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BED3ZORD ol/03/ /2012 COLLIER COUNTY TOURIST TAX - YTD REPORT BY CITY DAGE 1
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*% APARTMENT +*
JAN FEB MAR AFE MAY JUN JUL AUG SEF TOTALS

o CONDOMINIUM *=*
ocT HOY DEC JAN FEB MAR APR MAY JUM JUL AUG SEP TOTALS

** CAMPGROUND/RV/PARK *%

OCT oV DEC JAN FEB MAR APR MAY JUHN JUL AOG SEFP TOTALS
1852 3546 5271 10709
oCT HOW DEC JAN FEB MAE* HDTE%£MGTELH;; JUM JUL ATIG SEP TOTALS
410547 599695  TE5114 1775356

% INTERVAL *=%
ocT NoV DEC JAN FEB MAR AER MAY JUN JUL ALG SED TOTALS

e e

*% MOBILE HCOME PARE *+
OCT wow DEC JAN FEB MAR MAPR MAEY Jim JUL AlIG SEFP TOTALS

** SINGLE FAMILY **
ooT Nov DEC JAN FEBE MAR AFR MRY JUN JUL ATTG SEF TOTALS

REALTOR **

T E O E M e e e e e o e e e e e e e e e e e e e e e e e e e e mm e e G W W R M W MR RS S B B ek S B o e e o e e o m am o o o m o e o m  m m mn . mm o e e

TOTALS #*
APR

924729 2141788

£91705

525334




FISCAL YEAR (OCTOBER THRU SEPTEMBER); LOTALS™" **

DECEMBER 2011
(MONTH OF NOVEMBER 2011 VENDOR TAX COLLECTION)

BREAKDOWN FISCAL FISCAL DIFFERENCE Yo
2010-2011 2011-2012
OVERALL
COLLECTIONS
MONTH TO MONTH 750,069 924,729 | + 174,660 | + 23.29%
YEAR TO DATE 1,854,046 2,141,768 | + 287,722 | + 15.52%

HOTEL /f MOTEL

MONTH TO MONTH 619,659 765,114 | + 145,455 | + 23.47%

YEAR TO DATE 1,508,738 1,775,356 | + 266,618 | + 17.67%
REALTORS

MONTH TO MONTH 66,367 76,980 | + 10,613 | + 15.99%

YEAR TO DATE 115,937 143,526 | + 27,589 | + 23.80%
INDIVIDUALS
(APTS/CONDOS
S F HOMES)

MONTH TO MONTH 43,844 64,907 | + 21,063 | + 48.04%

YEAR TO DATE 189,850 186,142 | - 3,708 | - 1.95%




Paradise
Marketi




January 23, 2012
Marketing Partner Reports 9 a-g
7 of 130



January 23, 2012
Marketing Partner Reports 9 a-g
8 of 130

Fall Campaign Results
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CAMPAIGN RESULTS: 15 DAYS IN NOVEMBER

WEBSITE TRAFFIC
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CAMPAIGN RESULTS: 15 DAYS IN NOVEMBER

WEBSITE TRAFFIC

Number of Visits
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CAMPAIGN RESULTS: 15 DAYS IN NOVEMBER

Florida 41,535 46,216 +11.3
Northeast 9,467 12,766 +34.8
Florida 42,109 49,410 +17.3

Northeast 11,995 13,542 +13,3
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Winter Campaign
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CAMPAIGN OVERVIEW

NEW YORK g CHICAGO

Cable TV

Online / Mobile Ads
Orbitz, Weather.com, MNI
NYTimes.com, Collinson Ad Banner
Network

Commuter Transit
Video / Poster Ads / Station Billboards

NY Times
Co-op e-blasts

Facebook and Retargeting

CANADA

Weather Channel TV

Weather Network
Online Ads

Print
Travel Florida Guide
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CABLE TELEVISION CAMPAIGN

TOTAL SPOTS: 2,924 TOTAL SPOTS: 4,070

TOTAL IMPRESSIONS: 670,714 TOTAL IMPRESSIONS: 670,714
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NEW YORK TRANSIT CAMPAIGN
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NEW YORK TRANSIT CAMPAIGN
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NEW YORK TRANSIT CAMPAIGN

VIDEO SCREENS: IN-STATION & IN-TRAIN
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NEW YORK TRANSIT CAMPAIGN
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CHICAGO DIGITAL OUTDOOR BILLBOARDS

This creative will run, with a live feed to display current Collier temperature,
whenever the temperature is above 50°
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CHICAGO DIGITAL OUTDOOR BILLBOARDS

This creative will run whenever the temperature in Collier drops below
50°
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ONLINE CAMPAIGN: NEW YORK & CHICAGO

MEDIA

UNIT

IMPRESSIONS

15 pre-roll, 300 x 250, 728 x 90

NYTimes.com Expandable and Mobile 1,934,524
Weather.com 300 x 250 and Adaptor Ads 7,300,000
MNI: Custom Travel,
Weather and Women’s Oggi Finogi Expandable Unit 3,125,000
Online Networks
Collinson Banner Ad 728 x 90 Expandable Unit 2,500,000
Network
Orbitz.com Center Spot, Search Results 1,854,200
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CANADIAN CAMPAIGN: WEATHER NETWORK TV

Sponsor Local Weather on the :10s. Runs 6 times each hour

:05 Introduction: “Your local forecast
brought to you by Naples, Marco Island and
the Everglades”

Logo on screen for duration of the forecast
2:00 minutes

:10 Wrap up: “This local forecast was
brought to you by Naples, Marco Island and
the Everglades. Your Paradise Coast.”
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CANADIAN CAMPAIGN: WEATHER NETWORK ONLINE

:15 Pre-Roll w/Companion Big Box 800,000
300 x 250 Impressions
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New Meetings Photography
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DISCUSSION | QUESTIONS?
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The Collier County Tourist
Development Council

Research Data Services, Inc.
December 2011

© Research Data Services, Inc. 2011
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Economic Indicators

© Research Data Services, Inc. 2011
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© Research Data Services, Inc. 2011
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Euro

© Research Data Services, Inc. 2011



Consumer Confidence/
Purchasing Managers’ Index

© Research Data Services, Inc. 2011
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Jobs

© Research Data Services, Inc. 2011



Executive Summary
December 2011

© Research Data Services, Inc. 2011
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Visitor Metrics ==
December 2011

¢ This December, a record 122,000 visitors stayed in
Collier County’s overnight accommodations
(+15.3% ), with visitor spending generating
$117.9 million of economic impact for the County

(+19.7%).

“* The positive impact of December tourist activity is
mirrored by the industry’s performance. Specifically:

Metrics: 2010 2011 % A

Occupancy 58.9% 65.4% +11.0%
ADR $161.4 $174.7 +8.2%
RevPAR $95.1 $114.3 +20.2%

© Research Data Services, Inc. 2011
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Visitor Metrics ==
December 2011

< Importantly, managements’ three month forward-
looking reservation index shows positive trending:

% of Properties

Reporting Reservations: 2010 2011
Up 28.6%  59.5%
The Same 17.1 18.9
Down 40.0 10.8

© Research Data Services, Inc. 2011



Visitor Metrics
December 2011
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 All of Collier’s key origin segments showed significant

growth this December:

2010 2011
December Visitation Visitor # Visitor # % A
Florida 42,109 49,410 +17.3
Southeast 9,839 9,882 +0.4
Northeast 11,955 13,542 +13.3
Midwest 18,092 20,374 +12.6
Canada 3,068 2,928 -4.6
Europe 15,341 19,886 +29.6
Mkts. of Opp. 5,396 5,978 +10.8
Total 105,800 122,000 +15.3

© Research Data Services, Inc. 2011
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Transportation ==
December 2011

“ The majority (55.0% ) of December visitors used air
transportation (2010: 56.8% ). Southwest Florida
International remains the primary airport of choice
(2010: 61.6%,; 2011: 58.3%).

“* However, reflecting the growth in European visitation,
Miami’s and Orlando’s share of the fly market

Increased this month.

© Research Data Services, Inc. 2011
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First Time Visitors ==
December 2011

*» One of every three December visitors
(33.8% ) are for the first time in the
destination, an increase over last December
(2010: 30.4%).

© Research Data Services, Inc. 2011
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Information
December 2011

** Fully 86.9%b of visitors cite the Internet as their

primary information source.

% Specific URL's mentioned include:

« Accommodation websites (48.5%),
* TripAdvisor (38.0%),

 Destination websites (24.5%),

* Airline websites (19.7%).

¢ The social networking sites of Facebook, Twitter, and
YouTube are also growing in importance.

© Research Data Services, Inc. 2011
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Satisfaction/Demog raphms
December 2011

“ The overwhelming majority (93.4% ) of our patrons
are satisfied with their stay in the destination. Fully

90.5% plan a return trip.

“ The typical December visitor is younger (2010: 48.5
years; 2011: 47.9 years). Visitors’ command a
median household income of $144,406.

© Research Data Services, Inc. 2011
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Annual 2011

Visitor Profile
(Through December)

© Research Data Services, Inc. 2011
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Number of Visitors =

Annual 2011

2011 A %
First Quarter 511,700 +3.3
Second Quarter 351,000 +7.0
Third Quarter 269,600 +12.9
October 117,400 +3.3
November 118,200 +16.1
December 122,000 +15.3
Fourth Quarter 357,600 +11.3

Annual 2011 1,489,900 +7.7

© Research Data Services, Inc. 2011
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Impacts of Tourism=*

Annual 2011

2011 A %
First Quarter $470,084,717 +5.9
Second Quarter $342,590,947 +9.5
Third Quarter $184,132,387 +18.2
October $83,994,590 +5.4
November $91,249,796 +21.4
December $117,937,951 +19.7
Fourth Quarter $293,182,337 +15.7

Annual 2011 $1,289,990,388 +10.6

© Research Data Services, Inc. 2011
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Visitor Origins =

Annual 2011
# of Visitors

2011 A%
Florida 573,560 +8.2
Southeast 106,145 +11.9
Northeast 273,809 +8.7
Midwest 229,859 +5.8
Canada 32,659 -2.4
Europe 203,694 +9.7
US Opp Mkts 70,174 -0.1
TOTAL 2011 1,489,900 +7.7

© Research Data Services, Inc. 2011
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STR Information

© Research Data Services, Inc. 2011



November 2011

Naples MSA

Naples Upscale
Miami-Hialeah
Florida Keys

Ft. Myers
Sarasota-Bradenton
Clearwater

St. Petersburg

Palm Beach County
Ft. Lauderdale

Occupancy

2010
55.8%
62.5%
72.8%
64.8%
46.1%
51.6%
52.7%
50.8%
59.9%
69.5%

2011
64.3%
71.4%
78.5%
75.0%
50.3%
56.8%
54.7%
56.8%
63.5%
72.3%

% A
+15.1%
+14.3%
+7.8%
+15.7%
+9.1%
+10.0%
+3.8%
+11.7%
+6.1%
+4.0%

January 23, 2012

Smith Travel Occupancy/ABR™"

ADR

2010 2011
$136.53 $145.58
$180.71 $191.19
$133.05 $151.10
$164.42 $181.82

$99.94 $104.70

$95.93 $101.84

$91.20 $95.81

$93.20 $100.66
$115.18 $121.32

$97.31  $102.06

© Research Data Services, Inc. 2011

% A
+6.6%
+5.8%
+13.6%
+10.6%
+4.8%
+6.2%
+5.0%
+8.0%
+5.3%
+4.9%
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Smith Travel Occupancy™

Naples MSA
Miami-Hialeah
Florida Keys

Ft. Myers
Sarasota-Bradenton
Clearwater

St. Petersburg

Palm Bch Cty

Ft. Lauderdale

Trans
33.3%

49.3%
60.5%
34.0%
40.5%
30.0%
36.5%
40.5%
49.6%

© Research Data Services, Inc. 2011

November 2011

Occupancy (%)
%A10-11 | Grp % A10-11
+6.6% 29.6% +21.9%
+5.6% 24.0% +12.0%
+15.3% |14.3% +18.1%
+8.2% 145%  +11.5%
+11.2% | 16.0% +8.7%
+9.4% 24.8% -2.2%
+3.8% 19.5%  +28.7%
+8.7% 21.8%  +1.9%
+2.7% 18.5% +4.7%

Total
64.3%

78.5%
75.0%
50.3%
56.8%
54.7%
56.8%
63.5%
72.3%



Smith Travel ADR

Naples MSA
Miami-Hialeah
Florida Keys

Ft. Myers
Sarasota-Bradenton
Clearwater

St. Petersburg

Palm Bch Cty

Ft. Lauderdale

© Research Data Services, Inc. 2011

November 2011
ADR (%)

Trans % A10-11 Grp
$159.11 +12.1% $134.44
$160.66 +13.2% $149.31
$183.71 +10.9% $174.50
$109.30 +3.8% $101.17
$100.51 +6.1% $106.03
$98.10 +2.6% $93.04
$101.66 +9.4% $100.57
$124.23 +7.8% $119.92
$101.35 +6.6% $115.99

January 23, 2012
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% A10-11

+3.1%
+16.7%
+9.1%
+7.1%
+5.6%
+7.6%
+5.7%
+0.5%
+1.7%

Total
$145.58

$151.10
$181.82
$104.70
$101.84
$95.81
$100.66
$121.32
$102.06



December 2011
Visitor Profile

© Research Data Services, Inc. 2011



Visitation

December December
2010 2011

105,800 122,000

© Research Data Services, Inc. 2011

‘10-'11
A %

+15.3




Impacts of Tourism

December December '10-'11
2010 2011 A %

$98,543,470 $117,937,951 +19.7

© Research Data Services, Inc. 2011
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December 2011
# of Visitors

2011 A%
Florida 49,410 +17.3
Southeast 9,882 +0.4
Northeast 13,542 +13.3
Midwest 20,374 +12.6
Canada 2,928 -4.6
Europe 19,886 +29.6
US Opp Mkts 5,978 +10.8
TOTAL 122,000 +15.3

© Research Data Services, Inc. 2011
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RDS Occupancy/ADR*

vear to Date

Occupancy ADR
2010 2011 % A 2010 2011 % A
January 68.0% 66.4% -2.4% $162.5 $159.1 -2.1%
February 81.6% 83.8% +2.7% $229.9 $233.1 +1.4%
March 83.3% 89.1% +7.0% $235.8 $240.6 +2.0%
April 75.8% 76.1% +0.4% $205.1 $217.1 +5.9%
May 62.3% 66.5% +6.7% $145.9 $150.1 +2.9%
June 57.8% 61.3% +6.1% $129.5 $134.2 +3.6%
July 60.7% 63.7% +4.9% $107.4 $112.1 +4.4%
August 43.7% 50.0% +14.4% $94.8 $102.4 +8.0%
September 41.1% 48.7% +18.5% | $101.5 $103.0 +1.5%
October 58.8% 60.5% +2.9% $114.4 $116.6 +1.9%
November 60.6% 68.3% +12.7% $121.7 $126.5 +3.9%
December 58.9% 65.4% +11.0% $161.4 $174.7 +8.2%

© Research Data Services, Inc. 2011
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Purpose of Trip

December
2010 2011
Vacation/Weekend Getaway 69.0% 73.6%
Conferences/Business Meetings | 13.4 14.1
Visit with Friends/Relatives 11.6 12.7
Business Travelers 10.2 12.5
Special Events 6.3 7.0

© Research Data Services, Inc. 2011
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First Time Visitors (% Yes)

50.0

40.0

30.0

20.0

10.0

0.0

December
30.4 33.8
25 1 27.7
5.3 6.1
2010 2011

[0 New Market Share

B Gain from FL

© Research Data Services, Inc. 2011
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Airports of Deplanement
December

80.0-
70.07161.6
60.0
50.0 ]

% 40.0 1]

02010 [O02011 |

58.3

30.01] 21.9 22.4
20.0 (]
10.0
0.0+
SW FL Miami Orlando/ Ft. Lauderdale

Sanford

© Research Data Services, Inc. 2011



January 23, 2012
Marketing Partner Reports 9 a-g
V - - t t - 65 of 130

Dec Dec
2010 2011

Satisfaction (combined) 91.4% 93.4%
Would Recommend 94.8 92.8

More Expensive 8.4 9.3
Return Next Year 56.3 57.3

© Research Data Services, Inc. 2011



Average Age/Median Income

Dec Dec
2010 2011
Average Age (yrs) 48.5 47.9
Median HH
Income $144,841 $144,406

© Research Data Services, Inc. 2011
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© Research Data Services, Inc. 2011
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National Public Relations Update

TDC Meeting

January 23, 2012
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I. Who we are
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Lou Hammond & Associates

An award-winning public relations agency specializing in destination
marketing, culinary, spa, real estate,
home decor, retail, beauty and fashion

Established
1984
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Lou Hammond & Associates

Independent ¢ Growing
3 offices, 15,000 sq.ft. 40 Clients 40 Employees

1 office, 500 sq.ft. 3 Clients 3 Employees

Nobody owns us! Independent and debt-free



Who we are
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Leader, reputation

Winner, more Hospitality
Sales & Marketing
Association International
awards,
last ten years, than any
agency/entity

=HSEZAI
2011 Awards

6 Golds
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Who we are

We’re the agency considered
the definitive travel industry leader
with unmatched experience —

13 current destination clients

40+ travel industry clients
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I1. Situation Analysis, Objectives,
Strategies
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Situation Analysis

* Challenges exist:

—Slow U.S. economic recovery; real estate and
unemployment

—Competitors, aggressive budgets

—Consumer/media understanding: brand, location
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Situation Analysis

* Opportunities, multi-faceted destination:

—Business up, last five months

—Value, beaches, surprising cultural scene

—Sophisticated luxury, yet family-friendly

—Daiverse offerings, large and protected
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Objectives

* Build word-of-mouth buzz and business through media
endorsement during both peak and slower seasons

* Achieve clear, distinct 1dentity, Naples, Marco Island,
Everglades — Paradise Coast brand — symbol of excellence,
first choice, discerning travelers

* Generate significant consumer awareness via media:
desirable, relaxing, upscale, interesting destination

* Enhance 1image, growing niche markets
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Strategies

* Segment offerings, focused pitches

* Provide consistent stream dynamic story ideas, news, trend
information keep destination top-of-mind

* Develop strategic partnerships, maximize marketing dollars
* Target key regional markets, media missions, e.g. Canada,
Southeast, Midwest, Northeast; dedicated outreach, “fish where

the fish are”

* Broaden coverage, web/social, drive traffic,
www.paradisecoast.com, Twitter handle, Facebook page
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Strategies

* Garner electronic exposure, both network & cable; specific
targets national morning shows, MSNBC, E!, CNN, Food
Network, Style Network, appropriate reality shows

* Utilize multi-pronged approach, securing coverage traditional
print/broadcast, leading websites, e-zines, blogs, online
newsletters

* Support MICE activity, build the business

* Leverage calendar of events, national appeal
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I11. Perfect Leisure Audiences
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Perfect Leisure Audiences

Sampling:

* Beachgoers

* Families

* Culinary Lovers

* Arts & Culture Seekers

* Golfers

* Fishermen/women

* Shoppers

* Weddings/Honeymoons
* Spa Indulgers

* Nature Enthusiasts
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Target Media

Outlet Sampling

Broadcast — National Consumer Travel

Travel Channel Condé Nast Traveler Brides

Dl ) B I;Ira;[‘i/ce)lrzl Geographic Elzitir;?;i(()):n\sﬂfeddings &
Food Network Departures The Knot

Fox & Friends The Robb Report Martha Stewart Weddings
Today Travel + Leisure Town & Country Weddings

Good Morning America In-flights Bridal Guide
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Target Media

Outlet Sampling
Nat’l/Syndicated Newspapers Family/Lifestyle
Associated Press Philadelphia Inquirer Coastal Living
Bloomberg Chicago Tribune O, the Oprah Magazine
New York Times Sun Sentinel Parents
Reuters Boston Globe InStyle

Town & Country
Wall Street Journal Globe and Mail

Scholastic Parent & Child
USA Today Miami Herald
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Target Media

Outlet Sampling

Culinary Web/Blog
Golf Digest Bon Appétit AOQOL Travel
Golf Magazine Martha Stewart Living About.com
Links Everyday with Rachael O ey

Ray
Florida Golf Food & Wine Thrillist
Golf Tips Food Network Magazine | Indagare
PGA.Com Saveur Huffington Post
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IV. Meetings, Incentive,
Trade
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Target Media

Outlet Sampling

Successful Meetings

M&C

Corporate Meetings & Incentives
Small Market Meetings
Incentive Magazine

Meetings South

Medical Meetings Magazine

Travel Weekly

Travel Agent

Luxury Travel Advisor
Virtuoso Life

Modern Agent
Agent@Home

Recommend
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Priority Geographic Audience

* Canada

* Southeast

* Northeast/MidAtlantic

* Midwest
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V. Energizing Constituents
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Energizing Constituents

* Unity key, Collier County’s success
* Engage all partners, large and small
* Partner information crucial, media fulfillment

* Create sense of community, involvement
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Energizing Constituents

Hot Tips
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Energizing Constituents

* PR University: Hot Techniques —
quarterly, information, effective
public relations tools

—Online reviews
—Increasing Facebook fans
—Release optimization
—Social media, blogs
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Energizing Constituents

Resource Guides, prepare, distribute:

* 2012 Hotel/ Tourism Award Listing

Compilation hotel/tourism awards;
criteria, deadlines, contact names

* 2012 Travel Industry Meetings Booklet
125 important worldwide travel
industry meetings with dates,

locations, topics and contact source information

* 2012 Calendar of Holidays
Yearlong calendar outlining major
North American holidays, corresponding
deadlines, editorial coverage
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Value Blast




Agency-wide Release
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FALL FITNESS TRAVEL:
ENERGIZING ESCAPES FROM
ACROSS THE GLOBE

NEW YORK, August 1, 2011 — With
comfortable temperatures, crisp air and
stunning sights of seasons changing
abound, fall provides the perfect
opportunity for travelers to be active
outdoors. A sampling of invigorating
retreats and wellness-themed
explorations, in locations spanning from
tropical jungles of Thailand to the
carved canyons of Utah, appears below.
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Public Relations Seminar

* Coordinate seminar, benefit Collier County constituents

* Staged convenient, central location, multiple tourism,
economic development partners

* Focus, understanding North American media, marketing
overview, general information supporting positive publicity

* Training, know-how, crisis communications
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VI. Media Relations
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Ongoing Outreach

* News Bureau — Collier County’s go-to media resource

* Proactive daily pitching

* Story development

* Trend-focused outreach

* Responsiveness key
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Events

* Setting/elements reflect Paradise Coast
* Right people attend

* On time, on the money

* Follow up, ensure placement

*Event in NY media capital; additional events in other major
markets and/or at destination
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Agency Sampling — Events

Utah, The Honorable Gary R. Herbert
LH&A Penthouse/Conference Room

Reach: 19+ million
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Interviews/Desk-sides

* Track Collier County’s travel schedules, arrange interviews
* Utilize trends, news, launches
* Be a player, industry expert

* Utilize trade show participation
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Media Visits

Seeing is Believing

* Emphasize targeted individual visits
year-round — every interest

* Host general and special interest group
press trips, partner, resorts, attractions

* Share after-trip questionnaires

* Track visits, LH&A Visiting Journalist
Program (VJP)



Visiting Journalist Program
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Visiting Journalist Follow Up Report

Client
Mandarin Oriental, Paris

Account Rep
Emma Silverman

Visitor
Heather Maclsaac

Title
Company

Address

Tel:
Fax:
E-mail:

Publication Name Article Date
Travel + Leisure 09/01/2011

Trip Date
06/28/2011
Type

Individual
Assignment
Travel + Leisure

Produced?

Yes

Follow-Up Dates
Ast:  09/28/2011
2nd: 12/28/2011
3rd: 03/28/2012
Last: 06/28/2012

Notes

1 night accommodations. Upgrade or higher room category
if possible.

Slated for the September or October issue of T+L
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VII. 90-Day Plan/Quarterly
Timeline
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First 90 Days...

* Distribute account announcement, fact sheet

* LH&A team visit, partner meetings

* Review press materials, update press kit

* Establish news bureau, day-to-day inquiries, image libraries

* Plan media event/desk-sides, NYC, key national media
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First 90 Days...

* Set dates, media missions, target markets
* Utilize, research editorial calendars
* Create client addendum

* Establish biweekly conference calls, measurement
protocols, prepare reports

* Create, distribute six-month event calendar; distribute
press releases
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First 90 Days...

* Implement partner “Hot Tip” program

* Integrate, link, LouHammond.com

* Build presence, Twitter

* Coordinate/organize Visiting Journalist Program

* Target promotional partners matching audience profile

* Develop 12-month timeline, action plan and crisis
communications plan
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VII. The LH&A Difference
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The LH& A Difference

* Provide the keys to the “travel club” — unmatched industry
experience/contacts

* Highly creative, yet fiscally/operationally responsible, senior
staff involvement

* Strategic plan, timelines, clear objectives
* Established category/destination brand building experience

* Integrity, focus and, most of all, RESULTS!
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Thank Youl!

Proud to be Your Partnher in Paradise!
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Sales & Mark ies, Inc.



Naples CVB Monthly Search Engine Report

Keyword Rankings

One of the things you look at when trying to be successful on the internet is where specific keywords rank on the search engines. The
higher the ranking the more exposure you have to potential visitors.

The above report shows where several “money” keyword terms rank on the three largest search engines — Google, Bing and Yahoo.

* These rankings are a snapshot in time of where these keyword phrases are ranking on the search engines



Naples CVB Monthly Search Engine Report

In the month of November, Paradise Agency, Miles Media and SMT worked together to begin
implementing new meta data for main pages on the website to be able to start capturing opportunities the
website is currently missing. In December we added new meta data for the meeting and wedding pages.

The terms we are currently focusing on for the meetings page are:
*Business meeting space
*Business meeting rooms
'Corporate meeting space
'Corporate meeting rooms
*Event facilities
'Meeting space
The terms we are currently focusing on for the weddings page are:
*Florida beach wedding
[ ] . o
Naples wedding locations
L] . . . . .
Destination weddings in Florida

We have added these keywords to the SERP tracking and will be reporting on their progress in the
January report.



Naples CVB Monthly Search Engine Report

Search Engine Optimization Actions

« Tracked and analyzed site traffic
statistics

« Resubmitted site to directories
« Worked with Google PPC
« Updated meta data on home page

 (Generated report to summarize action
taken



Naples CVB Monthly Search Engine Report

Monthly Google Payer Click

_ $1,047.73 3,377 $031 | 31

I Y I G
e | swer | ame | se | e

| Feb | 121636 | 3853 s032 | o4
__Jan | $121639 | 4002 030 | 1
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Friend/Relative
9

Golf Guide

354
Website

Naples, Marco Island, Everglades CVB
Request Summary by Source
For the month of December 2010
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Magazine

691

MNewspaper
82

Other/Unknown

10

Travel Agent

1
N

243

16

Total Inquiries: 1,406
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Naples, Marco Island, Everglades CVB
Request Summary by Source
For the month of December 2011
Newspaper
Magazine 1
235 Other/Unknown
Friend/Relative 16
5 1\
13
Website
Meeting Planners 447

1
Total Inquiries: 718
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Naples, Marco Island, Everglades CVB
Request Summary by Source
Year to Date 2011
Solf Guide
CVB Office 6,324
7 Meeting Planners
Website 1
G293 Friend/Relative
™ 95
397
Travel Agent
8R8
Other/Unknown
180
Total Inguiries: 46,219
Magazine
Newspaper 23,308

8,756
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Results Analysis

Request Summary by Source Slide

December 2010 = 354
December 2010 = 201
December 2010 = 231

354 leads were generated from the publication Play
Florida Golf 2010, 2011 leads have not arrived.

201 leads were generated from the publication Bridal
Guide, 2011 leads have not arrived.

231 leads were generated from the publication National
Geographic Traveler, 2011 leads have not arrived.
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Naples, Marco Island, Everglades CVB
Request Summary by Leisure Markets
For the month of December 2011
Consumer Directories
119
Consumer Newspaper Consumer
1 -MMarketing
Consumer Magazines 447
4

Total Inquiries: 571
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Naples, Marco Island, Everglades CVB
Request Summary by Niche Markets

For the month of December 2011

Miche Markets
(Bridal/Honeymoon)
37
Niche Markets Niche Markets (ECO)
(Senior) — 72
3

Total Inquiries: 112
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Inquiries — Leading 4 Countries
December 2011

2010 2011
USA USA
Canada Brazil
UK Canada

Brazil Netherlands
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Inquiries - Leading 6 States
December 2011

2010 2011
Florida Florida
Georgia lllinois
Texas New York
New York Pennsylvania
Pennsylvania Ohio

Ohio Indiana
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Collier County CVB ™~
Inquiries by Type
Calendar Year

December 2011 Y-T-D
Phone 280 3475
Publications 172 32813
Web site 447 5711

Info@ ParadiseCoast 0 5
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Misc. CVB Services
Calendar Year

November 2011 Y-T-D
Info Ctr Shipments 2625 34120
Editorial Gen Calls /8 771
Mtg Planner Calls 0 9
Storm Info Calls 5 12
Storm Accommodations 0 0
Sports Councill 0 4
Film Commission 1 19
Travel Agent 1 6
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Live Chat by Topic
December 2011

By Topic
Min/C |Year to Date
Topic # of chats Minutes hat | Cumulative
Outdoor Activities 1 4.3 0.0 6
Sports 1 6.0 0.0 3
Totals 2 10.3 5.1 9




Live Chat by Page
December 2011
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BY PAGE
Page # of chats Minutes Min/Chat
Home Page 2 10.3 5.1
Totals 2 10.3 5.1




Misc. Services
December 2011

Media Month YTD
Meeting Planners

Market Group Fulfillment 1 1
Meeting Planner Kit Fulfillment 2 5
Meeting Planners 3 8

Tour Operators
Other/Unknown 2 2
Tour Operators 2 2

Travel Agents
Other/Unknown 1 1
Travel Agents 1 1

Grand Total: 6 16
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% YTD

6%
31%
50%

13%
13%

6%
6%



Questions?

Everglades





