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Economic Indicators 
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Consumer Confidence/ 
Personal Saving Rate/Consumption 
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Home Prices/Income 
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© Research Data Services, Inc.  2013 

Calendar Year-to-Date 2013 
(January – April) 

Visitor Profile 
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© Research Data Services, Inc.  2013 

Number of Visitors 
 Calendar Year-to-Date 2013 (Jan - Apr) 

  2013 D % 

January 167,000 +3.1 

February 183,100 +3.9 

March 219,500 +3.0 

First Quarter 569,600 +3.3 

April 128,800 +6.2 

YTD 2013 698,400 +3.8 
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© Research Data Services, Inc.  2013 

Economic Impact 
 Calendar Year-to-Date 2013 (Jan - Apr) 

  2013 D % 

January $131,724,333 +8.2 

February $199,873,023 +9.2 

March $261,963,631 +12.6 

First Quarter $593,560,987 +10.4 

April $175,271,821 +10.8 

YTD 2013 $768,832,808 +10.5 
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© Research Data Services, Inc.  2013 

Room Nights 
 Calendar Year-to-Date 2013 (Jan - Apr) 

  2013 D % 
January 223,200 +1.0 

February 249,600 +3.0 

March 285,200 +3.2 

First Quarter 758,000 +2.5 

April 211,200 +4.0 

YTD 2013 969,200 +2.8 
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© Research Data Services, Inc.  2013 

Visitor Origins 
Calendar Year-to-Date 2013 (Jan - Apr) 

# of Visitors 2013 D % 

Florida  175,879  +2.6 

Southeast  40,586  -3.6 

Northeast  195,164   +6.2 

Midwest  145,973  +3.4 

Canada  23,484  +5.3 

Europe  84,671  +3.9 

US Opp Mkts  32,643  +6.6 

YTD 2013  698,400  +3.8 
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© Research Data Services, Inc.  2013 

Research Data Service Occupancy/ADR 
 Calendar Year-to-Date 2013 (Jan - Apr) 

Occupancy ADR 

2012 2013 % D 2012 2013 % D 

January 74.8% 75.8% +1.3% $168.7 $178.3 +5.7% 

February 86.6% 89.6% +3.5% $253.8 $275.5 +8.6% 

March 92.2% 93.4% +1.3% $260.1 $288.3 +10.8% 

Q1 2013 84.5% 86.3% +2.1% $227.5 $247.4 +8.7% 

April 78.0% 81.4% +4.4% $223.3 $224.9 +0.7% 
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April 2013 
Visitor Profile 
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© Research Data Services, Inc.  2013 

Visitation/Economic Impacts of Tourism  

Apr 
2012 

Apr 
2013 

‘12-‘13 
D % 

Visitors 121,300 128,800 +6.2 

Room 
Nights 

203,000 211,200 +4.0 

Economic 
Impact 

$158,195,846 $175,271,821 +10.8 
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© Research Data Services, Inc.  2013 

Visitor Origins 
April 

# of Visitors 

2013 D % 

Florida  37,996  +0.4 

Southeast  5,925  +1.8 

Northeast  32,200  +13.0 

Midwest  25,889  +8.9 

Canada  4,765  +3.4 

Europe  17,388  +7.0 

US Opp Mkts  4,637  +3.3 

TOTAL  128,800  +6.2 
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© Research Data Services, Inc.  2013 

First Time Visitors (% Yes) 
April 

% 
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© Research Data Services, Inc.  2013 
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© Research Data Services, Inc.  2013 
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© Research Data Services, Inc.  2013 

 Satisfaction (combined) 93.2% 95.6% 

 Would Recommend 93.7 93.2 

 More Expensive 7.3 13.9 

 Plan to Return 92.8 91.7 

Visitor Perceptions 
 

 Apr Apr 
 2012 2013 
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© Research Data Services, Inc.  2013 

 Average Age (yrs) 46.8 47.3  

 Median HH 
 Income $143,789 $148,231 

Average Age/Median Income 
 

 Apr Apr 
 2012 2013 
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Collier Employment Statistics 
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* Source:  Florida Department of Economic Opportunity, Labor Market Information, Current Employment Statistic Program (CES), Collier County Leisure and Hospitality Sector 
(04-19-13).  (In first quarter of 2013, 2011 and 2012 data was revised.) 

Jan. Feb. Mar. Apr. May Jun. Jul. Aug. Sep. Oct. Nov. Dec 

2011 23,700 24,200 24,600 24,100 22,400 20,900 20,400 20,300 20,400 21,900 23,600 24,200 

2012 25,300 25,800 25,900 25,100 23,600 22,300 21,100 20,900 20,900 22,300 24,300 25,200 

2013 25,500 26,300 26,600                   
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Thank you! 
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Paradise Advertising & 
Marketing, Inc.  
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Bonappetit.com has 
delivered 242,000 

impressions* to date 

* a measure of the number of times an 

ad is displayed 
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ScreenVision 

• Two :30 second videos, playing at The Grove (Coconut Grove) and Las Olas (Ft. Lauderdale) 
movie theaters 

 

• Each spot has played 323 times on 26 screens (May 3rd-5th) 

 

• Box Office Report For Weekend May 3rd-5th (Top 5) 

 

1. Iron Man 3   

2. Pain and Gain      

3. 42                          

4. Oblivion   

5. The Croods          
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Recent Campaign Highlights 
 
• Campaign responses accounted for 29.8% of website traffic, or visits.  
 
• 29,917 visits to website with 2.82 pages per visit, a 15.64% increase over last month 
 
• Average time spent on ParadiseRefined.com increased from 1:30 to 2:10 and 12.1% of total 
visitors are returning visitors 
 
• The open rate for the April Consumer eScapes was 14.51%. The click through rate (CTR) for 
the April Consumer eScapes was 12.86% 
 
• The retargeting campaign delivered 573,282 impressions* from April 6th – May 5th  
 
• 1.8 million page impressions across 448,900 users on Facebook, and 
242,400 impressions on Twitter 
 
• Increase of 119 fans on Facebook and 216 followers, 286 link clicks, 59 
mentions and 36 retweets on Twitter this month 
 
• Traffic to website via Twitter increased from 35 to 101, a 189% increase over 
last month 
 
 
 

May 20, 2013 
Marketing Partner Reports 9 a-g 
27 of 94



Photo Shoot April 28th-May 2nd  
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DISCUSSION |QUESTIONS? 
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National Public Relations Update 
TDC Meeting 

 
May 20, 2013  
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Media Highlights 

 
 

 

 

• TRAVEL + LEISURE in April Issue 

UMV: 235,388; Circ: 984,302 

 

 

• CHICAGO PARENT: GOING PLACES in Spring Issue 

Circ: 115,252; UMV: 159,667 
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Activities 

• Weekly LH&A “Value Blast” – inclusion in 

3 editions 

 

• 3 Hot Tip partner media leads 

 SeaFood Business Magazine 

 New York Post 

 Father’s Day and 

     Independence Day 
 

 

 

 

 
 
 
 
 
 
 

  

  
      

   

  
Paradise Coast 

  

Dear Team, 
 
Lou Hammond & Associates is seeking the best Irish- infused or green drink recipes in advance of St. Patrick’s 
Day. 

Is your bar or restaurant creating any specialty drinks for the upcoming holiday on March 17? We’re not 
interested in green beer but rather specialty cocktails and mocktails that are fun enough for a Leprechaun!  
 
Specific recipes should be listed as well as a photo of the drink –cocktails and mocktails only, no green beer 
please. Lou Hammond & Associates, on behalf of the Naples, Marco Island, Everglades Convention & Visitors 
Bureau, is collecting the best offerings for this pitching opportunity. The more unique the better! 
 
Information Needed: 
·         Price point and availability 
·         All ingredients and instructions listed 
·         Credit to the bartender/bartender info and bio 
·         Bar/Restaurant/Hotel/Resort Name + Contact information (phone number, website)  
·         High-Res Images  
 
Deadline is Wednesday, March 13 at 3:00 p.m. 
 
 
Contact danielleh@lhammond.com if you have any questions. 
 
Thanks! 
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Activities 

Agency social media efforts  

• 4 LH&A Facebook posts 

 Vote for The Everglades on Travel + Leisure's 

"Where Would you Rather Go?" survey 

 Value Blast 

 April 17 –Romance Package at  

     Marco Island Marriott Beach Resort 

 April 24 – Sanctuary Package at  

     Marco Island Marriott Beach Resort 

 May 1 –  GreenLinks Golf Villas Stay  

     & Play Package at GreenLinks Golf  

     Villas at Lely Resort 
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Activities 

Agency social media efforts  

• 6 LH&A Tweets  

 Philly.com article 

 Good Housekeeping mention 

 Twitter chat mention 

 Value Blast (x3) 
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Activities 

CVB social media efforts  

• Facebook 
• CVB team handles all posting  

       and commenting. 

• Highest performing post was once  

      again a photo of a beach bar –  

      Quinn’s on the Beach, along with the news that it was 

named as one of FL Travel + Life magazine’s Top Florida 

Beach Bars. The photo was shared 29 times and the total 

reach was 4,182 and generated a flurry of “Likes.” 

• Twitter 
• Utlitized U.S. Travel hashtag #traveleffect and posted to 

@USTravel for annual tourism week event.   
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Activities 

Completed Individual Visits: 

 
• JODI GRUNDIG, MOM’S FAVORITE STUFF 

 April 13 – 18 

 Highlighted family-friendly restaurants 

and activities in Marco Island and 

throughout the Paradise Coast. 

 CVB provided a signed copy of 

     Keith Bellows’ book with  

     information regarding Marco  

     Island and the Dolphin Explorer 

     Cruise. 
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Activities 

Upcoming Individual Visits: 

 
• ORION RAY-JONES, HEMISPHERES 

 Dates TBD 

 Editor-in-Chief of Hemispheres, onboard publication 

for United and Continental Airlines 

 Agency originally outreached to Orion regarding the 

pet-friendly group visit, but he is unable to join.  

 Agency arranging visit to the destination to highlight 

pet-friendly and other story angles.  
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Activities 

Group Visits: 

 
• PET-FRIENDLY GROUP PRESS TRIP 

 May 16 – 19 

 Trip will highlight Florida’s Paradise Coast                            

as a premier pet-friendly destination for 

travelers. 

 Accommodations at Naples Bay Resort and 

The Ritz-Carlton Golf                                    

Resort, Naples. 

 

 

 

 

 

 
 

May 20, 2013 
Marketing Partner Reports 9 a-g 
42 of 94



Activities 

PET-FRIENDLY GROUP PRESS TRIP (cont’d.): 

 
A list of media attendees includes: 

 Wendy Diamond – Animal Fair (Circ: 200,000) 

 Kelly E Carter – Freelance: National Geographic 

Books, Paw Nation (UMV: 221,804), Elite Traveler 

(Circ: 101,806; UMV: 17,300), TheJetSetPets.com 

 Lucie Ellis – EveryJoe.com (UMV: 774,352) 

 Shea Peters – Freelance: Examiner.com (UMV: 

10,180,911); Yahoo! Voices (UMV: 10,608,747) 

 Glen Polyn – Asbury Park Press 
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Activities - LHA 

     VISIT FLORIDA MEDIA EVENT IN TORONTO 

 

• Agency representative attended Visit Florida media event in 

Toronto on Wednesday, May 8. 

• 60+ Canadian media were in attendance, ranging from 

freelancers to print and online editors. 

• “Morning talk show” format where each partner highlighted 

respective destinations for three minutes in front of camera. 
Videos are posted on YouTube. 

• Opportunity to network with established media and learn 

about new/upcoming Canadian publications and media 

outlets. 
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Activities – CVB PR  

     VISIT FLORIDA MEDIA EVENT IN MONTREAL 

• CVB PR Manager attended VISIT FLORIDA media event in 

Montreal on Thursday, May 9. 

• 20+ Quebec-based Canadian media were in attendance, 

ranging from freelancers to print and online editors. 

• Each attending partner given several minutes on stage to 

present destination overview and news highlights. 

• Opportunity to network with established media and learn 
about new/upcoming Canadian publications 

• Was able to meet with several media that have recently  

covered our area and discuss future coverage. 

May 20, 2013 
Marketing Partner Reports 9 a-g 
45 of 94



Activities – CVB PR  

     VISIT FLORIDA MEDIA EVENT IN MONTREAL 

 

•  Sandra Bellefoy let me know that her new Naples section of 

    her Florida Road Trip coverage was going live the following 
   day at Sympatico.ca 

•  Discussed with Alastair  

   Sutherland a Family Travel  

   story for Doctor’s Review –  

   his last was about the 

   Everglades.   
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Activities - LHA 

     Media Outreach Sampling 
 

• New York Post 

• SheKnows.com 

• Healthy Travel Magazine 

• The Wall Street Magazine  

• The Wall Street Journal 

• TODAY 

• SeaFood Business Magazine 
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Results Sampling 
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CVB Team Scores with Cover Story in 
AirTran GO’s May issue! 
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Looking Forward 

 

 
• Upcoming written materials 

 Celebrating summer in the  

     Paradise Coast 

 Cooking in Paradise 

 Stress-free honeymoons in 

Paradise 
 

• Upcoming media outreach 
 TODAY show opportunities 

 Summer arts in Paradise 

 Father’s Day golf getaways 

 Family-friendly summer travel 
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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 Partners, Inc.  
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Consumer Site Overview 

• Overall, there was a drop in April activity compared to March. When comparing to April 2012, 
however, you will see the metrics are strong year-over-year. 

• Engagement in April was stronger than it was in April 2012, and significantly stronger than it 
was in March. 

• Campaign responses accounted for 29.8% of traffic. 

• Signals of intent to travel could be performing better. There were 8,929 SITs in April, or 10.6% 
of total page views. This is down slightly from April 2012, when conversions were 11.02%. 

• The German site saw some traffic in April, but the UK site's numbers are not great -- most 
likely because English-speaking users go to the main site, which contains ample information. 

 

Mobile Site Overview 

• April saw a significant increase in activity and engagement metrics. Visits went from 4,465 to 
6,903 -- a 55% increase. Visits also increased 22% over April 2012. 

• Page views totaled 24,113 and were up 17% over March (20,592) and 25% over April 2012. 

• There was a shift in where users are accessing the site, with more local areas (Cape Coral, 
Bonita Springs, etc.) and fewer big cities. 

• April also saw a change in browser usage, with Internet Explorer being the second most-used 
browser (it was fifth in March) and Firefox breaking into the top five. 

Naples, Marco Island, Everglades CVB  
Executive Summary 
April 2013 
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Naples, Marco Island, Everglades CVB  
Measurement Dashboard 
April 2013 

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

 IB= vs. industry benchmarks |B = vs. 2011 baseline 

Good Not Significant Needs Attention 

Time on Site:  2:12 
Minutes 
 

Bounce Rate:   38% 
of Home Page 
 

Bounce Rate:   56% 
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 

10.60%  
of total page views 

8,929 
Signals of Intent to Travel 

See breakdown below 

ACTIVITY 

   29,917   Total Visits                                
 
   84,255   Page Views 
 
  183,465  Visits Year-to-Date (vs. 146, 242 visits in 2012) 
 
  455,632 Page Views Year-to-Date (vs. 433,412 in 2012) 

      LM     LY 

       36% 
 
       27%     

   5%  
 
   2% 
 

SIT BREAKDOWN 
LM 

0 – 12% change 13% or higher change 

2:10 

     44% 

     57% 

Guide Orders: 
Newsletter Signup: 
Deals Page Views: 
Stay in Paradise Listings Views: 
Download Guide Link: 
BookDirect Views on Site:  
BookDirect™ Widget Searches: 
BookDirect™ Click-Thrus: 
eScapes Views: 

     -16%    -12%  
    +15%  +40% 
     -56%                -95% 
     -62%                -76% 
     -24%             +435% 
     -14%              +214% 
      +3%                 -10% 
      +4%                 -18% 
       -5% 

             
            

305 
266 
566 

1,831 
139 
311 

2,924 
2,072 

515 

    LY 
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MOST REQUESTED PAGES 

1. Homepage 
2. Paradise Refined 
3. Current Events 
4. Beaches & Parks 
5. Hotels, Resorts and B&Bs 

Listings 

Visits – 2010-2013 

International Traffic Over Time Top 10 Cities 

City 
Visitors 

for Month 
Visitors 

Year to Date 

Naples 2,153 10,460 

New York 755 15,034 

Tampa 647 1,027 

Orlando 593 1,104 

Miami 580 1,349 

Cape Coral 578 2,110 

Bonita Springs 482 2,366 

Fort Myers 392 3,438 

St. Petersburg 364 941 

Chicago 362 6,044 

April 2013 
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Note: Canada’s high was 6,301 in January 2013. 
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16.40%

17.10%
22.94%

9.24%

Typed / 
Bookmarked

Referral Traffic

Organic Search 
Traffic

Paid Search Traffic

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 
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Traffic by Source (by month)

Typed / Bookmarked Referral Traffic Organic Search Traffic Paid Search Traffic

April 2013 
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CAMPAIGN RESPONSE 

8,906 

Total responses 

29.80% 

of total visits 

April 2013 

TOP CAMPAIGN PAGES 

1. Paradise Refined 
2. spring-campaign 
3. retargeting 

Visits Bounce Rate 

7,357 
   865 
   472 

74% 
69% 
63% 

Page Views 

1.35 
1.90 
2.21 

Time on Site 

1:00 
2:13 
1:34 
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INTERNATIONAL 
 

 

USA:                      27,076 
International:       2,841 
   

      LM              
  

   -37% 
   -29% 

 682 
 582 
 500   
 100 
 85 

      +6% 
       -8% 

       LY              
  

VISITORS BY STATE 

1. Florida:                     14,665 
2. New York:                   1,723 
3. Illinois:                        1,204 
4. New Jersey:                   673 
5. California:                      652 

       +48% 
        -82% 
        -78% 
        -81% 
        -41% 

       +7% 
    +50% 
    +44% 
    +25% 
    +44% 

LM LY 

  

  

Canada 
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UK 

Switzerland 

Netherlands 

500
600
700
800
900

1,000
1,100
1,200
1,300
1,400
1,500

Visits By Day

      LM              
  

      LY              
  

April 2013 

Visits 
  

Visits 
  

              -13%       +18% 
              -10%          -6% 
             +12%        -26% 
                -7%        -12% 
             +31%       +33% 

UK Site German Site 

Visits: 
Page Views: 
Time on Site: 
Bounce Rate: 

15              24 
27              72 
21:37         1:20:32 
60%           25% 

467 525 
1,784 2,086 
3:20 2:54 
47% 45% 

LM LM 
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DMO Competition – Quantcast 

Site Reach by U.S. People, 
April 2013 

Reach by U.S. People, 
April 2012 

ParadiseCoast.com 18,300 21,300 

PalmBeachFL.com 18,000 15,500 

Fla-Keys.com 42,000 131,600 

DaytonaBeach.com 57,500 67,100 

FortMyers-Sanibel.com 25,500 43,400 

VisitStPeteClearwater. 
com 

 
70,300 

 
68,000 

 

April 2013 
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ACTIVITY & ENGAGEMENT 

       LM            LY 

   

Visits     6,903     +55%          +22%  

 

Page Views   24,113    +17%          +25% 

 

Time on Site       2:09     1:50          1:13       

              

Naples, Marco Island, Everglades CVB  
Mobile Dashboard 
April 2013 

COUNTRY 

                   LM                LY 

 

U.S. 6,340        +63%           +27% 

 

International    563       +149%        +125% 

     LM               LY 

 

1. Naples  607                  +13%            +125%  

2. Tampa  437                 +408%            +320% 

3. Miami  181  -61%              -74% 

4. Orlando  175  -22%              -67% 

5. Cape Coral 156 +63%            +225% 

6. Bonita Springs 140 +59%            +312% 

7. New York  112  -14%              -55%  

8. Marco Island 105  +8%            +176% 

9. Chicago    96 +10%              -34% 

10. Los Angeles   94 +683%            +276% 

CITY 

BROWSER 

              LM 

   

1. Safari  2,702              +5 

2. Internet Explorer 1,453        +2,135% 

3. Android browser 1,048           -18% 

4. Chrome        707          +316% 

5. Firefox     509         +3,815%  
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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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Naples, Marco Island, Everglades 
CVB  

Social Marketing Dashboard 

April, 2013 
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Social Traffic & Analytics 

• 1.8 million page impressions across 448.9 
thousand users on Facebook, and 242.4 
thousand impressions on Twitter  
 

• Increase of 119 fans on Facebook and 216 
followers, 286 link clicks, 59 mentions and 36 
retweets on Twitter this month  
 

• Traffic to website via Twitter increased from 35 
to 101 visits, a 189% increase over last month  
 

• A 60% increase in the male audience on 
Facebook, indicating that content and current 
campaign may be attracting more of a male 
audience  
 

• Naples, Marco Island & the Everglades (DE) 
Facebook increased 31 fans this month bringing 
its total to 4,552 fans with a weekly reach of 
3,616 users  
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Social Traffic & Analytics 

Twitter Facebook 

May 20, 2013 
Marketing Partner Reports 9 a-g 
71 of 94



Email Campaigns 

• April eScapes received 1,897 opens, a 14.51% open rate, 
consistent with the number of opens from March; however, 
the paid list received 7,301 opens with a 14.6% open rate, a 
48% increase over last month  

• April eScapes earned a 12.86% click through rate (CTR), also 
consistent with March; however, the paid list received a 
13.9% CTR, a 28.5% increase over last month  
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Sales & Marketing Technologies, Inc. 
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Executive Summary 

• Search Engine Optimization (SEO) combines on-page and off-page 
optimization services, such as: search engines traffic, referral traffic and to 
some degree direct traffic because if more people know your website 
address, they most likely came from a search initially. 

• Organic Search numbers across all platforms have declined due to “private 
browsers” that block a visitor’s incoming history when a website is visited. 
Because the history is blocked, Google Analytics is counting the traffic as 
“direct” traffic instead of search engine traffic or referral traffic.  

• Overall website traffic is up 4.74% (1,353) visits. 

• Non-paid organic traffic yielded 8,230 visits, but is down by 39.7% over 
last April. Google is down by 46.84% (6,026) while Yahoo and Bing are up 
by 261 visits, nearly 35%. 

• Paid search traffic yielded 2,760 visits with bounce rate of only 31% - a 
decrease in bounce rate over 2012 by 43%. 

• Referral Traffic yielded 5,112 visits – up 5.53% (268) over 2012 

• Direct Traffic yielded 4,904 visits – up 29.29% (1,108) over 2012 
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Changes in Search Engine Activity 

• The shift in activity away from Google to Yahoo and 
Bing is due to new software / hardware partnerships.  
– AVG Internet security and Firefox have partnered 

to automatically make Yahoo your search engine 
when you use Firefox.  

– More people are doing searches within Facebook 
who partners with Bing for results.  

•  There is an overall shift in how searches are being 
conducted online. More vertical searches - meaning 
people search in kayak.com or Travelocity.com for 
travel instead of Google itself.  
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Top 10 Searched Queries by Impressions 

Broad searched terms for “Naples” yield the most searches. The average 
position is across the board, but this position changes based on the searches 
location and search history. 
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Top 10 Searched Queries by Clicks 

Broad searched terms for “Naples” yield the most clicks as well as searches, as 
seen on previous slide. The average position is across the board, but this 
position changes based on the searches location and search history; however, 
the more specific the searcher is, the higher ParadiseCoast.com ranks as seen 
above. 
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Paid Search (PPC) 

• PPC Conversions are up over last month and the cost per conversion is 
$12.84.  
• A PPC conversion is set to be the number of visits going to this page /guide. 
There were 59 people who completed the form  to have a map sent. 
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Tasks Performed 

• Onsite Meeting to go over Analytics, Goals and Opportunities for build 
overall Website traffic. 
 

• Article Reviews for top keyword term opportunities (Naples events, things 
to do and current press releases for content ideas for JoNell and Angela) 
 

• Pay Per Click (PPC) Management, Bid Adjustment for “Naples” and “Marco 
Island” keyword terms  
 

• Analytics Reporting & Review for Paradise Refined campaigns (with Henry 
@ Paradise) 
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Glossary of Terms 

 

• Average Position – the position where a page of your website is ranked on 
Google. 

• Bounce – When a visitor visits only one page on your website and leaves. 

• Bounce Rate – The percentage of visitors over visits where visitors only 
see one page before bouncing. 

• CPC (Cost-per-click) – The money you pay when someone clicks on one of 
your ads.  

• CTR (Click-through-rate) –The number of clicks over impressions (as it 
relates to SEO Queries and PPC). 

• Impressions – The number of times your ad was seen (PPC); the number 
of times your website was displayed in a search result when a keyword 
term was searched (SEO Query). 

• Query – The search action performed (SEO Query). 
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Phase V  
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Results Analysis 

  
Request Summary by Source Slide 

     

 April 2013 – there were 1120 leads generated from Visit Florida In-

of-State Insert April 2012. In April 2013 there were no ads 

purchased. 

 

 April 2013 – there were 3215 leads sent for CVB Meeting Planner 

Newsletter in April 2012. In April 2013 there were no newsletters 

sent. 
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Inquiries – Leading 4 Countries 

April 2013 

  2012     2013 

 USA    USA 

 Brazil    Canada 

 UK     UK 

 Belgium    Brazil 
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Inquiries - Leading 6 States 

April 2013 

   2012      2013 

 Florida    Florida 

 Illinois    Texas 

 Minnesota   Georgia 

 New York    Illinois 

 Pennsylvania  Pennsylvania 

 New Jersey   New York 
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Collier County CVB 

Inquiries by Type 

Calendar Year 

  April    2013         Y-T-D 

Phone     155       2,683 

Publications             4620      47,825 

Web site             196         4,530 

Info@ParadiseCoast         0        2          
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Misc. CVB Services 

Calendar Year 

   April     2013 

Info Ctr Shipments      3720 

Editorial Gen Calls         29 

Mtg Planner Calls           1      

Storm Info Calls    0 

Storm Accommodations  0 

Sports Council       0 

Film Commission    0 

Travel Agent    0 

         

       Y-T-D 

  38,070 

            717 

           8 

                  4 

         61 

                  0  

                  5  

            5         
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Misc. Services 

April 2013 

Media Month YTD % YTD

Mailings to Partners 1 1 0%

Meeting Planners

Market Group Fulfillment 1 9 1%

Meeting Planner Kit Fulfillment 5 43 6%

Meeting Planners 6 237 32%

Grand Total: 7 751
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  Questions? 
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