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Paradise Advertising & 
Marketing, Inc. 
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Tourist Development Council Report 
May 29, 2012
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Summer Campaign

Results to date: April 9 – April 30
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SUMMER CAMPAIGN: WEBSITE ACTIVITY

28,564 visits to the site during April:

• 48.12% were the result of organic search

• 84.08% were new to the site

• Average weekly visits to the site were up 30% over March

• 15% of total traffic was a direct result of April advertising
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SUMMER CAMPAIGN: EMAIL

• New eScapes format increased clicks to partner sites by 12.7% over 

last month

• Organic consumer clicks increased by 48% over last month

• Subscriptions for eScapes up 25% in April
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SUMMER CAMPAIGN ONLINE: MNI OGGI FINOGI

MNI online campaign results:

•Averaging a higher-than-

average CTR of .68%

•To date, the campaign has 

recorded 28,415 video views, 

20,745 Expands and an 

overall 11.37% expand rate

•The Marco Marriott Beach 

Resort, Spa and Golf Club 

has the highest video 

completion rate thus far –

79.7%!
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SUMMER CAMPAIGN: SOCIAL

• New Twitter followers increased 60% (over previous month)

• Retweets up 15% 

• Incoming messages up 47% 

• Sent messages up 26%

• New Facebook fans up 24%
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Discussion | Questions?
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National Public Relations Update
TDC Meeting

May 29, 2012
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Activities

• 2 Press releases & materials 

written

o Quarter 1 Updates Release

o Bucket List Campaign Release

• Weekly LH&A “Value Blast” –

inclusion in 4 editions

• 3 Hot Tip partner media leads

o Saveur 150 Classic Recipes

o Meetings Updates

o AP Travel- Top Five Free 

Activities
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Activities

• Agency social media efforts 

o 5 LH&A Facebook posts

o Happiest Seaside Towns

o Value Blast
 Comfort You at The Ritz-

Carlton, Naples

 Make a Memory 

Package at Bayfront Inn 

5th Ave

 Romance on Fifth at Inn 

on Fifth

 Beach, Bed & Breakfast 

Getaway at Marco 

Beach Ocean Resort
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Activities

• Agency social media efforts 

o 3 LH&A Pins

 Sunset at Delnor-Wiggins 

Pass State Park

 Naples Beach

 Sunset at Naples Pier
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Activities

• Agency social media efforts 

o 6 LH&A Tweets 

o Paradise Coast Tap 

Water

o Happiest Seaside Towns

o Value Blast

 Comfort You at The Ritz-

Carlton, Naples

 Make a Memory 

Package at Bayfront Inn 

5th Ave

 Romance on Fifth at Inn 

on Fifth

 Beach, Bed & Breakfast 

Getaway at Marco 

Beach Ocean Resort
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Activities

• LH&A escorted NYC Desk-side Media Meetings – April 17 & 18
o Worth (Circulation: 103,534) 

o Endless Vacation (UMV: 17,121) 

• Media Activities

o General golf pitch generated interest from the 

following:
 Michael Patrick Shiels – MLive.com (Summer)

 Steve Pike – Examiner.com (June)

 Tim Branco – New England Publishing Group (September 

26-30)

 Dave Finn – Golf South Inc.  (November)

 Jeff Brooke – Globe and Mail (Winter)
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Activities

• Media Visits

o Group Press Trip, May 16-19
 Canadian Geographic (Circulation: 201,604, UMV: 39,000)

 Dreamscapes (Circulation: 113,000) 

 OffMetro (UMV: 100,000)

 Fodors (UMV: 444,315 + Fodor’s Guidebook)

 SpaFinder (UMV: 161,858)

o Michael McCarthy, Washington Flyer – Dates Pending
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Activities

• Media Outreach Sampling
o AAA Southern Traveler 

o Edible South Florida

o Financial Times

o Coastal Living

o Conde Nast Traveler

o Garden & Gun

o Huffington Post

o Ladies Home Journal

o McClatchy- Tribune

o Meetings & Conventions

o Men’s Health 

o Parenting.com 

o Smart Meetings Magazine

o Travel Weekly

o VISIT FLORIDA
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Results Sampling
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Looking Forward

• Upcoming events
o Partner PR Seminar – July TBD
o Marketing Retreat – July 10 -11
o NYC media event – late 

October/early November 2012

• Upcoming written materials
o LH&A Value Blasts
o Update Meetings Release
o Stress-free Honeymoons in 

Paradise

• Upcoming media outreach
o Treviso Bay Tournament Players' 

Club Golf Course – opening to 
public

o 65th Anniversary, Everglades 
National Park
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Thank you!
Proud to be your Partner in Paradise!
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© Research Data Services, Inc.  2012

Collier County Tourism Research

Presented By:

Research Data Services, Inc.

May 29, 2012

April 2012

Presented to:
The Collier County Tourist Development Council
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Value of Collier Tourism (2011)
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© Research Data Services, Inc.  2012

Economic Indicators
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© Research Data Services, Inc.  2012

Gas Prices/Retail Sales
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© Research Data Services, Inc.  2012

Economic Indicators/
Jobless Claims
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© Research Data Services, Inc.  2012

YTD January – April 2012
Visitor Profile
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© Research Data Services, Inc.  2012

Number of Visitors
YTD 2012

January 162,000 +10.4

February 176,300 +8.9

March 213,200 +5.0

First Quarter 551,500 +7.8

April 121,300 +5.4

YTD 2012 672,800 +7.3

2012 D %
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© Research Data Services, Inc.  2012

Spending Impacts of Tourism 
YTD 2012

January $121,744,474 +17.4

February $183,086,898 +15.5

March $232,692,170 +12.0

First Quarter $537,523,542 +12.9

April $158,195,846 +10.0

YTD 2012 $695,719,388 +13.3

2012 D %
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© Research Data Services, Inc.  2012

Visitor Origins
YTD 2012

# of Visitors 
2012 D %

Florida 171,417 -1.3

Southeast 42,090 -3.9

Northeast 183,742 +4.1

Midwest 141,131 +11.7

Canada 22,296 +45.4

Europe 81,497 +32.1

US Opp Mkts 30,627 +4.0

YTD 2012 672,800 +7.3
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© Research Data Services, Inc.  2012

RDS Occupancy/ADR
YTD 2012

Occupancy ADR

2011 2012 % D 2011 2012 % D

January 66.4% 74.8% +12.7% $159.1 $168.7 +6.0%

February 83.8% 86.6% +3.3% $233.1 $253.8 +8.9%

March 89.1% 92.2% +3.5% $240.6 $260.1 +8.1%

April 76.1% 78.0% +2.5% $217.1 $223.3 +2.9%
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© Research Data Services, Inc.  2012

Executive Summary
April 2012
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© Research Data Services, Inc.  2012

Visitor Metrics
April 2012 

 This April, some 121,300 visitors stayed in Collier 

lodgings (+5.4%), and visitor spending reached 

$158.2 million dollars (+10.0%).

 Importantly, RDS estimates are inclusive of the 

County’s condominium and vacation rental inventory.  

The industry’s key performance statistics are as 

follows:

April: 2011 2012 % D

Occupancy 76.1% 78.0% +2.5

ADR $217.1 $223.3 +2.9

RevPAR $165.2 $174.2 +5.4
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© Research Data Services, Inc.  2012

Visitor Metrics
April 2012 

% of Properties (April)
Reporting Reservations: 2011 2012

Up 37.8% 27.6%

The Same 21.6 34.5

Down 35.1 24.1

 Reflecting the cyclical nature of Collier tourism, our 

management index signals a decrease in three-month 

forward-looking reservations.
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© Research Data Services, Inc.  2012

Visitor Metrics
April 2012

 This April, the Naples, Marco Island, Everglades area 
attracted visitors from the following feeder markets:

2011 2012

April Visitation Visitor # Visitor # % D

Florida 37,177 37,846 +1.8

Southeast 6,791 5,822 -14.3

Northeast 25,552 28,506 +11.6

Midwest 21,409 23,775 +11.1

Canada 3,683 4,609 +25.1

Europe 14,848 16,254 +9.5

Mkts. of Opp. 5,640 4,488 -20.4

Total 115,100 121,300 +5.4
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© Research Data Services, Inc.  2012

Transportation
April 2012 

 Fully 60.2% of April visitors fly to reach the 

destination (2011: 63.4%).

 Southwest Florida International remains the primary 

airport of choice (2011: 68.8%;  2012: 64.2%).

Traffic via the Tampa, Fort Lauderdale, and Orlando 

International airports also show significant usage 

growth.
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© Research Data Services, Inc.  2012

First Time Visitors
April 2012

 Two of every five April visitors (42.5%) are 

visiting the destination for the first time – a 

significant increase over April 2011 (2011: 

40.6%).
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© Research Data Services, Inc.  2012

Information
April 2012

The Internet has become a ubiquitous 

source of consumer information -- 95.0%

of Collier’s visitors gather data for their trip 

on the Internet.
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© Research Data Services, Inc.  2012

Satisfaction/Demographics
April 2012

 The overwhelming majority (93.2%) of April patrons 

are satisfied with their stay and 92.8% are planning 

a return trip.

 April visitors are on average 46.8 years of age; the 

typical travel party reports a median household 

income of $143,789.
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STR Information
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Smith Travel Occupancy/ADR
April 2012

Occupancy ADR RevPAR

2012 % D 2012 % D 2012 % D

Naples MSA 71.5% +1.0% $207.87 3.2% $148.53 +4.3%

Naples Upscale 78.7% -1.7% $276.72 4.9% $217.85 +3.1%

Miami-Hialeah 80.1% +0.2% $178.82 4.4% $143.30 +4.6%

Florida Keys 84.5% +0.8% $243.83 5.0% $206.13 +5.8%

Ft. Myers 61.7% +1.5% $153.06 1.0% $94.50 +2.5%

Sarasota-Bradenton 67.3% +6.3% $135.16 1.9% $90.90 +8.3%

Clearwater 71.4% +4.3% $136.32 6.7% $97.35 +11.3%

St. Petersburg 74.9% +5.6% $137.28 4.9% $102.77 +10.8%

Palm Beach County 72.4% -2.4% $160.09 3.6% $115.91 +1.2%

Ft. Lauderdale 74.0% -2.8% $124.45 0.6% $92.14 -2.2%

SOURCE: SMITH TRAVEL RESEARCH, INC.  REPUBLICATION OR OTHER RE-USE OF THIS DATA WITHOUT THE EXPRESS WRITTEN PERMISSION OF STR IS STRICTLY 
PROHIBITED.
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Smith Travel Occupancy
YTD 2012

Occupancy (%)

Trans % D 11-12 Grp % D 11-12 Total

Naples MSA 39.5% -2.4% 35.4% +1.8% 76.5%

Miami-Hialeah 51.8% +1.2% 26.1% +6.3% 82.1%

Florida Keys 71.1% +3.4% 12.9% +2.9% 84.1%

Ft. Myers 49.0% +3.0% 18.8% +3.4% 70.9%

Sarasota-Bradenton 54.7% +13.0% 18.4% +2.6% 73.6%

Clearwater 48.0% +10.9% 24.5% -3.4% 72.5%

St. Petersburg 49.7% +6.4% 22.9% +3.4% 73.8%

Palm Bch Cty 49.9% +1.1% 28.0% +3.5% 78.7%

Ft. Lauderdale 53.4% +3.9% 22.8% -0.6% 81.3%

SOURCE: SMITH TRAVEL RESEARCH, INC.  REPUBLICATION OR OTHER RE-USE OF THIS DATA WITHOUT THE EXPRESS WRITTEN PERMISSION OF STR IS STRICTLY 
PROHIBITED.
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ADR ($)

Trans % D 11-12 Grp % D 11-12 Total

Naples MSA $244.11 +10.2% $196.87 +4.7% $218.77

Miami-Hialeah $210.36 +8.1% $178.80 +6.3% $193.67

Florida Keys $247.59 +8.2% $222.71 +10.3% $243.58

Ft. Myers $165.88 +5.4% $119.09 -0.5% $148.70

Sarasota-Bradenton $138.70 +6.7% $111.26 -0.9% $131.21

Clearwater $139.48 +8.8% $105.15 +8.6% $127.86

St. Petersburg $131.44 +9.0% $126.25 +2.7% $128.92

Palm Bch Cty $187.50 +6.7% $159.78 +5.4% $176.29

Ft. Lauderdale $137.74 +5.7% $149.19 +1.7% $135.68

Smith Travel ADR
YTD 2012

SOURCE: SMITH TRAVEL RESEARCH, INC.  REPUBLICATION OR OTHER RE-USE OF THIS DATA WITHOUT THE EXPRESS WRITTEN PERMISSION OF STR IS STRICTLY 
PROHIBITED.
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© Research Data Services, Inc.  2012

April 2012
Visitor Profile
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© Research Data Services, Inc.  2012

Visitation

April
2011

April
2012

‘11-‘12 
D %

115,100 121,300 +5.4
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© Research Data Services, Inc.  2012

Spending Impacts of Tourism

April

2011

April

2012
‘11-‘12 

D %

$143,814,405 $158,195,846 +10.0
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© Research Data Services, Inc.  2012

Visitor Origins
April

# of Visitors

2012 D %

Florida 37,846 +1.8

Southeast 5,822 -14.3

Northeast 28,506 +11.6

Midwest 23,775 +11.1

Canada 4,609 +25.1

Europe 16,254 +9.5

US Opp Mkts 4,488 -20.4

TOTAL 121,300 +5.4
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© Research Data Services, Inc.  2012

Purpose of Trip
April

2011 2012

Vacation/Weekend Getaway 75.4% 83.6%

Group Travel N/A 22.6

Visit with Friends/Relatives 12.7 9.2
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© Research Data Services, Inc.  2012

First Time Visitors (% Yes)
April

%

6.4

36.1

4.9

35.7

40.6 42.5

0.0

10.0

20.0

30.0

40.0

50.0

2011 2012

New Market Share Gain from FL

May 29, 2012 
Marketing Partner Reports 9 a-g 
58 of 94



© Research Data Services, Inc.  2012

68.8
64.2
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© Research Data Services, Inc.  2012

14.0

11.2
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© Research Data Services, Inc.  2012

Satisfaction (combined) 92.4% 93.2%

Would Recommend 91.0 93.7

More Expensive 7.1 7.3

Return Next Year 61.8 56.1

Visitor Perceptions

Apr Apr
2011 2012
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© Research Data Services, Inc.  2012

Average Age (yrs) 46.9 46.8

Median HH
Income $140,282 $143,789

Average Age/Median Income

Apr Apr
2011 2012
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© Research Data Services, Inc.  2012

Thank you!
May 29, 2012 
Marketing Partner Reports 9 a-g 
63 of 94



Miles Media Group
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Overview

• Both the overall bounce rate and the homepage bounce rate were down from March 2012. The 
overall bounce rate was 57% (it was 59% in March), and the homepage bounce rate was 44% (it was 
47% in March). Though those percentages are still higher than they were in April 2011, the 
numbers are heading in the right direction.

• Time on Site was up from March 2012. In March, it was 2:03; in April, it was 2:10.

• Overall there were fewer Signals of Intent to Travel (SITs) in April 2012, but there were about 1% 
more conversions than there were in March 2012. Enewsletter subscriptions were up 25% (38 new 
subscriptions).

• Nine out of the top 10 cities in April 2012 were in Florida, with Naples once again leading visitors 
for the month (2,528) and the year to date (12,339).

Additional Trends

• International visits were down across the board in April 2012, though visitation from Germany was 
up 19% over April 2011.

• We can tell that campaign season is slowing down, as there were 8,616 responses in April 2012 (as 
opposed to 12,842 in March 2012). Still, campaign traffic accounted for almost a third of total visits 
(30.16 percent).

• Visits are still following the same path as previous years. If the trend continues, this metric should 
level off next month and remain steady through the summer.

Naples Marco Island Everglades CVB 
Executive Summary
April 2012

May 29, 2012 
Marketing Partner Reports 9 a-g 
65 of 94



Naples Marco Island Everglades CVB 
Measurement Dashboard

April 2012

LM = vs. last month | LY = vs. last year | 

IB= vs. Industry Benchmarks |B = vs. 2011 baseline

Good Not Significant Needs Attention

Time on Site: 2:10
Minutes

Bounce Rate: 44%
of Home Page

Bounce Rate: 57%
Overall

ENGAGEMENT LY        IB       B

3.43

33.0%

45.3%

2.10

34.4%

55.1%

SIGNALS OF INTENT TO TRAVEL (SIT)

Total conversions

30.89% 
of total page views

25,440
Signals of Intent to Travel

See breakdown below

ACTIVITY

28,564 Total Visits                               

82,691   Page Views

146,242    Visits Year-to-Date (vs. 150,714 visits in 2011)

433,412    Page Views Year-to-Date (vs. 402,264 in 2011)

LM LY

-17%

-16%    

-9% 

-26%

SIT BREAKDOWN
LM

0 – 12% change 13% or higher change

2:40

33%

46%

Guide Orders:
Newsletter Signup:
Deals Page Views:
Stay in Paradise Listings Views:
Download Guide Link:
Paradise Priced Book Direct:
BookDirect™ Searches:
BookDirect™ Clicks:

-14% 
+25%
-13%
-12% 
-26% 
-27% 
-21%

-9%

347
190

11,226
7,788

26
99

3,250
2,514
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MOST REQUESTED PAGES

1. Home
2. Deals
3. Events Calendar / Current Events
4. Events Calendar
5. Beaches & Parks

Visits – 2008-2012

International Traffic Over TimeTop 10 Cities

City
April 

Visitors
YTD

Visitors

Naples 2,528 12,339

Fort Myers 1,249 5,294

Miami 720 1,545

New York 502 5,491

Orlando 443 957

St. Petersburg 426 1,227

Marco Island 347 1,629

Ft. Lauderdale 321 827

Hialeah 308 701

Bonita Springs 302 1,661

0
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Baseline average 

percentages for 2011:

Organic Search Traffic:  

40.02%

Paid Search Traffic:  

11.88%

Typed / Bookmarked:

20.73%

Referral Traffic:

27.36%

SOURCES OF TRAFFIC CAMPAIGN RESPONSE

8,616
Total responses

30.16%
of total visits

April 2012
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INTERNATIONAL

USA                       25,476                            
International:       3,088

LM             

-15%
-32%

-10%
-16%
-36%
-43%
-33%

672
620
577   
114
93

-8%
-17%

LY             -13%
+19%
-41%
+3%
-5%

VISITORS BY STATE

1. Florida:              13,652
2. New York:                   1,146
3. Georgia:           915
4. Ohio:                              911
5. Illinois:                           838

+27%
-70%
+9%

-15%
-66%

+5%
-35%

+18%
-3%

-26%

LM LY

UK

Germany

Canada               

Switzerland

France

LM             LY             

April 2012

Visits

Visits
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DMO Competition - Quantcast

Site Reach by U.S. People, 
April 2012

Reach by U.S. People,
April 2011

ParadiseCoast.com 21,310 21,300

PalmBeachFL.com 15,480 15,860

Fla-Keys.com 131,600 69,360

DaytonaBeach.com 67,120 74,000

Sarasotafl.org 58,650 63,330

FortMyers-Sanibel.com 43,420 50,160

VisitStPeteClearwater.
com

68,000 62,150

April 2012
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Visit – This metric tracks the total number of visits to the website, both unique and repeat.

Unique Visitor –The metric counts each visitor’s first visit to the site during a specified time period.

Page View – A request to load a single page of a website.

Baseline – The average of a metric for the previous year. The baseline represents the standard level at 
which we wish to keep metrics at or better than.

Bounce Rate - Percentage of visitors who view only one page on the site and exit immediately. 
Sometimes called the Single Access Rate (Bounce rate = Single Accesses/Entries). A “good” bounce rate 
is considered anything below 30%. Not all bounces are bad, however, as a visitor who links off to a 
partner website could also be registered as a bounce.

Signals of Intent to Travel (SITs) – A measurement that captures conversion events that indicate a 
strong desire that the site visitor will travel to the destination. The SIT conversions are unique to each 
website. Some conversion examples include ordering a visitor guide, signing up for email newsletter, 
visiting a deals page, clicking through to a booking vendor, visiting the detailed listing of a hotel, activity 
or event. 

Typed / Bookmarked – This is traffic that comes from a user either typing the website address directly 
into their web browser, or they have bookmarked/favorited the site and enter the site by opening the 
bookmark on their computer.

Metric Definitions

April 2012
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Sales & Marketing Technologies, Inc.
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Naples CVB Monthly Search Engine Report

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

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.  

Keyword Rankings

.  
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Naples CVB Monthly Search Engine Report

During the month of April, Paradise Agency and SMT continued to work on optimizing the site from an 

SEO and PPC perspective.  

•  As the report indicates, a SIGNIFACANT increase (2274 in April compared to 1327 in March ) in PPC

traffic occurred in April.  This was due to the fact that the budget was not paused during April.

•  There was significant improvement in the rankings of you top keywords as shown on page one.

•  The ad position continues to be good at around an average of 3.

•  Last month we identified some issues with the site that should be addressed in order to make it more

Search Engine Friendly.  For example, from a content perspective, we would suggest adding some

keywords into some of the on-page headings.  For example:  “Beaches & Parks”  “Paradise Coast

Beaches & Parks”  These changes have not been implemented.  More detailed SEO

recommendations are provided on the next page.

We will be implementing these changes.

•  After reviewing the current PPC ads and keywords used to drive those ads, we are generating new

content to drive more results for “Florida Beach Vacations” and “Florida Beach Vacations Naples”

•  Adjusting keywords, ads, and budgets to maintain budget while not impacting rankings.
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Naples CVB Monthly Search Engine Report

SEO and Content Recommendations
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Naples CVB Monthly Search Engine Report

• More heading tags should be employed throughout the site.  Appears to be only one H1 tag on the site. 

http://www.paradisecoast.com/events/major_annual_events.php.  H1 tags should be used for all major 

headings.

• Page titles.  All page titles should follow a consistent format and should not exceed 66 characters when

possible.  Google will cut off the titles at 66 characters, but Yahoo! displays 120 characters.  Always end the 

title with the site title (e.g., Paradise Coast Florida Vacations) Suggested format for the site would be:  
HOME PAGE =  Paradise Coast Florida Vacations  2nd LEVEL PAGE =     Florida Beaches | Paradise Coast 

Florida Vacations  3rd LEVEL PAGE =  Vanderbilt Beach | Florida Beaches | Paradise Coast Florida 

Vacations

• H1 Tags. H1 tags, also known as heading tags, are one of the many important factors that go into achieving 

top  SEO rankings. Heading tags carry a lot of weight with the search engines because it provides them with 

the  proper layout of your pages. When search engines are scanning through web pages, they want to know 

the most important content and heading tags make it easier for them to find.  The best place to input your h1 

tag is in the header above your content.  For example, the following content should have an H1 tag:  
Discover Florida's Paradise Coast of Naples, Marco Island and the Everglades

• Clean URLs.  Most of the subpages on the site have are what considered to be dirty URLs.  

A dirty URL is  an  address that contains characters or content that do not relate to the page.  Example:

http://www.paradisecoast.com/cms/d/nightlife.php.  “cms/d/” is not relevant to page content and may be 

ignored by spiders.     Proper URL structure should be:   
http://www.paradisecoast.com/diningandattractions/nightlife 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Naples CVB Monthly Search Engine Report

NOTE:  If the page URL structure is changed, it is critical that a 301 redirect to the new page be implemented.

In order to rank better for keywords and concepts, additional content should be added to the page titles 

and H1 headings.  For example, some H1 headings could include:  Nightlife  --->  Naples, Marco Island, 

and the Everglades Nightlife Shopping -->  Naples, Marco Island, and the Everglades Shopping A Setting 

You’ll Fall in Love With -->  Paradise Coast Weddings

If there are specific destinations you would like the site to focus on such as the Everglades, highlight that on the 

homepage and within the content.
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Search Engine Optimization Actions

• Tracked and analyzed site traffic statistics

• Generated additional PPC ads and Keywords around “Florida Beach 
Vacations” and “Florida Beach Vacations Naples”

• Building specific on-page content recommendations and 
implementing.  This includes changes to generic headings that will 
help with organic rankings.

• Reviewed CVB report and are developing strategies

• Generated report to summarize action taken

•  Exploring how the recent changes Google has made over the last 60 
days may have impacted site visits.

Naples CVB Monthly Search Engine Report
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Naples CVB Monthly Search Engine Report

Month Spending Clicks CP Click Request for 

Visitor Guides

Jan $1,253.19 3,817 $0.33 189

Feb $1,229.76 3,643 $0.33 N/A

Mar $930.24 1,327 $0.70 N/A

Apr $2,148 2,274 $0.94 N/A

May

Jun

Jul

Aug

Sep

Oct

Nov

Dec

Monthly Google Pay Per Click
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Phase V 
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Results Analysis

Request Summary by Source Slide

April   2011 = 0           April 2012 = 1120

April   2011 = 1551     April 2012 = 0  

April    2011 = 112      April 2012 = 1743  

April 2012 = 3215 

1,120 leads were generated from the Visit Florida In-State Insert in 

April 2012. April 2011 adv was not purchased in this pub.

1,551 leads were generated from the pub AARP Southeast Region 

in April 2011. April 2012 adv was not purchased in this pub.

1,743 leads were generated from Play Florida Golf 2012 in April 

2012. 112 leads were generated from Play Florida Golf 2011 in April 

2012 but 2,047 were logged in March 2011. 

3,215 CVB Meeting Planner leads to Phase V for e-newsletter
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Inquiries – Leading 4 Countries

April 2012

2011 2012

USA USA

Canada Brazil

UK UK

Brazil Belgium
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Inquiries - Leading 6 States

April 2012

2011 2012

Florida Florida

Georgia Illinois

Texas Minnesota

New York New York

Pennsylvania Pennsylvania

Ohio New Jersey

May 29, 2012 
Marketing Partner Reports 9 a-g 
88 of 94



Collier County CVB

Inquiries by Type

Calendar Year

March 2012 Y-T-D

Phone 202 844

Publications   7403 14294

Web site 305 1742

Info@ParadiseCoast 0 1
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Misc. CVB Services

Calendar Year

March  2012

Info Ctr Shipments 2200

Editorial Gen Calls 54

Mtg Planner Calls 0      

Storm Info Calls 1

Storm Accommodations         0

Sports Council  0

Film Commission 1

Travel Agent 2  

Y-T-D

10950

267

3

4

0

0 

2  

3        
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Live Chat by Topic 

April 2012

Topic # of chats Minutes Min/Chat

Accommodations 1 3.4 3.4

Beaches 1 2.1 2.1

Charters and Tours 1 4.0 4.0

Dining & Nightlife 1 2.1 2.1

Events & Festivals 3 16.3 5.4

Misc. 4 18.1 4.5

Relocation 1 10.1 10.1

Transportation 1 3.1 3.1

Visitor's Guide 2 17.4 8.7

Totals 15 76.6 5.1

       By Topic
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Live Chat by Page

April 2012

Page # of chats Minutes Min/Chat

Calendar of Events 1 3.2 3.2

Contact us 3 30.4 10.1

Home Page 8 30.5 3.8

Site Map 1 2.6 2.6

Things to Do-Main 1 6.6 6.6

Wedding 1 3.4 3.4

Totals 15 76.6 5.1

       BY PAGE
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Misc. Services

April 2012

Media Month YTD % YTD

Meeting Planners

Market Group Fulfillment 1 4 0%

CVB Meeting Planner newsletter 3,215 3,215 98%

Meeting Planner Kit Fulfillment 3 42 1%

Post Show Followup

Florida Huddle February 2012 0 1 0%

Meeting Planners 3,220 3,269 99%

Promotions

PPD 2011 1 5 0%

PPG 2011 1 3 0%

Promotions 2 11 0%

Grand Total: 3,222 3,291
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Questions?
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