in Naples and lower CPCs in Jekyll

● Naples and Saint Augustine campaigns generated the most 
traffic (784 and 713 clicks respectively). 
Naples had the highest CTR (9%)

● Sundays had the most impressions, while Wednesdays 
generated the most traffic

● 86% of impressions and clicks came from Mobile

● Females 55-64 had the most impressions and also 
generated the most clicks

● St Augustine vacation and Naples Florida vacation 
packages generated the most traffic (678 and 594).
Naples Florida vacation packages, Naples FL resorts and 
Jekyll Island resorts had the highest CTRs among volume 
keywords (9.8%, 8.15% and 7.9%respectively)

● Atlanta had the highest CTR for Naples  (17%), Boston for 
Saint Augustine (15%) , DC for Savannah (9%) , and New 
York for Jekyll (6%).

Paid Search |  Leisure - Competitors

51

Impressions Clicks

Most shown Ad:

Competitors Spend Impressions Clicks CTR CPC

October 2023 $3,551 21,186 1,509 7.12% $2.35

November 2023 $3,667 25,163 1,903 7.56% $1.93

MoM 3.28% 18.77% 26.11% 6.18% -17.87%



● Campaign saw a 12% decrease in traffic MoM, mainly due to 
lower impression volume and higher CPCs

● Impression Share was up from 21% to 27%. Biggest 
competition came from  theknot.com (18%),  Zola.com 
(16%), and WeddingWire.com (10%).

● Sundays saw the most impressions and generated the 
most traffic.

● 81% of impressions and 84% of clicks came from Mobile.

● Females 25-34 had the most impressions and clicks.

● “Beachfront wedding venues” remained the highest 
performing keyword, followed by “best places for weddings 
in Florida” and “Florida oceanfront wedding venues”

● NY generated the largest volume.

Paid Search |  Weddings

52

Impressions
Clicks

Most shown Ad:

Weddings Spend Impressions Clicks CTR CPC

October 2023 $2,049 9,153 1,149 12.55% $1.78

November 2023 $2,008 8,218 1,011 12.30% $1.99

MoM -1.96% -10.22% -12.01% -1.99% 11.80%



YouTube

53
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● Targeting NY, Atlanta, Philadelphia, DC and Boston. 
HHI>$100K + Affinity and In-Market segments

● Switched from targeting Detroit, Charlotte and Nashville

● 54% of impressions and 80% of views came from TV 
screens, while 79% of clicks came from Mobile

● Family Vacationers segment generated the most views and 
clicks.
Luxury Travelers segment had the highest view rate, 
closely followed by Trips to Florida segment

● 55-64 year old Males had the highest views while 35-44 
year old Males delivered the most clicks, closely followed by 
55-64 yo Males

● YouTube TV ESPN, Fox News, MSNBC and CNN delivered 
the most views

● NY generated the most views and clicks.
Atlanta had the highest interaction and view rates.

YouTube |  Brand 
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Views Clicks

YouTube - Brand Spend Impressions Interactions Interaction Rate Views View Rate CPV Clicks CTR CPC

October 2023 $3,746 526,386 231,619 44.00% 166,882 31.70% $0.02 858 0.16% $4.37

November 2023 $3,999 552,830 224,498 40.61% 157,330 28.46% $0.03 912 0.16% $4.38

MoM 6.75% 5.02% -3.07% -7.70% -5.72% -10.22% 13.64% 6.29% 0.00% 0.23%



WE ARE
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Profile Performance
November 2023

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

Engagements

162,979
Audience

153,970
Net Audience Growth

1,011

Published Posts

158
Video Views

532,752
Reactions

24,447

Comments

1,178
Shares

1,695
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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 1,011

Twitter Net Follower Growth 9

Facebook Net Follower Growth 481

Instagram Net Follower Growth 454

LinkedIn Net Follower Growth 13

TikTok Net Follower Growth 47

Pinterest Net Follower Growth 3

YouTube Net Subscriber Growth 4
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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 253

Twitter Sent Messages 4

Facebook Sent Messages 62

Instagram Sent Messages 166

LinkedIn Sent Messages 2

TikTok Sent Messages 10

Pinterest Sent Messages 9

YouTube Sent Messages 0

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 1,511

Twitter Received Messages 31

Facebook Received Messages 847

Instagram Received Messages 625

LinkedIn Received Comments 2

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 5,108,817

Twitter Impressions 906

Facebook Impressions 4,537,642

Instagram Impressions 560,431

LinkedIn Impressions 749

TikTok Impressions 9,089
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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 162,979

Twitter Engagements 27

Facebook Engagements 154,835

Instagram Engagements 7,581

LinkedIn Engagements 61

TikTok Engagements 417

YouTube Engagements 58
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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) 3.2%

Twitter Engagement Rate 3.0%

Facebook Engagement Rate 3.4%

Instagram Engagement Rate 1.4%

LinkedIn Engagement Rate 8.1%

TikTok Engagement Rate 4.6%

1 
NOV

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

Video Views Metrics Totals

Video Views 532,752

Twitter Video Views 0

Facebook Video Views 341,662

Instagram Post Video Views 34,710

LinkedIn Video Views 0

TikTok Video Views 9,089

YouTube Video Views 147,291

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

Reporting Period
Nov 1, 2023 – Nov 30, 2023

153,970 5,108,817 162,979 532,752 158

Amelia Island 114,359 4,537,642 154,835 341,662 35

visitameliaisland 32,623 560,431 7,581 34,710 102

Amelia Island,
Florida

1,093 9,089 417 9,089 6

Amelia Island,
Florida

1,129 749 61 0 2

Visit Amelia Island 1,010 N/A 58 147,291 —

@AmeliaIslandFlo 3,177 906 27 0 4

visitameliaisland 579 N/A N/A N/A 9

Profile Audience Impressions Engagements
Video
Views

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

Engagements

270,554
Audience

155,211
Net Audience Growth

1,268

Published Posts

199
Video Views

700,805
Reactions

32,612

Comments

2,638
Shares

2,668
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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 1,268

Twitter Net Follower Growth 12

Facebook Net Follower Growth 785

Instagram Net Follower Growth 363

LinkedIn Net Follower Growth 28

TikTok Net Follower Growth 74

Pinterest Net Follower Growth 1

YouTube Net Subscriber Growth 5
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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 423

Twitter Sent Messages 9

Facebook Sent Messages 146

Instagram Sent Messages 249

LinkedIn Sent Messages 2

TikTok Sent Messages 7

Pinterest Sent Messages 9

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 2,281

Twitter Received Messages 40

Facebook Received Messages 1,387

Instagram Received Messages 846

LinkedIn Received Comments 3

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 6,747,664

Twitter Impressions 1,570

Facebook Impressions 6,122,717

Instagram Impressions 612,225

LinkedIn Impressions 1,124

TikTok Impressions 10,028
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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 270,554

Twitter Engagements 59

Facebook Engagements 260,953

Instagram Engagements 8,626

LinkedIn Engagements 368

TikTok Engagements 495

YouTube Engagements 53
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0

5K

10K

15K

20K

Twitter Facebook Instagram LinkedIn TikTok YouTube



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

Engagement Rate (per Impression) 4.0%

Twitter Engagement Rate 3.8%

Facebook Engagement Rate 4.3%

Instagram Engagement Rate 1.4%

LinkedIn Engagement Rate 32.7%

TikTok Engagement Rate 4.9%
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Video Views
Review how your videos were viewed across networks during the reporting period.

Video Views Metrics Totals

Video Views 700,805

Twitter Video Views 0

Facebook Video Views 498,850

Instagram Post Video Views 50,709

LinkedIn Video Views 0

TikTok Video Views 10,028

YouTube Video Views 141,218

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

Reporting Period
Dec 1, 2023 – Dec 31, 2023

155,211 6,747,664 270,554 700,805 199

Amelia Island 115,144 6,122,717 260,953 498,850 39

visitameliaisland 32,985 612,225 8,626 50,709 132

Amelia Island,
Florida

1,162 10,028 495 10,028 7

Amelia Island,
Florida

1,141 1,124 368 0 2

@AmeliaIslandFlo 3,189 1,570 59 0 9

Visit Amelia Island 1,010 N/A 53 141,218 1

visitameliaisland 580 N/A N/A N/A 9

Profile Audience Impressions Engagements
Video
Views

Published
Posts



Website Blog Conversions Email Paid Media

Oct 1, 2023 - Oct 31, 2023 ▼

https://lookerstudio.google.com/u/0/reporting/38c8c925-bf82-488c-8460-5a6a73905f5c/page/1KVhD?s=sQCVpt7Tqsc&hl=en&requestMode=ONLINE_DOWNLOAD
https://lookerstudio.google.com/u/0/reporting/38c8c925-bf82-488c-8460-5a6a73905f5c/page/1KVhD?s=sQCVpt7Tqsc&hl=en&requestMode=ONLINE_DOWNLOAD
https://lookerstudio.google.com/u/0/reporting/38c8c925-bf82-488c-8460-5a6a73905f5c/page/1KVhD?s=sQCVpt7Tqsc&hl=en&requestMode=ONLINE_DOWNLOAD
https://lookerstudio.google.com/u/0/reporting/38c8c925-bf82-488c-8460-5a6a73905f5c/page/p_o23et7ckbd?s=sQCVpt7Tqsc&hl=en&requestMode=ONLINE_DOWNLOAD
https://lookerstudio.google.com/u/0/reporting/38c8c925-bf82-488c-8460-5a6a73905f5c/page/p_o23et7ckbd?s=sQCVpt7Tqsc&hl=en&requestMode=ONLINE_DOWNLOAD
https://lookerstudio.google.com/u/0/reporting/38c8c925-bf82-488c-8460-5a6a73905f5c/page/p_o23et7ckbd?s=sQCVpt7Tqsc&hl=en&requestMode=ONLINE_DOWNLOAD
https://lookerstudio.google.com/u/0/reporting/38c8c925-bf82-488c-8460-5a6a73905f5c/page/p_8dejez5jbd?s=sQCVpt7Tqsc&hl=en&requestMode=ONLINE_DOWNLOAD
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https://lookerstudio.google.com/u/0/reporting/38c8c925-bf82-488c-8460-5a6a73905f5c/page/p_8dejez5jbd?s=sQCVpt7Tqsc&hl=en&requestMode=ONLINE_DOWNLOAD
https://lookerstudio.google.com/u/0/reporting/38c8c925-bf82-488c-8460-5a6a73905f5c?s=sQCVpt7Tqsc&hl=en&requestMode=ONLINE_DOWNLOAD
https://lookerstudio.google.com/u/0/reporting/38c8c925-bf82-488c-8460-5a6a73905f5c?s=sQCVpt7Tqsc&hl=en&requestMode=ONLINE_DOWNLOAD
https://lookerstudio.google.com/u/0/reporting/38c8c925-bf82-488c-8460-5a6a73905f5c?s=sQCVpt7Tqsc&hl=en&requestMode=ONLINE_DOWNLOAD
https://datawarehouse.starmarkcloud.com/dashboard/46-aic-executive-summary
https://datawarehouse.starmarkcloud.com/dashboard/46-aic-executive-summary
https://datawarehouse.starmarkcloud.com/dashboard/46-aic-executive-summary


Website Performance

Total users

119,778
New users

116,156
Views

248,056
Sessions

146,252

Average session duration

00:02:08
Engagement rate

46.66%
Sessions per user

1.23
Events per session

7.49

Tra�c and Acquisition

Sessions Sessions (previous year)

Oct 1 Oct 5 Oct 9 Oct 13 Oct 17 Oct 21 Oct 25 Oct 29
0

2K

4K

6K

8K
Organic Social
Organic Search
Direct
Display
Paid Search
Referral
Email
Cross-network
Unassigned
others

37.1%

8.3%

9.4%

12.8%

25.3%

Session Trend YoY Top Acquisition Channels by Total Users

Region Session… % Δ

1. Florida 34,653 43.6%

2. Georgia 16,323 20.6%

3. New York 9,577 86.1%

4. Pennsylvania 7,893 180.3%

5. Michigan 6,521 191.6%

6. Illinois 5,523 113.9%

7. Texas 4,962 35.2%

8. Ohio 4,858 70.4%

1 - 100 / 620 < >

City Session… % Δ

1. (not set) 13,221 23.0%

2. Jacksonville 7,001 58.0%

3. Atlanta 6,753 -1.2%

4. New York 4,311 63.3%

5. Fernandina B… 3,895 -5.9%

6. Yulee 3,668 41.1%

7. Orlando 3,019 30.1%

8. Miami 2,988 175.4%

1 - 100 / 6328 < >

Sessions

0 25K 50K 75K 100K 125K 150K

unkno…

55-64

45-54

65+

35-44

25-34

18-24

Sessions by Location Sessions by Age

Top Performing Landing Pages

Landing page Sessions Views Average session duration

1. / 64,982 102,657 00:01:47

2. /festivals-events/right-whale-festival 8,291 9,694 00:00:33

3. /dickens-on-centre 8,148 19,037 00:03:28

4. /activities 7,361 13,349 00:01:13

5. /things-to-do 4,141 9,388 00:03:39

6. (not set) 3,889 4,590 00:00:30

7. /places-to-stay 3,817 7,951 00:03:33

8. /travel-guides/romance 3,103 3,944 00:01:17

▼

1 - 100 / 1202 < >

First user default channel group ▼Oct 1, 2023 - Oct 31, 2023 ▼



Website Performance (Blog)

Total users

10,635
New users

5,369
Views

18,652
Sessions

12,882

Average session duration

00:03:09
Engagement rate

77.20%
Sessions per user

1.23
Events per session

5.14

Tra�c and Acquisition

Sessions Sessions (previous year)

Oct 1 Oct 3 Oct 5 Oct 7 Oct 9 Oct 11 Oct 13 Oct 15 Oct 17 Oct 19 Oct 21 Oct 23 Oct 25 Oct 27 Oct 29 Oct 31
0

200

400

600

800

1K

Session Trend YoY

Top Performing Landing Pages

Landing page Page path and screen class Sessions… Views Avg. Session Duration

1. /blog/thanksgiving-day-feasts-dine-in-or-take-out-the-choice-is-yo… /blog/thanksgiving-day-feasts-dine-in-or-take-out-the-choice-is-your… 1,140 1,342 00:02:36

2. /blog /blog/ 623 714 00:01:00

3. /blog/10-reasons-to-travel-to-amelia-island-in-2023 /blog/10-reasons-to-travel-to-amelia-island-in-2023/ 469 500 00:01:42

4. /blog/amelia-islands-top-7-tours-with-a-touch-of-history /blog/amelia-islands-top-7-tours-with-a-touch-of-history/ 439 471 00:01:38

5. /travel-guides/downtown /blog/from-a-z-26-things-to-see-do-in-historic-downtown/ 391 439 00:02:50

6. /blog/amelia-island-oktoberfest-a-bavarian-bash-to-remember-an… /blog/amelia-island-oktoberfest-a-bavarian-bash-to-remember-and-… 378 564 00:02:07

7. /blog/spooky-amelia-island /blog/spooky-amelia-island/ 310 338 00:01:59

8. /blog/pumpkin-spice-and-everything-nice /blog/pumpkin-spice-and-everything-nice/ 242 260 00:01:22

1 - 100 / 2306 < >

First user default channel group ▼Oct 1, 2023 - Oct 31, 2023 ▼



First user default channel group ▼

Events and Conversions Performance Summary

Event count

1,095,998
Conversions

4,821
Events per session

7.49
Session conversion rate

2.39%

Event count

page_view
WidgetLoad

session_start
�rst_visit

DE_links
user_engagement

scroll
click

crowdRiff_gallery_view
travel_guide_view

0

100K

200K

300K

Events and Conversions Performance Breakdown

Outbound Partner Links

Outbound Link Partner Event count

No data

▼

Conversions

Event name Event count Sessions Events per session

1. page_view 248,056 142,238 1.74

2. WidgetLoad 183,952 41,136 4.47

3. session_start 145,067 146,170 0.99

4. �rst_visit 117,689 117,149 1

5. DE_links 115,714 34,823 3.32

6. user_engagement 106,170 53,254 1.99

7. scroll 32,034 25,237 1.27

8. click 29,987 18,225 1.65

9. crowdRiff gallery view 13,582 10,035 1.35

▼

1 - 56 / 56 < >

Form Submission Count

Form Name Event count

No data

▼

Event count Event count (previous year)

Oct 1 Oct 5 Oct 9 Oct 13 Oct 17 Oct 21 Oct 25 Oct 29
0

10K

20K

30K

40K

50K

Events Trend YoY

First user default channel group Event count

1. Organic Search 345,471

2. Organic Social 281,138

3. Direct 197,087

4. Paid Search 116,179

5. Display 58,774

6. Referral 57,462

7. Email 21,847

8. Cross-network 12,187

9 Unassigned 4 634

▼

1 - 13 / 13 < >

Events by Channel/Campaign

Newsletter Sign Up

968
Weddings RFP

15
Book Now

8,178
Meetings RFP

No data

Oct 1, 2023 - Oct 31, 2023 ▼



Total users

1,969

Email Performance Summary

New users

1,764
Views

5,609
Sessions

2,642

Performance by Email Campaign

First user campaign Landing page Sessions Views Average session duration

1. it's_an_island_thing /blog/amelia-islands-top-7-tours-with-a-touch-of-history 313 458 00:02:13

2. it's_an_island_thing /dickens-on-centre 278 650 00:03:03

3. it's_an_island_thing / 216 493 00:03:02

4. FFCGVAGolfSeptOct23 /travel-guides/golf 163 274 00:03:38

5. it's_an_island_thing /places-to-stay 149 326 00:03:49

6. it's_an_island_thing /partners/hoyt-house 142 271 00:04:29

7 it's an island thing /blog/pumpkin-spice-and-everything-nice 102 191 00:02:55

▼

1 - 100 / 327 < >

Sessions by Country

First user source / m… Country Sessions

1. ameliaisland / email United States 1,527

2. Mailchimp / email United States 503

3. travelandleisure / email United States 218

4. hs_email / email United States 176

5. mailchimp / email United States 27

6. ameliaisland / email Algeria 26

7 ameliaisland / email South Korea 23

▼

1 - 68 / 68 < >

Sessions by City

First user source / m… City Sessions

1. ameliaisland / email (not set) 155

2. Mailchimp / email Yulee 115

3. ameliaisland / email Atlanta 97

4. ameliaisland / email Ashburn 74

5. ameliaisland / email Miami 53

6. Mailchimp / email Fernandina Beach 45

7 ameliaisland / email Chicago 39

▼

1 - 100 / 1192 < >

Subject Line Date Sent Delivered Total Opens Open Ra… Unique Opens Clicks Unique Clicks Click Rate Bounces

Say No To Sunday Scaries 🎃 Oct 26, 2023 66,111 65,778 35,309 53.41% 24,802 1,337 1,171 2.02% 333

Holiday lights and everything nice ☕ Oct 17, 2023 118,923 118,218 40,702 34.23% 28,846 2,670 2,079 2.25% 705

Be well, stay well on Amelia Island � Oct 6, 2023 77,906 77,557 38,447 49.35% 26,404 2,257 1,746 2.9% 349

Grand total 262,940 261,553 114,458 43.53% null 6,264 null 2.38% 1,387

▼

1 - 3 / 3 < >

Mailchimp Performance

Discover Amelia

Meeting Planners

Amelia Island Tourism Industry Database - all 

Subject Line Date Sent Delivered Opens Unique Opens Open Rate Clicks Unique Clicks Click Rate Bounces

Amelia Island Tourism Update Oct 27, 2023 593 588 342 342 130.52% 201 170 33.9% 5

Say No To Sunday Scaries 🎃 Oct 26, 2023 66,111 65,778 24,802 24,802 53.41% 1,337 1,171 2.02% 333

Holiday lights and everything nice ☕ Oct 17, 2023 118,923 118,218 28,846 28,846 34.23% 2,670 2,079 2.25% 705

Be well, stay well on Amelia Island � Oct 6, 2023 77,906 77,557 26,404 26,404 49.35% 2,257 1,746 2.9% 349

Amelia Island Tourism Industry News Oct 3, 2023 574 571 272 272 103.83% 36 26 6.27% 3

Grand total 264,107 262,712 null null 43.86% 6,501 null 2.46% 1,395

▼

1 - 5 / 5 < >

Subject Line Date Sent Delivered Opens Unique Opens Open Rate Clicks Unique Clicks Click Rate Bounces

No data

Grand total null null null null null null null null null

▼

Subject Line Date Sent Delivered Opens Unique Opens Open Rate Clicks Unique Clicks Click Rate Bounces

Amelia Island Tourism Update Oct 27, 2023 593 588 342 342 130.52% 201 170 33.9% 5

Amelia Island Tourism Industry News Oct 3, 2023 574 571 272 272 103.83% 36 26 6.27% 3

Grand total 1,167 1,159 null null 117.4% 237 null 20.31% 8

▼

1 - 2 / 2 < >

Oct 1, 2023 - Oct 31, 2023 ▼



Glossary

Common Metric De�nitions

Organic - Non-paid marketing term (for example, organic tra�c refers to visitors to your website who found you through non-paid efforts (such as a Google search results).
Paid tra�c refers to any media spent to acquire the tra�c (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 �lls.

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 tra�c, 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 tra�c 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 speci�ed page, screen, or set of pages or screens. Much like session duration, time on page varies by the source of
tra�c. 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 speci�ed date range

New Users -  Number of people who visited the website the website for the �rst time in the speci�ed 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

Oct 1, 2023 - Oct 31, 2023 ▼



Website Blog Conversions Email Paid Media

Nov 1, 2023 - Nov 30, 2023 ▼

https://lookerstudio.google.com/u/0/reporting/38c8c925-bf82-488c-8460-5a6a73905f5c/page/1KVhD?s=sGNs4hE_r0Y&hl=en&requestMode=ONLINE_DOWNLOAD
https://lookerstudio.google.com/u/0/reporting/38c8c925-bf82-488c-8460-5a6a73905f5c/page/1KVhD?s=sGNs4hE_r0Y&hl=en&requestMode=ONLINE_DOWNLOAD
https://lookerstudio.google.com/u/0/reporting/38c8c925-bf82-488c-8460-5a6a73905f5c/page/1KVhD?s=sGNs4hE_r0Y&hl=en&requestMode=ONLINE_DOWNLOAD
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Website Performance

Total users

154,431
New users

150,169
Views

298,622
Sessions

204,430

Average session duration

00:01:54
Engagement rate

38.33%
Sessions per user

1.34
Events per session

5.86

Tra�c and Acquisition

Sessions Sessions (previous year)

Nov 1 Nov 5 Nov 9 Nov 13 Nov 17 Nov 21 Nov 25 Nov 29
0

5K

10K

15K
Organic Social
Organic Search
Direct
Display
Referral
Paid Search
Unassigned
Email
Organic Video
others

28.9%

6.2%

6.9%

9.4%

10.9%

13.7% 22.1%

Session Trend YoY Top Acquisition Channels by Total Users

Region Session… % Δ

1. Florida 42,045 37.3%

2. Georgia 22,213 20.5%

3. New York 14,223 121.0%

4. Pennsylvania 10,370 122.2%

5. Michigan 8,879 240.1%

6. Illinois 8,753 239.9%

7. California 8,092 189.1%

8. Texas 8,052 147.6%

1 - 100 / 534 < >

City Session… % Δ

1. (not set) 22,429 85.0%

2. Atlanta 11,191 13.5%

3. New York 7,624 145.9%

4. Jacksonville 6,147 2.3%

5. Chicago 5,192 241.6%

6. Miami 4,287 151.6%

7. Fernandina B… 4,012 -25.9%

8. Yulee 3,063 -16.9%

1 - 100 / 6683 < >

Sessions

0 50K 100K 150K 200K

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. / 84,869 124,539 00:01:27

2. /dickens-on-centre 23,167 40,268 00:02:10

3. (not set) 16,503 0 00:01:35

4. /places-to-stay 7,463 14,475 00:03:03

5. /series/dickens-enchanted-village 7,354 10,267 00:00:49

6. /travel-guides/romance 7,304 12,005 00:00:49

7. /blog/thanksgiving-day-feasts-dine-in-or-take-out-the-ch… 3,766 5,230 00:03:06

8. /things-to-do 3,547 8,428 00:04:00

▼

1 - 100 / 1158 < >

First user default channel group ▼Nov 1, 2023 - Nov 30, 2023 ▼



Website Performance (Blog)

Total users

13,929
New users

7,475
Views

23,137
Sessions

17,498

Average session duration

00:02:48
Engagement rate

70.18%
Sessions per user

1.27
Events per session

4.66

Tra�c and Acquisition

Sessions Sessions (previous year)

Nov 1 Nov 3 Nov 5 Nov 7 Nov 9 Nov 11 Nov 13 Nov 15 Nov 17 Nov 19 Nov 21 Nov 23 Nov 25 Nov 27 Nov 29
0

200

400

600
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1K

Session Trend YoY

Top Performing Landing Pages

Landing page Page path and screen class Sessions… Views Avg. Session Duration

1. /blog/thanksgiving-day-feasts-dine-in-or-take-out-the-choice-is-yo… /blog/thanksgiving-day-feasts-dine-in-or-take-out-the-choice-is-your… 3,766 4,582 00:02:43

2. /blog/celebrate-a-warm-and-cheerful-holiday-season-on-amelia-is… /blog/celebrate-a-warm-and-cheerful-holiday-season-on-amelia-isla… 1,016 1,128 00:02:07

3. /blog/whats-new-at-omni-amelia-island-resort /blog/whats-new-at-omni-amelia-island-resort/ 690 734 00:01:00

4. /things-to-do /blog/from-a-z-26-things-to-see-do-in-historic-downtown/ 436 476 00:03:03

5. /dickens-on-centre /blog/christmas-weekend-itinerary/ 412 433 00:02:25

6. /dickens-on-centre /blog/the-victorian-era-and-merry-ole-amelia/ 409 436 00:01:50

7. /travel-guides/downtown /blog/from-a-z-26-things-to-see-do-in-historic-downtown/ 383 422 00:02:33

8. /blog/green-healthy-and-eco-friendly-gifting-this-holiday-season /blog/green-healthy-and-eco-friendly-gifting-this-holiday-season/ 326 356 00:01:11

1 - 100 / 2019 < >

First user default channel group ▼Nov 1, 2023 - Nov 30, 2023 ▼



First user default channel group ▼

Events and Conversions Performance Summary

Event count

1,197,940
Conversions

12,537
Events per session

5.86
Session conversion rate

6.08%

Event count

page_view
session_start

�rst_visit
DE_links

user_engagement
view_item_list

scroll
click

bookdirect_property_click_through
travel_guide_view

0

100K

200K

300K

Events and Conversions Performance Breakdown

Outbound Partner Links

Outbound Link Partner Event count

1. Omni Amelia Island Resort - Amelia Island 340

2. Barefoot Amelia Beach Rentals - Amelia Island 277

3. The Ritz-Carlton, Amelia Island - Amelia Island 248

4. Atlantic Recreation Center - Amelia Island 175

5. Seahorse Amelia Vacation Rentals - Amelia Island 159

6. Sea Cottages of Amelia - Amelia Island 143

7. Vacasa - Amelia Island 116

8. The Villas of Amelia Island - Amelia Island 113

▼

1 - 100 / 334 < >

Conversions

Event name Event count Sessions Events per session

1. page_view 298,622 187,276 1.59

2. session_start 186,613 191,775 0.97

3. �rst_visit 152,195 154,580 0.98

4. DE_links 134,689 40,563 3.32

5. user_engagement 115,628 64,715 1.79

6. view_item_list 70,412 20,400 3.45

7. scroll 42,210 34,826 1.21

8. click 37,923 24,238 1.56

9. bookdirect property click through 25,240 12,392 2.04

▼

1 - 72 / 72 < >

Form Submission Count

Form Name Event count

1. (not set) 6,830

2. /inspiration-guide/ 225

3. /content/submit-an-event/ 38

4. /weddings/request-information/ 6

5. /enchanted-village-snow-globe-registration/ 5

6. /content/submit-a-business/ 4

7. /content/submit-an-offer/ 2

8. /meetings/request-information/ 2

▼

1 - 8 / 8 < >

Event count Event count (previous year)

Nov 1 Nov 5 Nov 9 Nov 13 Nov 17 Nov 21 Nov 25 Nov 29
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Events Trend YoY

First user default channel group Event count

1. Organic Search 353,517

2. Direct 273,794

3. Organic Social 201,183

4. Referral 96,442

5. Paid Search 95,173

6. Unassigned 80,783

7. Display 75,702

8. Email 15,997

9 Organic Video 2 478

▼

1 - 12 / 12 < >

Events by Channel/Campaign

Newsletter Sign Up

884
Weddings RFP

18
Book Now

25,240
Meetings RFP

2

Nov 1, 2023 - Nov 30, 2023 ▼



Total users

1,701

Email Performance Summary

New users

1,546
Views

4,397
Sessions

2,231

Performance by Email Campaign

First user campaign Landing page Sessions Views Average session duration

1. it's_an_island_thing /blog/celebrate-a-warm-and-cheerful-holiday-season-on-amelia-island 282 427 00:02:42

2. it's_an_island_thing /blog/green-healthy-and-eco-friendly-gifting-this-holiday-season 256 417 00:01:50

3. it's_an_island_thing /blog/thanksgiving-day-feasts-dine-in-or-take-out-the-choice-is-yours 194 314 00:02:23

4. it's_an_island_thing /blog/holiday-gift-guide-for-every-type-of-shopper 178 455 00:02:09

5. it's_an_island_thing /travel-guides/dining-nightlife 167 320 00:02:06

6. it's_an_island_thing /dickens-on-centre 139 293 00:03:06

7 FFCGVAGolfSeptOct23 /travel-guides/golf 113 203 00:02:37

▼

1 - 100 / 217 < >

Sessions by Country

First user source / m… Country Sessions

1. ameliaisland / email United States 1,453

2. foodandwine / email United States 268

3. Mailchimp / email United States 216

4. hs_email / email United States 134

5. Atlanta Mag / email United States 30

6. mailchimp / email United States 29

7 travelandleisure / email United States 17

▼

1 - 52 / 52 < >

Sessions by City

First user source / m… City Sessions

1. ameliaisland / email (not set) 149

2. ameliaisland / email Atlanta 125

3. Mailchimp / email Fernandina Beach 92

4. ameliaisland / email Ashburn 78

5. ameliaisland / email Yulee 61

6. ameliaisland / email Miami 45

7 ameliaisland / email Fernandina Beach 40

▼

1 - 100 / 998 < >

Subject Line Date Sent Delivered Total Opens Open Ra… Unique Opens Clicks Unique Clicks Click Rate Bounces

Amelia Island is full of holiday surprises 🎅 Nov 30, 20… 65,521 65,235 33,379 50.94% 23,360 972 849 1.48% 286

Your Island gift-giving guide is here 🎁 Nov 17, 20… 65,697 65,292 33,468 50.94% 23,260 775 682 1.18% 405

Festive Celebrations at The Ritz-Carlton, Am… Nov 9, 2023 65,853 65,471 34,952 53.08% 23,642 556 477 0.84% 382

Celebrate the season, Amelia Island style 🎄 Nov 2, 2023 65,984 65,615 33,988 51.51% 23,089 1,635 1,305 2.48% 369

Grand total 263,055 261,613 135,787 51.62% null 3,938 null 1.5% 1,442

▼

1 - 4 / 4 < >

Mailchimp Performance

Discover Amelia

Meeting Planners

Amelia Island Tourism Industry Database - all 

Subject Line Date Sent Delivered Opens Unique Opens Open Rate Clicks Unique Clicks Click Rate Bounces

Amelia Island is full of holiday surprise… Nov 30, 2023 65,521 65,235 23,360 23,360 50.94% 972 849 1.48% 286

Break out and breathe in on Amelia Isla… Nov 21, 2023 276 240 62 62 52.9% 10 10 3.62% 36

Your Island gift-giving guide is here 🎁 Nov 17, 2023 65,697 65,292 23,260 23,260 50.94% 775 682 1.18% 405

Amelia Island Tourism Update Nov 16, 2023 698 691 414 414 149% 133 99 19.05% 7

Festive Celebrations at The Ritz-Carlton,… Nov 9, 2023 65,853 65,471 23,642 23,642 53.08% 556 477 0.84% 382

Celebrate the season, Amelia Island styl… Nov 2, 2023 65,984 65,615 23,089 23,089 51.51% 1,635 1,305 2.48% 369

Grand total 264,029 262,544 null null 51.88% 4,081 null 1.55% 1,485

▼

1 - 6 / 6 < >

Subject Line Date Sent Delivered Opens Unique Opens Open Rate Clicks Unique Clicks Click Rate Bounces

Break out and breathe in on Amelia Isla… Nov 21, 2023 276 240 62 62 52.9% 10 10 3.62% 36

Grand total 276 240 62 62 52.9% 10 10 3.62% 36

▼

1 - 1 / 1 < >

Subject Line Date Sent Delivered Opens Unique Opens Open Rate Clicks Unique Clicks Click Rate Bounces

Amelia Island Tourism Update Nov 16, 2023 698 691 414 414 149% 133 99 19.05% 7

Grand total 698 691 414 414 149% 133 99 19.05% 7

▼

1 - 1 / 1 < >

Nov 1, 2023 - Nov 30, 2023 ▼



Glossary

Common Metric De�nitions

Organic - Non-paid marketing term (for example, organic tra�c refers to visitors to your website who found you through non-paid efforts (such as a Google search results).
Paid tra�c refers to any media spent to acquire the tra�c (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 �lls.

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 tra�c, 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 tra�c 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 speci�ed page, screen, or set of pages or screens. Much like session duration, time on page varies by the source of
tra�c. 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 speci�ed date range

New Users -  Number of people who visited the website the website for the �rst time in the speci�ed 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

Nov 1, 2023 - Nov 30, 2023 ▼



Website Blog Conversions Email Paid Media

Dec 1, 2023 - Dec 31, 2023 ▼
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Website Performance

Total users

151,884
New users

146,607
Views

309,348
Sessions

192,132

Average session duration

00:02:04
Engagement rate

45.89%
Sessions per user

1.28
Events per session

5.89

Tra�c and Acquisition

Sessions Sessions (previous year)
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0
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Organic Search
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Email
Organic Video
Cross-network

34.7%

5.6%

6.4%

6.8%

13.2%

29%

Session Trend YoY Top Acquisition Channels by Total Users

Region Session… % Δ

1. Florida 50,198 40.5%

2. Georgia 26,843 18.9%

3. New York 11,245 40.5%

4. Pennsylvania 8,713 46.2%

5. Ohio 7,904 64.2%

6. Michigan 7,234 87.5%

7. South Carolina 6,466 23.7%

8. North Carolina 6,448 4.7%

1 - 100 / 534 < >

City Session… % Δ

1. (not set) 17,370 16.0%

2. Atlanta 13,345 6.3%

3. Jacksonville 10,432 48.5%

4. Fernandina B… 6,084 -6.8%

5. New York 5,984 50.1%

6. Yulee 5,052 14.5%

7. Miami 4,960 128.2%

8. Orlando 4,481 40.1%

1 - 100 / 6543 < >

Sessions
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Sessions by Location Sessions by Age

Top Performing Landing Pages

Landing page Sessions Views Average session duration

1. / 64,885 105,526 00:01:47

2. /dickens-on-centre 24,520 48,764 00:03:19

3. /festivals-events/taxslayer-gator-bowl 12,834 13,982 00:00:16

4. (not set) 5,279 2,370 00:00:19

5. /travel-guides/romance 5,105 7,361 00:00:48

6. /activity/new-years-eve-shrimp-drop 4,918 6,435 00:01:35

7. /places-to-stay 3,995 8,316 00:03:23

8. /things-to-do 3,978 8,699 00:03:40

▼

1 - 100 / 1135 < >

First user default channel group ▼Dec 1, 2023 - Dec 31, 2023 ▼



Website Performance (Blog)

Total users

14,685
New users

8,595
Views

22,869
Sessions

17,502

Average session duration

00:02:23
Engagement rate

66.15%
Sessions per user

1.21
Events per session

4.36

Tra�c and Acquisition

Sessions Sessions (previous year)

Dec 1 Dec 3 Dec 5 Dec 7 Dec 9 Dec 11 Dec 13 Dec 15 Dec 17 Dec 19 Dec 21 Dec 23 Dec 25 Dec 27 Dec 29 Dec 31
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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/holiday-gift-guide-for-every-type-of-shopper /blog/holiday-gift-guide-for-every-type-of-shopper/ 3,135 3,624 00:01:06

2. /blog/restaurants-open-on-christmas-day /blog/restaurants-open-on-christmas-day/ 1,914 2,165 00:02:02

3. /dickens-on-centre /blog/the-victorian-era-and-merry-ole-amelia/ 647 681 00:02:37

4. /dickens-on-centre /blog/christmas-weekend-itinerary/ 504 532 00:01:58

5. /blog/new-year-new-things /blog/new-year-new-things/ 469 532 00:01:57

6. /blog/the-taxslayer-gator-bowl-and-new-years-eve /blog/the-taxslayer-gator-bowl-and-new-years-eve/ 455 491 00:01:59

7. /blog/10-reasons-to-travel-to-amelia-island-in-2023 /blog/10-reasons-to-travel-to-amelia-island-in-2023/ 416 445 00:04:55

8. /travel-guides/downtown /blog/from-a-z-26-things-to-see-do-in-historic-downtown/ 384 444 00:02:47

1 - 100 / 2125 < >

First user default channel group ▼Dec 1, 2023 - Dec 31, 2023 ▼



First user default channel group ▼

Events and Conversions Performance Summary

Event count

1,130,873
Conversions

10,286
Events per session

5.89
Session conversion rate

5.43%

Event count

page_view
session_start

�rst_visit
DE_links

user_engagement
scroll

click
view_item_list

crowdRiff_gallery_view
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 304

2. The Ritz-Carlton, Amelia Island - Amelia Island 206

3. Marlin and Barrel Distillery - Amelia Island 190

4. Barefoot Amelia Beach Rentals - Amelia Island 181

5. Coast at The Ritz-Carlton, Amelia Island - Amelia Island 172

6. Atlantic Recreation Center - Amelia Island 162

7. Coast eBike Adventures - Amelia Island 109

8. Amelia Island Getaways - Amelia Island 108

▼

1 - 100 / 359 < >

Conversions

Event name Event count Sessions Events per session

1. page_view 309,348 187,558 1.65

2. session_start 189,651 192,075 0.99

3. �rst_visit 148,693 149,948 0.99

4. DE_links 137,072 46,752 2.93

5. user_engagement 96,619 61,882 1.56

6. scroll 40,620 33,412 1.22

7. click 34,041 22,708 1.5

8. view_item_list 30,438 7,421 4.1

9. crowdRiff gallery view 22,195 15,406 1.44

▼

1 - 52 / 52 < >

Form Submission Count

Form Name Event count

1. (not set) 7,078

2. /inspiration-guide/ 289

3. /content/submit-a-business/ 6

4. /content/submit-an-event/ 6

5. /meetings/request-information/ 1

▼

1 - 5 / 5 < >

Event count Event count (previous year)
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Events Trend YoY

First user default channel group Event count

1. Organic Search 443,752

2. Organic Social 233,961

3. Direct 189,567

4. Paid Search 86,945

5. Referral 84,093

6. Display 47,704

7. Unassigned 27,257

8. Email 14,580

9 Organic Video 1 454

▼

1 - 13 / 13 < >

Events by Channel/Campaign

Newsletter Sign Up

906
Weddings RFP

9
Book Now

20,333
Meetings RFP

1
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Total users

1,721

Email Performance Summary

New users

1,567
Views

4,020
Sessions

2,205

Performance by Email Campaign

First user campaign Landing page Sessions Views Average session duration

1. it's_an_island_thing /blog/new-year-new-things 308 567 00:03:03

2. it's_an_island_thing /itineraries/christmas-on-amelia 289 475 00:02:49

3. it's_an_island_thing / 209 430 00:02:55

4. it's_an_island_thing /blog/the-taxslayer-gator-bowl-and-new-years-eve 148 244 00:02:47

5. it's_an_island_thing /dickens-on-centre 134 305 00:03:19

6. (not set) /travel-guides/golf 113 216 00:02:23

7 it's an island thing /partners/the-addison-on-amelia-island 86 168 00:03:08

▼

1 - 100 / 210 < >

Sessions by Country

First user source / m… Country Sessions

1. ameliaisland / email United States 1,467

2. travelandleisure / email United States 261

3. Mailchimp / email United States 150

4. hs_email / email United States 128

5. northstar / email United States 73

6. mailchimp / email United States 21

7 northstar / email Ireland 11

▼

1 - 50 / 50 < >

Sessions by City

First user source / m… City Sessions

1. ameliaisland / email (not set) 132

2. ameliaisland / email Atlanta 126

3. ameliaisland / email Ashburn 81

4. ameliaisland / email Yulee 49

5. ameliaisland / email Miami 47

6. Mailchimp / email Yulee 46

7 ameliaisland / email Fernandina Beach 43

▼

1 - 100 / 973 < >

Subject Line Date Sent Delivered Total Opens Open Ra… Unique Opens Clicks Unique Clicks Click Rate Bounces

Calling All Foodies to Amelia Island Dec 28, 20… 65,112 64,899 31,156 47.85% 22,533 821 687 1.26% 213

Plan your New Year’s fun on Amelia Island, F… Dec 19, 20… 65,215 64,980 28,797 44.16% 21,296 522 444 0.8% 235

Enjoy a small-town Christmas on Amelia Isl… Dec 8, 2023 120,207 119,278 42,241 35.14% 30,259 1,720 1,473 1.43% 929

Grand total 250,534 249,157 102,194 40.79% null 3,063 null 1.22% 1,377

▼

1 - 3 / 3 < >

Mailchimp Performance

Discover Amelia

Meeting Planners

Amelia Island Tourism Industry Database - all 

Subject Line Date Sent Delivered Opens Unique Opens Open Rate Clicks Unique Clicks Click Rate Bounces

Calling All Foodies to Amelia Island Dec 28, 2023 65,112 64,899 22,533 22,533 47.85% 821 687 1.26% 213

Plan your New Year’s fun on Amelia Isla… Dec 19, 2023 65,215 64,980 21,296 21,296 44.16% 522 444 0.8% 235

Enjoy a small-town Christmas on Ameli… Dec 8, 2023 120,207 119,278 30,259 30,259 35.14% 1,720 1,473 1.43% 929

Amelia Island Tourism Update Dec 6, 2023 698 692 386 386 105.16% 115 95 16.48% 6

Grand total 251,232 249,849 null null 40.97% 3,178 null 1.26% 1,383

▼

1 - 4 / 4 < >

Subject Line Date Sent Delivered Opens Unique Opens Open Rate Clicks Unique Clicks Click Rate Bounces

No data

Grand total null null null null null null null null null

▼

Subject Line Date Sent Delivered Opens Unique Opens Open Rate Clicks Unique Clicks Click Rate Bounces

Amelia Island Tourism Update Dec 6, 2023 698 692 386 386 105.16% 115 95 16.48% 6

Grand total 698 692 386 386 105.16% 115 95 16.48% 6

▼

1 - 1 / 1 < >

Dec 1, 2023 - Dec 31, 2023 ▼



Glossary

Common Metric De�nitions

Organic - Non-paid marketing term (for example, organic tra�c refers to visitors to your website who found you through non-paid efforts (such as a Google search results).
Paid tra�c refers to any media spent to acquire the tra�c (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 �lls.

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 tra�c, 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 tra�c 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 speci�ed page, screen, or set of pages or screens. Much like session duration, time on page varies by the source of
tra�c. 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 speci�ed date range

New Users -  Number of people who visited the website the website for the �rst time in the speci�ed 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

Dec 1, 2023 - Dec 31, 2023 ▼
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Overall Figures October 2023 UK, Germany and France  

 

Trade Promotions & Activity 

Number of sales calls: 37 

Number of trade events:  1 x event Brand USA Travel Week 

Number of Co-op Marketing Promotions  0 

 

Public Relations 

Media calls: 15 

Press Trips; 1 x trip UK  

Press releases distributed: 1 - Amelia Island Recognised in Conde 

Nast Traveller Awards 

Media events: Travel Media Awards 

Total Quarterly Cellet placed PR value: 0 

 

Consumer Marketing  

Consumer Marketing  1 x Tour America  

Consumer Promotions  0 

Distribution of materials: 200 pieces at the Tour America show 

 

US Dollar Exchange Rate 

October 2023 

November 2023 

December 2023 

January 2024 

February 2024 

March 2024 

April 2024 

May 2024 

June 2024 

July 2024 

August 2024 

September 2024  

$1.25 

$ 

$ 

$ 

$ 

$ 

$ 

$ 

$ 

$ 

$ 

$ 
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German and French Office  

• Planning taking place in October/early November for various components of activity 
in both countries. 

 

Trade Promotions & Activity  

Brand USA Travel Week – October 16th – 19th, 2023 – London – Cellet coordinated the 
attendance of Amelia Island, booking the meetings and arrangements for the stand. 

• Number of Appointments: 37 over 4 days  

• Highlights from meetings:  
o Southall Travel – product development opportunity 
o Gold Medal Travel – training to be booked, Pure Luxury Product to be places, 

marketing activity, they are promoting beaches and islands in 2024.  
o Avila Reizen, Netherlands – training to be booked, looking for Florida 

offering that is off the beaten track of the traditional locations such as 
Orland, Miami 

o TUI France – FIT and Group sales, Cellet to send complete overview and 
images, opportunities available for marketing to be reviewed. 

o Worldia – France – B2B 40% USA Bookings – explore opportunities.  
 

 
 
UNITE, March 2024 – London – Cellet booked a stand for attending the trade event, 
carrying our ‘one to one’ meeting with leading UK tour operators and partners. Approx 15 
meetings to be held in one day.  Cellet will solicit and arrange meetings and follow up. 
 
Online Training Platform – OTT As per agreement with Amy Boek that we have decided to 
cancel the UK training platform for Amelia Island – this was as this was in line with reviewing 
the renewal costs in the context of the return on investment. The final figures will be 
reported at the conclusion of the contract however there continues to be marketing activity 
taking place. In the current month for dissemination in November a newsletter. This will 
reach 32,000 in the OTT database and it highlights the training, the main features of the 
destination and references the Dickens on Centre event coming up.  
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VIP Trade Event – December 7th, 2023 – London – 
Charles Dickens 
 

• Cellet to solicit, coordinate the event. 

• Travel trade and media high profile contacts 

• Venue booked – Charles Dickens Museum    
London booked for a VIP Tour  

• Invitations issued to trade and media. 

• Follow up on guest list with AI office.  
 
 
 
 
 
 
 
 
 

 

Public Relations 

 

IMM, London – booth booked for March 2024 - approx. 50 meetings to take place in 2 days. 

Press Trip:  

• UK Journalist: Paul Harris, Jewish Telegraph – Visiting for the Charles Dickens 
Festival, 4-9 December 2023 – planning and arrangements taking place. 70,000 total 
circulation and 210,000 readerships. Agreed deliverables: Two features – December 
2023 Dickens on Centre feature, March 2024 Destination feature. 

 
Press Releases: Next scheduled release is Dickens on Centre 

• October Distributed to 200 targeted media contacts for the Conde Nast Awards  

• November – Dickens on Centre – to be distributed – signed off by Marilou.  

• December – Restaurant Week for January 2024  

• January – What's New in 2024 and Concours Week 

• February – Winter Sun 
 
Press activity being reviewed for ‘Fish to Fork’ May 2024 and Food Festival in October 2024. 
 
Media Calls/Pitching: 15 – pitching press trip for 2023/2024 and pitching stories and hooks. 
 
TravelMole Press Trip – Late September 2023 – Graham McKenzie stayed in Amelia Island 

to write a golf feature for Golf News and a generic feature on the destination for the leading 

women’s magazine – Best.  Follow up took place in October and feature dates being 

finalized in line with publication features and key booking time for UK consumers.    
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Consumer Marketing 

 

• National Geographic Show – Cellet researching the opportunity of Amelia Island being 
present at the London Consumer Food Show July 2024. For a targeted high profile consumer 
promotion. Provisionally booked the booth and discussions with Amy Boek to identify a chef 
from one of the leading hotels on the island – to be discussed further.  

 
In addition, to 2024 activity of plans for consumer activity – Goodwood Festival in UK. 

 

• Tour America Consumer Show – Dublin, 
October 01, 2023 
This consumer show was created by a leading 
Irish tour operator – Tour America.  
 
This is a long running consumer show, on the 
day, Cellet met with over 200 people and 
provided literature, information, and highlights 
of the destination. In addition, the organisers 
reported that in the booking area of the show 
there was anecdotal evidence of consumers 
who were enquiring about Florida were asking 
about adding Amelia Island to itineraries after 
requesting information about the island. We 
have requested several times for hard data 
from Tour America re exact attendance figures 
We are now assured will be advised and will 
report in the November report. 
 
 
 
 
 

• Consumer Holiday Show, Dublin, Ireland January 25 – 28th, 2024 
Booth booked for attendance at the leading Irish consumer holiday show with approx. 
45,000 attendances.  
Video, flyer, and backdrop being designed ready for the show. 

 

Industry Events Attended  

 
Travel Media Awards – October 23rd London 
Visit USA Association Ireland – Thanksgiving event – will be attending in November 2023. 
Wanderlust Awards, London – attending in November 2023 
 
2024 Dates:  
Meet the Media Visit USA Association London – 15th January 2024 – booked ticket to attend. 
More events to be added in the November report. 
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Overall Figures November 2023 UK, Germany and France  

 

Trade Promotions & Activity 

Number of sales calls: 12 

Number of trade events:  0 

Number of Co-op Marketing Promotions  0 

 

Public Relations 

Media calls: 5 

Press Trips; 1 x trip finalised to Amelia Island  

Press releases distributed: 1- Dickens on Centre 

Media events: ITTN Follow up and Wanderlust Awards in 

London 

Total Cellet placed PR value: $3,000 

 

Consumer Marketing  

Consumer Marketing  0 

Consumer Promotions  0 

Distribution of materials: 0 

 

US Dollar Exchange Rate 

 

October 2023 

November 2023 

December 2023 

January 2024 

February 2024 

March 2024 

April 2024 

May 2024 

June 2024 

July 2024 

August 2024 

September 2024  

$1.25 

$1.25 

$ 

$ 

$ 

$ 

$ 

$ 

$ 

$ 

$ 

$ 
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German and French Office  

Cellet have arranged to visit to the German office in Frankfurt in early December to finalise 
the working arrangements while there on another engagement. We also will pay a similar 
visit to France as part of our due diligence and report back on the proposal. 
 

Trade Promotions & Activity  

 
Brand USA Travel Week - Follow up continues to take place with the trade we met in 
London as reported on previously. 
 

o Southall Travel – Follow up appointment with them to establish product 
placement is in the calendar and will take place following the festive break 
when they return to work. 

o Gold Medal Travel – As indicated training to be booked, they too have a 
request to do this early January.  

o Avila Reizen, Netherlands – Awaiting confirmation from them on how we can 
facilitate online training for staff. 

o TUI France – FIT and Group sales, Cellet to send complete overview and 
images, opportunities available for marketing to be reviewed, pending.  

 
 
                                           
Cellet have secured a meeting with the product director for Barrhead Travel which will take 
place on the 8th of December. The intention is to look at the Florida product they are 
carrying, which is extensive but mainly centred around the southern area and big park 
experience. Barrhead Travel are one of the UK’s biggest retail travel firms with over 80 
branches and 700 plus employees. 
 
The agenda will be: 
 

• Pre and Post opportunities to existing itinerary 

• Opportunities to take part in their staff training program at their HQ in Glasgow 

• Joint marketing opportunities both in-store and media 
 
 
UNITE, March 2024 – London – As reported Cellet have booked a stand for attending this 
trade event, November has involved us in preparing with Unite stand requirements and 
working with them to ensure our profiles are uploaded to the system to facilitate meetings. 
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Online Training Platform – OTT  
Shortly after the decision was made to terminate the training program, OTT announced that 
it was closing operations, and it was uncertain what would happen in relation to the 3 
months left on our contract. However, they have been taken over by a large media group in 
the UK the Jacobs Media Group who confirmed business as usual. 
 
As previously reported while the decision was to cancel the UK training platform for Amelia 
Island, with the takeover in place the course continues to run, and this newsletter was 
created and disseminated to the entire database of 32,000.   
 

 
 
 
Online Travel Training Webinar. 
There was also a scheduled webinar on the calendar for November, this has anow been 
rescheduled for December and Cellet have been preparing the briefing documents to 
finalise this. The outcome will be reported in December.  
 
VIP Trade Event – December 7th, 2023 – London – Charles Dickens 
Now re-purposed and will take place in another format from previously reported after 
consultation with Amelia Island. 
 
 
Florida Huddle, Feb 4-6, 2024 – Miami 
Cellet will be attending the conference and representing Amelia Island on the booth taking 
all country meetings.  Accommodation: Cellet booking. 
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Public Relations 

 

IMM, London – booth booked for March 2024 - approx. 50 meetings to take place in 2 days. 

As reported Cellet have booked a stand for attending this media event, and again November 
has involved us in preparing with IMM stand requirements and working with them to ensure 
our profiles are uploaded to the system to facilitate meetings. 
 
Press Trip:  

UK Journalist: Paul Harris, Jewish Telegraph – Visiting for the Charles Dickens Festival, 4-9 
December 2023 

Cellet have been reaching out to various outlets, accommodations and airlines and finalising 
the Itinerary for Paul Harris’s visit. The final Itinerary will be submitted to Paul and 
disseminated to Amelia Island by Fiona Pettitt in due course. Paul is writing two features – a 
feature on the festival, for publication in December/January and a destination feature for 
publication in March.  
 
Press Releases: Next scheduled release is ‘Restaurant Week in Amelia Island’ plus 
information gathering for what’s new in 2024. 
 
 

• October Distributed to 200 targeted media contacts for the Conde Nast Awards  
• November – Dickens on Centre – written, signed off and now distributed awaiting 

results. 
• December – Restaurant Week for January 2024  

• January – What's New in 2024 and Concours Week 

• February – Winter Sun 
 

 
Media Calls/Pitching: 5 – pitching press trips for 2024 and pitching story ideas including 
Restaurant Week, The Amelia - utilising Conde Nast recognition of the destination. 
 
 
Press Coverage 
Dickens on Centre was featured in H&N magazine. H&N magazine is an online lifestyle 

magazine with a weekly newsletter to 45,000 subscribers and 82k umu. 
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Consumer Marketing 

 

 

FY2024 Consumer Activity: - 

Cellet has been researching high profile consumer promotional opportunities for Amelia 

Island, we are in discussions with Goodwood Racetrack in the UK, as they hold several 

leading motor shows which would tie nicely into the ‘The Amelia’ run by Hagerty.   
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Industry Events Attended  

 
Lynsey Lamont, the Cellet Belfast-based account manager, reported in November following 
her attendance at the ITTN Awards in Dublin, in late October. 
 
 

 
While this was a networking event, Lynsey is following up on discussions with several of her 
dinner companions who want further information on Amelia Island, this includes a follow up 
with Sunway’s Barry Hammond (seen sitting to Lynsey’s right-hand side, 3rd from left) 
 
Sunway are an important connection as they have extensive reach in Ireland and carry a lot 
of US product but are not Florida specialists. In November she has already scheduled further 
meetings top explore product development. 
 
Visit USA Association Ireland – Thanksgiving Event –  
 
Lynsey Lamont attended on the 16th of November 2023. The event was in 2 parts meetings 
with Tour Operators and a Trade Networking Event. Lynsey met with a group of prominent 
Tour Operators including: 
 
• Sunway Travel  
• Platinum Travel  
• Tour America  
• Travel Department  
• American Sky  
• Cassidy Travel  
• Click and Go 
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There will be continued follow up with all of these following the event. 
 
The second element was the Trade Networking Event  
 

                                            
 
 

   
 
 
 
 
 
 
 
 
 
 
 
 
 
 
  

 
The Event allowed for meetings with over 80 
representatives from both media and trade. It was 
also covered extensively within the trade and 
consumer facing publications, and on social media. 
 
This is an example of the coverage in Northern 
Ireland Travel News Web Site, this is a consumer 
and trade facing newspaper. 
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Wanderlust Awards, London  
In November Gary Fletcher, Account Director, and Fiona Pettitt, PR Director, attended the 
annual Wanderlust Awards, which celebrated 30 years of the publication. 
 

 
 
With all the major players in the UK and Ireland represented, in Media and Trade, this was 
an excellent networking opportunity on behalf of Amelia Island. Follow-up activity is taking 
place. 
 
 
2023/4 Dates:  

• Travmedia Meets Webinar for Travel Editors and PRs – 11 December 2023 
 

• Meet the Media Visit USA Association London – 15th January 2024 – booked ticket 
to attend. 

 

• IMM London – 19-20 February 2024 
 
 

This was held at The British Museum 
in London and was by invitation only.  
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Overall Figures November 2023 UK, Germany and France  

 

Trade Promotions & Activity 

Number of sales calls: 2 

Number of trade events:  1 

Number of Co-op Marketing Promotions  0 

 

Public Relations 

Media calls: 7 

Press Trips; 1 (Paul Harris, Jewish Telegraph)  

Press releases distributed: 0 

Media events: 1 (National Press Webinar) 

Total Cellet placed PR value: 0 

 

Consumer Marketing  

Consumer Marketing  0 

Consumer Promotions  0 

Distribution of materials: 0 

 

US Dollar Exchange Rate 

 

October 2023 

November 2023 

December 2023 

January 2024 

February 2024 

March 2024 

April 2024 

May 2024 

June 2024 

July 2024 

August 2024 

September 2024  

$1.25 

$1.25 

$1.27 

$ 

$ 

$ 

$ 

$ 

$ 

$ 

$ 

$ 
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German and French Office  

As previously reported Cellet arranged to visit to the German office and met with Thomas 
Vogler in Frankfurt in December to discuss the working arrangements, this was part of a 
planned visit while there on another engagement. The meeting was productive and we are 
now in a position to establish a coherent marketing plan for the German market. We were 
unable to include a visit to Paris for the French counterpart but will complete this early 
January. 
 

Trade Promotions & Activity  

 
 
                                           
Cellet reported in November an intention to meet with Barrhead Travel, and to that end the 
agenda was to be: 
 

• Pre and Post opportunities to existing itinerary. 

• Opportunities to take part in their staff training program at their HQ in Glasgow. 

• Joint marketing opportunities both in-store and media 
 
However, we were not at liberty to discuss another possibility at the time of reporting, and 
that was the news that they had a plan to open a brand-new dedicated US section at their 
main branch and HQ. 
 
The meeting took place with Jade Semple the Business Development and Product Manager 
for the company. 
 

  
 
The company is one of the top 5 companies in the UK and the new dedicated team of 10 are 
all experienced staff therefore we were delighted to get exclusive access to the following: 
 

• Cellet will take a full training day to deliver modular training to the dedicated team in Q1 

2024 (This was a Cellet initiative and is unique to our clients) 

• This can be followed up with a roadshow to key branches for non dedicated US staff 

• They are minded to support a trade familiarisation trip for selected staff in 2024 

• They want to explore dedicated campaigns linked to new product.  

 

This has been reported in fuller form to Paul Biernes and Marilou Welling. 
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Florida Huddle, Miami, 2024 – Cellet will be attending on behalf of Amellia Island, carrying 

our leisure meetings.  Accommodation and flights back to AI has been booked. 

Yolanda Fletcher will be visiting Amelia Island 7th February and departing 10th February 2024 

to meet with the tourism team. Meeting to be setup with Barbara from Jacksonville Airport. 

 

Tour Operator Landing page on AI website - Review this with Marilou and Cellet to provide 

recommendations. 

 
 
Online Training Platform – OTT  
 
Online Travel Training Webinar. 
Gary Fletcher recorded a presentation for the online webinar that took place on the 19th of 
December and then hosted an online Q&A. 
 
The presentation lasted 12 minutes and was a PowerPoint with 2 Amelia Island videos 
topping and tailing the presentation. 56 agents registered for the event. 
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The presentation will stay uploaded until the end of January 2024 and from the group who 
attended the presentation there will be a prize draw that will result in the winner being 
presented with a folio copy of Charles Dickens Christmas Carol and a bag of branded Amelia 
Island goodies. These will be sent out to the lucky winner in early January. 
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Public Relations 

 
Press Trip:  

UK Journalist: Paul Harris, Jewish Telegraph 
Circulation: 80,000  
Readership: 250,000 
Paul completed his press trip to the Island attending the Charles Dickens Festival, 4-9 
December 2023. He is writing two features – the first on the Dickens Festival to be published 
ASAP and the second will be a destination feature in March 2024. 
 
He completed a follow up questionnaire which rated the experience in categories, these are 
rated 1 to 5 with 5 being excellent. 
 
On every category Paul rated everything 5 and went on to comment… 
 
“The trip went like clockwork, from picking up the car to returning it. Very well organised. 
That must be down to Fiona in conjunction with the delightful team on Amelia Island”. 
 
The full feedback is contained on the attached document* 
 
Press Coverage 
 

 
 
Amelia Island was featured in the Alliance Bulletin, which is an association that professional 
travel writers join, and which keeps them up to date with trends, exciting locations, and 
opportunities. . The Bulletin goes to over 2,300 professional travel journalists worldwide 
twice a month and contains some of the leading stories and news items from 
destinations around the world.  
 
This was as a direct result of the Dickens on Centre Press release. 
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As such is has no PR value associated with it as it is a professional magazine. 
The Dickens on Centre Press release was also picked up on the news feed for the Visit USA. 
This newsfeed was populated by extensive coverage of the Dickens on Centre event with 
additional information provided by Cellet. It was re boosted in December. 
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Press Releases: Next scheduled release is ‘Restaurant Week in Amelia Island’ plus information 
gathering for what’s new in 2024. While this is scheduled for December, we are holding this 
until early January 2024 to make sure it has the best possible opportunity to get traction. 
 

• October Distributed to 200 targeted media contacts for the Conde Nast Awards  

• November – Dickens on Centre – written, signed off and now distributed awaiting results. 

• December – Restaurant Week for January 2024  
• January – What's New in 2024 and Concours Week 

• February – Winter Sun 
 

 
Media Calls/Pitching:  Several media calls were made on behalf of Amelia Island and the 
following specifics will be followed up in 2024. Themes: Fish to Fork and AI Food Festival in 
October 2024. 
 
Rashmi Naryan: Freelancer specialising in food/ history and gastronomy. 
Rupert Parker: Author and contributor to the Travel Magazine. 
Ruth Brindle: Freelancer and contributor to major national newspapers including The Sun, 
The Daily Express as well as Best Magazine and Woman’s Own. 
Jordie McCluskey: Freelance writer and Editor of the Holiday Ninja. 
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Consumer Marketing 

The artwork for the Holiday World Show, Dublin taking place in January 2024 was 

commissioned from a UK supplier utilising the artwork provided by Marilou Welling and 

signed off for production.  The Cellet office has now received the backdrop. 

The artwork will form the backdrop to the booth and is 2m x 2m double sided so that it has 

visibility from the rear. Included in the design is the Amelia Island URL for tracking visitors to 

the site during and after the show. 
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Industry Events Attended  

 

 
 
Fiona Pettitt, Cellet Public Relations Director, attended TravMedia Meets:  Webinar for 
Travel Editors and PRs. The panel consisted of the following professionals discussing their 
favourite picks of travel stories and PR pitches of 2023. 
 
 
 
 

 

 
2023/4 Dates:  
 

• Meet the Media Visit USA Association London – 15th January 2024 – booked ticket 
to attend. 

 

• IMM London – 19-20 February 2024 
 

• Holiday World Dublin Consumer Show 25th – 28 January 2024 
 

• Florida Huddle, Miami 04th -6th February 2024  
 

• London IMM Media Event 19th – 20th February 2024 
 

• UNITE London Tour Operator Event 12th March 2024 
 

• IPW, LA 5th – 8th May 2024  
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EMAIL PERFORMANCE
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EMAIL PERFORMANCE | Leisure - Email 1/3

October 1 Email:  InnKeeper Inclusion
Subject Line: Be well, stay well on Amelia Island 
Preview copy: Plus, special B&B packages
Deployment Date: October 6, 2023
Audience/Segment: Discover Amelia/Expanded Engaged Drive Market

Email Metrics: 
● Delivered: 77,557
● Unique Opens: 26,254
● Open Rate: 33.8%
● Clicks: 2,249
● Clicked Rate: 2.89% 
● Clicks per Unique Opens: 3.0%

Top Links Clicked: 
● Hoyt House: 335
● Island Thing Wellness Guide: 301
● Amelia Island Williams House: 241

Performance Highlights:
● Website Sessions: 994
● Website Views: 2,107
● Website Average Session Duration: 5:48

*website metrics are calculated by date range, upcoming emails will 
use a unique identifier to calculate
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Links Clicked Total clicks Unique clicks

/partners/hoyt-house/ 335 (14.9%) 231 (13.3%)

/blog/island-thing-wellness-guide/ 302 (13.4%) 185 (10.6%)

/partners/amelia-island-williams-house/ 241 (10.7%) 185 (10.6%)

/partners/fairbanks-house/ 185 (8.2%) 134 (7.7%)

/dickens-on-centre/ 161 (7.1%) 120 (6.9%)

/partners/the-addison-on-amelia-island/ 151 (6.7%) 100 (5.7%)

/places-to-stay/ 149 (6.6%) 118 (6.8%)

/blog/your-guide-to-fall-fashion-finds-on-amelia-island/ 143 (6.3%) 104 (6.0%)

/ 112 (5.0%) 64 (3.7%)

/things-to-do/ 103 (4.6%) 85 (4.9%)

/travel-guides/ 75 (3.3%) 60 (3.4%)

/blog/ 57 (2.5%) 47 (2.7%)

instagram.com/p/Cx1QxQ4sfVg/ 34 (1.5%) 24 (1.4%)

instagram.com/p/Cx3n092M7xx/ 31 (1.4%) 22 (1.3%)

instagram.com/p/CxvqBCxMh1Y/ 28 (1.2%) 20 (1.1%)

instagram.com/p/CxtSBOzR5q7/ 24 (1.1%) 16 (0.9%)

instagram.com/visitameliaisland/ 23 (1.0%) 15 (0.9%)

facebook.com/AmeliaIslandFlorida 23 (1.0%) 15 (0.9%)

instagram.com/p/CxymwO8LMQp/ 21 (0.9%) 13 (0.7%)

instagram.com/p/Cx5w9Hdsq8K/ 20 (0.9%) 12 (0.7%)

twitter.com/ameliaislandflo 18 (0.8%) 10 (0.6%)

tiktok.com/@ameliaislandflorida 17 (0.8%) 9 (0.5%)

http://instagram.com/p/Cx1QxQ4sfVg/
http://instagram.com/p/Cx3n092M7xx/
http://instagram.com/p/CxvqBCxMh1Y/
http://instagram.com/p/CxtSBOzR5q7/
http://instagram.com/visitameliaisland/
http://facebook.com/AmeliaIslandFlorida
http://instagram.com/p/CxymwO8LMQp/
http://instagram.com/p/Cx5w9Hdsq8K/
http://twitter.com/ameliaislandflo
http://tiktok.com/@ameliaislandflorida
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October 2 Email:  Holiday Home Tour 
Subject Line: Holiday lights and everything nice ☕
Preview copy: Enjoy these seasonal events and flavors
Deployment Date: October 17, 2023
Audience/Segment: Discover Amelia

Email Metrics: 
● Delivered: 118,218
● Unique Openes: 28,684
● Open Rate: 24.26%
● Clicks: 2,632
● Clicked Rate: 2.21% 
● Clicks per Unique Opens: 3.4%

Top Links Clicked: 
● Amelia Island’s Top 7 Tours with a Touch of History: 617
● Holiday Home Tour: 405
● Dickens on Centre: 336

Performance Highlights:
● Website Sessions: 1,296
● Website Views: 2,579
● Website Average Session Duration:3:18

*website metrics are calculated by date range, upcoming emails will 
use a unique identifier to calculate
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Links Clicked Total clicks Unique clicks

/blog/amelia-islands-top-7-tours-with-a-touch-of-history/ 618 (23.4%) 443 (21.5%)

/holiday-home-tour/ 408 (15.4%) 253 (12.3%)

/dickens-on-centre/ 336 (12.7%) 234 (11.4%)

/blog/pumpkin-spice-and-everything-nice/ 293 (11.1%) 221 (10.7%)

/ 192 (7.3%) 113 (5.5%)

/places-to-stay/ 149 (5.6%) 123 (6.0%)

/things-to-do/ 135 (5.1%) 107 (5.2%)

/travel-guides/ 102 (3.9%) 85 (4.1%)

/blog/ 95 (3.6%) 79 (3.8%)

instagram.com/p/CxvqBCxMh1Y/ 37 (1.4%) 26 (1.3%)

instagram.com/p/Cx5w9Hdsq8K/ 36 (1.4%) 24 (1.2%)

instagram.com/p/CxtSBOzR5q7/ 35 (1.3%) 24 (1.2%)

instagram.com/p/Cx1QxQ4sfVg/ 33 (1.2%) 21 (1.0%)

instagram.com/p/Cx3n092M7xx/ 33 (1.2%) 22 (1.1%)

facebook.com/AmeliaIslandFlorida 31 (1.2%) 20 (1.0%)

instagram.com/visitameliaisland/ 31 (1.2%) 20 (1.0%)

instagram.com/p/CxymwO8LMQp/ 29 (1.1%) 18 (0.9%)

twitter.com/ameliaislandflo 26 (1.0%) 15 (0.7%)

tiktok.com/@ameliaislandflorida 26 (1.0%) 15 (0.7%)

https://ameliamuseum.org/holiday-home-tour/?utm_source=ameliaisland&utm_medium=email&utm_term=&utm_content=html&utm_campaign=it%27s_an_island_thing
http://instagram.com/p/CxvqBCxMh1Y/
http://instagram.com/p/Cx5w9Hdsq8K/
http://instagram.com/p/CxtSBOzR5q7/
http://instagram.com/p/Cx1QxQ4sfVg/
http://instagram.com/p/Cx3n092M7xx/
http://facebook.com/AmeliaIslandFlorida
http://instagram.com/visitameliaisland/
http://instagram.com/p/CxymwO8LMQp/
http://twitter.com/ameliaislandflo
http://tiktok.com/@ameliaislandflorida
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October 3 Email:  Omni Exclusion
Subject Line: Say No To Sunday Scaries 🎃
Deployment Date: October 26, 2023
Audience/Segment: Discover Amelia/Expanded Engaged Drive Market

Email Metrics: 
● Delivered: 65,778
● Unique Opens: 24,509
● Open Rate: 37.26%
● Clicks: 1,314
● Clicked Rate: 1.99% 
● Clicks per Unique Opens: 1.9%

Top Links Clicked: 
● Omni Hotels - Amelia Island Specials: 326
● Omni Hotels - Amelia Island Things to Do: 300
● Places to Stay: 109

Performance Highlights:
● Website Sessions: 210
● Website Views: 534
● Website Average Session Duration: 3:08

*website metrics are calculated by date range, upcoming emails will 
use a unique identifier to calculate
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Links Clicked Total clicks Unique clicks

/hotels/amelia-island/specials/sunsational-sunday 326 (24.8%) 217 (18.8%)

/hotels/amelia-island/things-to-do/resort-activities/upcoming-events 300 (22.8%) 190 (16.4%)

/places-to-stay/ 110 (8.4%) 96 (8.3%)

/ 109 (8.3%) 87 (7.5%)

/things-to-do/ 100 (7.6%) 93 (8.0%)

/travel-guides/ 86 (6.5%) 76 (6.6%)

/blog/ 80 (6.1%) 75 (6.5%)

omnihotels.com/hotels/amelia-island 66 (5.0%) 58 (5.0%)

omnihotels.com/hotels/amelia-island/golf 35 (2.7%) 25 (2.2%)

instagram.com/p/Cx5w9Hdsq8K/ 18 (1.4%) 16 (1.4%)

instagram.com/p/Cx3n092M7xx/ 13 (1.0%) 9 (0.8%)

instagram.com/p/CxymwO8LMQp/ 13 (1.0%) 10 (0.9%)

facebook.com/AmeliaIslandFlorida 12 (0.9%) 10 (0.9%)

instagram.com/p/CxtSBOzR5q7/ 11 (0.8%) 9 (0.8%)

instagram.com/p/Cx1QxQ4sfVg/ 9 (0.7%) 7 (0.6%)

instagram.com/p/CxvqBCxMh1Y/ 9 (0.7%) 7 (0.6%)

twitter.com/ameliaislandflo 7 (0.5%) 5 (0.4%)

tiktok.com/@ameliaislandflorida 7 (0.5%) 5 (0.4%)

instagram.com/visitameliaisland/ 6 (0.5%) 4 (0.3%)

http://omnihotels.com/hotels/amelia-island
http://omnihotels.com/hotels/amelia-island/golf
http://instagram.com/p/Cx5w9Hdsq8K/
http://instagram.com/p/Cx3n092M7xx/
http://instagram.com/p/CxymwO8LMQp/
http://facebook.com/AmeliaIslandFlorida
http://instagram.com/p/CxtSBOzR5q7/
http://instagram.com/p/Cx1QxQ4sfVg/
http://instagram.com/p/CxvqBCxMh1Y/
http://twitter.com/ameliaislandflo
http://tiktok.com/@ameliaislandflorida
http://instagram.com/visitameliaisland/
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November 1 Email:  Amelia Hotel at the Beach Inclusion
Subject Line:Celebrate the season, Amelia Island style 🎄
Preview copy: Check out these Thanksgiving thru New Year’s highlights
Deployment Date: November 2,2023
Audience/Segment: Discover Amelia/Expanded Engaged Drive Market

Email Metrics: 
● Delivered: 65,615
● Unique Opens: 23,020
● Opens: 33,773
● Open Rate: 51.18%
● Clicks: 1,630
● Clicked Rate: 2.47% 
● Clicks per Unique Opens: 3.6%

Top Links Clicked: 
● SEE EVENTS:  360

○ Celebrate a Warm and Cheerful Holiday Season on Amelia Island 
● DIG IN:  353

○ Thanksgiving Day Feasts: Dine-In or Take-Out, the Choice is Yours!
● BOOK NOW:   272

○ us01.iqwebbook.com/AHSFL196/~/

Performance Highlights:
● Website Sessions: 855
● Website Views: 1,453
● Website Average Session Duration: 2:43
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Links Clicked Total clicks Unique clicks

/blog/celebrate-a-warm-and-cheerful-holiday-season-on-amelia-island/ 360 (22.1%) 270 (20.8%)

/blog/thanksgiving-day-feasts-dine-in-or-take-out-the-choice-is-yours/ 353 (21.7%) 224 (17.2%)

us01.iqwebbook.com/AHSFL196/~/ 272 (16.7%) 223 (17.1%)

/dickens-on-centre/ 155 (9.5%) 120 (9.2%)

/places-to-stay/ 80 (4.9%) 63 (4.8%)

/ 66 (4.0%) 51 (3.9%)

/things-to-do/ 62 (3.8%) 53 (4.1%)

/travel-guides/ 40 (2.5%) 36 (2.8%)

/blog/ 35 (2.1%) 33 (2.5%)

instagram.com/p/CxvqBCxMh1Y/ 26 (1.6%) 22 (1.7%)

instagram.com/p/Cx1QxQ4sfVg/ 22 (1.3%) 17 (1.3%)

instagram.com/p/CxtSBOzR5q7/ 22 (1.3%) 17 (1.3%)

ameliaisland.taplink.ws/ 20 (1.2%) 17 (1.3%)

instagram.com/p/CxymwO8LMQp/ 17 (1.0%) 14 (1.1%)

instagram.com/p/Cx5w9Hdsq8K/ 17 (1.0%) 14 (1.1%)

instagram.com/p/Cx3n092M7xx/ 16 (1.0%) 13 (1.0%)

pinterest.com/visitameliaisland/ 13 (0.8%) 10 (0.8%)

facebook.com/AmeliaIslandFlorida 13 (0.8%) 11 (0.8%)

instagram.com/visitameliaisland/ 12 (0.7%) 9 (0.7%)

twitter.com/ameliaislandflo 8 (0.5%) 6 (0.5%)

linkedin.com/company/ameliaislandflorida/ 7 (0.4%) 5 (0.4%)

tiktok.com/@ameliaislandflorida 7 (0.4%) 5 (0.4%)

youtube.com/c/ameliaislandflorida 7 (0.4%) 5 (0.4%)

http://us01.iqwebbook.com/AHSFL196/~/
http://instagram.com/p/CxvqBCxMh1Y/
http://instagram.com/p/Cx1QxQ4sfVg/
http://instagram.com/p/CxtSBOzR5q7/
http://ameliaisland.taplink.ws/
http://instagram.com/p/CxymwO8LMQp/
http://instagram.com/p/Cx5w9Hdsq8K/
http://instagram.com/p/Cx3n092M7xx/
http://pinterest.com/visitameliaisland/
http://facebook.com/AmeliaIslandFlorida
http://instagram.com/visitameliaisland/
http://twitter.com/ameliaislandflo
http://linkedin.com/company/ameliaislandflorida/
http://tiktok.com/@ameliaislandflorida
http://youtube.com/c/ameliaislandflorida
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November 2 Email:  The Ritz-Carlton Exclusion 
Subject Line: Festive Celebrations at The Ritz-Carlton, Amelia Island
Deployment Date: November 9, 2023
Audience/Segment: Discover Amelia/Expanded Engaged Drive Market

Email Metrics: 
● Delivered: 65,471
● Unique Opens: 23,500
● Opens: 34,379
● Open Rate: 52.21%
● Clicks: 541
● Clicked Rate: 0.82% 
● Clicks per Unique Opens: 1.3%

Top Links Clicked: 
● Book Now: 116

○ Immerse Yourself in Nature at Amelia Island Resort
● Holiday Event & Activity Guide: 65

○ Holiday Event and Activity Guide 2023
● Eventbrite: 49

○ Amelia Island Thanksgiving Grand Feast 2023

Performance Highlights:
● Website Sessions: 276
● Website Views: 295
● Website Average Session Duration:0:56
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Links Clicked Total clicks Unique clicks

/en/hotels/jaxam-the-ritz-carlton-amelia-island/overview/ 116 (21.4%) 94 (20.2%)

flipsnack.com/creativereddesign/the-ritz-carlton-amelia-island-holiday-event-and-activity-guide-xnietzxwb1/full-view.html 65 (12.0%) 52 (11.2%)

eventbrite.com/e/the-ritz-carlton-amelia-island-thanksgiving-grand-feast-2023-tickets-689570563117 49 (9.1%) 44 (9.5%)

/ 35 (6.5%) 30 (6.5%)

eventbrite.com/e/the-annual-ritz-carlton-christmas-tree-lighting-benefiting-nassau-county-tickets-686748813187 29 (5.4%) 23 (4.9%)

instagram.com/p/CzHTboPt45Q/ 26 (4.8%) 23 (4.9%)

eventbrite.com/e/the-ritz-carlton-amelia-island-santas-storybook-tea-2023-tickets-689582428607 25 (4.6%) 21 (4.5%)

eventbrite.com/e/the-ritz-carlton-amelia-island-new-years-eve-black-white-gala-2023-tickets-690313063957 20 (3.7%) 18 (3.9%)

marriott.com/offers/new-year-s-eve-OFF-92477/jaxam-the-ritz-carlton-amelia-island 19 (3.5%) 14 (3.0%)

/things-to-do/ 18 (3.3%) 15 (3.2%)

instagram.com/p/CzPWEvwOuVd/ 17 (3.1%) 15 (3.2%)

instagram.com/p/CywDBFtMGz3/ 17 (3.1%) 15 (3.2%)

ameliaisland.com/places-to-stay/ 15 (2.8%) 14 (3.0%)

instagram.com/p/Cy6lFIJMAEb/ 13 (2.4%) 12 (2.6%)

/travel-guides/ 10 (1.8%) 8 (1.7%)

eventbrite.com/e/build-a-gingerbread-house-with-a-ritz-carlton-pastry-chef-tickets-690300305797 10 (1.8%) 9 (1.9%)

instagram.com/p/CzABjQhOD-Q/ 10 (1.8%) 9 (1.9%)

eventbrite.com/e/the-ritz-carlton-amelia-island-santas-magical-dinner-2023-tickets-686754831187 9 (1.7%) 8 (1.7%)

instagram.com/p/Cy3hhELN3JT/ 7 (1.3%) 7 (1.5%)

instagram.com/visitameliaisland/ 6 (1.1%) 4 (0.9%)

ameliaisland.taplink.ws/ 6 (1.1%) 6 (1.3%)

/blog/ 5 (0.9%) 4 (0.9%)

facebook.com/AmeliaIslandFlorida 3 (0.6%) 3 (0.6%)

youtube.com/c/ameliaislandflorida 3 (0.6%) 3 (0.6%)

twitter.com/ameliaislandflo 2 (0.4%) 2 (0.4%)

linkedin.com/company/ameliaislandflorida/ 2 (0.4%) 2 (0.4%)

pinterest.com/visitameliaisland/ 2 (0.4%) 2 (0.4%)

tiktok.com/@ameliaislandflorida 2 (0.4%) 2 (0.4%)

http://flipsnack.com/creativereddesign/the-ritz-carlton-amelia-island-holiday-event-and-activity-guide-xnietzxwb1/full-view.html
http://eventbrite.com/e/the-ritz-carlton-amelia-island-thanksgiving-grand-feast-2023-tickets-689570563117
http://eventbrite.com/e/the-annual-ritz-carlton-christmas-tree-lighting-benefiting-nassau-county-tickets-686748813187
http://instagram.com/p/CzHTboPt45Q/
http://eventbrite.com/e/the-ritz-carlton-amelia-island-santas-storybook-tea-2023-tickets-689582428607
http://eventbrite.com/e/the-ritz-carlton-amelia-island-new-years-eve-black-white-gala-2023-tickets-690313063957
http://marriott.com/offers/new-year-s-eve-OFF-92477/jaxam-the-ritz-carlton-amelia-island
http://instagram.com/p/CzPWEvwOuVd/
http://instagram.com/p/CywDBFtMGz3/
http://ameliaisland.com/places-to-stay/
http://instagram.com/p/Cy6lFIJMAEb/
http://eventbrite.com/e/build-a-gingerbread-house-with-a-ritz-carlton-pastry-chef-tickets-690300305797
http://instagram.com/p/CzABjQhOD-Q/
http://eventbrite.com/e/the-ritz-carlton-amelia-island-santas-magical-dinner-2023-tickets-686754831187
http://instagram.com/p/Cy3hhELN3JT/
http://instagram.com/visitameliaisland/
http://ameliaisland.taplink.ws/
http://facebook.com/AmeliaIslandFlorida
http://youtube.com/c/ameliaislandflorida
http://twitter.com/ameliaislandflo
http://linkedin.com/company/ameliaislandflorida/
http://pinterest.com/visitameliaisland/
http://tiktok.com/@ameliaislandflorida
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November 3 Email:  Residence Inn Inclusion
Subject Line: Your Island gift-giving guide is here 🎁
Preview copy: Holiday gift ideas, hotel packages and more
Deployment Date: November 16, 2023
Audience/Segment: Discover Amelia/Expanded Engaged Drive Market

Email Metrics: 
● Delivered: 65,292
● Unique Opens: 23,070
● Opens: 32,396
● Open Rate: 49.31%
● Clicks: 772
● Clicked Rate: 1.18% 
● Clicks per Unique Opens: 2.1%

Top Links Clicked: 
● SHOP NOW: 323

○ Green, Healthy, and Eco-Friendly Gifting this Holiday Season
● BOOK NOW: 65

○ Residence Inn
● Things to Do: 49

Performance Highlights:
● Website Sessions: 488
● Website Views: 966
● Website Average Session Duration: 2:12
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Links Clicked Total clicks Unique clicks

/blog/green-healthy-and-eco-friendly-gifting-this-holiday-season/ 323 (41.8%) 281 (41.3%)

marriott.com/en-us/hotels/jaxar-residence-inn-amelia-island/overview/ 149 (19.3%) 108 (15.9%)

/things-to-do/ 72 (9.3%) 58 (8.5%)

/ 59 (7.6%) 55 (8.1%)

/ 51 (6.6%) 47 (6.9%)

instagram.com/p/CxvqBCxMh1Y/ 17 (2.2%) 15 (2.2%)

instagram.com/p/Cx1QxQ4sfVg/ 13 (1.7%) 12 (1.8%)

ameliaisland.taplink.ws/ 10 (1.3%) 10 (1.5%)

instagram.com/p/CxymwO8LMQp/ 9 (1.2%) 9 (1.3%)

instagram.com/p/Cx5w9Hdsq8K/ 9 (1.2%) 9 (1.3%)

ameliaisland.com/travel-guides/ 8 (1.0%) 7 (1.0%)

instagram.com/p/CxtSBOzR5q7/ 8 (1.0%) 8 (1.2%)

facebook.com/AmeliaIslandFlorida 7 (0.9%) 6 (0.9%)

instagram.com/p/Cx3n092M7xx/ 6 (0.8%) 6 (0.9%)

twitter.com/ameliaislandflo 6 (0.8%) 5 (0.7%)

linkedin.com/company/ameliaislandflorida/ 5 (0.6%) 5 (0.7%)

tiktok.com/@ameliaislandflorida 5 (0.6%) 5 (0.7%)

youtube.com/c/ameliaislandflorida 5 (0.6%) 5 (0.7%)

instagram.com/visitameliaisland/ 4 (0.5%) 4 (0.6%)

/blog/ 4 (0.5%) 4 (0.6%)

pinterest.com/visitameliaisland/ 3 (0.4%) 3 (0.4%)

http://marriott.com/en-us/hotels/jaxar-residence-inn-amelia-island/overview/
http://instagram.com/p/CxvqBCxMh1Y/
http://instagram.com/p/Cx1QxQ4sfVg/
http://ameliaisland.taplink.ws/
http://instagram.com/p/CxymwO8LMQp/
http://instagram.com/p/Cx5w9Hdsq8K/
http://ameliaisland.com/travel-guides/
http://instagram.com/p/CxtSBOzR5q7/
http://facebook.com/AmeliaIslandFlorida
http://instagram.com/p/Cx3n092M7xx/
http://twitter.com/ameliaislandflo
http://linkedin.com/company/ameliaislandflorida/
http://tiktok.com/@ameliaislandflorida
http://youtube.com/c/ameliaislandflorida
http://instagram.com/visitameliaisland/
http://pinterest.com/visitameliaisland/
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November 3 Email:  Omni Inclusion
Subject Line: Amelia Island is full of holiday surprises 🎅
Preview copy: Unique holiday gifting, a sweet resort offer, and more!
Deployment Date: November 29, 2023
Audience/Segment: Discover Amelia/Expanded Engaged Drive Market

Email Metrics: 
● Delivered: 65,239
● Unique Opens: 22,742
● Open Rate: 45.8%
● Clicks: 943
● Clicked Rate: 1.44% 
● Clicks per Unique Opens: 2.6%

Top Links Clicked: 
● GET IDEAS:  270

○ Holiday Gift Guide for Every Type of Shopper
● BOOK NOW: 92

○ Omni Hotels - Ticket to Wonder
● Things to Do: 73

Performance Highlights:
● Website Sessions: 267
● Website Views: 473
● Website Average Session Duration: 1:18
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Links Clicked Total clicks Unique clicks

/blog/holiday-gift-guide-for-every-type-of-shopper/ 270 (28.6%) 230 (28.0%)

omnihotels.com/hotels/amelia-island/specials/ticket-to-wonder 92 (9.7%) 77 (9.4%)

/things-to-do/ 73 (7.7%) 65 (7.9%)

/blog/whats-new-at-omni-amelia-island-resort/ 69 (7.3%) 61 (7.4%)

/places-to-stay/ 68 (7.2%) 60 (7.3%)

instagram.com/p/CzwpFOEuZdy/ 56 (5.9%) 50 (6.1%)

/ 55 (5.8%) 48 (5.8%)

instagram.com/p/Czbn-RFtufj/ 49 (5.2%) 43 (5.2%)

omnihotels.com/hotels/amelia-island 32 (3.4%) 23 (2.8%)

instagram.com/p/CzhXaJTu4fG/ 31 (3.3%) 27 (3.3%)

instagram.com/p/CzrCWo6sJ7D/ 22 (2.3%) 19 (2.3%)

instagram.com/p/CzzLlVcLwg1/ 17 (1.8%) 13 (1.6%)

/travel-guides/ 13 (1.4%) 11 (1.3%)

/partners/verandah/ 12 (1.3%) 12 (1.5%)

instagram.com/p/CzHTboPt45Q/ 12 (1.3%) 11 (1.3%)

facebook.com/AmeliaIslandFlorida 10 (1.1%) 8 (1.0%)

ameliaisland.taplink.ws/ 9 (1.0%) 9 (1.1%)

twitter.com/ameliaislandflo 9 (1.0%) 7 (0.9%)

ameliaisland.com/partners/marche-burette-omni-amelia-island-resort/ 8 (0.8%) 7 (0.9%)

/visitameliaisland/ 8 (0.8%) 8 (1.0%)

ameliaisland.com/ 8 (0.8%) 7 (0.9%)

youtube.com/c/ameliaislandflorida 6 (0.6%) 4 (0.5%)

pinterest.com/visitameliaisland/ 5 (0.5%) 4 (0.5%)

ameliaisland.com/partners/mellow-yellow/ 4 (0.4%) 4 (0.5%)

linkedin.com/company/ameliaislandflorida/ 2 (0.2%) 2 (0.2%)

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

tiktok.com/@ameliaislandflorida 2 (0.2%) 2 (0.2%)

http://omnihotels.com/hotels/amelia-island/specials/ticket-to-wonder
http://instagram.com/p/CzwpFOEuZdy/
http://instagram.com/p/Czbn-RFtufj/
http://omnihotels.com/hotels/amelia-island
http://instagram.com/p/CzhXaJTu4fG/
http://instagram.com/p/CzrCWo6sJ7D/
http://instagram.com/p/CzzLlVcLwg1/
http://instagram.com/p/CzHTboPt45Q/
http://facebook.com/AmeliaIslandFlorida
http://ameliaisland.taplink.ws/
http://twitter.com/ameliaislandflo
http://ameliaisland.com/partners/marche-burette-omni-amelia-island-resort/
http://ameliaisland.com/
http://youtube.com/c/ameliaislandflorida
http://pinterest.com/visitameliaisland/
http://ameliaisland.com/partners/mellow-yellow/
http://linkedin.com/company/ameliaislandflorida/
http://ameliaisland.com/blog/
http://tiktok.com/@ameliaislandflorida
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November 1 Email:  Meeting planners
Subject Line: Break out and breathe in on Amelia Island ‘🌾
Preview copy: See why we’re rated the #3 island in the U.S. 
Deployment Date: November 21, 2023
Audience: Meeting Planner

Email Metrics: 
● Delivered: 240
● Unique Opens: 61
● Open Rate: 49.28%
● Clicks: 10
● Clicked Rate: 3.62% 
● Clicks per Unique Opens: 6.6%

Top Links Clicked: 
● EXPLORE: 2

○  Downtown - Amelia Island Downtown Travel Guide
● #AmeliaIsland: 1

○ Ameliaisland.taplink
● Omni Logo: 1

○ Amelia Island Resort Meetings
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Links Clicked Total clicks Unique clicks

/travel-guides/downtown/ 2 (20.0%) 2 (20.0%)

ameliaisland.taplink.ws/ 1 (10.0%) 1 (10.0%)

/hotels/amelia-island/meetings 1 (10.0%) 1 (10.0%)

/meetings/ 1 (10.0%) 1 (10.0%)

/meetings/ 1 (10.0%) 1 (10.0%)

/meetings 1 (10.0%) 1 (10.0%)

/places-to-stay/ 1 (10.0%) 1 (10.0%)

/blog/top-5-reasons-to-meet-on-amelia-island/ 1 (10.0%) 1 (10.0%)

instagram.com/p/Cx1QxQ4sfVg/ 1 (10.0%) 1 (10.0%)

instagram.com/p/CxtSBOzR5q7/ 0 (0.0%) 0 (0.0%)

marriott.com/en-us/hotels/jaxcy-courtyard-amelia-island/events/_ 0 (0.0%) 0 (0.0%)

marriott.com/en-us/hotels/jaxar-residence-inn-amelia-island/events/ 0 (0.0%) 0 (0.0%)

linkedin.com/company/ameliaislandflorida/ 0 (0.0%) 0 (0.0%)

instagram.com/visitameliaisland/ 0 (0.0%) 0 (0.0%)

instagram.com/p/CxymwO8LMQp/ 0 (0.0%) 0 (0.0%)

instagram.com/p/CxvqBCxMh1Y/ 0 (0.0%) 0 (0.0%)

facebook.com/AmeliaIslandFlorida 0 (0.0%) 0 (0.0%)

instagram.com/p/Cx5w9Hdsq8K/ 0 (0.0%) 0 (0.0%)

instagram.com/p/Cx3n092M7xx/ 0 (0.0%) 0 (0.0%)

/tours-for-groups/ 0 (0.0%) 0 (0.0%)

/partners/the-ritz-carlton-amelia-island/ 0 (0.0%) 0 (0.0%)

/partners/omni-amelia-island-resort/ 0 (0.0%) 0 (0.0%)

/partners/hampton-inn-suites-amelia-island/ 0 (0.0%) 0 (0.0%)

/meetings 0 (0.0%) 0 (0.0%)

/getting-to-amelia-island/ 0 (0.0%) 0 (0.0%)

ritzcarlton.com/en/hotels/jaxam-the-ritz-carlton-amelia-island/events/ 0 (0.0%) 0 (0.0%)

http://ameliaisland.taplink.ws/
http://instagram.com/p/Cx1QxQ4sfVg/
http://instagram.com/p/CxtSBOzR5q7/
http://marriott.com/en-us/hotels/jaxcy-courtyard-amelia-island/events/_
http://marriott.com/en-us/hotels/jaxar-residence-inn-amelia-island/events/
http://linkedin.com/company/ameliaislandflorida/
http://instagram.com/visitameliaisland/
http://instagram.com/p/CxymwO8LMQp/
http://instagram.com/p/CxvqBCxMh1Y/
http://facebook.com/AmeliaIslandFlorida
http://instagram.com/p/Cx5w9Hdsq8K/
http://instagram.com/p/Cx3n092M7xx/
http://ritzcarlton.com/en/hotels/jaxam-the-ritz-carlton-amelia-island/events/
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EMAIL PERFORMANCE | Leisure - Email 1/3

December 1 Email:  The Addison, Fairbanks House, Hoyt House, Williams 
House Inclusion
Subject Line:Enjoy a small-town Christmas on Amelia Island🎄
Preview copy: Christmas week, B&B offers and what’s new on Amelia 
Island
Deployment Date: December 7, 2023
Audience/Segment: Discover Amelia

Email Metrics: 
● Delivered: 119,278
● Unique Opens: 30,242
● Opens: 42,190
● Open Rate: 35.1%
● Clicks: 1,719
● Clicked Rate: 1.43% 
● Clicks per Unique Opens: 3.4%

Top Links Clicked: 
● SEE MORE:  457

○ New Year. New Things.
● PLAN NOW:  375

○ Christmas on Amelia
● DICKENS ON CENTRE:   148

Performance Highlights:
● Website Sessions: 883
● Website Views: 1,106
● Website Average Session Duration: 2:03
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Links Clicked Total clicks Unique clicks

ameliaisland.com/blog/new-year-new-things/ 457 (26.6%) 376 (25.5%)

ameliaisland.com/itineraries/christmas-on-amelia/ 375 (21.8%) 312 (21.2%)

ameliaisland.com/dickens-on-centre/ 148 (8.6%) 121 (8.2%)

ameliaisland.com/partners/the-addison-on-amelia-island/ 132 (7.7%) 110 (7.5%)

ameliaisland.com/partners/fairbanks-house/ 110 (6.4%) 94 (6.4%)

ameliaisland.com/places-to-stay/ 79 (4.6%) 71 (4.8%)

ameliaisland.com/partners/amelia-island-williams-house/ 78 (4.5%) 66 (4.5%)

ameliaisland.com/partners/hoyt-house/ 75 (4.4%) 59 (4.0%)

ameliaisland.com/things-to-do/ 72 (4.2%) 66 (4.5%)

ameliaisland.com/ 56 (3.3%) 53 (3.6%)

instagram.com/p/C0SUz1TLktx/ 19 (1.1%) 17 (1.2%)

instagram.com/p/C0J9e_MsH4z/ 17 (1.0%) 13 (0.9%)

ameliaisland.com/travel-guides/ 13 (0.8%) 10 (0.7%)

instagram.com/p/CyyvIcVsN5A/ 12 (0.7%) 11 (0.7%)

ameliaisland.taplink.ws/ 12 (0.7%) 11 (0.7%)

facebook.com/AmeliaIslandFlorida 11 (0.6%) 10 (0.7%)

instagram.com/p/Cz_oezKMEzo/ 10 (0.6%) 10 (0.7%)

instagram.com/p/C0UqZpwMZQ1/ 8 (0.5%) 8 (0.5%)

ameliaisland.com/blog/ 6 (0.3%) 5 (0.3%)

instagram.com/visitameliaisland/ 6 (0.3%) 6 (0.4%)

pinterest.com/visitameliaisland/ 5 (0.3%) 4 (0.3%)

twitter.com/ameliaislandflo 4 (0.2%) 4 (0.3%)

instagram.com/p/CzABjQhOD-Q/ 4 (0.2%) 4 (0.3%)

linkedin.com/company/ameliaislandflorida/ 4 (0.2%) 3 (0.2%)

tiktok.com/@ameliaislandflorida 3 (0.2%) 3 (0.2%)

youtube.com/c/ameliaislandflorida 3 (0.2%) 3 (0.2%)

http://ameliaisland.com/blog/new-year-new-things/
http://ameliaisland.com/itineraries/christmas-on-amelia/
http://ameliaisland.com/dickens-on-centre/
http://ameliaisland.com/partners/the-addison-on-amelia-island/
http://ameliaisland.com/partners/fairbanks-house/
http://ameliaisland.com/places-to-stay/
http://ameliaisland.com/partners/amelia-island-williams-house/
http://ameliaisland.com/partners/hoyt-house/
http://ameliaisland.com/things-to-do/
http://ameliaisland.com/
http://instagram.com/p/C0SUz1TLktx/
http://instagram.com/p/C0J9e_MsH4z/
http://ameliaisland.com/travel-guides/
http://instagram.com/p/CyyvIcVsN5A/
http://ameliaisland.taplink.ws/
http://facebook.com/AmeliaIslandFlorida
http://instagram.com/p/Cz_oezKMEzo/
http://instagram.com/p/C0UqZpwMZQ1/
http://ameliaisland.com/blog/
http://instagram.com/visitameliaisland/
http://pinterest.com/visitameliaisland/
http://twitter.com/ameliaislandflo
http://instagram.com/p/CzABjQhOD-Q/
http://linkedin.com/company/ameliaislandflorida/
http://tiktok.com/@ameliaislandflorida
http://youtube.com/c/ameliaislandflorida
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December 2 Email:  Courtyard & Springhill Suites Inclusion
Subject Line: Plan your New Year’s fun on Amelia Island, FL 🎉
Preview copy: College football, hotel deals and bucket list inspiration.
Deployment Date: December 19, 2023
Audience/Segment: Discover Amelia/Expanded Engaged Drive Market

Email Metrics: 
● Delivered: 64,980
● Unique Opens: 21,260
● Opens: 28,576
● Open Rate: 43.82%
● Clicks: 522
● Clicked Rate: 0.8% 
● Clicks per Unique Opens: 1.6%

Top Links Clicked: 
● PARTY ON: 211

○ The TaxSlayer Gator Bowl And New Year’s Eve
● BOOK NOW: 71

○ Courtyard Amelia Island
● BOOK NOW: 52

○ Springhill Suites Amelia Island

Performance Highlights:
● Website Sessions: 196
● Website Views: 205
● Website Average Session Duration:2:19
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Links Clicked Total clicks Unique clicks

ameliaisland.com/blog/the-taxslayer-gator-bowl-and-new-years-eve/ 211 (40.4%) 167 (37.6%)

marriott.com/en-us/hotels/jaxcy-courtyard-amelia-island/overview/ 71 (13.6%) 61 (13.7%)

marriott.com/en-us/hotels/jaxil-springhill-suites-amelia-island/overview/ 52 (10.0%) 47 (10.6%)

ameliaisland.com/places-to-stay/ 46 (8.8%) 33 (7.4%)

ameliaisland.com/blog/bucket-list-countdown-before-the-year-ends/ 40 (7.7%) 35 (7.9%)

ameliaisland.com/things-to-do/ 23 (4.4%) 22 (5.0%)

ameliaisland.com/ 20 (3.8%) 13 (2.9%)

ameliaisland.com/travel-guides/ 10 (1.9%) 10 (2.3%)

instagram.com/p/Cx3n092M7xx/ 8 (1.5%) 7 (1.6%)

instagram.com/p/Cyt__A4Ox-N/ 8 (1.5%) 8 (1.8%)

tiktok.com/@ameliaislandflorida 5 (1.0%) 5 (1.1%)

instagram.com/visitameliaisland/ 4 (0.8%) 3 (0.7%)

facebook.com/AmeliaIslandFlorida 4 (0.8%) 4 (0.9%)

instagram.com/p/CzzLlVcLwg1/ 4 (0.8%) 4 (0.9%)

ameliaisland.taplink.ws/ 3 (0.6%) 3 (0.7%)

instagram.com/p/C0cLRCls_xr/ 3 (0.6%) 3 (0.7%)

youtube.com/c/ameliaislandflorida 2 (0.4%) 2 (0.5%)

instagram.com/p/Cz8-QcFLulw/ 2 (0.4%) 2 (0.5%)

ameliaisland.com/blog/ 2 (0.4%) 2 (0.5%)

linkedin.com/company/ameliaislandflorida/ 1 (0.2%) 1 (0.2%)

twitter.com/ameliaislandflo 1 (0.2%) 1 (0.2%)

pinterest.com/visitameliaisland/ 1 (0.2%) 1 (0.2%)

instagram.com/p/C0NMC_ErsFp/ 1 (0.2%) 1 (0.2%)

http://ameliaisland.com/blog/the-taxslayer-gator-bowl-and-new-years-eve/
http://marriott.com/en-us/hotels/jaxcy-courtyard-amelia-island/overview/
http://marriott.com/en-us/hotels/jaxil-springhill-suites-amelia-island/overview/
http://ameliaisland.com/places-to-stay/
http://ameliaisland.com/blog/bucket-list-countdown-before-the-year-ends/
http://ameliaisland.com/things-to-do/
http://ameliaisland.com/
http://ameliaisland.com/travel-guides/
http://instagram.com/p/Cx3n092M7xx/
http://instagram.com/p/Cyt__A4Ox-N/
http://tiktok.com/@ameliaislandflorida
http://instagram.com/visitameliaisland/
http://facebook.com/AmeliaIslandFlorida
http://instagram.com/p/CzzLlVcLwg1/
http://ameliaisland.taplink.ws/
http://instagram.com/p/C0cLRCls_xr/
http://youtube.com/c/ameliaislandflorida
http://instagram.com/p/Cz8-QcFLulw/
http://ameliaisland.com/blog/
http://linkedin.com/company/ameliaislandflorida/
http://twitter.com/ameliaislandflo
http://pinterest.com/visitameliaisland/
http://instagram.com/p/C0NMC_ErsFp/
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December 3 Email:  Omni Amelia Island Resort Exclusive
Subject Line: Calling All Foodies to Amelia Island
Deployment Date: December 28, 2023
Audience/Segment: Discover Amelia/Expanded Engaged Drive Market

Email Metrics: 
● Delivered: 64,899
● Unique Opens: 22,450
● Opens: 30,568
● Open Rate: 46.95%
● Clicks: 819
● Clicked Rate: 1.29% 
● Clicks per Unique Opens: 2.4%

Top Links Clicked: 
● PLAN YOUR STAY: 384

○ Fish to Fork
● LEARN MORE: 189

○ Monthly Themed Dinners
● BOOK NOW: 97

○ Honey Weekend

Performance Highlights:
● Website Sessions: 311
● Website Views: 355
● Website Average Session Duration: 0:57
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Links Clicked Total clicks Unique clicks

omnihotels.com/hotels/amelia-island/things-to-do/fish-to-fork 384 (46.9%) 281 (41.3%)

omnihotels.com/hotels/amelia-island/dining/monthly-dinners 189 (23.1%) 282 (41.3%)

omnihotels.com/hotels/amelia-island/things-to-do/resort-activities/upcoming-events/honey-weekend 97 (11.8%) 283 (41.3%)

ameliaisland.taplink.ws/ 21 (2.6%) 284 (41.3%)

ameliaisland.com/places-to-stay/ 20 (2.4%) 285 (41.3%)

ameliaisland.com/things-to-do/ 18 (2.2%) 286 (41.3%)

facebook.com/AmeliaIslandFlorida 15 (1.8%) 287 (41.3%)

instagram.com/p/CxvqBCxMh1Y/ 10 (1.2%) 288 (41.3%)

ameliaisland.com/ 10 (1.2%) 289 (41.3%)

instagram.com/p/Cyt__A4Ox-N/ 10 (1.2%) 290 (41.3%)

ameliaisland.com/travel-guides/ 9 (1.1%) 291 (41.3%)

instagram.com/p/Cx1QxQ4sfVg/ 8 (1.0%) 292 (41.3%)

instagram.com/p/C0NMC_ErsFp/ 6 (0.7%) 293 (41.3%)

instagram.com/visitameliaisland/ 5 (0.6%) 294 (41.3%)

instagram.com/p/C0uAuNqOta3/ 4 (0.5%) 295 (41.3%)

instagram.com/p/C0SUz1TLktx/ 3 (0.4%) 296 (41.3%)

ameliaisland.com/blog/ 3 (0.4%) 297 (41.3%)

linkedin.com/company/ameliaislandflorida/ 2 (0.2%) 298 (41.3%)

tiktok.com/@ameliaislandflorida 2 (0.2%) 299 (41.3%)

twitter.com/ameliaislandflo 1 (0.1%) 300 (41.3%)

pinterest.com/visitameliaisland/ 1 (0.1%) 301 (41.3%)

youtube.com/c/ameliaislandflorida 1 (0.1%) 302 (41.3%)

http://omnihotels.com/hotels/amelia-island/things-to-do/fish-to-fork
http://omnihotels.com/hotels/amelia-island/dining/monthly-dinners
http://omnihotels.com/hotels/amelia-island/things-to-do/resort-activities/upcoming-events/honey-weekend
http://ameliaisland.taplink.ws/
http://ameliaisland.com/places-to-stay/
http://ameliaisland.com/things-to-do/
http://facebook.com/AmeliaIslandFlorida
http://instagram.com/p/CxvqBCxMh1Y/
http://ameliaisland.com/
http://instagram.com/p/Cyt__A4Ox-N/
http://ameliaisland.com/travel-guides/
http://instagram.com/p/Cx1QxQ4sfVg/
http://instagram.com/p/C0NMC_ErsFp/
http://instagram.com/visitameliaisland/
http://instagram.com/p/C0uAuNqOta3/
http://instagram.com/p/C0SUz1TLktx/
http://ameliaisland.com/blog/
http://linkedin.com/company/ameliaislandflorida/
http://tiktok.com/@ameliaislandflorida
http://twitter.com/ameliaislandflo
http://pinterest.com/visitameliaisland/
http://youtube.com/c/ameliaislandflorida
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6.  New Business



Exhibit A

AmeliaUsland
COME MAKE MEMORIES®

Event/Project/Program Sponsorship Funding Application

Please complete the following to be considered for event/project/program sponsorship funding. Attach additional 
documentation if needed. Be sure to review the requirements before submitting your application.

Each event/project/program host/organizer applying for sponsorship will be required to submit this Special 
Event/project/program Sponsorship Application. The annual sponsorship application process shall close on June 
30 for consideration of support in the next fiscal year (October 1 through September 30). The application must be 
submitted to the TDC Managing Director by e-mail (billing@ameliaisland.com) or mailed/hand delivered to 1750 
South 14th Street, Suite 200, Amelia Island, FL 32034.

For questions related to completing the application, please email Mariela Murphy at mmurphy@ameliaisland.com 
or call 904-277-4369.

Name„fEvent/Projee./Program: Bicentennial Brushstrokes
Eeent/Projeet/ProgramDate(s): Mural Festival November 6-10, 2024
Event/Projeci/Program Location^): VarlOUS (COUntyWjde)
Funding Amount Requesting: $75,000 (nOt tO 6XCeed)
„ t/p .  „ ,/o ■ /A r + Walldog Public ArtEvent/Project/Program Host/Organizer/Applicant: ________________________________

317 N 13th Street Centerville, IA 52544
Event/Project/Program Host/Organizer/Applicant Address: 

contact Person: Nancy Bennett
Address-317 N 13th Street, Centerville, IA 52544
Phone: 641-856-7334
Email: walldogpublicart@gmail.com
Event/Project/Program Information
Provide names and contact information of all persons, firms, and corporations with a financial interest in the Special 
Event/project/program or participating in the control of the event/project/program.

Walldog Public Art

mailto:billing@ameliaisland.com
mailto:mmurphy@ameliaisland.com
mailto:walldogpublicart@gmail.com


Provide a detailed description of the event/project/program and how it promotes Amelia Island tourism, the 
proposed goals, objectives, and economic impact of the event/project/program to include dates of the 
event/project/program (including set up and tear down); anticipated attendance; audience demographic and 
projected overnight visitation.

Provide a logistics outline (including but not limited to location/site plan, parking/shuttle and traffic plan, security 
plan, sanitation plan, health and safety plan, and special needs requirements) for your event/project/program.

Zl rrTtcH ft

Describe in detail how the special event/project/program sponsorship funds will be used including media plan with 
advertising schedule; public relations activities; proposed creative materials (including but not limited to display 
ads, banner ads, websites, flyers, posters); promotional activities to support the event/project/program and the 
related expense budgets for the marketing activities.

Sec- "Tt-'Pr c H

Budget
An event/project/program budget should accompany this application, and contain such items as available:

• amount being invested by the event/project/program host/organizer.
• an expense budget for producing the event/project/program.
• amount of support requested from the TDC and its intended use.
• additional sponsorship revenues.
• anticipated revenue from ticket/ancillary sales.
• any other revenue expected to be generated by the event/project/program.

Event/Project/Program Host/Organizer/Applicant Signature:

Internal Use Only:

Date Received:

Approved: Yes I No

Amount:



Event/Project/Program Sponsorship Funding Requirements:

1. Only one request per event/project/program.

2. Requests cannot be for more than fifty percent (50%) of total event/project/program budget.

3. Approval of sponsorships shall be considered as one-time approvals and applicant should not assume that 
funding is pre-approved for subsequent years or amounts.

4. A Post Event Summary Report must be submitted to the TDC forty-five (45) days after completion of the 
e vent/proj ect/program.

5. All sponsorship funds must go toward the event/project/program itself and must not be used to pay 
commissions, bonuses, or other incentives for fund-raising efforts by staff, volunteers, or other parties.

6. If, for any reason you are unable to purchase an item or service as approved in your application, you must 
notify the TDC and request to substitute another item or service.

7. Any applicant found guilty of violating, misleading, neglecting or refusing to comply with the application 
requirements shall be disqualified from submitting any future requests.

8. Sponsorship funds may not be used for political campaigns, political parties, or for lobbying.

9. All events/projects/programs funded shall be conducted in a nondiscriminatory manner and in accordance 
with local, state, and federal laws, rules and regulations related to nondiscrimination and equal opportunity. 
Applicant and its event/project/program shall not discriminate on the grounds of race color, religion, sex, age, 
national origin, ancestry, marital status, disability, sexual orientation, gender identity or expression, or any 
other protected category designated by local, state, or federal law. All events/projects/programs funded shall 
be accessible to persons with disabilities in accordance with the Americans with Disabilities Act and related 
regulations.

10. If awarded funding, applicant agrees that it will include the Amelia Island logo in advertising, flyers, posters, 
literature, film/video credits, news releases, printed programs, public broadcasts, promotion, and publicity if 
requested to do so. Both parties have the right to approve all materials and releases produced by the other for 
promotional purposes.

11. Any funds granted shall be subject to an audit by the Nassau County Clerk of Court and Comptroller or their 
authorized representative.



To: Amelia Island TDC

Re: For Consideration of 2024 Mural Festival - Walldogs - Bicentennial Brushstrokes

Our Story:
The Walldog Public Art, an organization with a 31-year history of partnering with municipalities 
throughout the United States, is requesting sponsorship of a mural event in November 2024 at 
various locations throughout Nassau County (Fernandina Beach, Hilliard, Yulee, and Callahan). 
The Walldogs are the oldest recognized group of highly skilled international sign painters and 
mural artists that gather annually for "Meets" to paint murals in a mutually agreed upon 
location. These murals focus on local history, and with the community's input, Walldogs 
transforms a town into an "outdoor art gallery" of historic murals.

What is a "Walldog"? The tradition of painting wall advertisements dates to more than 100 
years ago. At the turn of the 20th century, artists were called "Walldogs" because painting a 30- 
foot wall in the heat often made them "work like dogs" and being harnessed to the side of a 
wall required special skills. Evidence of wall advertisements (ghost signs) can be found 
throughout the US.

We are requesting sponsorship for Walldog Meet on November 6-10, 2024 to celebrate the 
bicentennial throughout Nassau County. Over 300 artists from all over the United States and 
internationally will come to Amelia Island to paint 10-15 murals throughout the week and learn 
what makes Amelia Island and Nassau County so special.

Economic Impact:
More than 300 artists from all over the United States and internationally will come to Amelia 
Island for 5 nights, staying in our hotels, B&Bs, campgrounds, and vacation rentals. We also 
anticipate attracting visitors who will enjoy the beauty and charm of Amelia Island and its many 
attractions such as restaurants, bars, diverse lodging facilities including hotels, motels, B&Bs, 
and Inns, plus souvenir shops, fashion stores, and sports activities, especially in historic, 
downtown Fernandina Beach. Nationally, the arts have a $157 billion impact on communities 
with guests spending an average of $38 for dinner per person after experiencing a cultural 
event.

Cost:
This sponsorship request is for the cost of the murals, artist design time, and coordination 
logistics of artists. In addition to the cost of creating the art, the Walldogs will purchase 
professional paint used for long-lasting murals. As such, the request is $75,000.

Walldog Budget
Walldog Designers, Coordination & Mural Cost 
Professional Paint

65,000
10,000
75,000



Engaging the Local Arts Community:
The Walldogs also hosts an auction to benefit both the Walldogs Public Art Foundation and the 
maintenance costs of preserving the murals. On the Saturday evening of the festival, original 
paintings of the murals, and other art from Walldog artists are auctioned off. Half of the 
proceeds go to the Walldogs to sponsor future artist travel needs and half goes for the 
maintenance of the Nassau County murals.

Media Plan, Advertising, PR, etc.
In conjunction with the AICVB, funds will be used to advertise and market the event with social 
media, printing costs for posters, and logo design to socialize the event in the community.

Process:
Each host city works with its local museum of history or cultural lead and determines subject 
matter for 15-20 murals. In Nassau County, early conversations with all municipalities are 
encouraging and there has been widespread excitement to ensure this project is 
successful. The Towns of Callahan and Hilliard will each receive one (1) mural, and Yulee will 
receive one (1) mural. There will be 8-10 murals in Fernandina Beach and one (1) mural for the 
south end of Amelia Island. Potential buildings have been identified.

Walldogs, with local community input, follow all local ordinances and laws governing each 
municipality and will continue to ensure the event follows all perimeters.

To ensure a cross-section of subject matters and that our entire history is considered, Walldogs 
recommends a representative from each of the following to serve on the subject matter 
steering committee:

Amelia Island Convention & Visitors Bureau
Nassau County Board of County Commissioners
The City of Fernandina Beach / Fernandina 200 Committee
Historic District Council
Town of Callahan
Town of Hilliard
Amelia Island Museum of History
West Nassau Historical Society
Arts and Culture Nassau
Others as appropriate

From there, the mural festival committee promotes community involvement by having the 
community vote on the concepts through two rounds of voting via web-based applications. The 
first round of voting would be to narrow down the subject matter. The top 20 subjects would 
move on to round two. Each municipality will have ownership of its subject matters and only 
residents in that zip code will be allowed to vote for that mural subject.



Once the topics are finalized, the artists and designers get the historical images and documents 
and begin designing two options for each topic. Once all the concepts are completed, then 
again, the community is asked to vote on their favorites, and it's narrowed down to the final 
number.

Nothing is ever painted without being fully vetted by the committee and the community for 
input.

Potential walls have been identified in several locations, but nothing has been finalized to date.

Logistics Outline:
In addition to working with the Amelia Island Convention & Visitors Bureau, the Walldogs will 
work with the Fernandina Beach Special Events Committee, the City of Fernandina Beach Police 
and Fire Departments, and the local arts community to ensure festival success.

The general schedule of events is:
Week of October 28-31, 2024 - confirmed walls are cleaned, prepped, and primed to begin 
painting.

Wednesday, November 6, 2024 - Artists arrive and get on the wall to project the image at 
dusk. Often residents and visitors come out to watch them that night.

Thursday, November 7, 2024 - Artists begin painting.

Friday, November 8 - Saturday, November 9, 2024 - Festival activities/artists painting

Sunday, November 10, 2024- Festival ends and artists depart.

Anticipated 2024 Bicentennial Brushstrokes Sponsors
City of Fernandina Beach
Town of Callahan
Town of Hilliard
Fernandina Beach Main Street
Arts & Culture Nassau
West Nassau Historical Society
Amelia Island Museum of History
Fernandina 200 Committee
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AITDC RESOLUTION NO. 2024-_____ 
 
A RESOLUTION OF THE AMELIA ISLAND TOURIST DEVELOPMENT 
COUNCIL OF NASSAU COUNTY, FLORIDA, RECOMMENDING TO 
THE NASSAU COUNTY BOARD OF COUNTY COMMISSIONERS THE 
SPONSORSHIP OF WALLDOG PUBLIC ART AND IN SUPPORT OF 
SAID RECOMMENDATION FINDING THAT THE USE OF TOURIST 
DEVELOPMENT TAX REVENUES FOR SAID PURPOSE WILL 
ENHANCE VISITOR EXPERIENCES AND PROMOTE TOURISM ON 
AMELIA ISLAND, IN NASSAU COUNTY, AND IN THE STATE OF 
FLORIDA; FURTHER PROVIDING FOR CERTAIN LEGISLATIVE 
FINDINGS AND AN EFFECTIVE DATE. 

 
WHEREAS, pursuant to Section 125.0104, Florida Statutes, the Board of County 

Commissioners (BOCC), levies and imposes a tourist development tax to promote through 
marketing and advertising Amelia Island and to increase tourist-related business activities; and 
 

WHEREAS, pursuant to Section 125.0104, Florida Statutes, the BOCC established the 
Amelia Island Tourist Development Council (AITDC) as an advisory board to oversee the 
development and marketing of Amelia Island and the expenditure of the tourist development tax 
revenues; and 
 

WHEREAS, the tourist development tax revenues received by Nassau County are 
restricted funds, and the expenditure of those funds shall comply with Section 125.0104, Florida 
Statutes, the Florida Administrative Code, Sections 30-61 through 30-68 of the Nassau County 
Code of Ordinances, and AITDC Policies as approved by the BOCC; and 
 

WHEREAS, pursuant to Section 125.0104, Florida Statutes, the BOCC has contracted 
with the Amelia Island Convention and Visitors Bureau (AICVB) to execute the marketing of 
Amelia Island as a world-class tourism destination; and 

 
WHEREAS, based upon the recommendation of the AICVB, the AITDC now finds that 

the sponsorship of Walldog Public Art as further depicted in Exhibit "A" attached hereto and 
incorporated herein by this reference, is/are tourism-related activities and will assist in the 
promotion of Amelia Island and Nassau County, Florida. 
 

NOW, THEREFORE, BE IT RESOLVED by the AITDC, as follows: 
 

SECTION 1. FINDINGS. The above findings are true and correct and are hereby 
incorporated herein by this reference. 

 
SECTION 2. USE OF TOURIST DEVELOPMENT TAX REVENUES. 
 
a. The AITDC hereby finds that the use of tourist development tax revenues for the 

sponsorship of Walldog Public Art, as depicted in Exhibit "A" (hereinafter 
“Sponsorship(s)”), is a tourism-related activity and will assist in the promotion of 
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Amelia Island and Nassau County, Florida, and is consistent with Section 125.0104, 
Florida Statutes and Sections 30-61 through 30-68 of the Nassau County Code of 
Ordinances. 
 

b. Based upon the above finding, the AITDC hereby recommends to the BOCC that the 
BOCC utilize tourist development tax revenues for said Sponsorship(s) as a means to 
promote tourism of Amelia Island and Nassau County, Florida, with said amounts to 
be paid from the AITDC budget as follows: 
 
1. Sponsorship: Walldog Public Art   Date: November 2024 Amount: $75,000.00 

 
 
SECTION 3. EFFECTIVE DATE. This Resolution shall take effect immediately upon 
its passage. 

 
DULY ADOPTED this ___ day of __________, 2024. 

 
 
 

AMELIA ISLAND TOURIST DEVELOPMENT  
 COUNCIL OF NASSAU COUNTY, FLORIDA 

 
 
     _________________________________________ 
     JOHN F. MARTIN, MBA 
     Its: Chairman 
     Date: ____________________________________ 
 
 

 
Approved as to form by the   
Nassau County Attorney: 
 
 
 
DENISE C. MAY 



Event/Project/Program Sponsorship Funding Application 

Please complete the following to be considered for event/project/program sponsorship funding.  Attach additional 

documentation if needed. Be sure to review the requirements before submitting your application. 

Each event/project/program host/organizer applying for sponsorship will be required to submit this Special 

Event/project/program Sponsorship Application.  The annual sponsorship application process shall close on June 

30 for consideration of support in the next fiscal year (October 1 through September 30).  The application must be 

submitted to the TDC Managing Director by e-mail (billing@ameliaisland.com) or mailed/hand delivered to 1750 

South 14th Street, Suite 200, Amelia Island, FL  32034.  

For questions related to completing the application, please email Mariela Murphy at mmurphy@ameliaisland.com 

or call 904-277-4369. 

Name of Event/Project/Program: _______________________________________________________________ 

Event/Project/Program Date(s): ________________________________________________________________ 

Event/Project/Program Location(s): ____________________________________________________________  

Funding Amount Requesting: _________________________________________________________________   

Event/Project/Program Host/Organizer/Applicant: _______________________________________________ 

Event/Project/Program Host/Organizer/Applicant Address: ________________________________________ 

Contact Person: _____________________________________________________________________________ 

Address: ___________________________________________________________________________________ 

Phone: _____________________________________________________________________________________ 

Email: _____________________________________________________________________________________ 

Event/Project/Program Information 

Provide names and contact information of all persons, firms, and corporations with a financial interest in the Special 

Event/project/program or participating in the control of the event/project/program. 

___________________________________________________________________________________________ 

___________________________________________________________________________________________ 

Exhibit A

mailto:billing@ameliaisland.com
mailto:mmurphy@ameliaisland.com
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Provide a detailed description of the event/project/program and how it promotes Amelia Island tour

proposed goals, objectives, and economic impact of the event/project/program to include date event/

project/program (including set up and tear down); anticipated attendance; audience demograph projected

overnight visitation.  

Provide a logistics outline (including but not limited to location/site plan, parking/shuttle and traffic plan, 
security plan, sanitation plan, health and safety plan, and special needs requirements) for your event/project/
program.

:



Describe in detail how the special event/project/program sponsorship funds will be used including media plan 

with advertising schedule; public relations activities; proposed creative materials (including but not limited to 

display ads, banner ads, websites, flyers, posters); promotional activities to support the event/project/program 

and the related expense budgets for the marketing activities. 

Budget 

An event/project/program budget should accompany this application, and contain such items as available: 

• amount being invested by the event/project/program host/organizer.

• an expense budget for producing the event/project/program.

• amount of support requested from the TDC and its intended use.

• additional sponsorship revenues.

• anticipated revenue from ticket/ancillary sales.

• any other revenue expected to be generated by the event/project/program.

Event/Project/Program Host/Organizer/Applicant Signature: _________________________________________ 

Date: _____________________ 

Internal Use Only: 

Date Received: 

Approved: ____Yes / ____No 

Amount: ___________ 



Event/Project/Program Sponsorship Funding Requirements: 

1. Only one request per event/project/program.

2. Requests cannot be for more than fifty percent (50%) of total event/project/program budget.

3. Approval of sponsorships shall be considered as one-time approvals and applicant should not assume that

funding is pre-approved for subsequent years or amounts.

4. A Post Event Summary Report must be submitted to the TDC forty-five (45) days after completion of the

event/project/program.

5. All sponsorship funds must go toward the event/project/program itself and must not be used to pay

commissions, bonuses, or other incentives for fund-raising efforts by staff, volunteers, or other parties.

6. If, for any reason you are unable to purchase an item or service as approved in your application, you must

notify the TDC and request to substitute another item or service.

7. Any applicant found guilty of violating, misleading, neglecting or refusing to comply with the application

requirements shall be disqualified from submitting any future requests.

8. Sponsorship funds may not be used for political campaigns, political parties, or for lobbying.

9. All events/projects/programs funded shall be conducted in a nondiscriminatory manner and in accordance

with local, state, and federal laws, rules and regulations related to nondiscrimination and equal opportunity.

Applicant and its event/project/program shall not discriminate on the grounds of race color, religion, sex, age,

national origin, ancestry, marital status, disability, sexual orientation, gender identity or expression, or any

other protected category designated by local, state, or federal law. All events/projects/programs funded shall

be accessible to persons with disabilities in accordance with the Americans with Disabilities Act and related

regulations.

10. If awarded funding, applicant agrees that it will include the Amelia Island logo in advertising, flyers, posters,

literature, film/video credits, news releases, printed programs, public broadcasts, promotion, and publicity if

requested to do so. Both parties have the right to approve all materials and releases produced by the other for

promotional purposes.

11. Any funds granted shall be subject to an audit by the Nassau County Clerk of Court and Comptroller or their

authorized representative.



Official Strongman Games
Fernandina Beach/Amelia Island, FL

Sep-23

INCOME
Destination Bid Fee 12,000.00$ 

TOTAL 12,000.00$ 

EXPENSE
Venue 5,954.00$   
Printing 1,613.00$   
Awards 7,300.00$   
Contract Labor 5,050.00$   
Staff Lodging 2,100.00$   
Staff Meals 1,100.00$   
Staff Travel 2,780.00$   

TOTAL 25,897.00$ 
(13,897.00)$ 
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AITDC RESOLUTION NO. 2024-_____ 
 
A RESOLUTION OF THE AMELIA ISLAND TOURIST DEVELOPMENT 
COUNCIL OF NASSAU COUNTY, FLORIDA, RECOMMENDING TO 
THE NASSAU COUNTY BOARD OF COUNTY COMMISSIONERS THE 
SPONSORSHIP OF TRAIN STRONGMAN LLC AND IN SUPPORT OF 
SAID RECOMMENDATION FINDING THAT THE USE OF TOURIST 
DEVELOPMENT TAX REVENUES FOR SAID PURPOSE WILL 
ENHANCE VISITOR EXPERIENCES AND PROMOTE TOURISM ON 
AMELIA ISLAND, IN NASSAU COUNTY, AND IN THE STATE OF 
FLORIDA; FURTHER PROVIDING FOR CERTAIN LEGISLATIVE 
FINDINGS AND AN EFFECTIVE DATE. 

 
WHEREAS, pursuant to Section 125.0104, Florida Statutes, the Board of County 

Commissioners (BOCC), levies and imposes a tourist development tax to promote through 
marketing and advertising Amelia Island and to increase tourist-related business activities; and 
 

WHEREAS, pursuant to Section 125.0104, Florida Statutes, the BOCC established the 
Amelia Island Tourist Development Council (AITDC) as an advisory board to oversee the 
development and marketing of Amelia Island and the expenditure of the tourist development tax 
revenues; and 
 

WHEREAS, the tourist development tax revenues received by Nassau County are 
restricted funds, and the expenditure of those funds shall comply with Section 125.0104, Florida 
Statutes, the Florida Administrative Code, Sections 30-61 through 30-68 of the Nassau County 
Code of Ordinances, and AITDC Policies as approved by the BOCC; and 
 

WHEREAS, pursuant to Section 125.0104, Florida Statutes, the BOCC has contracted 
with the Amelia Island Convention and Visitors Bureau (AICVB) to execute the marketing of 
Amelia Island as a world-class tourism destination; and 

 
WHEREAS, based upon the recommendation of the AICVB, the AITDC now finds that 

the sponsorship of Train Strongman, LLC as further depicted in Exhibit "A" attached hereto and 
incorporated herein by this reference, is/are tourism-related activities and will assist in the 
promotion of Amelia Island and Nassau County, Florida. 
 

NOW, THEREFORE, BE IT RESOLVED by the AITDC, as follows: 
 

SECTION 1. FINDINGS. The above findings are true and correct and are hereby 
incorporated herein by this reference. 

 
SECTION 2. USE OF TOURIST DEVELOPMENT TAX REVENUES. 
 
a. The AITDC hereby finds that the use of tourist development tax revenues for the 

sponsorship of Train Strongman, LLC, as depicted in Exhibit "A" (hereinafter 
“Sponsorship(s)”), is a tourism-related activity and will assist in the promotion of 
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Amelia Island and Nassau County, Florida, and is consistent with Section 125.0104, 
Florida Statutes and Sections 30-61 through 30-68 of the Nassau County Code of 
Ordinances. 
 

b. Based upon the above finding, the AITDC hereby recommends to the BOCC that the 
BOCC utilize tourist development tax revenues for said Sponsorship(s) as a means to 
promote tourism of Amelia Island and Nassau County, Florida, with said amounts to 
be paid from the AITDC budget as follows: 
 
1. Sponsorship: Train Strongman, LLC 

Date: 8/31/2024 - 9/1/2024 Amount: $12,000.00 
 
SECTION 3. EFFECTIVE DATE. This Resolution shall take effect immediately upon 
its passage. 

 
DULY ADOPTED this ___ day of __________, 2024 

 
 
 

AMELIA ISLAND TOURIST DEVELOPMENT  
 COUNCIL OF NASSAU COUNTY, FLORIDA 

 
 
     _________________________________________ 
     JOHN F. MARTIN, MBA 
     Its: Chairman 
     Date: ____________________________________ 
 
 

 
Approved as to form by the   
Nassau County Attorney: 
 
 
 
DENISE C. MAY 
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	6.3 Strongman AITDC Resolution

	Name of EventProjectProgram: Official Strongman Games Southeast Regional
	EventProjectProgram Dates: 8/31/2024 - 9/1/2024
	EventProjectProgram Locations: Main Beach Park & Marina Courts
	Funding Amount Requesting: $12,000
	EventProjectProgram HostOrganizerApplicant: Train Strongman LLC
	EventProjectProgram HostOrganizerApplicant Address: 1513 Bass Lake Rd, Holly Springs, NC 27540
	Contact Person: Lynn Morehouse
	Address: 1513 Bass Lake Rd, Holly Springs, NC 27540
	Phone: (919) 389-2270
	Email: lynn@trainstrongman.com
	Eventprojectprogram or participating in the control of the eventprojectprogram 1: Lynn Morehouse with Train Strongman, LLC will be the primary person for the event.
	Eventprojectprogram or participating in the control of the eventprojectprogram 2:  Livestream vendor will be contracted by Train Strongman, LLC. Lynn Morehouse will remain point of contact.
	Detailed description of event project program: Train Strongman, LLC would like to promote a Strongman and Strongwoman competition in the Amelia Island / Fernandina Beach area on August 31st and September 1st, 2024.The goal would be to tailor the competition events to take the most advantage of the beautiful beach and the downtown marina area. We would split the competition into 2 days at 2 separate locations. The event would be FREE to the public to spectate.Athlete check-ins would take place at the host hotel on Friday before the competition.We would begin the competition on Saturday at Main Beach Park with the plan to utilize the green space primarily and direction on the sand for one event.We would finish the competition on Sunday at Marina Courts. The goal would be to work with the local 'Pirate' scene to turn a truck pull style event into a Pirate Ship pull utilizing one of the ships on a trailer.After the competition, we would transition to an after-party in the downtown area at a location still TBD.
	Provide logistics outline: 
	Detailed description of event project program 2: Train Strongman will: • Run the event as an official 'Official Strongman Games (OSG) Southeast Regional' Strongman competition. • Add appropriate local sponsors to all marketing materials and social media announcements. • Produce a quality livestream for the event that showcases the 2 locations well. • Hand out local marketing collateral to all attendees. • Approx. 100 out-of-town athletes. • Approx. 500 out-of-town attendees. • After party and dinner at a local restaurant • Provide social media and other digital marketing for months leading up to the event. • Total expected budget for this event will be $24k - $30kA typical athlete will stay from Thursday - Monday. A typical out of town attendee will stay from Friday - Sunday.
	Provide logistics outline 2: Saturday - 'Main Beach Park'• 7:30am - 10:00am: Final Event Setup• 10:00am - 5:00pm: Competition Day 1    • Grass area for Event 1 & 2    • Beach sand area for Event 3• 5:00pm - 8:00pm: Venue pack up into trailersSaturday - 'Marina Courts'• Confirm arrival of bleachers / tent / restroom trailer.• Confirm arrival of 'Pirate Ship'• 8:00pm - 9:00pm: Arrive w/ trailers (park overnight) Sunday - 'Marina Courts'• 6:00am - 10:00am: Event Setup• 10:00am - 5:00pm: Competition Day 2    • Parking lot area for Event 4 (pirate ship pull)    • Courts area for Event 5 & 6• 5:00pm - 6:00pm: Awards• 6:00pm - 7:30pm: Venue pack up into trailers (park overnight)• 7:30pm - 11:00pm: Athletes + Staff After Party & Dinner (Downtown Restaurant TBD)Monday - 'Marina Courts'• Final venue cleanup• Hotel Checkout• Leave with trailers
	Date: 01/3/2024
	Describe how funds will be used: Funds will be used for the following:• Improving the attendee experience. (Bleachers, air-conditioned restroom trailers, and canopies)• Staff travel and lodging.• Equipment shipping costs.• Event specific rentals.(Pirate Ship, staging, etc.)• Branding.(Social Media Ads, Banners, Posters, Flyers, etc.)• After Party
	Describe how funds will be used 2: Assistance Requested• Rental of backup indoor venue (Fri-Sun) (Can be let go up to 1 week before competition if no signs of severe weather.) • Rental of bleachers for approx. 250 people at both venue locations. (same bleachers can be moved on Saturday after 6:00pm to 2nd location if desired) • Rental of restroom trailer at both venue locations.  • Rental or financial assistance for large canopy tents for shade and rain protection at both venue locations. • Hotel accommodations for 5-10 rooms from Thursday - Monday. • Access to power at both locations. • Access to high-speed internet at both locations. (for live stream) • Rental/Appearance fees for 'Pirate Ship' • Help with arrangements for after party and dinner. • Help with local news/media.


