
MARKETING PARTNER REPORTS 
October 26, 2015 

October 26, 2015 
Marketing Partner Reports 9 a-g 

1 of 78



RESEARCH REPORT 

Klages Research & 
Research Data Services, Inc.   
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Economic Indicators 

October 26, 2015 
Marketing Partner Reports 9 a-g 

3 of 78



Source: IMF 
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Collier Direct Leisure and Hospitality 
Employment (Calendar Year)* 

Jan. Feb. Mar. Apr. May Jun. Jul. Aug. Sep. Oct. Nov. Dec 
2012 25,300 25,800 25,900 25,100 23,700 22,300 21,200 21,000 21,000 22,200 24,300 24,900 
2013 25,600 26,400 26,400 25,900 24,500 22,800 22,200 22,000 22,100 23,400 25,500 26,300 
2014 26,900 27,600 27,900 27,200 25,700 24,100 23,300 23,100 22,800 24,200 26,100 26,800 
2015 27,200 27,900 28,200 27,900 26,400 24,800 24,000 23,800 23,700       
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* SOURCE:  Florida Department of Economic Opportunity, Labor Market Information, Current Employment Statistic Program 
(CES), Collier County Leisure and Hospitality Sector. 
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Year-to-date 2015 
January – September 
Collier Visitor Profile 
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Collier Tourism Metrics 
Collier YTD 2015 (Jan. – Sept.) 

Number of 
Visitors 

Room Nights 

Economic Impact 

• 1,379,900 
• +3.7 %∆ 

• 1,927,300 
• +2.4%∆ 

• $1,512,578,900 
• +8.9%∆ 
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RDS Occupancy/ADR 
Collier YTD 2015 (Jan. – Sept.) 
 

Occupancy ADR 

2014 2015 % ∆ 2014 2015 % ∆ 

Q1 88.4% 89.7% +1.5% $267.7 $299.1 +11.7% 

Q2 75.0% 76.2% +1.6% $202.7 $212.7 +4.9% 

July 73.2% 74.9% +2.3% $132.6 $144.4 +8.9% 

August 62.0% 60.3% -2.7% $130.4 $129.9 -0.4% 

September 56.3% 64.2% +14.0% $108.6 $121.2 +11.6% 

Q3 63.8% 66.5% +4.2% $123.9 $131.8 +6.4% 
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Collier Comp Set 
YTD 2015 (Jan. – Sept.) 
 

Occupancy ADR RevPAR 

2015 % ∆ 2015 % ∆ 2015 % ∆ 
Naples MSA 69.0%  +0.8  $224.16  +7.4  $154.65  +8.3 

Naples Upscale 75.3%  -2.9  $285.80  +9.5  $215.24  +6.3 

Miami-Hialeah 78.7%  0.0  $195.14  +6.6  $153.58  +6.6 

Florida Keys 80.6%  -0.6  $271.40  +6.0  $218.65  +5.3 

Ft. Myers 71.8%  +6.3  $152.14  +7.7  $109.19  +14.5 

Sarasota-Bradenton 70.9%  +0.5  $139.82  +10.1  $99.09  +10.7 

Clearwater 77.7%  +3.4  $133.65  +7.0  $103.83  +10.7 

St. Petersburg 72.4%  +4.7  $145.42  +9.0  $105.22  +14.1 

Palm Beach County 73.7%  +0.4  $169.86  +7.8  $125.25  +8.2 

Ft. Lauderdale 79.5%  +1.8  $136.40  +6.1  $108.41  +8.0 
SOURCE:  SMITH TRAVEL RESEARCH, INC. 
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Collier Comp Set – Occupancy (%) 
YTD 2015 (Jan. – Sept.) 
 

Trans % ∆ 14-15 Grp % ∆ 14-15 Total 

Naples MSA 44.1%  +4.2 23.6%  -3.0 69.0% 

Miami-Hialeah 57.8%  +0.1 16.9%  0.0 78.7% 

Florida Keys 70.6%  +0.7 8.6%  -11.2 80.6% 

Ft. Myers 54.0%  +3.9 16.0%  +16.9 71.8% 

Sarasota-Bradenton 51.4%  -1.6 19.1%  +4.6 70.9% 

Clearwater 58.8%  +3.4 18.9%  +3.5 77.7% 

St. Petersburg 50.6%  +2.0 20.0%  +10.5 72.4% 

Palm Beach County 51.4%  +0.8 20.8%  -0.6 73.7% 

Ft. Lauderdale 56.5%  +2.1 18.3%  -0.2 79.5% 

SOURCE:  SMITH TRAVEL RESEARCH, INC. 
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Collier Comp Set – ADR ($) 
YTD 2015 (Jan. – Sept.) 

Trans % ∆ 14-15 Grp % ∆ 14-15 Total 

Naples MSA $241.56  +7.4 $199.39  +4.6 $224.16 

Miami-Hialeah $201.08  +5.2 $197.73  +10.2 $195.14 

Florida Keys $276.21  +5.4 $245.22  +8.7 $271.40 

Ft. Myers $162.09  +8.5 $125.28  +7.2 $152.14 

Sarasota-Bradenton $150.67  +13.2 $112.09  +2.5 $139.82 

Clearwater $139.46  +8.1 $115.64  +3.2 $133.65 

St. Petersburg $150.93  +10.0 $137.42  +7.5 $145.42 

Palm Beach County $174.04  +8.0 $167.42  +7.1 $169.86 

Ft. Lauderdale $137.95  +6.2 $147.31  +5.5 $136.40 

SOURCE:  SMITH TRAVEL RESEARCH, INC. 

October 26, 2015 
Marketing Partner Reports 9 a-g 

12 of 78



Visitor Origins 
Collier YTD 2015 (Jan. – Sept.) 
 

# of Visitors 2015  ∆ % 

Florida  459,520  -0.3 

Southeast  90,559  +7.9 

Northeast  293,286  +6.0 

Midwest  220,162  +2.6 

Canada  37,020  +1.6 

Europe  211,041  +7.6 

US Opp Mkts  68,312  +10.5 

YTD 2015  1,379,900  +3.7 
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September 2015 
Collier Visitor Profile 
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Visitation/Economic Impacts of Tourism 
Collier September 2015 
 

Visitors 

2015 

94,000 

2014 

85,700 

Room Nights 

2015 

165,600 

2014 

150,000 

Economic 
Impact 

2015 

$77,426,700 

2014 

$65,863,600 

%∆ 
+9.7 

%∆ 
+17.6 

%∆ 
+10.4 

September 
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RDS Occupancy/Room Rates 
Collier September 2015 
 

Occupancy 56.3% 64.2% +14.0% 

ADR $108.6 $121.2 +11.6% 

RevPAR $61.1 $77.8 +27.3% 

 2014 2015 % ∆  
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Collier Comp Set 
September 2015 
 

Occupancy ADR RevPAR 

2015 % ∆ 2015 % ∆ 2015 % ∆ 
Naples MSA 51.0%  +14.7 $138.73  -8.9  $70.74  +24.9 

Naples Upscale 53.3%  -1.9 $176.11  +13.0  $93.93  +10.8 

Miami-Hialeah 70.1%  +2.2  $141.26  +5.8  $99.07  +8.1 

Florida Keys 61.5%  +1.2  $199.12  +9.8  $122.54  +11.2 

Ft. Myers 53.4%  +20.5  $99.62  +6.7  $53.18  +28.6 

Sarasota-Bradenton 54.2%  +2.4  $104.66  +10.0  $56.77  +12.6 

Clearwater 63.3%  +6.5  $108.08  +6.5  $68.40  +13.5 

St. Petersb urg 57.9%  +12.7  $120.89  +8.1  $70.05  +21.8 

Palm Beach County 60.7%  0.0   $111.86  +6.4  $67.86  +6.5 

Ft. Lauderdale 66.1%  +3.1  $101.92  +5.4  $67.42  +8.6 SOURCE:  SMITH TRAVEL RESEARCH, INC. 
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Collier Comp Set – Occupancy (%) 
September 2015 
 

Trans % ∆ 14-15 Grp % ∆ 14-15 Total 

Naples MSA 32.0%  +16.9 18.0%  +14.1 51.0% 

Miami-Hialeah 53.4%  +4.3 12.9%  -3.0 70.1% 

Florida Keys 52.9%  -0.2 7.9%  +11.9 61.5% 

Ft. Myers 40.8%  +25.4 11.6%  +5.6 53.4% 

Sarasota-Bradenton 37.1%  -1.2 16.6%  +7.9 54.2% 

Clearwater 49.2%  +19.3 14.1%  -22.5 63.3% 

St. Petersburg 38.5%  +4.6 16.4%  +22.7 57.9% 

Palm Beach County 43.0%  +0.1 16.4%  +0.1 60.7% 

Ft. Lauderdale 48.4%  +1.8 13.5%  +2.6 66.1% 

SOURCE:  SMITH TRAVEL RESEARCH, INC. 
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Collier Comp Set – ADR ($) 
September 2015 

Trans % ∆ 14-15 Grp % ∆ 14-15 Total 

Naples MSA $147.66  +11.3  $127.14  +2.5  $138.73 

Miami-Hialeah $142.81  +5.1  $149.53  +6.7  $141.26 

Florida Keys $200.81  +9.2  $188.80  +13.1  $199.12 

Ft. Myers $102.70  +6.3  $91.57  +7.8  $99.62 

Sarasota-Bradenton $109.71  +10.5  $94.69  +11.0  $104.66 

Clearwater $108.49  +6.0  $106.62  +7.3  $108.08 

St. Petersburg $127.71  +14.7  $114.02  -3.0  $120.89 

Palm Beach County $108.72  +8.6  $124.47  +2.1  $111.86 

Ft. Lauderdale $101.83  +7.5  $113.06  +0.2  $101.92 

SOURCE:  SMITH TRAVEL RESEARCH, INC. 
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First Time Visitors (% Yes) 
Collier September 2015 
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Visitor Origins 
Collier September 2015 
 

# of Visitors 2015  ∆ % 

Florida  39,480  +0.6 
Southeast  6,016  +17.0 
Northeast  11,280  +19.7 
Midwest  7,050  +5.5 
Canada  1,692  +16.1 
Europe  22,842  +21.2 
US Opp Mkts  5,640  +15.5 
YTD 2015  94,000  +9.7 
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Airports of Deplanement (Top Five) 
Collier September 2015 
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 2014 51.2% 
 2015 52.1% 
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Visitor Perceptions 
Collier September 2015 
 

• 96.8% 
Satisfaction 97.4%  

• 92.9% 
Would Recommend 91.6% 

• 16.3% 
More Expensive 17.8% 

• 89.3% 
Plan to Return 90.6% 

 2014 2015 
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Average Age/Median Income 
Collier September 2015 
 

• 46.8 
Average Age (years) 47.4  

• $144,186 
Median HH Income $150,379 

 2014 2015 
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Executive Summary 
Collier September 2015 
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Visitor Metrics 

 This September, a record 94,000 visitors stayed in 
Collier’s commercial lodgings (+9.7%).  Their visits 
contributed an estimated $77,426,700 of economic 
impact to the County (+17.6%).  Key performance 
metrics are as follows: 
 

Collier September 2015 

September 2014 2015 % ∆ 

Occupancy 56.3% 64.2%  +14.0 

ADR $108.6 $121.2  +11.6 

RevPAR $61.1 $77.8  +27.3 
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Visitor Metrics 

 Some 56.7% of Collier lodging managers report their 
properties “three month forward reservations” as 
better than this time last year. 
 

Collier September 2015 

% of Properties (September) 
Reporting Reservations 2014 2015 

Up  66.7%  56.7% 

The Same  22.2  26.7 

Down        7.4  10.0 
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Visitor Metrics 
 Collier’s September visitation originates from the 

following primary market segments: 

Collier September 2015 

September Visitation 2014 Visitor # 2015 Visitor # % ∆ 

Florida 39,251  39,480  +0.6 
Southeast 5,142  6,016  +17.0 
Northeast 9,427  11,280  +19.7 
Midwest 6,684  7,050  +5.5 
Canada 1,457  1,692  +16.1 
Europe 18,854  22,842  +21.2 
Mkts. of Opp. 4,885  5,640  +15.5 
Total  85,700  94,000  +9.7 
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Transportation 

 Fully 52.1% of September patrons fly to reach 
the destination (2014:  51.2%).  A majority of 
these (54.8%) deplane at RSW, while Miami 
captures some 26.8% of deplanements. 

Collier September 2015 
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Party Size/LOS 

 The typical visitor party includes an average of 2.5  
travelers who stay for 3.6 nights in the Naples, 
Marco Island, Everglades area.   

 

 Some 42.6% of Collier’s September visitors are in 
the destination for the first time (2014: 40.5%).  

Collier September 2015 
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Information 

 
 Fully 94.1% consult the web for trip information, 

and some 82.3% make bookings for their trip 
online.   

Collier September 2015 
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Satisfaction/Demographics 
 
 The vast majority (97.4%) are satisfied with their 

Collier stay, with 90.6% planning a future trip to 
the area (2014: 89.3%). 
 

 This month, the typical visitor is older (2014: 
46.8 years of age;  2015:  47.4 years of age), and 
commands a median household income of 
$150,379 (2014:  $144,186). 

 
 
 

Collier September 2015 
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ADVERTISING REPORT 

Paradise Advertising & 
Marketing, Inc.  
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Weather.com Spring/Summer results 

Half Page Adapter Unit 
 
Delivered over  
3.3 million impressions 
 
7,583 total clicks 
 
Click thru rate of .23% 
 
Industry standard: .09% 
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Mobile Geo-Targeted Ads 
 
722,222 Impressions served 
 
5,189 clicks 
 
Click thru rate: .72% 
 
Industry standard CTR: .30% 
 

Weather.com Spring/Summer results 
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Sojern Traveler Platform results  
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Sojern Traveler Platform results 
October 26, 2015 
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Sojern Traveler Platform results 
Overall Impressions Delivered: 1,833,079 

Overall clicks: 3,237 
Cumulative CTR: .18% 

Industry standard: .10% 
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CME Group Tour Championship Spectator Guide October 26, 2015 
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CME Group Tour Championship banner ads 
October 26, 2015 
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National Public Relations Update 
TDC Meeting 

Services conducted from  
September 11- October 13  

 
October 26, 2015 
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Media Highlights 
 

 
 

DESTINATION WEDDINGS & HONEYMOONS 
Circ: 175,000 
Media Value: $13,340 
Destinaion Overview 
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Media Highlights 
 

 
 

GOODLIFE MAGAZINE 
Circ: 51,018 
UMV: 10,000 
Media Value: $8,380 
Destination Overview 
Cover of magazine,  
4-page color spread 
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Media Highlights 
 

 
 

USA TODAY 10 BEST 
UMV: 899,651 
Media Value: $5,998 
Best Destination for Luxury 
Travelers 
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Media Highlights 
 

 
 

TRAVEL WITH KAL 
Listener: 20,000 
Interview with Jack Wert on 
September 22 
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Media Highlights 
 

 
 

STYLE & SOCIETY 
UMV: 2,190 
Stone Crab Festival 
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Activities 
Group Visits: 
 

 FASHION FAM 
• November 5-8 
• Accommodations at 

Naples Grande Beach 
Resort 

• Working w/ restaurant 
partners  

• Focus on fashion, 
approachable luxury 
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Activities 
MEDIA OUTREACH SAMPLING: 

 Atlanta Magazine 
 Brides 
 Boston Herald 
 Charlotte Observer 
 Departures 
 Destination Weddings & Honeymoons 
 Goodlife Magazine 
 Lake Norman Magazine 
 New York Times 
 Robb Report 
 Shermans  Travel 
 Travel with Kal 
 USA Today 
 U.S. News & World Report 
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LHA Social Media Support 
Agency social media efforts  

• 6 LH&A Tweets  
• 2 LH&A Facebook posts 

 Value Blasts inclusion 
 Recent coverage 
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CVB Social Media Highlights 
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CVB Group Visit Projects 

• Group visit to cover Lake Trafford  
restoration and bass fishing for  
Florida Game & Fish magazine 
 

• Press FAM from India with VISIT FLORIDA 
 

• Fashion & Luxury FAM with LHA 
 

• Joint Brazilian Press FAM  
with Palm Beach County 
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CVB Activity Highlight 

• Attended Taste of Emeril Event 
 St. Pete with VISIT FLORIDA 
 Attended by many food writers  

attending nat’l conference 
 Chef Vincenzo Betulia cooked 
 Detailed culinary info to VF to  
      use in follow up 
 Working on a Naples restaurant  
      story already with Tampa Bay 
 times as a result of meeting 
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TOURIST TAX COLLECTIONS  

    Collier County Tax Collector 
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WEB SITE ANALYTICS 

Miles Partners, Inc.  
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Website Measurement 
Dashboard 
 

September 2015 Activity LM %ch LY %ch YTD 
%ch 

Engagement LM %ch LY 
%ch 

Visits 41,788 36,066 16% 23,060 81% 388,017 4% Avg. Time on Site 01:42 01:41 0% 02:14 -24% 
Page Views 98,104 85,197 15% 71,301 38% 972,639 -4% Bounce Rate (Total ) 64.3% 62.0% 4% 52.7% 22% 
Unique Visitors 35,239 28,682 23% 19,957 77% 323,020 1% Bounce Rate (Homepage ) 36.1% 42.5% -15% 39.6% -9% 

Activity Visualization YTD Activity 
120,000 1,200,000 

100,000 1,000,000 

80,000 800,000 

60,000 600,000 

40,000 400,000 

20,000 200,000 

0 Visits Unique Visitors Pageviews 0 Visits Unique Visitors Pageviews 

September 2015 41,788 35,239 98,104 2015 429,805 358,259 1,070,743 
September 2014 23,060 19,957 71,301 2014 409,884 344,426 1,113,958 
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Website Measurement Dashboard 
 
September 2015 
 

 
Visits over Time 
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Direct/None Referral Organic Campaigns 

Traffic by Me dium 
13% 31% campaigns 

21% organic 

referral 
35% (none) 

Medium Visits Bounce Rate 

campaigns 12,979 70.3% 
organic 14,316 52.8% 
referral 8,497 72.0% 
(none) 5,512 70.3% 

Sources of Traffic 
Source / Medium Visits
 Bounce Rate 
google / organic 12,973 53.2% 
(direct) / (none) 5,512 70.3% 
m.facebook.com / referral 4,617 88.2% 
Collinson_4-20-15 / Banner 3,947 86.2% 
MNI-Ad_4-20-15 / banner 2,723 90.6% 
google / cpc 1,284 37.8% 
interfuse / email 986 47.5% 
Weather.com_4-20-15 / Video 926 87.2% 
electronic-stats / email 778 17.0% 
facebook.com / referral 761 74.8% 
yahoo / organic 735 49.8% 
bing / organic 459 49.2% 
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Website Measurement 
Dashboard 
 
September 2015 

Visits by Day 
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Signals of Intent to Travel 
Goal Completion Rate (Total SITs/Pageviews) 

LM LY 
10.71% 14.43% 19.23% 

Instances LM %ch LY %ch 

Guide Orders 856 1,098 -22% 803 7% 
Newsletter Signup 552 1,699 -68% 324 70% 
Deals Page Views 2,081 1,901 9% 2,532 -18% 
Hotels & Rentals Listings Views 3,847 3,738 3% 4,894 -21% 
eBook Views 158 127 24% 33 379% 
BookDirect Widget Searches 1,802 2,789 -35% 2,428 -26% 
BookDirect Click-Throughs 1209 945 28% 2,700 -55% 
Total 10,505 12,297 -15% 13,714 -23% 

Traffic by Device Category 
19% 

 
 

39% 

42
% 

desktop 

tablet 

mobile 

Visits Pgs./Visit Bounce Rate Time on Site 

desktop 17,620 3.01 52.6
% 

02:28 

mobile 16,057 1.67 74.8
% 

00:57 

tablet 8,085 2.24 69.0
% 

01:29 Most-Viewed Pages 
Pageviews Bounce 
Rate 

/discoveryourparadise 12,198 85% 
/ 8,26

9 
36% 

/media_center/news_releases/naples_on_florida_ 6,46
8 

85% 

/listings/events 5,79
2 

24% 

/major_annual_events 2,74
8 

39% 

/listings/hotels_and_rentals 1,84
0 

64% 

/attractions 1,63
7 

37% 

/guide 1,38
4 

41% 

/listings/events?view=results 1,37
9 

47% 

/listings/events?datefilter=weekend 1,11
1 

75% 

/map 923 77% 
/listings/events?datefilter=month 739 25% 
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Website Measurement 
Dashboard 
 
September 2015 Referring Domains 

Visits Bounce Rate 

m.facebook.com / referral 4,617 88.2% 
facebook.com / referral 761 74.8% 
track.etrack-online.com / referral 440 27.1% 
cityofmarcoisland.com / referral 317 34.7% 
floridatravellife.com / referral 150 38.0% 
snapsurveys.com / referral 140 85.0% 
l.facebook.com / referral 125 69.6% 
naplesgov.com / referral 115 18.3% 
travelzoo.com / referral 95 41.1% 
colliergov.net / referral 94 44.7% 
stonecrabfestival.org / referral 78 30.8% 
nhgcc.com / referral 74 81.1% 
t.co / referral 61 75.4% 

Visits By Geography 
City Visits LM %ch LY 
%ch 
Miami 1,623 990 64% 239 579% 
North Naples 1,541 935 65% 813 90% 
Naples 1,413 1,026 38% 917 54% 
Miami Beach 1,244 903 38% 145 758% 
Orlando 1,006 732 37% 315 219% 
Tampa 889 903 -2% 149 497% 
New York 820 680 21% 914 -10% 
St. Petersburg 726 521 39% 161 351% 
Jacksonville 724 540 34% 144 403% 
Golden Gate 600 358 68% 292 105% 
Lely Resort 531 350 52% 245 117% 
Chicago 429 344 25% 233 84% 
Marco Island 422 518 -19% 261 62% 

Visits By Geography 
State Visits LM %ch LY 
%ch 
Florida 23,516 19,408 21% 8,934 163% 
New York 1,512 1,174 29% 1,482 2% 
Illinois 1,077 769 40% 737 46% 
Texas 764 782 -2% 482 59% 
Ohio 761 578 32% 505 51% 
Georgia 740 1,612 -54% 536 38% 
New Jersey 721 556 30% 559 29% 
Pennsylvania 721 524 38% 595 21% 
Massachusetts 708 410 73% 566 25% 
California 689 520 33% 458 50% 
Indiana 631 246 157% 265 138% 

Visits By Geography (Visits to U.S. Site) 
Country Visits LM %ch LY 
%ch 
United States 37,643 32,177 17% 19,401 94% 
United Kingdom 1,086 1,069 2% 991 10% 
Canada 752 626 20% 654 15% 
Germany 430 413 4% 774 -44% 
Brazil 308 293 5% 124 148% 
Argentina 104 69 51% 54 93% 
India 86 106 -19% 76 13% 
Italy 76 65 17% 51 49% 
Switzerland 70 55 27% 105 -33% 
Sweden 64 63 2% 54 19% 
France 60 62 -3% 55 9% 

October 26, 2015 
Marketing Partner Reports 9 a-g 

63 of 78



Website Measurement Dashboard 
 

September 2015 
 
 

CAMPAIGN RESPONSE 

12,979 31% 
TOTAL RESPONSES OF TOTAL VISITS 15,197 

LAST MONTH 
2,953 

LAST YEAR 

44% 
OF TOTAL VISITS 

13% 
OF TOTAL VISITS 

Campaigns 
Name Visits LM %chg Pgs/Visit Bounce Rate Time on Site 

Discover Your Paradise - Spring 2015 8,155 12,175 -33% 1.2
3 

86.8
% 

00:2
4 

Discover Your Paradise 841 997 -16% 2.4
7 

61.2
% 

01:5
4 

City & County - Exact & Phrase 787 0 100% 5.2
6 

32.9
% 

04:1
0 

etechtrack 778 0 100% 2.8
4 

17.0
% 

02:3
6 

discover your paradise 775 19 3979% 2.2 59.1
% 

02:0
0 

Stone Crab Festival 2015 539 0 100% 1.3
8 

47.7
% 

00:4
9 

Paradise Coast Meetings Sept 406 56 625% 3.7
3 

22.2
% 

04:0
9 

Paradise Coast Meetings 137 230 -40% 2.9
1 

32.9
% 

03:1
3 

Consumer Interest Inventory e-blast 129 999 -87% 2.7
3 

25.6
% 

02:3
0 

Paradise Refined 72 127 -43% 2 77.8
% 

00:5
3 

Paradise+Refined 62 266 -77% 1.8
4 

38.7
% 

00:4
9 
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DIGITAL/SOCIAL MEDIA MARKETING   

Paradise Advertising & Marketing, Inc.  
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P A R A D I S E  

PARADISEADV.COM 

EARNED CONSUMER EMAILS 

Monthly Performance 
 
As we’ve been seeing in recent months for the Earned Consumer Emails, the Video gif and “Stay” button received the high 
clicks, (8.06% and 8.28% respectively), but the highest clicks are attributed to the “read more” button for the Stone Crab Festival 
Event with 15.47% of all clicks. The click-through rate is lower this month, possibly due to the niche message in this Escape.  
 
Highlighted stats represent the earned consumer email. 

16.44% 

OPEN RATE 

10.03% 

CTR 

GOAL 
 JAN FEB 

MAR 
 
 

APR MAY JUN JUL AUG SEP OCT NOV DEC TOTAL 

Quantity Distributed 21,640 21,993 22,552 23,659 23,991 24,133 24,268 25,264 25,291 212,791 

Open Rate 16.27% 13.07% 16.73% 15.64% 16.05% 15.28% 16.07% 16.21% 16.44% 15,75% 

Click-Thru-Rate 18.64% 17.41% 15.81% 15.50% 14.75% 13.49% 12.12% 13.92% 10.03% 14.63% 

RESULTS DELIVERED 
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P A R A D I S E  

PARADISEADV.COM 

PAID CONSUMER EMAILS 

Monthly Performance 
 
 
For the paid consumer email, open rate has remained constant over the past several months. Consistent engagement shows 
that the emails are reaching the targeted demographic and resonating with potential visitors. 
 
Highlighted stats represent the paid consumer email. 

15.73% 

OPEN RATE 

1.94% 

CTR 

GOAL 
 JAN FEB 

MAR 
 
 

APR MAY JUN JUL AUG SEP OCT NOV DEC TOTAL 

Quantity Distributed 50,000 50,000 50,000 50,000 50,000 50,000 50,000 50,000 50,000 450,000 

Open Rate 15.71% 16.21% 16.55% 15.72% 15.52% 15.62% 15.56% 15.45% 15.73% 15.79% 

Click-Thru-Rate 1.80% 1.64% 1.82% 1.60% 1.82% 1.63% 1.29% 1.80% 1.94% 1.7% 

RESULTS DELIVERED 

GOAL 
 JAN FEB 

MAR 
 
 

APR MAY JUN JUL AUG SEP OCT NOV DEC 

Quantity Distributed 100,000 n/a n/a n/a n/a n/a n/a n/a n/a 

Open Rate 16.38% n/a n/a n/a n/a n/a n/a n/a n/a 

Click-Thru-Rate 1.8% n/a n/a n/a n/a n/a n/a n/a n/a 

PAID GOLF EMAIL 
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P A R A D I S E  

PARADISEADV.COM 

MEETINGS EMAILS 

Monthly Performance 
 
Both open rates and click throughs on paid and earned emails have remained steady over the past few months hovering at 
slightly higher averages than the beginning of the year. Our paid emails are performing as expected with the most frequent links 
to paradisecoast.com/meetings.  
 
Highlighted results are the earned meetings email. 

16.33% 

OPEN RATE 

4.02% 

CTR 

GOAL 
 JAN FEB 

MAR 
 
 

APR MAY JUN JUL AUG SEP OCT NOV DEC TOTAL 

Quantity Distributed 3,762 4,066 4,066 4,031 3,990 3,929 3,891 3,844 4,288 35,867 

Open Rate 14.89% 13.18% 13.28% 16.09% 14.19% 15.56% 14.61% 13.65% 16.33% 14.64%% 

Click-Thru-Rate 5.50% 6.35% 6.30% 5.06% 6.69% 5.33% 5.58% 5.05% 4.02% 5.54% 

EARNED RESULTS 

GOAL 
 JAN FEB 

MAR 
 
 

APR MAY JUN JUL AUG SEP OCT NOV DEC TOTAL 

Quantity Distributed 252,751 22,798 156,754 22,798 8,372 161,213 28,227 1,030 64,134 718,077 

Open Rate 16.20% 14.73% 15.90% 9.87% 16.8% 14.6% 11.20% 13.20% 9.33% 13.54% 

Click-Thru-Rate 2.30% 1.73% 1.70% 1.23% 1.9% 1.8% 1.12% 1.26% 0.93% 1.55% 

PAID RESULTS 
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P A R A D I S E  

PARADISEADV.COM 

SOCIAL MEDIA: TWITTER 

Monthly Performance 
 
Overall our Twitter accounts continue to grow and we look forward to seeing improvement with our smaller, more niche handles 
as we move forward with even more targeted content creation. Multiple Twitter chats took place in September which drove high 
impressions and new follower growth.  
 
We continue to see Twitter chats as a great opportunity to connect with travel bloggers and influencers. Additionally, we’re able 
to share stories of Paradise Coast from the eyes of the visitor through user generated content. Followers enjoy being highlighted 
on our page and love the authenticity of this content. 
   
 

38M 

TOTAL IMPRESSIONS 

1.2K 

TOTAL UNIQUE USERS 

GOAL 
 JAN FEB 

MAR 
 
 

APR MAY JUN JUL AUG SEP OCT NOV DEC TOTAL 

15,000,000 Impressions 894,300 1,200,000 2,300,000 765,800 606,300 16,900,00
0 887,600 11,200,00

0 
2,900,00

0 37,654,000 

3,000 Unique Users 130 125 150 102 116 165 100 157 140 1,185 

1,000 New Followers 329 314 302 307 302 303 306 256 436 2,855 

16,000 Interactions 236 264 277 191 195 339 179 254 261 2,196 

3,500 Website Visits 127 112 106 225 62 46 67 63 111 919 

RESULTS DELIVERED 

2.9K 

TOTAL INTERACTIONS 

7.8K 

TOTAL FOLLOWERS 
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FULFILLMENT SERVICES 

Phase V  
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Live Chat by Topic 
September 2015 
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THANK YOU 

  Questions? 
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