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Economic Indicators
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Unemployment/Job Openings
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Consumer Confidence/
Personal Saving
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Oil Production/Euro
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R.O.I.
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Impacts of Tourism
Annual 2011

2011 D %

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
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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

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

2012 D %
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Economic Impacts of Tourism 
YTD 2012

First Quarter $537,523,542 +12.9

April $158,195,846 +10.0

May $120,557,936 +10.7

June $98,591,182 +9.7

Second Quarter $377,344,964 +9.2

YTD 2012 $914,868,505 +12.6

2012 D %
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Visitor Origins
YTD 2012

# of Visitors 
2012 D %

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 % 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%

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 % D

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 

% of Properties (June)
Reporting Reservations: 2011 2012

Up 40.5% 36.0%

The Same 13.5 32.0

Down 32.4 24.0

 Industry expectations for the remainder of the summer 

season are:
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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 # % D

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 5,813 -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

 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
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June 2012
Visitor Profile

July 23, 2012 
Marketing Partner Reports 9 a-g 
25 of 101



© Research Data Services, Inc.  2012

Visitation

June
2011

June
2012

‘11-‘12 
D %

115,800 121,100 +4.6
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Economic Impacts of Tourism

June

2011

June

2012
‘11-‘12 

D %

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

# of Visitors

2012 D %

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

%
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Satisfaction (combined) 95.4% 96.9%

Would Recommend 94.4 95.0

More Expensive 5.7 9.0

Plan to Return 90.2 91.0

Visitor Perceptions

June June
2011 2012
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Average Age (yrs) 46.5 46.2

Median HH
Income $121,838 $125,500

Average Age/Median Income

June June 
2011 2012
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Thank you!
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Paradise Advertising & 
Marketing, Inc. 
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Tourist Development Council Report 
July 23, 2012
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Summer Campaign

Results to date: April 9 – June 30
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SUMMER CAMPAIGN RESULTS

June 2012 versus June 2011

• Overall visitation to the area 4.6

• In-state visitation to the area 2.4% 

• Visitation from Orlando market 111%
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SUMMER CAMPAIGN RESULTS

Online Video: MNI Oggi Finogi

• 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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Email Campaigns

Consumer eScapes: 

• 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

SUMMER CAMPAIGN RESULTS
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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

SUMMER CAMPAIGN RESULTS
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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

• Three eNewsletter blasts to planners 

who book at least 3 off-site meetings 

every year

• Targeted by both market and 

industry:

– Fortune 500 companies

– Banking and finance

– Incentive travel

– Medical and healthcare
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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)

•Online banners on Prevue’s site and in 

e-newsletters

•Promoted on Prevue’s Twitter & 

Facebook pages
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END OF SUMMER PUSH (GROUP)

Naples, Marco Island, Everglades Time Traveler App

App developed to help meeting 

attendees discover their favorite 

things throughout the area by 

creating customized itineraries 

based on:

•Specific interests

•Time available

•Starting and ending points

Gives meeting planners something 

truly unique to put in attendees’ gift 

bags

Naples, Marco Island, Everglades

5 Hours

Naples Zoo

Waterside Shops

Handsome Harry’s

Seminole Casino
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END OF SUMMER PUSH (GROUP)

RFP Enhancements

An additional $40,000 available to hoteliers 

as needed for RFP enhancements
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END OF SUMMER PUSH (LEISURE)

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

Increased exposure (1,250 spots per week) 

July – August
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END OF SUMMER PUSH (LEISURE)

Online Video: MNI

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 

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

100,000 additional 

impressions negotiated 

at no charge
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END OF SUMMER PUSH (LEISURE)

Online: Weather Channel

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

26
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END OF SUMMER PUSH (LEISURE)

Online: Orlando Sentinel.com

982,000 additional impressions between July 16 and August 26
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Discussion | Questions?
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Lou Hammond & Associates 
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National Public Relations Update
TDC Meeting

July 23, 2012
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Activities

• Weekly LH&A “Value Blast” –

inclusion in 2 editions

• 3 Hot Tip partner media leads

o Stress-free Honeymoons

o Private Clubs Magazine

o Un-Girly Getaways
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Activities

• 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

• Agency social media efforts 

o 2 LH&A Facebook posts

o Value Blast
 Two Night Package at 

Gulfcoast Inn

 Stay Here, Play Here at 

Naples Golf Resort
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Activities

• Agency social media efforts 

o 3 LH&A Pins

 Marco Island Marriott

 Everglades National Park

 Golden Door Spa
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Activities

• Agency social media efforts 

o 4 LH&A Tweets 

o Paradise Coast Golf Deals

o Outdoor Adventure

o Value Blast

 Two Night Package at 

Gulfcoast Inn

 Stay Here, Play Here at 

Naples Golf Resort
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Activities

• Media Visits

o Fall 2012 – Golf-themed press trip 

o Michael McCarthy, 

Washington Flyer – Dates Pending

• Pushing Individual Visits
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Activities

• Media Outreach Sampling
o American Way

o Associated Press

o Bloomberg Businessweek.com

o Chicago Sun-Times

o Conde Nast Traveler

o Fodors.com

o Gadling.com

o Huffington Post

o Miami Herald

o Men’s Health 

o Orlando Sentinel

o Out Escapes

o Private Clubs

o Southern Living

o Travel + Leisure

o Visitor Magazine
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Results Sampling
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Looking Forward

• 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 65th Anniversary, Everglades 
National Park
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Thank you!
Proud to be your Partner in Paradise!
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Collier County Tax Collector
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Miles Media Group
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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 
Executive Summary
June 2012
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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

Good Not Significant Needs Attention

Time on Site: 2:13
Minutes

Bounce Rate: 43%
of Home Page

Bounce Rate: 58%
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

26.04% 
of total page views

19,914
Signals of Intent to Travel

See breakdown below

ACTIVITY

27,616 Total Visits                               

76,466   Page Views

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

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

LM LY

8%

7%    

29% 

40%

SIT BREAKDOWN
LM

0 – 12% change 13% or higher change

2:27

32%

53%

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

-15% 
-36%
-51%

-7% 
+17%

+789% 
+3%

-13%

306
95

7,075
7,327

35
898

2,449
1,729
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MOST REQUESTED PAGES

1. Home
2. Summer Fun Bucket Lists
3. Deals
4. Events Calendar / Current Events
5. Beaches & Parks

Visits – 2008-2012

International Traffic Over TimeTop 10 Cities

City
June

Visitors
YTD

Visitors

Naples 1,925 16,525

Fort Myers 898 7,211

Miami 677 2,841

Hialeah 451 1,587

Orlando 444 1,831

New York 414 6,336

Tampa 373 1,304

Ft. Lauderdale 339 1,552

Pembroke Pines 328 1,262

Cape Coral 317 2,153
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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

4,468
Total responses

16.18%
of total visits

June 2012
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INTERNATIONAL

USA                       24,733
International:       2,883

LM             

-9%
+4%

+39%
-9%

-15%
+76%
-38%

698
612
406   
88
83

-28%
-35%

LY             -46%
-11%
-48%
-30%
-21%

VISITORS BY STATE

1. Florida:              14,415
2. Pennsylvania:                930
3. New York:     876
4. Georgia:                         717
5. Illinois:             711

+1%
-6%
-3%

-41%
-3%

-27%
+30%
-42%
-45%
-24%

LM LY

Germany

UK

Canada               

Brazil

Switzerland

LM             LY             

June 2012

Visits

Visits
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DMO Competition - Quantcast

Site Reach by U.S. People, 
June 2012

Reach by U.S. People,
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.
com

81,000 78,500
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ACTIVITY & ENGAGEMENT

LM LY

Visits 4,673 -27% -18%

Page Views 16,559 -22% -21%

Time on Site 1:17

Naples, Marco Island, Everglades CVB 

Mobile Dashboard

June 2012

COUNTRY

LM

U.S. 4,472 -27%

International 201 -26%

LM LY

1. Orlando 447 -61% +111%

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%

CITY

BROWSER

LM

1. Android browser 2,408 -34%

2. Safari 1,784 -19%

3. Internet Explorer 206 -20%

4. Mozilla 204 -11%

5. Firefox 22 +47%
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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

June 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 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 
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Naples CVB Monthly Search Engine Report

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

Monthly Google Pay Per Click
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Phase V 
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Results Analysis

Request Summary by Source Slide

June 2011 = 0     June 2012 =  1,233

June 2011 = 0 June 2012 =     353

1,233 leads were generated from AARP The Magazine in June 

2012. An ad was not purchased in this Pub in June 2011.

353 leads were generated from NY Times Travel Show in June 

2012. An ad was not purchased in this Pub in June 2011.
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Inquiries – Leading 4 Countries

June 2012

2011 2012

USA USA

Canada Canada

UK UK

Brazil Brazil
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Inquiries - Leading 6 States

June 2012

2011 2012

Florida Florida

Georgia New York

Texas Ohio

New York Illinois

Pennsylvania Georgia

Ohio Tennessee
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Collier County CVB

Inquiries by Type

Calendar Year

June 2012 Y-T-D

Phone 167 1203

Publications   4910 28269

Web site 462 2526

Info@ParadiseCoast 0 1
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Misc. CVB Services

Calendar Year

June  2012

Info Ctr Shipments 1400

Editorial Gen Calls 41

Mtg Planner Calls 2     

Storm Info Calls 0

Storm Accommodations         0

Film Commission 1

Travel Agent 1  

Y-T-D

13,750

351

6

4

0

4

4       
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Live Chat by Topic

June 2012

Topic # of chats Minutes Min/Chat

Airport 1 2.3 2.3

Attractions 1 6.1 6.1

Charters and Tours 1 6.3 6.3

CVB Department 1 6.3 6.3

Dining & Nightlife 1 2.6 2.6

Temperature 1 6.0 6.0

Totals 6 29.5 4.9

       By Topic
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Live Chat by Page

June 2012

Page # of chats Minutes Min/Chat

Home Page 6 29.5 4.9

Totals 6 29.5 4.9

       BY PAGE

July 23, 2012 
Marketing Partner Reports 9 a-g 
99 of 101



Misc. Services

June 2012

Media Month YTD % YTD

Consumer Shows

Post Show Follow Up

NY Times Travel Show June 2012 353 353 10%

Consumer Shows 353 353 10%

Meeting Planners

Meeting Planner Kit Fulfillment 3 55 1%

Meeting Planner Non-Kit Fulfillment 0 4 0%

Post Show Followup

Florida Huddle February 2012 0 1 0%

Meeting Planners 3 3,286 90%

Promotions

PPD 2011 3 10 0%

Promotions 3 16 0%

Tour Operators

Other/Unknown 1 9 0%

Tour Operators 1 9 0%

Travel Agents

Other/Unknown 1 4 0%

Travel Agents 1 4 0%

Grand Total: 361 3,668
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Questions?
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