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Economic Indicators
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Unemployment/Job Openings

Work to Do Number of job openings,

Federal Open Market Committee members in millions
expect unemployment will remain high.

--------------------------------------------------------------------

Projections®
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Consumer Confidence?
Personal Saving

Consumer-confidence index Personal saving rate
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Oil Production/Euro ™

Buying Locally
Change since 2000 in U.S. oil
production compared with U.S.
crude imports from Canada and
the Persian Gulf
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How many U.S. dollars
one euro buys
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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/




Marketing Partner Rep

R.O.I.
Fiscal Year 2011

 Every dollar of advertising expenditure

supports $31.22 in direct visitor
expenditures (FY 2010: $19.49)
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YTD January — June 2012
Visitor Profile
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Number of Visitors “*

YTD 2012
2012 A %
First Quarter 551,500 +7.8
April 121,300 +5.4
May 127,300 +6.0
June 121,100 +4.6
Second Quarter 369,700 +5.3

YTD 2012 921,200 +6.8
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Economic Impacts of Tourism
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YID 2012
2012 A %

First Quarter

$537,523,542 +12.9

April
May

June

$158,195,846 +10.0
$120,557,936 +10.7
$98,591,182 +9.7

Second Quarter

$377,344,964 +9.2

YTD 2012

$914,868,505 +12.6
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Visitor Origins &=

YTD 2012
# of Visitors

2012 A%
Florida 293,208 +0.2
Southeast 62,089 -2.2
Northeast 213,122 +4.2
Midwest 170,697 +10.5
Canada 27,875 +42.5
Europe 112,804 +29.2
US Opp Mkts 41,405 +1.6
YTD 2012 921,200 +6.8
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RDS Occupancy/ADR:="

YTD 2012
Occupancy ADR

2011 2012 % A 2011 2012
January 66.4% 74.8% +12.7% | $159.1 $168.7
February 83.8% 86.6% +3.3% $233.1 $253.8
March 89.1% 92.2% +3.5% $240.6 $260.1
April 76.1% 78.0%  +2.5% $217.1 $223.3 +2.9%
May 66.5% 67.6% +1.7% $150.1 $160.9 +7.2%
June 61.3% 61.9% +1.0% $134.2 $141.4 +5.4%
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Executive Summary
June 2012
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Visitor Metrics =
June 2012

% This June, a record 121,100 visitors stayed in Collier lodgings
(+4.6% ). Travelers spent $66.1 million in the destination, with
a total economic impact of $98.6 million (+9.7%). Key
performance statistics are as follows:

June: 2011 2012 % A
Occupancy 61.3% 61.9% +1.0
ADR $134.2 $141.4 +5.4
RevPAR $82.3 $87.5 +6.3
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Visitor Metrics ==
June 2012

% Industry expectations for the remainder of the summer
season are:

%0 of Properties (June)
Reporting Reservations: 2011 2012

Up 40.5% 36.0%
The Same 13.5 32.0
Down 32.4 24.0
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Visitor Metrics  *=
June 2012

% This June, the Naples, Marco Island, Everglades area
drew visitation from the following core market
segments:

2011 2012
June Visitation Visitor # Visitor # % A
Florida 61,374 62,851 +2.4
Southeast 9,727 9,688 -0.4
Northeast 11,812 12,958 +9.7
Midwest 13,433 14,290 +6.4
Canada 2,548 2,906 +14.1
Europe 10,769 12,594 +16.9
Mkts. of Opp. 6,137 5813 -5.3
Total 115,800 121,100 +4.6
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Transportation *=
June 2012

% A plurality (46.4%) of visitors fly to reach the
destination. This represents a significant increase over
last June (2011: 41.8%).

% Southwest Florida International (RSW) remains the
airport of choice for better than half of these travelers
(2012: 56.1% ). Mostly due to the growth of
European tourism, Miami International garners 20.2%
of the related deplanements (2011: 18.8%).
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First Time Visitors ==
June 2012

% Better than two of every five June visitors
(42.4% ) are in the Naples, Marco Island,
Everglades area for first time (2011:
43.9%).
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Information
June 2012

“* Not surprisingly, the Internet has become the
most dominant element of consumers’ travel

planning.

“ As many as 95.4% cite the web as the most

important source of information for their trip.
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Satisfaction/Demographics
June 2012

er Rep

% The vast majority (96.9% ) find their Collier stay to

be satisfying and 91.0% plan to return to the area.

% June 2012 visitors are slightly younger (2011: 46.5
years of age; 2012: 46.2 years of age).

% Reported median household income has, however,
increased (2011: $121,838; 2012:$125,500).
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Smith Travel Research Reports



June 2012
Visitor Profile
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Visitation

June June
2011 2012

115,800 121,100
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Economic Impacts of Tourlsm

June June 11-'12
2011 2012 A%

$89,913,264 $98,591,182 +9.7
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Visitor Origins =

June
# of Visitors

2012 A%
Florida 62,851 +2.4
Southeast 9,688 -0.4
Northeast 12,958 +9.7
Midwest 14,290 +6.4
Canada 2,906 +14.1
Europe 12,594 +16.9
US Opp Mkts 5,813 -5.3

TOTAL 121,100 +4.6
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Purpose of Trip

June
2011 2012
Vacation/Weekend Getaway 83.7% 84.6%
Group Travel N/A 22.7
Visit with Friends/Relatives 7.8 11.8
Special Event 9.0 7.6
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First Time Visitors (% Yes)

June
. 43 42.4
40.0
% 30.0 |
20.0 40.3 ERAL J
10.0
0.0 3.6 3.4
2011 2012
[0 New Market Share B Gain from FL
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Airports of Deplanement
June

02011 W 2012

— P
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Miami

Orlando/
Sanford

June
12011 O02012
20.2
d
1
11.5 10.7

1
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Ft. Lauderdale Tampa
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Visitor Perceptions

June
2011

Satisfaction (combined) 95.4%
Would Recommend 94.4

More Expensive 5.7
Plan to Return 90.2
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Average Age/Median Income

June June
2011 2012
Average Age (yrs) 46.5 46.2

Median HH
Income $121,838 $125,500

© Research Data Services, Inc. 2012
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. .
. Swurriner Fan Buckel L1l
;. - - :;'.“-’ ™

‘ Naples @

Marcosland
63?/?1{0/1{/ =

Evcrgladcs

ideas & deals

Summer Campaign
Results to date: April 9 — June 30
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SUMMER CAMPAIGN RESULTS
June 2012 versus June 2011

 Qverall visitation to the area ﬁ4.6

* |n-state visitation to the area ﬁ2.4%

* Visitation from Orlando market ﬁlll%
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SUMMER CAMPAIGN RESULTS

Online Video: MNI Oggi Finogi

e
Stretch rivate
beach. Relax in the spa. Dine

I overlooking the Gulf of Mexico..| | -=.

Learn more

Discover Florida's
Last Paradise.

Phadise Puiced Forfectly;

Getaway Deals
S ——————

Naples @

MarcoIsland
e N

oy
Everglades

288,673 video views to
date

Video expand rate up
10.76% over May

Marco Island Marriott
Beach Resort continues to
have the highest video
completion rate: 82.49%!
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SUMMER CAMPAIGN RESULTS
Email Campaigns

FLORIDA’S PARADISE COAST o
B
DDING SERVICES 'WEDDING T1I WEI

Es || HONEYMOON IDEAS

Consumer eScapes:

o B - Open rates increased by 183%

== over June 2011

« Partner links continue to draw
heaviest visitation

Meetings eScapes:
« Open rates increased by 120%
over June 2011
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SUMMER CAMPAIGN RESULTS

Social Media Campaigns

%

* Facebook: 87% more followers than June 2011

« Paradise Deals Twitter: 445% more followers than June 2011

* Filming Paradise Twitter: 97% more followers than June 2011

« Paradise Coast Twitter: 79% more followers than June 2011

« Paradise Meetings Twitter: 48% more followers than June 2011
» Athletes in Paradise Twitter: 34% more followers than June 2011
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End-of-Summer Push
July 23 — August 26
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END OF SUMMER PUSH (GROUP)
Meetings & Conventions eNewsletter Blasts

22 |« Three eNewsletter blasts to planners
é who book at least 3 off-site meetings
g every year
MOBILE =Bk Targeted by both market and
APPS u Industry:

FOR MEETlNGS

— Fortune 500 companies
— Banking and finance

— Incentive travel

— Medical and healthcare

N
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END OF SUMMER PUSH (GROUP)
Prevue Lead-Generating Contest

Contest promoted in Prevue Magazine

*Page on Prevue’s Facebook site (over
1,200 fans)

*E-blasts promotion to 30,000 meeting
planners (3 times in August)

it *Online banners on Prevue’s site and in
ARl | e-newsletters

®3¢® digital edition :
o Promoted on Prevue’s Twitter &
Facebook pages
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END OF SUMMER PUSH (GROUP)
Naples, Marco Island, Everglades Time Traveler App

Naples, Marco Island, Everglades

5 Hours App developed to help meeting
P | attendees discover their favorite
mm——— | things throughout the area by

ggﬂe;;oo | creating customized itineraries
== 0. @z ] basedon:
Waterside Shops Specific interests
m O @ *Time available
H:m oy *Starting and ending points
— _@” — Gives meeting planners something
. S”:;'eca“’ - truly unique to put in attendees’ gift

bags
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END OF SUMMER PUSH (GROUP)
RFP Enhancements

|"

—

An additional $40,000 available to hoteliers
as needed for RFP enhancements




July 23,
Marketj Magdpsridargo Island
48 of 8 Everglades ===

END OF SUMMER PUSH (LEISURE)

Television: Miami, Ft. Lauderdale, West Palm Beach, Orlando

Animal
Planet

l IG@ET%R% gfathe{ {
anne
Travel
/ CHANNEL
( DISCOUery
@ g

Increased exposure (1,250 spots per week)
July — August
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END OF SUMMER PUSH (LEISURE)

Online Video: MNI

Marco Beach
Ocean Resort
All-suite resort overlos k ng
the G If E pl
accomm odatio pa i
din i s and n mygw T 3

Marco Island Marriott
Beach Rosort

Stretcl hout ur private ,

; De ch. Relax th spa. Din
verlookin gtheG ulf fMexnoo :

Leamn more

Discover Florida’s
Last Paradise.

Naples @
Pondlse Piced Porfctly ot

Everglades
Getaway Deals e
-

625,000 additional
Impressions the last
two weeks of July

1,250,000 additional
Impressions fist two
weeks of August
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END OF SUMMER PUSH (LEISURE)

Online Video: SpotXchange

H and ( J:u‘df:.n:..
Ladies’ Home e ll [II': 5 4
Journa]_ HUFEINGTON

SNEWS.com  EatingWell

HERE GOOD TASTE MEETS GOOD HEALTH

4,000 additional impressions the last two weeks of July
2,050 additional impressions fist two weeks of August
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END OF SUMMER PUSH (LEISURE)

Online Site Sponsorship: Orbitz

ORBMTZ g omimmimemin = 5 100,000 additional
Impressions negotiated
at no charge

NAPLES, The Paradise Coast

()Flight () Flight + Hotel

() Hotel ()Flight + Car

What's on your summer bucket list? Having an island all to yourself? Jazz concert at sunset? Couples massage? O)car () Hotel + Car

On the Paradise Coast, there's something special for everyone. And this summer it's priced perfectly. () Activiies @ Filght + Hotel + Car
() Cruises

r.
Featured hotel offers From Cay nkiie ooRkEon' - To Cayiam of s
Gulfcoast inn Naples Bay Resort Laava Returi
Fokok ook ko mm/ddlyy mmJddlyy

25% off each night

Reviewer score
3.7 outofs

Best Western Naples Inn and Suites

Save up to 20% each
night

Reviewer score
4.7 outofS

Ramada Of Naples

ok ok

Terms & Conditions

Explore destinations & interests

Adults-only resorts  Gay t
Al
Bahama:

Hawaii v

Las Vegas

California v Last Minute tr

okok
Save 20% each night

Roviewer score
3.7 outof5

Anytime | &

Travelers (up to 8)

ul enior Child
(1864 (85 (@17
2% 0% [

Anytime &
Rooms
Nood 3+ rooms? (1 )

Flight preference
[ I prefer non-stop fiights

Specity a hotel

Hotel name contains...

I have a promotion code. What's this?

Need help booking your trip?

Book online or call
1-800-504-3248 (toll free)
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END OF SUMMER PUSH (LEISURE)
Online: Weather Channel

The N
Weather
Channel

Weather Lifestyle Social

Local National Forecast Severe Weather Alerts Hurricane Central Safety & Preparedness Farming

Naples Weather ~

1,400,000 additional impressions between July 16 and August

26
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END OF SUMMER PUSH (LEISURE)
Online: Orlando Sentinel.com

Orla_n_'do Sentinel MARKET STREET CAFE

VIEW SPECIAL OFFERS

— I
4:08 PM EDT e I7°F
Wednesday, July 11, 2012

HOME LOCAL WEATHER SPORTS BUSINESS ENTERTAINMENT LIFE/IFAMILY  HEALTH TRAVEL
EVENTS RESTAURANTS BARS & CLUBS MUSIC ARTS & THEATER MOVIES MOVIETIMES TV CELEBRITY
HOT TOPICS:

OPINION viDEOs (&) weekuy ap

HOROSCOPE COMICS SHOPPING

Sign Up: Entertainment Text Alerts | DirecTV, Viacom Digpute | Daniel Tosh | Slash | Katie Holmes, Tom Cruise Divorce Settlement Search Q

982,000 additional impressions between July 16 and August 26
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Discussion | Questions?
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Naples Marco Island

Everglades s

FPARADISE C O A S T™

National Public Relations Update
TDC Meeting

July 23, 2012

A

LOU HAMMOND & ASSOCIATES
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Activities Everglades

FARADISE COADST

 Weekly LH&A "*Value Blast” —
inclusion in 2 editions

Naples @

b MarcoIsland

Everglades

« 3 Hot Tip partner media leads s cass
O S Tress_fre e H O n eym O O n S zf::ra::a(:;bs magazine is seeking information on 2013 events that appeal to men. Events
. . cou[d incluc_le sporting events, auto and motorcygle ever_\tsf food events, film festivals, music
O P rIVO 'I'e C | U bS M O g OZI n e fsisbtr:luaslss.;;:" shows, etc. Lou Hammond & Associates will include all relevant responses for

Note: These events will be featured in the winter issue distributed in January, so events should

O U n_Girly GeTOWG yS take place late January — March 2013.

Information Needed:

Event Name

Pricing Information

Event Description

Contact info to learn more (phone number, web site)

Deadline: Friday, June 29

Contact carlynt@lhammond.com with any questions!
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* Regional Desk-Sides

« Agency capitalizing on client travel
for out of area desk-side
appointments.

» Chef Pitching:

« Agency/client gathering
information to pitch national
broadcast opportunities.

« NYC Media Event
* Finalizing details
« October date
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Activities Everglades

FARADISE

« Agency social media efforts
o 2LH&A Facebook posts

o Value Blast
= Two Night Package at

Gulfcoast Inn View the 160th edition of LH&A's weekly VALUE Blast for a taste
of select clients’ value offerings: hittp://bit.ly/Oyjuto
= Stay Here, Play Here at
Naples Golf Resort http:/ /bit.ly/M15YKh

bit.ly

-~ Lou Hammond & Associates chared a link.
. 15 hours ago

facebook
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ACTIVITIES Everglades.
« Agency social media efforts
o 3 LH&A Pins

= Marco Island Marriott
= Everglades National Park
= Golden Door Spa

Explore Everglades National Park, the
largest subtropical wildemess in the

@ United States.
- E ! !

ﬁ
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Activities Everglades

« Agency social media efforts
o 4 LH&A Tweets
o Paradise Coast Golf Deals
o Outdoor Adventure

O vclue BlOST / Lou Hammond = LouHammondPR
HA

. The weather is heating up, so why not take advantage on the
. TWO NIghT PC’CKOQG OT greens? Take a swing at these [@ParadiseCoast golf deals!
Gulfcoast Inn

bit.hy/M45vIw
= Stay Here, Play Here at
Naples Golf Resort

~ Lou Hammond & LouHammondPR
J/—l Looking for a #summer family adventure? Explore
e @ParadiseCoast for some #outdoors fun! usat. ly/LDtrsr

A
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Activities Everglades

FARADISE COADST

* Media Visits
o Fall 2012 - Golf-themed press trip

o Michael McCarthy,
Washington Flyer — Dates Pending

» Pushing Individual Visits
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FARADISE COADST

* Media Outreach Sampling

©)

o 0O 0O o o o o o o o o o o o o

American Way
Associated Press
Bloomberg Businessweek.com
Chicago Sun-Times
Conde Nast Traveler
Fodors.com
Gadling.com
Huffington Post
Miami Herald

Men's Health
Orlando Sentinel
Out Escapes

Private Clubs
Southern Living
Travel + Leisure
Visitor Magazine
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Results Sampling
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SpaFinder

June 14, 2012
UMV: 208,644

Crabs, Crocs and Craniosacral: Naples, Florida

Crabs, Crocs and Cranicsacral
Adventures in Naples, Florida

Dy Jackon Darms | Xene 142012

Souttwest Nonda u o 4

Cry $om vesom of Nk

™o Everglades is

tad drinkers

eCosyTh
Lowrious FRth Avenue, Paradse Cosat in the
PRace o you

Naples Beach Hotel & Golf Club

Spread ouf on 125 Topical acres, the Napies Beach
0ot & Goit CRub s the area’s only Beachiront hotel it

fennis 30d spa Guasts Can 523y i one of B
ted guest

6r0 Of T resort s restauranks (Oetestely ry

a2 sues, feli i e 599
nd e
e Mahi Mabi Fah Weap o b v Oun
T & B the Nagses Basch Hotl & GO Cub offees &
Yovelors From &
2300, shncace. body and
MS-50MVICe 53500, hotel

n the mang of

Qust (03000 10 I0Eare and busrass
22y 559 PISIOES and ma
grothoragy Yeatments 1o
asts and
M5 coTy Naphs 100

5 Can M Bnd something

IMe0e Courtasy of Napies Do

o Moty & Gof Cid

Naples Bay Resort

From the moment | checked Into the Tu style Naples
Resot lo the moment | checked oul, my experience
was amazing. The guest rooms, equipped with 3 full
kitchen, iving room. comty bedroom and privata bakcony
with gorgeous views of ds 97-slip marina, had me feeling
nght at home Benesth the guest rooms are amazing
bouliques and dining options. A must-taste is tha French
Asian fusion L'Onent, Naples’ newest restaurant where
cargiully crared cocktalis are Inspirad by the signs of the
Chinese Zodiac. The resort aiso features five pools, 3

to the Naples Ha/
able fide (just $5 a day for as

) to Naples’ popular waterfront

Shops and restaurants.

The Spa at Naples Bay Resort

My second day In Napies started off on the right note,
with 3 Custom Organic Frults and Vegetables Facial at
Tha Spa at Naples Eay Recort The quaint, throe.
treatment-room <pa, which features steam rooms, aqua
lounges and an outdcor adults-only pool, offered the
perfect wake-up call. Aer ciipping into my robe and
enjoying some quiet time in the women's reiaxation
lounge, where you can defight in complimentary leas, |
was laken 1o a beautiful room for my facial Using
Eminence Organics producis, my therapist delivered a
top-quality facial thal left my skin radiant, soft and, for th
first time, not begging for makeup! In additon fo this
service, the spa offers & mullitude of holishic therapies
and uses al-natural and luxunous product lines

The Spa on Fifth

Naples' Fifth Avenue is ined with debcious restsurants
and trendy shops and is home fo the treasure thal is the
Spa on Filin, located on tha Mmird Nloor of the Inn of Filth
Upon walking into tha feng shut-nspired space, | was
overwhelmad with a feeling of relaxation as | changed
inlo my robe and met my therapic! Karla Bradis, a
heaing, refiexology and cranipsacral speciaist qu
quickly assessed my needs and made me feel at ea

and in a few short
movemants, h,.“ he chronic pain in my neck siowly melt
away \Wnia | enjoyad a iavender wrap, Kart tad my
reflexology sessien in which | lesmed that your feet can
lell you so much aboul your body's overall health, We
fnished with a healing massage, which again meited
away the stress and pain | frequentty expenence For
anyone traveling fo or curently living in Naples, | highty
fecommend a visit 10 the Spa on Fifth and a session with
Kartal

Good Eats

Naples a footie's dream, with e
diming out and en|
love It3lian, B

options for
oving the amirance of the Guit. if you
2 Is @ must. Located on the busting
Third Ave, Barba gerves up radisonal 1t
and brick-oven pizza that i e for. You also raumﬂ
leave without having the mint-chocolate-chip gelatol For
beach lavers, head over to the Turtis Ciu
Beach for alfresco dining in the -.HY! The resia
Famous Oysters "Turllefeler” are kiler, and proceeds
from its signature dnnk, the “Turtie-tnl," go to the
Consetvancy of Southwest Florida’s sea hurlle re
effor cockiail or two, for the sea turfle:
lunch, Pinc Crab Shackin Tin City is fab — the crab-
and-cheasa dip, while complately = s amazingl

Good Eats on the Go!
For thosa of us who are inda
dacisions, hop on the Ne
-:mr‘.e' Hvrmnc o

] .-‘wlv making dining
bus and get an

Osbond took us to
please. Our four bagan with Gid \' 1rﬂ tastes from
Grescs and Turkey 3t
find Sous specially Qo
hada an in ol gl Napse
‘sarmad ali the ins and cuts 'ﬂf ofl and v ﬂ?]if and wa:

abée to taste-test combo-infusions bca lime and cnocaaxe
now @ favorile for salads!). Joe: ZZ3 Was nexi

h reminded me
home in Je

thelr b

chocolate tnuffies; as wel

packed a pint-sized punch wih its Samoa-fiavorad mini
domas!
Adventure!

In betaveen all of the spa wine and dining, it's atways fun
{0 get your heart pumping. Naples has no shoriage of
thriis for the adventurous traveler, starting with a nde on
ihe ODIN wath Pur Cusiom-made in the US
based 0 of a Ne gesign, this 25-foot Eco
fnendly scream machine offers 350 jet-propelied spins in
1he Gulf, 3t while spotting manateas and goiphins! For 3
more hands-on adventure, take a four-hour guided kayak
tour with Evergla Area
subtropecal wildernaess in ;e Lintied States, home to
more than 300 species of bird and dozens of endangered
pCies. If you are really feeling adventurous, you can
take 3 walk over to Tin City and visit Gatorman Mike, who
wiil be returning to Naples in Oclober 2012 | was lucky
£nough ta spend SOme one-on-one time With Mike's four-
vear-old pet alligator, Bobby! Naples irdy has something
for avaryonel
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FOLLOW THE ROAD TO ADVENTURE

June 21, 2012
UMV:26,430

Beach Bums: 10 Beach Camping Hotspots

2. Florida - Infinite Seaside Camping

Florida offers a multitude of beachside opportunities
for camping and outdoor fun. The real challenge is
trying to figure out which one adventure and
location to pursue. One adventurous place to start
is Paradise Coast — which is comprised of the
Naples, Marco Island and western portion of the
Everglades. Jack Wert, executive director of the
Naples, Marco Island, Everglades Convention &
Visitors Bureau, notes

“More than 80 percent of the land area in Florida’s Paradise Coast is dedicated to parks and nature preserves
which provide a beautiful backdrop for camping and the opportunity for outdoor exploration. Combine this with
more than 30 miles of soft, white sand beaches and you have a destination that is a nature-lover's dream.”

Area campgrounds catering to RVs include Chokoloskee Island Park, the Naples/Marco Island KOA and Big
Cypress National Preserve.

NEWSFROM ... LOU HAMMOND & ASSOCIATES
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Looking Forward Everglades

FARADISE ©

* Upcoming events
o Marketing Retreat — July
o NYC media event —late October

» Upcoming written materials
o LH&A Value Blasts
o Stress-free Honeymoons in
Paradise

* Upcoming media outreach
o Chef Brian Roland
o Treviso Bay Tournament Players'
Club Golf Course — opening to
public
o 65™M Anniversary, Everglades
National Park
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Thank you!
Proud to be your Partner in Paradise!

A

LOU HAMMOND & ASSOCIATES
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** CAMPGROUND/RV/PARK **
MAR APR MAY JTIH TOTALS
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MAR MPR
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BREAKDOWN FISCAL FISCAL DIFFERENCE Yo
2010-2011 2011-2012
OVERALL
COLLECTIONS
MONTH TO MONTH 850,683 934,544 | + 83.861 | + 9.86%
YEAR TO DATE 11,265,599 12,742,873 | + 1,477,274 | + 13.11%
HOTEL /MOTEL
MONTH TO MONTH 737,285 787,911 | + 50,626 | + 6.87%
YEAR TO DATE 7,918,377 8,817,848 | + 899,471 | + 11.36%
REALTORS
MONTH TO MONTH 43,978 44,490 | + 512 + 1.16%
YEAR TO DATE 1,629,120 1,973,729 | + 344,609 | + 21.15%
INDIVIDUALS
(APTS/CONDOS
S F HOMES)
MONTH TO MONTH 48,040 71,320 | + 23,280 (| + 48.46%
YEAR TO DATE 1,418,004 1,678,201 | + 260,197 | + 18.35%




Y 12 Rewvenus Report

S0-Jun-201=2=2

Budgaet

Y 12 Adoptecd

% 12 (S9:)
Reserwedad by

FY 12 MNet

Wariamoce to FY

Foarecd BEBwudcdog et L& v Budoaget Forecast 12 Budget
183 2. 15=. 200 1O, FiOn 2,045 S0 2,358 Ss00O =215 . 300
124 2. 262,500 (154, 1000 2,092 _Aa00 =, 588 S00 226,300
193 310,900 {15 S Zos5 400 FAD DD =1 . 100
s =1 1,516, 100 = =Ta ol 1,440, 200 1,667, FOo 154 500
E E=T= A =T, 200 (218 _ SO 4 1SR _Z0o0 ERF-Te =" sTals] AZT 200
1 95 (] - o (8] o
198 1. 4235, 500 i =1 [n )] 1. 255,700 1. 579 . 100 145, 500

Sross Budget
Less 5% Raew Res

S13 050,100
(ES53, 5000

et Budget

12, ZF96 S0

(655, S00)

S12_ 396,500

14,355,200

1,305,100

Collections

S B unddget
Caollbecteod to

o ower FYw 11

e ovwer F 1O

o ower F 09

Ml Svctwual FY 12 Cwarre T IE Date collecticomns collecticoms collectioms
it 525 3349 525 334 4 O E L= By B 15 0O7F 25 =1 38250
Mo So91 7FO5 1. =217 039 O _23ES 40559 25 ST A _F i
Crec 924 T29 2,141, . 768 15 41226 25 . 29% 24 1 1% 15 _ 790
Jdam 1. 208 . 551 3.250.329 25 . 87T 320 19 59% 14 2726 T T
Feb 1. 907 . 059 5.257. 3995 A0 287 2% 19 09%% 1335125 15 ST 206
rar 2. 325 547 F.583,.045 58 _ 10826 14 . 7FE82%% 14 4095 1F . 732
Apr 2. TFav.es=2 1O 27O SST TE_ 4592 2_S02% 15 . 85%% IT. 8T
Flaw 1. 437 . 522 11. 2028 329 S . 48520 5_ 9520 2.55%% 1E S0
Joarve 934 544 12. 742,875 Q7 _S4T 2% S _B52%0 15 . 359 24 8290
LT LY 12. 742 8732 Q7 _S4T 2%

Ao 12,742 8732 o7 _S47T 2%
Sept 12. 742,875 o7 _ S47T2%
T o=l 12, 742, 273 12, 742,875 M= 12 15 529 20 F 22

Projectaed 14,355 2000

Bal 1o CTollect

1.512 . 2227

Budget O oImiparisom

S wr CTollect

S wr Collect

Budgsted

Aoctual

rRAcrth owear Aot

For=cast

ulelgyegd History—Curm History —Po ity Collaeciions Collections Wariance Collections
O it TN ERET A1 513 [ EEN=T=1 ABS 55T
PO =20 & _S2h SOF_ 1 8a [=1="0 il ] (=T N el 556, 907
Dec 13 8% =T TES O35 [ =T o ¥ = 15 T o 242 537
Jzan 22 0% a2 Zaes 1,063 7Ta5 1_ 208 _SaE1 144 TTE 4,170,170
Feb =4 .29 R == 1,675,266 1. D07 _DEa 23302132 1,243 803
rMar S50.5%% 15. 8% 2,063,999 2. 325, 647 Z2a1.648 2,270,413
AT 55 . 2% R E ==L "N Z ATE, 28T 2 TET.E&52 AaA11_ =2ES 2,512 932
L =T = L2 10,3 1,342,214 1. 4437 &322 sS04 1,483,046
Jarve 55 396 [ S04 SE0 DI Sl 1o, D ass, 021
Jnaly =B = SN 5_D2e S53 o0 [ = TS, T34
Ao =N LN 5 _Zae ST, 1= [’ = TAS o455
Sept 10 DS 4 S9h S50 S [ = Ea8 O3>
T otal 100D 100 0% 132,050 100 12, 742 ST 1. 6505 137 14,355 200
b U B D ol
Tourist Tax Rewernus
= ]
S 5
== ]
=1 .= Budgenad
soctaaal
= B | ‘1\—\ FOoOrecas
=" 4
so.o L&

n
I

I
0d

]
I
lin
fel

I
[

Aug
St




e

Web Site
Miles M




July 23, 2012

Marketing Partner Reports 9 a-g @
75 of 88
Naples, Marco Island, Everglades CVB Naples
. Marco Island
Executive Summary —=
June 2012 Everglades

Consumer Overview

Summer Fun Bucket Lists is the second most requested page on the site with 5,528 views. It
was followed closely by Deals.

Brazil has made its way into the top 5 countries with international visitation. It came in fourth
in June with 88 visits.

Organic search traffic continues to hold steady. For June it was 49.13%, which is about 9%
more than the 2011 baseline. Paid search traffic was about 5% more than the baseline.

Mobile Overview

Visits and page views decreased 27% and 22%, respectively, from May to June. However,
time on site in June increased by 3 seconds.

June visits from users in Philadelphia numbered 317. That's 359% more than in May, and
655% more than in June 2011.

Orlando once again led all cities with 447 visits in June. That was 61% fewer visits than in
May, but 111% more visits than in June 2011.



Naples, Marco Island, Everglades CVB

Measurement Dashboard
June 2012

LM = vs. last month | LY = vs. last year |
IB= vs. Industry Benchmarks |B = vs. 2011 baseline

ENGAGEMENT LY IB B
Time on Site: 2:13 2:27 343 2.10
Minutes
Bounce Rate: 43% 32% 33.0% 34.4%
of Home Page
Bounce Rate: 58% 53% 45.3% 55.1%
Overall
ACTIVITY
LM LY
27,616 Total Visits 8% 4 29%
76,466 Page Views 7% 4 40%

203,746 \Visits Year-to-Date (vs. 228,190 visits in 2011)

591,814 Page Views Year-to-Date (vs. 651,635 in 2011)

(’D milesmedia
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4¥ Good Not Significant L Needs Attention

0 — 12% change 13% or higher change

SIGNALS OF INTENT TO TRAVEL (SIT)

Total conversions

26.04% 19,914

of total page views Signals of Intent to Travel

See breakdown below

SIT BREAKDOWN
LM

Guide Orders: 306 -15%
Newsletter Signup: 95 -36%
Deals Page Views: 7,075 -51%
Stay in Paradise Listings Views: 7,327 -7%
Download Guide Link: 35 +17%
Paradise Priced Book Direct: 898 +789%
BookDirect™ Searches: 2,449 +3%
BookDirect™ Clicks: 1,729 -13%
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Visits — 2008-2012 i
70000 MOST REQUESTED PAGES
60000
e 2008
50000
40000 - === 2009 1. Home
30000 - e 2010 2. Summer Fun Bucket Lists
20000 2011 3. Deals
10000 2012 4, Events Calendar / Current Events
0 5. Beaches & Parks

Top 10 Cities International Traffic Over Time
June YTD e |JK e Germany === Canada e Switzerland e Brazil
City Visitors Visitors
Naples 1,925 16,525 1500 ] \ |
Fort Myers 898 7,211 1300 ] \
Miami 677 2,841 1100
Hialeah 451 1,587 900
Orlando 444 1,831 ;gg
New York 414 6,336 300
Tampa 373 1,304 100 1%:/ S—e—
Ft. Lauderdale 339 1,552 100 ; :,_ ; 7 \'/ 'L ’{ T ’»' ’»' q',
Pembroke Pines 328 1,262 N G SN I A G P A I A
Cape Coral 317 2,153 R AU W& WY

@ milesmedia
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SOURCES OF TRAFFIC

Baseline average
percentages for 2011:
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H Typed /
Bookmarked Organic Search Traffic:
) 40.02%
™ Referral Traffic Paid Search Traffic:
11.88%
1 Organic Search Typed / Bookmarked:
Traffic 20.73%
H Paid Search Traffic Referral Traffic:
27.36%

CAMPAIGN RESPONSE

4,468 16.18%
Total responses of total visits

Traffic by Source (by month)

50000

45000
40000

35000

30000
25000
20000
15000
10000
5000
0

June-11 July-11 August-11 ~ September-  October-11 November-11 December-11 January-12  February-12 March-12 April-12 May-12 June-12

11

B Typed / Bookmarked M Referral Traffic

milesmedia.

innovate partner deliver visitors

M Organic Search Traffic M Paid Search Traffic
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VISITORS BY STATE
LM LY
1. Florida: 14,415 +1% -27%
2. Pennsylvania: 930 -6% +30%
3. New York: 876 -3% -42%
4. Georgia: 717 -41% -45%
5. Illinois: 711 -3% -24%
INTERNATIONAL Visits LM LY
Visits LM LY Germany 698 +39% -46%
UK 612 -9% -11%
USA 24,733 -9% -28% Canada 406 -15% -48%
International: 2,883 +4% -35% Brazil 88 +76% -30%
Switzerland 83 -38% -21%
Visits By Day
1300
1200
800 ~ ~N_7 i / N\L / N
oo N~ ~N/
600 T T T

2 2 2 2 2 2 2 2 2 2 2 2 2 2 2 2 2 2 2 2 2 2 2 2 2 2 2 2 2 2

M » % £ > % M » % N » % y » % N » % y » % y » % y » % > % £
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vV Vv v \V Vv v Vv Vv v Vv Vv v Vv Vv v Vv Vv v v v v Vv v Vv Vv \V Vv Vv v
b\»\ b\m\ Q)\»,\ b\v\ @\("\ Q)\b\ b\«\ Q)\%\ Q)\o)\ ‘o\@\ MOV o Q)\@ N o AV @ oV o NN N QY AV gl ol o\

v
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DMO Competition - Quantcast

Reach by U.S. People, Reach by U.S. People,
June 2012 June 2011

ParadiseCoast.com 16,100 18,200
PalmBeachFL.com 15,800 16,000
Fla-Keys.com 59,300 51,200
DaytonaBeach.com 79,100 80,800
Sarasotafl.org 35,900 41,300
FortMyers-Sanibel.com 43,000 46,200
VisitStPeteClearwater. 81,000 78,500
com

@ milesmedia
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ACTIVITY & ENGAGEMENT BROWSER
LM LY LM
. 1. Android browser 2,408 -34%
Visits 4,673 -27% -18% > Safari 1.784 -19%
. 3. Internet Explorer 206 -20%
Page Views 16,559 -22% -21% 4. Mozilla 204 11%
. Fi +479
Time on Site  1:17 f ‘ 5. Firefox 22 4%
COUNTRY CITY
LM
LM LY
U.S. 4,472 -27%
1. Orlando 447 -61% +111%
International 201 -26% 2. New York 335 +24% -14%
3. Philadelphia 317 +359% +655%
4. Naples 221 -15% +117%
5. Atlanta 202 -24% -49%
6. Miami 146 -42% -49%
7. North Metro 138 -32% +53%
8. Los Angeles 134 -33% +29%
9. Fort Myers 107 +13% -4%
10. Chicago 96 -36% -45%

(’D milesmedia
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Metric Definitions

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.

@ milesmedia
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TECHNOLOGIES
Breakthrough Results from the Internet —_— = = =

%Sales&Marketing Naples CVB Monthly Search Engine Report

Keyword Rankings

Summary Ranking Report
Ranking Results
6/1/2012 - 6/30/2012

TOp 13 KeyWO rds 1st Page I:l 2nd Page |:| 3rd Page |:|

Keyword

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




Sales & Marketing

TECHNOLOGIES

Naples CVB Monthly Search Engine Report
Breakthrough Results from the Internet S = =— = E = 3

During the month of June , SMT continued to work on optimizing the site from an SEO perspective.

« PPC campaigns were analyzed in depth to maintain budget of $1,000.00 per month and make
recommendations for new budget.

 PPC ads were adjusted to yield better conversions
June PPC conversions were 67

May PPC conversions were 51
This resulted in a 31% increase

» Article submissions for Paradise Coast beach vacation/vacations

» Reviewing and auditing site for potential threats from the Google Panda and Penguin updates.
SMT will submit in July the updates needed on the website to Miles Media.

» Generated report to summarize actions taken




és"'e" Ay Naples CVB Monthly Search Engine Report

Breakthrough Results from the Internet

Monthly Google Pay Per Click

Month Spending Clicks CP Click Request for Visitors Guide
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
April $2,148 2,274 $0.94 333
May $1,610.88 2,585 $0.62 286
Jun $1,002.49 2,208 $0.45 389

July
Aug

Sept
Oct
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Thank you

Questions?

Everglades





