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Economic Indicators 
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Jobs Report Update 

Collier January 2014 
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Consumer Price Index 

Collier January 2014 
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Annual 2013 
(January – December) 

Collier Visitor Profile 
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© Research Data Services, Inc.  2014 

Number of Visitors/ 
Economic Impacts of Tourism  

 Collier Annual 2013 (Jan. – Dec.) 

Number of Visitors 1,668,200 +6.1 

Room Nights 2,370,800  +4.7 

Economic Impact $1,611,514,101 +12.3 

  2013 D % 
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Research Data Service Occupancy/ADR 
 Annual 2013 (Jan. – Dec.) 

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% 

April 78.0% 81.4% +4.4% $223.3 $224.9 +0.7% 

May 67.6% 70.7% +4.6% $160.9 $170.8 +6.2% 

June 61.9% 65.2% +5.3% $141.4 $146.7 +3.7% 

July 66.3% 68.6% +3.5% $115.5 $123.5 +6.9% 

August 51.1% 57.0% +11.5% $110.7 $117.7 +6.3% 

September 49.7% 54.0% +8.7% $108.7 $104.9 -3.5% 

October 61.9% 67.7% +9.4% $122.1 $131.9 +8.0% 

November 69.6% 74.2% +6.6% $138.6 $146.1 +5.4% 

December 67.5% 71.8% +6.4% $189.1 $206.3 +9.1% 

ANNUAL 
AVERAGE 

68.9% 72.5% +5.2% $166.1 $176.2 +6.1% 
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© Research Data Services, Inc.  2014 

STR Occupancy/ADR/RevPAR 
Collier Annual 2013 (Jan. – Dec.) 

Occupancy ADR RevPAR 

2013 % D 2013 % D 2013 % D 

Naples MSA 65.8% +6.3% $185.34 +6.7% $121.89 +13.5% 

Naples Upscale 74.5% +6.9% $237.12 +7.1% $176.60 +14.4% 

Miami-Hialeah 77.9% +1.8% $176.66 +8.1% $137.60 +10.1% 

Florida Keys 79.1% +5.4% $233.03 +9.1% $184.25 +15.0% 

Ft. Myers 60.5% +6.8% $129.24 +2.8% $78.22 +9.8% 

Sarasota-Bradenton 63.9% +3.6% $117.38 +1.9% $75.05 +5.5% 

Clearwater 66.1% +4.0% $119.74 +3.2% $79.11 +7.4% 

St. Petersburg 67.2% +2.3% $121.06 +3.6% $81.30 +5.9% 

Palm Beach County 71.6% +6.3% $145.84 +3.5% $104.47 +10.0% 

Ft. Lauderdale 74.7% +3.2% $119.33 +4.1% $89.20 +7.5% 
SOURCE: SMITH TRAVEL RESEARCH, INC.  
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Visitor Origins 
 Collier Annual 2013 (Jan. – Dec.) 

# of Visitors 2013 D % 

Florida 615,494  +6.1 

Southeast 105,358  +1.4 

Northeast 305,996  +7.5 

Midwest 264,495  +5.8 

Canada 46,921  +11.9 

Europe 254,268  +5.7 

US Opp Mkts 75,668  +5.6 

Annual 2013 1,668,200  +6.1 
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European Visitation Data 
 Collier Annual 2013 (Jan. – Dec.) 

% Share 
# of Visitors 

2013 
D % 

‘12-‘13 

Central Europe 41.3 105,126 +5.8 

U.K. 42.0 106,667 +4.3 

Other 16.7 42,475 +9.1 

Total European Markets 100.0 254,268 +5.7 
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January 2014 
Collier Visitor Profile 
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Visitation/Economic Impacts of Tourism 
Collier January 2014  

Jan 
2013 

Jan 
2014 

‘13-‘14 
D % 

Visitors 167,000 180,600 +8.1 

Room Nights 223,200 233,300 +4.5 

Economic 
Impact 

$131,724,333 $150,317,103 +14.1 
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RDS Occupancy/Room Rates 
 Collier January 2014 

   2013        2014 %D 

  

  

  

   

 

 

 Occ. 75.8% 79.0% +4.2% 

 ADR    $178.3 $193.3 +8.4% 
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Smith Travel Occupancy/ADR 
Collier January 2014 

SOURCE: SMITH TRAVEL RESEARCH, INC.  

Occupancy ADR RevPAR 

2014 % D 2014 % D 2014 % D 

Naples MSA 73.6% +1.3% $220.86 +5.3% $162.45 +6.7% 

Naples Upscale 81.6% -2.8% $281.03 +5.4% $229.26 +2.5% 

Miami-Hialeah 81.7% -1.7% $221.42 +5.5% $180.99 +3.7% 

Florida Keys 84.9% +9.5% $256.21 +13.0% $217.61 +23.7% 

Ft. Myers 71.4% +9.0% $129.42 +5.3% $92.38 +14.8% 

Sarasota-Bradenton 68.4% +9.7% $114.63 +4.6% $78.42 +14.7% 

Clearwater 64.0% +9.6% $104.61 +0.8% $66.95 +10.5% 

St. Petersburg 62.8% +4.3% $113.29 +1.5% $71.12 +5.9% 

Palm Beach County 81.6% +4.6% $185.79 +10.7% $151.70 +15.8% 

Ft. Lauderdale 83.2% +3.9% $150.11 +6.2% $124.95 +10.4% 
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Smith Travel Occupancy 
Collier January 2014 

SOURCE: SMITH TRAVEL RESEARCH, INC. 

Occupancy (%) 

Trans % D 13-14 Grp % D 13-14 Total 

Naples MSA 35.7% +11.7% 35.7% -7.9% 73.6% 

Miami-Hialeah 54.8% +0.9% 23.1% -7.3% 81.7% 

Florida Keys 68.4% +3.9% 15.9% +43.2% 84.9% 

Ft. Myers 51.1% +24.5% 18.0% -18.1% 71.4% 

Sarasota-Bradenton 46.9% +8.1% 21.4% +13.4% 68.4% 

Clearwater 37.3% +25.6% 26.7% -6.9% 64.0% 

St. Petersburg 39.1% +6.7% 22.7% -0.8% 62.8% 

Palm Beach County 51.9% +1.2% 28.6% +11.8% 81.6% 

Ft. Lauderdale 52.6% +0.6% 25.7% +12.4% 83.2% 
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Smith Travel ADR 
 Collier January 2014 

SOURCE: SMITH TRAVEL RESEARCH, INC. 

ADR ($) 

Trans % D 13-14 Grp % D 13-14 Total 

Naples MSA $247.25 +3.5% $202.91 +5.5% $220.86 

Miami-Hialeah $238.21 +4.8% $203.70 +6.0% $221.42 

Florida Keys $265.16 +14.6% $220.47 +7.9% $256.21 

Ft. Myers $133.12 +6.1% $124.25 -0.4% $129.42 

Sarasota-Bradenton $117.00 +6.4% $109.88 +0.7% $114.63 

Clearwater $103.73 -3.7% $105.85 +6.1% $104.61 

St. Petersburg $109.08 -0.7% $122.48 +5.9% $113.29 

Palm Beach County $190.76 +13.7% $181.60 +4.9% $185.79 

Ft. Lauderdale $150.73 +6.5% $163.67 +3.0% $150.11 
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First Time Visitors (% Yes) 
  Collier January 2014 
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Airports of Deplanement (Top Four) 

Collier January 2014 
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 Satisfaction (combined)  98.9% 96.8% 

 Would Recommend 94.2 94.5 

 More Expensive 16.6 14.6 

 Plan to Return 94.4 93.4 

Visitor Perceptions 
Collier January 2014 

 Jan Jan 
 2013 2014 
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 Average Age (yrs) 50.1 50.8  

 Median HH 
 Income $150,881 $151,122 

Average Age/Median Income 

Collier January 2014 

 Jan Jan 
 2013 2014 
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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 24,100 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 26,700 26,200 24,700 23,200 22,700 22,600 22,500 23,800 25,800 26,500 
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Collier Direct Leisure and Hospitality Employment (Calendar Year)*  

2013 

2012 

2011 

* Source:  Florida Department of Economic Opportunity, Labor Market Information, Current Employment Statistic Program (CES), Collier County Leisure and Hospitality Sector 
(01-24-14).  (In first quarter of 2013, 2011 and 2012 data was revised.)  
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Executive Summary 
Collier January 2014 

February 24, 2014 
Marketing Partner Reports 9 a-g 
25 of 129



© Research Data Services, Inc.  2014 

Visitor Metrics 
Collier January 2014  

 This January, a record 180,600 visitors stayed in Collier’s 

commercial lodgings (+8.1%).  Their total economic impact 

injected some $150,317,103 to the County’s economy 

(+14.1%). Tourism’s key performance statistics are as follows: 

January: 2013 2014 % D 

Occupancy 75.8% 79.0%  +4.2 

ADR $178.3 $193.3  +8.4 

RevPAR $135.2 $152.7  +12.9 
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© Research Data Services, Inc.  2014 

Visitor Metrics 
Collier January 2014 

% of Properties (January) 
Reporting Reservations: 2013 2014 

Up 48.3% 72.7% 

The Same 41.4 24.3 

Down 3.4 N/A 

 Fully (72.7%) of hotel managers report their 
property’s three month forward reservations as 
“better” when compared to January 2013. 
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© Research Data Services, Inc.  2014 

Visitor Metrics 
Collier January 2014 

 January’s primary visitor origins are as follows:  

2013 2014 

January Visitation Visitor # Visitor # % D 

Florida 46,092 50,929  +10.5 

Southeast 10,688 10,114  -5.4 

Northeast 47,929 52,193  +8.9 

Midwest 32,064 37,023  +15.5 

Canada 3,674 3,431  -6.6 

Europe 19,372 20,047  +3.5 

Mkts. of Opp. 7,181 6,863  -4.4 

Total 167,000 180,600  +8.1 
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© Research Data Services, Inc.  2014 

Transportation 
Collier January 2014  

 The majority of January’s visitors (64.2%) flew to 

reach the area. 

 Some 65.1% deplaned at RSW, while Miami captured 

some 8.9% of deplanements. 
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First Time Visitors 
Collier January 2014 

 Some 35.9% of Collier’s January visitors are in 

the area for the first time (2013: 34.3%). 

 The typical visitor party includes an average of 

2.4 travelers who stay for 4.5 days in the 

Naples, Marco Island, Everglades area. 
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© Research Data Services, Inc.  2014 

Information 
Collier January 2014 

Most January visitors (95.7%) consult the 

web for trip information, with seven of every 

ten (70.6%) making bookings for their trip 

online. 

February 24, 2014 
Marketing Partner Reports 9 a-g 
31 of 129



© Research Data Services, Inc.  2014 

Satisfaction/Demographics 
Collier January 2014 

 Fully 96.8% of visitors are satisfied with their Collier 

stay and 93.4% plan a return trip to the area. 

 January 2014 visitors are slightly older (2013: 50.1 

years of age; 2014: 50.8 years of age), and 

report a median household income of $151,122. 

(2013:  $150,881). 
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Thank you! 
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Paradise Advertising & 
Marketing, Inc.  
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Lou Hammond & Associates & 
CVB PR Team  
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National Public Relations Update 
TDC Meeting 

Services conducted from January 1 –  

February 12, 2014 

 
February 24, 2014  
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Media Highlights 

 
 

 

 

• FORBES.COM 

UMV: 9,956,125; Media Value: $451,344.33 

 
• NORTHJERSEY.COM  

UMV: 22,392,850; Media Value: $149,285.67 

 

• ABC NEWS 

UMV: 11,414,900; Media Value: $95,124.17 

 

• JUSTLUXE 

UMV: 1,920,461; Media Value: $12,803.07 
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Media Highlights 

 
 

 

 

• BUDGET TRAVEL 

UMV: 1,225,719; Media Value: $6,128.60 

 

• GOLF MAGAZINE PLAYERS CLUB 

UMV: 655,761; Media Value: $6,557.61 

 

• WINNIPEG FREE PRESS 

UMV: 626,658; Circ: 145,228; Media Value: $5,123.23 

 

• THE NEWS-PRESS.COM 

UMV: 555,085; Media Value: $3,700.57 
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Media Highlights 

 
 

 

 

• CJOB AM 680  

UMV: 415,827; Media Value: $2,772.18 

 

• SPA TRAVEL GAL 

UMV: 232,028; Media Value: $1,546.85 

 

• MOMMY POPPINS 

UMV: 164,096; Media Value: $1,093.97 

 

• TAMMILEE TIPS 

UMV: 94,441; Media Value: $629.61 
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Media Highlights 

 
 

 

 

• LANSING STATE JOURNAL 

Circ: 65,904; Media Value: $352.32 

 

• THE A POSITION 

UMV: 3,323 

 

• MICHIGAN’S BIG SHOW 

Syndicated to 13 radio stations and one Fox TV affiliate 

  

• THE GREATER NAPLES CHAMBER OF COMMERCE 

UMV: N/A 
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Activities 

• Weekly LH&A “Value Blast” – 

inclusion in 5 editions 

 

• 3 Hot Tip partner media leads 

 Valentine’s Day  

 Resort’s WiFi inquiry 

 National Stress Awareness 

Month  

 
 
 
 
 
 
 

  

  
      

   

  
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  

• 5 LH&A Facebook posts 

 LH&A Value Blast 

• January 15 – Naples Spa 

Package at Inn at Pelican Bay 

• January 22 – Anchors Away at 

Naples Bay Resort 

• January 29 – Family Fun at 

New Holiday Inn Express & 

Suites Naples Downtown 5th 

Avenue 

• February 5 – Sunny "Winter" 

Play at The Quality Inn & Suites 

Golf Resort 

• February 12 – Leisure Escapes 

at Hilton Marco Island Beach 

Resort and Spa 
 

 

February 24, 2014 
Marketing Partner Reports 9 a-g 
59 of 129



Activities 

Agency social media efforts  

• 19 LH&A Tweets  

 Specific Packages and links (x3)  

 Client features (USA Today, CNN, 

Philly.com, etc.) 

 Press trip coverage mentions (Michael 

Shiels, Laurie Werner, Ron Pradinuk) 

 Value Blast Press Release Inclusion (x5) 
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Activities 

Completed Individual Visits: 
 

• RON PRADINUK, WINNIPEG FREE PRESS 

• January 9 – 12 

 

• MICHEAL SHIELS, TRAVEL 

WRITER/SYNDICATED RADIO-TV HOST 

• January 9 – 12 

 

• LAURIE WERNER, FREELANCER 

(FORBES.COM) 

• January  24 – 26  
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Activities 

CVB Team - Completed Individual Visits: 
 
• DAVID J. WHYTE, Golf Vacations magazine; 

Go-Golf.TV 

• January 12-17 

 

• MICHEAL SHIELS, TRAVEL 

WRITER/SYNDICATED RADIO-TV HOST 

• Met for interview, lunch 

 

• LAURIE WERNER, FREELANCER 

(FORBES.COM) 

• Met for tour, dinner 

 

• LYNN LANGWAY, PeterGreenberg.com and 

global newsletter 

• Assistance with coverage of downtown 

Naples, new restaurants 
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Activities 

Individual Visits: 

 
• MYSCHA THERIAULT, 

MCCLATCHY-TRIBUNE  

• February 17 – 19 

• Agency connected with 

Theriault who is visiting the 

destination in February and 

provided her with a list of pet-

friendly items to consider for a 

potential story.  

• Client passed along more 

recommendations to 

develop Myscha’s story 

angle.  
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Activities 

Individual Visits: 

 
• BLAKE MILLER, CAROLINA BRIDE 

• April/May 

• Agency is working with 

Miller, who is interested in 

traveling to the destination 

to compile a confirmed 

honeymoon feature. 

• Miller has requested 

assistance with round trip 

airfare from Charlotte to 

RSW, rental car and 

accommodations. 

• Agency is awaiting 

confirmation of interest from 

the client. 
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Activities 

Individual Visits: 

 
• JEREMY MURPHY, CBS WATCH! 

• Agency is working with the 

magazine’s Editor in Chief on 

possible dates to shoot on 

location – they are 

specifically interested in 

highlighting The Ritz-Carlton, 

Naples Beach Resort.  
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Activities 

Individual Visits: 

 
• ALISON LEWIS, HEALTHY TRAVEL 

MAGAZINE 

• March 

• Agency is working with Lewis 

for a 2014 feature on the 

destination. Pending 

confirmed coverage and 

story angle, agency will send 

formal press request.  
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Activities 

CVB Team Working With These 

Individual Visits: 

 
• Fodor’s Travel Guides 

• Dumont Travel (Germany) 

• VisitFlorida.com Video 

• The Fisherman; Newsday 

• Houston Lifestyles & Homes 

• Montreal Gazette 
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Activities 

     Media Outreach Sampling 
• USA Today  

• Fort Worth Star-Telegram 

• CNN.com  

• Boca Raton Magazine 

• amNewYork 

• South Florida Luxury Guide  

• Links Golf Magazine 

• Atlanta Journal Constitution 

• Black Bride  

• Galavante  

• Canadian Golf Traveller, The Globe and Mail  

• OrlandoSentinel.com, VacationStarter.com, 

TheDailyDisney.com  

• Visit Florida  

• World Golf & Golf Now 

• The Island Packet 
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Activities 

     CVB Media Outreach Sampling: 
• Naples Daily News 

• The News-Press 

• Marco Eagle 

• Marco Island Sun Times 

• Florida Weekly 

• ESPN Southwest Florida radio 

• Peter Greenberg.com 

• Montreal Gazette 

• Traverse City Business News 

• Detroit Free Press 

• FL Trend magazine 

• Kidventurous blog 

• Gulfshore Life 

 

 

 

February 24, 2014 
Marketing Partner Reports 9 a-g 
69 of 129



Activities 

     CVB Projects: 
• Florida Huddle 

• Naples Daily News Coffee & Community 

• Promote online voting, 10Best; Budget Travel 

• Media escorts, assistance 

• Website technical review, content updates 

• Big Game targeted Facebook ad promotion to 

New Jersey, New York demo 

• Media responses, story development 

• Writing projects 
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Results Sampling 
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Looking Forward 

• Upcoming written materials 

 2014 Upcoming Events in 

Paradise 

 

• Upcoming media outreach 

 New culinary offerings in 

Paradise 

 Meeting with Paradise 

Advertising in NYC 

 31st Annual Taste of Collier 

long-lead outreach 

 National Stress Awareness 

Month Outreach 

February 24, 2014 
Marketing Partner Reports 9 a-g 
83 of 129



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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ParadiseCoast.com 

• The biggest takeaway from January is this: Campaigns drive visits and page views. Campaign 
traffic accounted for 45% of all January visits, which were significantly higher than they were 
the past four Januarys. 

• Total visits were 73,745 -- a 98% increase over December, and a 50% increase over January 
2013. 

• Total page views were 195,191 -- an 82% increase over December, and a 49% increase over 
January 2013. 

• There were 22,506 signals of intent to travel, or 11.53% of total page views. All SITs saw an 
increase over December, and four out of nine saw an increase over January 2013. 

 

ParadiseCoast.com Traffic from Mobile Devices, incl. Tablets 

• There were 30,126 visits to the full site. That's 118% more than in December, and 136% more 
than in January 2013. Most of those users were on iPads and iPhones. 

 

m.ParadiseCoast.com 

• Mobile site traffic also saw a notable increase, rather than the decreases we've been seeing. 
Visits numbered 4,720 -- a 65% increase over December, and a 25% increase over January 
2013. 

Naples, Marco Island, Everglades CVB  
Executive Summary 
January 2014 
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Naples, Marco Island, Everglades CVB  
ParadiseCoast.com Dashboard 
January 2014 

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

 IB= vs. industry benchmarks |B = vs. 2012 baseline 

Good Not Significant Needs Attention 

Time on Site:  1:58         2:33 
Minutes 
 

Bounce Rate:   39%     39% 
of Home Page 
 

Bounce Rate:   61%     54% 
Overall 

ENGAGEMENT                  LY         IB     B (‘13) 

3:43 

 33% 

   45% 

 2:01 

     39% 

  59% 

SIGNALS OF INTENT TO TRAVEL (SIT) 

Total conversions: 

11.53%  
of total page views 

22,506 
Signals of Intent to Travel 

See breakdown below 

ACTIVITY 

   73,745 Total Visits                                
 
195,191 Page Views 
 
   73,745 Visits Year-to-Date (vs. 49,025 visits in 2013) 
 
195,191 Page Views Year-to-Date (vs. 130,571 in 2013) 

      LM     LY 

       98% 
 
       82%     

    50%  
 
    49% 
 

SIT BREAKDOWN 
LM 

0 – 12% change 13% or higher change 

1:58 

     43% 

     50% 

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: 

       +73% +32%  
     +155%              +4% 
       +15%             -54% 
       +77%             -26% 
       +15%             -63% 
       +74%             -38% 
     +200%            +42% 
     +242%              +8% 
       +96%             -31%           

            

688 
522 

1,564 
8,312 

105 
420 

6,280 
3,710 

905 

    LY 

without 

Campaigns 
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MOST REQUESTED PAGES 

1. Paradise Redefined 
2. Events 
3. Homepage 
4. Beta Homepage 
5. Events, p. 2 

Visits – 2010-2014 

International Traffic Over Time Top 10 Cities 

City 
Visits 

for Month 
Visitors 

Year to Date 

New York 3,982 3,982 

Naples 3,029 3,029 

Chicago 1,852 1,852 

Toronto 1,360 1,360 

North Naples 1,281 1,281 

Hialeah 1,158 1,158 

Philadelphia 729 729 

Marco Island 589 589 

Cape Coral 587 587 

Bonita Springs 536 536 

January 2014 
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Baseline average 

percentages for 2012: 

 
Organic Search Traffic:   

43.4% 

Paid Search Traffic:   

8.4% 

Typed / Bookmarked: 

13.4% 

Referral Traffic: 

19.1% 

Campaign Traffic: 

15.8% 

SOURCES OF TRAFFIC 

January 2014 
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CAMPAIGN RESPONSE 

33,115 

Total responses 

45% 

of total visits 

January 2014 

TOP CAMPAIGNS 

1. Paradise Refined 
2. December eScapes 
3. Paradise Refined 

Winter Campaign 

Visits Bounce Rate 

31,738 
      728 
      536 

74% 
48% 
46% 

Page Views/Visit 

     1.43 
     2.30 
     2.85 

Time on Site 

1:05 
3:06 
2:15 
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INTERNATIONAL 
 

 

USA:                       60,464 
International:      13,256 
   

      LM              
  

+98%      
+97% 

5,757 
1,456 
1,198 
    176 
    104 

     +55% 
     +40% 

       LY              
  

VISITORS BY STATE 

1. Florida:                       14,727 
2. New York:                    6,373 
3. Illinois:                          4,824 
4. Massachusetts:           3,183 
5. New Jersey:                 3,183 

        +20% 
      +127% 
      +170% 
        +99% 
        +93% 

          +59% 
          -17% 
           +9% 
       +233% 
         +27% 

LM LY 

  

  

Canada 

UK 

Germany 

Switzerland 

Denmark 

      LM              
  

      LY              
  

January 2014 

Visits 
  

Visits 
  

            +104%            -9% 
              +56%       +137% 
              +64%         +48% 
              +41%         +39% 
                 -2%       +235% 

UK Site German Site 

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

        133   66 
        342 138 
       1:25           1:46 
       49%            65% 

   705  485 
2,710              1,903 
  3:55 3:31 
  41% 42% 

LM LM 
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DMO Competition – Quantcast 

Site Reach by U.S. People 
January 2014 

Reach by U.S. People 
January 2013 

ParadiseCoast.com 47,900 36,500 

Fla-Keys.com n/a n/a 

DaytonaBeach.com Removed Quantcast from site 
(Estimated data may be 
available next month) 

80,200 

FortMyers-Sanibel.com n/a n/a 

VisitStPeteClearwater.com 161,000 96,900 

January 2014 
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ACTIVITY & ENGAGEMENT 

       LM            LY  

  

Visits      30,126   +118%      +136%  

 

Time on Site        1:33       1:59          1:14 
 
Bounce Rate        64%       59%          73%              

Naples, Marco Island, Everglades CVB  
ParadiseCoast.com Traffic from Mobile Devices, incl. Tablets 
January 2014 

BROWSER 

              LM 

   

1. Safari        18,876            +111% 
2. Safari (in-app)         4,256            +198% 
3. Android browser         3,531            +117% 
4. Chrome             2,827            +161% 
5. Amazon Silk            335              +69% 

DEVICES 

              LM 

   

1. Apple iPad        15,524           +85% 
2. Apple iPhone          8,018         +268% 
3. Samsung Galaxy SIII             620         +388% 
4. Samsung Galaxy SIV             534         +232% 
5. Samsung Galaxy SIII tablet       277         +347% 

  

CITY 

              LM 

   

1. New York     1,655            +219% 
2. Naples     1,115               -10% 

3. Hialeah        971              +63% 

4. Chicago        910            +278% 
5. Toronto        564            +155% 
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ACTIVITY & ENGAGEMENT 

       LM            LY 

   

Visits       4,720      +65%          +25%  

 

Page Views      26,361      +90%          +42% 
 

Time on Site         2:12       1:49          2:00       
              

Naples, Marco Island, Everglades CVB  
m.ParadiseCoast.com Dashboard 
January 2014 

COUNTRY 

                   LM                LY 

 

U.S. 4,273        +63%            +23% 

 

International    447        +80%            +49% 

     LM               LY 

 

1. Hialeah    597  +44%         +1,558% 
2. Naples    276   -16%               -32% 
3. New York    190               +179%              +34% 
4. North  Naples   129                    -7%            +100% 
5. Chicago     123              +200%              +78% 
6. Celebration     66                 +38%            +100% 
7. Atlanta      63                 +97%               -74% 
8. Marco Island     62  +15%              +51% 
9. Toronto      55     -7%            +120% 
10. Cape Coral     54   -11%              +23% 

CITY 

BROWSER 

              LM 

   

1. Safari  2,475            +53% 
2. Android browser 1,127            +76% 
3. Chrome     787            +94% 
4. Safari (in-app)    172          +118% 
5. Internet Explorer      60              +9%  

MOST REQUESTED PAGES 

1. Homepage 
2. Event Listings 
3. Accommodations 
4. Attractions 
5. Beaches and Parks 
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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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Paradise Advertising & Marketing, Inc.  
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Naples, Marco Island, Everglades 
CVB  

Social Marketing Dashboard 

January, 2014 
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Campaigns 

• Campaign traffic to both Paradise Refined and Paradise Coast Golfing accrued 
33,115 visitors this month and increased 121.33% over last month 

 

• Paradise Refined, with the launch of the Winter Campaign, earned 30,611 
visits, almost a 400% increase over last month with 7% returning traffic 
indicating that our retargeting campaign is effective 

 

• The average time on page was 1:52, an increased 17.07% over December 
indicating that users are watching the videos and more than 26% are clicking 
through to the website, 11% clicked through 3+ pages 

 

• Paradise Coast Golfing, which kicked up the last four days of the month, earned 
1,793 visits with a 7.86% increase in new visits over December 

 

• The average time on page was 3:20 and increased 15.2% over last month 
indicating that majority of visitors watched videos before clicking through to 
the website  
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Social Traffic & Analytics 

• 490.7 thousand page impressions across 326.3 thousand 
users on Facebook, a 45% increase in impressions with 
32% attributed to organic posting 
 

• Increase of 1,400 fans with 79% earned in the last two 
days of the month due to the in-News Feed promoted 
posts via Sojern, which accrued 205.5k impressions  
 

• Facebook traffic to the website increased 55.26% over last 
month 
 

• 454 thousand impressions on Twitter, a 6.32% increase 
over last month and monthly interactions by 22.22% as 
we continue to grow engagement 
 

• 269 visits to the website via social referral, a 58.24% 
increase over last December with Facebook increasing its 
referrals by 55.26% 
 

• Twitter referral traffic increased 75.86% over last month 
and almost 40% of traffic clicked through to a second page 
of the website 
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Social Traffic & Analytics 

Twitter Facebook 
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Email Campaigns 

• January eScapes received 3,037 unique opens, a 15.76% open rate and was the highest 
open rate in the last year by 13.8% – a total of 66 unsubscribed; in addition, the paid 
list received 5,814 opens, an 11.6% increase and just below December 
 

• January eScapes also earned a 16.46% click through rate (CTR), a 16.41% increase over 
December with the animated gif earning 18.37% of all clicks; In addition, the paid list 
received a 2% CTR and is consistent with last month 
 

• January Meeting eScapes received 577 unique opens, a 15.51% open rate and just 
above that of November – a total of 14 unsubscribed; the paid list received 13,256 
opens, a 13.3% open rate and just below November’s Meeting eScapes 
 

• January Meeting eScapes also earned a 4.16% CTR and is consistent with November; In 
addition the paid list received a 1.5% CTR and is also consistent 
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Sales & Marketing Technologies, Inc. 
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ParadiseCoast.com 
January 2014 
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Executive Summary 
• Overall website traffic over January 2013 and December 2013 

– January 2013 - was up by 50.42% (+24,720) visits. 

– December 2013 - was up 4.19% (+1,501) visits. 

 

• Organic traffic: 
– yielded  20,976 visits, representing 28.44% of overall traffic and converted 3.41% (780) to “Deals.” 

– increased compared to December 2013 by 44% (+6,409) visits and is up over January 2013 by 82.65% 
(+9,492) visits.  
 

• Paid search traffic: 
–  Campaign was restarted on January 22, 2014 once the majority of changes were completed on the site 

– PPC spend was $398.74. We had 102,300 impressions and 176 conversion click-throughs (all goals: guide, 
forms and deals). These numbers are substantially lower than January 2013 due to the beta site launch. 

– Drove 979 visits for 54 “Deals” Pageview goals and 41 “Guide” Pageview Goals. 

 

• Referral traffic: 
– Traffic up by slightly by 5.16% (+402) visits over January 2013 and up even more over December 2013 by 

142.54% (+4,818). 

 

• Direct traffic: 
– Direct traffic was up significantly by 113% (+5,559) visits and over January 2013 and up by 142.54% 

(+7,524) over December 2013.   
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Top 10 Searched Queries by Impressions 

• Overall Search Queries improved significantly over December 2013. Impressions increased by 
118.91% (+109,595) and yielded 10,073 clicks (+104.57%).  Average Organic position remained 
basically the same over December. 
 
• Huge impressions over December 2013 as shown in the charge above.  
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Top 10 Searched Queries by Clicks 

• Google Clicks increased by 104.57(+4,844) over December 2013. The overall average  
   position for keyword terms improved by 1% (12).  
 
• The average position for the top 5 terms remained relatively the same. Queries wasn’t an available 

metric until July 2013, so we cannot compare year-over-year results yet. 
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Paid Search (PPC) 

• We paused the campaigns on December 2013 and re-started it on January 22, 2014 once the main fixes 
on the site were completed. The site was still beta.paradisecoast.com.  
 

• Cost per PPC conversion decreased from December by $4.94 for an average cost of $4.94.  
 

• Conversions for Total Events for External Links, such as Book Direct, eBook and Learn More  
   generated 176 clicks; 43 were Website Leads (forms completed) from PPC only. Total Website Leads  
   were 500.  

Month Spending Clicks Cost Per 

Click 

PPC 

Conversions 

Website  

Leads * 

Jan $398.74 979 $0.41 176 43 

Feb 

Mar 

April 

May 

Jun 

July 

Aug 

Sept 

Oct 

Nov 

Dec 
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Tasks Performed 

• Editorial Calendar – revised calendar for Buzzy and articles. (Once the beta site is 
available for SMT to access, we will upload the new articles through the CMS) 

– Celebrate Dad 
• Fishing Article – spin-off 

– Celebrate Mom 
• Spa Article – spin-off 

 

• PPC Management  
– Monitored Campaigns during the last two weeks of January. Updated bidding for the top keyword terms.  
– Prepared 2 campaigns for Deals that will go LIVE when the beta site is fully launched. 
 

• Account Service 
– Report for Analytics and Monthly Analytics call 
– Collaboration between Collier & SMT for articles and editorial calendar 
– On-site meeting with Debbie, JoNell and Buzzy 
– Follow-up correspondence throughout the month regarding the website, content generation software and 

website review (deals, search feature and articles) 
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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). 

 
• Interest Over Time - Numbers represent search volume relative to the highest point on the chart, 

which is always 100. Hover over any point to see the search volume at that time. 
 

• Query – The search action performed (SEO Query). 
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Phase V  
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Results Analysis 
January 2014 

Request Summary by Source Slide 
     

 January 2013 = 143        January 2014 =    0  
 January 2013 = 259        January 2014 =    0 
  

    143 leads were generated from Conde Nast Traveler in January 
2013. In January 2014 adv was not purchased in this publication. 

     
 259 leads were generated from Audubon in January 2013. In 

January 2014 adv was not purchased in this publication. 
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Inquiries – Leading 4 Countries 
January 2014 

  2013     2014 

 USA    USA 
 Canada    Canada 
 UK     UK 
 Germany   Germany 
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Inquiries - Leading 6 States 
January 2014 

   2013      2014 

 Florida    Florida 
 New York   Ohio 
 Illinois    New York 
 Ohio     Illinois 
 Pennsylvania  Pennsylvania 
 Michigan   Minnesota 
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Collier County CVB 
Inquiries by Type 

Calendar Year 

   January 2014         Y-T-D 

Phone       94       94 

Publications               918     918 
Web site             503      503 
Info@ParadiseCoast         0   0          
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Misc. CVB Services 
Calendar Year 

                     January 2014 

Info Ctr Shipments     3,510 
Editorial Gen Calls         71 
Mtg Planner Calls           0 
Storm Info Calls    0 
Storm Accommodations  0 
Sports Council       0 
Film Commission    0 
Travel Agent    0 

         

       Y-T-D 

    3,510 
              71 
           0 
               0  
                0   
   0 
   0 
   0 
                     

                   

February 24, 2014 
Marketing Partner Reports 9 a-g 
125 of 129



Live Chat by Page 
January 2014 

Page # of chats Minutes Min/Chat

About the Area 0 0.0 0.0

Attractions 0 0.0 0.0

Beachs & Parks 0 0.0 0.0

Dining 0 0.0 0.0

Home Page 18 64.0 3.6

Order a Guide 0 0.0 0.0

Stay in Paradise 3 8.2 2.7

Totals 21 72.3 3.4

       BY PAGE
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Live Chat by Topic 
January 2014 

Topic # of chats Minutes Min/Chat

Accommodations 9 26.3 2.9

Airport 1 3.3 3.3

Attractions 1 4.5 4.5

Beaches 1 4.6 4.6

Charters and Tours 1 6.6 6.6

Dining & Nightlife 1 2.4 2.4

Directions 1 3.5 3.5

Misc. 1 3.6 3.6

Shopping 1 2.2 2.2

Temperature 1 3.1 3.1

Visitor's Guide 2 8.1 4.1

Wedding 1 4.2 4.2

Totals 21 72.3 3.4
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Misc. Services 
January 2014 

Media Month YTD

Golf Guide

Niche Markets

Play Florida Golf 2013 0 0
Golf Guide 0 0

Meeting Planners

Meeting Planner Kit Fulfillment 1 1
Meeting Planner Non-Kit Fulfillment 1 1
Meeting Planners 2 2

Grand Total: 2 2
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  Questions? 
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