Amelia Island

TDC Meeting




TDC Agenda

(1) Approval of Minutes (3) Old Business

_ Policies & Procedures
@ Public Input Beach Cleaning &
(3) Financials/Research Restrooms

. (6) New Business
@ Activity Report Funding Requests:

AIMOH, Main Street, Main
Beach Boardwalk
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FY20 Bed Tax Collections

e December e Q1 Taxable Sales
Taxable Sales - $26,717,369, -3.7%
*$7.2 Million, +5.5 . 01 Bed Tax

* December Bed - $1,331,247
Tax

$360K, +5.5%



FY20 Budget vs. Actual

thru1/25/20

Admin $1,104,950 $130,082 $974,867
Marketing . $5288116  $2,622745 $2,664,570
Trade $1236633  $30,252 $1,206,380
Beach . $1336633 $34,755 $1,301,878
Collection Fees  $227.824  $26,821 $201,002
$9,194,156 $2,844,655 $6,348,697




AITDC FY2020 Budget

includes $1.6M in reserve spending

Travel Trade
14%

Administration
12% Marketing

59%






Tourism Data

* Taxable Lodging / Bed Tax - Research

Nassau County Tax Collector Research Data Services

Downs & St. Germain Research
- Sales Tax Revenue

FL Department of Revenue Pl

VisaVue / American Express

- Jobs Conversant
FL Department of Economic Opportunity VISIT ELORIDA
. property Tax Destination FL
Nassau County Property Appraiser U.S. Travel
Brand USA

* Lodging Reports
Smith Travel Research (STR)
Nassau County Tax Collector

Destinations International



Destination FL Report

Presented at Tourism Day at the Capital

DESTINATION PROMOTION:

EMPOWERING
FLORIDA'S GROWTH
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DESTINATIONS
FL RIDA

e “Sales tax forecast relies heavily
on strong tourism growth and
tourism-related revenue losses
pose the greatest potential risk
to the state's economic outlook”

Amy Baker, chief economist, FL Legislature
Office of Economic & Demographic Research



Comp Set - RevPAR

FY 2020, Q1
FLORIDA ‘ $87.38 $95.55 $107.96
Jacksonville, FL | $76.16 $78.13 $66.55
Jacksonville Beaches, FL $102.36 $105.50 $96.82
Savannah, GA $88.28 $75.15 $60.50
Brunswick/Kingsland, GA $88.75 $79.33 $62.41
Daytona Beach, FL $55.35 $55.84 $48.71
Charleston, SC $116.08 $114.34 $69.35
St Johns County, FL | $79 | $88.15 $90.22
Hilton Head/Beaufort, SC $102.95 $68.91 $45.21
Fort Walton Beach, FL $72.94 $44.35 $34.97
Amelia Island $139.83 $127.47 $99.46

Source: Smith Travel Research



2019 Lodging Performance

29% | +5.4%
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Comp Set Comparison

CY 2019
$239.79
$145.21$142.37
723 6663 70.2 II
Occupancy ADR
December

B Florida BWComp Set M Amelialsland

Source: Smith Travel Research

$104.92 $94.66

RevPar

$168.30




CY19 Economic Impact

Calendar Year (Jan. - Dec.) CY Fourth Quarter (Oct. - Dec.)
H/M/c/c* %A % D
Visitor Stats CY 2018 CY 2019 ‘18/’19 2018 2019 ‘18/’19
Visitors (#) 690,100 688,700 0.2 146,200 142,800 o4
Direct Exp. ($) $515,443,100 $528,146,700 | +2.5 $108,041,800  $108,670,800 | +0.6
rr:;a;cic(‘;') $678,168,500 $694,882,700 | +2.5 $142,150,600  $142,978,200 | +0.6

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

Source: Research Data Services, Visitor Profile Dashboard, CY/Q4 2019



CY19 Markets

Calendar Year (Jan. - Dec.) CY Fourth Quarter (Oct. - Dec.)
2018 2019

%4 # of # of %A
Visitor Origins CY 2018 CY 2019 ‘18/'19 Visitors Visitors 18/°19
Florida 148,672 149,523 +0.6 36,550 36,985 +1.2
Southeast 273,872 272,435 -0.5 55,410 54,692 -1.3
Northeast 106,888 106,034 -0.8 20,468 20,849 +3.9
Midwest 93,457 95,049 +1.7 18,275 17,279 -5.5
Foreign 35,957 36,801 +2.3 7,602 6,569 =13.6
Opportunity Mkts 31,254 28,858 <F.7 7,895 6,426 -18.6
Total 690,100 688,700 -0.2 146,200 142,800 -2.3

Source: Research Data Services, Visitor Profile Dashboard, CY/Q4 2019
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VISIT FLORIDA

Tourism Day Recap

 Reauthorization

* If Legislature does not act this session, VISIT
FLORIDA ceases to exist on July 1, 2020

*SB 362 / HB 213

» TourismWorksForFlorida.org

* Reach out to representatives



COURTYARD SPRINGHILL SUITES®

BY MARRIOTT BY MARRIOTT

TOGETHER WILL PROVIDE:

250 Construction Jobs 239 Rooms
¢ 105 Courtyard by Marriott
105+ Hospitality Jobs ¢ 134 SpringHill Suites by Marriott

6,900 sq. ft. Flexible Meeting Space

Estimated for Year 1:

* Sales Tax - $717,038 12,500 sq. ft. Outdoor Space and Pool
* Bed Tax - $449,898

* Property Tax - $500,000 Full-Service Bar and Restaurant




HOME

SUITES BY HILTON

FERNANDINA BEACH
AMELIA ISLAND




Dickens on Centre

* Economic * Attendees
Impact - « 23.5% Overnight
$3,770,700 visitors
» $3,519,000 - * 35.8% Day trippers

off-island * 40.7% Al residents
* $251,700 - Amelia » 98.7% Excellent
Island (Al) residents experience

* 89.2% Plan to
Return




Restaurant Week

January 17-26

Sy W, | ¢ 32 * Marketing
o ;"’“ Participating - Media - print

T s Restaurants g‘g'tatasoc'al

3 . “AIWe
* Events * PR

y I Opening at RCAI ST
JANUARY 17 -26, 2020 Closing at OAIP y




Chamber Music Festival

January 24 - April 26

Fuair the Il s
Finest MNMusic

With an Enchanting Island Getaway

» Marketing

* Promo video
*FL Times Union

* NPR
* Digital - banner

& Facebook

* Owned - email,

website, social

* Super

Stars

* Tickets for

lodging
packages

* Mutter, Skaggs,

Perlman



Amelia Concours Week
March 5-8

» Concours » Marketing
d Elegance * All events

- O5th focused
COURS W Anniversary, 1 * Media - print,
MARCH 5-8,2020 week earlier digital, audio,
AmeliaConcours\WWeek.com . SO Ci a[

* Sponsorship, tv
ad, promotional * Owned channels

support




Amelia Wellness Festival

April 17-19
\Y %TEE'S? F'ifvrlgj * Execution « Marketing
ke * Island-wide * Digital
* Headliners - MC PR
Yogi, Amanda * Owned channels
Gilacomini,
Chelsey Korus,
Tymi Howard

* Local Experts

AmelialslandWellhessFestival.com



Integrated

Traveler

AMELIAS [SLAND

BB . 3
e S

| COME MEET HER
| FOR YOURSELF

Traveler

. . Discover Amelia Island For Yourself Learn More
Perfectly Southern but with & fun Florida flal



Travel + Leisure
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Integrated - Print + Nat

AMELIA&ISLAND C :

Travel + Leisure with Amelia Island. N
Sponsored - @

Amelia Island truly is a little isle full of smiles. #ad
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FALL IN LOVE WITH

Amelia Island
TRAVELANDLEISURE.COM e e e
Discover This Charming Island Learn More e
Romance awaits! SR SMETA  wous cnssearions
. . . S 5 ISLAND ADVENTURES Mk the oot of your tp by kgL Lo Sdede witl cor
This Florida Gem 1s the Perfect e

Destination for a Romantic Retreat oY Like (J comment ~> Share
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New York Times

High Impact Digital Unit - Photo + Content Slideshow + Email

= Q TRAVEL

Travel

36HOURS FRUGALTRAVELER = 52 PLACESTO GO

== - <>

e New Yotk Bimes

AMELIAN&ISLAND

COME MAKE MEMORIES”

Explore Florida's enchanted island.
Irresistible pristine beaches and cool
waterways.

Tears for the
)\ /[P A TR |




Sample Print Ads

Maybe 1€ the

AMELNGISEAND s thel something o melialsz AMELING X i = s et bt ke ’\.‘,'F . G L by NAN

COME AARS i

Come rcet her for yoursell, | AMELIAISLAND.COM = — = Come meet her for yourse ome 1 g Come meet lier for yoursell. | AMELIAISLAND.COM




Print Regional Program

Itinerary Advertorial + Brand Ad + Partner Co-ops

SPECIAL ADVERTIZING SECTION
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Public Relations

* NYC Media Event

* In partnership with Paradise Coast
* Bon Appetite Kitchen
* Shrimp & stone crab features
* 50 media & trade




Public Relations

Discover Amelia Island,
Flonda S Shce of Paradise

DUBOIS | JANUARY 06, 2020

PHOTO. Amelia Island, Florida. (photo via PETERLAKOMY/iStock/Getty Images Plus)

Amelia Island, Florida is an escape from the hustle and bustle of everyday life.

This island naradise is where time trulv does slow down where evervone knows

* Media Hosting

* 4 writers and 1 influencer in Jan/Feb,
all guaranteed stories

* Recent clips in Yahoo (Lifestyle &
Style), Action News, TravelPulse



Welcome Center Technology

New Online Signage Service - Managed In-House




Trade Shows

* Consumer - Trade

Shows: Upcoming:
* Boston & NYC * Huddle

. Ch|cago (Jacksonville)

* Philly * Destination

« Dallas Showcase (DC)

- DC * |ITB (Berlin)
* IPW (Vegas)




FY20. Q2 Forecast Snapshot

@ Research Analysis @ Meetings

| Marketing
@ DMAP _ ] * Website, video & collateral
Accreditation update
(P&P) * LinkedIn meeting planner
campaign
3 Collateral * Flights for Sites ($500)

5) Website Refresh






Old Business

Policy & Procedure Update
Pending with County staff, not yet presented to BOCC

Beach Cleaning & Restrooms Update
Contract pending, County management & measurement







Funding Request

City of Fernandina Beach

Main Beach Boardwalk

Fernandina Beach Main Street

Environmental Branding & Signage

Amelia Island Museum of History

Exhibit Renovation




A MELI A I SLAND

MUSEUMPor HISTORY

Exhibit Renovation

Target Installation: January 2021
Target Grand Opening: February 2021

UNLOCK
THE PASIT



Who are our Visitors

25,000 guests per year

» 89% of general admission and tour participants are from
outside of Nassau County.

* 65% are from out of state



Goals of the Exhibit Re-Imagination

Make the Island’s story more compelling and more accessible to all ages and learning
styles

Include scenically created environments with artifacts in each room, along with the use of
technology, to set up the story

Incorporate more fully all historical cultural groups, specifically African Americans,
Women, and Hispanics

Educate our Visitors about the some of the area’s Natural History

Create a 21st century experience that our visitors expect



The Water’s Edge

(Currently - Nassau County Room, facing North)




First Peoples
Current — Gaslight Gallery, facing North
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A Maritime Way of Life

Current — Preservation Room, facing West

£ 70 . P .
of Amelia foiank-Vsees "
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Turn-of-the-Century Amelia

Current — Victorian Room, facing North and South respectively




Amelia Next
Current — Chaos Room, facing North and South respectively

11 LRENDERING
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Our Capital Campaign

Our goal is $400,000

We are 75% of the
way there.

Your support could
put us over the top!




Amelia Island

TDC Meeting




