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Economic Indicators
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Consumer Price Index/Employment
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Job-Seekers/Dollar Index
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Collier Value of Tourism
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Value of Collier Tourism

• $838,530,400 $943,267,400 +12.5%
Direct Spending of
Visitors Staying in 

Commercial Lodging

• $1,250,248,800 $1,406,411,700 +12.5%Total Economic 
Impact

• 30,100 32,000 +6.3%Jobs Supported

• $80,038,400 $89,793,700 +12.2%Visitor Sales and
Gas Tax Revenue

FY 2011 FY 2012 % Change
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Executive Summary
October 2012

November 26, 2012 
Marketing Partner Reports 9 a-g 
8 of 131



© Research Data Services, Inc.  2012

Visitor Metrics
October 2012 

 This October, 123,100 visitors stayed in Collier lodgings 

(+4.9%). Travelers spent $62.1 million in the destination, with 

a total economic impact of $92.5 million (+10.2%). Key 

performance statistics are as follows:

October: 2011 2012 % D

Occupancy 60.5% 61.9% +2.3

ADR $116.6 $122.1 +4.7

RevPAR $70.5 $75.6 +7.2
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Visitor Metrics
October 2012 

% of Properties (October)
Reporting Reservations: 2011 2012

Up 52.6% 34.5%

The Same 21.1 41.4

Down 15.8 20.7

 Three of every four property managers (75.9%)

indicate that their three month forward reservation 

levels are the same or better than last October’s:
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Visitor Metrics
October 2012

 This October, the Naples, Marco Island, Everglades area 
saw significant growth in its European and Midwestern
core markets.  October’s visitor origin distribution is as 
follows:

2011 2012

October Visitation Visitor # Visitor # % D

Florida 46,021 43,700 -5.0

Southeast 6,809 6,894 +1.2

Northeast 17,493 17,849 +2.0

Midwest 16,318 18,219 +11.6

Canada 2,583 2,954 +14.4

Europe 23,245 27,944 +20.2

Mkts. of Opp. 4,931 5,540 +12.4

Total 117,400 123,100 +4.9
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Transportation
October 2012 

 Three of every five visitors (60.4%) flew to reach the 

destination this October, an increase over last year’s 

level (2011: 58.7%).

 Southwest Florida International (RSW) is the airport of 

choice for some 59.1% of these travelers (2011: 

53.5%), while Miami International garners 24.2% of 

related deplanements this year.
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First Time Visitors
October 2012

 Two of every five visitors (41.2%) are in the 

Naples, Marco Island, Everglades area for 

first time this October (2011: 39.2%).
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Information
October 2012

The Internet is the most dominant element in 

consumers’ travel planning.  As many as 

92.3% cite using the web as a source of 

information for their trip.
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Satisfaction/Demographics
October 2012

 The vast majority (97.1%) find their stay to be 

satisfying; some 91.0% plan to return to the area.

 On average, October 2012 visitors are slightly younger 

(2011:  48.0 year of age;  2012:  47.8 years of 

age), and have a reported median household income 

of $144,710 (2011:  $142,466).
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Year-to-Date 2012
(January – October)

Visitor Profile
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Number of Visitors/
Economic Impacts of Tourism

YTD 2012

Number of Visitors 1,323,100 +5.9

Economic Impact $1,205,758,430 +11.6

2012 D %
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Visitor Origins
YTD 2012

# of Visitors 
2012 D %

Florida 478,672 +0.2

Southeast 86,265 -1.8

Northeast 258,221 +4.3

Midwest 210,468 +10.6

Canada 34,305 +33.4

Europe 194,044 +21.2

US Opp Mkts 61,125 +1.4

YTD 2012 1,323,100 +5.9
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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%

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%

October 60.5% 61.9% +2.3% $116.6 $122.1 +4.7%

YTD AVERAGE 66.6% 69.0% +3.6% $156.83 $166.52 +6.2%
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Smith Travel Research Reports
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Smith Travel Occupancy
YTD 2012 (through October)

Occupancy (%)

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

Naples MSA 36.1% +0.6% 25.3% +0.7% 62.9%

Miami-Hialeah 51.6% +0.4% 20.9% +6.5% 76.4%

Florida Keys 66.9% +3.1% 9.8% -1.6% 76.9%

Ft. Myers 41.7% +5.5% 13.6% -0.3% 57.7%

Sarasota-Bradenton 46.5% +9.0% 15.7% +7.4% 62.7%

Clearwater 45.1% +6.6% 21.3% +1.6% 66.4%

St. Petersburg 46.9% +2.9% 20.5% +10.9% 68.7%

Palm Bch Cty 44.2% +4.2% 22.7% +2.9% 67.7%

Ft. Lauderdale 49.6% +3.8% 18.8% +1.8% 72.5%

SOURCE: SMITH TRAVEL RESEARCH, INC.
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ADR ($)

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

Naples MSA $184.23 +6.1% $168.41 +4.8% $175.22

Miami-Hialeah $169.54 +5.9% $156.49 +6.1% $161.33

Florida Keys $214.63 +6.2% $199.01 +11.4% $212.44

Ft. Myers $138.92 +2.5% $105.60 -0.4% $127.58

Sarasota-Bradenton $122.01 +6.2% $101.57 -3.5% $116.31

Clearwater $125.61 +7.5% $102.48 +11.9% $118.19

St. Petersburg $120.98 +8.7% $118.54 +7.2% $119.34

Palm Bch Cty $145.82 +4.6% $135.51 +4.7% $141.14

Ft. Lauderdale $114.79 +4.0% $129.77 +1.4% $115.07

Smith Travel ADR
YTD 2012 (through October)

SOURCE: SMITH TRAVEL RESEARCH, INC.
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Smith Travel Occupancy/ADR
October 2012

Occupancy ADR RevPAR

2012 % D 2012 % D 2012 % D

Naples MSA 53.6% +2.4% $139.31 +4.7% $74.62 +7.2%

Naples Upscale 61.8% +1.1% $176.78 +4.4% $109.17 +5.5%

Miami-Hialeah 75.4% +1.2% $151.89 +6.8% $114.49 +8.1%

Florida Keys 66.4% +3.7% $185.45 +4.9% $123.18 +8.9%

Ft. Myers 48.7% +9.6% $98.47 -0.4% $47.99 +9.1%

Sarasota-Bradenton 53.8% +5.3% $100.80 -0.3% $54.27 +5.0%

Clearwater 57.2% +2.8% $104.35 +9.0% $59.65 +12.0%

St. Petersburg 61.1% +4.1% $107.71 +5.9% $65.77 +10.2%

Palm Beach County 63.0% +10.3% $118.65 +7.4% $74.77 +18.4%

Ft. Lauderdale 69.1% +4.7% $108.18 +4.0% $74.78 +8.9%

SOURCE: SMITH TRAVEL RESEARCH, INC. 
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October 2012
Visitor Profile
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Visitation/Economic Impacts of Tourism

October
2011

October
2012

‘11-‘12 D 

%

Visitors 117,400 123,100 +4.9

Economic 
Impact

$83,994,590 $92,529,074 +10.2
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Visitor Origins
October

# of Visitors

2012 D %

Florida 43,700 -5.0

Southeast 6,894 +1.2

Northeast 17,849 +2.0

Midwest 18,219 +11.6

Canada 2,954 +14.4

Europe 27,944 +20.2

US Opp Mkts 5,540 +12.4

TOTAL 123,100 +4.9
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First Time Visitors (% Yes)
October

%
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Satisfaction (combined) 97.0% 97.1%

Would Recommend 94.8 96.2

More Expensive 9.5 10.8

Plan to Return 90.6 91.0

Visitor Perceptions

Oct Oct
2011 2012
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Average Age (yrs) 48.0 47.8

Median HH
Income $142,466 $144,710

Average Age/Median Income

Oct Oct 
2011 2012
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Collier Employment Statistics
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Jan. Feb. Mar. Apr. May Jun. Jul. Aug. Sep. Oct. Nov. Dec

2011 23,700 24,200 24,600 24,200 23,000 21,500 20,300 20,000 20,800 21,800 23,600 24,500

2012 25,500 26,000 26,200 25,800 24,400 22,700 21,900 21,100 21,200 22,700
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Collier Direct Leisure and Hospitality Employment (Calendar Year)* 

* Source:  Florida Department of Economic Opportunity, Labor Market Information, Current Employment Statistic Program (CES), Collier County Leisure and Hospitality Sector.
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Thank you!
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Paradise Advertising & 
Marketing, Inc. 
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Paradise Advertising, LHA and Tourism Staff Efforts

November 26, 2012 
Marketing Partner Reports 9 a-g 
57 of 131



Website & Campaign Traffic

•October showed a 23% increased in i-Pad traffic over 
September.

•Search traffic accounted for 65% of total website traffic.

•Site users spent 42% longer on site compared to last 
month and 22.88% more compared to October 2011.
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Social Traffic & Analytics

• Facebook likes increased by 138 people since 
September for a total of 3,780 likes  

•Paradise Coast Facebook content (links, posts, photos 
and videos) reached over 8,000 users this month.

•Paradise Coast Twitter accounts gained 227 new 
followers this month- an 8% increase over September 
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Email Campaigns

• Leisure E-Scapes open rates are still on par with 
national email marketing campaigns at around 8%.

•Partner links (in aggregate) received more clicks than 
any other link, with the “Celebrate the Arts Month” 
event being the most popular individual link.

•Top five countries opening the e-scapes included: 
USA, Canada, United Kingdom, Germany and the 
Netherlands. 
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Public Relations Update
TDC Meeting

November 26, 2012
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Activities

• Weekly LH&A “Value Blast” –

inclusion in 2 editions

• 1 Hot Tip partner media leads

 Kid-friendly New Year‟s Eve
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Activities

• NYC Media Event

 October 17

 Sit-down luncheon at LHA Offices

 Attendees:

1. Travel + Leisure, Nikki 

Goldstein

2. About.com, Susan Breslow

3. Meetings & Conventions, 

Michael Lowe

4. The Knot, Amanda Black

5. Mom Most Traveled, Candice 

Broom

6. Freelance, Clint Brownfield
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Activities

NYC Media Event:
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Activities

• NYC Desk-Sides

 October 16-17

 Secured the following meetings:

1. Wall Street Journal, Andrea 

Peterson

2. Food & Wine, Liz Sheldon

3. Departures, Deborah Frank

4. Brides, Jackie Gifford

5. JustLuxe, Lena Katz

• LH&A following-up and providing 

additional information to media. 
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Activities

Agency social media efforts 

• 6 LH&A Facebook posts

 Event photo

 Promoting warm weather

 LPGA

 Deals in the Paradise Coast

 Value Blast

• October 4 – Everglades Adventure  at 

Ivey House Bed & Breakfast

• October 17 – Unlimited Golf at  

Marco Island Marriott Beach Resort
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Activities

Agency social media efforts 

• 3 LH&A Pins

 Client coverage

 Norman Love

 Sunset
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Activities

Agency social media efforts 

• 7 LH&A Tweets 

 Stone Crab Season

 #FotoFriday sunset picture

 Norman Love Chocolate

 Unlimited Golf package

 Deals in the Paradise Coast

 Value Blast (x2)
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CVB Team Activities

Social Media

•All responsibility for destination

Facebook content during this period

•Top performing „viral‟ posts were

comments about our great weather!

•Destination Twitter - assistance from

Paradise Digital team

•New profile background to reflect 

upcoming campaign theme

•Focus on LPGA event

•Team meeting for moving forward with 

Social Media Marketing
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Activities

Completed Individual Visits – Joint Effort:
• Kathleen Scott, San Antonio Express-News

 November 5-9

 Marco Island Marriott/Inn on Fifth

 „Romantic Getaway‟ 72- Hours in Naples: art 

galleries, romantic dining, shopping

 „The Real Florida‟ - Outdoor & beach adventures 

in the Paradise Coast: Shelling, kayak, Dolphin 

study trip, Naples Zoo/garden setting

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

 Naples Bay Resort

 Culinary focus, collecting interviews for radio 

show; has already published extensive blog 

about FL‟s Paradise Coast discoveries
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Activities

Completed Individual Visits:

CVB Team -

•Through Your Eyes

•French TV Crew – Everglades

Joint Effort –

• Myscha Theriault, McClatchy Tribune (syndicated)
 November 18-21

 Accommodations at Inn on Fifth and DoubleTree 

Suites by Hilton Naples 

 Outdoor activities & culinary focus
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Activities

Upcoming Individual Visits:

• Tim Branco, New England Golf Monthly

 December 19-21

 Accommodations and golfing at 

Naples Beach Hotel & Golf Club
 Tour and lunch at GreenLinks Golf 

Villas
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CVB Team Activities

Upcoming Individual Visits:

• Patricia Strutz, Pilot Getaways
 Dec., Jan. or Feb.

 Accommodations at …

 Marco Island feature for private pilot 

magazine
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Activities

Media Outreach Sampling
• Boston Globe

• CNN.com

• Daily Meal

• Galtime.com

• Midwest Living

• McClatchy Tribune

• NBC

• New York Times

• Outside Magazine

• Recommend

• San Antonio Express-News

• Spirit Magazine

• Today’s Parent Magazine

• Wall Street Journal

• Washington Flyer
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CVB Team

Media Outreach Sampling
• Miami Herald

• Florida Today (Brevard)

• All SW Regional Media

• Fall tourism results

•CVB Takes Top Honors - Flagler

• FY Record tax collection

• Stone Crab info/festival

• Panther Festival 

• NBC-2

• New H & M store opening, story

ran 11/15/12

• Connect Magazine

• VISIT FLORIDA 

• SW Airlines Promo copy, shopping in Naples

• Marco Eagle

• Marco Island Sun Times

Naples: Florida Panther Festival

Hello kitty
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CVB Team

Media Outreach Sampling
• New England Golf Monthly

• Florida Travel Industry Guide

•Profiles in numerous categories – outdoors/nature,
romance, family travel

•Sent custom photo folders

•Lakeland Boating (Chicago)

•Information and Photos for cruising to Naples feature
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Results Sampling
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CVB Team – FAM
Result

92
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3:59PM EST November 14. 

2012 - NAPLES, Fla. – There 

is no quit in Stacy Lewis.

There wasn't when she wore a 

back brace 18 hours a day for 

seven years after being 

diagnosed with scoliosis as a 

kid. 
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Results, cont.

•Extensive nationwide coverage of Naples LPGA event

•Reformatting at Fort Myers News-Press has resulted in big

increase in coverage

•11/15 – Front Page: Women Love the Outdoors
•11/4 – Bed tax collections surge

•Extensive Collier features in weekly Coastal Life magazine

•More positive tourism business coverage

•Naples Daily News
•Gulfshore Business

•Florida Trend

•Florida Weekly

•Coastal Breeze News

November 26, 2012 
Marketing Partner Reports 9 a-g 
94 of 131



CVB Team Update

Extensive review and 

edit work on 2013 

Paradise Coast

Visitor Guide
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CVB Team Update

Website: 

Hundreds of updates from PR including
» New Listings 
» New photography

» Description updates

» Category and amenities corrections

» Events
» Story Content

» Video

November 26, 2012 
Marketing Partner Reports 9 a-g 
96 of 131



CVB Team Activities

Video

•Paradise for Pooch added to Adventures in 

Paradise

• LPGA Player video clips

•Making Of – LipDub Naples
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Collier County Tax Collector
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Miles Media Group
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Consumer Overview

• October's engagement metrics were closer to last year's numbers than they were in 
September. The bounce rate was 52% (it was 63% in September), and time on site was 2:42 
(it was 1:52 in September). Also, users spent 10 seconds more on the site than they did in 
October 2011.

• As far as SITs (Signals of Intent to Travel) go, Deals page views and Stay in Paradise listings 
page views were up slightly. BookDirect searches were down slightly, but BookDirect click-
throughs were up.

• Events pages accounted for four of the top five most requested pages.

• Paid search traffic (1.30%) and campaign responses (278, or 1.37% of visits) were low.

• Compared to September, October visits from Canada, the United Kingdom, Switzerland and 
France were up (visits from Germany were down), but visits from all top five international 
countries were down.

Mobile Overview

• Visits, page views and time on site were higher in October than they were in September.

• Visits in October were up 36% over September and 48% over October 2011. Page views in 
October were up 52% over September and 21% over October 2011.

• Traffic from all top 10 cities was higher than it was in September, and traffic from six of the 
top 10 cities was higher than it was in October 2011.

Naples, Marco Island, Everglades CVB 
Executive Summary
October 2012

November 26, 2012 
Marketing Partner Reports 9 a-g 
104 of 131



Naples, Marco Island, Everglades CVB 
Measurement Dashboard
October 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: 2:42
Minutes

Bounce Rate: 40%
of Home Page

Bounce Rate: 52%
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

20.83% 
of total page views

14,184
Signals of Intent to Travel

See breakdown below

ACTIVITY

20,311 Total Visits                               

68,086   Page Views

305,433    Visits Year-to-Date (vs. 334,981 visits in 2011)

879,295    Page Views Year-to-Date (vs. 1,023,489 in 2011)

LM LY

21%

4%    

20% 

15%

SIT BREAKDOWN
LM

0 – 12% change 13% or higher change

2:32

40%

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:

+12% 
-12%
+3% -35%
+9% +17%

-15%
+205% 

-2% -1%
+11% -18%
-16%

343
129

2,262
6,880

33
253

2,117
1,718

449

LY
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MOST REQUESTED PAGES

1. Homepage
2. Current Events
3. Events & Festivals in Our Area
4. Major Annual Events
5. Current Events, page 2

Accommodations listings (tie)

Visits – 2008-2012

International Traffic Over TimeTop 10 Cities

City
Visitors

for Month
Visitors

Year to Date

Naples 2,225 24,203

Fort Myers 979 10,678

Bonita Springs 524 3,981

Bethesda, Md. 502 1,661

Cape Coral 391 3,468

New York 347 7,750

Miami 275 5,319

Marco Island 258 3,132

St. Petersburg 202 3,039

Chicago 196 3,587

-100

100

300

500

700

900

1100

1300

1500

UK Germany Canada Switzerland France

October 2012

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

0

20000

40000

60000

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

2008

2009

2010

2011
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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

278
Total responses

1.37%
of total visits

October 2012
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INTERNATIONAL

USA:                      17,201
International:       3,110

LM             

-24%
+7%

835
631
537   

85
82

-17%
-32%

LY             

VISITORS BY STATE

1. Florida:              7,721
2. New York:     903
3. Illinois:                           732
4. Maryland:             725
5. Pennsylvania: 606

-48%
+26%
+38%
+11%
+34%

-16%
-25%

+140%
-16%
-13%

LM LY

Canada       

UK

Germany       

Switzerland

France

LM             LY             

October 2012

Visits

Visits

+40% -11%
+18% -53%
-27% -40%

+47% -39%
+49% -18%
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DMO Competition - Quantcast

Site Reach by U.S. People, 
October 2012

Reach by U.S. People,
October 2011

ParadiseCoast.com 16,400 16,000

PalmBeachFL.com 11,900 12,100

Fla-Keys.com 56,300 50,600

DaytonaBeach.com 46,500 46,800

Sarasotafl.org 15,000 14,900

FortMyers-Sanibel.com 19,400 19,200

VisitStPeteClearwater.
com

45,600 42,800

October 2012
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ACTIVITY & ENGAGEMENT

LM LY

Visits 3,449 +36% +48%

Page Views 15,235 +52% +21%

Time on Site 1:43

Naples, Marco Island, Everglades CVB 
Mobile Dashboard
October 2012

COUNTRY

LM

U.S. 3,264 +40%

International 185 -6%

LM LY

1. Miami 546 +82% +63%

2. Naples 398 +75% +83%

3. Orlando 228 +43% +124%

4. Westport, Ct. 163 +75% n/a

5. Jacksonville 149 +34% +1,142%

6. Fort Myers 129 +105% +153%

7. Atlanta 125 +105% -37% 

8. Southgate 101 +153% n/a

9. New York 99 +5% -98%

10. Bonita Springs 98 +172% +238%

CITY

BROWSER

LM

1. Safari 1,883 +57%

2. Android browser 1,245 +41%

3. Safari (in-app) 193 +75%

4. Chrome 61 +42%

5. Internet Explorer 32 -88%
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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

October 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: October 2012
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Naples CVB Monthly Search Engine Report

• During the month of October, Miles Media and SMT continued to work on optimizing the site by 

concentrating on the on page Search Engine Optimization (SEO) issues by updating the Titles, H1’s 

and Meta descriptions.

• Focus on the keywords that are losing rankings, especially the keywords

Florida Beach Vacations, Florida Family Vacations, Florida Vacations.

• Link building efforts for:  Florida Family Vacations, Family Vacation Naples, Naples Wedding 

Locations

• Keyword Research for: Hotels and Hotels on the beach  Wedding and events for the Naples

and Marco Island area. 
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PPC Overview

Naples CVB Monthly Search Engine Report

November 26, 2012 
Marketing Partner Reports 9 a-g 
115 of 131



Naples CVB Monthly Search Engine Report

Monthly Google Pay Per Click

**October Text Here

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 $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 $1,256.86 2,585 $0.49 259
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Phase V 
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Results Analysis

Request Summary by Source Slide

Oct 2011 = 1,477      Oct  2012 = 0

Oct 2011 =    110 Oct  2012 = 0

1,477 leads were generated from the pub Redbook Midwest in Oct 2011. 
Oct 2012 adv was not purchased in this pub.

110 leads were generated from the pub Visit Florida Magazine in Oct 
2011. Oct 2012 adv was not purchased in this pub.
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Inquiries – Leading 4 Countries
October 2012

2011 2012

USA USA

Canada Canada

Brazil UK

Portugal Brazil
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Inquiries - Leading 6 States
October 2012

2011 2012

Florida Florida

Georgia Pennsylvania

Texas Illinois

New York Ohio

Pennsylvania North Carolina

Ohio New York
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Collier County CVB
Inquiries by Type
Calendar Year

October 2012 Y-T-D

Phone 154 1,645

Publications   810 28,983

Web site 260   3,388

Info@ParadiseCoast 0 1
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Misc. CVB Services
Calendar Year

October 2012

Info Ctr Shipments 600

Editorial Gen Calls 44

Mtg Planner Calls 1     

Storm Info Calls 0

Storm Accommodations 0

Sports Council  0

Film Commission 1

Travel Agent 0

Y-T-D

19,500

457

6

4

61

0 

5 

4        
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Live Chat by Topic
October 2012

Topic # of chats Minutes Min/Chat

Accommodations 1 5.3 5.3

Charters and Tours 1 7.2 7.2

Contact 1 3.4 3.4

Transportation 1 4.5 4.5

       By Topic
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Live Chat by Page
October 2012

Page # of chats Minutes Min/Chat

Home Page 4 20.5 5.1

Totals 4 20.5 5.1

       BY PAGE
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Misc. Services
October 2012

Media Month YTD % YTD

Meeting Planners

Market Group Fulfillment 0 0 0%

CVB Meeting Planner newsletter 0 0 0%

GAP 0 0 0%

Meeting Planner Kit Fulfillment 6 6 55%

Meeting Planner Non-Kit Fulfillment 1 1 9%

Post Show Followup

Florida Huddle February 2012 0 0 0%

Meeting Planners 7 7 64%

Promotions

PPD 2011 3 3 27%

PPG 2011 1 1 9%

PPP 2011 0 0 0%

Promotions 4 4 36%

Grand Total: 11 11
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Questions?
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