
AITDC Board Meeting
March 27, 2024



1.  Agenda
  



 

 

 

 

 

 
 

www.AmeliaIslandTDC.com 
904.277.4369 

 
                

  Date/Time: Wednesday, March 27, 3:00 pm  
Location: Board of County Commission Chambers 

 

 
Call to Order – 3:00 pm Commissioner John Martin 

 
Invocation & Pledge Commissioner John Martin 

Roll Call Commissioner John Martin 

Public Input 
 

Approval of the AITDC Minutes 

Financials & Research  Gil Langley 
                           
        

Old Business: 
                          County Report Marshall Eyerman  
                                                             Beach Harmonization   
                                                             Wayfinding/Signage 

Marketing Update  
            Paul Beirnes/Staff 

New Business:  
Resolutions 

• Engage24! 
                          
                                 FY 2024 Meeting Schedule                                             Gil Langley 

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

 
Adjourn TDC Business Meeting Commissioner John Martin 
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AMELIA ISLAND TOURIST DEVELOPMENT COUNCIL
2:00 PM, January 17, 2024

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

OFFICIAL MINUTES

Call to Order at 2:01 p.m.

Invocation & Pledge

Roll Call
PRESENT:
Commissioner John F. Martin, Board Member Lisa West (departed at 3:00 p.m.), Board 
Member Phyllis Davis, Board Member Bob Hartman (arrived at 2:05 p.m.), Board 
Member Barbara Halverstadt, and Board Member Joshua Summers

ABSENT:
Board Member Will Wiest, Board Member  Bradley Bean, and Board Member John
Beasley

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

Public Input: None

Approval of the AITDC Minutes

Motion: Approve the minutes for the meeting held on November 1, 2023.
Maker: Board Member Davis
Second: Board Member West
Action: Approve
Aye: Commissioner Martin, Board Member West, Board Member Davis,

Board Member Halverstadt, and Board Member Summers.
Absent: Board Member Hartman, Board Member Wiest, Board Member

Bean, and Board Member Beasley.

Financials & Research

FY 2024 1st Quarter

Staff Presentation: Gil Langley, President & CEO, came forward to provide a
PowerPoint presentation. He reviewed the First Quarter Budget Dedications,
Bed Tax Collections, and Collections of different types of accommodations. He
provided line charts that illustrated the performance of the Lodging Daily Rate

240117 AITDC

https://nassaufl.granicus.com/MediaPlayer.php?view_id=&clip_id=1774&meta_id=195930
https://nassaufl.granicus.com/MediaPlayer.php?view_id=&clip_id=1774&meta_id=195932
https://nassaufl.granicus.com/MediaPlayer.php?view_id=&clip_id=1774&meta_id=195933
https://nassaufl.granicus.com/MediaPlayer.php?view_id=&clip_id=1774&meta_id=195940
https://nassaufl.granicus.com/MediaPlayer.php?view_id=&clip_id=1774&meta_id=195941
https://nassaufl.granicus.com/MediaPlayer.php?view_id=&clip_id=1774&meta_id=195942
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Averages and Lodging Occupancy. He discussed the predicted Booking Pace
for the second quarter of Fiscal Year 2024.

Visitor Profile

Staff Presentation: Joseph St. Germain, President of Down & St. Germain
Research came forward to provide a PowerPoint presentation and speak on the
results of the Visitor Tracking Study. He discussed the economic impact to the
destination, and the visitor journey. Discussion ensued regarding length
between quarterly reports.

Old Business

County Report

Staff Presentation: Brandy Carvalho, Director of Strategic Advancement, came
forward to review the results of the Bicentennial Celebration and the multiple
events that will be held throughout the year. She informed the board of the 2050
Vision Plan and the purpose. Mr. Eyerman came forward to inform the board of
the website that will have all of the information regarding events and surveys
for the Bicentennial and the 2050 Vision Plan.

Marketing Update

Staff Presentation: Mariela Murphy, Director of Special Events, came forward to
provide a PowerPoint presentation regarding the results for Dickens on Centre,
including the economic impact, attendance, performance results for the Drone show,
the Enchanted Village, Entertainment, Vendors, Run Like the Dickens, Dickens after
Dark, and Streetmosphere Entertainment. She reviewed the results for the TaxSlayer
Gator Bowl which hosted the Clemson players. Marilou Welling, Director of
Engagement, came forward to discuss restaurant week, which included Menu
Unveiling Media Event, Digital Menu Books, and Public Relations (PR) Coverage.
She briefly reviewed the upcoming Travel Trade shows. Maurie Dugger, Director of
Program Development, came forward to and provided an update on the Island
Ambassador-Inaugural Class, including the Amelia Island's possible appointment for a
Florida Museum of Black History. Madison Jozsa, Social Media Manager, came
forward to provide a social media update. Paul Beirnes, Vice President, came forward
to discuss the results of the new Amelia Island website traffic. He reviewed the
strategic response initiatives and shoulder season strategic adjustments.

New Business

Resolution - Sponsorship Agreement

Staff Presentation: Mariella Murphy came forward to  discuss the resolution
request for the Train Strongman Games.

Motion: Approve the Resolution for the Train Strongman Games
Sponsorship Agreement.

Maker: Board Member Hartman
Second: Board Member Summers
Action: Approve
Aye: Commissioner Martin, Board Member Davis, Board Member

Hartman, Board Member Halverstadt, and Board Member
240117 AITDC

https://nassaufl.granicus.com/MediaPlayer.php?view_id=&clip_id=1774&meta_id=195950
https://nassaufl.granicus.com/MediaPlayer.php?view_id=&clip_id=1774&meta_id=195951
https://nassaufl.granicus.com/MediaPlayer.php?view_id=&clip_id=1774&meta_id=195953
https://nassaufl.granicus.com/MediaPlayer.php?view_id=&clip_id=1774&meta_id=195957
https://nassaufl.granicus.com/MediaPlayer.php?view_id=&clip_id=1774&meta_id=195958
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Summers.
Absent: Board Member West, Board Member Wiest, Board Member

Bean, and Board Member Beasley.

Staff Presentation: Maurie Dugger came forward to discuss the Sponsorship
Resolution for the Walldog Public Art. 

Motion: Approve the Resolution for the WallDog Public Art
Sponsorship Agreement.

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

Hartman, Board Member Halverstadt, and Board Member
Summers.

Absent: Board Member West, Board Member Wiest, Board Member
Bean, and Board Member Beasley.

FY 2024 Meeting Schedule: March 27, 2024 at 3:00 p.m.; May 22, 2024 at 3:00
p.m.; July 24, 2024 at 3:00 p.m.; and September 25, 2024 at 3: 00 p.m.

Adjournment at 3:13 p.m.

_____________________________________
Chairman

240117 AITDC

https://nassaufl.granicus.com/MediaPlayer.php?view_id=&clip_id=1774&meta_id=195967
https://nassaufl.granicus.com/MediaPlayer.php?view_id=&clip_id=1774&meta_id=195967
https://nassaufl.granicus.com/MediaPlayer.php?view_id=&clip_id=1774&meta_id=195968
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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            

37000000 312130  TOURIST DEVELOP           -11,536,000           0 -11,536,000  -2,842,084.55            .00  -8,693,915.45   24.6%*

37000000 361101  INTEREST-BANK                       0           0           0     -35,178.50            .00      35,178.50  100.0%

37000000 361101 FFSB1 INTEREST-B                     0           0           0     -21,057.53            .00      21,057.53  100.0%

37000000 361131 USBNK INTEREST -                     0           0           0    -110,020.00            .00     110,020.00  100.0%

37000000 361300 USBNK NET INC (D                     0           0           0    -130,982.15            .00     130,982.15  100.0%

37000000 361400 USBNK GAIN/LOSS                      0           0           0     -52,856.80            .00      52,856.80  100.0%

37000000 399952  CASH FWD-MARKET           -10,230,604           0 -10,230,604            .00            .00 -10,230,604.00     .0%*

37000000 399953  CASH FWD-TRADE             -2,800,245           0  -2,800,245            .00            .00  -2,800,245.00     .0%*

37000000 399954  CASH FWD-BEACH             -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  -3,192,179.53            .00 -22,804,753.47   12.3%

37521582 TDC ADMIN FEES-TRANS OUT           

37521582 591910 CLERK ADMINISTRA               173,040           0     173,040      42,647.28            .00     130,392.72   24.6%

37521582 591910 TAXCO ADMIN FEE-               173,040           0     173,040      42,631.28            .00     130,408.72   24.6%

     TOTAL TDC ADMIN FEES-TRANS OUT            346,080           0     346,080      85,278.56            .00     260,801.44   24.6%

37522552 TDC RESEARCH/ADMIN                 

37522552 531041  MANAGEMENT FEE-             1,678,488           0   1,678,488     413,523.30            .00   1,264,964.70   24.6%

     TOTAL TDC RESEARCH/ADMIN                1,678,488           0   1,678,488     413,523.30            .00   1,264,964.70   24.6%

37523552 TDC MARKETING                      

https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=l46TRbRFz6Z7xm1nDAuPPou7MKjYLjwn7qBMUixmGD2aSTxywkicEJEMpkrYa2jg
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=2jHsm4aoruefaPCfzlWA3RApQZqFZ163zZm6kRp88szhIgdwDx5xSrUjjYiCwvNy
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=WK9Jh6dtEXTw3tr%2FqRvEJdg01LlFFO3dbVmDWxNI5k%2Bt8aYO9ikoTl6Gfd%2BDB5n0V3pSmCkC%2FZVKifGHpv7fDg%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=DpWQ7vvZ3sh9SXQNBffAmV8Ca05SsZTymH8BQIZqjM2e4BrQ%2Fon7jijggHBrkza8%2B4GUL%2FM%2For4uT1%2BDjEBIAw%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=N6dTl19g8SJMeDA0x2nb1zqY%2FiWkfpTI0IXMALUnNWistHfcid%2FJpBXxKQY5JvRpVsVwyv4W3disTbu1M6r%2FdQ%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=IuuTzPfsxshsQAkYiNS6E3%2Fy8ynz1ubDPbwnoFtUDsrRHOgJz05CZlEVgBExcUlpeUnt4MJB715t8igH5K5Deg%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=oCdjuxJAQvvKeLNSgGxS3of0MkvO53b8%2FRUlWZ5qVCOHHwNP9r7NKsjy0khOkqzX
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=Yh37WNHNyQI1OyD%2F6z%2BnFK1uGoHE54ACW9SRptqaa%2FfzJa48uQ7T6jzJciqYLYm5
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=Z5ky%2BYD1RrKgw1z%2BclkSzjgN67uTs1DXO4YJ%2BoOVrSRnG%2BGQmyiZNRQqaFzebn75
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=SmAi%2F9FZaVDOxkFizo6EEgk6yL6DUiWWrZgF1WBkv9%2Fi5l0XhOkEGkXesGoTnLXJsdXwfV5BwARWFGQgM6zptQ%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=sMjv%2BK2lkYFbxS1KNENWa8EJs%2FAh483eyzJa3D2K09jHNJcJ4u4QUgfKQEuqDj0eISDgiVj5Y0TtqKoSTpRpeg%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=YuO4Mr3Zh00TY4LIX5uGv474ecFe%2B9L5PzLRDQlypUwqy8l8rRnmEGxcs07%2B%2BFvV
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37523552 369900 DOC MISCELLANEOU                     0           0           0     -35,984.35            .00      35,984.35  100.0%

37523552 399100 C0112 CASH FORWA            -1,000,000           0  -1,000,000            .00            .00  -1,000,000.00     .0%*

37523552 512000  REGULAR SALARIE                43,973           0      43,973            .00            .00      43,973.00     .0%

37523552 521010  FICA TAXES                      2,726           0       2,726            .00            .00       2,726.00     .0%

37523552 521020  MEDICARE TAXES                    638           0         638            .00            .00         638.00     .0%

37523552 522000  RETIREMENT                      5,237           0       5,237            .00            .00       5,237.00     .0%

37523552 523010  LIFE & HEALTH I                 8,250           0       8,250            .00            .00       8,250.00     .0%

37523552 524010  WORKERS' COMPEN                    70           0          70            .00            .00          70.00     .0%

37523552 531000  PROFESSIONAL SE               300,000           0     300,000       5,306.74            .00     294,693.26    1.8%

37523552 531000 C0112 PROFESSION             2,900,000           0   2,900,000      10,000.00      67,141.51   2,822,858.49    2.7%

37523552 534250  MARKETING DATA                235,000           0     235,000      24,750.00     128,750.00      81,500.00   65.3%

37523552 540000 ENTNT TRAVEL AND                 7,200           0       7,200            .00            .00       7,200.00     .0%

37523552 540000 LODGE TRAVEL AND                10,000           0      10,000            .00            .00      10,000.00     .0%

37523552 540000 MEALS TRAVEL AND                10,000           0      10,000            .00            .00      10,000.00     .0%

37523552 540000 TRAVL TRAVEL AND                10,000           0      10,000            .00            .00      10,000.00     .0%

37523552 542000 FULFL FREIGHT AN                 2,500           0       2,500            .00            .00       2,500.00     .0%

37523552 548110  PRODUCTION                    642,854           0     642,854     127,124.22     415,628.57     100,101.21   84.4%

37523552 548110 CONTE PRODUCTION                     0           0           0       4,700.00            .00      -4,700.00  100.0%*

37523552 548110 DESGN PRODUCTION                     0           0           0            .00      31,432.26     -31,432.26  100.0%*

37523552 548120  PAID MEDIA                  3,410,000           0   3,410,000     970,723.73   2,328,094.02     111,182.25   96.7%

37523552 548120 AUDIO PAID MEDIA                     0           0           0       8,333.32            .04      -8,333.36  100.0%*

37523552 548120 DIGIT PAID MEDIA                     0           0           0      44,170.08     150,083.63    -194,253.71  100.0%*

https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=p%2F6firSWcYnFHN%2Bh0VOZbyKyMU4GKJUyzXXYdJXaXwqCtdpJi0NVicJ5kM8MztTQWSBnnRuxwmA%2F%2BJ0XepGfmw%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=mjEoW27Mym50s2XnQCc%2BBPw1RskduHf0IqP7213tP3BuqmgF3eyure6mqfH2YkeEulUXaD%2BXDasgjD%2BiYh0QEw%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=qSHOpUvmqxwMLCKfBD6ZNXjysdfBr3nw3uXo4MTYgoFnLxZ5BEiDiAGaeN4C8kzl
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=c6lhy4mMWqw1ZC3VJD0xy95fxwfmBlR01mJuu4zBqzVH2BlQwU7F0Uc68xGxgLad
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=HFPT%2BL7lcz6Q4bg8688K2wd%2FBmGU0gPeqVyoWW8KF6hdoyGHAEiHoLZWZfxyBldm
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=sIbGmlAocPF9yEfyOYJSkHVm2NtJe0vDqwqrbtLWScLIZh0Hw5pxazZTMjNkq24e
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=4fS99ILTgXRVl%2BViLmK2XFDU8Wjpev9ul8y%2BKdWw9F%2FmjilL8gMlKI8cwq%2BBKJjG
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=byZZPdYyomzs%2BXW1BGIjTIIVrBO9IAwqWsxgDn02SMYUDIFtkSHT4WkdTi7UVJ%2FT
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=7PJXzwzz%2FpudZvljiPVNRiqidSeo2pa41LAVeYkcq%2B1HHQGxwgph7nUMy8yBphRn
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=KA3AXZbHdNVQ%2Be54197iccc1g%2FMGQcqVzhRTdevv96ooLgsirypFvD09qFSpt6Wzz8Ht5HLRRHvgpbfofnAdZA%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=SQr65ygws%2BAFQjUtYUXiZV4tqh%2Fvp5iKntXroTaOfJdTfhLVks6CVQaGpZAUVQ1s
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=EoKtlwyzd3Qb00b7OJeP54W5YqvW4rYJ55SLmCaR0nQNw%2F4N0YLNvE31NbIyKqNaC6jK8x4%2Basc%2F8CypHSUI1Q%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=dYKht0Nox534U3GpDITCdzR1NRuI0ITosFkHbyK0WlaVbknB4MO1IuV0J9Yy2sOgE34WjczLr8D4VabQxh2rfQ%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=IYofPPw0itOJft02YYKtnKVG2dl3flfTzzwBNFAFk3iglwRovnSlpC7GuJjqncNletzscGgFM6B%2FlD1VBF%2FkIg%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=kFSx5BmOKXJW5DAktJFLZc3QNjNQPSWdFK50HjsO85faA7%2FH99mtLxC6PAwtSVWAckKl%2FjFDJUxKqA63uhyF6g%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=MCTQuEuf3olAJhzsLT2TJCt3K34vPdAJqF5r6vO2ccFR0wn9Q7pdDqyHNfM75EfuVYHH6nULSxDdcAzpJGdNBQ%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=yp5F4hFQhqBQIe3Tdt%2FLyRiWJp0bGcebVco69qXT4inAqLPYB4rMTP9Di9TyHMeA
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=TlJc4iCHjAQE3XDZzllPArN5r4qAZjgBMTMozwpnEG2uFVr%2BG0IfzYLBUbfRD60CZP0Uc%2Fe8DPJOTfgKLnriHA%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=F6iS6nh2fFALhXXd1knb2waL7uTOMCECtIr7Hxv%2Bf5geE6HfekzOLD7N%2FfmrNP0HqOnoH1MzDzMyYPZSgbDcWw%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=PDrKUHV0gSHu7woAEX86gZfG7%2F2ApgomCUcJXy9i5nl3qbSbEHUv9jXfewliN58w
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=gfcFdnblP8OZgmPT8GwaHDJdSG7t4jeyuhnTgpEs6VRPuX6aTF6PwOeTwLd81U8a6vzyuDPSQyKd18JdGv%2Ba%2BA%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=z4ffKPgnJ7kZwXkMvNc3IP2A%2FnRDMQMNKQjR35o2GeBOSpYBKKniehP6lToBIwyMasbpJCJ7%2ByxKLGBi4%2FreYw%3D%3D
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37523552 548120 LCPRJ PAID MEDIA                     0           0           0      10,840.00      10,705.00     -21,545.00  100.0%*

37523552 548120 PRINT PAID MEDIA                     0           0           0      29,272.36       3,000.00     -32,272.36  100.0%*

37523552 548240  INTERACTIVE                   450,000           0     450,000      71,188.67     276,502.50     102,308.83   77.3%

37523552 548240 LICEN INTERACTIV                     0           0           0      39,873.74            .00     -39,873.74  100.0%*

37523552 548240 TOOLS INTERACTIV                     0           0           0       1,602.00            .00      -1,602.00  100.0%*

37523552 548350 Grant PARTNERS/S               300,000           0     300,000            .00            .00     300,000.00     .0%

37523552 548350 LCPRJ PARTNERS/S               400,000           0     400,000      65,000.00            .00     335,000.00   16.3%

37523552 548350 PRTNR PARTNERS/S               160,000           0     160,000     135,000.00            .00      25,000.00   84.4%

37523552 548350 SPORT PARTNERS/S               205,000           0     205,000            .00            .00     205,000.00     .0%

37523552 548520  SPECIAL EVENTS                  5,000           0       5,000       2,792.54            .00       2,207.46   55.9%

37523552 548520 DOC SPECIAL EVEN               400,000           0     400,000     241,237.86       2,229.66     156,532.48   60.9%

37523552 548520 HOLDY SPECIAL EV               200,000           0     200,000      92,806.60            .00     107,193.40   46.4%

37523552 548520 RESTW SPECIAL EV                 5,000           0       5,000         560.00            .00       4,440.00   11.2%

37523552 548520 SPEC SPECIAL EVE               300,000           0     300,000      60,685.00            .00     239,315.00   20.2%

37523552 548710 PREXP PUBLIC REL               160,000           0     160,000      40,500.00     119,200.00         300.00   99.8%

     TOTAL TDC MARKETING                     9,173,448           0   9,173,448   1,950,482.51   3,532,767.19   3,690,198.30   59.8%

37524552 TDC TRADE SHOWS/TRAVEL TR          

37524552 534000 WELMC OTHER CONT                 1,200           0       1,200         206.00            .00         994.00   17.2%

37524552 540000 ENTNT TRAVEL AND                 2,500           0       2,500            .00            .00       2,500.00     .0%

37524552 540000 LODGE TRAVEL AND                12,000           0      12,000       3,300.52            .00       8,699.48   27.5%

37524552 540000 MEALS TRAVEL AND                 5,000           0       5,000         441.34            .00       4,558.66    8.8%

https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=iBmBA7S4YnpCGrfi0xr1mBfruL9pcTW2U3CtY%2F5wKUS8Xyyafu91O4xPJavpN89j70n5OGVPoTDia5z4W5lqPw%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=2nD2yzBlLd5Ym06gxS%2FVBz0i0kz0TY3pfwcyBtMe9tKlB48wyHy2AYarlVpQC1GiaVeMf63FzCGpChnVUxNX0g%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=WUUpUJm4eH4KaRu2tBH1KQgvGeSQjc7t6Vra7FScHwAZ2KUOQdCWCxwCa71RtTZC
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=EYaWAZ9jVQqPvZutV31okH%2B4tEyuImO3BxHFrEj92pAp2whDNtsTsFlPd1sYsfeR8VhafqKogYU9BrOyNujV0A%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=Hya9HaVwOFQRpS5rR81m3SQufkhmrPwtOjGIJrta69zX5QNdVbuHhgylIycWFCWhXyWSZAFB%2BTXuI6qcrym5%2Bw%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=Eg5RbueIHSKgcvQpWFletp3jxWYgDQJTd2oY1qyUFbG2NhBWxF%2FbNK0zcVCITIFzw2umusf9ABv7lbzzkkI73w%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=foLlsfL%2FMRu%2F5a%2BIaqwaA%2Fi5mXe3KCs6%2FswRJm%2Bdsm66SqbgCLynmqV6YT6wMSX69%2BYc8P9XnmSHXaww6lTRSg%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=I2vTbfTsYAwEAEPq5bMTXh7RGFxBbOSEB9me2ls8blObx4sondXy2rz7JlK80mLJAjujiKiVWF4n7Kjp6MKahg%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=6rUIDe5AyNpOc0ni11jxhWeGQRjwoqHnOb2DGofN5CuNDCX9O8M8rnqKx0x%2F%2FOLzbH%2Fy8C9lPteOv60n3ZinkA%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=KRbAX%2B4AWxmrz02VYTiM2T7A2r0I%2FPLQXLpE5DRWAWtfWbcNzzgo5Jtvp3X%2Fg66Z
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=wl03vMivdILDbNlmlH3zfYvNhSzHJOsiW6EWu5NoOBKSkfQuS580KAZ3Q35U27Df8ZidGKTxhPrwta76q8oqbQ%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=sEjZlehk6xSuGEJHiXn5IYshe2Nf%2Fiim%2BhFjyy87CYj83WaJHL7eXrPwtsRK06xrTR4qMgweu5GUwILVJhB9Bw%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=wShauR6OUhh4c2fdL%2FHEIc66HvO9A9qHA1xvy9K8Mn2uIa7QU7lxlr02nOETd0FqJJgzmPzh%2BxhlUdT5yewshA%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=K2QMPPkntuScEhpJKcHv0eoax9ov1YYJCJ3TCkY%2FkwSyILfGqY4PAV1LqOa0%2F2IZyarW6yYWyfEEGshKzRwCYw%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=labI9RILh5vJkrsJ5KZxYvVuG0gVaTJkIVQq9A44xw2UWrxryu3bxsfzTnoTrqRk7f3mMepGWuNG%2Bf9srW9EbA%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=DdcEub8n%2Fw9vC%2FymhCILbyxwt4bpp6KZ94wixLXC%2Bh1TZd7g36Pbz85q%2F2If54PorpJgPnP%2FVD6pkzo4O9E9gg%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=6UYP5D0Wh8%2B7Ekoe48%2BWAwanlkZa9y5nA2kMMgTEOQO8UlY2oUiPpzzWi4WKHmALG37xPSUSatszM%2FoHklIEyQ%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=HdQ0zfgEWmG2%2BYSPD8FA0OC7xwp1H0HDxgM7ALZb6DqFzdhq3Yb9jGgBsWnweqp%2Bka40CxGJPMu7YkFem%2FP5rg%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=e5B0lIEeTcLB1jclZ5cKjRWOzHmWDoxnnt%2BA5Plhv3eAdRkeLLQYNy1cS0Yxsoripr5b1wS42zoQSr1hMn1EVA%3D%3D
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37524552 540000 SALMS TRAVEL AND                 1,000           0       1,000            .00            .00       1,000.00     .0%

37524552 540000 TRAVL TRAVEL AND                17,500           0      17,500       3,287.73            .00      14,212.27   18.8%

37524552 541000 WELMC COMMUNICAT                 5,500           0       5,500         392.50            .00       5,107.50    7.1%

37524552 542000 DRAYG FREIGHT AN                80,000           0      80,000            .00            .00      80,000.00     .0%

37524552 542000 FULFL FREIGHT AN                55,000           0      55,000      18,769.47      17,500.00      18,730.53   65.9%

37524552 542000 POSTG FREIGHT AN                     0           0           0          82.54            .00         -82.54  100.0%*

37524552 543000 WELMC UTILITY SE                 5,000           0       5,000       1,910.21            .00       3,089.79   38.2%

37524552 544000 WELMC RENTALS AN                18,000           0      18,000       3,682.03            .00      14,317.97   20.5%

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

37524552 545000 WELMC INSURANCE                  4,200           0       4,200       1,558.00            .00       2,642.00   37.1%

37524552 547000  PRINTING-BROCHU               170,000           0     170,000      15,375.86            .00     154,624.14    9.0%

37524552 548018 INTNL TRAVEL TRA               350,000           0     350,000      74,875.00     177,875.00      97,250.00   72.2%

37524552 548018 MEETG TRAVEL TRA               300,000           0     300,000       2,750.00            .00     297,250.00     .9%

37524552 548018 NICHE TRAVEL TRA               455,000           0     455,000      73,048.50     327,801.50      54,150.00   88.1%

37524552 548018 TDREL TRAVEL TRA                10,000           0      10,000       1,430.00            .00       8,570.00   14.3%

37524552 548018 TDSHW TRAVEL TRA               180,000           0     180,000      20,885.00            .00     159,115.00   11.6%

37524552 548019 INCTV HOSPITALIT               100,000           0     100,000      10,825.92       1,174.08      88,000.00   12.0%

37524552 548019 PUBAW HOSPITALIT                45,000           0      45,000       1,461.24            .00      43,538.76    3.2%

37524552 548019 WELMC HOSPITALIT                15,000           0      15,000       1,300.00            .00      13,700.00    8.7%

37524552 548161 FAMS FAMILIARIZA                15,000           0      15,000            .00            .00      15,000.00     .0%

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

37524552 548161 SALMS FAMILIARIZ                 9,592           0       9,592            .00            .00       9,592.00     .0%

https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=CKFmfT9kyoVlUGck2k%2BE2c3q9YuxJwY60X9D0pxbSnnM%2FKsSU8lBNhfms8JYp67mM8o6jB0PJ4JxaN0%2FWfsInw%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=4lHPx0cqZzh1vUGCKFpNHYfQ3n5hkfRAKbPPsHF2KXdv3mU2scXAbk%2FoCVg0EaF4u8lIl6reZJ26AJ5aJ5SHVw%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=IaUAG0HtokOwslPo9gqTc08bErsZ96g5rf8f512XUfxsRSEgmv%2BvICtrf5BFiV3ZvhQ5ioGxRrlUvnqtgMTJVQ%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=P9ZcNmsd8NdvuaasDoCYYO90NnMe4MyKadovAcjKQpjwc%2BBXOA1q0Vkjnf%2FJjA%2BZ7kSw%2BCizOAi5sFCu0GUx5Q%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=kGk48rmOs0elRE3q4VMYPSfM2c3Pkk1ahokf5zIe%2BvUp2rTa6A1%2Fdp4f%2F3RQN7vX9I8MFwuUT6R700yywaV6jg%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=9X4T%2FlgiTlHQUCWFwBi7ow4P%2FfRIudJOGK%2FoiTfAP37AXSRD91I8g2GtR2wlu4Yz482Z8FpbG2W5FMYpUwax5g%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=hSLmjNpvJSQHMxM4drJ6JFo%2FryIubJFYosr%2FMFwFj2Ou6ss%2F3%2BLRgYiQhIZL79bwhVWwgzHIfjrpLfL3s%2F7QFw%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=UzkypdGEKGhxjYwMo%2BJKbEM34WoIYg9CJN1%2B9VvxpTbJ6MLbysmtXy5eAqSJWfLm93NeJdGjkFy6X7mYKi%2F1KA%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=qcIRVUcICVqWeSkofE7JIQJuNUT6BBID91DFYGSArl3KP3pgmFnsGrTMTSLGEpj8
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=wHeqlPoZHbKwAtUDexM6kyRcfKskaC8iFSRZMJEeudU4cGXghgxR77GIgFWWNj0Ra0eB2Qa35Di%2FTt7UrvOSXw%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=%2BAlsnaVCmPzV2LD44KASlU75t5aX9jaApRJWPWUa0b%2Fk9Y%2Fdwg9dVAuu6y1NgOi0
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=yoyTCJI7dMpeeAOYaoKF4PWBEPNL813aVKCcZ2HbwxL%2Bf%2BUX51W8kXQ5VF%2FfY3uZgJ6jIci0c4sn96aWxrsWUQ%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=dhPgsNzCkQ82aegsd1VI1Ie4g1HFG078VMxwUkyP7FCiAGY8V5HCkuNopfnuMZAyWlMJid4ITO6UthGPQrb65Q%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=girOHeaBUi95wuPl1b9w9VrKPUYAqvVFiEyZpzaDy52ibSLwxZZO3jDJBLjcMqXkRlWZ7sACSuQcnw71gO3CRA%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=78N3%2BqguPYROUScufTKxhUVaUm63wUhw%2FbB0AfdzxZMyBsqxjYoldpnDAxzvwoyAGHK4jNrpwiWXoWxujb%2Fzkw%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=12ZOLnk7INk2emyxrXhOxrqMwMHAz73V3GcXw8Owpxs0fdvi5SweXtB91JdUqixlgFkj9Emfv5X4hamr9lm%2FuA%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=%2Fpqwtw994TK4STwX4Nh2tBm6g45hdfCjB6XHGt%2Fh4dksbX4cKG1PLNzL8kO1oqYLOEj4EVL0leJKrUmFCX0y%2BQ%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=RBU2jVv5CcskRDD09EpYg2ddq%2BXlyCNAWhJG%2FLrewB61%2FlLqWTTF53OLD3SMtwhvzb37I1mYJ3dcxPK1phmbQQ%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=tVp%2BUMLaaCHVGo57oeH1sMVklTBJE8eoCvWayHgyJqVBbktjsFyAFH%2B817sYYcJNFnKh6p%2FR5%2FdlL2okAc3V0Q%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=d0IfQPZDjyWNYyoDHDcAo61VlTxo6SZNs%2BQPkjNbD3dESUmTMwiDWQS0gmOrFcs37LHNIWNQ2GlHvsIKpVrjhA%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=tPlot4uQRLkH1tX6nPSXgtmtUSNTKaiP%2F8CEVJ2s%2BTIhgxYCoKGplumkArl7mbO5GZNb3wrq2soMo58Tzzp9pQ%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=4YdywymWcHHDvjYdOtZ6C5AzHof7vtoHzLCmLbU41lgMkVEediqIX9mesSNmgq4atWiCXcaRsJhMzA%2Bp11u3XQ%3D%3D
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37524552 549000 WELMC OTHER CURR               130,000           0     130,000      24,407.15      85,592.85      20,000.00   84.6%

37524552 552007  PROMOTIONAL SUP                50,000           0      50,000       7,685.57       5,506.01      36,808.42   26.4%

37524552 554006  DUES/SUBSCRIPT/                30,000           0      30,000      14,033.00            .00      15,967.00   46.8%

     TOTAL TDC TRADE SHOWS/TRAVEL TR         2,083,992           0   2,083,992     281,707.58     615,449.44   1,186,834.98   43.0%

37525539 TDC BEACH IMPROVMENTS              

37525539 399100 C0112 CASH FORWA            -3,000,000           0  -3,000,000            .00            .00  -3,000,000.00     .0%*

37525539 534102  CONTRACT SERVIC                30,000           0      30,000            .00            .00      30,000.00     .0%

37525539 534102 OFBCH CONTRACT S               125,000           0     125,000      13,500.00            .00     111,500.00   10.8%

37525539 534102 ONBCH CONTRACT S               360,000           0     360,000     139,500.00      47,008.75     173,491.25   51.8%

37525539 552000  MISC OPERATING                 13,992           0      13,992       9,403.79            .00       4,588.21   67.2%

37525539 554000  DUES & SUBSCRIP                15,000           0      15,000       6,500.00            .00       8,500.00   43.3%

37525539 563000 C0112 IMPROVEMEN             4,100,000           0   4,100,000            .00            .00   4,100,000.00     .0%

37525539 581202  AID-CITY OF FER                75,000           0      75,000       8,820.21            .00      66,179.79   11.8%

     TOTAL TDC BEACH IMPROVMENTS             1,718,992           0   1,718,992     177,724.00      47,008.75   1,494,259.25   13.1%

37999599 RESERVES                           

37999599 599053  RESERVES MARKET             8,330,604           0   8,330,604            .00            .00   8,330,604.00     .0%

37999599 599054  RESERVES TRADE              1,835,245           0   1,835,245            .00            .00   1,835,245.00     .0%

37999599 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%

https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=GQMWdpq6LT%2FX4DEJnqfAgW1bh4oVJ32G%2BeZZEBVhu7HHcCSNGvSOf%2Bcmx4sWrNRshbDRGxdsG%2Bc4F752VsAH9A%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=%2Fc5A21wQN2OFTdl9Z4Qvj%2Beru3TBCPHjBy254YwONEaPrT2GZeGFXehZrryXReYx
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=5u6gQPbYc46tjLtwhsGsD3xZLDIcfnix%2FCCrHuPs5FhXND%2BLqOl1TTatVWeC1395
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=n1qKHmvVu4DlF6Lfa1KGJd78h6Pa9dSmcfK2IbGyfDZd65bU4UCL%2BDJi3Hk1TZSbSwRDLWgDVDbrKcin2YYixw%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=C1AoD%2FV%2FS700idEbaiDFezgf1AHtLMW3SFjUWp9rpvPFWE0HMIZL1wTbfTuORyuZ
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=NMCvWJUZ87QubsaiUkLdnhHP4XT4U4mcvbn%2FmFKLc1MPQYBEz7Z3r%2F9oIexmGKlTHjiud1eaEtaPIfUAYfNCnA%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=fYXdNAJorJepiGvh5ygjE9uegOt7SjNgDNv2gCDjzG3Hl8taea%2FhLIVPuhfXxMeam7sB4B1sU%2FRbb86FWu%2Fraw%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=vU7xQT923%2B54ayQeOTr%2FPDJSO4LBdqVrtYeOghE8Df8stzrsC%2FwaNFgwAPBItVZs
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=LBUrg0hEUQIsYoOpE1d7F9h5Z9v44NeFNAe7VQGQvLzyfcE6PVRw8dsC%2F%2FZ9cdzn
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=GfTQ5cpXv%2FdhMZJvMZyN68lTVruFDta1A0VADSMZTD8%2BnUyWBpq4z89K8cG03%2BlCs%2Fz%2BISg0hbu3yYhFHfMZbQ%3D%3D
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=R28EFnm6ZsMo2ztg%2BiHPt4tg84upiPLP2OMyVW2EEX%2BZ48PZ%2FzSMZrh6Tr0vQ0jP
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=fEfOqQVb6vVrfbdVhWs9h690RzS5Ay1sgBdjtg3IP%2F9VV8gcs7FGuPMEkmKBZx3S
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=tSDV5xd%2FYtrlpBt9np3qtQnc%2FpznhHcqzrQ9%2FFftau7TxmE8X5dsP4RDi%2FVg88mp
https://nassaucountyflmunisapp.tylerhost.net/6235prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=Yg72uQVVTN1i%2BjFzKDbIMSbCJt%2Fjq87sZ4ctEwZrW1WVlto%2F%2F%2FjCQJU%2B341tKJh1
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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

     TOTAL AI TOURIST DEVELOPMENT FUND               0           0           0    -283,463.58   4,195,225.38  -3,911,761.80  100.0%

                           TOTAL REVENUES  -29,996,933           0 -29,996,933  -3,228,163.88            .00 -26,768,769.12
                           TOTAL EXPENSES   29,996,933           0  29,996,933   2,944,700.30   4,195,225.38  22,857,007.32
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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    -283,463.58   4,195,225.38  -3,911,761.80  100.0%

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



FY2024
Type Potential Actual Occ. Sales Pct Bed Tax Potential Actual Occ. Sales Pct Bed Tax Potential Actual Occ. Sales Pct Bed Tax Potential Actual Occ Sales Pct Bed Tax ADR RevPAR

B&B 2,728            1,284            47.1% 420,043$            2.5% 21,002$             2,640            1,081            40.9% 321,514$             2.3% 16,076$         2,976          1,038     34.9% 287,023$            2.6% 14,351$                8,344$                  3,403$                  40.8% 1,028,580$         2.5% 51,429$          $302.26 $123.27
Hotel 46,221          22,413          48.5% 7,932,366$         46.9% 396,618$           44,730          20,494          45.8% 6,363,421$         46.3% 318,171$       46,221        17,503   37.9% 5,407,306$         48.2% 270,365$              137,172$              60,410$                44.0% 19,703,093$       47.1% 985,155$        $326.16 $143.64
Property Management 55,459          32,319          58.3% 7,360,362$         43.6% 368,018$           53,640          28,644          53.4% 5,705,097$         41.5% 285,255$       55,893        28,270   50.6% 4,339,198$         38.7% 216,960$              164,992$              89,233$                54.1% 17,404,657$       41.6% 870,233$        $195.05 $105.49
Rooms* 279               29                 10.4% 54,038$              0.3% 2,702$               240               14                 5.8% 2,723$                 0.0% 136$              248             21           8.5% 2,594$                0.0% 130$                     767$                     64$                       8.3% 59,355$               0.1% 2,968$            $927.43 $77.39
Single Family 5,084            1,275            25.1% 407,330$            2.4% 20,367$             4,950            1,191            24.1% 408,598$             3.0% 20,430$         5,208          1,355     26.0% 365,735$            3.3% 18,287$                15,242$                3,821$                  25.1% 1,181,663$         2.8% 59,083$          $309.25 $77.53
Condo 8,184            2,808            34.3% 724,274$            4.3% 36,214$             7,950            2,865            36.0% 940,483$             6.8% 47,024$         8,246          2,711     32.9% 823,699$            7.3% 41,185$                24,380$                8,384$                  34.4% 2,488,456$         5.9% 124,423$        $296.81 $102.07
TOTAL 117,955        60,128          51.0% 16,898,414         100.0% 844,921             114,150        54,289          47.6% 13,741,836$       100.0% 687,092$       118,792     50,898   42.8% 11,225,554$       100.0% 561,278$              350,897                165,315$              47.1% 41,865,804$       100.0% 2,093,290$     $253.25 $119.31
* rental type ROOMS category: rentals where a home owner is only renting out a room in their house versus the whole dwelling.  (added in May, 2022)

  

Type Potential Actual Occ. Sales Pct Bed Tax Potential Actual Occ. Sales Pct Bed Tax Potential Actual Occ. Sales Pct Bed Tax Potential Actual Occ Sales Pct Bed Tax ADR RevPAR
B&B 2,728            670               24.6% 212,760$            2.0% 10,638$             #DIV/0! -$                    #DIV/0! #DIV/0! -$                    #DIV/0! 2,728                    670                       24.6% 212,760$             2.0% 10,638$          $317.55 $77.99
Hotel 46,221          16,781          36.3% 4,788,864$         45.4% 239,443$           #DIV/0! -$                    #DIV/0! #DIV/0! -$                    #DIV/0! 46,221                  16,781                  36.3% 4,788,864$         45.4% 239,443$        $285.37 $103.61
Property Management 56,079          35,390          63.1% 4,605,675$         43.6% 230,284$           #DIV/0! -$                    #DIV/0! #DIV/0! -$                    #DIV/0! 56,079                  35,390                  63.1% 4,605,675$         43.6% 230,284$        $130.14 $82.13
Rooms* 248               14                 5.6% 2,063$                0.0% 103$                  #DIV/0! -$                    #DIV/0! #DIV/0! -$                    #DIV/0! 248                       14                         5.6% 2,063$                 0.0% 103$               $147.37 $8.32
Single Family 5,208            2,913            55.9% 379,065$            3.6% 18,953$             #DIV/0! -$                    #DIV/0! #DIV/0! -$                    #DIV/0! 5,208                    2,913                    55.9% 379,065$             3.6% 18,953$          $130.13 $72.79
Condo 8,246            2,443            29.6% 570,212$            5.4% 28,511$             #DIV/0! -$                    #DIV/0! #DIV/0! -$                    #DIV/0! 8,246                    2,443                    29.6% 570,212$             5.4% 28,511$          $233.41 $69.15
TOTAL 118,730        58,211          49.0% 10,558,639$       100.0% 527,932$           -               -               #DIV/0! -$                    #DIV/0! -$               -               -         #DIV/0! -$                    #DIV/0! -$                      118,730                58,211                  49.0% 10,558,639$       100.0% 527,932$        $181.39 $88.93
* rental type ROOMS category: rentals where a home owner is only renting out a room in their house versus the whole dwelling.  (added in May, 2022)

Type Potential Actual Occ Sales Pct Bed Tax Potential Actual Occ Sales Pct Bed Tax Potential Actual Occ Sales Pct Bed Tax Potential Actual Occ Sales Pct Bed Tax ADR RevPAR
B&B #DIV/0! -$                    #DIV/0! #DIV/0! -$                    #DIV/0! #DIV/0! -$                    #DIV/0! -                        -                        #DIV/0! -$                    #DIV/0! -$                #DIV/0! #DIV/0!
Hotel #DIV/0! -$                    #DIV/0! #DIV/0! -$                    #DIV/0! #DIV/0! -$                    #DIV/0! -                        -                        #DIV/0! -$                    #DIV/0! -$                #DIV/0! #DIV/0!
Property Management #DIV/0! -$                    #DIV/0! #DIV/0! -$                    #DIV/0! #DIV/0! -$                    #DIV/0! -                        -                        #DIV/0! -$                    #DIV/0! -$                #DIV/0! #DIV/0!
Rooms * #DIV/0! -$                    #DIV/0! #DIV/0! -$                    #DIV/0! #DIV/0! -$                    #DIV/0! -                        -                        #DIV/0! -$                    #DIV/0! -$                #DIV/0! #DIV/0!
Single Family #DIV/0! -$                    #DIV/0! #DIV/0! -$                    #DIV/0! #DIV/0! -$                    #DIV/0! -                        -                        #DIV/0! -$                    #DIV/0! -$                #DIV/0! #DIV/0!
Condo #DIV/0! -$                    #DIV/0! #DIV/0! -$                    #DIV/0! #DIV/0! -$                    #DIV/0! -                        -                        #DIV/0! -$                    #DIV/0! -$                #DIV/0! #DIV/0!
TOTAL -               -               #DIV/0! -$                    #DIV/0! -$                   -               -               #DIV/0! -$                    #DIV/0! -$               -             -         #DIV/0! -$                    #DIV/0! -$                      -                        -                        #DIV/0! -$                    #DIV/0! -$                #DIV/0! #DIV/0!
* rental type ROOMS category: rentals where a home owner is only renting out a room in their house versus the whole dwelling.  (added in May, 2022)

Type Potential Actual Occ Sales Pct Bed Tax Potential Actual Occ Sales Pct Bed Tax Potential Actual Occ Sales Pct Bed Tax Potential Actual Occ Sales Pct Bed Tax ADR RevPAR
B&B #DIV/0! -$                    #DIV/0! #DIV/0! -$                    #DIV/0! #DIV/0! -$                    #DIV/0! -                        -                        #DIV/0! -$                    #DIV/0! -$                #DIV/0! #DIV/0!
Hotel #DIV/0! -$                    #DIV/0! #DIV/0! -$                    #DIV/0! #DIV/0! -$                    #DIV/0! -                        -                        #DIV/0! -$                    #DIV/0! -$                #DIV/0! #DIV/0!
Property Management #DIV/0! -$                    #DIV/0! #DIV/0! -$                    #DIV/0! #DIV/0! -$                    #DIV/0! -                        -                        #DIV/0! -$                    #DIV/0! -$                #DIV/0! #DIV/0!
Rooms * #DIV/0! -$                    #DIV/0! #DIV/0! -$                    #DIV/0! #DIV/0! -$                    #DIV/0! -                        -                        #DIV/0! -$                    #DIV/0! -$                #DIV/0! #DIV/0!
Single Family #DIV/0! -$                    #DIV/0! #DIV/0! -$                    #DIV/0! #DIV/0! -$                    #DIV/0! -                        -                        #DIV/0! -$                    #DIV/0! -$                #DIV/0! #DIV/0!
Condo #DIV/0! -$                    #DIV/0! #DIV/0! -$                    #DIV/0! #DIV/0! -$                    #DIV/0! -                        -                        #DIV/0! -$                    #DIV/0! -$                #DIV/0! #DIV/0!
TOTAL -               -               #DIV/0! -$                    #DIV/0! -$                   #DIV/0! -$                    #DIV/0! -$               -               -         #DIV/0! -$                    #DIV/0! -$                      -                        -                        #DIV/0! -$                    #DIV/0! -$                #DIV/0! #DIV/0!
* rental type ROOMS category: rentals where a home owner is only renting out a room in their house versus the whole dwelling.  (added in May, 2022)

Type Potential Actual Occ Sales Pct Bed Tax ADR RevPAR % ADR $ RevPAR
B&B 11,072          4,073            36.8% 1,241,340$         2.4% 62,067               $304.77 $112.12 -74.51% -26.05% 2.4% B&B
Hotel 183,393        77,191          42.1% 24,491,957$       46.7% 1,224,598          $317.29 $133.55 -74.55% -24.25% 46.7% Hotel
Property Management 221,071        124,623        56.4% 22,010,333$       42.0% 1,100,517          $176.62 $99.56 -79.68% -41.71% 50.9% VacaRental
Rooms 1,015            78                 7.7% 61,419$              0.1% 3,071                 $787.42 $60.51 143.10% -64.90%
Single Family 20,450          6,734            32.9% 1,560,728$         3.0% 78,036               $231.77 $76.32 -75.65% -29.41%
Condo 32,626          10,827          33.2% 3,058,668$         5.8% 152,933             $282.50 $93.75 -75.79% -29.71%  
TOTAL 469,627        223,526        47.6% 52,424,444$       100.0% 2,621,222$        $234.53 $111.63 -77.09% -33.20%

Type Potential Actual Occ Sales Pct Bed Tax ADR RevPAR % ADR $ RevPAR  
B&B 32,120          4,073            12.7% 4,869,866$         2.1% 243,493             $1,195.65 $151.61 279.20% -5.14% 2.1% B&B
Hotel 545,765        77,191          14.1% 96,221,203$       42.1% 4,811,060          $1,246.53 $176.31 277.59% -3.18% 42.1% Hotel
Property Management 634,212        124,623        19.7% 108,327,461$     47.3% 5,416,373          $869.24 $170.81 168.37% -0.94% 55.8% VacaRental  
Rooms 2,921            78                 2.7% 327,121$            0.1% 16,356               $4,193.86 $111.99 1379.56% -20.64%
Single Family 59,299          6,734            11.4% 6,410,824$         2.8% 320,541             $952.01 $108.11 383.68% -15.66%
Condo 94,745          10,827          11.4% 12,635,747$       5.5% 631,787             $1,167.06 $133.37 398.91% 0.96%  
TOTAL 1,369,062    223,526        16.3% 228,792,222$     100.0% 11,439,611        $1,023.56 $167.12 224.25% -2.93%

APRIL MAY JUNE

FY 2024 TOTAL

FY 2023 TOTAL

Third Quarter

JULY AUGUST SEPTEMBER Fourth Quarter

JANUARY FEBRUARY MARCH SECOND QUARTER  

Amelia Island Bed Tax By Type FY2024

OCTOBER NOVEMBER DECEMBER FIRST QUARTER



3/27/202411:32 AM 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 $11,038,924 $10,691,812 $17,400,000 $70,414,834

% Change 12.00% 15.38% -9.42% -7.68% 1.63% -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 $11,038,924 $10,691,812 $17,400,000 $0 $0 $0 $0 $0 $0 $0 $70,414,834
% Change 12.41% 5.76% -8.01% 18.80% 16.00% -100.00% -100.00% -100.00% -100.00% -100.00% -100.00% -100.00% -68.59%

Sales YTD
FY2023 $15,657,013 $27,572,246 $39,759,694 $51,340,688 $68,460,906 $95,545,194 $120,986,208 $142,346,768 $168,540,227 $197,365,390 $213,843,957 $228,819,844  
FY2024 $17,535,768 $31,284,098 $42,323,022 $53,014,834 $70,414,834  
% Change 12.00% 13.46% 6.45% 3.26% 2.85% -100.00% -100.00% -100.00% -100.00% -100.00% -100.00% -100.00%  

Bed Tax Monthly
FY2023 Actual $783,009 $595,762 $609,372 $579,394 $856,011 $1,357,684 $1,264,780 $1,068,028 $1,309,673 $1,441,258 $821,835 $748,794 $11,435,600
FY2024 Actual $876,788 $687,417 $565,113 $527,932 $870,000 $0 $0 $0 $0 $0 $0 $0 $3,527,249
% vs FY2023 11.98% 15.38% -7.26% -8.88% 1.63% -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% -6.17% 14.76% 13.79%

Bed Tax YTD
FY2023 YTD $783,009 $1,378,771 $1,988,143 $2,567,537 $3,423,548 $4,781,232 $6,046,012 $7,114,040 $8,423,713 $9,864,971 $10,686,806 $11,435,600  
FY2024 YTD $876,788 $1,564,205 $2,129,318 $2,657,249 $3,527,249 $3,527,249 $3,527,249 $3,527,249 $3,527,249 $3,527,249 $3,527,249 $3,527,249
Pace vs LY 11.98% 13.45% 7.10% 3.49% 3.03% -26.23% -41.66% -50.42% -58.13% -64.24% -66.99% -69.16%

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 $70,414,834
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Data Source: Hotel (Direct) 

KPI Value Compared Difference

ADR (Hotels) $296 $296 0%
Paid Occupancy % (Hotels) 62.6% 67.4% -7%
RevPAR (Hotels) $189 $204 -8%
Avg. Booking Window (Hotels) 49 44 11%



Copyright Key Data, LLC 2024
Created: 3/14/24 11:03 AM

Market(s):  Amelia Island
Filter(s): none



Data Source: VR (Direct)

KPI Value Compared Difference

ADR $270 $260 4%
Adjusted Paid Occupancy % 50.2% 60.1% -16%
Adjusted RevPAR $136 $156 -13%
Avg. Booking Window 73 69 6%



Copyright Key Data, LLC 2024
Created: 3/14/24 11:03 AM

Market(s):  Amelia Island
Filter(s): none



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

Amelia Island Tourist Development Council

For the Month of February 2024

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

This Year 55.9 57.9 50.2 48.0 51.0 70.4 74.3 72.2 63.6 71.5 75.2 52.9 58.8 65.4 57.3 48.4 46.5 68.8 53.1 60.2 57.1 61.7 63.3 62.8

Last Year 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 50.2 48.0 51.0 70.4 39.0 53.1 60.2 42.4 61.7 63.3

Percent Change -3.2 -8.2 -10.7 -9.5 23.4 6.3 -4.0 -6.7 -10.2 -1.1 3.8 -7.3 5.2 12.9 14.1 0.8 -8.8 -2.2 36.1 13.3 -5.1 45.7 2.6 -0.8

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

This Year 267.16 278.51 251.10 273.74 226.74 265.72 366.30 362.48 338.26 327.83 324.37 270.01 262.71 266.23 253.06 252.88 230.42 266.95 238.78 248.36 251.31 282.16 302.15 299.18

Last Year 260.27 265.41 248.71 263.16 211.24 257.84 350.38 361.38 326.54 332.16 341.96 274.30 267.16 278.51 251.10 273.74 226.74 265.72 179.90 238.78 248.36 221.87 282.16 302.15

Percent Change 2.6 4.9 1.0 4.0 7.3 3.1 4.5 0.3 3.6 -1.3 -5.1 -1.6 -1.7 -4.4 0.8 -7.6 1.6 0.5 32.7 4.0 1.2 27.2 7.1 -1.0

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

This Year 149.26 161.38 126.03 131.38 115.67 186.95 272.10 261.57 215.14 234.25 244.05 142.85 154.43 174.14 144.91 122.30 107.20 183.69 126.88 149.50 143.50 174.18 191.30 187.97

Last Year 150.18 167.48 139.83 139.62 87.35 170.64 271.00 279.38 231.17 239.91 247.79 156.53 149.26 161.38 126.03 131.38 115.67 186.95 70.22 126.88 149.50 94.01 174.18 191.30

Percent Change -0.6 -3.6 -9.9 -5.9 32.4 9.6 0.4 -6.4 -6.9 -2.4 -1.5 -8.7 3.5 7.9 15.0 -6.9 -7.3 -1.7 80.7 17.8 -4.0 85.3 9.8 -1.7

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

This Year 67,650 69,905 67,650 69,905 69,905 63,140 69,905 67,650 69,905 67,650 69,905 69,905 67,650 69,905 67,650 69,905 69,905 63,140 132,868 133,045 133,045 807,401 822,709 823,075

Last Year 67,560 69,812 67,560 69,812 69,812 63,056 69,812 67,560 69,812 67,560 69,905 69,905 67,650 69,905 67,650 69,905 69,905 63,140 118,767 132,868 133,045 716,121 807,401 822,709

Percent Change 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 0.0 0.0 0.0 11.9 0.1 0.0 12.7 1.9 0.0

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

This Year 37,796 40,506 33,954 33,551 35,662 44,423 51,929 48,816 44,462 48,339 52,596 36,984 39,767 45,726 38,739 33,808 32,522 43,447 70,600 80,085 75,969 498,429 520,886 517,135

Last Year 38,982 44,054 37,983 37,040 28,868 41,732 53,997 52,230 49,423 48,797 50,655 39,892 37,796 40,506 33,954 33,551 35,662 44,423 46,358 70,600 80,085 303,430 498,429 520,886

Percent Change -3.0 -8.1 -10.6 -9.4 23.5 6.4 -3.8 -6.5 -10.0 -0.9 3.8 -7.3 5.2 12.9 14.1 0.8 -8.8 -2.2 52.3 13.4 -5.1 64.3 4.5 -0.7

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

This Year 10,097,642 11,281,366 8,525,791 9,184,303 8,086,172 11,804,087 19,021,374 17,694,897 15,039,502 15,847,014 17,060,657 9,986,081 10,447,359 12,173,435 9,803,299 8,549,446 7,493,704 11,598,111 16,858,115 19,890,258 19,091,815 140,634,282 157,385,062 154,714,879

Last Year 10,145,985 11,692,203 9,446,802 9,747,341 6,098,106 10,760,009 18,919,364 18,874,985 16,138,749 16,208,538 17,321,788 10,942,278 10,097,642 11,281,366 8,525,791 9,184,303 8,086,172 11,804,087 8,339,737 16,858,115 19,890,258 67,322,726 140,634,282 157,385,062

Percent Change -0.5 -3.5 -9.7 -5.8 32.6 9.7 0.5 -6.3 -6.8 -2.2 -1.5 -8.7 3.5 7.9 15.0 -6.9 -7.3 -1.7 102.1 18.0 -4.0 108.9 11.9 -1.7

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

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

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

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

A blank row indicates insufficient data.

Running 12 Months

Year To Date Running 12 Months

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



Tourism Activity Report 
 
 

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

The key marketing focus areas of Amelia Island TDC are: 

 
 
 

Events & Promotions 
 

Visitor Services 
o January 2024 – Number of Visitors – 2,202; Number of Welcome Bags Prepared – 84.       
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. 

 
Partner Relations 

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

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

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



 

Amelia Island Tourist Development Council 
 

 
Tourism Activity Report 

 
  

o Executed Restaurant Week (January 19-28, 2024) including coordinating with 25 restaurant’s 
special menus and providing promotional materials, menus, rack cards, posters, etc. See 
Public Relations for all more on partners featured in news and the media kickoff event. 

o Ongoing business listing updates and revisions to AmeliaIsland.com 
o Reached out to new businesses to setup intro meetings and listing setup. 

 
Community Outreach and Program Development 

o Launched and graduated the first class of 16 Amelia Island Ambassadors. Through a program 
of 3 online classes and 3 in person classes, including a TDC meeting, these Ambassadors are 
now equipped to engage with visitors and residents to provide a better experience. Anticipate 
launching second class in late spring/early summer. 

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

o Attended and supported Bicentennial celebration at Wildlight with CVB team. 
o Continued working on efforts to fund Bicentennial Brushstrokes Mural Festival and gain 

formal approvals. Launched collaboration of Bicentennial Brushstrokes with all interested 
parties and municipalities for continued mural festival event efforts.  

o Presented 2024 activities and updated TDC priorities to Sunrise Rotary (FB Golf Club). 
 

Travel & Trade – Meetings, Consumer, International 
o Presented a destination overview to 20 Conference Direct VIP’s that had a regional meeting at 

the Omni Amelia Island Resort 
o Strategized meeting planner emails with USAE, Northstar and our database with agency 
o Prepped and prepared for the Travel & Adventure Consumer Shows (Phoenix, Washington 

D.C. and Atlanta) 
o Prepped and prepared for Florida Encounter (Meeting Planners) and Florida Huddle 

(International Tour Operators) 
o Began planning for Global Meetings Industry Day powered by the U.S. Travel Association 

 
Special Events 
 

o Restaurant Week media launch event at Marlin & Barrel. 
o Finalized logistics for Bicentennial Kick-off Celebration at Wildlight including: 

 4 bands 
 Stage and production 
 Food trucks 
 Event rentals (picnic tables, furniture for band green room) 
 Portable restrooms 
 Trash  
 Rental of kid’s area activities (games and rides) 



 

Amelia Island Tourist Development Council 
 

 
Tourism Activity Report 

 
  

o Close out of Dickens on Centre vendor monies and drafted reporting to the Clerk; awaiting 
approval from AICVB accounting department to submit. 

o Initial review of marketing plans for upcoming events including Festival of Stories & Songs, 
Concours Week, Fernandina Beach Songwriters Festival, Shrimp Festival, and Fish to Fork. 

o Meeting with Keep Nassau Beautiful regarding Wild Amelia Nature Festival to further discuss 
May 18 events in conjunction with Nassau County’s Bicentennial. 

o Final report to County final production and logistic expenses for the Bicentennial event on 
January 13. 

o Meet with Hagerty Marketing to discuss Concours Week marketing strategy in place for the Feb 
29-Mar 3 event. 

o Post Event Reports for sponsorship of AI Cookout (10/20-22) and AI Chamber Music (11/30). 
o Application submitted for 10th Annual Dickens on Centre to City of Fernandina Beach for 

consideration and approval. 
o Attended meeting with Bicentennial Brushstrokes Steering Committee for initial conversations 

on Walldog Mural festival (Nov 6-10). 

 
 
 

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 – both brand and events like Restaurant Week 
24, Amelia Island Chamber Music Festival, Amelia Island Book Festival and Amelia Island 
Concours Week. 

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 Responding to 1Q marketing conditions showing softness in projected occupancy, 

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

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

extension of weather-trigger campaign to drive new international visitation 



 

Amelia Island Tourist Development Council 
 

 
Tourism Activity Report 

 
  

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

o  Approve creative executions for media program rollouts – updating creative for Brand, 
SEM, social and niche marketing  

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

Music Festival, Amelia Island Restaurant Week, Amelia Island Book Festival and Amelia 
Island Concours Week. 

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 featuring Festivals & Events, plus Activities  
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.  January is Romance month with Restaurant Week, WinterSip & Shop and Amelia 
Island Chamber Music Festival as events in the month 



 

Amelia Island Tourist Development Council 
 

 
Tourism Activity Report 

 
  

o Blogs in January: Valentine’s Weekend Getaway, First Friday Foodie Feature: Mezcal, 16 Sweet 
Spots on Amelia Island, Hidden Gems on Amelia Island, Winter Wildlife Watching, Cozy 
Accommodations, Resolution-Friendly Dining: Healthy Eating on Amelia Island, Inspiring 
Winder Sunrises and Sunsets: Best Viewing Spots, Restaurant Week Recap 

o Emails in January: New Year, New Things on Amelia Island/Savor the Flavor: It’s Restaurant 
Week/Valentines Weekend Getaway; Romantic Getaway Itinerary/16 Sweet Spots on Amelia 
Island/Hidden Gems on Amelia Island; OMNI AMELIA ISLAND RESORT 

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

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

 

 
 
Collateral 

o Updated and reprinted the following collateral brochures 
o Inspiration Guide for direct fulfillment through the website plus in-market and trade 

show distribution 
o Leave No Trace rack card for annual Beach Safety and Leave No Trace program 

communications 
o Tear Off Maps for Welcome Center distribution 



 

Amelia Island Tourist Development Council 
 

 
Tourism Activity Report 

 
  

o Restaurant Posters for participating restaurants and partners, Restaurant Rack Cards, 
individual Restaurant Menus for participating restaurants and 100 Restaurant Menu 
Books for lodging partner concierge staff 

o Distributed 17 cases of destination brochures to in market tourism partners  
o Mailed 502 visitor guides to fulfill online requests 

 
Public Relations Activity Report 
Writers/Influencers  

ο Finalized itinerary and hosted Cynthia Drake/freelancer (Jan. 10-12) with VISIT FLORIDA. Assisted 
with visit as necessary. Followed up after visit. Coverage pending.  

ο Connected with Brenna Darling/National Geographic Book and arranged one-day itinerary (Jan. 
24). Followed up after visit. Coverage pending in 2025.  

ο Finalized itinerary and hosted Kathryn Fortunato/Lizzie Fortunato Jewels (Jan. 31-Feb. 2). 
Assisted with visit as necessary. Followed up after visit. Partial coverage published.  

ο Secured, finalized itineraries and hosted two influencers for Amelia Island Restaurant Week 
(Bryana Dunn and Stepheny Chau).  

ο Finalized itinerary for Melissa Reilly, the winner of the National Dog Day campaign (Feb. 8-10).  
ο Started planning press visit for Adeina Anderson and Jennifer Broome (Feb. 25-27).  
ο Met with and decided to move forward with hosting Pets Welcome Here (April 29-May 1). 

Signed agreement and secured lodging; sent permit info.  
ο Connected with Nikki Van Son/nikki.vs about future press visit.  
ο Connected with Nick and Madison Hearn/thecapturingcouple about future press visit.  
ο Followed up with Innisfree Properties about Macaroni Kid group media visit in 2024/2025.  
ο Followed up with Rachel Owns/Rachelamyowens after her visit (Dec. 8-10). Coverage published.  
ο Followed up with Dave Pollard/Toronto Sun after his visit (Nov. 15-17). Coverage pending.  
ο Followed up with Katherine McMahon/Vineyards and Voyages after her visit for second reel 

(Nov. 13-16). Coverage published.  
ο Followed up with Jared Ranahan/Forbes after his visit. (Nov. 2-5). Coverage pending.  
ο Followed up with Julie Bielenberg/travel writer after her visit April 26-29. Coverage pending.  

 

Press/Outreach 

ο Executed Restaurant Week Media Event. Influencers, Fernandina Observer and WJXT News4Jax 
attended.  

ο Distributed Restaurant Week press release to local media.  
ο Secured and executed interview with 104.5 WOKV for Restaurant Week (Jan. 3)  
ο Executed segment on First Coast News “Good Morning Jacksonville” for Restaurant Week (Jan. 13).  



 

Amelia Island Tourist Development Council 
 

 
Tourism Activity Report 

 
  

ο Executed segment on WJXT News4Jax “River City Live” daytime show for Restaurant Week (Jan. 16). 
ο Followed up with First Coast News “First Coast Living” segment for Restaurant Week. No 

response.  
ο Finalized and sent Dickens on Centre “Letter to the Editor” for Fernandina Beach News-Leader.  
ο Started preparing FY24 Q1 recap release about Dickens on Centre and TaxSlayer Gator Bowl.  
ο Outreach to Rich Donnelly/Good Morning Jacksonville on First Coast News about Concours 

segment.  
ο Agency media desksides in New York/IMM.  
ο Submitted pitch for VISIT FLORIDA “Multigen” SMT. Selected for program (March 26).  
ο Continued working on press kit copy edits.  
ο Submitted info on accessibility to Becka Stair Gill/Accessible Journeys Magazine.  
ο Sent Meetings Today request to partners and started gathering info. Due in Feb.  
ο Pitched summer in Amelia Island for Nonstop Life, Allegiant’s inflight magazine to Nancy Foster.  
ο Provided list of annual events to freelancer, Patti Roth.  
ο Provided “What’s New” info to freelancer, Angela Carlton-Caraway for future story 

consideration.  
ο Submitted “What’s New,” “Spring Break for Families,” “Sustainable/Eco-Tourism,” “Dry 

Tripping,” and “Pet-Friendly” info to VISIT FLORIDA. 
ο Submitted Tourism Marketing Today Quick Trip about Dickens on Centre.  

  

Promotional / Partnerships 

ο Conducted partner outreach for VISIT FLORIDA Canadian Weather Network promotion. Secured 
two activity partners and provided information to VISIT FLORIDA. Campaign launched.   

ο Met Tanjuria Willis/ATLSFW and Sydney Dean (designer).  
o Sent information about the initiative to Joanne Hayes/Simply Buckhead.  

 

Misc.  

ο Met with Paul and Marilou to review FY24 PR Forecast and plans. Revised the PR Forecast as 
applicable. Updated budget sheets as well.  

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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Tourism Activity Report 
 
 

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

The key marketing focus areas of Amelia Island TDC are: 

 
 
 

Events & Promotions 
 

Visitor Services 
o February 2024 – Number of Visitors – 2,021; Number of Welcome Bags Prepared – 140.       
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 Onboarded 3 new tourism business partners (Blue Heron new owners, Barefoot Flyers PPG, & 

Ash Street Cigar Parlor) 
o Oak Marsh Ground Breaking event, closed for renovations through early October 
o Visitor rounds reporting set up in Zartico dashboard to assist FL First 
o Ongoing business listing updates and revisions to AmeliaIsland.com 
o Outreach to new businesses to setup intro meetings and listing setup 

 
 
Community Outreach and Program Development 

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

o Attended Fernandina 200 Meetings to finalize 2024 activities. 
o Presented TDC update and priorities at Nassau County Business Retention & Expansion 

Breakfast at the Callahan Fire Department.   
o Distributed Gator Bowl Charities Blessings in a Backpack to students at Hilliard Elementary 

School.   
o Continued working on efforts for Nassau County to be the future home of the Florida Musuem 

of Black History, including responding to media requests.  
o Continued working on efforts to fund Bicentennial Brushstrokes Mural Festival and gain 

formal approvals. Launched collaboration of Bicentennial Brushstrokes with all interested 
parties and municipalities for continued mural festival event efforts. 

o Began planning for Downtown to Dunes Trash Cleanup with Keep Nassau Beautiful, 
Fernandina Beach Main Street and Leadership Nassau Alums.  

o Emceed the Amelia Island Book Festival Celebrity Author Gala with David Baldacci and John 
Grisham.  

 

 
Travel & Trade – Meetings, Consumer, International 

o Attended Florida Encounter – met with 35+ meeting planners 
o Attended Florida Huddle – met with 45+ international tour operators 
o Travel & Adventure Consumer Shows began – well attended 

o Phoenix & Washington D.C.  
o Hosted UK agency rep in destination for familiarization and strategy planning 
o Began executing a proposal for TravPro travel agent training application platform 
o Responded to meetings RFP’s in Cvent 
o Finalized trade show booth arrangements for IPW – Los Angeles in May 2024 

 



Special Events 
o Meet with Shrimp Festival executive committee regarding marketing plan. 
o Meet with Hagerty Digital Acquisition Team Lead, Amanda Means, to further discuss 

marketing plan for The Amelia as included in Amelia Island Concours Week strategy. 
o Meet with Keep Nassau Beautiful, County Park & Rec Director, and County Director of 

Strategic Advancement & Economic Resources at Main Beach Park to discuss layout and 
logistics of May 18 Bicentennial Opening of the Beaches in conjunction with Wild Amelia 
Nature Festival. 

o Reached out to Salty Sports Society regarding Opening of the Beaches Run at Peter’s Point 
on May 18 as part of County Bicentennial event. 

o Initial footprint of Bicentennial Opening of the Beaches and Wild Amelia Nature Festival. 
o Internal discussions of Engage!24 Amelia Island and marketing potential for Amelia Island 

destination and brand. 
o Review of Sponsorships and renewals/amendments needed for 2024 and 2025. 
o Meeting with Salty Sports Society regarding Opening of the Beaches Run including 

discussion of logistics and planning for a successful event. 
o Discussion with Ritz-Carlton, Amelia Island regarding partnership proposal for Engage!24 

Amelia Island. 
 
 

Marketing 
 
Operations 

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

o  Ongoing updates to digital signage system in Welcome Center using in-house management 
platform OptiSigns supporting key messaging – both brand and events like Amelia Island 
Chamber Music Festival, Amelia Island Concours Week, Sounds on Centre, Fernandina Beach 
and Songwriters Festival 

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 Responding to 1Q marketing conditions showing softness in projected occupancy, 

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

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

extension of weather-trigger campaign to drive new international visitation 



 

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

o  Approve creative executions for media program rollouts – updating creative for Brand, 
SEM, social and niche marketing  

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

Music Festival, Amelia Island Concours Week, and Amelia Island Songwriters Festival 
o Dedicated Meetings support launched and ongoing via digital media and e-marketing 
o Local planning and media purchasing in development supporting events as a key brand pillar 

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

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

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

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

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

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

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

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

o Identified key messaging verticals by month to leverage communications across blogs, email, 
website and social media to drive business across key segments and holiday and cultural 
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events.  February is Romance month with Groundhogs Day, Valentine’s Day, President’s Day as 
well as National Drink Wine Day (2/18), SuperBowl Sunday (2/12) and Shrove Tuesday Mardi 
Gras (2/21) in the month 

o Blogs in February: First Friday Foodie Feature: Mason’s Famous Lobster Rolls, Say “I do” to the 
Sun, Sea and Southern Charm, Spring Events, For the Adventurous Traveler Itinerary, 
Innkeepers Mini Itinerary, Ways to Get Around, All Things Mocktail on Amelia Island, Top 10 
Activities to Add to Your Meeting Itinerary, Wedding Spotlight 

o Emails in February: Valentines Weekend Getaway/Resolution Friendly Dining/Amelia Island 
Concours Week; Honeymoon Itinerary/RESIDENCE INN/Inspiring Winter Sunrises; OMNI 
AMELIA ISLAND RESORT 

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

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

  
o Distributed 23 cases of destination brochures to tourism partners in market 
o Mailed 478 visitor guides to fulfill online requests 
o Distributed “Leave-No-Trace” rack cards to all lodging units to help communicate local 

ordinance. 
o  

 
Public Relations Activity Report 
 

Writers/Influencers  

ο Hosted Melissa Reilly, the winner of the National Dog Day campaign (Feb. 8-10).  
ο Finalized itinerary and hosted Adeina Anderson and Jennifer Broome (Feb. 25-27). Assisted with visit as 

necessary. Followed up after visit. Coverage pending.  
ο Continued planning media visit for Nikki Van Son/nikki.vs. Confirmed dates (April 12-14) and secured 

lodging.  
ο Continued planning Pets Welcome Here TV shoot (April 29-May 1). Gathered permits and insurance.  
ο Connected with Paige Minear/The Pink Clutch Blog about media visit.  
ο Connected with Amanda Steijlen about content creator partnership to highlight accessibility.  
ο Followed up with Innisfree Properties about Macaroni Kid group media visit in 2024/2025. They decided 

to pass at this time. AICVB decided to hold on opportunity until 2025.  
ο Followed up with Kathryn Fortunato/Lizzie Fortunato Jewels after her visit (Jan. 31-Feb. 2). Coverage 

pending.  
ο Followed up with Cynthia Drake/freelancer after her visit (Jan. 10-12). Coverage pending. Received 

update about pivot from Southern Living to Nonstop Life (Allegiant inflight magazine).  
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 Julie Bielenberg/travel writer after her visit April 26-29. Coverage pending.  

 

Press/Outreach 

ο Finalized and distributed FY24 Q1 recap release about Dickens on Centre and TaxSlayer Gator Bowl.  
o Worked with Jacksonville Business Journal on correction.  
ο Pitched spring events using AICVB blog.  
ο Hagerty unable to execute Rich Donnelly/Good Morning Jacksonville on First Coast News about Concours 

segment. Asked Ritz to join, but they passed, and client had to cancel segment. Sent pitch for Amelia 
Island Concours Week.  
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ο Researched, coordinated and finalized February advertorial package with Naples Illustrated for Amelia 
Island Concours Week.   

ο Selected for VISIT FLORIDA “Multigen” SMT (March 26). Provided talking points to VISIT FLORIDA. Started 
gathering video assets.  

ο Arranged phone interview with Paige Townley and AICVB VP for ConventionSouth Magazine story for the 
May issue about islands of the South that would be ideal for hosting meetings/events. Also provided 
images and connected her to The Ritz-Carlton, Amelia Island.  

ο Completed and submitted ConventionSouth Florida Event Planner Guide questionnaire and sent to Fran 
Morley.  

ο Submitted information on The Sprouting Project and DMC Trends to Jennifer Juergens for Meetings 
Today Florida supplement.  

ο Approved image for Heart Media Group’s new outlet, Jacksonville Week&, about mini golf.  
ο Submitted pitch for “Best U.S. Islands for a Quick Getaway” for The Zoe Report.  
ο Provided AICVB statement about Black History Museum to Allison Matthews at Action News Jax.  
ο Provided images and information about the Right Whale Festival to VISIT FLORIDA for story in Time Out 

about whale watching.  
ο Submitted pitch to Jalyn Robinson for Travel + Leisure’s “America’s Best Small Towns 2024.”  
ο Completed press kit updates. 

  

Promotional / Partnerships 

ο Submitted two lodging partners for VISIT FLORIDA’s WRVW-FM Nashville “Flip Flop” Radio Promotion. 
Partners not selected.  

ο Presented Price is Right Prize Package opportunity but decided to pass.  
ο Met with AICVB team to discuss dress ATLSFW dress unveiling and video.   

 

Misc.  

ο Revised PR Forecast. Met with VP to confirm changes.  
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. 
 
 

  



 
Activity Report, Amelia Island – January 2024 
 

Writers/Influencers  

 Finalized itinerary and hosted Cynthia Drake/freelancer (Jan. 10-12) with VISIT FLORIDA. Assisted 
with visit as necessary. Followed up after visit. Coverage pending.  

 Connected with Brenna Darling/National Geographic Book and arranged one-day itinerary (Jan. 24). 
Followed up after visit. Coverage pending in 2025.  

 Finalized itinerary and hosted Kathryn Fortunato/Lizzie Fortunato Jewels (Jan. 31-Feb. 2). Assisted 
with visit as necessary. Followed up after visit. Partial coverage published.  

 Secured, finalized itineraries and hosted two influencers for Amelia Island Restaurant Week (Bryana 
Dunn and Stepheny Chau).  

 Finalized itinerary for Melissa Reilly, the winner of the National Dog Day campaign (Feb. 8-10).  

 Started planning press visit for Adeina Anderson and Jennifer Broome (Feb. 25-27).  

 Met with and decided to move forward with hosting Pets Welcome Here (April 29-May 1). Signed 
agreement and secured lodging; sent permit info.  

 Connected with Nikki Van Son/nikki.vs about future press visit.  

 Connected with Nick and Madison Hearn/thecapturingcouple about future press visit.  

 Followed up with Innisfree Properties about Macaroni Kid group media visit in 2024/2025.  

 Followed up with Rachel Owns/Rachelamyowens after her visit (Dec. 8-10). Coverage published.  

 Followed up with Dave Pollard/Toronto Sun after his visit (Nov. 15-17). Coverage pending.  

 Followed up with Katherine McMahon/Vineyards and Voyages after her visit for second reel (Nov. 
13-16). Coverage published.  

 Followed up with Jared Ranahan/Forbes after his visit. (Nov. 2-5). Coverage pending.  

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

 

Press/Outreach 

 Executed Restaurant Week Media Event. Influencers, Fernandina Observer and WJXT News4Jax 
attended.  

 Distributed Restaurant Week press release to local media.  

 Secured and executed interview with 104.5 WOKV for Restaurant Week (Jan. 3)  

 Executed segment on First Coast News “Good Morning Jacksonville” for Restaurant Week (Jan. 13).  

 Executed segment on WJXT News4Jax “River City Live” daytime show for Restaurant Week (Jan. 16).  



 
 Followed up with First Coast News “First Coast Living” segment for Restaurant Week. No response.  

 Finalized and sent Dickens on Centre “Letter to the Editor” for Fernandina Beach News-Leader.  

 Started preparing FY24 Q1 recap release about Dickens on Centre and TaxSlayer Gator Bowl.  

 Outreach to Rich Donnelly/Good Morning Jacksonville on First Coast News about Concours segment.  

 Agency media desksides in New York/IMM.  

 Submitted pitch for VISIT FLORIDA “Multigen” SMT. Selected for program (March 26).  

 Continued working on press kit copy edits.  

 Submitted info on accessibility to Becka Stair Gill/Accessible Journeys Magazine.  

 Sent Meetings Today request to partners and started gathering info. Due in Feb.  

 Pitched summer in Amelia Island for Nonstop Life, Allegiant’s inflight magazine to Nancy Foster.  

 Provided list of annual events to freelancer, Patti Roth.  

 Provided “What’s New” info to freelancer, Angela Carlton-Caraway for future story consideration.  

 Submitted “What’s New,” “Spring Break for Families,” “Sustainable/Eco-Tourism,” “Dry Tripping,” 
and “Pet-Friendly” info to VISIT FLORIDA. 

 Submitted Tourism Marketing Today Quick Trip about Dickens on Centre.  

 

Promotional / Partnerships 

 Conducted partner outreach for VISIT FLORIDA Canadian Weather Network promotion. Secured two 
activity partners and provided information to VISIT FLORIDA. Campaign launched.   

 Met Tanjuria Willis/ATLSFW and Sydney Dean (designer).  

o Sent information about the initiative to Joanne Hayes/Simply Buckhead.  

 

Misc.  

 Met with Paul and Marilou to review FY24 PR Forecast and plans. Revised the PR Forecast as 
applicable. Updated budget sheets as well.  

 Vetting reactive requests and passing if applicable.  

 Bi-weekly meetings with Marilou. 

 Provided activity and publicity reports. 

 Share press visit coverage with partners.  



 
Activity Report, Amelia Island – February 2024 – Invoice 020124-120-247 
 

Writers/Influencers  

 Hosted Melissa Reilly, the winner of the National Dog Day campaign (Feb. 8-10).  

 Finalized itinerary and hosted Adeina Anderson and Jennifer Broome (Feb. 25-27). Assisted with visit 
as necessary. Followed up after visit. Coverage pending.  

 Continued planning media visit for Nikki Van Son/nikki.vs. Confirmed dates (April 12-14) and secured 
lodging.  

 Continued planning Pets Welcome Here TV shoot (April 29-May 1). Gathered permits and insurance.  

 Connected with Paige Minear/The Pink Clutch Blog about media visit.  

 Connected with Amanda Steijlen about content creator partnership to highlight accessibility.  

 Followed up with Innisfree Properties about Macaroni Kid group media visit in 2024/2025. They 
decided to pass at this time. AICVB decided to hold on opportunity until 2025.  

 Followed up with Kathryn Fortunato/Lizzie Fortunato Jewels after her visit (Jan. 31-Feb. 2). Coverage 
pending.  

 Followed up with Cynthia Drake/freelancer after her visit (Jan. 10-12). Coverage pending. Received 
update about pivot from Southern Living to Nonstop Life (Allegiant inflight magazine).  

 Followed up with Dave Pollard/Toronto Sun after his visit (Nov. 15-17). Coverage pending.  

 Followed up with Jared Ranahan/Forbes after his visit. (Nov. 2-5). Coverage pending.  

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

 

Press/Outreach 

 Finalized and distributed FY24 Q1 recap release about Dickens on Centre and TaxSlayer Gator Bowl.  

o Worked with Jacksonville Business Journal on correction.  

 Pitched spring events using AICVB blog.  

 Hagerty unable to execute Rich Donnelly/Good Morning Jacksonville on First Coast News about 
Concours segment. Asked Ritz to join, but they passed, and client had to cancel segment. Sent pitch 
for Amelia Island Concours Week.  

 Researched, coordinated and finalized February advertorial package with Naples Illustrated for 
Amelia Island Concours Week.   

 Selected for VISIT FLORIDA “Multigen” SMT (March 26). Provided talking points to VISIT FLORIDA. 
Started gathering video assets.  



 
 Arranged phone interview with Paige Townley and AICVB VP for ConventionSouth Magazine story 

for the May issue about islands of the South that would be ideal for hosting meetings/events. Also 
provided images and connected her to The Ritz-Carlton, Amelia Island.  

 Completed and submitted ConventionSouth Florida Event Planner Guide questionnaire and sent to 
Fran Morley.  

 Submitted information on The Sprouting Project and DMC Trends to Jennifer Juergens for Meetings 
Today Florida supplement.  

 Approved image for Heart Media Group’s new outlet, Jacksonville Week&, about mini golf.  

 Submitted pitch for “Best U.S. Islands for a Quick Getaway” for The Zoe Report.  

 Provided AICVB statement about Black History Museum to Allison Matthews at Action News Jax.  

 Provided images and information about the Right Whale Festival to VISIT FLORIDA for story in Time 
Out about whale watching.  

 Submitted pitch to Jalyn Robinson for Travel + Leisure’s “America’s Best Small Towns 2024.”  

 Completed press kit updates. 

 

Promotional / Partnerships 

 Submitted two lodging partners for VISIT FLORIDA’s WRVW-FM Nashville “Flip Flop” Radio 
Promotion. Partners not selected.  

 Presented Price is Right Prize Package opportunity but decided to pass.  

 Met with AICVB team to discuss dress ATLSFW dress unveiling and video.   

 

Misc.  

 Revised PR Forecast. Met with VP to confirm changes.  

 Vetting reactive requests and passing if applicable.  

 Bi-weekly meetings with Marilou. 

 Provided activity and publicity reports. 

 Share press visit coverage with partners.  
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https://www.news4jax.com/river-city-live/2024/01/17/amelia-island-restaurant-week-jan-19-28/
https://www.news4jax.com/news/local/2024/01/03/25-amelia-island-restaurants-preparing-to-serve-up-delicious-cuisine-during-10-day-culinary-showcase/
https://www.news4jax.com/river-city-live/2024/01/18/river-city-plus-amelia-island-deep-dive/
https://www.firstcoastnews.com/article/news/local/restaurant-week-amelia-island-2024/77-50847112-9e2e-40c7-9e4b-dd6a24ab5ff6
https://fernandinaobserver.com/things-to-do/dining/amelia-island-restaurant-week-celebrates-its-sweet-sixteen/
https://www.wokv.com/news/16th-annual-amelia-island-restaurant-week/JNJ7WRM6MBF67J34SI4QF7NF4U/
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https://mms.tveyes.com/MediaCenterPlayer.aspx?u=aHR0cDovL21lZGlhY2VudGVyLnR2ZXllcy5jb20vZG93bmxvYWRnYXRld2F5LmFzcHg%2FVXNlcklEPTEyODA0NjcmTURJRD0yMTA1MTY2MSZNRFNlZWQ9OTg0MyZUeXBlPU1lZGlh
https://www.fbnewsleader.com/local-regional-news/forget-your-new-years-resolution-lose-weight-its-restaurant-week-amelia-island
https://mms.tveyes.com/MediaCenterPlayer.aspx?u=aHR0cDovL21lZGlhY2VudGVyLnR2ZXllcy5jb20vZG93bmxvYWRnYXRld2F5LmFzcHg%2FVXNlcklEPTEyODA0NjcmTURJRD0yMTA1MTQ0NSZNRFNlZWQ9Mzc0MSZUeXBlPU1lZGlh
https://newsfinale.com/us/25-amelia-island-restaurants-preparing-to-serve-up-delicious-cuisine-during-10-day-culinary-showcase/
https://mms.tveyes.com/MediaCenterPlayer.aspx?u=aHR0cDovL21lZGlhY2VudGVyLnR2ZXllcy5jb20vZG93bmxvYWRnYXRld2F5LmFzcHg%2FVXNlcklEPTEyODA0NjcmTURJRD0yMTA1MTUxNyZNRFNlZWQ9MTY1NCZUeXBlPU1lZGlh
https://mms.tveyes.com/MediaCenterPlayer.aspx?u=aHR0cDovL21lZGlhY2VudGVyLnR2ZXllcy5jb20vZG93bmxvYWRnYXRld2F5LmFzcHg%2FVXNlcklEPTEyODA0NjcmTURJRD0yMTA1MTQxMSZNRFNlZWQ9Mjc3JlR5cGU9TWVkaWE%3D
https://mms.tveyes.com/MediaCenterPlayer.aspx?u=aHR0cDovL21lZGlhY2VudGVyLnR2ZXllcy5jb20vZG93bmxvYWRnYXRld2F5LmFzcHg%2FVXNlcklEPTEyODA0NjcmTURJRD0yMTA1MTUzMyZNRFNlZWQ9ODcwNyZUeXBlPU1lZGlh
https://mms.tveyes.com/MediaCenterPlayer.aspx?u=aHR0cDovL21lZGlhY2VudGVyLnR2ZXllcy5jb20vZG93bmxvYWRnYXRld2F5LmFzcHg%2FVXNlcklEPTEyODA0NjcmTURJRD0yMTA1MTM5OSZNRFNlZWQ9NDA3NCZUeXBlPU1lZGlh


https://mms.tveyes.com/MediaCenterPlayer.aspx?u=aHR0cDovL21lZGlhY2VudGVyLnR2ZXllcy5jb20vZG93bmxvYWRnYXRld2F5LmFzcHg%2FVXNlcklEPTEyODA0NjcmTURJRD0yMTA1MTM3MCZNRFNlZWQ9Nzc5NSZUeXBlPU1lZGlh
https://hayworth-pr.influencekit.com/reports/pdf/b3bf5df889750478998eab7d72649403db9bbb16?eagerLoadEmbeds=true&pdf=true
https://mms.tveyes.com/MediaCenterPlayer.aspx?u=aHR0cDovL21lZGlhY2VudGVyLnR2ZXllcy5jb20vZG93bmxvYWRnYXRld2F5LmFzcHg%2FVXNlcklEPTEyODA0NjcmTURJRD0yMTA1MTQzMSZNRFNlZWQ9Mjc3JlR5cGU9TWVkaWE%3D
https://mms.tveyes.com/MediaCenterPlayer.aspx?u=aHR0cDovL21lZGlhY2VudGVyLnR2ZXllcy5jb20vZG93bmxvYWRnYXRld2F5LmFzcHg%2FVXNlcklEPTEyODA0NjcmTURJRD0yMTA1MTQ0MCZNRFNlZWQ9MTQwNyZUeXBlPU1lZGlh
https://www.instagram.com/reel/C2VCyqZupxd/
https://mms.tveyes.com/MediaCenterPlayer.aspx?u=aHR0cDovL21lZGlhY2VudGVyLnR2ZXllcy5jb20vZG93bmxvYWRnYXRld2F5LmFzcHg%2FVXNlcklEPTEyODA0NjcmTURJRD0yMTA1MTU1MyZNRFNlZWQ9MjY2OCZUeXBlPU1lZGlh
https://mms.tveyes.com/MediaCenterPlayer.aspx?u=aHR0cDovL21lZGlhY2VudGVyLnR2ZXllcy5jb20vZG93bmxvYWRnYXRld2F5LmFzcHg%2FVXNlcklEPTEyODA0NjcmTURJRD0yMTA1MTU2MCZNRFNlZWQ9NjA5OCZUeXBlPU1lZGlh
https://mms.tveyes.com/MediaCenterPlayer.aspx?u=aHR0cDovL21lZGlhY2VudGVyLnR2ZXllcy5jb20vZG93bmxvYWRnYXRld2F5LmFzcHg%2FVXNlcklEPTEyODA0NjcmTURJRD0yMTA1MTUwNSZNRFNlZWQ9NjE2MiZUeXBlPU1lZGlh
https://mms.tveyes.com/MediaCenterPlayer.aspx?u=aHR0cDovL21lZGlhY2VudGVyLnR2ZXllcy5jb20vZG93bmxvYWRnYXRld2F5LmFzcHg%2FVXNlcklEPTEyODA0NjcmTURJRD0yMTA1MTQxOCZNRFNlZWQ9OTYwJlR5cGU9TWVkaWE%3D


https://mms.tveyes.com/MediaCenterPlayer.aspx?u=aHR0cDovL21lZGlhY2VudGVyLnR2ZXllcy5jb20vZG93bmxvYWRnYXRld2F5LmFzcHg%2FVXNlcklEPTEyODA0NjcmTURJRD0yMTA1MTU0NCZNRFNlZWQ9Mzg0MiZUeXBlPU1lZGlh
https://mms.tveyes.com/MediaCenterPlayer.aspx?u=aHR0cDovL21lZGlhY2VudGVyLnR2ZXllcy5jb20vZG93bmxvYWRnYXRld2F5LmFzcHg%2FVXNlcklEPTEyODA0NjcmTURJRD0yMTA1MTU2NyZNRFNlZWQ9NDI3OSZUeXBlPU1lZGlh
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https://www.yelp.com/events/fernandina-beach-amelia-island-restaurant-week
https://hayworth-pr.influencekit.com/reports/pdf/b3bf5df889750478998eab7d72649403db9bbb16?eagerLoadEmbeds=true&pdf=true
https://bnnbreaking.com/lifestyle/food/amelia-island-gears-up-for-a-gastronomic-adventure-with-restaurant-week/
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https://instagram.com/stories/lfjewels/3292721307681118264
https://instagram.com/stories/lfjewels/3292724492894363290
https://instagram.com/stories/lfjewels/3292726177444292893
https://instagram.com/stories/lfjewels/3294730225349844509
https://instagram.com/stories/lfjewels/3292728112981357152
https://instagram.com/stories/lfjewels/3292729715146660829


https://instagram.com/stories/lfjewels/3292732352415947526
https://instagram.com/stories/lfjewels/3292734053290314514
https://instagram.com/stories/lfjewels/3293390559627566114
https://instagram.com/stories/lfjewels/3294730568779583946
https://instagram.com/stories/lfjewels/3294731137359455086
https://instagram.com/stories/lfjewels/3294731890958413467
https://instagram.com/stories/lfjewels/3294732150325896017
https://instagram.com/stories/lfjewels/3293393578092129696
https://instagram.com/stories/lfjewels/3294732399844821684


https://instagram.com/stories/lfjewels/3294732852192233565
https://instagram.com/stories/lfjewels/3294733803175025569
https://instagram.com/stories/lfjewels/3293397618272026998
https://instagram.com/stories/lfjewels/3294733961417774002
https://instagram.com/stories/lfjewels/3293399106310523465
https://instagram.com/stories/lfjewels/3294734353627236446
https://instagram.com/stories/lfjewels/3293402335471716812
https://instagram.com/stories/lfjewels/3293402345202510377
https://www.instagram.com/p/C2z7XLjOf_3


https://www.instagram.com/p/C25QGDUu3EO
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https://www.southernliving.com/winter-island-vacations-8432046
https://www.thetravel.com/best-state-parks-in-florida-with-scenic-hikes/#amelia-island-state-park
https://www.thetravel.com/waterfront-downtowns-in-florida-ranked-by-beach-accessibility/
https://www.thetravel.com/underrated-florida-beach-towns-alternative-to-the-keys/#grayton-beach
https://www.jacksonville.com/story/entertainment/events/2024/01/04/jacksonville-events-24-fun-things-to-do-in-2024/71959174007/
https://www.orlandoweekly.com/orlando/25-easy-weekend-road-trips-from-orlando-everyone-should-do-at-least-once/Slideshow/35988297/35989530


https://www.tripstodiscover.com/best-florida-atlantic-coast-beaches/
https://familyvacationist.com/best-family-beaches-in-florida-and-where-to-stay/
https://familyvacationist.com/best-florida-family-vacations/
https://www.fbnewsleader.com/local-newsletter/nye-shrimp-drop-rings-2024
https://jaxtoday.org/2024/01/10/st-augustine-and-amelia-island-vie-for-states-black-history-museum/


Restaurant Week Media Event Coverage 

3,238,483
IMPRESSIONS

13,100
VIEWS

187
ENGAGEMENTS

https://www.news4jax.com/news/local/2024/01/03/25-amelia-island-restaurants-preparing-to-serve-up-delicious-cuisine-during-10-day-culinary-showcase/
https://www.instagram.com/p/C1n2PqAOQS3/
https://hayworth-pr.influencekit.com/reports/pdf/b3bf5df889750478998eab7d72649403db9bbb16?eagerLoadEmbeds=true&pdf=true
https://hayworth-pr.influencekit.com/reports/pdf/b3bf5df889750478998eab7d72649403db9bbb16?eagerLoadEmbeds=true&pdf=true
https://hayworth-pr.influencekit.com/reports/pdf/b3bf5df889750478998eab7d72649403db9bbb16?eagerLoadEmbeds=true&pdf=true
https://hayworth-pr.influencekit.com/reports/pdf/b3bf5df889750478998eab7d72649403db9bbb16?eagerLoadEmbeds=true&pdf=true


https://hayworth-pr.influencekit.com/reports/pdf/b3bf5df889750478998eab7d72649403db9bbb16?eagerLoadEmbeds=true&pdf=true
https://hayworth-pr.influencekit.com/reports/pdf/b3bf5df889750478998eab7d72649403db9bbb16?eagerLoadEmbeds=true&pdf=true


Bryana Dunn 

7,349
IMPRESSIONS

5,419
VIEWS

475
ENGAGEMENTS

https://instagram.com/stories/travelwelldunn/3285365685227257127
https://instagram.com/stories/travelwelldunn/3288150226618597226
https://instagram.com/stories/travelwelldunn/3288152378078607474
https://www.instagram.com/reel/C2h1O7hOyrY/


Stepheny Chau 

6,541
IMPRESSIONS

1,949
VIEWS

338
ENGAGEMENTS

https://instagram.com/stories/stephenychau/3285504719883100746
https://instagram.com/stories/stephenychau/3285506443071136256
https://instagram.com/stories/stephenychau/3285507328664734494
https://www.instagram.com/reel/C2Yfk7hg8Z4/


Shawn Ryan 

473,275
IMPRESSIONS

1
ENGAGEMENTS

https://www.timesfreepress.com/news/2024/jan/27/winter-getaway-florida-escape-amelia-island/


Katherine McMahon 

396,001
IMPRESSIONS

167,000
VIEWS

7,288
ENGAGEMENTS

https://www.instagram.com/p/C2SliBHRX0T/


Generated: 2/21/2024, 5�10�52 PM

Mira Tempkin 

15,200
IMPRESSIONS

https://familytravelck.com/blog/the-historic-coast-of-florida-makes-an-ideal-getaway/
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Articles Instagram Facebook

47.74M
IMPRESSIONS

Other �ABC Action News Jax )

Instagram TikTok

23,474
VIEWS

Articles Instagram TikTok

Facebook

4,862
ENGAGEMENTS

General Coverage 

47.71M
IMPRESSIONS

18,306
VIEWS

139
ENGAGEMENTS

https://www.timeout.com/usa/things-to-do/best-whale-watching-usa
https://www.southernliving.com/southern-spring-destinations-for-adults-7094778
https://www.bizjournals.com/jacksonville/news/2024/02/08/special-events-bolster-amelia-tourism-revenue.html
https://www.startribune.com/a-guide-to-all-12-nonstop-destinations-in-florida-from-msp-this-winter/600339925/
https://www.afar.com/magazine/underrated-places-to-visit-in-florida
https://www.hellomagazine.com/travel/512576/visit-florida-travel-guide/


https://www.firstcoastnews.com/article/news/local/st-johns-and-nassau-vie-states-black-history-museum/77-61567914-d0c5-47de-9f30-064ec65b2916
https://www.timesfreepress.com/news/2024/feb/02/a-look-at-popular-destination-wedding-venues-for/
https://www.globaltravelerusa.com/blog/the-magic-of-amelia-island/
https://hayworth-pr.influencekit.com/reports/pdf/4aa11fd808c70d577989e5a183aad1b63c4c1b46?eagerLoadEmbeds=true&pdf=true
https://www.thestate.com/news/state/south-carolina/article285572452.html
https://hayworth-pr.influencekit.com/reports/pdf/4aa11fd808c70d577989e5a183aad1b63c4c1b46?eagerLoadEmbeds=true&pdf=true
https://mms.tveyes.com/MediaCenterPlayer.aspx?u=aHR0cDovL21lZGlhY2VudGVyLnR2ZXllcy5jb20vZG93bmxvYWRnYXRld2F5LmFzcHg%2FVXNlcklEPTEyODA0NjcmTURJRD0yMTA3MTAzOSZNRFNlZWQ9ODgyNSZUeXBlPU1lZGlh
https://www.heraldonline.com/news/state/south-carolina/article285572452.html
https://mms.tveyes.com/MediaCenterPlayer.aspx?u=aHR0cDovL21lZGlhY2VudGVyLnR2ZXllcy5jb20vZG93bmxvYWRnYXRld2F5LmFzcHg%2FVXNlcklEPTEyODA0NjcmTURJRD0yMTA3MTA2MCZNRFNlZWQ9NzM2MyZUeXBlPU1lZGlh


https://jimbyerstravel.com/2024/02/06/worlds-best-destinations-top-hotels-in-u-s-and-canada-and-best-vacation-spots-u-s-news-travel-awards-include-paris-hawaii-and-banff/
https://hayworth-pr.influencekit.com/reports/pdf/4aa11fd808c70d577989e5a183aad1b63c4c1b46?eagerLoadEmbeds=true&pdf=true
https://hayworth-pr.influencekit.com/reports/pdf/4aa11fd808c70d577989e5a183aad1b63c4c1b46?eagerLoadEmbeds=true&pdf=true
https://www.naplesillustrated.com/rev-your-engines-for-amelia-island-concours-week/


Jennifer Broome 

24,495
IMPRESSIONS

4,716
VIEWS

3,710
ENGAGEMENTS

https://www.facebook.com/JenniferBroomeTV/posts/936257111204667
https://www.instagram.com/p/C3y4nc3LREK/
https://www.facebook.com/reel/943306587496403
https://www.instagram.com/p/C3z3OE8LFzG/
https://www.instagram.com/p/C31AEkgLsuh/
https://www.tiktok.com/@jenniferbroometravel/video/7339887310877625643


https://www.tiktok.com/@jenniferbroometravel/video/7339750239038967083


Generated: 3/12/2024, 10�40�00 PM

Adeina Anderson 

891
IMPRESSIONS

452
VIEWS

1,013
ENGAGEMENTS

https://www.instagram.com/p/C36RxBoL8MR/
https://www.tiktok.com/@adeinaanderson/video/7341489849817517354
https://www.instagram.com/p/C4LOpJ1r__L/
https://www.facebook.com/creativelifestyleswithadeina/posts/806011244684082
https://www.instagram.com/p/C4MsoEEtj2j/
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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

241,971
Audience

157,819
Net Audience Growth

1,299

Published Posts

163
Video Views

858,611
Reactions

25,870

Comments

1,238
Shares

2,059
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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 1,299

Twitter Net Follower Growth 7

Facebook Net Follower Growth 733

Instagram Net Follower Growth 368

LinkedIn Net Follower Growth 31

TikTok Net Follower Growth 145

Pinterest Net Follower Growth 4

YouTube Net Subscriber Growth 11
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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 286

Twitter Sent Messages 11

Facebook Sent Messages 74

Instagram Sent Messages 164

LinkedIn Sent Messages 2

TikTok Sent Messages 16

Pinterest Sent Messages 19

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 1,442

Twitter Received Messages 28

Facebook Received Messages 878

Instagram Received Messages 512

LinkedIn Received Comments 7

TikTok Received Messages 17
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Impressions
Review how your content was seen across networks during the reporting period.

Impressions Comparison by Network, by Day

Impression Metrics Totals

Total Impressions 7,898,220

Twitter Impressions 2,122

Facebook Impressions 6,938,475

Instagram Impressions 923,139

LinkedIn Impressions 1,599

TikTok Impressions 32,885
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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 241,971

Twitter Engagements 80

Facebook Engagements 233,195

Instagram Engagements 7,242

LinkedIn Engagements 453

TikTok Engagements 945

YouTube Engagements 56
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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) 3.1%

Twitter Engagement Rate 3.8%

Facebook Engagement Rate 3.4%

Instagram Engagement Rate 0.8%

LinkedIn Engagement Rate 28.3%

TikTok Engagement Rate 2.9%
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Video Views
Review how your videos were viewed across networks during the reporting period.

Video Views Metrics Totals

Video Views 858,611

Twitter Video Views 0

Facebook Video Views 336,646

Instagram Post Video Views 41,628

LinkedIn Video Views 0

TikTok Video Views 32,885

YouTube Video Views 447,452

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

Reporting Period
Feb 1, 2024 – Feb 29, 2024

157,819 7,898,220 241,971 858,611 163

Visit Amelia Island 1,030 N/A 56 447,452 —

Amelia Island 116,702 6,938,475 233,195 336,646 30

visitameliaisland 33,697 923,139 7,242 41,628 89

Amelia Island,
Florida

1,385 32,885 945 32,885 12

Amelia Island,
Florida

1,201 1,599 453 0 2

@AmeliaIslandFlo 3,216 2,122 80 0 11

visitameliaisland 588 N/A N/A N/A 19

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

230,327
Audience

156,522
Net Audience Growth

1,311

Published Posts

182
Video Views

549,495
Reactions

27,926

Comments

1,454
Shares

1,910
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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 1,311

Twitter Net Follower Growth 20

Facebook Net Follower Growth 825

Instagram Net Follower Growth 344

LinkedIn Net Follower Growth 33

TikTok Net Follower Growth 78

Pinterest Net Follower Growth 4

YouTube Net Subscriber Growth 7
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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 398

Twitter Sent Messages 15

Facebook Sent Messages 146

Instagram Sent Messages 207

LinkedIn Sent Messages 1

TikTok Sent Messages 9

Pinterest Sent Messages 19

YouTube Sent Messages 1

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

Received Messages Metrics Totals

Total Received Messages 1,880

Twitter Received Messages 46

Facebook Received Messages 1,219

Instagram Received Messages 609

LinkedIn Received Comments 1

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 6,133,909

Twitter Impressions 3,016

Facebook Impressions 5,834,637

Instagram Impressions 277,959

LinkedIn Impressions 1,527

TikTok Impressions 16,770
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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 230,327

Twitter Engagements 177

Facebook Engagements 222,329

Instagram Engagements 6,696

LinkedIn Engagements 407

TikTok Engagements 626

YouTube Engagements 92
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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) 3.8%

Twitter Engagement Rate 5.9%

Facebook Engagement Rate 3.8%

Instagram Engagement Rate 2.4%

LinkedIn Engagement Rate 26.7%

TikTok Engagement Rate 3.7%
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Video Views
Review how your videos were viewed across networks during the reporting period.

Video Views Metrics Totals

Video Views 549,495

Twitter Video Views 0

Facebook Video Views 226,856

Instagram Post Video Views 38,671

LinkedIn Video Views 0

TikTok Video Views 16,770

YouTube Video Views 267,198

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

Reporting Period
Jan 1, 2024 – Jan 31, 2024

156,522 6,133,909 230,327 549,495 182

Visit Amelia Island 1,020 N/A 92 267,198 1

Amelia Island 115,969 5,834,637 222,329 226,856 31

visitameliaisland 33,329 277,959 6,696 38,671 106

Amelia Island,
Florida

1,240 16,770 626 16,770 9

Amelia Island,
Florida

1,171 1,527 407 0 1

@AmeliaIslandFlo 3,209 3,016 177 0 15

visitameliaisland 584 N/A N/A N/A 19

Profile Audience Impressions Engagements
Video
Views

Published
Posts
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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  (December 2023)
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EXECUTIVE SUMMARY |  Media Performance  (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 |  Zartico October - December 2023 
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EXECUTIVE SUMMARY |  December 2023 Website

Insights:

● Engaged Sessions: 88,160 (+12.5% MoM)

● New Users: 146,607 (-2.4% MoM)

● Views: 309,348  (+3.6% MoM)

● Sessions per User: 1.28 (-4.4% MoM)

● Bounce Rate: 54.11% (-12.3% MoM)

● Average session duration: 00:02:04 
(+8.1% MoM)

● 28% of total web traffic can be attributed 
to paid media efforts 

9

PAID MEDIA

ALL TRAFFIC

ALL TRAFFIC

PAID MEDIA



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



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

● Padsquad December Campaign:  
● Overall Campaign delivered 2,960,522 impressions, 

3,729 Clicks and  CTR: 0.13%
■ Unit views 695,561 
■ 97,190 engagements and 13.97% ER 
■ Video starts: 506,946 
■ 71.24% VCR
■ Top performing  unit: 

● The Mosaic: Delivered 904,208 
impressions with 1,467 clicks and 
25.37% ER.  

● CTV: Delivered 251,802  
impressions 
○ Video completes: 248,189
○ VCR 98.56%
○ Scans:9

● Amelia Island: 3,211 new users (-7.0% MoM), 550 
engaged sessions (38.5% MoM), 83.33% bounce rate 
(-6.2% MoM), 4.23 events/session (8.3% MoM), with 
an average session duration of 00:00:42 (125.4% 
MoM).

The Mosaic



Display Recap | Padsquad Leisure

Insights:

● The Orbit: Delivered 996,912 impressions with 1,199 
clicks and 0.12% CTR  

○ Unit Views: 168,087

○ Engagements: 3,976

○ ER: 2.37%

● Weather Trigger: Delivered 807,600 impressions 

○ Clicks: 1,063

○ CTR: 0.13%

○ Unit Views: 160,042

○ VCR: 57.88%

The Orbit



Display Recap |  PadSquad - MoM  Comparison

MoM Insights: December 2023 vs November 2023

15



Display Recap | Padsquad Wedding and Milestone

Insights:

● Padsquad Weddings campaign delivered the 
following in December: 

○ Impressions: 801,483
○ Clicks: 5,785 
○ CTR: 0.72%
■ Unit views: 207,390
■ Engagements: 12,975
■ ER: 6.26% 

● Amelia Island: 3,670 new users (-38.4% MoM), 1,347 
engaged sessions (-42.5% MoM), 64.52% bounce 
rate (2.8% MoM), 5.53 events/session (-8.1% MoM), 
with an average session duration of 00:00:50 
(-3.1% MoM).

The Reel



Display Recap |  PadSquad Wedding - MoM Comparison

MoM Insights: December 2023 vs November 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 December
○  Page Views: 12,467
○ Content Engagements: 8,795
○ Content Engagement Rate: 70.5% 3x better than the average 

Flipcard benchmark of 23%. (The Flipcard content and 
volume is leading to extreme interactions)

● Average time spent is 49 seconds (benchmark of 31 
seconds). This shows that once people are getting to 
the page, they’re spending an above average amount of 
time interacting with the content

● The Native Distribution Units promoting the article across the 
Meredith  network has delivered  38,671 impressions. 58 clicks 
and  0.15% CTR. 

● Amelia Island: 374 new users (-67.6% MoM), 332 engaged 
sessions (-63.8% MoM), 34% bounce rate (-7.4% MoM), 7.59 
events/session (-1.1% MoM), with an average session duration 
of 00:02:35 (-7.2% MoM).

 



YoY Insights: December 2023 vs December 2022
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Display Recap | Travel and Leisure Flip Card Unit - YoY Comparison



Display Recap | Travel and Leisure co-branded Email

Subject line: Sun, sea and festival fun on Amelia 
Island, FL

● The email deployed 12/13 to 73,881 opt-in 
subscribers

● Delivered: 73,524
● Clicks: 519
● CTR: 0.71%
● Total Opened:51,825
● Total Opened: 70.49%

○ CTOR: 1.00%
● Total Unique Opened: 44,665

○ Total Unique Clicks: 310
○ Unique CTOR: 0.69%

● Amelia Island: 206 new users (1,484.6% MoM), 140 
engaged sessions (1,650.0% MoM), 49.09% bounce rate 
(-18.2% MoM), 6.8 events/session (24.7% MoM), with an 
average session duration of 00:02:31 (154.6% MoM).

 



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



Display Recap | Epsilon 
Insights:

● December Campaign:  Delivered 1,042,255 
Impressions with 2,362 clicks and 0.23% CTR. Total 
messaged site visits: 1,683

● Unit Performance:
■ Cross Device Banners: 441,327 impressions 

with 826 clicks and 0.19% CTR.  255 Messaged 
Visits

■ Retargeting: 27,125 impressions, 64  clicks, 
0.24% CTR. Messaged visits: 102

■ Gamified unit delivered 431,768 impressions 
with 1,199 clicks and 0.28% CTR. 1,215 
Messaged Visits

■ Added Value: banners and gamified unit
● Delivered 137,762 Impressions with 189 

clicks and 0.14% CTR.
● Messaged visits: 145

● Amelia Island: 1,385 new users (-24.4% MoM), 179 
engaged sessions (-4.8% MoM), 88.31% bounce rate 
(-2.6% MoM), 3.83 events/session (2.9% MoM), with 
an average session duration of 00:00:21 (-21.6% 
MoM).

*Industry standard CTR Benchmark: .08%. 

Gamified Unit



Display Recap | Epsilon Ritz Carlton 

Insights:

● Ritz Carlton December Campaign delivered:
○ Impressions: 54,608
○ Clicks: 109
○ Click Through Rate: 0.20%
○ Total messaged site visits: 48

● October - December  Recap:
○ Impressions:183,138
○ Clicks: 380
○ Click Through Rate: 0.21%
○ Total messaged site visits: 117

● 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 December Campaign delivered:
○ Impressions: 87,427
○ Clicks: 164
○ Click Through Rate: 0.19%
○ Total messaged site visits: 63

● October - December Recap:
○ Impressions: 167,457
○ Clicks: 308
○ Click Through Rate: 0.18%
○ Total messaged site visits:89

● 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: December 2023 vs December 2022
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Display Recap | New York Times 

Insights: 

● December 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:
○ 514,559 impressions 
○ 1,525 clicks
○ 0.30% CTR 

● Unit performance:
○ VCR:  83.49% VCR (benchmark 69%)
○ Engagement Rate: 2.71% 

● Optimization includes updating targets to the following: 
behavioral segments to includes luxury travel, family travel, fine 
dining, live entertainment ad engagers, culture vultures, 
planning to retire soon, retired 

● Topic Targeting towards travel, golf, fine dining, restaurant 
reviews, gourmet recipes, elegant epicureans, museums & 
galleries, historic sites, love & relationships, families & 
parenting, self care, real estate, remote work

● Amelia Island: 2,546 new users (22.9% MoM), 478 engaged 
sessions (26.1% MoM), 84.02% bounce rate (-0.3% MoM), 3.63 
events/session (-0.8% MoM), with an average session duration of 
00:00:54 (-10.4% MoM).

 



Display Recap |  - New York Times  MoM Comparison

MoM Insights: December 2023 vs November 2023
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Display Recap | Expedia Insights: 

● Expedia: October 16 to December 31st campaign delivered the following results: 
● Impressions:359,428
● Clicks: 1,522 
● CTR:0.42%
● Room Nights: 1,175
● Gross Booking: $277K 
● ROAS: 18:8
● Passport Video:  947,101 Impressions with 1,168 clicks and 0.12% CTR. 

○ Viewability 87%
○ Room Nights: 21
○ ROAS: 0.2

● Amelia Island: 39 new users (34.5% MoM), 42 engaged sessions (35.5% MoM), 
14.29% bounce rate (357.1% MoM), 9.73 events/session (9.7% MoM), with an 
average session duration of 00:03:17 (-1.2% 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

MoM Insights: December 2023 vs November 2023
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Insights:

● The December  2023 campaign delivered:
○ Impressions: 472,901
○ Video Completed: 452,992
○ VCR: 96.13%

● Primary markets: 206,411 Impressions,198,451 Video 
completed at a 96.14% VCR

● Secondary  markets: 151,612 Impressions, 145,160 Video 
completed at a 95.74% VCR

● Tertiary markets: 84,885 Impressions with 81,608 Video 
completed at a 96.14% VCR

● Optimizations: Top performing unit is the Family video. In 
mid-December, incorporated Snowbirds video, served 
specifically to New York, Boston, Philadelphia, Chicago 
and Toronto, which is continuing to increase in VCR 
(92.60%)

● Amelia Island: 48 new users (92.0% MoM), 5 engaged 
sessions (-28.6% MoM), 90.57% bounce rate (13.2% MoM), 
3.87 events/session (-17.5% MoM), with an average session 
duration of 00:00:08 (-84.0% MoM).

DISPLAY RECAP |  AKI



Display Recap |  - AKI Monthly Performance

December 2023 Insights
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● The December 2023 campaign delivered:
○ Impressions: 1,272,205
○ Clicks: 2,279
○ CTR: 0.18%
○ Completed Videos: 211,974

● Amelia Island: 1,921 new users (-68.0% MoM), 
136 engaged sessions (22.5% MoM), 93.13% 
bounce rate (-5.2% MoM), 3.18 events/session 
(5.2% MoM), with an average session duration 
of 00:00:21 (462.6% MoM).

DISPLAY RECAP |  Sojern 



Display Recap |  - Sojern MoM Comparison

MoM  Insights: December 2023 vs November 2023
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● The  December campaign delivered:
○ Display Impressions: 537,901
○ Clicks: 1,094
○ CTR: 0.20%

● November - December campaign 
delivered the following results:
○ Impressions: 899,202
○ Clicks: 1,627
○ CTR: 0.18%

DISPLAY RECAP |  Sojern Ritz Carlton Co-op 



● The December 2023 Sponsored Showcase 
campaign delivered: 

■ Email: Native: 20,535 
■ Social: 482,142 
■ Page Views: 9,721
■ Time on site: 2:49
■ Clickthroughs: 42
■ CTR: 5%

● Amelia Island:3,018 new users (-78.3% MoM), 2,815 
engaged sessions (-63.1% MoM), 18.78% bounce 
rate (-66.7% MoM), 9.45 events/session (56.2% 
MoM), with an average session duration of 
00:02:37 (42.5% MoM).

DISPLAY RECAP |  Travelzoo 



Display Recap |  - Travelzoo YoY Comparison

YoY  Insights: December 2023 vs December 2022

37



● December campaign delivered: 906,232 
Impressions  with 315 visits matched to our 
podcast listeners who heard the ad. This 
means that someone heard the spot and 
visited the site. 
○ Total Unique Reach: 459,274

● 315 visits matched to our podcast listeners 
who heard the ad in December.

● Visit rates ended at .35 for the month, down 
from Nov’23, but up YOY from Dec’22 (.33 
last year)

● Chicago had the most visits with 53, and 
Atlanta led the month in visit rate at .99 
After the swap of psychographic networks 
and creative, visit rates jumped from .25 to 
.35.
○ Backer, Vivacious, Shopper,Crypto 

Enthusiast Eco Conscious,  Business 
Leaders, Progressive and Conqueror

AUDIO |  I-Heart Podcast



Insights:

● The December Email deployed on 12/7/2023. 
Campaign results:
○ Subject: Meet on Amelia: Voted a Top 

Island in the U.S.
○ Sent: 20,217
○ Opened: 8,604
○ Open Rate: 42.56%
○ Clicks: 46
○ CTR: 0.23%
○ CTOR: 0.53%

● Display campaign: 
○ Impressions: 40,000
○ Clicks: 163
○ CTR: 0.41%

● Amelia Island:  385 new users (flat  MoM), 25 
engaged sessions (212.5% MoM), 93.62% bounce 
rate (243.3% MoM), 3.23 events/session (-78.3% 
MoM), with an average session duration of 
00:00:09 (-99.0% MoM).

MEETINGS RECAP |  Northstar



Display Recap |  - Northstar Monthly Performance

December 2023 Insights
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Meetings Recap | CVENT December 2023

Insights: 

December  2023 Recap: 
● Amelia Island Metro Area  (cities of 

Yulee, Amelia Island and Fernandina 
Beach) received 116 unique RFPs for 
the month through Cvent, which was 
13% lower than December, 2022

● Out of these, 6 were awarded for a 
total AWARDED VALUE of $456K.

● Out of these  116 RFPs, the DMO was 
copied on 37 of them, which is 23% 
lower than in December, 2022

● 0 RFPs were awarded that the DMO 
was copied on
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Insights:

● December campaigns delivered 4,196,102  
impressions  and reached 2,115,588 unique people 
and drove 188,670 clicks.

● Ad Engagement
○ 8,524 post reactions
○ 345 post saves
○ 408 post comments
○ 436 post shares

● Foodie IE
○ Average view time: 12 seconds
○ Percentage viewed: 69%

Paid Social |  Recap

43



Insights:

The Newsletter conversion campaign reached 
112,154 unique people, delivered 194,728 
impression and generated 1,728 Leads at a cost 
per lead of $0.87

Engagement
● 3,175 post reactions
● 64 post comments
● 4 post saves
● 1 post shares

Paid Social |  Recap

44



Insights:

The Events carousel reached 176,569 unique people, 
delivered 366,615 impression and generated 6,924 
clicks at a CTR of 1.89%, 2.1xs times higher than 
industry average.

Engagement
● 281 post reactions
● 10 post comments
● 17 post saves
● 9 shares

Paid Social |  Recap

45



Insights:

The Snowbirds campaign reached 52,331 unique 
people, delivered 97,404 impression and generated 
3,024 clicks at a CTR of 3.10% , 3.5xs times higher than 
industry average.

Engagement
● 74 post reactions
● 3 post comments
● 8 post saves
● 4 shares

Paid Social |  Recap
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Insights:

● The IT Family video campaign 
reached 161,628 unique people, 
delivered 245,626
 impressions and generated 111,501 
clicks at a CTR of 4.68%, 5.3xs higher 
than industry average.

● The IT couples video campaign 
reached 121,330 unique people, 
delivered 229,704 impression and 
24,201 clicks at a CTR of 10.54%, 
11.7xs higher than industry average. 

Paid Social |  Recap
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Insights:

● Holiday Blog campaign reached 53,893  
unique people, delivered 88,475 
impressions and generated 4,227 clicks at 
a CTR of 4.78%,  5.3xs higher than 
industry average.

Engagement
● 88 post reactions
● 2 post comments
● 8 post saves
● 2 shares

Paid Social |  Recap
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Insights:

● The TaxSlayer campaign reached 11,225 
unique people, delivered 818,575 
impressions and generated 85,444 clicks 
at a CTR of 10.44%, 11.6xs higher than 
industry average.

Engagement
● 1,425 post reactions
● 145 post comments
● 17 post saves
● 100 shares

Paid Social |  Recap
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Insights:

● The Bicentennial campaign reached 
40,492 unique people, delivered 167,670 
impressions and generated 3,359 clicks at 
a CTR of 2%, 2.2xs higher than industry 
average.

Engagement
● 165 post reactions
● 9 post comments
● 11 post saves
● 25 shares

Paid Social |  Recap
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Insights:

● The Chamber Music Festival campaign 
reached 40,415 unique people, delivered 
73,401 impressions and generated 2,977 
clicks at a CTR of 4.06%, 4.5xs higher than 
industry average.

Engagement
● 77 post reactions
● 3 post comments
● 3 post saves
● 4 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%

● December - Foodie
○ Average view time: 12 seconds
○ Percentage viewed: 69%

Paid Social |  2023 Instant Experience Recaps
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● Traffic was slightly down (2%) compared to November, mainly due 
to decreased impresion volume in the “Things to do” and “Stay” ad 
groups

● YoY, CTR is up 22% and click volume is up 51%

● Compared to November, Clicks for [Amelia Island] were down 4% 
in the nationwide campaign but up 8% in the target market 
campaign. Clicks from “ Fernandina Beach”  were down 48%; 
“Amelia Island things to do” clicks were down 30%

● Impression share was 13%. Biggest competition came from 
vrbo.com (17%)

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

● 79% 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 (27% 
in target markets, 26% in nationwide campaign)

● NY  (22%). Detroit (21%), Boston (18%) and Philadelphia  (17.5%)had 
the highest CTRs in the target markets; DC (22%), Chicago (22%), 
and Greenville (21.5%)  had the highest CTRs in the nationwide 
campaign

Paid Search |  Leisure 

55

Most shown Leisure Ad:

Impressions Clicks

Leisure Spend Impressions Clicks CTR CPC

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

December 2023 $5,730 41,665 8,534 20.48% $0.67

MoM -3.62% -6.12% -2.27% 4.12% -1.47%



● Traffic was down 12% MoM, mainly due to decreased 
impressions across all campaigns

● Naples and Saint Augustine campaigns generated the most 
traffic (731 and 652 clicks respectively). 
Savannah had the highest CTR (11%)

● Saturdays had the most impressions and generated the 
most traffic

● 83% of impressions and 88.5% of clicks came from Mobile

● Females 55-64 generated the most traffic, closely followed 
by 45-54 and 35-44 yo females

● St Augustine vacation and Naples Florida vacation 
packages generated the most traffic (624 and 544). 
Savannah vacation and Naples Florida vacation packages, 
had the highest CTRs among volume keywords (11%, 8.15% 
and 10%respectively)

● NY had the highest CTR for Savannah  (13%), Boston for 
Jekyll (11%) , DC for Savannah (9%) , and Philadelphia for 
Naples (10%).

Paid Search |  Leisure - Competitors

56

Impressions Clicks

Most shown Ad:

Competitors Spend Impressions Clicks CTR CPC

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

December 2023 $3,615 18,978 1,677 8.84% $2.16

MoM -1.43% -24.58% -11.88% 16.93% 11.92%



● Targeting the cities of  Pittsburgh, PA, Chicago, IL, and 
Los Angeles, CA. The average interaction rate in 
December was 29.86%. 

○ Impressions: 124,450
○ Clicks: 694  
○ CTR: 0.56%
○ Interaction Rate 30%
○ Average CPC: $1.74
○ Cost: $1,205.59
○ Interaction Rate 30%

● Sundays generated the most traffic

● 44% of impressions came from TV screens, while 84% 
of clicks came from Mobile

● Pittsburgh generated the most volume, while Chicago 
had the highest CTRs 

PerformanceMax |  Leisure 

57

Top Audiences responding to assets



● Campaign saw a 24% decrease in traffic MoM, mainly due 
to lower impression volume and higher CPCs

● Impression Share was up from 27% to 29%. Biggest 
competition came from  theknot.com (18%),  Zola.com 
(17%), and WeddingWire.com (10%).

● Saturdays 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”. 
“Florida luxury wedding venues” saw an 8% increase in 
clicks while most keywords were down.

● NY generated the largest volume.

Paid Search |  Weddings

58

Impressions
Clicks

Most shown Ad:

Weddings Spend Impressions Clicks CTR CPC

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

December 2023 $1,990 742,036 766 10.39% $2.60

MoM -0.94% 8929.40% -24.23% -15.53% 30.65%



YouTube
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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

● While impressions and views remained relatively stable, 
very high CPCs and decrease in CTR led to a 50% decrease 
in traffic from Youtube

● 78% of impressions and 92% of views came from TV 
screens, while 58% of clicks came from Mobile

● Family Vacationers segment generated the most views and 
clicks.
Luxury Travelers segment had the highest view rate (49%), 
closely followed by Trips to Florida segment (47%)

● 55-64 year old Males had the highest views and clicks

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

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

YouTube |  Brand 

60

Views Clicks

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

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

December 2023 $3,897 549,567 214,318 39.00% 149,594 27.22% $0.03 423 0.08% $9.21

MoM -2.55% -0.59% -4.53% -3.96% -4.92% -4.36% 4.00% -53.62% -50.00% 110.27%
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January 2024 Canada Report 
Paid Media Recap

AMELIA ISLAND |  01.31.2024

1



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

● Flight Dates: January - February 2024
● Markets: Geo-target the Golden Horseshoe region of  Southern Ontario. 

(From Oshawa in the East …encompassing the entire span of Toronto – 
Mississauga – Burlington – Hamilton – Niagara Falls. An outer band including 
Barrie, Orangeville, Guelph, Elora, Kitchener, Cambridge, and London (in the 
west).

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 |  Website Performance Overview

3



DISPLAY

02
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Display Recap | Digital Partners 

Expedia: Campaign launched the week of 1/19 and has delivered the following results: 
■ Impressions:422,744
■ Clicks: 885 
■ CTR:0.21%
■ Landing page: https://www.expedia.ca/lp/b/ms-b-dmo-exp-ca-ameliaisland?siteid=4&langId=4105&cache=false

Padsquad:  Campaign launched 1/5 and delivered the following results: 

■ Impressions: 143,755
■ Clicks: 208
■ CTR: 0.14%
■ Unit views: 38,733
■ 2,759 engagements and 14.57% ER 
■ Video starts: 6,282  VCR: 42%
■ Performing units: The Mosaic is the top performer with an ER of 14.57%. The Weather Trigger VCR is  41%.

AKI Technology: Campaign launched the week of 1/5 and delivered the following results: 

■ Impressions: 48,373
■ Completed views: 46,783 
■ VCR:96.71%
■ In Canada, we're still seeing slightly stronger VCRs across each of our media placements, with our Snowbirds Video having 

the highest VCR Likely due to an increased desire to leave the cold weather behind in Canada's winter months.

https://www.expedia.ca/lp/b/ms-b-dmo-exp-ca-ameliaisland?siteid=4&langId=4105&cache=false


Display Recap | Creative

Padsquad: The Mosaic & Weather Trigger                 AKI: Family and Couple Videos
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Insights:

● Canada campaigns delivered 289,294  impressions  
and reached 149,803 unique people and drove 
17,577 clicks with a combined CTR of 6.08%, 6.7xs 
higher than industry average. 

● Ad Engagement
○ 1,190 post reactions
○ 98 post saves
○ 59 post comments
○ 79 post shares

Paid Social |  Recap

8
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● Campaign targeting the Golden Horseshoe launched 
1/13/24

● The algorithm is still in the learning phase, but MTD CTR 
is in line with the US campaigns (21.76% vs 21.84%). 
CVR (16.59%) is below the US target markets campaign 
(21.96%), but in line with the nationwide one (16.86%)

● Impression share is 35%. Biggest competition coming 
from Hilton.com, Expedia.ca and vrbo.com

● Over 60% of impressions, clicks and conversions are 
coming from Mobile

● Females 65+ showed the most interest in terms of both 
clicks and conversions, followed by 55-64 Females

● [Amelia Island] had the highest CTR among volume 
keywords (30% compared to 27% for US target markets, 
25% for  nationwide campaign)

● Toronto is generating the most volume, followed by 
Hamilton.
Oshawa has the highest CTR so far (29%) and Barrie the 
highest conversion rate (48%)

Paid Search |  Leisure - Canada

10

Most shown Ad:

Impressions Clicks
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January 2024 Report 
Paid Media Recap

AMELIA ISLAND |  03.11.2024
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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.

2



CANADA SUMMARY |  Objective and Overview  

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.

Audience Interest for All targets:
● Beach, Culture, History, Shopping, Nature, Dining, Golf, Outdoor 

Enthusiast and  Entertainment
Snowbirds

● Flight Dates: January - February 2024
● Markets: Geo-target the Golden Horseshoe region of  

Southern Ontario. (From Oshawa in the East 
…encompassing the entire span of Toronto – Mississauga 
– Burlington – Hamilton – Niagara Falls. An outer band 
including Barrie, Orangeville, Guelph, Elora, Kitchener, 
Cambridge, and London (in the west).
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Q1 MEDIA EFFORT SUMMARY |  Objective and Overview  

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.

Audience Interest for All targets:
● Beach, Culture, History, Shopping, Nature, Dining, Golf, Outdoor 

Enthusiast and  Entertainment
Flight Dates: January - March 2024

● Markets: Atlanta (Part of our key market) Charlotte, 
Charleston, Raleigh, Savannah, 3-5 hour drive market.

○ SEM and YouTube: Includes Macon, GA 
and Greenville, SC 

● Assets: Display banners, images, video, copy. Message 
updated to include a sense of urgency 
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EXECUTIVE SUMMARY |  Objective and Overview  (January 2024)
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EXECUTIVE SUMMARY |  Media Performance  (January 2024)
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EXECUTIVE SUMMARY |  Zartico October - January 2024 
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EXECUTIVE SUMMARY |  Zartico October - January 2024 
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EXECUTIVE SUMMARY |  Zartico October - January 2024 
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EXECUTIVE SUMMARY |  January 2024 Website

Insights:

● Engaged Sessions: 111,985 (+27% MoM)

● New Users: 174,365 (+17.3% MoM)

● Views: 367,454  (+18.9% MoM)

● Sessions per User: 1.21 (-4.5% MoM)

● Bounce Rate: 47.75% (-11.5% MoM)

● Average session duration: 00:02:23 
(+14.9% MoM)

● 24.5% of total web traffic can be 
attributed to paid media efforts 
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PAID MEDIA
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EXECUTIVE SUMMARY |  January 2024  Website (All Traffic)
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YoY Insights: January 2024  vs. January 2023
Includes: Paid, Organic



EXECUTIVE SUMMARY |  January 2024  Website (Paid Media)
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YoY Insights: January 2024  vs. January 2023
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Display Recap | Padsquad Leisure Insights:

● Padsquad January Campaign delivered 2,536,255 
impressions, 22,883 Clicks and  CTR: 0.90%

■ Unit views 785,650
■ 132,813 engagements and 16.90% ER 
■ Video starts: 443,595 
■ VCR: 68.32%
■ Top performing  unit: 

● The Mosaic: Delivered 873,886 
impressions with 16,569 clicks and 
31.48% ER.  

● CTV: Delivered 217,581  impressions 
○ Video completes: 214,206
○ VCR 98.45%
○ Scans:5

● Amelia Island: 14,202 new users (342.2% MoM), 4,689 
engaged sessions (758.8% MoM), 68.5% bounce rate 
(-17.9% MoM), 5.12 events/session (21.4% MoM), with 
an average session duration of 00:01:19 (88.0% MoM).

The Mosaic
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Display Recap | Padsquad Leisure

Insights:

● The Orbit: Delivered 528,423 impressions with 4,307 
clicks and 0.82% CTR  

○ Unit Views: 123,225

○ Engagements: 12,785

○ ER: 10.38%

● Weather Trigger: When the temperature drops at or 
below per market, the unit is delivered to the 
audience based on interest. 

○ Delivered 916,365 impressions 

○ Clicks: 2,007

○ CTR: 0.22%

○ Unit Views: 281,150

○ VCR: 52.53%

The Orbit
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Display Recap | Padsquad Canada

The Mosaic & Weather Trigger    

Padsquad:  Campaign launched 1/5 and delivered the following results: 

● Impressions: 282,382
● Clicks: 2,075
● CTR: 0.72%
● Unit views: 88,389
● 11,132 engagements and 12.45% ER 
● Video starts:18,536  VCR: 34%
● Performing units: 

○ The Mosaic is the top performer with an ER of 24.69%. 
○ The Weather Trigger VCR is  38%.

● Optimization included: adjust the temp lower so that the Weather 
Trigger unit can be served more. 
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Display Recap |  PadSquad Leisure - YoY  Comparison

YoY Insights: January 2024 vs January 2023
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Display Recap | Padsquad Wedding and Milestone

Insights:

● Padsquad Weddings campaign delivered the 
following in January: 

○ Impressions: 802,007
○ Clicks: 13,410 
○ CTR: 1.67%
○ Unit views: 405,506
○ Engagements: 31,687
○ ER: 7.81% 

● Amelia Island: 7,269 new users (98.0% MoM), 2,567 
engaged sessions (90.0% MoM), 67.97% bounce 
rate (5.3% MoM), 4.82 events/session (-12.8% MoM), 
with an average session duration of 00:01:21 (59.5% 
MoM).

The Reel
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Display Recap |  PadSquad Wedding - MoM Comparison

MoM Insights: January 2024 vs December 2023

20



Display Recap | Food and Wine Flip Card Unit

● The Food and Wine Flip Card unit: The Food & Wine Flipcard 
that launched on 11/22 delivered the following in January
○  Page Views: 8,648
○ Content Engagements: 7,539
○ Content Engagement Rate: 87.20% 4x better than the 

average Flip card benchmark of 23%
○ Native impressions: 108,522
○ The native post has continued its impressive average time 

spent on page with 62 seconds ( DDM range of 29 - 61s). 
This shows that once people are getting to the page, 
they’re spending an above average amount of time 
interacting with the content

● Amelia Island: 900 new users (-16.0% MoM), 681 engaged 
sessions (-12.0% MoM), 35.08% bounce rate (-0.4% MoM), 
7.29 events/session (3.6% MoM), with an average session 
duration of 00:02:28 (8.2% MoM).

 

21



YoY Insights: January 2024 vs December 2023
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Display Recap | Food and Wine Flip Card Unit - MoM Comparison



Display Recap | Bride Flip Card Unit

● The Brides Flipcard that launched on 1/22 delivered 4,865 
pageviews in January

○ The native post is off to a good start with average 
time spent on page with 40 seconds (falls above the 
DDM range of 29 - 61s)

○ Native Impressions: 117,529
○ The Flip card also generated an Engagement Rate of 

32.9%, which was 43% above the DDM benchmark of 
23%. This promising start should continue to rise as 
the Flipcard ramps up

● Amelia Island: 88 new users (8,700.0% MoM), 70 engaged 
sessions (483.3% MoM), 37.5% bounce rate (27.5% MoM), 8.53 
events/session (-65.9% MoM), with an average session 
duration of 00:03:39 (-48.6% MoM).
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January 2024
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Display Recap | Brides Flip Card Unit - Monthly Insights



Display Recap | Food and Wine co-branded Email

Subject line: Eat, drink and explore on Amelia Island, 
Florida

● The email deployed 1/18 to 111,460 opt-in 
subscribers

● Delivered: 111,086
● Clicks: 582
● CTR: 0.52%
● Total Opened:70,716
● Total Opened: 63.66%

○ CTOR: 0.82%
● Total Unique Opened: 60,761

○ Total Unique Clicks: 424
○ Unique CTOR: 0.70%

● Amelia Island: 369 new users (12,200.0% MoM), 235 
engaged sessions (7,733.3% MoM), 44.18% bounce rate 
(-29.3% MoM), 6.15 events/session (20.0% MoM), with an 
average session duration of 00:01:46 (645.5% MoM).
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YoY Insights: January 2024 vs January 2023
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Display Recap | Travel and Leisure co-branded Email - YoY Performance



Display Recap | AFAR

Custom Content article launched January 16th and delivered 
the following: 

● Daily Wander Avenue deployed 1/22

○ Sent: 640,097
○ Clicks: 535
○ CTR 0.08%
○ Open: 267,691
○ Open Rate: 41.76%

● Display Campaign
○ Impressions: 122,957
○ Clicks: 72
○ CTR: 0.06%

● Amelia Island: 744  new users (+24,700% MoM), 251 engaged 
sessions (+12,450% MoM), 68.51% bounce rate (+37% MoM), 5.52  
events/session (-11.7% MoM), with an average session duration 
of 00:01:22 (-31.6% MoM).

 

https://afar.com/magazine/this-florida-island-often-overlooked-is-an-ideal-destination-for-nature-enthusiasts
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YoY Insights: January 2024 vs January 2023
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Display Recap | AFAR YoY Performance



Display Recap | Epsilon 

Insights:

● January  Campaign:  Delivered 1,036,510 Impressions 
with 2,429 clicks and 0.23% CTR. 

○ Total messaged site visits: 1,441
● Unit Performance:

■ Cross Device Banners: 536,300 impressions 
with 914 clicks and 0.17% CTR.  345 messaged 
visits

■ Retargeting: 41,906 impressions, 122  clicks, 
0.29% CTR. Messaged visits: 133

■ Gamified unit delivered 456,101 impressions 
with 1,380 clicks and 0.30% CTR. 943 Messaged 
Visits

■ Added Value: banners and gamified unit
● Delivered 105,284 Impressions with 284 

clicks and 0.27% CTR.
● Messaged visits: 152

● Amelia Island:3,563 new users (153.8% MoM), 225 
engaged sessions (25.7% MoM), 93.87% bounce rate 
(6.3% MoM), 3.56 events/session (-7.0% MoM), with an 
average session duration of 00:00:13 (-40.6% MoM).

*Industry standard CTR Benchmark: .08%. 

Gamified Unit
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Display Recap |  Epsilon - YoY Comparison

YoY Insights: January 2024 vs January 2023
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Display Recap | New York Times 

Insights: 

● January 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:
○ 535,612 impressions 
○ 1,160 clicks
○ 0.22% CTR 

● Unit performance:
○ VCR:  82.52% VCR (benchmark 69%)
○ Engagement Rate: 4.76% 

● Optimization includes updating targets to the following: 
behavioral segments to includes luxury travel, family travel, fine 
dining, live entertainment ad engagers, culture vultures, 
planning to retire soon, retired 

● Topic Targeting towards travel, golf, fine dining, restaurant 
reviews, gourmet recipes, elegant epicureans, museums & 
galleries, historic sites, love & relationships, families & 
parenting, self care, real estate, remote work

● Amelia Island: 2,142 new users (-16.0% MoM), 406 engaged 
sessions (-14.9% MoM), 83.1% bounce rate (-1.1% MoM), 3.75 
events/session (2.9% MoM), with an average session duration of 
00:00:54 (-0.2% MoM).
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Display Recap |  New York Times - MoM Comparison

MoM Insights: January 2024 vs December 2023
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Display Recap | Expedia

Insights: 

● Expedia: January campaign delivered the following 
results: 
● Impressions:282,599
● Clicks: 1,080 
● CTR:0.38%
● Room Nights: 921
● Gross Booking: $245.3K 
● ROAS: 21:7
● Passport Video from October to Feb:  1,345,339 

Impressions with 1.,400 clicks and 0.10% CTR. 
○ Viewability 88%
○ Room Nights: 14
○ ROAS: 0.2

● Amelia Island: 80 new users (105.1% MoM), 78 
engaged sessions (116.7% MoM), 22.77% bounce 
rate (59.4% MoM), 9.76 events/session (2.0% MoM), 
with an average session duration of 00:03:59 
(30.5% MoM).

https://www.expedia.com/spotlight/AmeliaIsland-exp-us?is
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Display Recap |  Expedia Insights
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Display Recap |  - Expedia  Insights
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Display Recap | Expedia Canada

Insights: 

● Expedia: January campaign delivered the following results: 
○ Impressions:449,628
○ Clicks: 952 
○ CTR:0.21%

https://www.expedia.ca/lp/b/ms-b-dmo-exp-ca-ameliaisland?siteid=4&langId=4105&cache=false
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Display Recap |  Expedia - MoM Comparison

MoM Insights: January 2024 vs December 2023

37



Insights:

● The January  campaign delivered:
○ Impressions: 119,905
○ Video Completed: 115,537
○ VCR: 96.36%

● Primary markets: 40,366 Impressions,38,971 Video completed 
at a 96.54% VCR

● Secondary  markets: 40,663 Impressions, 39,014 Video 
completed at a 95.94% VCR

● Tertiary markets: 38,876 Impressions with 37,552 Video 
completed at a 96.59% VCR

● Snowbirds: 70,342 Impressions, 67,387 Video completed at 
95.80% VCR

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

● Amelia Island: 13 new users (-72.9% MoM), 0 engaged sessions 
(-100.0% MoM), 100% bounce rate (10.4% MoM), 3.92 
events/session (1.4% MoM), with an average session duration 
of 00:00:02 (-73.9% MoM).

DISPLAY RECAP |  AKI
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Insights:

 Campaign launched the week of 1/5 and delivered the following 
results: 

● Impressions: 57,223
● Completed views: 55,378 
● VCR:96.78%
● In Canada, we're still seeing slightly stronger VCRs across 

each of our media placements, with our Snowbirds Video 
having the highest VCR Likely due to an increased desire 
to leave the cold weather behind in Canada's winter 
months.

DISPLAY RECAP |  AKI Canada 
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Display Recap |  - AKI MoM Comparison

MoM Insights: January 2024 vs December 2023
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● The January campaign delivered:
○ Impressions: 110,272
○ Clicks: 366
○ CTR: 0.33%
○ Completed Videos: 626

● Amelia Island: 1,038 new users (-46.1% MoM), 11 
engaged sessions (-91.9% MoM), 98.94% 
bounce rate (6.2% MoM), 3.36 events/session 
(5.5% MoM), with an average session duration 
of 00:00:02 (-88.0% MoM).

DISPLAY RECAP |  Sojern 
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Display Recap |  Sojern - MoM Comparison

MoM  Insights: January 2024 vs December  2023
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● The January campaign delivered:
○ Display Impressions: 110,272
○ Clicks: 366
○ CTR: 0.33%

● November - January campaign 
delivered the following results:
○ Impressions: 1,009,474
○ Clicks: 1,993
○ CTR: 0.20%

DISPLAY RECAP |  Sojern Ritz Carlton Co-op 
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● The January Sponsored Showcase campaign 
delivered: 

■ Native: 12,770 
■ Page Views: 518
■ Time on site: 4:05
■ Clickthroughs: 69
■ CTR: 13%

● Interest has been high based on time on site. 

● Amelia Island: 3,707 new users (21.9% MoM), 3,338 
engaged sessions (18.8% MoM), 19.57% bounce 
rate (5.5% MoM), 9.48 events/session (0.0% MoM), 
with an average session duration of 00:03:21 
(27.8% MoM).

DISPLAY RECAP |  Travelzoo 
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Display Recap |  Travelzoo - YoY Comparison

YoY  Insights: January 2024 vs January 2023
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● January campaign delivered: 914,684 
Impressions with 832 visits matched to our 
podcast listeners who heard the ad. This means 
that someone heard the spot and visited the 
site. 
○ Total Unique Reach: 479,247

● 832 visits matched to our podcast listeners who 
heard the ad in January.

● Visit rates ended at .90 for the month---bounced 
back up from December 23

● Atlanta had the most visits with 161, and 
● Pittsburgh led the month in visit rate at 2.11.  The 

change in psychographic networks and creative 
helped to revive the activity

● Couple outperformed Family for Primary and 
Secondary markets 

AUDIO |  I-Heart Podcast
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Insights:

● The January Email deployed on 1/3/2024  
● Campaign results:

○ Subject: A Meeting Planner’s Paradise
○ Sent: 59,494
○ Opened: 6,678
○ Open Rate: 14.05%
○ Clicks: 3,998
○ CTR: 4.97%
○ CTOR: 35.38%

● Amelia Island:  249 new users (+24,800% MoM), 28 
engaged sessions (86.7% MoM), 88.8% bounce rate 
(+655.8% MoM), 3.45  events/session (-71.5% MoM), with an 
average session duration of 00:00:21 (-91.4% MoM).

MEETINGS RECAP |  USAE

49



Display Recap |  USAE - YoY Comparison

YoY Insights: January 2024 vs January  2023
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Meetings Recap | CVENT January 2024

Insights: 

● Amelia Island Metro Area  (cities of Yulee, 
Amelia Island and Fernandina Beach) 
received 174 unique RFPs for the month 
through Cvent, which was +5% higher 
than January 2023

● Out of these, 7 were awarded 
● Total awarded value of almost $1.4 

million.
● Out of these 174 RFPs, the DMO was 

copied on 57 of them, which is flat to 
January 2023

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

● January campaigns delivered 4,596,873 (+10% 
MoM) impressions and reached 1,715,938 unique 
people and drove 169,134 clicks.

● Ad Engagement
○ 12,975 post reactions
○ 528 post saves
○ 456 post comments
○ 760 post shares

● Romance IE
○ Average view time: 10 seconds
○ Percentage viewed: 60%

Paid Social |  Recap
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Insights:

The Newsletter conversion campaign reached 
96,078 unique people, delivered 190,777 
impression and generated 1,948 (+11% MoM) Leads 
at a cost per lead of $0.77 (-13% MoM)

Engagement
● 3,177 post reactions
● 52 post comments
● 10 post saves
● 1 post shares

Paid Social |  Recap
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Insights:

The Events carousel reached 238,436 unique 
people, delivered 423,563 impression and 
generated 10,755 clicks at a CTR of 2.54%, 2.7xs 
times higher than industry average.

Engagement
● 268 post reactions
● 6 post comments
● 13 post saves
● 6 shares

Paid Social |  Recap
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Insights:

● The IT Family video campaign reached 
237,487 unique people, delivered 
386,392 impressions and generated 
18,380 clicks at a CTR of 4.76%, 5.3xs 
higher than industry average.

● The IT couples video campaign 
reached 160,392 unique people, 
delivered 320,282 impression and 
11,547 clicks at a CTR of 3.61%, 4xs 
higher than industry average. 

Paid Social |  Recap
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Insights:

● What’s New Blog campaign reached 81,447 
unique people, delivered 169,515 
impressions and generated 11,615 clicks at a 
CTR of 6.85%, 7.5xs higher than industry 
average.

Engagement
● 666 post reactions
● 7 post comments
● 11 post saves
● 16 shares

Paid Social |  Recap
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Insights:

● The Canada campaign reached 150,605 
unique people, delivered 292,689 
impressions and generated 17,809 clicks at 
a CTR of 6.08%, 6.6xs higher than industry 
average.

Engagement
● 1,197 post reactions
● 59 post comments
● 98 post saves
● 80 shares

Paid Social |  Recap
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Insights:

● The Restaurant Week campaign reached 
105,206 unique people, delivered 323,010 
impressions and generated 17,560 clicks at 
a CTR of 5.44%, 6xs higher than industry 
average.

Engagement
● 1,061 post reactions
● 59 post comments
● 79 post saves
● 187 shares

Paid Social |  Recap
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Insights:

● The Q1 Media Effort campaign reached 83,419 
unique people, delivered 147,998 impressions 
and generated 4,031 clicks at a CTR of 2.72%, 
3xs higher than industry average. 

Clicks by region:
● Charlotte: 1,639
● Raleigh: 840
● Atlanta: 625
● Charleston: 580
● Savannah: 347

Paid Social |  Recap
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Insights:

● January 2024 - Romance
○ Average view time: 10 seconds
○ Percentage viewed: 60%

● January 2024 - Foodie
○ Average view time: 11 seconds 
○ Percentage viewed: 66%

Paid Social |  2024 Instant Experience Recaps
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PAID SEARCH
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● Traffic was up 47% compared to December, mainly due to increased  
impresion volume in the Nationwide campaign (+47%), increased CTR  
in the Stay and Things To Do campaign (+18%) and lower CPCs across 
the board (-23%). Canada launched on 1/13.

● YoY, Traffic is up 53% (spend up 32%), CTR is up 19% and CPC down 
19%

● MoM, Clicks for [Amelia Island] were up 63% in the nationwide 
campaign and 47% in the target market campaign. Clicks from 
“Fernandina Beach” were up 15%; “Amelia Island things to do” clicks 
were up 12%, while traffic from “amelia island activities” was up 164% 

● Impression share was 14%. Biggest competition came from vrbo.com 
(25%)

● Mondays saw the highest activity for both impressions and clicks, 
while Tuesdays generated the most conversions

● 84% of clicks and 82% of conversions came from Mobile

● Females 55-64 generated the most clicks and conversions

● [Amelia Island] had the highest CTR among volume keywords (27% in 
target markets, 25% in nationwide campaign)

● Philadelphia, Boston and NY had the highest CTRs in the target 
markets; Pittsburgh, Miami and Orlando had the highest CTRs in the 
nationwide campaign. 

Paid Search |  Leisure 
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Most shown Leisure Ad:

Impressions Clicks

Leisure Spend Impressions Clicks CTR CPC

December 2023 $5,730 41,665 8,534 20.48% $0.67

January 2024 $6,506 57,476 12,576 21.88% $0.52

MoM 13.55% 37.95% 47.36% 6.84% -22.39%



● Traffic was up 18% MoM, mainly due to increased 
impressions and interaction rate across all campaigns, 

● Naples and Saint Augustine campaigns generated the most 
traffic (853 and 694 clicks respectively). 
Savannah had the highest CTR (13%)

● Mondays had the most impressions and generated the 
most traffic

● 80.5% of impressions and 88% of clicks came from Mobile

● Females 55-64 generated the most traffic, closely followed 
by 45-54 and 35-44 yo females

● St Augustine vacation and Naples Florida vacation 
packages generated the most traffic (666 and 673). 
Savannah vacation and Naples Florida vacation packages, 
had the highest CTRs among volume keywords (14% and 
11% respectively)

● NY had the highest CTR for Savannah  (13%), Philadelphia 
for Jekyll (9%) , DC for St Augustine (9%) , and Philadelphia 
for Naples (10.5%).

Paid Search |  Leisure - Competitors
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Impressions Clicks

Most shown Ad:

Competitors Spend Impressions Clicks CTR CPC

December 2023 $3,615 18,978 1,677 8.84% $2.16

January 2024 $3,186 20,997 1,975 9.41% $1.61

MoM -11.87% 10.64% 17.77% 6.45% -25.46%



● Targeting the cities of  Pittsburgh, PA, Chicago, IL, St. 
Louis, MO, and Los Angeles, CA. The average CPC  
decreased by 65% MoM

○ Impressions: 113,742
○ Clicks: 3,317  
○ CTR: 2.92%
○ Interaction Rate 2.92%
○ Average CPC: $0.59
○ Cost: $1,964.88

● Wednesdays  generated the most traffic

● Mobile generated 88% of impressions and 93% of 
clicks

● Pittsburgh generated the most volume, while Chicago 
had the highest CTRs 

PerformanceMax |  Leisure 
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Top Audiences responding to assets



● Campaign saw a 44% increase in traffic MoM, mainly due to 
higher impression volume 

● Impression Share went down from 29% to 23%. Biggest 
competition came from  theknot.com (17%),  Zola.com 
(18%), and WeddingWire.com (10.5%).

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

● 84% of impressions and 87.5% 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 luxury wedding venues” 

● NY generated the largest volume.

Paid Search |  Weddings
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Impressions
Clicks

Most shown Ad:

Weddings Spend Impressions Clicks CTR CPC

December 2023 $1,990 7,376 766 10.39% $2.60

January 2024 $2,024 9,386 1,104 11.76% $1.83

MoM 1.71% 27.25% 44.13% 13.19% -29.62%



YouTube

67
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● Targeting NY, Atlanta, Philadelphia, DC and Boston. 
HHI>$100K + Affinity and In-Market segments

● Impressions and views increased considerably (31% and 
48%, however high CPCs and decrease in CTR led to a 35% 
decrease in traffic from Youtube

● 92% of impressions, 98% of views and 57% of clicks came 
from TV screens

● Family Vacationers segment generated the most views and 
clicks.
Luxury Travelers segment had the highest view rate (59%) 

● 55-64 year old Males had the highest views and clicks

● 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

December 2023 $3,897 549,567 214,318 39.00% 149,594 27.22% $0.03 423 0.08% $9.21

January 2024 $3,922 719,313 301,391 42.04% 220,533 30.66% $0.02 272 0.04% $14.42

MoM 0.64% 30.89% 40.63% 7.79% 47.42% 12.64% -30.77% -35.70% -50.00% 56.57%



● 91% of impressions, 96% of views and 44% of clicks 
came from TV screens

● Corporate Event Planning segment generated the 
most views and clicks.
In-Market Searches segment had the highest view 
rate (56%) 

● Wednesdays generate the most views, while 
Tuesdays generated the most clicks

● FOX News, Youtube Movies, MSNBC, and ESPN  
delivered the most views

● NY and LA generated the most views and clicks.
Phoenix and San Diego showed strong CTRs. 
Alabama, Iowa and South Carolina had the highest 
view rates.

YouTube |  Meetings
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Views Clicks

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

January 2024 1035,93 200,050 90,901 45.44% 64,844 32.41% $0.02 90 0.04% $11.51



WE ARE
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EXECUTIVE SUMMARY | Website Performance (All Traffic) - January  1st - January  31st,  2024



EXECUTIVE SUMMARY | Website Performance (Email Traffic) -  January  1st - January  31st,  2024
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EMAIL PERFORMANCE | Leisure - Email 1/3

January 1 Email:  Brand
Subject Line: Stories, songs and simply delicious menus 🎻🍲
Preview copy: Can’t miss cultural events, Restaurant Week and more
Deployment Date: January 9, 2024
Audience/Segment: Discover Amelia

Email Metrics: 
● Delivered: 118,591
● Unique Opens: 28,600
● Opens: 37,631
● Open Rate: 31.42%
● Unique Open Rate: 24.1%
● Clicks: 846
● Clicked Rate: 0.71% 
● Clicks per Unique Opens: 2%

Top Links Clicked: 
● LEARN MORE:  270

○ New Year. New Things.
● YUMMY!:  167

○ Savor the Flavor: It’s Restaurant Week!
● GET INSPIRED:   95

○ Love is all you Need

Performance Highlights:
● Website Sessions: 496
● Website Views: 613
● Website Average Session Duration: 1:36



EMAIL PERFORMANCE | Leisure - Email 1/3

Links Clicked Total clicks Unique clicks

ameliaisland.com/blog/new-year-new-things/ 270 (31.9%) 230 (32.1%)

ameliaisland.com/blog/savor-the-flavor-its-restaurant-week/ 167 (19.7%) 109 (15.2%)

ameliaisland.com/blog/love-is-all-you-need/ 95 (11.2%) 84 (11.7%)

ameliaisland.com/places-to-stay/ 66 (7.8%) 52 (7.3%)

ameliaisland.com/things-to-do/ 38 (4.5%) 37 (5.2%)

ameliaisland.com/travel-guides/dining-nightlife/ 34 (4.0%) 28 (3.9%)

instagram.com/p/C1HxO-TsiPL/ 29 (3.4%) 29 (4.0%)

ameliaisland.com/ 26 (3.1%) 23 (3.2%)

ameliaisland.com/partners/the-addison-on-amelia-island/ 24 (2.8%) 23 (3.2%)

ameliaisland.taplink.ws/ 18 (2.1%) 16 (2.2%)

ameliaisland.com/travel-guides/ 16 (1.9%) 14 (2.0%)

instagram.com/p/C1R6UwmM3Iw/ 13 (1.5%) 13 (1.8%)

instagram.com/p/Cq0eiYnrF0v/ 11 (1.3%) 11 (1.5%)

instagram.com/p/C1njUfartFf/ 8 (0.9%) 8 (1.1%)

instagram.com/p/CxG5uOjgRlg/ 7 (0.8%) 7 (1.0%)

twitter.com/ameliaislandflo 5 (0.6%) 5 (0.7%)

instagram.com/visitameliaisland/p/C1ZwoZvOr3p/ 5 (0.6%) 5 (0.7%)

instagram.com/visitameliaisland/ 4 (0.5%) 4 (0.6%)

facebook.com/AmeliaIslandFlorida 3 (0.4%) 3 (0.4%)

ameliaisland.com/blog/ 3 (0.4%) 3 (0.4%)

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

pinterest.com/visitameliaisland/ 1 (0.1%) 1 (0.1%)

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

youtube.com/c/ameliaislandflorida 1 (0.1%) 1 (0.1%)

http://ameliaisland.com/blog/new-year-new-things/
http://ameliaisland.com/blog/savor-the-flavor-its-restaurant-week/
http://ameliaisland.com/blog/love-is-all-you-need/
http://ameliaisland.com/places-to-stay/
http://ameliaisland.com/things-to-do/
http://ameliaisland.com/travel-guides/dining-nightlife/
http://instagram.com/p/C1HxO-TsiPL/
http://ameliaisland.com/
http://ameliaisland.com/partners/the-addison-on-amelia-island/
http://ameliaisland.taplink.ws/
http://ameliaisland.com/travel-guides/
http://instagram.com/p/C1R6UwmM3Iw/
http://instagram.com/p/Cq0eiYnrF0v/
http://instagram.com/p/C1njUfartFf/
http://instagram.com/p/CxG5uOjgRlg/
http://twitter.com/ameliaislandflo
http://instagram.com/visitameliaisland/p/C1ZwoZvOr3p/
http://instagram.com/visitameliaisland/
http://facebook.com/AmeliaIslandFlorida
http://ameliaisland.com/blog/
http://linkedin.com/company/ameliaislandflorida/
http://pinterest.com/visitameliaisland/
http://tiktok.com/@ameliaislandflorida
http://youtube.com/c/ameliaislandflorida
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January 2  Email:  Brand
Subject Line:  Fall in love with Amelia Island, Florida 🥰😎
Preview copy: Sweethearts, sweet treats and hidden gems: You’ll find it all on 
Amelia Island
Deployment Date: January 17, 2024
Audience/Segment: Discover Amelia/Expanded Engaged Drive Market

Email Metrics: 
● Delivered: 64,396
● Unique Opens: 21,051
● Opens: 29,191
● Open Rate: 44.86%
● Unique Open Rate: 32.7%
● Clicks: 872
● Clicked Rate: 0.8% 
● Clicks per Unique Opens: 2.6%

Top Links Clicked: 
● EXPLORE: 225

○ Hidden Gems on Amelia Island
● GET COZY: 182

○ Romantic Getaway
● INDULGE: 165

○ 16 Sweet Spots on Amelia Island

Performance Highlights:
● Website Sessions: 511
● Website Views: 593
● Website Average Session Duration:1:51
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Links Clicked Total clicks Unique clicks

ameliaisland.com/itineraries/romantic-getaway-2/ 225 (25.8%) 188 (25.8%)

ameliaisland.com/blog/hidden-gems-on-amelia-island/ 182 (20.9%) 144 (19.7%)

ameliaisland.com/blog/16-sweet-spots-on-amelia-island/ 165 (18.9%) 119 (16.3%)

ameliaisland.com/places-to-stay/ 75 (8.6%) 66 (9.0%)

ameliaisland.com/things-to-do/ 34 (3.9%) 29 (4.0%)

instagram.com/p/C14v4DXsdHU/ 34 (3.9%) 31 (4.2%)

ameliaisland.com/ 26 (3.0%) 18 (2.5%)

instagram.com/p/C07U1pZLhiZ/ 23 (2.6%) 22 (3.0%)

ameliaisland.com/travel-guides/ 20 (2.3%) 17 (2.3%)

ameliaisland.taplink.ws/ 16 (1.8%) 14 (1.9%)

instagram.com/p/C10WGvjsk8b/ 15 (1.7%) 14 (1.9%)

instagram.com/p/C1r6-orMSCQ/ 9 (1.0%) 9 (1.2%)

instagram.com/visitameliaisland/ 8 (0.9%) 8 (1.1%)

facebook.com/AmeliaIslandFlorida 8 (0.9%) 8 (1.1%)

instagram.com/p/CzHTboPt45Q/ 8 (0.9%) 8 (1.1%)

instagram.com/p/C0-PseyMa7m/ 7 (0.8%) 7 (1.0%)

pinterest.com/visitameliaisland/ 4 (0.5%) 4 (0.5%)

youtube.com/c/ameliaislandflorida 4 (0.5%) 4 (0.5%)

ameliaisland.com/blog/ 3 (0.3%) 3 (0.4%)

twitter.com/ameliaislandflo 2 (0.2%) 2 (0.3%)

linkedin.com/company/ameliaislandflorida/ 2 (0.2%) 2 (0.3%)

tiktok.com/@ameliaislandflorida 2 (0.2%) 2 (0.3%)

http://ameliaisland.com/itineraries/romantic-getaway-2/
http://ameliaisland.com/blog/hidden-gems-on-amelia-island/
http://ameliaisland.com/blog/16-sweet-spots-on-amelia-island/
http://ameliaisland.com/places-to-stay/
http://ameliaisland.com/things-to-do/
http://instagram.com/p/C14v4DXsdHU/
http://ameliaisland.com/
http://instagram.com/p/C07U1pZLhiZ/
http://ameliaisland.com/travel-guides/
http://ameliaisland.taplink.ws/
http://instagram.com/p/C10WGvjsk8b/
http://instagram.com/p/C1r6-orMSCQ/
http://instagram.com/visitameliaisland/
http://facebook.com/AmeliaIslandFlorida
http://instagram.com/p/CzHTboPt45Q/
http://instagram.com/p/C0-PseyMa7m/
http://pinterest.com/visitameliaisland/
http://youtube.com/c/ameliaislandflorida
http://ameliaisland.com/blog/
http://twitter.com/ameliaislandflo
http://linkedin.com/company/ameliaislandflorida/
http://tiktok.com/@ameliaislandflorida
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January 3 Email:  Omni Amelia Island Resort Exclusive
Subject Line: New ways to love Amelia Island
Deployment Date: January 25, 2024
Audience/Segment: Discover Amelia

Email Metrics: 
● Delivered: 118,334
● Unique Opens: 31,822
● Opens: 42,410
● Open Rate: 35.52%
● Unique Open Rate: 26.9%
● Clicks: 1,056
● Clicked Rate: 0.89% 
● Clicks per Unique Opens: 2.3%

Top Links Clicked: 
● BOOK NOW: 220

○ THERE'S S'MORE TO LIFE PACKAGE
● PLAN YOUR STAY: 217

○ Fish to Fork
● LEARN MORE: 167

○ Omni Things to Do

Performance Highlights:
● Website Sessions: 235
● Website Views: 646
● Website Average Session Duration: 5:15
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Links Clicked Total clicks Unique clicks

omnihotels.com/hotels/amelia-island/specials/smore-to-life 220 (20.8%) 195 (20.9%)

omnihotels.com/hotels/amelia-island/things-to-do/fish-to-fork 217 (20.5%) 185 (19.8%)

omnihotels.com/hotels/amelia-island/things-to-do/resort-activities/upcoming-events/valentines-day 167 (15.8%) 145 (15.5%)

ameliaisland.com/places-to-stay/ 101 (9.6%) 90 (9.6%)

ameliaisland.com/things-to-do/ 85 (8.0%) 70 (7.5%)

instagram.com/p/C14v4DXsdHU/ 41 (3.9%) 37 (4.0%)

ameliaisland.com/travel-guides/ 33 (3.1%) 22 (2.4%)

instagram.com/p/C2Nb8yxLmYi/ 25 (2.4%) 21 (2.3%)

ameliaisland.com/ 25 (2.4%) 23 (2.5%)

instagram.com/p/C1AAU7WueJ5/ 23 (2.2%) 22 (2.4%)

ameliaisland.taplink.ws/ 21 (2.0%) 18 (1.9%)

instagram.com/p/C1UtMTuMEVO/ 18 (1.7%) 15 (1.6%)

instagram.com/p/C1R6UwmM3Iw/ 15 (1.4%) 15 (1.6%)

facebook.com/AmeliaIslandFlorida 14 (1.3%) 13 (1.4%)

twitter.com/ameliaislandflo 11 (1.0%) 8 (0.9%)

instagram.com/p/C2DW84Jsu24/ 10 (0.9%) 9 (1.0%)

ameliaisland.com/blog/ 9 (0.9%) 9 (1.0%)

instagram.com/visitameliaisland/ 7 (0.7%) 7 (0.8%)

pinterest.com/visitameliaisland/ 6 (0.6%) 5 (0.5%)

youtube.com/c/ameliaislandflorida 4 (0.4%) 4 (0.4%)

linkedin.com/company/ameliaislandflorida/ 2 (0.2%) 2 (0.2%)

tiktok.com/@ameliaislandflorida 2 (0.2%) 2 (0.2%)

http://omnihotels.com/hotels/amelia-island/specials/smore-to-life
http://omnihotels.com/hotels/amelia-island/things-to-do/fish-to-fork
http://omnihotels.com/hotels/amelia-island/things-to-do/resort-activities/upcoming-events/valentines-day
http://ameliaisland.com/places-to-stay/
http://ameliaisland.com/things-to-do/
http://instagram.com/p/C14v4DXsdHU/
http://ameliaisland.com/travel-guides/
http://instagram.com/p/C2Nb8yxLmYi/
http://ameliaisland.com/
http://instagram.com/p/C1AAU7WueJ5/
http://ameliaisland.taplink.ws/
http://instagram.com/p/C1UtMTuMEVO/
http://instagram.com/p/C1R6UwmM3Iw/
http://facebook.com/AmeliaIslandFlorida
http://twitter.com/ameliaislandflo
http://instagram.com/p/C2DW84Jsu24/
http://ameliaisland.com/blog/
http://instagram.com/visitameliaisland/
http://pinterest.com/visitameliaisland/
http://youtube.com/c/ameliaislandflorida
http://linkedin.com/company/ameliaislandflorida/
http://tiktok.com/@ameliaislandflorida
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EMAIL PERFORMANCE | Leisure - Email 1/3

January 1 Email:  Brand
Subject Line: So many reasons to love February on Amelia Island, FL 🥰
Preview copy: February sizzles for car lovers, sweethearts and foodies 
on Amelia Island, Florida.
Deployment Date: February 6, 2024
Audience/Segment: Leisure

Email Metrics: 
● Delivered: 118,632
● Unique Opens: 31,196
● Opens: 43,120
● Unique Open Rate: 26.29%
● Clicks: 1,008
● Clicked Rate: 0.84% 
● Clicks per Unique Opens: 2.06%

Top Links Clicked: 
● BUY TICKETS:  311

○ Amelia Island Concours Week
● GET A TASTE:  173

○ Resolution-Friendly Dining: Healthy Eating on Amelia Island
● PLAN NOW:   92

○ Love is all you Need

Performance Highlights:
● Website Sessions: 477
● Website Views: 543
● Website Average Session Duration: 1:27
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Links Clicked Total clicks Unique clicks

ameliaisland.com/festivals-events/concours-week/ 311 (30.9%) 230 (27.9%)

ameliaisland.com/blog/resolution-friendly-dining-healthy-eating-on-amelia-island/ 173 (17.2%) 136 (16.5%)

ameliaisland.com/blog/love-is-all-you-need/ 92 (9.1%) 80 (9.7%)

instagram.com/p/CbxVGLNLoie/ 61 (6.1%) 52 (6.3%)

ameliaisland.com/places-to-stay/ 58 (5.8%) 50 (6.1%)

instagram.com/visitameliaisland/p/C2fdghxsquY/ 45 (4.5%) 38 (4.6%)

ameliaisland.com/partners/the-ritz-carlton-amelia-island/ 38 (3.8%) 25 (3.0%)

ameliaisland.com/things-to-do/ 38 (3.8%) 34 (4.1%)

ameliaisland.com/partners/omni-amelia-island-resort/ 36 (3.6%) 26 (3.2%)

ameliaisland.com/ 22 (2.2%) 20 (2.4%)

ameliaisland.com/travel-guides/ 17 (1.7%) 17 (2.1%)

instagram.com/p/C2qbma-OBYd/ 15 (1.5%) 11 (1.3%)

ameliaisland.taplink.ws/ 14 (1.4%) 13 (1.6%)

facebook.com/AmeliaIslandFlorida 14 (1.4%) 13 (1.6%)

instagram.com/p/C10WGvjsk8b/ 13 (1.3%) 10 (1.2%)

instagram.com/visitameliaisland/ 11 (1.1%) 10 (1.2%)

instagram.com/p/C1njUfartFf/ 9 (0.9%) 9 (1.1%)

linkedin.com/company/ameliaislandflorida/ 9 (0.9%) 7 (0.8%)

youtube.com/c/ameliaislandflorida 8 (0.8%) 6 (0.7%)

instagram.com/p/C1ZwoZvOr3p/ 7 (0.7%) 6 (0.7%)

pinterest.com/visitameliaisland/ 5 (0.5%) 4 (0.5%)

tiktok.com/@ameliaislandflorida 5 (0.5%) 4 (0.5%)

twitter.com/ameliaislandflo 4 (0.4%) 3 (0.4%)

ameliaisland.com/blog/ 3 (0.3%) 3 (0.4%)

http://ameliaisland.com/festivals-events/concours-week/
http://ameliaisland.com/blog/resolution-friendly-dining-healthy-eating-on-amelia-island/
http://ameliaisland.com/blog/love-is-all-you-need/
http://instagram.com/p/CbxVGLNLoie/
http://ameliaisland.com/places-to-stay/
http://instagram.com/visitameliaisland/p/C2fdghxsquY/
http://ameliaisland.com/partners/the-ritz-carlton-amelia-island/
http://ameliaisland.com/things-to-do/
http://ameliaisland.com/partners/omni-amelia-island-resort/
http://ameliaisland.com/
http://ameliaisland.com/travel-guides/
http://instagram.com/p/C2qbma-OBYd/
http://ameliaisland.taplink.ws/
http://facebook.com/AmeliaIslandFlorida
http://instagram.com/p/C10WGvjsk8b/
http://instagram.com/visitameliaisland/
http://instagram.com/p/C1njUfartFf/
http://linkedin.com/company/ameliaislandflorida/
http://youtube.com/c/ameliaislandflorida
http://instagram.com/p/C1ZwoZvOr3p/
http://pinterest.com/visitameliaisland/
http://tiktok.com/@ameliaislandflorida
http://twitter.com/ameliaislandflo
http://ameliaisland.com/blog/
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January 2  Email:  Residence Inn Amelia Island Inclusion
Subject Line:  You Deserve a Getaway on Amelia Island, FL ⛱
Preview copy: See what makes every stay picture-perfect on Amelia Island
Deployment Date: February 16, 2024
Audience/Segment: Leisure/Engaged Expanded Drive Market

Email Metrics: 
● Delivered: 64,922
● Unique Opens: 25,025
● Opens: 35,183
● Unique Open Rate: 38.55%
● Clicks: 1,151
● Clicked Rate: 1.77% 
● Clicks per Unique Opens: 3.12%

Top Links Clicked: 
● GREAT RATES: 465

○ RESIDENCE INN AMELIA ISLAND
● FALL IN LOVE: 185

○ Honeymoon
● Places to Stay: 104

Performance Highlights:
● Website Sessions: 254
● Website Views: 276
● Website Average Session Duration:1:28
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Links Clicked Total clicks Unique clicks

marriott.com/JAXAR 465 (40.4%) 377 (39.1%)

ameliaisland.com/itineraries/honeymoon-itinerary/ 185 (16.1%) 162 (16.8%)

ameliaisland.com/places-to-stay/ 104 (9.0%) 83 (8.6%)

ameliaisland.com/blog/capturing-the-magic-best-spots-for-photographing-sunrises-sunsets/ 97 (8.4%) 77 (8.0%)

qrco.de/bdYt8i 49 (4.3%) 43 (4.5%)

ameliaisland.com/things-to-do/ 48 (4.2%) 37 (3.8%)

ameliaisland.com/ 25 (2.2%) 24 (2.5%)

instagram.com/p/CecF0zxF_7I/ 19 (1.7%) 18 (1.9%)

instagram.com/visitameliaisland/p/C2Nb8yxLmYi/ 19 (1.7%) 17 (1.8%)

ameliaisland.taplink.ws/ 18 (1.6%) 17 (1.8%)

facebook.com/AmeliaIslandFlorida 18 (1.6%) 13 (1.3%)

ameliaisland.com/travel-guides/ 18 (1.6%) 13 (1.3%)

instagram.com/visitameliaisland/ 15 (1.3%) 12 (1.2%)

instagram.com/visitameliaisland/p/C2qbma-OBYd/ 14 (1.2%) 13 (1.3%)

instagram.com/visitameliaisland/p/C1r6-orMSCQ/ 13 (1.1%) 10 (1.0%)

instagram.com/visitameliaisland/p/C28hDmGsN8D/ 13 (1.1%) 12 (1.2%)

instagram.com/visitameliaisland/p/C3EAVnbvEqz/ 13 (1.1%) 10 (1.0%)

youtube.com/c/ameliaislandflorida 6 (0.5%) 4 (0.4%)

twitter.com/ameliaislandflo 5 (0.4%) 4 (0.4%)

linkedin.com/company/ameliaislandflorida/ 3 (0.3%) 3 (0.3%)

ameliaisland.com/blog/ 1 (0.1%) 1 (0.1%)

pinterest.com/visitameliaisland/ 1 (0.1%) 1 (0.1%)

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

http://marriott.com/JAXAR
http://ameliaisland.com/itineraries/honeymoon-itinerary/
http://ameliaisland.com/places-to-stay/
http://ameliaisland.com/blog/capturing-the-magic-best-spots-for-photographing-sunrises-sunsets/
http://qrco.de/bdYt8i
http://ameliaisland.com/things-to-do/
http://ameliaisland.com/
http://instagram.com/p/CecF0zxF_7I/
http://instagram.com/visitameliaisland/p/C2Nb8yxLmYi/
http://ameliaisland.taplink.ws/
http://facebook.com/AmeliaIslandFlorida
http://ameliaisland.com/travel-guides/
http://instagram.com/visitameliaisland/
http://instagram.com/visitameliaisland/p/C2qbma-OBYd/
http://instagram.com/visitameliaisland/p/C1r6-orMSCQ/
http://instagram.com/visitameliaisland/p/C28hDmGsN8D/
http://instagram.com/visitameliaisland/p/C3EAVnbvEqz/
http://youtube.com/c/ameliaislandflorida
http://twitter.com/ameliaislandflo
http://linkedin.com/company/ameliaislandflorida/
http://ameliaisland.com/blog/
http://pinterest.com/visitameliaisland/
http://tiktok.com/@ameliaislandflorida
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January 3 Email:  Omni Amelia Island Resort Exclusive
Subject Line: Beat the winter blues on Amelia Island 🐇☀
Deployment Date: February 27, 2024
Audience/Segment: Leisure/Engagement-Engaged Expanded 
Drive Market

Email Metrics: 
● Delivered: 69,462
● Unique Opens: 31,096
● Opens: 40,905
● Unique Open Rate: 44.77%
● Clicks: 788
● Clicked Rate: 1.13% 
● Clicks per Unique Opens: 1.64%

Top Links Clicked: 
● PLAN MY STAY: 261

○ OMNI AMELIA ISLAND RESORT- EASTER WEEKEND ON 
AMELIA ISLAND

● BOOK NOW: 130
○ OMNI - An Unexpected Escape

● LEARN MORE: 86
○ Omni Things to Do

Performance Highlights:
● Website Sessions: 208
● Website Views: 559
● Website Average Session Duration: 5:29
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Links Clicked Total clicks Unique clicks

omnihotels.com/hotels/amelia-island/things-to-do/resort-activities/upcoming-events/easter 261 (33.1%) 193 (28.5%)

omnihotels.com/hotels/amelia-island/specials/unexpected-escape 130 (16.5%) 114 (16.8%)

omnihotels.com/hotels/amelia-island/things-to-do/resort-activities/water-sports 86 (10.9%) 70 (10.3%)

ameliaisland.taplink.ws/ 49 (6.2%) 48 (7.1%)

ameliaisland.com/places-to-stay/ 44 (5.6%) 42 (6.2%)

twitter.com/ameliaislandflo 41 (5.2%) 39 (5.8%)

pinterest.com/visitameliaisland/ 38 (4.8%) 37 (5.5%)

ameliaisland.com/things-to-do/ 27 (3.4%) 21 (3.1%)

ameliaisland.com/ 26 (3.3%) 21 (3.1%)

instagram.com/p/C3JKaKNrAYl/ 20 (2.5%) 19 (2.8%)

ameliaisland.com/travel-guides/ 18 (2.3%) 16 (2.4%)

instagram.com/p/C3lgP_Or2z0/ 11 (1.4%) 10 (1.5%)

instagram.com/p/C2lMCzGuN8T/ 7 (0.9%) 7 (1.0%)

instagram.com/p/C3d7nQLvBoZ/ 7 (0.9%) 7 (1.0%)

instagram.com/p/C3EAVnbvEqz/ 6 (0.8%) 6 (0.9%)

facebook.com/AmeliaIslandFlorida 4 (0.5%) 3 (0.4%)

instagram.com/visitameliaisland/ 3 (0.4%) 3 (0.4%)

tiktok.com/@ameliaislandflorida 3 (0.4%) 2 (0.3%)

instagram.com/p/C3bJ94_r--C/ 2 (0.3%) 2 (0.3%)

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

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

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

http://omnihotels.com/hotels/amelia-island/things-to-do/resort-activities/upcoming-events/easter
http://omnihotels.com/hotels/amelia-island/specials/unexpected-escape
http://omnihotels.com/hotels/amelia-island/things-to-do/resort-activities/water-sports
http://ameliaisland.taplink.ws/
http://ameliaisland.com/places-to-stay/
http://twitter.com/ameliaislandflo
http://pinterest.com/visitameliaisland/
http://ameliaisland.com/things-to-do/
http://ameliaisland.com/
http://instagram.com/p/C3JKaKNrAYl/
http://ameliaisland.com/travel-guides/
http://instagram.com/p/C3lgP_Or2z0/
http://instagram.com/p/C2lMCzGuN8T/
http://instagram.com/p/C3d7nQLvBoZ/
http://instagram.com/p/C3EAVnbvEqz/
http://facebook.com/AmeliaIslandFlorida
http://instagram.com/visitameliaisland/
http://tiktok.com/@ameliaislandflorida
http://instagram.com/p/C3bJ94_r--C/
http://ameliaisland.com/blog/
http://youtube.com/c/ameliaislandflorida
http://linkedin.com/company/ameliaislandflorida/
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Website Blog Conversions Email Paid Media

Jan 1, 2024 - Jan 31, 2024 ▼

https://lookerstudio.google.com/u/0/reporting/38c8c925-bf82-488c-8460-5a6a73905f5c/page/1KVhD?s=i6D0nVi1OV8&hl=en&requestMode=ONLINE_DOWNLOAD
https://lookerstudio.google.com/u/0/reporting/38c8c925-bf82-488c-8460-5a6a73905f5c/page/1KVhD?s=i6D0nVi1OV8&hl=en&requestMode=ONLINE_DOWNLOAD
https://lookerstudio.google.com/u/0/reporting/38c8c925-bf82-488c-8460-5a6a73905f5c/page/1KVhD?s=i6D0nVi1OV8&hl=en&requestMode=ONLINE_DOWNLOAD
https://lookerstudio.google.com/u/0/reporting/38c8c925-bf82-488c-8460-5a6a73905f5c/page/p_o23et7ckbd?s=i6D0nVi1OV8&hl=en&requestMode=ONLINE_DOWNLOAD
https://lookerstudio.google.com/u/0/reporting/38c8c925-bf82-488c-8460-5a6a73905f5c/page/p_o23et7ckbd?s=i6D0nVi1OV8&hl=en&requestMode=ONLINE_DOWNLOAD
https://lookerstudio.google.com/u/0/reporting/38c8c925-bf82-488c-8460-5a6a73905f5c/page/p_o23et7ckbd?s=i6D0nVi1OV8&hl=en&requestMode=ONLINE_DOWNLOAD
https://lookerstudio.google.com/u/0/reporting/38c8c925-bf82-488c-8460-5a6a73905f5c/page/p_8dejez5jbd?s=i6D0nVi1OV8&hl=en&requestMode=ONLINE_DOWNLOAD
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Website Performance

Total users

178,953
 18.1%

New users

174,365
 17.0%

Views

367,454
 6.0%

Sessions

214,323
 15.3%

Average session duration

00:02:23
 10.6%

Engagement rate

52.25%
 11.7%

Sessions per user

1.21
 -2.4%

Events per session

6.89
 31.9%

Tra�c and Acquisition

Sessions Sessions (previous year)

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

2K

4K
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8K

10K
Organic Social
Organic Search
Display
Direct
Paid Search
Referral
Unassigned
Cross-network
Email
others

28.2%

5.5%

7.6%

14.2%

14.9% 25.2%

Session Trend YoY Top Acquisition Channels by Total Users

Region Session… % Δ

1. Florida 39,826 2.4%

2. Georgia 21,962 -13.9%

3. New York 17,409 34.1%

4. Pennsylvania 12,622 30.3%

5. Virginia 9,193 11.8%

6. Illinois 8,854 9.3%

7. Texas 8,176 23.8%

8. North Carolina 7,900 13.2%

9. Ohio 7,466 24.5%

10. Michigan 7,199 72.0%

1 - 100 / 592 < >

City Session… % Δ

1. (not set) 20,350 23.4%

2. Atlanta 10,447 -12.3%

3. New York 10,162 45.8%

4. Jacksonville 7,850 68.9%

5. Fernandina B… 5,176 -13.9%

6. Chicago 5,093 26.6%

7. Ashburn 3,776 3.1%

8. Yulee 3,765 15.6%

9. Miami 3,195 -12.4%

10. Dallas 3,181 65.8%

1 - 100 / 7204 < >

Sessions

0 50K 100K 150K 200K

unkno…

55-64

65+

45-54

25-34

35-44

18-24

Sessions by Location Sessions by Age

Top Performing Landing Pages

Landing page Sessions Views Average session duration

1. / 87,394 157,186 00:02:15

2. /festivals-events/amelia-island-restaurant-week 19,826 30,776 00:03:24

3. /travel-guides/romance 14,275 21,243 00:01:16

4. /travel-guides/family 9,180 14,696 00:01:32

5. /places-to-stay 7,837 17,549 00:03:43

6. /things-to-do 6,143 14,726 00:04:07

7. (not set) 5,979 4,590 00:00:31

8. /festivals-events/concours-week 5,618 6,386 00:00:41

▼

1 - 100 / 1050 < >

First user default channel group ▼Jan 1, 2024 - Jan 31, 2024 ▼



Website Performance (Blog)

Total users

17,868
 4,322.8%

New users

11,233
 17,451.6%

Views

27,427
 4,728.7%

Sessions

21,136
 4,838.3%

Average session duration

00:02:10
 125.3%

Engagement rate

66.99%
 1,586.7%

Sessions per user

1.2
 13.7%

Events per session

4.38
 41.2%

Tra�c and Acquisition

Sessions Sessions (previous year)

Jan 1 Jan 3 Jan 5 Jan 7 Jan 9 Jan 11 Jan 13 Jan 15 Jan 17 Jan 19 Jan 21 Jan 23 Jan 25 Jan 27 Jan 29 Jan 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/new-year-new-things /blog/new-year-new-things/ 5,156 5,438 00:00:29

2. /things-to-do /blog/from-a-z-26-things-to-see-do-in-historic-downtown/ 795 855 00:02:57

3. /blog/10-cool-unusual-things-to-do-on-amelia-island /blog/10-cool-unusual-things-to-do-on-amelia-island/ 793 857 00:02:03

4. / /blog/from-a-z-26-things-to-see-do-in-historic-downtown/ 635 691 00:02:31

5. /blog/winter-retreat-cozy-accommodations-on-amelia-island /blog/winter-retreat-cozy-accommodations-on-amelia-island/ 574 638 00:00:34

6. /travel-guides/downtown /blog/from-a-z-26-things-to-see-do-in-historic-downtown/ 554 616 00:02:50

7. /blog/16-sweet-spots-on-amelia-island /blog/16-sweet-spots-on-amelia-island/ 509 558 00:01:31

8. /blog/10-reasons-to-travel-to-amelia-island-in-2023 /blog/10-reasons-to-travel-to-amelia-island-in-2023/ 477 518 00:01:57

1 - 100 / 2324 < >

First user default channel group ▼Jan 1, 2024 - Jan 31, 2024 ▼



First user default channel group ▼

Events and Conversions Performance Summary

Event count

1,476,440
Conversions

15,818
Events per session

6.89
Session conversion rate

7.32%

Event count

page_view
DE_links

session_start
�rst_visit

user_engagement
scroll

click
view_item_list

�le_download
travel_guide_view

0

100K
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Events and Conversions Performance Breakdown

Outbound Partner Links

Outbound Link Partner Event count

1. Omni Amelia Island Resort - Amelia Island 702

2. The Ritz-Carlton, Amelia Island - Amelia Island 496

3. Barefoot Amelia Beach Rentals - Amelia Island 435

4. Amelia Island Getaways - Amelia Island 290

5. The Villas of Amelia Island - Amelia Island 270

6. Coast at The Ritz-Carlton, Amelia Island - Amelia Island 260

7. Atlantic Recreation Center - Amelia Island 252

8. Marlin and Barrel Distillery - Amelia Island 245

▼

1 - 100 / 356 < >

Conversions

Event name Event count Sessions Events per session

1. page_view 367,454 208,350 1.76

2. DE_links 222,102 56,592 3.92

3. session_start 216,095 214,234 1.01

4. �rst_visit 174,365 172,169 1.01

5. user_engagement 121,281 76,978 1.58

6. scroll 54,400 43,674 1.25

7. click 47,742 30,030 1.59

8. view_item_list 46,676 11,977 3.9

9. �le download 46,545 6,511 7.15

▼

1 - 41 / 41 < >

Form Submission Count

Form Name Event count

1. (not set) 12,670

2. /inspiration-guide/ 607

3. /content/submit-an-event/ 17

4. /content/submit-a-business/ 11

5. /content/submit-an-offer/ 4

6. /meetings/request-information/ 2

7. /weddings/request-information/ 2

▼

1 - 7 / 7 < >

Event count Event count (previous year)

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

20K

40K

60K

Events Trend YoY

First user default channel group Event count

1. Organic Search 515,171

2. Direct 272,458

3. Organic Social 268,136

4. Display 134,439

5. Paid Search 130,269

6. Referral 102,027

7. Unassigned 21,327

8. Email 17,197

9 Cross-network 14 032

▼

1 - 13 / 13 < >

Events by Channel/Campaign

Newsletter Sign Up

1,691
Weddings RFP

8
Book Now

31,809
Meetings RFP

2

Jan 1, 2024 - Jan 31, 2024 ▼



Total users

1,867

Email Performance Summary

New users

1,798
Views

4,572
Sessions

2,333

Performance by Email Campaign

First user campaign Landing page Sessions Views Average session duration

1. it's_an_island_thing /travel-guides/dining-nightlife 347 596 00:02:02

2. it's_an_island_thing /blog/new-year-new-things 215 422 00:02:27

3. it's_an_island_thing /itineraries/romantic-getaway-2 194 304 00:02:32

4. it's_an_island_thing /places-to-stay 189 455 00:04:29

5. island_inspired_meetings /meetings 188 188 00:00:03

6. it's_an_island_thing /blog/hidden-gems-on-amelia-island 128 293 00:03:42

7 it's an island thing /blog/16-sweet-spots-on-amelia-island 116 193 00:02:20

▼

1 - 100 / 166 < >

Sessions by Country

First user source / m… Country Sessions

1. ameliaisland / email United States 1,403

2. foodandwine / email United States 428

3. usae / email United States 240

4. Mailchimp / email United States 112

5. travelandleisure / email United States 53

6. (not set) / email United States 13

7 ameliaisland / email Bangladesh 10

▼

1 - 39 / 39 < >

Sessions by City

First user source / m… City Sessions

1. ameliaisland / email (not set) 103

2. ameliaisland / email Atlanta 84

3. usae / email (not set) 66

4. usae / email Albany 49

5. ameliaisland / email Ashburn 49

6. ameliaisland / email Yulee 47

7 ameliaisland / email New York 42

▼

1 - 100 / 1035 < >

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

New ways to love Amelia Island Jan 25, 20… 119,252 118,334 45,038 32,242 27.25% 1,074 950 0.9% 918 2.28%

Fall in love with Amelia Island, Florida 🥰😎 Jan 17, 20… 64,900 64,396 30,142 21,199 32.92% 891 743 1.37% 504 2.64%

Stories, songs and simply delicious menus … Jan 9, 2024 119,631 118,591 37,838 28,675 24.18% 848 719 0.71% 1,040 2.02%

Grand total 303,783 301,321 113,018 - - 2,813 - 0.93% 2,462 -

▼

1 - 3 / 3 < >

Mailchimp Performance

Leisure

Meeting Planners

Amelia Island Tourism Industry Database - all 

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

New ways to love Amelia Island Jan 25, 20… 119,252 118,334 45,038 32,242 27.25% 1,074 950 0.9% 918 2.28%

Fall in love with Amelia Island, Florida 🥰😎 Jan 17, 20… 64,900 64,396 30,142 21,199 32.92% 891 743 1.37% 504 2.64%

Stories, songs and simply delicious menus … Jan 9, 2024 119,631 118,591 37,838 28,675 24.18% 848 719 0.71% 1,040 2.02%

Grand total 303,783 301,321 113,018 - - 2,813 - 0.93% 2,462 -

▼

1 - 3 / 3 < >

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

No data

Grand total - - - - - - - - - -

▼

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

No data

Grand total - - - - - - - - - -

▼

Jan 1, 2024 - Jan 31, 2024 ▼



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

Jan 1, 2024 - Jan 31, 2024 ▼



Website Blog Conversions Email Paid Media

Feb 1, 2024 - Feb 29, 2024 ▼
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Website Performance

Total users

200,566
 51.6%

New users

193,265
 49.2%

Views

362,995
 25.4%

Sessions

234,432
 46.1%

Average session duration

00:01:52
 -7.3%

Engagement rate

44.78%
 -7.9%

Sessions per user

1.18
 -4.3%

Events per session

6.3
 20.9%

Tra�c and Acquisition

Sessions Sessions (previous year)

Feb 1 Feb 5 Feb 9 Feb 13 Feb 17 Feb 21 Feb 25 Feb 29
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Cross-network
Email
others

29.2%7.5%

13.3%

17.1% 21%

Session Trend YoY Top Acquisition Channels by Total Users

Region Session… % Δ

1. Florida 42,486 69.5%

2. Georgia 20,234 2.0%

3. New York 18,448 38.6%

4. Illinois 11,628 75.1%

5. Pennsylvania 11,542 49.1%

6. California 11,277 69.8%

7. North Carolina 10,419 34.5%

8. Ontario 9,930 794.6%

9. Virginia 9,527 24.7%

10. Texas 9,042 60.0%

1 - 100 / 553 < >

City Session… % Δ

1. (not set) 22,848 45.6%

2. New York 11,930 66.3%

3. Atlanta 8,679 -12.0%

4. Miami 8,108 384.9%

5. Chicago 8,063 108.2%

6. Ashburn 5,046 59.2%

7. Jacksonville 4,360 16.0%

8. Los Angeles 3,891 87.7%

9. Boston 3,571 130.2%

10. Toronto 3,497 1,013.7%…

1 - 100 / 7269 < >

Sessions
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Sessions by Location Sessions by Age

Top Performing Landing Pages

Landing page Sessions Views Average session duration

1. / 101,524 164,189 00:01:53

2. /festivals-events/concours-week 13,201 15,412 00:00:56

3. /travel-guides/romance 13,102 19,688 00:01:02

4. /places-to-stay 11,600 23,519 00:03:15

5. /travel-guides/family 8,445 12,523 00:01:06

6. /blog/love-is-all-you-need 6,819 7,209 00:00:18

7. /things-to-do 6,193 15,635 00:04:14

8. /meetings 5,779 7,202 00:00:31

▼

1 - 100 / 1072 < >

First user default channel group ▼Feb 1, 2024 - Feb 29, 2024 ▼



Website Performance (Blog)

Total users

18,774
 5,454.4%

New users

12,238
 22,150.9%

Views

28,936
 5,991.8%

Sessions

22,634
 6,169.8%

Average session duration

00:02:00
 105.3%

Engagement rate

54.34%
 2,702.3%

Sessions per user

1.22
 14.0%

Events per session

4.37
 38.5%

Tra�c and Acquisition

Sessions Sessions (previous year)

Feb 1 Feb 3 Feb 5 Feb 7 Feb 9 Feb 11 Feb 13 Feb 15 Feb 17 Feb 19 Feb 21 Feb 23 Feb 25 Feb 27 Feb 29
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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/love-is-all-you-need /blog/love-is-all-you-need/ 6,819 7,006 00:00:16

2. /things-to-do /blog/from-a-z-26-things-to-see-do-in-historic-downtown/ 697 753 00:02:43

3. /blog/10-reasons-to-travel-to-amelia-island-in-2023 /blog/10-reasons-to-travel-to-amelia-island-in-2023/ 668 735 00:01:39

4. /things-to-do /blog/from-a-z-26-things-to-see-do-on-and-around-amelia-island/ 560 597 00:03:29

5. /travel-guides/downtown /blog/from-a-z-26-things-to-see-do-in-historic-downtown/ 526 583 00:02:31

6. / /blog/from-a-z-26-things-to-see-do-in-historic-downtown/ 433 483 00:02:46

7. /blog/from-a-z-26-things-to-see-do-in-historic-downtown /blog/from-a-z-26-things-to-see-do-in-historic-downtown/ 387 418 00:01:31

8. /blog/family-friendly-amelia-for-any-age /blog/family-friendly-amelia-for-any-age/ 354 387 00:02:36

1 - 100 / 2490 < >

First user default channel group ▼Feb 1, 2024 - Feb 29, 2024 ▼



First user default channel group ▼

Events and Conversions Performance Summary

Event count

1,476,176
Conversions

18,054
Events per session

6.3
Session conversion rate

7.69%

Event count

page_view
session_start

�rst_visit
DE_links

scroll
user_engagement

view_item_list
click

travel_guide_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 722

2. The Ritz-Carlton, Amelia Island - Amelia Island 482

3. Barefoot Amelia Beach Rentals - Amelia Island 436

4. The Villas of Amelia Island - Amelia Island 280

5. Marlin and Barrel Distillery - Amelia Island 256

6. Atlantic Recreation Center - Amelia Island 248

7. Amelia Island Getaways - Amelia Island 223

8. Sea Cottages of Amelia - Amelia Island 208

▼

1 - 100 / 354 < >

Conversions

Event name Event count Sessions Events per session

1. page_view 362,995 228,441 1.59

2. session_start 228,861 234,177 0.98

3. �rst_visit 193,265 198,187 0.98

4. DE_links 159,356 47,502 3.35

5. scroll 125,596 97,068 1.29

6. user_engagement 112,918 73,465 1.54

7. view_item_list 62,728 15,195 4.13

8. click 44,401 27,664 1.61

9. travel guide view 43,402 31,052 1.4

▼

1 - 34 / 34 < >

Form Submission Count

Form Name Event count

1. (not set) 14,157

2. /inspiration-guide/ 602

3. /content/submit-an-event/ 17

4. /content/submit-a-business/ 15

5. /weddings/request-information/ 8

6. /meetings/request-information/ 5

7. /test-form/ 1

▼

1 - 7 / 7 < >

Event count Event count (previous year)
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Events Trend YoY

First user default channel group Event count

1. Organic Search 436,141

2. Direct 268,492

3. Organic Social 258,584

4. Display 162,472

5. Paid Search 150,432

6. Referral 105,400

7. Unassigned 55,262

8. Cross-network 22,915

9 Email 13 496

▼

1 - 12 / 12 < >

Events by Channel/Campaign

Newsletter Sign Up

1,701
Weddings RFP

11
Book Now

35,059
Meetings RFP

5
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Total users

1,433

Email Performance Summary

New users

1,383
Views

3,456
Sessions

1,783

Performance by Email Campaign

First user campaign Landing page Sessions Views Average session duration

1. it's_an_island_thing / 308 573 00:02:08

2. it's_an_island_thing /places-to-stay 251 493 00:02:27

3. it's_an_island_thing /festivals-events/concours-week 232 325 00:02:05

4. it's_an_island_thing /itineraries/honeymoon-itinerary 153 221 00:02:37

5. it's_an_island_thing /blog/resolution-friendly-dining-healthy-eating-on-amelia-island 112 268 00:02:46

6. it's_an_island_thing /blog/capturing-the-magic-best-spots-for-photographing-sunrises-sunsets 90 211 00:02:17

7 it's an island thing /things-to-do 86 275 00:05:11

▼

1 - 100 / 139 < >

Sessions by Country

First user source / m… Country Sessions

1. ameliaisland / email United States 1,117

2. travelandleisure / email United States 382

3. Mailchimp / email United States 108

4. northstar / email United States 64

5. foodandwine / email United States 19

6. northstar / email Ireland 11

7 MailChimp / email United States 8

▼

1 - 44 / 44 < >

Sessions by City

First user source / m… City Sessions

1. ameliaisland / email (not set) 117

2. ameliaisland / email Miami 70

3. Mailchimp / email Fernandina Beach 60

4. travelandleisure / email New York 52

5. ameliaisland / email Ashburn 49

6. ameliaisland / email Atlanta 47

7 ameliaisland / email New York 44

▼

1 - 100 / 790 < >

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

Beat the winter blues on Amelia Island 🐇☀ Feb 27, 2024 69,728 69,462 40,905 31,096 44.77% 788 677 1.13% 266 1.64%

You Deserve a Getaway on Amelia Island, F… Feb 16, 2024 65,154 64,922 35,183 25,025 38.55% 1,151 964 1.77% 232 3.12%

So many reasons to love February on Ameli… Feb 6, 2024 119,535 118,632 43,120 31,196 26.3% 1,008 825 0.84% 903 2.05%

Grand total 254,417 253,016 119,208 - - 2,947 - 1.16% 1,401 -

▼

1 - 3 / 3 < >

Mailchimp Performance

Leisure

Meeting Planners

Amelia Island Tourism Industry Database - all 

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

Beat the winter blues on Amelia Island 🐇☀ Feb 27, 2024 69,728 69,462 40,905 31,096 44.77% 788 677 1.13% 266 1.64%

You Deserve a Getaway on Amelia Island, F… Feb 16, 2024 65,154 64,922 35,183 25,025 38.55% 1,151 964 1.77% 232 3.12%

So many reasons to love February on Ameli… Feb 6, 2024 119,535 118,632 43,120 31,196 26.3% 1,008 825 0.84% 903 2.05%

Grand total 254,417 253,016 119,208 - - 2,947 - 1.16% 1,401 -

▼

1 - 3 / 3 < >

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

No data

Grand total - - - - - - - - - -

▼

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

No data

Grand total - - - - - - - - - -

▼

Feb 1, 2024 - Feb 29, 2024 ▼



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

Feb 1, 2024 - Feb 29, 2024 ▼
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