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Task Assigned User:

Debi DeBenedetto

Create Account Name Task Type Status Due Date Closed Date Closed by User
Date Contact Name
4/21/2014 Debi's Activity Tracking Account  Registration - Open 4/21/2014
Conference/Trade shows
Debi DeBenedetto
Reaister Florida Encounter and create planner invitation list 15 nlanners per hotel we have 6 participation .
4/23/2014 Debi's Activity Tracking Account  Trade show preparations Open 6/2/2014
From: PirreMichelle
4/18/2014 Debi's Activity Tracking Account  Advisory Meeting Closed 4/3/2014  4/2/2014 Debi DeBenedetto
Debi DeBenedetto
attended advisorv roundtable
4/18/2014 Debi's Activity Tracking Account  Film Closed 4/18/2014 4/18/2014 Debi DeBenedetto
Debi DeBenedetto
follow up all afternoon on IPEC show.
4/18/2014 Debi's Activity Tracking Account ~ TDC Meeting / reports Closed 4/18/2014 4/18/2014 Debi DeBenedetto
Debi DeBenedetto
TDC repnort complete and turned in.
4/18/2014 Debi's Activity Tracking Account  CVB Project Closed 4/15/2014 4/18/2014 Debi DeBenedetto
Debi DeBenedetto
several hours and meetina on budaets. 2015 budaet reauest turned in
4/18/2014 Debi's Activity Tracking Account  Attend Meeting / Show/ Closed 4/16/2014 4/18/2014 Debi DeBenedetto
Conference
Debi DeBenedetto
Attended IPEC San Antonio 4 davs. Got 5 Rfns out and areat leads and meetinas. Indenendent Planners Fducational Conference. Follow up this we
4/21/2014 Hilton Naples Fam Arrangements Open 5/15/2014
-planned - itinerary
4/23/2014 Meeting Connections Ohio RFP sent to partner Open 4/23/2014
Dwight Loken 614-898-9361
assisted nlanner info and sent out Rfn will assist site June
4/17/2014 I(\l:e/p;es Marco Island Everglades  Assisted Mtg Planner Closed 4/17/2014 4/17/2014 Debi DeBenedetto
Debi DeBenedetto 239-252-2379
or 239-734-0295
debide@colliergov.net
From: Hentaes. Kim
4/22/2014 TD Securities Assist Meeting planner Closed 4/22/2014 4/22/2014 Debi DeBenedetto
-sales kit email photos or
video
Assisted reauest
5/7/2014  Waldorf Astoria Naples Rfp enhancement granted Open 6/9/2014

Lisa Buss 594-6023
lisa.buss@waldorfastoria.com

See if booked

* Task is assigned to multiple people
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LOU HAMMOND & ASSOCIATES
May 14, 2013

JoNell Modys
Naples, Marco Island, Everglades CVB

: Terence Gallagher; Doug Ruchefsky; Carlyn Topkin; Danielle
Hendricks
Lou Hammond & Associates

Jack Wert; Angela Aline; Lou Hammond

Activity Report — April 9 — May 14, 2014

Following is a summary of services conducted by Lou Hammond & Associates on behalf
of the Naples, Marco Island, Everglades CVB during April 9 — May 14, 2014.

1)

MEDIA HIGHLIGHTS

FORBES TRAVEL GUIDE

As a result of ongoing communication with DeMarco Williams and Jen Kester, the outlet
included recommended accommodations, shopping, restaurants, golf and more in Naples
on May 14.

UMV: 9,956,125; Media Value: $66,374.17

MEETINGS FOCUS

As a result of working with the Meetings Focus team, the outlet included highlights of the
destination throughout its annual Florida supplement/April issue.

UMV: 22,751; Circ: 25,030; Media Value: $4,185.91

MONTREAL GAZETTE

As a result of working with Rochelle Lash, the outlet featured the Snowbird Special at
The Inn on Fifth on April 16.

UMV: 343,523; Media Value: $2,290.15

TREKAROO

As a result of hosting Erin Gifford, the outlet featured an article titled, “Top 10 Things To
Do in Naples Florida For Families,” which included a number of activities, hotels and
restaurants in the destination on May 10.

UMV: 172,424; Media Value: $1,149.49

TAMMILEE TIPS

As a result of pitching in advance of National Stress Awareness Month, the outlet
featured a blog post on stress-free options offered in the destination on April 13.
UMV: 94,441; Media Value: $629.61
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As a result of hosting Erin Gifford, the outlet featured an article on the Dolphin Explorer
cruise on April 30.
UMV: 13,685; Media Value: $273.70

MAINLY SOUTHERN

As a result of pitching in advance of National Stress Awareness Month, the outlet
featured a blog post on stress-free options offered in the destination on April 13.
UMV: 2,340; Media Value: N/A

MEDIA VISITS

Agency is promoting the destination with ongoing media visits including:

ERIN GIFFORD, KIDVENTUROUS, APRIL 13 -14

Agency worked with Gifford for her visit to the destination in April. Agency secured
accommodations at the Waldorf Astoria Naples. Activities were secured including The
Dolphin Explorer, Naples Zoo and Naples Botanical Garden.

ALLISON ENTREKIN, SOUTHBOUND MAGAZINE MAY 9 -11

Agency worked with Entrekin to feature Fifth Avenue South and Third Street South for
the magazine’s Street Smart department. Avenue5 and Campiellos agreed to host for
dinner. Agency reached out to other restaurants of interest for hi-res photography.

BLAKE MILLER, CAROLINA BRIDE, JUNE 27 - JULY 1

Agency pitched and is working with Miller, who is interested in traveling to the
destination to compile a confirmed honeymoon feature for Carolina Bride magazine.
Miller has requested assistance with round trip airfare from Charlotte to RSW along with
access to a rental car during her stay. Agency secured accommodations at the Inn on Fifth
for the Naples portion of her trip and the Hilton Marco Island Beach Resort and Spa for
the Marco Island portion of her trip. Agency compiled a trip estimate and itinerary in
addition to booking flights.

JESSICA SANDERSON, MODERN DAY MOMS, JULY 25 -26

Agency worked with Sanderson who is based in Sarasota and is interested in visiting
Marco Island to showcase the recent TripAdvisor accolade. Agency confirmed
accommodations for Sanderson at the Marco Island Marriott. Agency continues to work
with Sanderson for other itinerary activities.

ALISON LEWIS, HEALTHY TRAVEL, SUMMER

Agency is working with Lewis to secure a feature story angle and activities. Client
provided recommendations, including healthy eating spots to showcase in the area such
as Sea Salt and The Cider Press Café. Agency is still seeking accommodations and will
compile a trip estimate accordingly.
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Agency met with Manning to discuss a potential feature travel story in an upcoming issue
of the magazine. Manning was interested in pursuing an angle featuring an Everglades
experience, possibly contrasting it with a visit to Naples. Agency is following up with
more information and will subsequently secure dates for a visit.

LAURA MANSKE, FREELANCE (PARADE)
Agency is working with Manske for a potential media visit in late summer. Once dates
and coverage are confirmed, agency will submit the formal press request.

JOHN THOMASON, BOCA RATON MAGAZINE

Agency is working with Thomason, who expressed interest in covering Naples as part of
a story for the publication. Agency is working to find available dates for a visit and will
send a press request accordingly.

JANICE NIEDER, FREELANCE

Client worked with Nieder during her previous visit to the destination with SATW —
requested that agency help arrange a second trip for a Marco Island feature. Client
suggested accommodations at Marco Island Marriott and informed the agency that Nieder
has also experienced the Dolphin Explorer Cruise. Agency connected with Nieder
directly, who suggested a visit at the end of 2014. Agency will follow up accordingly.

LENA KATZ, JUSTLUXE

Agency is working with Katz, who has expressed interest in visiting the destination and
staying at the Naples Bay Resort and the Inn on Fifth. Dates are pending, and the agency
continues to brainstorm potential story angles to maximize resulting coverage.

3) SOCIAL MEDIA

Agency social media efforts during the period of April 9 — May 14, 2014 include:

e LH&A Facebook
= April 29 — We’re feeling the chill today in New York. With beach season
around the corner, we’re dreaming of some of our favorite spots to pass the
time 'til we officially defrost. Where do you love to soak up the sun?
Pictured below: Naples, Marco Island, Everglades - Paradise Coast, Bermuda
Tourism, JW Marriott Guanacaste Resort & Spa, Sonoma County, CA and Phi
Phi Island in Krabi, Tourism Authority of Thailand NA. (5 photos)
» LH&A Value Blast
- April 16 — Fuel Up Package at Sunset Cove Resort
- April 23 — Spring Specials For Daily Play at The Quality Inn & Suites
Golf Resort
- April 30 — “Beauty and the Beach” Package at The Inn on Fifth
- May 7 — Make Waves Package at Naples Bay Resort & Spa
- May 14 — Babymoon Package at Inn on Fifth
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e LH&A Twitter

May 8 — RT @HiltonNaples: Hilton Naples celebrated National Travel and
Tourism Week w/ @ParadiseCoast at the 12th Annual...
http://fb.me/larVMwQWZ
May 7 — MT @ParadiseCoast: Experience the breathtaking nature of Florida's
#ParadiseCoast w/ activities for the whole #family http://bit.ly/IrwDWmU
May 7 — MT @ParadiseCoast: Celebrate Mother's Day at Sun-N-Fun Lagoon!
Mom's get in free with 1 paid admission http://bit.ly/1qg7RXRn @collierparks
May 7 — .@NFL fans, check this out! @ParadiseCoast native
@MiamiDolphinSue will be repping the team at upcoming #NFLDraft
http://shar.es/SjSWo
May 6 — @ TravlandLeisure A6 @ParadiseCoast has great value in #summer
and #spas if you need some indoor relief #TL_Chat
May 6 — @TravlandLeisure A.1 @CityofSantaFe has amazing festivals &
perhaps a #beach trip to @ParadiseCoast #TL_Chat
May 6 — @ParadiseCoast @HiltonMarco Congrats Ashley!
May 6 — RT @ParadiseCoast: Make #MemorialDay a Priceless Memory &
spend a long weekend w/ family in Florida's #ParadiseCoast
http://bit.ly/IpHnIWA
May 1 — RT @ParadiseCoast: In my Paradise, | want to build sandcastles while
| build priceless memories with my family http://bit.ly/1pHnIWA
Apr 30 — .@CNTraveler lists Best American Cities for Foodies. Our favs
@ParadiseCoast @CityOfSantaFe @ExploreCHS @InsideSonoma
http://cntrvir.com/1jeEwd1
Apr 29 — @TravlandLeisure Gizmo loves @paradisecoast #pupsinparadise
#TL_Chat pic.twitter.com/MuxDGAtIkp
Apr 29 — @skift shares most-visited national parks by Facebook check-ins. Our
pick? @ParadiseCoast’s Everglades National Park http://bit.ly/1j9vdeo
Apr 24 — RT @ParadiseCoast: Get ideas for fun before your #ParadiseCoast
adventure begins: http://bit.ly/xuVO0Tp #travel #florida
Apr 18 — RT @ParadiseCoast: World's Best #Golf Destinations via
@USATODAY. Vote to help #Naplesfl get gold: http://usat.ly/1gOGIzB
#travel #Florida
Apr 17 — RT @ParadiseCoast: Help us take our Par 5 to a hole-in-one by
voting #Naplesfl as a @10Best #Golf Destination: http://bit.ly/1ftE31p
Apr 16 — @TWtravelnews We're ready for a beach trip this summer! Great
options include @MarriottResorts, @PCBeach, or @ParadiseCoast !
#TWChats
Apr 16 — MT @10Best: Hey #Naples! http://bit.ly/1gRZYir Take your Par 5 to
a Hole-In-One! Vote for #golf! @ParadiseCoast @ndn_newsdesk
@durlandgolf
Apr 16 — We love this article! "Florida's Marco Island offers an exquisite,
exotic, indulgent escape” via @MySA http://bit.ly/levyhl4 @ParadiseCoast
Apr 11 — MT @ParadiseCoast: A #sunrise you'll never forget. Share some of
your sun along #Florida's #ParadiseCoast #travel
pic.twitter.com/TLmMRWGPuiwW
LH&A Value Blast

- April 16 — Fuel Up Package at Sunset Cove Resort
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- April 23 — Spring Specials For Daily Play at The ngﬁttflzlnn & Suites
Golf Resort
- April 30 — “Beauty and the Beach” Package at The Inn on Fifth
- May 7 — Make Waves Package at Naples Bay Resort & Spa
- May 14 — Babymoon Package at Inn on Fifth

4) WRITTEN MATERIALS & HOT TIPS

Agency drafted and distributed the following materials:

e Naples Named Among Top U.S. Cities for Foodies by Conde Nast Traveler —
Agency drafted release following client’s recognition by Conde Nast Traveler.
Client distributed locally, with agency distributing to trade and relevant regional
and national media publications.

e Food Network Magazine, Travel Eblast — Agency gave feedback and addition
for verbiage used in eblast for the Food Network’s Food Truck promotion.

e Paradise Coast Tourism Star Awards — Agency revised version of local release
announcing winners of 2014 Tourism Star Awards.

e LH&A Value Blast — Agency included Paradise Coast in weekly travel deal
round-ups distributed to targeted media.

5) NEWS BUREAU

Listed below are media with whom the agency has had contact on behalf of the Naples,
Marco Island, Everglades CVB and provided information in the way of specialized
pitches, press Kits or fact checking. In most cases, although listed only once, LH&A
liaised with publications or freelancers on multiple occasions.

Agency distributed press releases to relevant media. A sampling includes:
e AFAR Magazine

AOL Travel

Arthur Frommer's Budget Travel

Authentic Florida

Carry On

CheapOair Travel Blog

Chick Vacations

Departures

Destination: W

Endless Vacation

Fathom

Florida Travel + Life

Forbes Travel Guide
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Fun Florida Mom

Gadling

Globe-trotting

Healthy Travel Blog

In The Know Traveler

In Transit

Islands

Jaunted

Jetset Extra

Jetsetter

e Johnny Jet's Travel News, Tips & Stories
e Let's Travel

e Luxury Travel Advisor
ManAboutWorld

National Geographic Traveler
New England Golf Monthly
offMetro

Premier Traveler Magazine
Real Travel Adventures
Recommend

Robb Report

Travel Weekly

Trekaroo

Vacation Agent

VISIT FLORIDA

Additional Outreach:

e Nancy Trejos, USA Today — Agency pitched Trejos for National Stress
Awareness month, and followed up with a tax day relief package from
Naples Bay Resort.

e Christine Bryant — Agency pitched the destination as an active summer
family vacation.

e Kalle Bergman, Honest Cooking — Agency pitched new culinary offerings
during a media lunch.

e Monica Storch, Macaroni Kid — Agency pitched the Dolphin Explorer
during a media lunch.

e Brooke Porter Katz, Travel + Leisure — Agency discussed recent
destination updates during one-on-one meeting, including renovations at
Inn on Fifth and The Ritz-Carlton in addition to culinary highlights.

¢ Will Budiaman, Examiner.com — Agency showcased diversity of culinary
options in the destination during a meeting with Budiaman.

e YourTango — Agency connected with local culinary personalities to
gather Cinco de Mayo recipes for subsequent pitching.

e Stanley Sagner, New York Daily News — Agency met with Sagner, who
in addition to being the restaurant critic for the Daily News is also a
features travel writer. Agency showcased diversity of culinary options in
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the destination, highlighting new along with historic dining 9 0f62

establishments.

e DeMarco Williams, Forbes Travel Guide — Agency pitched new area
restaurants and itinerary suggestions to journalist ongoing.

e Ken Scrudato, BlackBook — Agency reached out to Ken to inquire about
his upcoming travel plans and to see how working with the Paradise Coast
could fit into his editorial plans.

e Summer travel spots for dogs — Agency followed up on a HARO request
to pitch the destination’s dog-friendly attributes.

e Karen Gardiner, Shermans Travel and HotelChatter — Agency pitched the
destination during a coffee meetings.

e Lena Katz, JustLuxe — Agency submitted a grilled fruit recipe on behalf
of the Waldorf Astoria Naples.

e Wendy Diamond, Animal Fair — Agency connected with Wendy prior to
Travel + Leisure’s Twitter chat, encouraging Wendy to mention Naples as
a premier pet-friendly travel destination.

6) GENERAL ACTIVITIES

Agency participated in conference calls with the client and provided agendas
and call reports on the same.

Agency updated LH&A Twitter page and Facebook page with client releases
and weekly value blasts.

Agency uploaded images to LH&A Pinterest page.
Agency uploaded images to LH&A Instagram.
Agency provided client with relevant media clips.

Sent client HSMA\I pet friendly submission entry to reference for a local
tourism award submission on behalf of Naples Bay Resort.

Assisted in request from Today Show producer, Karen Trosset, who is
seeking accommodations in the destination April 25 and April 26.

Attended CVB roundtable meeting and provided input on promotion
strategies for TripAdvisor Top Island accolade.

Agency outreached to Food Network team to assist and represent the
destination during the Food Truck promotion in New York. Agency followed
up post-event with photos for social media promotion.

Agency coordinated with Visit Florida team to send a representative for the
Ohio — Pittsburgh media mission.
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Agency forwarded information about Travel + Leisure’s Twitter R Fith a
pet-friendly travel theme.

7) PRESS RELEASES / CLIP HIGHLIGHTS

NAPLES
MARCO ISLAND
EVEE R GIVATTDES

—_————

FLORIDA'S PARADISE COAST

News
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Media Contacts:

JoNell Modys, jonellmodys@colliergov.net, 239-252-2425
Doug Ruchefsky, dougr@lhammond.com, 212-891-0244
Angela Aline, angelaaline@colliergov.net, 239-252-6298

Naples Named Among Top U.S. Cities for Foodies by Condé Nast Traveler
Florida’s Paradise Coast continues to accumulate national accolades in 2014

Naples, Fla. (April 30, 2014) — Naples, part of Southwest Florida’s Paradise Coast, has been named
one of America’s top food cities as part of Condé Nast Traveler's Readers Choice Awards. Naples
landed at number 17 on the list, alongside other cities renowned for their culinary offerings including
New York, San Francisco, Charleston and Napa.

The publication cites the incredible seafood selection found at nearly every restaurant as one of the
culinary highlights of Naples. However, it also references the “vast number of impressive international
eats” as another reason for Naples’ inclusion on the list, singling out dining establishments that serve
everything from French Provencal and Spanish tapas to authentic Peruvian food. You can see the
full list of winners at http://www.cntraveler.com/daily-traveler/2014/04/best-food-cities_slideshow 17--

Naples--FL 4.

Nominees and winners for the list were selected as part of the publication’s 2013 Reader’s
Choice Survey. The 2013 survey had 79,268 readers cast nearly 1.3 million votes, a record
since Condé Nast Traveler first introduced it in 1988. As part of the questionnaire, Condé Nast
Traveler asks readers to rate the U.S. cities that have the best restaurants. Candidates are
judged on a set of criteria relevant to their category, based on a standard five-point scale:
excellent, very good, good, fair, and poor. The percentage of excellent and very good ratings
determines the final score published by the magazine. The Reader’s Choice Rating for Naples
was an impressive 80.5.

"The readers of Condé Nast Traveler are among the most discerning travelers in the world, and
we are honored to be recognized by them for the array of diverse culinary experiences that are
offered in Naples and throughout the Paradise Coast,” said Jack Wert, executive director for the
Naples, Marco Island, Everglades Convention and Visitors Bureau.

The inclusion on Condé Nast Traveler’s list comes on the heels of several recent national and
international accolades garnered by Florida’s Paradise Coast, an area that consists of Naples,
Marco Island and the western portion of the Everglades. In February, Marco Island was named
as the top island in the U.S. and fourth-best island in the world as part of the 2014 TripAdvisor®
Travelers’ Choice® Islands Awards. Readers of 10Best, a division of USA Today Travel, also
recognized Naples as one of the best romantic getaways in North America and one of the best
golf destinations in the world. Previously, Florida’s Paradise Coast was voted as 2014’s Golf
Destination of the Year — North America by the International Association of Golf Tour Operators
(IAGTO).

About Florida’s Paradise Coast

Whether travelers are looking for a romantic escape or family getaway, Florida’s Paradise Coast
— Naples, Marco Island and the western portion of the Everglades — has an array of vacation
options year-round. With more than 30 miles of soft, white sand beaches, thriving arts and
culture scene, distinctive dining and the best of outdoor adventure, the Paradise Coast is truly a
destination with it all. Located just two hours from Miami, four hours from Orlando and three
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hours from Tampa, the Paradise Coast is easily accessible from some of Floﬁégfs? %argest cities.
Travelers outside of the Sunshine State can fly into Southwest Florida International Airport,

which provides nonstop service to 43 destinations (39 domestic and 4 international) on 17
different air carriers.

For more information about the Paradise Coast, call 800-688-3600 or visit
www.ParadiseCoast.com. Follow the destination on Twitter @ParadiseCoast and on Facebook
at www.Facebook.com/TheParadiseCoast.

HH#H
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May 14, 2014
UMV: 9,956,125
Media Value: $66,374.17

Spending Two Perfect Days In
Naples, Florida

@] DeMarco Williams , Contributor

If you're envisioning trendy beach spots in Florida, Miami
immediately comes to mind. When you think about timeless

glamour, Palm Beach might top the list. And if family fun is on your l

agenda, Orlando has that category pretty well wrapped up. Naples,
a city of just under 22,000 full-time residents, has lots to offer, too.
But up to this point, it just hasn’t had much of a stage in the
Sunshine State’s summer production to do so. With a little of your
help, though, all of that can come to a halt. When your next two-day
break arrives, fight the urge to trek back to Tampa because Naples,
in all its relatively unbothered beauty, awaits its chance to pamper
you.

NEWS FROM ... LOU HAMMOND & ASSOCIATES

11
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LaPlaya Beach é& Golf Resort, photo courtesy LaPlaya Beach and Golf Resort

Day One

Top-shelf properties such as Forbes Travel Guide Recommended Inn on Fifth and
Club Level Suites and Five-Star The Ritz-Carlton, Naples call the Southwestern
Florida city home, but another option for your weekend accommodations is LaPlaya
Beach & Golf Resort. An idyllic spot in the Gulf's spectacular white sands is reason
enough to reserve a suite, but the lush, Caribbean-influenced hotel wins in other
ways: The golf at LaPlaya Golf Course is incredible; the treatments at SpaTerre are
invigorating; the cuisine at Baleen Restaurant is an epicurean delight.

Once you put your bags away (and pull your significant other away from the
entrancing terrace view), make the five-minute drive to the Mercato shopping center
for lunch at The Counter, a hip burger factory that takes a certain pride in every
sandwich in manufactures. If you think its list of nine breads and 45 toppings is
special, wait until you see a drink roster that includes vodka-spiked blueberry
lemonade, beer cocktails and mimosa shakes. When you've stuffed yourself, walk off
the carbs in the swanky outdoor plaza where you'll find local brands (Gigi’s Children’s
Boutique) and national chains (Nordstrom Rack) to entice you.

12
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After shopping for an hour or so, head back to LaPlaya where you'll
find a number of options for your next activity. A long nap on the
pillow-top king bed isn’t a bad call. Nor is seeing whether the spa’s
promise of its tropical essence massage being a mood-altering
experience is mere brochure talk. Even putting the beach concierge
to work for a snack from your spot along Vanderbilt Beach sounds
great. Whatever you decide to do, just remember that you have
dinner reservations at Baleen.

At first glance, LaPlaya’s signature fine-dining establishment comes

off a tad formal. Glimmering chandeliers, private booths and a

snazzy waitstaff set the polished mood. But upon deeper inspection

of the diner in the polo shirt and shorts or the family chuckling over the day’s
parasailing exploits, you realize the place is for anyone who appreciates good service
and inventive dishes such as Florida Keys yellowtail snapper or chili-rubbed short
ribs. An order of freshly churned guava sorbet should complete your first day in
Naples.

< 'Y i

Avenues, photo courtesy Inn on Fifth and Club Level Suites
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Day Two

Since yvou have an early-morning tee time at LaPlaya Golf Course, you may not be able
to fit in a lavish breakfast. Luckily, the golf club, which is just a nine-minute ride
from the resort, offers pastries, hard-boiled eggs and fruit for hotel guests and club
members. If you've signed up for a session at the prestigious David Leadbetter Golf
Academy, your one-day mini school will start at 9 a.m. If you're going at the 6,907-
vard, mangrove-flanked course on your own, head out to the first hole. A beautiful
marriage of manicured greens and natural majesty—during our particular morning
on the course, we came across turtles and anhingas, the bird that’s pictured on the
LaPlaya logo—the layout is one golfers will compare favorably to anything they've
played previously in Sarasota or Ft. Lauderdale.

Once you've completed your round, grab a cheeseburger wrap at the clubhouse or
make the breezy 20-minute drive to Cosmos Café & Pizzeria, an unpretentious spot
that cooks up inspired pies that could leave the Naples in Italy a little envious.

By the time you get back to the hotel, it'll be around 3 p.m. and
roughly 93 degrees. Hit the water for a spell. Only this time, ask
your beach concierge for a Tiki Mudslide—the Tiki Bar’s recipe of
Kahlua, Baileys Original Irish Cream and Sobieski vanilla vodka
isn’t anything groundbreaking, but its execution is nothing short of
exceptional.

After you freshen up in your room, throw on yvour finest resort-chic

ensemble for dinner. Fifth Avenue South is another shopping center

in Naples with high-end boutiques and great eateries. One of these

choice destinations is Avenues, the just-opened restaurant at Inn

on Fifth. With its alluring vintage-glam dining area and bountiful

seafood selection, it's no wonder why locals and visitors have lined up for tables since
its December 2013 debut.

If you want to try Avenues’s barrel-aged Manhattan, by all means, indulge. But if you
can wait, there’s one last bit of fun awaiting vou at the resort. Like some scene you'd
imagine on Amelia Island, every night LaPlaya’s back patio converts into a fireside
lounge. Servers cater to vour every drinking need while flames from the pit tickle the
toes ever so gently. It's a perfect way to reflect on the relaxing weekend, or ponder
how in the world you've managed to overlook Naples for so long.

14
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UMV: 22,751
Circ: 25,030
Media Value: $4,185.91
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DIGITAL EDITION EXCLUSIVES:

@ 24 Orlando’s Quantum Leap
Winery: First of Its Kind

Q 25 Top Chefs: jJames Beard
Award Nominees on Orlando's
Sizzling Culinary Scene

NEWS FROM ... LOU HAMMOND & ASSOCIATES
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itself as the first locensed brewpub in

.. Tocida, offering wp to 12 handcrafted
spmt World tap beers that indude Old Elephant Foot

India Pale Ale, along with private tours

Az the sest of the country the Sarm to-fork movemest has taken ot in nestaurants for groups
around the Surshine State But farm-to-shat glass? At Honda oraft dstileries. the “We've done beg groups,” says Bree
arsaere g noirg yes F g are st 3 few o Desucourt, one of the company’s asso
clates. “They can stay, have lunch and
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the dstibery s intenars, mhich v covered n o newapagers and asdtionsl jad mug shots

com), where visitars to the tap room talk
beer-makiog with the beewmaster whike

Meerwhie. graups enjoy tours and even team-buitding arthities afterhour sampling the latest ales 4
“We ket them éo sarme botting Paul says. * They fabet and wign the bottes ard they krve » In addition to being steps from the theme
hat Secause they e earng amething of themsetsrs behing parks, groups at the Walt Disney Warld
» Wicked Dofghin Artisan Rum DistBlery | sckeddolphin com| s Cape Corsl wses 00 Swan and Dolphin (wwwswan
percent Flosktd susar to Craft its Sk and Sgice Srand namt avalibln sroand the state dolphin.com) can also look foeward to
“Pocply 200 T want 10 buy Cmsthisg iy Can just 29t off the sttt they sant some innovations in craft beewing. The hotels
TR urigue. CUmeTivng feds IRy Sars JoAne Eland), ceray, who notes st Wicked have introduced the pop-ap restaurant

Dortie 0 Mars Cormphmentany Tours and Gstings oy well as & Sl peavate athe 0 e bk
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Blucherry-lemon mooe pies, and some
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and fruity jam Saovoes fully realized
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chen sandwiches and our aown

the heart of the town’s new Culinary Arts
District, Funky Baddha offers beewery
tours and rotating food trucks

» Just south of Naples oo the Galf Cosst,
the Marco Ishand Brewery (www mar

coslindberwery.com) s Marco [dand's

hangover refief medicine.” Porcelling says.
“50 when the group & beadieg up to their
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them. The coolest thing about pop-up
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L0 YOUr groups styke. So we can supply
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farw ing .
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1o the room i's being made in,” sy
Joey Redoer, founder of the company
“You can soell and taste the results of
that labor. Most people et a kick out
of bearning just what goes imto making
a product, and with the tour you can
sev how we Craft ogr beers, and then go
enjoy them”
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hen you meet
in the Sunshine
State, it's entire-
ly possible to see
attendees glancing
out the window and
sighing as they head
into yet another session.

Fortunately, eojoving Flarida’s lush
outdeor landscape and getting some waork
done are not mutually exclusive, Plenty of
bescives, parks and wildermess areas offer
mueeting facilities, while kegions of tour op-
erators have crafted team-building choices
that go so far beyund the noem. sttendees
might go beyond what they thowght they
wuld do.

“Mt's great to get groups out of the
boardroom and into some fresh air where
they can expenenc: natwre” says Stephanie
Humicke, group sales manager for the Semm
nole County CVIL

AHTESCO events

nvigorate agendas

Scotes of Florida team-baiiding experts
wenhd agroe.

Team Florida
Your know those puzthes and quizzes often
used tr break the ice among attendees
duriegg meetings? Forget them. Florida has
far better icehneakens, many invalving the
water, the wildermess and great weather.
“Some of our groups might be compused
of salespeaple who don't wark in the same
ofice and bave never realfy interacted.” says
Doris Calgate, president and CEO of Off
shoce Sadling Schoal, with theee locations
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and secretary 1o ever fear they may have, we in South Walton are 15 rare
change places,” hellp them overcome it and its  coastal dune lakes that can be
Colgate says. “It’s 2 more effective exercise than exploced viz kayak or the wildly
good for both typical programs. | think that's  popalar stand-up paddieboard
sdes” why more companies are doing ~ Ing
The company  moee wikderness type adven
can also cus tures with their groups” Meeting at the Beach
tomkee Programs. Another area to consider 1f you'd like the Athantic Ocean
by mtroducing would be South Walton, where  oe Galf of Mexion as 2 back-
leadership compo.  moee than ¥ percent of the drop to a mecting ar becakout
nents, for example. toeal land ares s preserved In session —and who wouldnt
o Warking tegethes packlands and forests, including  the grest majority of Flarida
the I8 an Impoetant compo- Point Washingtos State Forest,  Beaches offor some type of
Gulf. oent of programs offered by where hiking oe cycling the 18- rentable facility, from oceas-
Pink Shell Naples Marina and Excursions,  mile Timpoochee Tead s likely  front gaasbaos, bourdwalks and
Beach Resoet and Spu in Foet featuring group kayaking, diving  to bring groups togethes. Ao decks to shelters and pavilions
Myers Beach, South Seas [sand  and fishing treks sloog with
Resoet on Captiva lslind and swamp walks in the Eveeglades
the Harmgton lan & Suites (n and moew lighthesetod optians
St Petersbarg. “When we take that Inchade Gilliyans -
thens out on o sailbost, they Land-themed beach parties.
barvw 80 como tagether to make "Out here, poople can take
that beat work, At Uhe ond of advantage of our goosystem
the program, theyre actually and try to appdy what they're
ring” hearming in thwir mevtings sbont
Offshoce featares hall- and tesm building.” ssvs Captain
full-day programs, with krger Mark Garcy, presicent of the
groups rotating through differ- — firm, “They brng moce back 10
ent tasks. their daily lives when they do
“It's agood way for the CEO  something out in nature, What-

The Fovar @

FloridaKeys o2 0

&KcyVés

t one recomm

ate Wal & maeting dectination right for the tmes, The
the day. With more than 20 maprational meet
750, and down-to-earth activines bue deep -sas Sehin
SNANLON yOou TaL Mmoke with 9 clear corMoent
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nda Keys & Koy Wett would be

. : fduf-*ll‘\.‘ ’

g veruel, facilibes

amacsraosoe 1

18



May 29, 2014
Detailed Staff Reports 11
21-0f 62

board combined

ve Florida's

group market soaring to new heights

Increases across the

with new developments ha

el l-Somanded aptimisem has Florida feding
pretty good about itsell When it comes to
the: Bature of toursen and by extenskon, the
futre of meetimgs and conventions, the
prood is in the real estate. New hotels are
opening their doors, new convention cen
ters are being wnveled, with moee exther
n development or on the drawing board, and new transportation optaes are

making it easier than ever to bring groups into the Sunshine State {see "Shiny &
New" section, page #1)

And behund it 3, acooeding to toensm professionals? Moce tourists. Recent
..... - fBgures released by Visit Flonda show 947 millon vistors came to the state in 2013
excveding the previous high of 91.5 méllion in 2012

One of the major contributors to dimbng tourism figures is one of the state’s larpest
urban aress, Greater Miaomi

“We had over 14 millon visitors in 2013 and that was a record- breaker” says ita Mon

arty, serooe wee pressdent of comvention sales for the Grester Maami CVE. “That's a mix
of group, lesure, busoess travders, everything. From a hotel perspective, 2005 was off the
charts in group busmess. It surpassed our 2012 projections”
But Miamy isn't slooe.
"Wie had 2 banaer vear for lessure towrtsm in 20137 says Debl DeBlenedetto, sales and
marketing manages for the Naples, Marco Islind, Everglades CVE, adding that there was also
Increasing Interest from mecting planners. "My vear was up over 20) percent for group RFPs
and incuinies coming mto the CVBY
Meamehile, othes CVEs are reperting encouraging gases In group bookings
“They're definitely strang” says Alex Kapezan, director of convention sales for Visit Tampa Bay
“We booked 20 percont move definite room nights m 2013 over 2002 It was the largest conven
thon goad we over had, and we excoedod it
That might change (1 2014, though —for the better. With the year baevly under way, Kaptasn
says Tampa s abeeady abead of the game.
W e over 25 percent better in booking pace
poing into 14 than we were kst war going into
013 We've alreadly booked into 2000 and 2021.°

Meeting Momentum
In Noetheast Flocida, lacksonville is also seeing
group numbers dimb,
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*[Ths vear] is going to be & really great
year for ux” says Katie Mitura, Viex Jack
sonville’s director of marketing and peoduct
devddopment. “So fax, our growp business ks
above where we were last year and we're also
on pace far 20157

Mitura paints to sgaificant renovations at
such downzown hotels as the Hyaet Regency,
the Cremvne Maza and the O 5s signs
of Jacksoerllle's Sorward momentum, with
oenpetitive eates the name of the game.

“Fiest aoud focemost, we'ne more of a value”
she says. Vet we have both the beach and the
beautifal dowrtown”

Other destimations are similarly imested
in promoting their assets

“Twould love o make us just 28 well known
in the meetings arena as we are among lesure

travedors,” savs Pamels Johrson, the new
depaty dinsctoe of the Lee County VOB (aed
it former dincction of salies)

Tohnson points 10 a proposed progect thal
ey help o just thart—the expanson of the
Harborside Event Center, the area’s hingest
convention venoe, set within walking dis-
tance of the dewntown Fort Myers shopping
and dining scene

Meaowiviie. there's 2 new group sales man
ager at the Seminole County CVE, Stephanie
Hunicke, who is focesed 0o new business
during what Dasery Trosset, the bureau’s ex
ecutive director, calls “a key time foc e, as we
gear up for an ambitious schedule of meet
ings, sports events and new developenent”

“I want to hring awareness to thes destina
tion, 50 we're woeking un grant progras o
incentivize planners to come here)” Hunicke
SaYS.

Central Perks

Planner inoentives sev sdso an impoctant
peart of the macketing effoets & Exporiency
Kissimmae, siys Carole I'lington, product
manager for mectings. So i spevading the

word about this kand of
golf courses, massive
lakes and rodeas that
bills Itse¥ as the casest
area to the Disney
parks

“Plasners are looking
at more team bulkling,
more catdonr activities
and moee emphass on CSR prograss, and
all theew sbsadutely phiy into our strongihe”
she s,

Pikington also touts Kissitmaner's stromgth
a8 3 tramsition destination from meetiogs 10
leisure

“Attendance is gemerally up when you
brimg a meeting to Central Florids, associa
tinns in particular, whech & 2 huge market for
us.” she sayx. “Those folks
are traveling on their own
dime and they apprecate
besmg able to combine
a meeting with a family
vacation”

Of comrse, the words
“famndly vacation” are mex
tricahly linked to Kessim
mee’s neighbor, Oclando,
whech is also a powerhouse
moeetings destiation in ies
own right

“We'te the socond -arg,
sk compntion destination
for major trade shoves
thw country,” saws Geoege
Aguel, presidest and CEO of Visit Ordanda
And we've second vnly to Las Vs in num-
bet of botel roums”

Could that chasge? It mght, if Orlando
heps going the way it s

“Right now we're undergring ome of the
most sigmificant capital investments in our
history!” Aguel s, “We have more coming
out of the ground, which keeps us dversi
fymg and adding to car portfolio of luxary
hrands”

Amaong those new progects is the Foar
Seasons Orfando, opening this summer at
the Wakt Disney Woeld Resoet, and Universal
Odando’s newly opened, 1800 rocen Cabana
Bay Beach Resort. But development doesnt
stop at hotels, Aguel notes.

“We're seeing this continuing investment
on the hoted side, the theme park side and
Jest on & general lewed,” he says, polntieg to
expansions at Universal CeyWalk and Down
s Disesey, aboeg with new additions ke
I-Dive Live, a shopping, dining and enter
tasnment center that will include & 425-fom
tal Ferris wheol and will start opening in
stages this sammes

"W rw just hitting it on all cvtinden”

Agud savse

Another clinder coming to the fore in

Orlando is incentive busmess

“Wee have signibicant options ko inoen-
tives. W have the Hikons, the [W Marootts,
the first new-build Waldorf and a mew Four
Sessams.” Aguel sy, “We like the foct that
vour can come here and pack one of our hotels
and be within minutes of a huge retad and
dining complex”

Marlket Value

The rewards of mcentive traved are also being
realized in Naples/Marco Ishand, whach

is wedcoming more, and coarting meee,
incentive groups, says Debi Dellenedetto, the
burcau’s sales and marketing manager

“I'm seeing moce inquiries about incen
tives” she says. “We are an incentive destioa
than and we do markes thae. We offer a great
alernative to going out of the country”

To that end, DeBenedetto wvs she recently
added incentive-themed events to her regu-
Lo Itmerary of industry trade shows

“Incentives ane a mew focss of mine, and
T trying to find new ways 1o go after thae
business.” she savs. “In general, our ontire
campergn has focused tovward the luxury
msarket, rather than competing with every-
one eha on everything else”

Semilarly. Geeater Miaow has been discov-
ened by a hacrative miche market, techaclogy
shows,

“We've seen a big mcrease in technolo-
gy-related busimess” savs Ita Moriarty, sensor
vice president of conventos sales for the
Greater Miami CVE “Whether you say we'ne
becoming the Tittle Sdicon Valley” of South
Florkda or the Art Basel of the technology
world; it ties into our mayor's overall plan to
keep technology graduates here and to grow
that whole marketplace”

Amoag the maor technobogy shows com
ing o town is eMerge Americas, which wil
host thoesands of sttendees at various loca-
thons in Miand snd Misen Besch this May

“It's going to be a very high- profide evemt
wnd being in technodogy interests from
around the globe.” notes Barry Moskowiez,
the Gevater Mismi CVBS vice poesident of
wlos. B8

TSSO 39
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Florida tempts Canadians in the off-season

Deluxe hotel offers cut-rate stay in the summer
BY ROCHELLE LASH, SPECIAL TO THE GAZETTE  AFPRIL 15 2014

Dl\l

!m

The Inn on Fifth, a deluxe hotei in Naples, Fla., is offering deep off-season discounts for
Canadian snowbirds

Photograph by: Inn on Fifth, Naples

The Inn on Fifth, a deluxe hotel in Naples, Fla., is offering a Snowbird -
Special for Canadians, valid until Dec. 19. 2014.

NEWS FROM ... LOU HAMMOND & ASSOCIATES
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The deal starts at $895 US for two people. for a seven-night stay in a
well-appointed room in the main building or $1,675 in one of the new
Club Level Suites. across MNaples' main street. This is a low-season
discount for spring, summer and fall at a luxurious destination where
winter rates start at about $300 US per night.

At the centre of downtown Naples, the Inn on Fifth has 119 guest rooms,

including 32 Club Level suites, plus a rooftop pool and a full-service spa.
The Inn on Fifth includes valet parking, Wi-Fi. beach shuitle, and access

to tennis nearby. Club Level suites add a lounge with refreshments and a
private deck.

Snowbird Special: 888- 403-8778, www.innonfifth.com; certain blackout
dates apply. including holidays.
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May 10, 2014
UMV: 172,424
Media Value: $1,149.49

Top 10 Things To Do in Naples Florida For Families

10P 10 THINGS FOR FAMILIES 10 DO N

Naples, Florida

B o TR B b me‘icx(‘,ommons/Eb abe
= gL RS T v |\

Naples may once have been considered a sleepy beach town, but it's become one of the Sunshine
State’s most desirable vacation destinations for families. Look for beautiful beaches and
opportunities to explore nature, but even then, you’ll only scratch the surface of what Florida’s
Paradise Coast has to offer. Here are the top 10 things to do in Naples Florida for
families.

NEWS FROM ... LOU HAMMOND & ASSOCIATES
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10. Naples Botanical Garden

Families will love exploring multiple gardens at the Naples Botanical Garden, such as the Asian
Garden featuring bamboo trees, rice paddies, statues, and temples. The Children’s Garden is also
not-to-be-missed for the dancing fountains, tree houses, and Nature Bingo, an interactive way
for kids to learn more about the garden’s herbs, plants, and flowers.

9. Naples Zoo

Feed a giraffe, ride a camel, and take in multiple animal shows at the Naples Zoo at Caribbean

Gardens. Kids can even watch as alligators are fed in Alligator Bay and take a short boat cruise to
see monkeys and apes before learning the ins-and-outs in a day in the life of a zookeeper. Take
a break at Cub Kingdom or Cub Corral, two shaded animal-themed play areas at the Naples Zoo.
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8. Dolphin Explorer

Just down the road, on Marco Island, a three-hour boat ride on the Dolphin Explorer is an
absolute must. Help the survey team catalog dolphins as part of the 10,000 Islands Dolphin
Project and take the Dolphin Challenge to earn a patch upon completing an activity booklet.
Kids will also love getting off the boat to collect shells and splash around at the beach.

7. Corkscrew Swamp Sanctuary

Take in the local flora and fauna at the Corkscrew Swamp Sanctuary as you make your way
along a 2.25 mile boardwalk that takes you through marshes, cypress forests, and wetlands.
Keep your eyes peeled for alligators and turtles alongside the path. Volunteers are often
available to help identify birds and other wildlife in the swamp.
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6. Golisano Children’s Museum of Naples

Kids will love the hands-on activities and creative ways to play at the Golisano Children’s
Museum of Naples. Learn more about Florida by exploring Journey Through the Everglades,
complete with wildlife sounds and a mangrove exhibit. Meanwhile, Mother Nature’s House will
teach children all about the weather and seasons, while the At the Beach room allows children
to explore shells, pelicans, and turtles.
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5. Bonita Beach Dog Park

Bonita Beach Dog Park is a dog lover’s paradise. Not only is it a great beach with beautiful
white sand, but it’s the place to go if you’'re traveling with a dog or if your kids love dogs. It’s
an off-leash beach. You’ll find plenty of furry friends chasing Frisbees, splashing in the water,
and taking a snooze in the sand. There's even a doggie shower station for pups to clean up
after a saltwater swim.
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4. Coral Cay Adventure Golf

Photo by: Wikime

When you’re ready to take a break from shelling, splashing, and sun-seeking, head to Coral
Cay Adventure Golf for 36 holes of miniature golf. Kids will love the tropical flowers, waterfalls,
and palm trees that beautify the course. With two separate courses, it's a great place to spend
the afternoon or to enjoy as an after-dinner family treat.

3. The Everglades

No trip to Florida is complete without a visit to the Everglades. Enter at the Gulf Coast Visitor
Center in Everglades City, which is less than 45 minutes from Naples. Take an airboat ride, go
for a hike, or hook up with Naples Bicycle Tours for a guided bike tour as a family. For kids, the
Everglades Junior Ranger Program is a must. Complete a variety of activities and earn a

Junior Range badge.
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2. Clam Pass Beach Park

You’ll find fine white sand and plenty of room to spread out at Clam Pass Beach Park. Take the
multi-rider golf cart out to the beach or walk along the .6 mile boardwalk through mangroves
to get to the public beach, which is shared with the Waldorf Astoria Naples. Free nature
walks are offered in the winter and spring, providing a great way to learn more about the local

scenery and conservation efforts.

1. Rookery Bay Reserve

Take a guided tour of Rookery Bay Reserve either by boat or by kayak to explore the bays,
mangrove forests, and wildlife. Families will also enjoy several short walking trails (1 /4 mile
each) that are marked to help visitors learn about the trees and flowers native to the area. In
the summer, look for free kids programs complete with story times, touch tanks, and crafts.
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Must-Do Day Trips from Naples, Florida

Sarasota: Just two hours up I-75 from Naples, plan to spend an afternoon at Siesta Beach,
which consistently ranks as one of America’s top family beaches. You’'ll also want to make stops
at Mote Aquarium and Save Our Seabirds, which rescues and rehabilitates wild seabirds.

Venice: Bring along a pail and hit the beach in Venice, the Shark Tooth Capital of the World.
You’ll find loads of shark teeth on the beaches, along with lots of great shells. Before you leave,
make a quick side trip to Ciao Gelato for tasty treats and people watching.

Ft. Lauderdale: Ninety minutes from Naples, it's worth a trip across Alligator Alley for stops
at Butterfly World, the EcoDiscovery Center, and the Museum of Discovery and
Science. Or, simply chill out on a land and sea Duck Tour.
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Eat Here

You’ll find a number of delicious places to eat in Naples that are perfect for kids and families
Here are a few of our favorites

Gumbo Limbo: Choose from a variety of casual seafood options and tropical drinks at the
Ritz-Carlton’s own Gumbo Limbo. Stay for sunset and ring the bell when the sun dips below the
horizon

Bonefish Grill: Go to Bonefish Grill on Sundays for delicious brunch options like Surf = Turf
Eggs Benedict and Créme Brulee French Toast. Moms and dads will love the Passionfruit
Mimosas

Truluck’s: Go into downtown Naples and make a stop at Truluck’s for the popular half-price
menu between 4:30-6:30 pm. Look for Oysters Rockefeller, Baja Ceviche, and Sweet Potato
Fries.

Be sure to walk around downtown Naples before or after dinner and top off your meal with a
stop at Kilwin’s for an ice cream cone.
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Stay Here

There are a variety of family-friendly hotels in Naples and Marco Island. Here are a few of our
favorites:

Pharc i et o \p!‘ﬂﬁ"wﬂ ‘

Waldorf Astoria Naples: Enjoy a short walk along the boardwalk behind the hotel, then hit
the beach with pails and shovels for everyone. Take on the only water slide in Naples before
splashing down into one of three pools. Look for the kids club and pizza-making classes on
Saturdays.

Ritz-Carlton Naples: Kids will love the Nature’s Wonders program led by naturalists that
teach children about the marine life and ecosystems in Florida. Walk out to the beach and build
sand castles before capping off your day with a perfect sunset.

Marco Island Marriott Beach Resort: Located in the heart of Marco Island, kids can
become junior explorers at the Tiki Tribe Discovery Camp. Kids will love staying here as they
swim, play, and even take a tour of the hotel bakery to design their own chef hats and decorate
cookies.

See many more places where Trekaroo families like to stay in Naples and Marco
Island.

Disclaimer: | was recently a guest of the Naples, Marco island, Everglades Convention & Visitors
Bureau. However, all opinions expressed here are my own.
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De-stress on Florida's Paradise Coast

De-stress on Florida's Paradise Coast during National Stress Awareness Month

One of our favorite places to explore in Florida's Paradise Coast! We visit Everglades
National Park every chance we get. There is nothing quite like bird watching in the

Everglades.

| thought it would be fun to share some other great destinations on Florida's Paradise Coast!

NEWS FROM ... LOU HAMMOND & ASSOCIATES
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Everglades eco fun: The Everglades offers a list of activities that allow travelers to unwind in
nature, some to note include kayaking, airboat tours, fishing, swamp walks and bird
watching. Everglades National Park is the largest subtropical wilderness in the United States
and boasts many rare and endangered species. It has been designated a World Heritage

Site, International Biosphere Reserve, and Wetland of International Importance.

-

Want to see more of the Everglades? Just click the blue heron pic above and you can

check out all of our posts on the Everglades @

Balloons Over Paradise event will literally allow attendees to let off some pre- or post-Tax Day
steam. The event is taking place at the Seminole Casino Immokalee April 26 and 27. It's a
two-day hot air balloon festival that features more than 50 custom hot air balloons and
plenty of fun for the whole family, including tethered balloon rides, polo match, alligator
wrestling, a dog agility show and a Saturday Night concert by a national headliner. The
best part? The event is free to attend. For more information,

www.seminoleimmokaleecasino.com.
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Retail therapy: Naples' prestigious Fifth Avenue South and Third Street South are the go-to
shoppers' havens on the Paradise Coast. The destination also offers waterside shopping at
the

Village on Venetian Bay (60 waterfront shops, galleries and restaurants with brick paths and

courtyards) and at the

Waterside Shops at Pelican Bay (high-end shopping), and with a tax return, shoppers will

have even more to spend at these top shopping destinations.

= Stress-free foodie options: Of course, healthy diets increase productivity and reduce

stress, on Florida's Paradise Coast, the culinary offerings are filled with fresh seafood, and
nutritious options like Sea Salt and new restaurants on the map like the vegan Cider Press
Cafée.

= The menu at Naples' Sea Salt is prepared from the finest seasonal, organic and
sustainable ingredients that come directly from local farmers and day boat
fisherman whenever possible. Recipes from Sea Salt's chef Falrizio Aielli are featured
in the best-selling book Grain Brain by Naples resident and neurologist David
Perimutter who included the restaurant due to its neurclogically-healthy menu.

8 The Cider Press Café is a unique new restaurant on Florida's Paradise Coast that offers
what they call “Florida-inspired, plant-based, modernist cuisine.” The restaurant's
menu items are 100 percent gluten free, use no animal products, and are not
heated - special kitchen techniques are used to achieve unparalleled flavors,

nutrition, and satisfaction.
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The Waldorf Astoria Naples is offering a “Spa Escape” package which includes overnight
accommodations, a daily $50 spa credit as well as daily breakfast for two, two signature
Waldorf Astoria Spa robes for guests to keep, and choice of one personal training or private

yoga session per day - the perfect combination of activities to melt away stress.

The package is available April 1 through May 31. Rates start at $389 per night. Promo code:

P?. To book, visit www.waldorfastorianaples.com.

The Hilton Naples is turning to nature for guests to experience healing as well as stress
reduction. The “Sea. Play. Explore” Spring Break Package offers special family rates and the
chance to cruise on the Dolphin Explorer for a three-hour excursion of discovery, exploration
and adventure. Guests experience a day out on the water where they get to interact in an
authentic scientific study while touring the waters of the Gulf of Mexico in search of
dolphins. The package includes overnight accommodations, four tickets to the Dolphin
Explorer Excursion plus a souvenir, four vouchers for a full Hilton breakfast (daily), and a

selection of complimentary amenities.

The package is available April 1 through September 30. Rates start at $174 per night. Note,
there is a three-night minimum on the package. To book, visit

www3.hilton.com/en/hotels/florida/hilton-naples-APFNHHF/index.hitml.
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Vent\mus

Make Family Travel an Adventure

April 30, 2014
UMV: 13,685
Media Value: $273.70

Marco Island: Learning On-Board the Dolphin Explorer

I've written about various dolphin programs, including the
Dockside Dolphins program that my kids participated in last year
at Hawks Kay Resort on Duck Key in Florida. While this short
program was more about using signals to get the dolphins to do
tricks, I recently had the opportunity to check out the Dolphin
Explorer, a program on Marco Island, Florida that lets kids
assist dolphin researchers with the ongoing 10,000 Islands
Dolphin Project.

My husband, Dirk, and I checked out this program together and
boarded a 30-foot catamaran for a three-hour cruise. Guided by
two members of the dolphin survey team, we headed out into the

Gulf and neighboring estuaries in search of dolphins along with 25

other excited dolphin-seekers.

Every 10 minutes or so we’'d spot dolphins and those on the boat with us would rush to catch some photos.
There was one dolphin named Sharks that followed us for some time, even splashing and jumping the
waves just behind the boat along with his pal, Trixie (we learned that male dolphins pair up with a buddy

once they're around 10 or 12 years old).

NEWS FROM ... LOU HAMMOND & ASSOCIATES
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Dolphin Anatomy

SEA EMOURSIONW

We were provided with a Sea Excursions binder with documentation on dolphin sightings, as well as
photos of fins so we could identify each dolphin by name. The binder also educated us on dolphin anatomy

and areas where dolphins had been sighted as part of the 10,000 Islands Dolphin Project.

The crew members, including a master naturalist / wildlife photographer, were extremely knowledgeable,
and so excited to talk about dolphins. We'd come across one or two dolphins and they’d take pictures of

the dolphins to document them. They’d also share fun facts about the dolphins, like whether they are male
or female (you can’t always tell by the name; Trixie is, in fact, a male dolphin), who their buddy is, how old

they are and how they like to catch fish.
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Two hours into the trip, we made a stop on a secluded beach so
everyone could get off the boat, play in the water and collect a
few shells. Everyone received a mesh bag for collecting
seashells and some of the kids on the trip got back on board
with dozens of pretty shells.

Children on-board the boat were also given a Dolphin
Challenge activity booklet. They simply completed the
activities to earn a patch, along with several photos of dolphins
seen on our voyage. It was a great way for the children to learn
more about the dolphin project in a fun, interactive way, but it

also provided them with a few souvenirs from the experience.

Overall, our trip aboard the Dolphin Explorer was a fantastic
experience. We learned so much about dolphins, as did the
children on board the boat. No wonder Keith Bellows of
National Geographic Traveler included Marco Island in his book, 100 Places that Can Change Your

Child’s Life.
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CVB - LOCAL TOURISM
INDUSTRY COVERAGE
Publication
Media Outlet Story Title & Link to Online Version Date Details
Collier County Bi-Monthly
Tourism Column
e Collier Tourism column by
The News-Press Recognition is the word for golf and go-getters 4/3/14 INM
Collier County tourism schedule of events; International Tourism Collier Tourism column b
The News-Press I IRy 2oUn > Y : = 4/17/14 ! ur! ! y
Outlook JINM
. . Collier Tourism column by
The News-Press Paradise Coast tourism rally a grand slam 5/1/14 INM
. . Collier Tourism column by
The News-Press FBU a touchdown for Collier tourism 5/15/14 INM
CVB & Local Tourism Issues
Coverage
CVB hosts Marco Island Roundtable; Grand Slam season for
Naples Daily News ) . 4/3/14
tourism - summer business may brak records too
Jobs up, hospitality jobs
Naples Daily News SW FL jobless rate drops in March 4/18/14 P P vl
not as seasonal
The News-Press RSW passenger traffic soars to new heights 4/19/14 [JW interview
The News-Press Naples area is a world-class golf spot, says USA TODAY award 4/25/14 |CVB press release
Naples Daily News Visitation rose 4% in the first quarter 4/28/14 |TDC meeting follow up
Naples Daily News Conde Nast lists Naples on America's best cities for foodies list 4/29/14 |Conde Nast
Davbreak With D Steel Live radio segment on Naples' selection as #17 on Conde Nast
9;\; ;i)ax N ! rew -tee Traveler's list of top American cities for food/restaurants in the
) ews annual Reader's Poll 5/1/14 CVB press release
Coastal Breeze News #1 on TripAdvisor Shirts 5/2/14 Shops sells #1 island shirts
The News-Press You're invited to tourism & hospitality parties tomorrow 5/5/14 CVB press release
Guest editorial from Lisa
Boet; CVB press release;
Naples Daily News Naples deserves its growing reputation as a foodie haven 5/5/14 P

online post live from Conde
Nast Traveler



http://www.news-press.com/story/life/outdoors/2014/04/03/collier-tourism-recognition-is-the-word-for-golf-and-go-getters/7231679/
http://www.news-press.com/story/life/outdoors/2014/04/17/collier-county-tourism/7809663/
http://www.news-press.com/story/life/outdoors/2014/04/17/collier-county-tourism/7809663/
http://www.naplesnews.com/news/2014/apr/03/cvb-hosts-marco-island-rountable-grand-slam-for/
http://www.naplesnews.com/news/2014/apr/03/cvb-hosts-marco-island-rountable-grand-slam-for/
http://www.news-press.com/story/money/industries/2014/04/19/rsw-passenger-traffic-soars-new-heights/7893995/
http://www.news-press.com/story/money/2014/04/24/naples-world-class-golf-spot/8117253/
http://www.naplesnews.com/news/2014/apr/30/cond-nast-lists-naples-among-best-cities-foodies-f/
http://www.coastalbreezenews.com/2014/05/02/1-on-trip-advisor-t-shirts/
http://www.news-press.com/story/entertainment/2014/05/05/youre-invited-to-swfl-tourism--hospitality-parties-tomorrow/8721747/
http://origin.library.constantcontact.com/download/get/file/1102638113916-337/NDN+Commentary+May+4+2014.pdf
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Naples Daily News Top employees in Collier tourism industry honored in awards 5/6/14
ceremony
Youth football championships worth millions in tourism dollars to
The News-Press 5/6/14
Naples
The News-Press SWEFL's might tourism industry takes time to party 5/7/14
Marco Island Sun Times Local hospitality workers shine at awards ceremony 5/7/14 CVB press release
Marco Eagle Tourism industry celebrates record season 5/8/14 _CVB prO\{lded r.esearch,
info: JW interview
The News-Press First quarter SW FL tourism is red-hot 5/13/14 |CVB provided info
Naples Daily News Fift.h Avenue South again plans summer specials for Florida 5/16/14 CvB Irmovative Idea award
residents mentioned
DESTINATION FEATURE
COVERAGE
Media Outlet Story Title Date Details
National & Regional
CVB worked with writer to
MedtingsFocus Florida Guide [Four different story mentions Annual provide mentions and
quotes
Plans for boutique hotel +
Gulfshore Life Bay House Owner: Hotel Plans Moving Forward April cooking school alongside
Bay House restaurant N.
Naples
Naples Daily News Picnic for two: Naples Zoo photo goes viral 4/1/14
Marco Island Sun Times Ciao Bella officially welcomed into the fold (Marco Island 4/24/14
restaurants)
Skift.com 10 Most Visited US National Parks based on Facebook Checkins 4/23/14 |Everglades NP at #7
The News-Press Naples area is a world-class golf spot, says USA TODAY award 4/25/14 |CVB press release
VisitFlorida.com 24 Places to Find Your Perfect Beach 4/25/14
Neopolitan's son gets a Big Time Rush as he preps for Latin Night
Naples Daily News on ABC dance show 4/28/14



http://www.naplesnews.com/news/2014/may/06/top-employees-collier-tourism-industry-honor-award/
http://www.naplesnews.com/news/2014/may/06/top-employees-collier-tourism-industry-honor-award/
http://www.naplesnews.com/news/2014/may/06/youth-football-championships-worth-millions-in/
http://www.naplesnews.com/news/2014/may/06/youth-football-championships-worth-millions-in/
http://www.news-press.com/story/money/2014/05/07/swfls-mighty-tourism-industry-takes-time-party/8789297/
http://www.marcoislandflorida.com/article/20140508/MARCONEWS/305080016/Local-hospitality-workers-shine-awards-ceremony
http://www.naplesnews.com/news/2014/may/08/over-the-top-tourism-industry-celebrates-record/
http://www.news-press.com/story/money/industries/2014/05/13/first-quarter-southwest-florida-tourism-red-hot/9021689/
http://www.naplesnews.com/news/2014/may/16/fifth-avenue-south-district-again-plans-summer/
http://www.naplesnews.com/news/2014/may/16/fifth-avenue-south-district-again-plans-summer/
http://www.naplesnews.com/news/2014/mar/31/picnic-two-naples-zoo-bear-photo-goes-viral/?CID=happeningnow
http://www.marcoislandflorida.com/article/20140418/MARCONEWS/140418001/1187/Business-Ciao-Bella-officially-welcomed-into-fold
http://www.marcoislandflorida.com/article/20140418/MARCONEWS/140418001/1187/Business-Ciao-Bella-officially-welcomed-into-fold
http://skift.com/2014/04/23/10-most-visited-u-s-national-parks-based-on-facebook-check-ins/?utm_source=Skift&utm_campaign=74ad390096-UA-28362693-1&utm_medium=email&utm_term=0_fe7fb4248c-74ad390096-63786929
http://www.news-press.com/story/money/2014/04/24/naples-world-class-golf-spot/8117253/
http://www.visitflorida.com/en-us/articles/2008/august/1062-florida-beach-primer.html?CID=SM_Facebook_2014VFPosts_VFMain
http://www.naplesnews.com/news/2014/apr/28/neapolitans-son-gets-a-big-time-rush-as-he-preps/
http://www.naplesnews.com/news/2014/apr/28/neapolitans-son-gets-a-big-time-rush-as-he-preps/
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Three day itinerary for
visiting Naples, Marco

Successful Meetings Three days in Naples, FL 4/29/14
& Y . 129/ Island & Everglades City.
Info, assistance from CVB
Naples/Marco Island #4
MSN.com . . . .
Cities with the most and least miserable workers happiest place
The News-Press Mercato makes North Naples a destination 5/7/14
Nables Dailv N NFL: Naples' Eisenberg chosen to represent Dolphins at draft as
apies Dally News season ticket member 5/7/14
Full feature in online
USA TODAY Everglades National Park version of paper includes
5/7/14  |Gulf Coast details
Nables Dailv N Breathe deep: Report says Lee, Collier counties have some of the
apies Daily News best air in the country 5/7/14
_ CVB and LHA provided
Miami Herald . . . . . - . .
Quick Trips: Getting a different view of wildlife on Marco Island 5/10/14 |information.
The N p Feature on M.l. Marriott
€ News-rress Not your ordinary spa experience 5/10/14 |spa
Fare Deals - Travel deals roundup includes Paradise Rx spa
Toronto Star .
package at Marco Island Marriott 5/12/14
CVB press release; press
Naples Daily News Editorial: Football may be the next big thing for Collier County 5/13/14 P P

conference

Naples Daily News

Fifth Avenue again plans summer specials for Florida residents

5/16/14



http://www.successfulmeetings.com/Destinations/Meetings-South/Articles/3-Days-in-----Naples,-FL/
http://money.msn.com/personal-finance/cities-with-the-most-and-least-miserable-workers
http://www.news-press.com/story/life/food/sharon-kenny/2014/05/07/mercato-makes-north-naples-destination/8774293/
http://www.naplesnews.com/news/2014/may/07/nfl-naples-eisenberg-chosen-to-represent-at-as/
http://www.naplesnews.com/news/2014/may/07/nfl-naples-eisenberg-chosen-to-represent-at-as/
http://www.usatoday.com/story/experience/america/national-parks/2014/05/07/everglades/8732739/
http://www.naplesnews.com/news/2014/may/07/breathe-deep-report-says-lee-collier-counties-of/
http://www.naplesnews.com/news/2014/may/07/breathe-deep-report-says-lee-collier-counties-of/
http://www.miamiherald.com/2014/05/10/4105607/quick-trips-getting-a-different.html
http://www.news-press.com/story/life/2014/05/10/not-your-ordinary-spa-experience/8159263/
http://www.thestar.com/life/travel/2014/05/09/fare_deals_pamper_mom_package_available_at_shizen_spas.html
http://www.thestar.com/life/travel/2014/05/09/fare_deals_pamper_mom_package_available_at_shizen_spas.html
http://www.naplesnews.com/news/2014/may/13/editorial-football-may-be-the-next-big-thing-for/?CID=happeningnow
http://www.naplesnews.com/news/2014/may/16/fifth-avenue-south-district-again-plans-summer/
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Naples, Marco Island, Everglades CVB

Call Summary by Toll Free Number

For the month of April 2014

Toll Free Number
800-2ESCAPE (800-237-2273)

PR-Editorial (800-688-3600)

Film Commission (800-349-5770)
International (239-225-1013)
Storm Information (800-785-8252)
Meeting Planner (800-830-1760)
Naples #1 (800-455-2604)

Travel Agent (888-409-1403)
Sports Council (800-342-3110)

Grand Total:

# of Calls

12

27

44

Minutes
41.95

106.58

0.00

13.15

0.00

0.00

0.00

0.00

0.00

161.68

Phase V of Southwest Florida, Inc.

Page 1 of 15
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Naples, Marco Island, Everglades CVB

Inquiry Summary by Purpose

Purpose

Live Information

Special Fulfillment

Guide Request

CVB Office Referral

Hang up

Wrong Number

eNewsletter Signup

Golf E-blast

Meeting Planner

Grand Total:

For the month of April 2014

Calls/Request

22

475

2,009

2,898

Minutes

69.72

10.73

283.98

14.93

0.00

0.00

0.00

0.00

0.00

379.37

Phase V of Southwest Florida, Inc.
Page 2 of 15



04/30/2014

May 29, 2014
Detailed Staff Reports 11
47 of 62

Naples, Marco Island, Everglades CVB

Guide Request Summary by Guide

For the month of April 2014

Guide # of Requests Quantity
Area Map 269 2166
Meeting Planner Kit 32 32
Post Card 1 30
Rack Brochure (Portuguese) 17 17
Rack Brochure (Spanish) 17 17
Visitor's Guide (English) 1950 6038
Visitor's Guide (German) 23 23
Grand Total: 2309 8323
Unigue requests for guides: 2009

Phase V of Southwest Florida, Inc.
Page 3 of 15
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Naples, Marco Island, Everglades CVB

Guide Request Summary by Source

For the month of April 2014

Current Year Last Year
Source Month YTD % YTD Month YTD % YTD
Group Markets 138 789 7.33% 0 0 0.00%
Leisure Markets 1,747 8,836 82.06% 1,787 0 0.00%
Meeting Planners 2 13 0.12% 1 0 0.00%
Miscellaneous 21 168 1.56% 16 0 0.00%
Niche Markets 101 962 8.93% 448 0 0.00%
Spring/Summer In-State Campaign 0 0 0.00% 1 0 0.00%

Grand Total: 2,009 10,768 2,253 0

*YTD = Fiscal Year to Date

Phase V of Southwest Florida, Inc.
Page 4 of 15



04/30/2014 May 29, 2014
Detailed Staff Reports 11
49 of 62

Naples, Marco Island, Everglades CVB
Request Summary by Group Markets

For the month of April 2014

Media # of Requests YTD % YTD
Group Business - Association Meetings Professional

Collaborate Meetings Magazine August/September 2013 0 9 31.03%
Connect Meetings Magazine January/February 2014 10 10 34.48%
Connect Meetings Magazine March/April 2014 10 10 34.48%
Group Business - Association Meetings Professional 20 29 3.68%

Group Business - Corporate Meetings Professional

Collaborate Meetings Magazine August/September 2013 0 1 9.09%
Collaborate Meetings Magazine February/March 2014 10 10 90.91%
Group Business - Corporate Meetings Professional 10 1 1.39%

Group Markets (Bridal/Honeymoon)

Bridal Guide January/February 2014 13 120 16.02%
Bridal Guide March/April 2014 95 478 63.82%
Bridal Guide November/December 2013 0 145 19.36%
Destination Weddings & Honeymoon December 2013 0 6 0.80%
Group Markets (Bridal/Honeymoon) 108 749 94.93%
Grand Total: 138 789

*YTD = Fiscal Year to Date

Phase V of Southwest Florida, Inc.
Page 5 of 15
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Naples, Marco Island, Everglades CVB
Request Summary by Leisure Markets
For the month of April 2014

Media # of Requests YTD % YTD
Consumer Directories
2010 Visit Florida Magazine 0 2 0.14%
2011 Naples, Marco Island & the Everglades Visitors Guide 0 1 0.07%
2013 Florida Insider Guide - Quick Check 2 14 0.96%
2013 Visit Florida Magazine - Quick Check 116 776 53.33%
2013 Visit Florida Magazine - Specific Target 80 585 40.21%
2014 Visit Florida Magazine - Quick Check 8 43 2.96%
2014 Visit Florida Magazine - Specific Target 1 34 2.34%
Consumer Directories 217 1455 16.47%
Consumer E-Marketing
DestinationBrochures.com 1 19 0.60%
Other/Unknown 1 2 0.06%
ParadiseCoast.com 464 3144 99.27%

Miles Media Imports 460 3090 97.57%

Phone 2 31 0.98%

Interactive Text Chat 2 23 0.73%
VisitFlorida.com 0 1 0.03%
WeatherBug.com 0 1 0.03%
Consumer E-Marketing 466 3167 35.84%
Consumer Magazines
AAA Florida TourBook 2009 Edition 0 2 6.90%
Conde Nast Traveler April 2014 5 5 17.24%
Florida Travel & Life May/June 2011 1 1 3.45%
Other/Unknown 1 16 55.17%
Southern Living January 2012 0 5 17.24%
Consumer Magazines 7 29 0.33%
Consumer Newspaper
Other/Unknown 2 2 0.05%
Visit Florida In-State Insert Fall 2013 0 3128 74.74%
Visit Florida In-State Insert March 2014 1,055 1055 25.21%
Consumer Newspaper 1,057 4185 47.36%

Phase V of Southwest Florida, Inc.
Page 6 of 15



04/30/2014 May 29, 2014
Detailed Staff Reports 11

Grand Total: 1747752 gs36
*YTD = Fiscal Year to Date

Phase V of Southwest Florida, Inc.
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Naples, Marco Island, Everglades CVB

Request Summary by Meeting Planners

For the month of April 2014

Media # of Requests YTD % YTD
ParadiseCoast.com/Meetings 2 13 100.00%
Grand Total: 2 13

*YTD = Fiscal Year to Date

Phase V of Southwest Florida, Inc.
Page 8 of 15
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Naples, Marco Island, Everglades CVB

Request Summary by Miscellaneous

For the month of April 2014

Media # of Requests YTD % YTD
CVB Bulk Mail Request 8 21 13.55%
CVB Office 2 8 5.16%
Friend/Relative 1 14 9.03%
Other/Unknown 8 111 71.61%
VISIT FLORIDA.COM 0 1 0.65%

19 155 92.26%

Consumer E-Marketing

Other/Unknown 0 2 33.33%
VisitFlorida.com 0 4 66.67%
Consumer E-Marketing 0 6 3.57%
Consumer Magazines

AAA Florida TourBook 2009 Edition 0 1 100.00%
Consumer Magazines 0 1 0.60%
Other/Unknown 0 1 16.67%
TCTIA FAM October 2011 2 5 83.33%
Travel Agent 2 6 3.57%
Grand Total: 21 168

*YTD = Fiscal Year to Date

Phase V of Southwest Florida, Inc.
Page 9 of 15
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Naples, Marco Island, Everglades CVB
Request Summary by Niche Markets

For the month of April 2014

Media # of Requests YTD % YTD
Niche Markets (Bridal/Honeymoon)

Bridal Guide (Added Value) July/August 2013 1 21 3.74%
Bridal Guide (Added Value) May/June 2013 0 19 3.38%
Bridal Guide March/April 2013 2 45 8.01%
Bridal Guide November/December 2013 1 300 53.38%
Bridal Guide September/October 2013 2 177 31.49%
Niche Markets (Bridal/Honeymoon) 6 562 58.42%
Niche Markets (ECO)

Audubon March/April 2014 95 400 100.00%
Niche Markets (ECO) 95 400 41.58%
Grand Total: 101 962

*YTD = Fiscal Year to Date

Phase V of Southwest Florida, Inc.
Page 10 of 15
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Naples, Marco Island, Everglades CVB
Guide Request Summary by State

For the month of April 2014

Current Year Last Year
State Month Y1D % YTD Month Y1D % YTD
Florida 1,183 4,855 47.87% 267 779 8.69%
New York 62 431 4.25% 96 830 9.26%
lllinois 60 364 3.59% 106 687 7.66%
Ohio 53 362 3.57% 89 382 4.26%
Pennsylvania 53 355 3.50% 102 732 8.17%
Michigan 31 269 2.65% 56 282 3.15%
New Jersey 35 238 2.35% 55 350 3.90%
Wisconsin 30 232 2.29% 46 179 2.00%
Minnesota 15 207 2.04% 39 177 1.97%
Indiana 15 195 1.92% 48 178 1.99%
California 34 188 1.85% 73 261 2.91%
Georgia 25 173 1.71% 119 519 5.79%
Massachusetts 27 172 1.70% 32 283 3.16%
Texas 26 168 1.66% 136 304 3.39%
North Carolina 23 160 1.58% 82 222 2.48%
Missouri 16 148 1.46% 56 195 2.18%
Maryland 21 144 1.42% 48 133 1.48%
Virginia 25 130 1.28% 80 210 2.34%
Tennessee 14 108 1.06% 88 353 3.94%
Alabama 1 96 0.95% 68 306 3.41%
Connecticut 13 96 0.95% 31 129 1.44%
lowa 15 94 0.93% 23 96 1.07%
Kentucky 19 84 0.83% 67 150 1.67%
South Carolina 3 83 0.82% 71 273 3.05%
Colorado 14 70 0.69% 17 90 1.00%
Washington 1 61 0.60% 13 55 0.61%
Kansas 6 57 0.56% 9 50 0.56%
Louisiana 6 54 0.53% 42 90 1.00%
Arizona 9 52 0.51% 20 64 0.71%

Phase V of Southwest Florida, Inc.
Page 11 of 15
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Naples, Marco Island, Everglades CVB
Guide Request Summary by State

For the month of April 2014

Current Year Last Year
State Month Y1D % YTD Month Y1D % YTD
Oklahoma 6 44 0.43% 29 61 0.68%
Rhode Island 4 43 0.42% 3 19 0.21%
Mississippi 3 41 0.40% 40 72 0.80%
Arkansas 7 40 0.39% 28 62 0.69%
New Hampshire 6 39 0.38% 13 29 0.32%
Nebraska 4 37 0.36% 6 25 0.28%
Maine 6 34 0.34% 8 29 0.32%
West Virginia 3 29 0.29% 23 43 0.48%
Oregon 6 27 0.27% 18 51 0.57%
Delaware 2 23 0.23% 7 25 0.28%
New Mexico 2 18 0.18% 8 23 0.26%
North Dakota 1 17 0.17% 2 11 0.12%
Puerto Rico 0 14 0.14% 5 12 0.13%
South Dakota 0 14 0.14% 4 17 0.19%
Nevada 1 13 0.13% 7 26 0.29%
Utah 2 10 0.10% 5 10 0.11%
District of Columbia 2 9 0.09% 2 22 0.25%
Vermont 1 9 0.09% 7 13 0.15%
Hawaii 5 8 0.08% 2 6 0.07%
Idaho 1 8 0.08% 2 18 0.20%
Alaska 3 6 0.06% 3 7 0.08%
Montana 0 5 0.05% 3 18 0.20%
Wyoming 1 5 0.05% 1 6 0.07%
Armed Forces 1 2 0.02% 0 1 0.01%
Virgin Island 0 0 0.00% 0 0 0.00%

Grand Total: 1,922 10,141 2,205 8,965

*YTD = Fiscal Year to Date

Phase V of Southwest Florida, Inc.
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Naples, Marco Island, Everglades CVB
Guide Request Summary by Country

For the month of April 2014

Current Year Last Year
Country Month Y1D % YTD Month Y1D % YTD
USA 1,922 10,141 94.18% 2,205 8,965 95.66%
Canada 23 295 2.74% 18 162 1.73%
United Kingdom 16 106 0.98% 8 46 0.49%
Germany 12 42 0.39% 3 21 0.22%
Brazil 3 20 0.19% 5 43 0.46%
No Address Given 2 16 0.15% 5 55 0.59%
France 2 15 0.14% 2 16 0.17%
Belgium 3 13 0.12% 2 7 0.07%
Sweden 1 13 0.12% 0 2 0.02%
Denmark 2 9 0.08% 0 0 0.00%
Netherlands 4 9 0.08% 1 9 0.10%
Pakistan 1 6 0.06% 0 2 0.02%
Spain 2 6 0.06% 0 1 0.01%
Italy 1 5 0.05% 0 4 0.04%
Switzerland 2 5 0.05% 0 0 0.00%
Algeria 1 4 0.04% 0 3 0.03%
Argentina 1 4 0.04% 0 4 0.04%
India 1 4 0.04% 0 3 0.03%
Ireland 0 4 0.04% 0 2 0.02%
Norway 1 4 0.04% 0 0 0.00%
Australia 0 3 0.03% 0 0 0.00%
Indonesia 0 3 0.03% 0 1 0.01%
Morocco 3 3 0.03% 0 0 0.00%
Poland 0 3 0.03% 0 1 0.01%
Russia 0 3 0.03% 1 5 0.05%
Taiwan 0 3 0.03% 0 0 0.00%
Turkey 1 3 0.03% 0 0 0.00%
Mexico 0 2 0.02% 2 5 0.05%
New Zealand 0 2 0.02% 0 0 0.00%
Uruguay 1 2 0.02% 0 0 0.00%
Cayman Islands 0 1 0.01% 0 0 0.00%

Phase V of Southwest Florida, Inc.
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Naples, Marco Island, Everglades CVB
Guide Request Summary by Country

For the month of April 2014

Current Year Last Year

Country Month Y1D % YTD Month Y1D % YTD
Czech Republic 1 1 0.01% 0 0 0.00%
Estonia 0 1 0.01% 0 0 0.00%
French Polynesia 0 1 0.01% 0 0 0.00%
Hungary 0 1 0.01% 0 1 0.01%
Iran 0 1 0.01% 0 0 0.00%
Japan 0 1 0.01% 0 1 0.01%
Lithuania 1 1 0.01% 0 0 0.00%
Luxembourg 0 1 0.01% 0 0 0.00%
Malaysia 0 1 0.01% 0 0 0.00%
Martinique 0 1 0.01% 0 0 0.00%
Philippines 0 1 0.01% 0 0 0.00%
Portugal 0 1 0.01% 0 4 0.04%
Russian Federation 1 1 0.01% 0 0 0.00%
Saudi Arabia 1 1 0.01% 0 0 0.00%
Slovenia 0 1 0.01% 0 0 0.00%
South Africa 0 1 0.01% 0 0 0.00%
Sri Lanka 0 1 0.01% 0 0 0.00%
Thailand 0 1 0.01% 0 0 0.00%
Ukraine 0 1 0.01% 0 3 0.03%
Bermuda 0 0 0.00% 0 1 0.01%
Chile 0 0 0.00% 0 1 0.01%
Greece 0 0 0.00% 0 1 0.01%
Iraq 0 0 0.00% 0 1 0.01%
Nigeria 0 0 0.00% 1 1 0.01%
Pitcairn Islands 0 0 0.00% 0 1 0.01%
Grand Total: 2,0

09 10,768 2,253 9,372

*YTD = Fiscal Year to Date

Phase V of Southwest Florida, Inc.
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Naples, Marco Island, Everglades CVB
Special Fulfillment Requests by Category

For the month of April 2014

Media Month YTD % YTD
Golf Guide

Niche Markets

Play Florida Golf 2013 0 429 6%
Play Florida Golf 2014 472 6,733 90%
Golf Guide 472 7,162 95%

Meeting Planners

Meeting Planner Kit Fulfillment 3 8 0%
Meeting Planner Non-Kit Fulfillment 0 2 0%
NY RSVP February 2014 0 23 0%
PA RSVP February 2014 0 3 0%
Sales Mission 0 320 4%
Meeting Planners 3 356 5%

Travel Agents

Other/Unknown 0 1 0%
Travel Agents 0 1 0%
Grand Total: 475 7,519

*YTD = Fiscal Year to Date

Phase V of Southwest Florida, Inc.
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Naples, Marco Island, Everglades CVB
Request Summary by Type

For the month of April 2014

CALL TYPE # OF CALLS MINUTES
CALL-LIVE 44 161.68
DATA IMPORT 1,575 0.00
DATA IMPORT - NO FULFILLMENT 851 0.00
INTERACTIVE TEXT CHAT 2 2.92
RDR RESPONSE 417 204.83
RDR RESPONSE - FULFILLED 3 9.93
RDR RESPONSE - NO FULFILLMENT 6 0.00
Grand Total: 2,898 379.37

PHASE V OF SOUTHWEST FLORIDA, INC.
Page 1 of 1
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| | Octoher | Octaher | November | Novemher | December | December | 1anuarv | Januarv | Fehruarv | Fehruarv | March | March | Anril | Anril | Mav | Mav [ June [ June| Julv | Julv | Anoust| Annust| Sentemher | Sentemher Total Tatal
|P||h|ir‘;~1tinn 2012 2013 2012 2013 2012 2013 2013 2014 2013 2014 2013 | 2014 | 2013|2014 | 2013|2014| 2013|2014| 2013|2014| 2013 2014 2013 2014 2012/2013[2013/2014]
Leisure Markets
Consiimer Manazines
AAA Florida TourBook 2009 Edition Consumer Manazines (o] 0 (o] 1 (o] 0 0 0 (o] 0 3 1 0 0 0 o] 0 o] 2 0 0 0 1 0 6 2
Conde Nast Traveler Aoril 2014 Consumer Manazines (o] 0 (o] 0 (o] 0 0 0 (o] 0 0 0 0 5 0 o] 0 o] o] 0 0 0 0 0 0 5
Conde Nast Traveler Februarv 2013 Consumer Manazines (o] 0 (o] 0 (o] 0 143 0 414 0 106 0 60 0 a7 o] 0 o] o] 0 0 0 0 0 770 0
Conde Nast Traveler Mav 2013 Consumer Manazines 0] (0] 0] (0] 0] (0] (0] (0] 0] (0] (0] (0] 1 0| 579 0] 133 0] 61 0 23 0 1 0 798 0
Florida Travel & | ife Mav/June 2011 Consumer Manazines (o] 0 (o] 0 (o] 0 0 0 (o] 0 0 0 0 1 0 0 0 o] o] 0 0 0 0 0 0 1
Florida Travel & | ife Mav/June 2012 Consumer Manazines 2 0 1 0 (o] 0 0 0 (o] 0 0 0 0 0 0 0 0 o] o] 0 0 0 0 0 3 0
Other/Unknown Consumer Manazines 5 3 3 3 2 1 11 8 7 0 7 0 2 1 5 o] 2 0 2 0 1 0 4 0 51 16
Southern Livina Januarv 2012 Consumer Manazines 17 2 9 3 17 0 9 0 11 0 11 0 3 0 3 0 3 o] o] 0 5 0 0 0 88 5
Southern Livina Travel Florida 2012-2013 Consumer Manazines 0 0 0 0 0 0 0 0 0 0 0 0]/1.197 0 0 0 0 0 0 0 0 0 0 0 1.197 0
Sub Total for Consumer Manazines 24 = 13 7 19 1 163 8 432 0 127 1 1263 7 634 0 138 0 65 0 29 0 6 0 2913 29
Consumer Directories
2010 Visit Florida Manazine Consumer Directories 1 0 (o] 1 (o] 0 1 0 1 0 0 1 1 0 0 0 0 o] 1 0 1 0 0 0 6 2
2011 Florida Insider Guide - Ouick Check Consumer Directories 2 0 (o] 0 (o] 0 1 0 (o] 0 0 0 0 0 0 0 0 o] o] 0 0 0 0 0 3 0
2011 Florida Insider Guide - Snecific Taraet Consumer Directories (o] 0 (o] 0 (o] 0 1 0 (o] 0 0 0 0 0 0 0 0 o] o] 0 0 0 0 0 1 0
2011 Nanles. Marco Island & the Everalades Visitors Guide Consumer Directories (o] 0 (o] 0 (o] 0 0 0 (o] 1 0 0 0 0 0 0 1 o] 1 0 0 0 0 0 2 1
2012 Florida Insider Guide - Ouick Check Consumer Directories 1 0 2 0 a4 0 8 0 3 0 4 0 0 0 0 0 0 o] o] 0 0 0 0 0 22 0
2012 Florida Insider Guide - Snecific Taraet Consumer Directories 6 0 1 0 1 0 1 0 a4 0 2 0 1 0 0 0 0 o] o] 0 0 0 0 0 16 0
2012 Visit Florida Maaazine - Ouick Check Consumer Directories 72 0 77 0 114 0 104 0 79 0 27 0 12 0 8 o] 3 o] o] 0 0 0 0 0 496 0
2012 Visit Florida Maaazine - Snecific Taraet Consumer Directories 38 0 51 0 56 0 a1 0 29 0 12 0 13 0 5 o] 0 o] o] 0 0 0 0 0 245 0
2013 Florida Insider Guide - Ouick Check Consumer Directories (o] 2 (o] 1 (o] 4 0 2 (o] 2 6 1 1 2 2 0 1 o] a4 0 2 0 1 0 17 14
2013 Visit Florida Manazine - Ouick Check Consumer Directories (o] 112 (o] 86 (o] 86 0 100 (o] 160 272 116| 187| 116] 172 0] 136 0] 145 0 120 0 52 0 1.084 776
2013 Visit Florida Maaazine - Snecific Taraet Consumer Directories o] 60 o] 46 o] 84 0 115 (o] 112 188 88| 114 80| 107 0] 103 o] 95 0 a1 0 42 0 730 585
2014 Visit Florida Manazine - Ouick Check Consumer Directories (o] 0 (o] 0 (o] 0 0 7 o] 15 0 13 0 8 0 o] 0 o] o] 0 0 0 0 0 0 43
2014 Visit Florida Manazine - Snecific Taraet Consumer Directories 0 0 0 0 0 0 0 2 0 9 0 12 0 11 0 0 0 0 0 0 0 0 0 0 0 34
Suh Total far Consumer Directaries 120 174 131 134 175 174 157 226 116 299 511 231 329 217 294 0 244 0 246 0 204 0 95 0 2.622 1.455
Consimer F-Marketina
DestinationRrochures.com Consumer F-Marketina 1 3 1 4 (o] 3 11 2 12 3 6 3 3 1 6 o] 3 o] 3 0 3 0 2 0 51 19
Other/Unknown Consumer F-Marketina (o] 0 1 0 1 1 4 0 2 0 2 0 4 1 0 o] 5 o] o] 0 1 0 1 0 21 2
ParadiseCoast.com Consumer F-Marketina 246 349 178 336 125 280 329 500 278 647 268 569| 188| 464| 221 0| 142 0| 232 (4] 179 (4] 273 0 2.659 3.144
ParadiseCoast.com/Getawav Summer TAF Consumer F-Marketina 12 0 a4 0 12 0 0 0 2 0 0 0 0 0 0 o] 0 0 o] 0 0 0 0 0 30 0
VisitFlorida.com Consumer F-Marketina (o] 0 1 0 (o] 1 0 0 1 0 1 0 0 0 2 o] 0 o] o] 0 1 0 0 0 6 1
WeatherBua.com Consumer F-Marketina 0 0 0 0 0 0 0 1 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 1
Suh Total far Cansumer F-Marketina 259 352 185 340 138 285 344 503 295 650 277 572 195 466 229 0 150 0 235 0 184 0 276 0 2767 3.167
Consiimer Newsnaner
Other/Unknown Consumer Newsnaner (o] 0 (o] 0 (o] 0 1 0 o] 0 0 0 0 2 1 o] 2 o] 1 0 1 0 1 0 6 2
Visit Florida In-State Insert Anril 2013 Consumer Newsnaner o] 0 o] 0 o] 0 0 0 o] 0 0 0 0 0]1.542 o] 0 o] o] 0 0 0 0 0 1.542 0
Visit Florida In-State Insert Fall 2013 Consumer Newsnaner o] 3128 o] 0 o] 0 0 0 o] 0 0 0 0 0 0 o] 0 0 o] 0 0 0 0 0 0 3.128
Visit Florida In-State Insert June 2013 Consumer Newsnaner (o] 0 o] 0 o] 0 0 0 o] 0 0 0 0 0 0 0 0 02102 0 0 0 0 0 2.102 0
Visit Florida In-State Insert March 2014 Consumer Newsnaner o] 0 o] 0 o] 0 0 0 o] 0 0 0 0]1.055 0 0 0 0 0 0 0 0 0 0 0 1.055
Visit Florida Out-of-State Insert Febriarv 2013 Consumer Newsnaner 0 0 0 0 0 0 0 0 0 0| 2.067 0 0 0 0 0 0 0 0 0 0 0 0 0 2.067 0
Sub Total for Consumer Newsnaner 0 3128 0 0 0 0 1 0 0 0 2067 0 0 1.057 1543 0 2 0 2103 0 1 0 1 0 5717 4185
| eisure Markets . 403 3.659 329 481 332 460 665 737 /43 949 2982 804 1.787 1.747 2.700 0 534 0 ?2.649 0 418 0 378 0 14.019 R.836
Sorina/Summer In-State Cambnaian
Other/linknown TV Camnaian
Other/Unknown [Other/Unknown TV Cambaian 0 0 0 0 0 (0] (0] 0 0 0 1 (0] 1 (0] 0 0 0 0 0 0 0 0 0 0 2 0
Sub Total for Other/Unknown TV Camnaian 0 0 0 0 0 0 0 0 0 0 1 0 1 0 0 0 0 0 0 0 0 0 0 0 2 0
Sorina/Summer In-State Cambnaian . 0 0 0 0 0 0 0 0 0 0 1 0 1 0 0 0 0 0 0 0 0 0 0 0 2 0
Niche Markets
Niche Markets (Rridal/Honevmnon)
Rridal Guide (Added Value) Julv/Auaust 2013 Niche Markets (Rridal/Honevmaoon) (o] 7 o] 4 o] 4 0 1 o] 3 0 1 0 1 25 0] 144 0] 106 0 a1 0 29 0 345 21
Rridal Guide (Added Value) Mav/line 2013 Niche Markets (Rridal/Honevmaoon) (o] 6 o] 3 o] 3 0 2 o] 2 0 3] 116 0] 117 0 34 0 21 0 10 0 2 0 300 19
Rridal Guide Julv/Auaust 2011 Niche Markets (Rridal/Honevmaoon) 2 0 o] 0 o] 0 0 0 o] 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 2 0
Rridal Guide March/Anril 2013 Niche Markets (Rridal/Honevmaoon) (o] 10 (o] 5 o] 11 133 5 344 10 264 2] 113 2 99 0 33 0 21 0 10 0 3] 0 1.025 45
Rridal Guide Novemher/December 2013 Niche Markets (Rridal/Honevmaoon) o] 155 o] 85 o] 28 0 13 o] 16 0 2 0 1 0 0 0 0 0 0 0 0 6 0 6 300
Rridal Guiide Sentemher/Octobher 2013 Niche Markets (Rridal/Honevmoon) 0 R4 0 49 0 23 0 ] 0 5 0 6 0 2 0 0 0 0| 115 0 287 0 235 0 637 177
Suh Total far Niche Markets (Rridal/Honevmoon) 2 262 0 146 0 69 133 29 344 36 264 14 229 6 241 0o 21 0 263 0 348 0 280 0 2315 562
Niche Markets (FC.O)
Auduhon (Added Value) Januarv/Fehruarvy 2013 Niche Markets (FCO) o] 0 o] 0 o] 0 211 0 62 0 35 0 13 0 26 0 7 0 3 0 0 0 0 0 357 0
Auduhon (Added Value) Novemher/Dacemher 2012 Niche Markets (FCO) 3 0 166 0 57 0 45 0 23 0 13 0 11 0 10 0 0 0 0 0 0 0 0 0 328 0
Auduhon (Natural Wonders of Flarida) March/Anril 2012 Niche Markets (FCO) 23 0 23 0 5 0 3 0 o] 0 0 0 0 0 14 0 0 0 0 0 0 0 0 0 68 0
Audubon March/Anril 2014 Niche Markets (FCO\Y 0 0 0 0 0 0 0 0 0 0 0 305 0 95 0 0 0 0 0 0 0 0 0 0 0 400
National Genaranhic Traveler Maviiine 2013 Niche Markets (FCO) 0 0 0 0 0 0 0 0 0 0 0 0| 195 0| 634 0| 128 0 65 0 0 0 0 0 1.022 0
Suh Total far Niche Markets (FCO) 26 0 189 0 62 0 259 0 85 0 48 305 219 95 AR4 0 135 0 68 0 0 0 0 0 1.775 400
Niche Markets (Seninr)
AAA Goina Places South Mav/dune 2010 [Niche Markets (Senion 0 0 0 0 0 0 0 0 1 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 1 0
AAA Goina Places Souith Mav/lune 2011 ‘Nir‘.hﬁ Markets (Senior) 0 0 0 0 0 0 0 0 2 0 0 0 0 0 1 0 1 0 0 0 0 0 0 0 4 0
Sub Total for Niche Markets (Seniar) 0 0 0 0 0 0 0 0 3 0 0 0 0 0 1 0 1 0 0 0 0 0 0 0 5l 0
Niche Markets . 28 262 189 146 62 69 392 29 432 36 312 319 448 101 926 0 347 0 331 0 348 0 280 0 4.095 962
Groun Markets
Groun Riisiness - Association Meetinas Professional
Collahorate Meetinas Maaazine Auaust/Sentember 2013 Groun Business - Association Meetinas Profe: (o] 9 (o] 0 (o] 0 0 0 (o] 0 0 0 0 0 0 o] (0] 0] 0] (0] (0] (0] (0] (0] 0 9
Collahorate Meetinas Maaazine June/Julv 2013 Groun Busin iati (o] 0 (o] 0 (o] 0 0 0 (o] (0] (0] (0] (0] (0] (0] 0 (0] 0] 0] (0] (0] (0] 9 (0] 9 (0]
Connect Meetinas Maaazine Januarv/Februarv 2014 Groun Business - Association M (o] 0 (o] 0 (o] 0 0 0 (o] 0 0 0 0 10 0 o] 0 o] o] 0 0 0 0 0 0 10
Connect Meetinas Maaazine Julv/Auaust 2013 Groun Business - Association Meetinas Profess (o] 0 (o] 0 (o] 0 0 0 (o] 0 0 0 0 0 0 o] 0 o] o] 0 0 0 10 0 10 0
| Connect Meetinas Madgazine March/April 2014 Group Business - Association Meetinas Professional 4] 0 4] 0 4] 0 0 0 4] 0 0 0 0 10 0 0] 0 0] 0] 0 0 0 0 0 0 10
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Octoher | Octaher | November | Novemher | December | December | 1anuarv | Januarv | Fehruarv | Fehruarv | March | March | Anril | Anril | Mav | Mav [ June [ June| Julv | Julv | Anoust| Annust| Sentemher | Sentemher Total Tatal
Puhlication 2012 2013 2012 2013 2012 2013 2013 2014 2013 2014 2013 | 2014 | 2013|2014 | 2013|2014| 2013|2014| 2013|2014| 2013 2014 2013 2014 2012/2013[2013/2014]
Connect Meetinas Maaazine Mav/line 2013 Groun Business - Association Meetinas Professional 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 10 0 0 0 0 0 0 0 10 0
Sub Total for Groun Business - Association Meetinas Professional 0 9 0 0 0 0 0 0 0 0 0 0 0 20 0 0 10 0 0 0 0 0 19 0 29 29
Groun Rusiness - Cornorate Meetinas Professional
Collahorate Meetinas Maaazine Aoril/Mav 2013 Groun Business - Cornorate Meetinas Professional (o] 0 (o] 0 (o] 0 (0] (0] 0] (0] (0] (0] (0] (0] (0] 0 (0] 0] 0 (0] (0] (0] 11 (0] 11 (0]
Collahorate Meetinas Maaazine Auaust/Sentember 2013 Groun Business - Cornorate Meetinas Profi onal (o] 1 (o] 0 (o] 0 (0] (0] 0] (0] (0] (0] (0] (0] (0] 0 (0] 0] 0] (0] (0] (0] (0] (0] 0 1
Collahorate Meetinas Maaazine Februarv/March 2013 Groun Busin onal (o] 0 (o] 0 (o] 0 0 0 (o] (0] 10 (0] (0] (0] (0] 0 (0] 0] 0] (0] (0] (0] (0] (0] 10 (0]
Collahorate Meetinas Maaazine Fehruarv/March 2014 Groun Business - Cornorate Meetinas Professional 0 0 0 0 0 0 0 0 0 0 0 0 0 10 0 0 0 0 0 0 0 0 0 0 0 10
Sub Total for Groun Business - Cornorate Meetinas Professional 0 1 0 0 0 0 0 0 0 0 10 0 0 10 0 0 0 0 0 0 0 0 11 0 21 11
Groun Markets (Rridal/Honevmoon)
Bridal Guide Januarv/Februarv 2014 Groun Markets (Rridal/Honevmoon) (o] 0 (o] 0 (o] 0 0 46 (o] a1 0 20 0 13 0 0 0 o] o] 0 0 0 0 0 0 120
Bridal Guide March/Anril 2014 Groun Markets (Rridal/Honevmoon) (o] 0 (o] 0 (o] 0 0 29 (o] 191 0 163 0 95 0 o] 0 o] o] 0 0 0 0 0 0 478
Bridal Guide November/December 2013 Groun Markets (Rridal/Honevmoon) (o] 0 (o] 4 (o] 96 0 45 (o] 0 0 0 0 0 0 o] 0 o] o] 0 0 0 0 0 0 145
Destination Weddinas & Honevmoon December 2013 Grotin Markets (Rridal/Honevmoon) 0 0 0 1 0 3 0 2 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 6
Suh Total far Groun Markets (Bridal/Honevmoaon) 0 0 0 5 0 99 0 122 0 232 0 183 0 108 0 0 0 0 0 0 0 0 0 0 0 749
Groun Markets . 0 10 0 5 0 99 0 122 0 232 10 183 0 138 0 0 10 0 0 0 0 0 30 0 50 789
Miscellaneons
AAA Florida TourRook 2009 Fdition Consumer Manazines 0 0 0 0 0 0 0 0 0 1 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 1
Other/Linknown Consumer Manazines 0 0 0 0 0 0 0 0 1 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 1 0
2010 Nanles Marco Island & the Fveralades Visitors Guide Consumer Directories 0 0 0 0 0 0 1 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 1 0
Other/lLinknown Consumer F-Marketina 1 0 0 0 1 0 0 0 0 2 1 0 1 0 0 0 0 0 0 0 0 0 0 0 4 2
VisitFlorida com Consumer F-Marketina 0 0 0 0 0 0 0 0 0 4 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 4
CVR Rulk Mail Reauest Miscellaneous 0 1 0 0 0 0 0 1 0 5 0 6 0 8 0 0 0 0 0 0 0 0 0 0 0 21
CVR Office Miscellaneous 1 1 0 1 5 1 5 0 2 0 0 3 0 2 1 0 1 0 0 0 0 0 1 0 16 k2
Friend/Relative Miscellaneous a4 3 1 1 2 2 2 2 3 5 5 1 2 1 1 0 1 0 1 0 1 0 2 0 25 14
Other/Linknown Miscellaneouis 16 13 18 10 6 19 21 23 17 26 16 12 13 ! 7 0 7 0 9 0 7 0 9 0 144 111
Travel Aaent Miscellaneouis 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 1 0 0 0 0 0 0 0 1 0
VISIT FI ORIDA COM Miscellaneous 0 0 0 0 0 0 0 0 0 1 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 1
PRFEVIOUS VISITOR PR 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 1 0 1 0
CVR Office Travel Anent 0 0 0 0 0 0 0 0 0 0 1 0 0 0 0 0 0 0 0 0 0 0 0 0 1 0
Other/Linknown Travel Aaent 0 0 0 0 0 0 1 0 1 1 0 0 0 0 0 0 0 0 0 0 0 0 0 0 1 1
TCTIA FAM Octoher 2011 Travel Aaent 0 0 1 0 0 1 2 1 0 0 1 1 0 2 1 0 0 0 0 0 1 0 0 0 6 5
Miscellaneons . 22 18 20 12 14 23 32 27 24 45 24 23 16 21 10 0 10 0 10 0 9 0 13 0 201 168
Meetina Planners
Meetina Planners
ParadiseCoast.com/Meetinas [Meetina Planners 0 0 0 2 0 0 0 1 3 0 3 8 1 2 4 0 0 0 4 0 0 0 0 0 15 13
Sub Total for Meetina Planners 0 0 0 2 0 0 0 1 3 0 3 8 1 2 4 0 0 0 a4 0 0 0 0 0 15 13
Meetina Planners 0 0 0 2 0 0 0 1 3 0 3 8 1 2 4 0 0 0 4 0 0 0 0 0 15 13
Niche Markets
Plav Florida Golf 2013 [Niche Markets (Golf\ o] 0 o] 429 o] 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 429
Plav Florida Golf 2014 [Niche Markets (Golf\ 0 0 0 0 0 0 0 0 0 0 0l 6.261 o0l 472 0 0 0 0 0 0 0 0 0 0 0 6.733
Niche Markets . ) 0 0 0 429 0 0, 0, 0, 0 0, 0 6261, 0, 472 0, 0 0, 0 0 0, 0, 0, 0, 0 0, 7.162
Consumer Shows \ \ \ \ \ \ \ \ \ \ \ \ \ \ \ [ ] \ \ [ \ \ \ \ \
NY Times Travel Show Januarv 2013 [Past Shaw Fallow Un \ o] ol o] ol ol ol ol ol 496] ol ol of ol of of of aof aof of ol o] o] o] o] 496] 0
Consumer Shows ‘ ‘ 0, 0, 0, 0, 0, 0, 0, 0, 496 0, 0, o, o, 0 0 0 0 0 0 o0 0, 0, 0, 0, 496 0
Mailinas to Partners . 0 0 0 0 0 0 0 0 0 0 0 0 1 0 0 0 0 0 0 0 0 0 0 0 1 0
Meetina Planners
Market Groun Fulfillment Market Groun Fulfilment (o] 0 o] 0 o] 0 0 0 6 0 2 0 1 0 1 0 2 0 0 0 0 0 0 0 12 0
Atlanta PYM | ive March 2013 Meetina Planners (o] 0 o] 0 o] 0 0 0 o] 0 88 0 0 0 0 0 0 0 0 0 0 0 0 0 88 0
GAP Meetina Planners 0 0 0 0 1 0 1 0 1 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 3 0
Meetina Planner Kit Fulfillment Meetina Planners 6 0 5 0 o] 0 7 1 5 3 15 1 5 3 1 0 2 0 0 0 0 0 1 0 47 3]
Meetina Planner Non-Kit Fulfilment Meetina Planners 1 0 1 0 o] 0 0 1 o] 0 0 1 0 0 1 0 0 0 0 0 1 0 0 0 4 2
NY RSVP Febhruarv 2014 Meetina Planners 0 0 0 0 0 0 0 0 0 23 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 23
PA RSVP Fehruarv 2014 Meetina Planners 0 0 0 0 0 0 0 0 0 3 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 3
PYM Flarida leads Atlanta 2013 Meetina Planners o] 0 o] 0 o] 0 0 0 o] 0 0 0 0 0 0 0 0 0 0 0 0 0 26 0 26 0
Sales Mission Meetina Planners o] 0 o] 0 o] 0 0 0 o] 320 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 320
Ton 50 Planner | ist Meetina Planners o] 0 o] 0 o] 0 a4 0 o] 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 44 0
Chicano Holidav Showease 2012 Post Show Followtin 0 0 0 0 48 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 48 0
Meetina Planners . 7 0 6 0 49 0 V4 2 12 349 105 2 6 3 3 0 4 0 0 0 1 0 27 0 272 356
Promotions
PPD 2011 \Pmmminns 3 (0] (0] 0 (0] 2 (0] 0 (0] (0] (0] (0] (0] (0] 0 (0] 0 0 (0] (0] (0] (0] (0] 6 (0]
PPG 2011 \Pmmminns 1 0 0 0 0 0 0 1 0 1 0 0 0 0 0 0 0 0 0 0 0 0 0 3 0
Promations } ) 4, 0, ) 0, 0, 0, 2, 0, 1, 0, 1, 0, o 0o 0o 0 0 0 0 o0 0, 0, 0, 0, 9 0
Travel Aaents \ \ \ \ \ \ \ \ \ \ \ \ \ \ \ [ ] \ \ [ \ \ \ \ \
Other/Unknown [Travel Aaents \ o] ol ol ol o] o] 6] o] 1] 1] 1] of ol of of of aof aof of o o] o] o] o] 8| 1
Travel Anents 0 0 0 0 0 0 6 0 1 1 1 0 0 0 0 0 0 0 0 0 0 0 0 0 ] 1
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