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Economic Indicators
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Job Growth/New Homes for Sale
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Consumer Confidence/
Personal Saving

October 22, 2012 
Marketing Partner Reports 9 a-g 
5 of 122



© Research Data Services, Inc.  2012

Euro/Economic Confidence
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YTD January – September 2012
Visitor Profile
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© Research Data Services, Inc.  2012

Number of Visitors
YTD 2012

First Quarter 551,500 +7.8

Second Quarter 369,700 +5.3

July 112,900 +2.7

August 92,400 +3.8

September 73,500 +4.0

Third Quarter 278,800 +3.3

YTD 2012 1,200,000 +6.0

2012 D %
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© Research Data Services, Inc.  2012

Economic Impacts of Tourism 
YTD 2012

First Quarter $537,523,542 +12.9

Second Quarter $377,344,964 +9.2

July $85,176,953 +6.5

August $61,247,745 +7.4

September $51,936,152 +10.2

Third Quarter $198,360,850 +7.7

YTD 2012 $1,113,229,356 +11.7

2012 D %

October 22, 2012 
Marketing Partner Reports 9 a-g 
9 of 122
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Visitor Origins
YTD 2012

# of Visitors 
2012 D %

Florida 434,972 +0.7

Southeast 79,371 -2.1

Northeast 240,372 +4.5

Midwest 192,249 +10.6

Canada 31,351 +35.5

Europe 166,100 +21.3

US Opp Mkts 55,585 +0.4

YTD 2012 1,200,000 +6.0
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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%

July 63.7% 66.3% +4.1% $112.1 $115.5 +3.0%

August 50.0% 51.1% +2.2% $102.4 $110.7 +8.1%

September 48.7% 49.7% +2.1% $103.0 $108.7 +5.5%
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Executive Summary
September 2012
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Visitor Metrics
September 2012 

 This September, 73,500 visitors stayed in Collier lodgings 

(+4.0%). Travelers spent $34.8 million in the destination, with 

a total economic impact of $51.9 million (+10.2%). Key 

performance statistics are as follows:

September: 2011 2012 % D

Occupancy 48.7% 49.7% +2.1

ADR $103.0 $108.7 +5.5

RevPAR $50.2 $54.0 +7.6
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Visitor Metrics
September 2012 

% of Properties 
(September)
Reporting Reservations: 2011 2012

Up 48.6% 37.9%

The Same 20.0 41.4

Down 22.9 13.8

 Eight of every ten property managers (79.3%)

indicate that their three month forward reservation 

levels are the same or better than this time last year:
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Visitor Metrics
September 2012

 Lead by growth from its core Northeastern and 
Midwestern markets, this September, the Naples, Marco 
Island, Everglades area drew visitation from the 
following core markets:

2011 2012
September 
Visitation

Visitor # Visitor # % D

Florida 33,229 33,737 +1.5

Southeast 4,807 4,410 -8.3

Northeast 7,141 8,805 +13.2

Midwest 5,656 6,688 +18.2

Canada 1,202 1,176 -2.2

Europe 15,059 15,950 +5.9

Mkts. of Opp. 3,606 3,454 -4.2

Total 70,700 73,500 +4.0
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Transportation
September 2012 

 Half the visitors (51.8%) flew to reach the destination 

this September, an increase over last September 

(2011: 47.3%).

 Southwest Florida International (RSW) is the airport of 

choice for 56.4% of these travelers (2011: 55.7%),

while Miami International garners 21.7% of related 

deplanements this year.
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First Time Visitors
September 2012

 Nearly two of every five visitors (37.9%)

are in the Naples, Marco Island, Everglades 

area for first time this September (2011: 

38.2%).
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Information
September 2012

The Internet is the most dominant element in 

consumers’ travel planning.  As many as 

91.6% cite using the web as a source of 

information for their trip.
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Satisfaction/Demographics
September 2012

 The vast majority (94.2%) find their stay to be 

satisfying and 88.9% plan to return to the area.

 On average, September 2012 visitors are younger 

(2011:  47.5 year of age;  2012:  47.0 years of 

age), with a reported median household income of 

$146,471 (2011:  $144,080).
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Smith Travel Research 

September Information Not 
Yet Available
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September 2012
Visitor Profile
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Visitation

September
2011

September
2012

‘11-‘12 
D %

70,700 73,500 +4.0
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Economic Impacts of Tourism

September

2011

September

2012
‘11-‘12 

D %

$47,142,140 $51,936,152 +10.2
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Visitor Origins
September

# of Visitors

2012 D %

Florida 33,737 +1.5

Southeast 4,410 -8.3

Northeast 8,085 +13.2

Midwest 6,688 +18.2

Canada 1,176 -2.2

Europe 15,950 +5.9

US Opp Mkts 3,454 -4.2

TOTAL 73,500 +4.0
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Purpose of Trip
September

2011 2012

Vacation/Weekend Getaway 74.3% 78.5%

Group Travel N/A 28.8

Special Event 11.4 9.9

Visit with Friends/Relatives 6.5 8.3

Wedding/Honeymoon 6.5 5.6
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First Time Visitors (% Yes)
September

%
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55.7 56.4
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Satisfaction (combined) 91.8% 94.2%

Would Recommend 90.5 93.3

More Expensive 7.2 8.0

Plan to Return 83.0 88.9

Visitor Perceptions

Sep Sep
2011 2012
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Average Age (yrs) 47.5 47.0

Median HH
Income $144,080 $146,471

Average Age/Median Income

Sep Sep 
2011 2012
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Party Size 2.3 2.4

Length of Stay (Days) 4.7 4.6

Party Size/Length of Stay

Sep Sep 
2011 2012
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Thank you!
October 22, 2012 
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Focus Group Research
Chicago, September 19, 2012
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Research Objectives

1. Determine the criteria for choosing a luxury Florida beach destination

2. Assess perceptions of Naples, Marco Island and the Everglades

relative to our competitive set:

• St. Petersburg/Clearwater

• Miami, Keys

• Ft. Myers/Sanibel

• Sarasota/Longboat Key

• Bradenton/Anna Maria Island

• Palm Beach

• Ft. Lauderdale

1. Identify opportunities for Florida‟s Paradise Coast against our set of

competitive destinations

2. Test new creative concepts:

• “Find Your Paradise”

•“A True Taste of Paradise”
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What Respondents Seek in a Florida Vacation

• “Going to a beautiful beach to relax, swim in the ocean and 

watch the shades of turquoise blue.  The sunrises, surfing, 

sunsets and romance.”

• “Shelling – because it’s my alone time, playing golf, and spa 

time…”

• “Exploring different beaches and local restaurants. Spa time 

and local restaurants.”

• “Deep sea fishing, boating, exploring the historic and cultural 

sights – and the unique dining venues …”

• “Experiencing the sunsets, seeing the dolphins and 

manatees – and a 4:00 p.m. shower!”
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Respondents Define “Paradise” as …

• “Peacefulness, relaxation, ocean views with fine dining and 

pristine beaches”

• “A place to escape from my everyday life – and be 

pampered and catered to”

• “Serene beaches, spas and five-star resorts.  Connecting 

with nature”

• “Doing all of what I desire when I want in a place that makes 

me feel truly special in all respects”

• “Peaceful, quiet, beautiful blue waters, sailing the ocean and 

eating local gourmet meals.

• “Going to a great food festival, good art galleries”
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Perceptions of Naples, Marco Island, Everglades

• Luxury, pampering “being totally taken care of”

• Romantic

• Relaxing

• Upscale – with up-market activities

• Exceptional beaches

• Luxurious resorts and spas

• Great dining and seafood

• Everglades, wildlife experiences, exotic nature

• “Naples is my favorite destination. The beaches are stunning and 

the city is charming with lots to do and see.  The Everglades are a 

WOW, and nearby.”
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New Concept: “Find Your Paradise”
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New Concept: “Find Your Paradise”

Find  Your  Parad ise.
Uncrowded, Unspoiled,  

Unforget table Private Beaches Spaing and 24/ 7 Perpetual Pampering

Five-Star Service & Luxury

 Barefoot  Dining & Ent ertainment

The Perfect  Set t ing   

for Romance

Scenic Drives

The Art  of Leisure

Family Recreat ion Beyond the 

Beach

A Room w ith a V iew

Tropical Sophist icat ion

Get  in Touch w ith Nature
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Results: “Find Your Paradise” Concept Testing

Scale of 1 to 5 (Highest)

I like this theme/message

Scores from participants: 3, 5, 5, 4, 5, 3, 5, 5 (4.4)

This represents a Naples, Marco Island Vacation to me

Scores from participants: 3, 5, 5, 4, 5, 4, 5, 5 (4.5)

I believe this message

Scores from participants: 2, 5, 5, 5, 5, 4, 4, 5 (4.4)

This story makes me more likely to visit this destination

Scores from participants: 2, 4, 5, 5, 5, 3, 4, 5 (4.1)

This would grab my attention if I saw it on TV/magazine, web

Scores from participants: 2, 4, 5, 5, 5, 5, 5, 5 (4.5)
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New Concept: “A True Taste of Paradise”
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A  True Taste of  Parad ise.

Perpetual Pampering

Soak in the V iews

Dinners by Candlelight  and Moonlight

Catch Your Own Dinner

Tropical Sophist icat ion

Barefoot  Dining

Making Footprints on Your Private Beach

Unplug, Unw ind, Recharge

Scenic Drives

New Concept: “A True Taste of Paradise”
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Results: “A True Taste of Paradise” Concept Testing

Scale of 1 to 5 (Highest)

I like this theme/message

Scores from participants: 4, 5, 5, 5, 5 4 5, 4 (4.6)

This represents a Naples, Marco Island Vacation to me

Scores from participants: 4, 5, 5, 5, 5, 5, 5, 4 (4.75)

I believe this message

Scores from participants: 3, 5, 5, 5, 5, 5, 4, 4 (4.5)

This story makes me more likely to visit this destination

Scores from participants: 3, 4, 5, 5, 5, 3, 5, 4 (4.25)

This would grab my attention if I saw it on TV/magazine, web

Scores from participants: 3, 4, 5, 5, 5, 5, 5, 4 (4.5)
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FOCUS GROUP VIDEO
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Discussion | Questions?
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Paradise Advertising & 
Marketing, Inc. 
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Tourist Development Council Report 
October 22, 2012
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Stone Crab Festival

2-week online campaign in Sept resulted in 8,987 website visits
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Highly Targeted Meeting Planner 

Campaign

Target: 

• Medical and Health Care Meeting 

Planners

Market:

• Boston

Partners:

• LaPlaya Beach & Golf Resort

• The Naples Beach Hotel & Golf 

Resort
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Highly Targeted eetings eScapes

Target: 

• Incentive Planners

Market:

• Canada

Partners:

• The Ritz-Carlton, Naples

• The Ritz-Carlton Golf Resort, 

Naples

Highly Targeted Meeting Planner 

Campaign
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Target: 

• Top Fortune 500 Meeting Planners

Market:

• Texas

Partners:

• Hilton Marco Island Beach Resort & 

Spa

• Hilton Naples

Highly Targeted Meeting Planner 

Campaign
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Target: 

• Banking & Finance Meeting 

Planners

Market:

• Raleigh, Durham & Charlotte, NC

Partners:

• Marco Island Beach Resort, Golf 

Club and Spa

• Waldorf Astoria Naples

Highly Targeted Meeting Planner 

Campaign
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Open Rate 13%

Click-Through Rate 8%

Partner links continue to be the 

most popular, followed by 

Meeting Deals and Meeting 

Venues

Meetings eScapes: October
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Open Rate 18.8%

Click Rate 2.5%

Click to Open Rate 13.3%

Split tested headline options resulted 

in a 72% increase in eScapes opens 

Consumer eScapes: October
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NAPLES ZOO AT  
CARIBBEAN GARDENS

Hand-feed giraf es. Go ape over 
apes. And discover other wild  

fun in a historic botanical  
garden with wildlife shows, 

cruises and more.  

www.NaplesZoo.org  

239-262-5409

FEED ME
New Research Based Campaign 

VISIT FLORIDA Annual Guide 
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Discussion | Questions?
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Paradise Advertising & Lou Hammond & Associates
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Digital Analytics Reports

Paradise Advertising & Marketing

Lou Hammond & Associates

October 22, 2012 
Marketing Partner Reports 9 a-g 
59 of 122



Website & Campaign Results
 Compared to September 2011, visits to the website have 

increased by 10%

 36% of all traffic in September was a result of Campaigns-
a near 90% increase from August.

 SpotXchange brought in 8,333 visits to campaign

pages compared to 3,197 from August. 

This is likely a result of running a full month of ads 
compared to a partial month. 
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Social Traffic & Analytics
 Facebook impressions increased astronomically from 264,675 in 

August to over 800,000 this month. 

 Top cities visiting our Facebook page include: Miami, Orlando, 
Tampa, Fort Lauderdale and West Palm Beach. These are also the 
cities targeted in our Facebook advertisements.

 The Paradise Coast gained national attention this month with 
Naples’ Norman Love Candy contending for the Martha Stewart 
American Made Audience Choice Award- this was also the third 
most popular posting on Paradise Coast’s Twitter.

 The most popular Twitter content this month: 5th Ave. South in 
Naples named as one of the “best streets in Florida” by Florida 
Travel + Life Magazine.
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E-mail Campaigns
 Leisure Escapes open rates are still on par with national email marketing 

campaigns (around 10%) at 9.4% and 18.7% respectively. 

 Partner links (in aggregate) received more clicks than any other link, with 
the Stone Crab Festival being the most popular individual link.

 Running an A/B split test gives us an estimated 72% increase in opens 
overall compared to campaigns that do not split test subject lines. 

 Meetings Escapes was on par with around the same amount of opens and 
clicks as the Summer Meetings Escapes at 13% open rate and 8% click 
through rate. 

 Most popular links clicked as a result of the Meetings Escapes included: 
Partner links, Meetings Deals and Meeting Venues
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Lou Hammond Social Efforts
Agency social media efforts from September 7 – October 10 include:

 LH&A Facebook 

 September 6 – Congratulations to Naples, Marco Island, Everglades - Paradise Coast on the statewide recognition 
this week at the 45th annual Governor’s Conference on Tourism!

 September 7 – We don't mean to brag, but have you seen our clients' beaches? We certainly represent some of the 
most beautiful in the world! Check them out on our Pinterest page and start planning your winter getaway now!

 September 19 – Read all about it- that 5th Avenue South in @ParadiseCoast just got named one of the best streets in 
#Florida! http://bit.ly/T3ZznF  

 LH&A Value Blast

 September 12 – Sanctuary Package at Marco Island Marriott

 September 19 – Make a Memory Package at Bayfront Inn 5th Ave

 September 26 – Family Package at Ritz-Carlton, Naples

 October 4 – Everglades Adventure Package at Ivey House Bed & Breakfast

 LH&A Twitter

 September 6 – Did you used to visit @paradisecoast? If so, enter the "Next Generation" Photo contest at the 
#MarcoIslandMarriotthttp://bit.ly/OSbqzB 

 September 11 – Vote for Norman Love in @ParadiseCoast!! http://americanmade.marthastewart.com/nominees 

 September 19 – Read all about it- that 5th Avenue South in @ParadiseCoast just got named one of the best streets in 
#Florida! http://bit.ly/T3ZznF

 October 4 – Explore the @ParadiseCoast & the #Everglades w/ this package at Ivey House Bed & Breakfast 
http://bit.ly/O2YUzF  #travel

 LH&A Value Blast

 September 12 – Sanctuary Package at Marco Island Marriott

 September 19 – Make a Memory Package at Bayfront Inn 5th Ave

 September 26 – Family Package at Ritz-Carlton, Naples

 October 4 – Everglades Adventure Package at Ivey House Bed & Breakfast 
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• Agency social media efforts 

o 7 LH&A Facebook posts

o Governor‟s Conference

o Beaches

o 5th Avenue Shopping

o Value Blast
 September 12 – Sanctuary Package at Marco Island 

Marriott

 September 19 – Make a Memory Package at Bayfront 

Inn 5th Ave

 September 26 – Family Package at Ritz-Carlton, Naples

 October 4 – Everglades Adventure Package at Ivey 

House Bed & Breakfast
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• Agency social media efforts 

o 4 LH&A Pins

 Dream Getaways

 Beach

 Everglades

 Boating
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• Agency social media efforts 

o 8 LH&A Tweets 

o Next Generation 

Photo Contest

o Norman Love 

Chocolate

o 5th Ave Shopping

o Everglades Package

o Value Blast (x4)
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National Public Relations Update
TDC Meeting

October 22, 2012
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Activities

• Weekly LH&A “Value Blast” –

inclusion in 4 editions

• 2 Hot Tip partner media leads

o Pumpkin Flavored items

o National Seafood Month
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Activities

• NYC Media Event

• October 17

• Sit-down luncheon at LHA Offices

• Inviting national media outlets

• Norman Love Chocolates in 

takeaway bags

• NYC Desk-Sides

• October 16-17

• Securing appointments in 

conjunction with event invites
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Activities

Pending Individual Visits:
• Kathleen Scott, San Antonio Express-News

• November 5-9

• Marco Island Marriott/Inn on Fifth

• 72- Hours in Naples: dining, shopping

• Outdoor & beach adventures in the Paradise 

Coast: boating, shelling, kayak

• John DeMers, Delicious Mischief Radio
• November 6-9

• Naples Bay Resort

• Culinary focus, collecting interviews for four radio 

shows
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Activities

Pending Individual Visits:
• Alison Lewis, Healthy Travel

• Interested in December 29- January 2

• Focus on healthy activities and golf

• Dates pending hotel availability

• Michael McCarthy, Washington Flyer

• Interested in November

• Focus on what‟s new in Naples, 

outdoor activities
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Activities

• Media Outreach Sampling
• Boston Globe

• CNN.com

• Family Motor Coaching

• Fodors.com

• Food Network‟s Cupcake Wars

• Frommers.com

• HGTVGardens.com

• Make It Better

• McClatchy Tribune

• New York Magazine

• New York Times

• Passport

• San Antonio Express-News

• Spirit Magazine

• Wall Street Journal

• Washington Flyer
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Results Sampling
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Looking Forward

• Social Media Strategy

• 2013 Planning

• Upcoming written materials
o LH&A Value Blasts

o “Escape the Cold”

o “Luxury in Paradise This Winter” 

• Upcoming media outreach
o Pumpkin drinks/food items

o Florida Panther Festival

o Regional pitching

o Renovations at Inn on 5th

o Collier Family Farm
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Thank you!
Proud to be your Partner in Paradise!
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PR Department Report Highlights

Good News Continues

News releases and outreach results in:

» NDN Editorial – “Starfish” for positive tourism news about FY 

tax collections & awards

» Florida Trend – Florida‟s tourism Hot Spots – report on 
growth in tourism and highlights international visitation

SPECIAL REPORT: TOURISM TRENDS

Hot Spots - Florida's Top Tour Stops

Tourism began rebounding in 2010, with some popular 

destinations reporting big gains.

84
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Top International Coverage 

Toronto Star 

Jim Byers blog – details from his 

Everglades/Chokoloskee FAM 2 years ago.
“…it's a charming, old-time part of the state that I just loved.

Doctor’s Review ‘Sunshine State of Mind’

Florida round up includes C‟mon

Florida Sun

„And the winner is…Naples. (Based on Coastal 

Living #2 happiest seaside town).
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Press in the Destination

The following journalists and crews were facilitated 

by the CVB, which will result in future publicity:

 Through Your Eyes – French TV series, experiences in the 

Everglades

 Eastern Fly Fishing – Ten Thousand Islands fly fishing, Marco 

Island and Everglades experiences

 Doctor’s Review – Canada, for upcoming Everglades 

feature
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Department Focus

Help Direct New Social Media 

Expansion Efforts

Work on 2013 Visitors Guide

Partner and Event Development
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Recognition

FOWA Annual Photo 

Contest  - 2nd Place

Peer and media 

recognition
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Recognition

United Nations World 

Tourism 

Organization’s World 

Tourism Day Twitter 

contest winner

UNWTO  @UNWTO

And the winner 

is....Congrats 

@stuckinparadise for 

tweeting 1 of the 5 

winning tweets of the 

#WTD2012 Twitter 

Comp. We'll re-tweet 

soon!
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Collier County Tax Collector
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Miles Media Group
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Consumer Overview

• Campaign traffic was high in September, with more than 36% of total visits coming from 
campaigns (mostly the Stone Crab Festival banners).

• High traffic often comes with high bounce rates, and September was no exception. The 
overall bounce rate was 63%, with the Stone Crab Festival event profile seeing the most 
bounces.

• Signals of Intent to Travel (SITs) accounted for more than 20% of September’s traffic. 
Enewsletter sign-ups increased 59%, and visitors guide orders increased 5% (when compared 
to August).

• Total visits and page views were down slightly in September (when compared to August), and 
page views were down 22% over September 2011. Visits, however, were up 10% over 
September 2011.

Mobile Overview

• There were 2,535 visits in September – twice as many as there were in September 2011.

• Visits from within the U.S. (4%) and internationally (8%) were up as compared to August.

• Safari and Android’s browser continue to lead the pack, with Internet Explorer, the in-app 
Safari and Chrome rounding out the top five. 

Naples, Marco Island, Everglades CVB 
Executive Summary
September 2012

October 22, 2012 
Marketing Partner Reports 9 a-g 
96 of 122



Naples, Marco Island, Everglades CVB 
Measurement Dashboard
September 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: 1:52
Minutes

Bounce Rate: 40%
of Home Page

Bounce Rate: 63%
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

20.34% 
of total page views

13,288
Signals of Intent to Travel

See breakdown below

ACTIVITY

25,551 Total Visits                               

65,320   Page Views

285,122    Visits Year-to-Date (vs. 309,614 visits in 2011)

811,209    Page Views Year-to-Date (vs. 943,278 in 2011)

LM LY

4%

6%    

10% 

22%

SIT BREAKDOWN
LM

0 – 12% change 13% or higher change

2:32

37%

49%

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

+5% 
+59%
-16%
-12% 

+15%
-12% 
-49%
-33%

+26%

307
146

2,183
6,284

39
83

2,162
1,549

535
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MOST REQUESTED PAGES

1. Stone Crab Festival event profile
2. Homepage
3. Current Events
4. Events & Festivals in Our Area
5. Videos

Visits – 2008-2012

International Traffic Over TimeTop 10 Cities

City
Visitors

for Month
Visitors

Year to Date

Naples 1,550 21,978

Fort Myers 882 9,699

Miami 612 5,044

Jacksonville 541 1,999

Hialeah 519 3,328

Bethesda, Md. 482 1,159

Pembroke Pines 385 2,513

Orlando 382 3,173

Cape Coral 366 3,077

Ft. Lauderdale 326 2,664

0

20000

40000

60000

80000

Jan Feb Mar Apr May Jun Jul Aug Sept Oct Nov Dec

2008

2009

2010

2011

-100

100

300

500

700

900

1100

1300

1500

UK Germany Canada Norway India

September 2012

Note: Canada‟s highs were 4,232 in January 2012 and 5,180 in February 2012. 
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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

9,222
Total responses

36.09%
of total visits

0
5000

10000
15000
20000
25000
30000
35000
40000
45000
50000

Traffic by Source (by month)

Typed / Bookmarked Referral Traffic Organic Search Traffic Paid Search Traffic

8.83%

12.68%

42.64%

35.86%

Typed / 
Bookmarked

Referral Traffic

Organic Search 
Traffic

Paid Search Traffic

September 2012
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INTERNATIONAL

USA:                      22,644
International:       2,907

LM             

-3%
-10%

-18%
-22%
+18%
-33%
+40%

737
596
533   

82
74

+27%
-46%

LY             -17%
-77%
-30%
+82%
+12%

VISITORS BY STATE

1. Florida:              14,777
2. New York:     716
3. Maryland:                      655
4. Illinois:             532
5. Pennsylvania: 453

+7%
-24%
-21%
-20%
-11%

+92%
-35%

+72%
-29%
-24%

LM LY

Germany

Canada

UK               

India

Norway

400

900

1400

1900

2400

Visits By Day

LM             LY             

September 2012

Visits

Visits
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DMO Competition - Quantcast

Site Reach by U.S. People, 
September 2012

Reach by U.S. People,
September 2011

ParadiseCoast.com 17,500 17,000

PalmBeachFL.com 16,500 17,400

Fla-Keys.com 64,800 55,600

DaytonaBeach.com 39,500 42,800

Sarasotafl.org 23,800 24,200

FortMyers-Sanibel.com 23,400 22,000

VisitStPeteClearwater.
com

62,900 58,000

September 2012
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ACTIVITY & ENGAGEMENT

LM LY

Visits 2,535 +5% +50%

Page Views 10,049 -1% +10%

Time on Site 1:29

Naples, Marco Island, Everglades CVB 
Mobile Dashboard
September 2012

COUNTRY

LM

U.S. 2,339 +4%

International 196 +8%

LM LY

1. Miami 300 +95% +369%

2. Naples 227 +48% +92%

3. Orlando 160 +24% +264%

4. Jacksonville 111 +88% +2,120%

5. New York 94 -55% -21%

6. Westport, Ct. 93 -37% n/a

7. Fort Myers 63 +31% +58% 

8. Atlanta 61 -52% -29%

9. Chicago 57 -40% +46%

10. Southgate 40 +21% n/a

CITY

BROWSER

LM

1. Safari 1,197 -3%

2. Android browser 880 +.11%

3. Internet Explorer 274 +661%

4. Safari (in-app) 110 +93%

5. Chrome 43 -9%
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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
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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: September 2012
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Search Engine Optimization Actions

Pay Per Click  (PPC) Insights 

• Click Through Rate increased by 9% vs. August. This indicates searchers 
found our ads more relevant to their queries. This was rewarded by us 
incurring a lower CPC (cost per click) vs. August.

• September generated 58 conversions

• Keyword “ Florida beach vacations” ranked #3

• Keyword “Florida family beach vacations” ranked #3 

• Due to the rankings dropping organically the PPC ads will focus on the 
above keywords

• Article submission for Florida family vacations and family vacations in 
Florida.

• Creating new site map to update titles on website to improve keyword  
“Florida Beach vacations”. 

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

Monthly Google Pay Per Click

Month Spending Clicks CP Click Website Leads

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 $1,040.75 2,249 $0.46 368

Aug $790.44 1,795 $0.44 308

Sept $761.99 1,760 $0.43 323

Oct
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Phase V 
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Results Analysis

Request Summary by Source Slide # 1 & 2 - Magazines:

Leads: Sep 2011 = 2,567       Sep 2012 = 379

In Sept. „11, 1,529 leads were generated from the pub Redbook 

Midwest. In Sep 2012 adv was not purchased in this pub.

In Sept. ‟11,  292 leads were generated from Bridal Guide. In Sept 

„12 adv was not purchased in this pub.
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Inquiries – Leading 4 Countries

September 2012

2011 2012

USA USA

Canada Canada

Brazil UK

Portugal Brazil
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Inquiries - Leading 6 States

September 2012

2011 2012

Florida Florida

Georgia Illinois

Texas Pennsylvania

New York Ohio

Pennsylvania New York

Ohio Texas
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Collier County CVB

Inquiries by Type

Calendar Year

September 2012 Y-T-D

Phone 130 1491

Publications   2234 28173

Web site 326   3128

Info@ParadiseCoast 0 1
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Misc. CVB Services

Calendar Year

September 2012

Info Ctr Shipments 4450

Editorial Gen Calls 28

Mtg Planner Calls 1     

Storm Info Calls 0

Storm Accommodations 0

Sports Council  0

Film Commission 1

Travel Agent 1  

Y-T-D

18,900

413

6

4

61

0 

4 

4        
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Live Chat by Topic

September 2012

Topic # of chats Minutes Min/Chat

Year to 

Date 

Cumul

ative

Accommodations 1 2.6 2.6 56

Attractions 1 3.2 3.2 21

CVB Department 1 5.3 5.3 6

Events & Festivals 1 6.1 6.1 19

Totals 4 17.2 4.3 102

       By Topic
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Live Chat by Page

September 2012

Page # of chats Minutes Min/Chat

Home Page 4 17.2 4.3

Totals 4 17.2 4.3

       BY PAGE
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Misc. Services

September 2012

Media Month YTD % YTD

Meeting Planners

Market Group Fulfillment 0 8 0%

CVB Meeting Planner newsletter 0 3,215 87%

GAP 0 4 0%

Meeting Planner Kit Fulfillment 4 68 2%

Meeting Planners 4 3,301 89%

Promotions

PPD 2011 1 17 0%

PPG 2011 1 4 0%

Promotions 2 24 1%

Grand Total: 6 3,692
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Questions?
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