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Amelia Island Tourism Development Council
Monthly Taxable Collections

AMELIA ## ISLAND

TOURISY DEVELOPMENT COUNCIL

Actual Octob N b ] January February | March April 1 May | June July | August | September FY Total
FY 2010 $3,824,925 $4,127,108 $3,061,087 $3,872,714 $7,180,869 $7.250,176 $6,771,684 $9,192997|  $11,420,967,  $6,161,037  $4,134,125 $69,661,357
FY 2011 $5,117,877 $3,146,563 $3,057,380 $4,477,079 $8,042,178 $9,089,680 $7,348,455 $9,319,735| $10,455,155 $5,316,503  $4,709,634| $72,970,966
FY 2012 $5,873,108 $4,083,078 $2,732,955 $4,600,703 $9,471,861 $8,896,159 $7,524,447 $9,654,444| $10,416,601 $6,309,424  $5,300,489 $78,088,012
FY 2013 $5,993,912 $4,252,420 $3,744,771 $5098560  $10,724,414  $10,388,492 $9,925,245 $11,911,552 $12,710,654 $8,008,306  $6,817,183 $93,523,687
FY2014 $7,475,837 $6,034,530 $5,565,360 $6,515,370  $12,374283  $12,550,221 $12,039,768 $12,963,890 $14,986,010 $9,814,050  $7,623,141 $112,108,878|
FY2015 $8,825,683 $6,296,108 1,284 $6,116,785 $8,198,680  $13,685610  $13547,538 $12,378,353 $14,913,734 $16,387,766  $10,972556  $9,427,872|  $124,124,387
FY2016 $9,071,000 $7,228,216 $6,394,566 $6,789,618 $8,508,848  $15,822,132  $13,706,888 $12,461,791 15,209,784 $17,501,019  $10,522,990 $10,223,465 $133,440,316
FY2017 $8,004,857 $7,920,339 $6,228,205 $7,028,403 $9.634,435  $16,040,637  $15,611,677 $13,478,363 $15,698,386 $18,932,545  $10,027.764|  $7,354,342 $135,959,952
FY2018 $10,033,381 $7,804,652 $6,726,088 $7,507,735 $9,731,687  $17,354,427  $15,246,878 $14,076,436 $17,129,696 $18,306,670  $12,131,307| $10,292,877 $146,341,834
FY2019 $12,155,507 $8,765,734 $6,823,561 $7,949,841  $10,779,734  $19,202,124  $16,298,866 514,585,578 $17,510,133 $20,523,960 $9,060,000  $7,771,180 $151,426,218
FY2020 $10,128,614 $0,388,756 $7.419,955 $8,780,542]  $10,934,638)  $11,241,038 $1,562,200 $5,870,100 $14,996,600 $16,680,000  $11,320,940  $9,720,000|  $118,052,382
% Change -16.67% 7.11% 8.74% 10.56% 1.44% -41.46% -90.42% -59.75% -14.35% -18.73% 24.96% 25.08% -22.04%
FY2020 Projected $12,000,000 $9,000,000 $7.500,000 $6,500,000  $11,000,000|  $19,000,000]  $17.000,000 $14,500,000 $17,883,120 $20,000,000 $9,000,000/  $8,500,000 $151,883,120
FY2020 Actual $10,128,614 $9,388,756 $7.419.955 $8,789,542  $10,934,638]  $11,241,038 $1.562,200 $5,870,100 $14,996,600 $16.680,000  $11,320,940|  $9,720,000 $118,052,382
% Change -15.59% 4.32% 1.07% 35.22% -0.59% -40.84% -90.81% -50.52% -16.14% -16.60%] 25.79% 14.35% -22.27%
YTD T |
FY2019 $12,155507]  $20,921,241  $27,744.802| $35694,643  $46,474,377| $65676,501  $81,975,367 $96,560,945  $114,071,078 $134,595,038) $143,655,038| $151.426,218 $151,426,218
FY2020 $10,128.614]  $19517,369  $26,937,324|  $35726,866  $46,661,504] $57.902,542  $59.464.742 $65,334,842 $80,331,442 $97,011,442| $108,332,382| $118,052,382 $118,052,382
% Change -16.67% 6.71% 2.91% 0.09% 0.40% -11.84% -27.46% -32.34% -29.58% -27.92% 24.59% -22.04% -22.04%
Bed Tax B ] N
FY2019 $607,775 $438,287 $341,178 $397,492 $538,987 $960,106 $814,943 $729,279| $875,507 $1,026,198 $453,000 $388,559 $7,571,311
FY2020 Projected _ $600,000( $450,000 $375,000 $325,000 $550,000 $950,000 $850,000 $725,000 $894,156 $1,000,000 $450,000 $425,000 $7,594,156
FY2020 Actual $506,491 $464,756 $368,909 $429,206 $548,288 $560,487 $78,110 $293,505 $749,830 $834,000 $566,047 $486,000 $5,885,630
-16.66% 6.04% 8.13% 8.0% 1.7% -41.6% 90.4% -59.8% 14.4%)| 18.7%] 25.0% 25.1% -22.3%
FY2020 YTD $506,491 $971,247 1,340,156 $1,769,362 $2,317,651 $2,878,138 $2,956,248 $3,249,753 $3,999,583 $4,833,583 $5,399,630  $5,885,630
FY2015 124,124,387 ;
AL Monthly Trend
FY2016 133,440.316] . | 5160000000 $146,341,83¢ $151,426,218 onthly tre
FY2017 135,959,952| | o $133,040,316 $135,959,952 L
FY2018 146,341,834] |, | sianoo0000  $124,124,387 s110,052,382 |
FY2019 151,426,218[ ]
FY2020 118,052,382| | ‘12000000
“ $100,000,000 L
$89,000,000 i I
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Ametia Island Bed Tax By Type FY2020

E3E) 808

582% § 13017033
373 5 1410773
427 S 474,059
421% S 1092540
452% §  28803,101

430% §  1,200740

JUNE
Powwntisl __ Actal _ Occ Sales Pt Bad Tan
628 2.850 2] 12% § 6,73 04% § 337
Hotel 35,160 5083 WSS 914782 586% § 45,739 373,
Property Managsment 51600 4468 B6% 5 509274  326% § 25.464 28434 563% S 7872214
Single Family 2310 1158 E01% S 81,825 52% 4091 1183 487% S5 385822
Condo 5610 2 68% § 42532 32% § 2480 3909 €52% § 1072213
TOTAL B7620 11125 114% § 1562200 100.0% § 78,110 [XFIT) B44% S 14996619
JuLy SEPTEMBER
Type Polentisl  Actual __Occ Sales Pet Bed Tax Actust _Occ Salen
) 2045 1018 366% 5 410647 36% § 20,52 oo S 05 5,630 1928 327 § | €s8671 20% 5 32784
Hotel 36821 18263 A95% § 5064162 447 S 253208 v S oot 71812 MBT0  472% S DO0RZIT 402 S 450464
Propenty Management 52855 32550  616% 5 6,753384  662% § 487660 . oD $ 00% GO0 S4765  S17% 5 15970480  71.2% S 796524
Singlo Famiy 2604 173 €68% § 503,182 a4% s 25150 195 S 16314 e $ oo 5208 3074 S0 S 8462 AT S 41473
Condg 6324 4TI 746% S 118)38) 105% § 59 560 a5% § 29371 vy § 00%s 1241 7881 €34% $  1.I7B78  7.9% §  BESMD
TOTAL 01643 58388 5/4% § 1652756 1405 §  B40,18 755% § 06047 VRS [ 0301 10050 435% § 28243607  125.0% § 1412185
Type Potential __Acwa) __ Occ Sales
BED 31050 0547 300w § 2670775
Hots) 32810 181056  46.6% § 44,961,068
Property Managoment | 571261 23524 A12% § 52476223
Snglo Famdy 25570 13750  §38% § 2650554
Condo 62000 25103  464%. S 5472843 51% 8 27632
TOTAL TOBA 491 470840 434% § 108235060  100.0% §  BAIN7E8
FY 2019 TOTAL
$ RevPAR
BEGS
664%
1% s25%
148.91%
2658%
a4
FY 2018 TOTAL
Pet
206% §
s18%
s17%
50.7%

4,178,316
57,781,154
57,067,781

1472616

3.341,026

FY 2014 TOTAL
T Polentisl __Acusl __ Occ Sales Pet Bod Tax ADA__RevPAR
BAB 37842 16951 MB% §  JBNTA 35§ 155733] S22905 S10268
Hole) 400608 299841  748% §  5901,939  48.1% S 2156078 S17977 $13452
PropertyManagement | 537,109 280061  S2.1% § 49,247,081 awan s 19986 SR sme
Single Famlly 14400 GOfA  418% $  1,306310 1208 52252 s21707 39072
Condo 2.195.697 %




2. Research




RESEARCH DATA SERVICES, INC.

4520 WEST OAKELLAR AVENUE, #13169
TAMPA, FLORIDA 33611
TEL (813) 254-2975 « FAX (813) 223-2986

Amelia Island Calendar Year
Third Quarter 2020 (Jul. — Sep.)
Visitor Profile Dashboard

AMELIA'& ISLAND

Prepared for:
Amelia Island Tourist Development Council

Prepared by:
Research Data Services, Inc.

Research@ResearchDataLLC.com
October 21, 2020

-/ market research+

!nos Research Data




Amelia Island Visitor Profile | CY Q3 2020 (Jul. - Sep.)

Fiscal Year (Oct. - Sep.) CY Third Quarter (Jul. - Sep.) **
H/M/c/c* % A %A
Visitor Stats FY 2019 FY 2020 19/°20 2019 2020 19/'20
Visitors (#) 692,100 550,500 | -20.5 173,500 147,500 -15.0
Direct Exp. ($) $527,517,700 $402,123,000 | -23.8 $132,033,500 $107,037,400 -18.9
,T,::: c'ic(‘;') $694,055,100 $529,073,300 | (k13157 | $173,716,500 $140,829,100 (k: 1.3157)

* Visitors staying in commercial lodging subject to the resort tax (hotel/motel/condo, etc.)

** Third Quarter 2019 tourism was significantly impacted by the threat of Hurricane Dorian somewhat mitigating COVID-19 impacts
reported in the Third Quarter of 2020.

CY Q3 2020 Visitor Origin Distribution (%)
CY Q3 Economic Impact

$173,716,500

$180,000,000 "
$160,000,000 4 41,683,000 $140,829,100
$140,000,000
$120,000,000 33,791,700
$100,000,000 -
$80,000,000
132,033,500
$60,000,000 - 107,037,400
$40,000,000
$20,000,000
50 4 e s o
CY Q3 2019 CY Q3 2020
H Direct Exp. Indirect/Induced Total Eco. Impact = Florida # Southeast = Northeast
= Midwest Opp. Mkts
Fiscal Year (Oct. - Sep.) CY Third Quarter (Jul. - Sep.)
2019 2020
%0 # of # of %4
Visitor Origins FY 2019 FY 2020 19/°20 Visitors Visitors ‘19/°20
Florida 149,088 139,906 -6.2 40,946 46,168 +12.8
Southeast 273,153 249,476 -8.7 81,545 87,173 +6.9
Northeast 105,653 67,945 -35.7 17,524 5,015 -71.4
Midwest 96,045 59,103 -38.5 17,177 5,752 -66.5
Foreign * 37,834 13,547 -64.2 9,889 0 -100.0
Opportunity Mkts 30,327 20,523 -32.3 6,419 3,392 -47.2
Total 692,100 550,500 -20.5 173,500 147,500 -15.0
* Amelia Island’s CY Q3 2020 foreign visitation was too small to measure.
) (o
1 | © copyright 2020. | PcD-1-10.21.20 G’S- Research Data




Amelia Island Visitor Profile | CY Q3 2020 (Jul. - Sep.)

2

Occupancy and ADR (STR} ** July August September
Occupancy 2020 57.3% 47.8% 49.6%
Occupancy 2019 * 83.8 64.2 54.4
A % Occ. (‘19/'20) -31.6% -25.4% -8.8%
ADR 2020 $259.41 $221.17 $218.08
ADR 2019 * 275.82 221.52 202.09
A % ADR (‘19/°20) -6.0% -0.2% +7.9%
RevPAR 2020 $148.75 $105.83 $108.26
RevPAR 20191 231.11 142.14 110.01
A % RevPAR (‘19/'20) -35.6 -25.5% -1.6%
** Source: Smith Travel Research; T 2019 Update
Occupancy (STR)
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Tourism Activity Report

July 2020

Mission Statement

Created by the Nassau County Board of County Commissioners in 1988, the Amelia Island Tourist Development
Council (AITDC) oversees the development and marketing of Amelia Island as a world-class tourism destination.
As provided by Florida law, the AITDC is responsible for the expenditure of revenues received from the levy and
imposition of the tourism development tax.

The goals of the AITDC are to generate visitation to Amelia Island and its attractions/special events, thereby
increasing tax revenues, including sales taxes and those imposed on the hospitality industry. In turn, those tax
revenues may be used to improve the quality of life for the citizens of the community, provide support for beach
re-nourishment, and ensure a viable hospitality industry.

The key focus areas of Amelia Island TDC are:

Events & Promotions: Marketing: Public Relations:

« Writers

« Coverage

» Press Releases
« Promotions

- Visitor Services « Strategy
» Conferences/Meetings « Advertising
 Travel Trade Shows » Content/Social
« Events » Website

» Collateral

Events & Promotions

Visitor Services

o AMELIAISLAND WELCOME CENTER: reopened Wednesday, May 13, 2020

o COVID-19 Safety Measures: Plexiglass partition at front desk, 6 ft social distancing markers on floor,
employees required to wear masks and check temperature before each shift, hand sanitizer available for
employees, distributing masks and hand sanitizer to visitors, restricting visitor access to brochure
information by preparing handouts with area information. Posting signs about safety requirements and
masks requirements. Disinfect doors handles and public surfaces hourly. Distribute Covid-19 kits to
businesses. Post signs and distribute masks to public.

o Operations: Prepare welcome packets for meetings and tours, check hotel availability, assist visitors with
area information, dining and hotel reservations. Attend trade shows. Prepare research reports.

o July number of visitors - 1306



= = - Tourism Activity Report

Conferences/Meetings

Visit from Don Welsh, Destinations International CEO

Ongoing work with Cvent and Al Website on RFP’s

Monthly Florida’s First Coast of Golf meeting

Main Street board and organization meetings

Regular calls with Silvertech, Hayworth, Star Mark, My Agency

Webinars on COVID-19 Research and Marketing with Destinations International, US Travel, Visit Florida,

Conversant, Destination Florida

o Participating in ongoing calls with Emergency Manageament as well as industry partners on the status of
COVID-19.

o RNC planning & development, meetings & conference calls

Partner meetings/calls/contact

o Research for CDME Certification through Destinations International

0O 0 0O 0 0O O

o}

Travel Trade Shows

o Alltravel and trade have been cancelled for the immediate future due to COVID-19.
All American Roadshow-coop with Visit Florida, virtual expo for domestic travel agents.
August Travel & Adventure show cancelled; registration rolled over to March show.
Various online webinars gearing towards the travel trade industry
Attended the virtual events industry expo Together Again

0O 0O 0O O

Events/Holidays
o Dickens on Centre & Holidays
o Discussion at July board meeting on status of festival-to be determined on August 26™ by
board.
Budget detailing, Site plan development, vendor contract reviews
Development of COVID-19 waiver
Talent (Bands & Actors) scheduling for 2020 Dickens on Centre
Vendor Application distributed
Research on virtual options for festival
= Holiday Lighting

o Republican National Convention

o RNC cancelled 30 days out - all contract with lodging partners cancelled
Meeting with Nassau County COFB partners
Coordinating communications between local parties, partners, Visit Jax, RNC, etc.
Reviewing potential marketing opportunities and needs
Review promotional opportunities and PR preparation with RNC committee and potential
media visits.

o Developing PR plan including potential crisis program

o Reviewed patriotic mark options for RNC promotional use; paused
o Concours d’Elegance - brainstorming call with team about potential programs and modifications for

2021 event and related promotions.

O 0O 0O 0O

O 0 0O
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Marketing

Operations

o Ongoing work on PO requisitions, tracking, invoice processing, P&P review, etc.

o Pending Destinations International DMAP accreditation; waiting on Policies and Procedures from BOCC

o Ongoing updates to digital signage system in Welcome Center using in-house management platform
OptiSigns.

o Planned and executed July AITDC Board Meeting and BOCC quarterly report

o Responding to Film Commission requests

o Executed partner survey on AICVB initiatives and services

Strategy
o Continuous execution and oversight of annual marketing plan
o Media planning & execution - paid media recovery program paused with Starmark.
o Continuous review, optimization and execution of Marketing Dashboard
o Working with Starmark on a recovery program including:
o Launched Moments creative campaign but paused paid media program in early July due to
increases in COVID cases.
o Finalized reporting on paused media programs
o Content and production support for ongoing campaign elements
o Support of chat-bot, social media messaging
Reviewing marketing analytics and arrival data with Arrivalist
Order new promotional stickers with local vendor, The Happy Sea
Updating partner advertising co-op programs
Reviewing options to host partner marketing training sessions this fall including Google business, Trip
Advisor, AICVB offerings, etc.

0O 0O O O

Website & Digital

o Approved SOW for refresh and optimization of website, including personalization overlay to be able to
target key visitor groups. Reviewed and approved best practices for Homepage design and primary
navigation.

o Continuous update of Calendar of Events

o Blogs - Turtles are Coming, 10 Reasons to Visit After Lockdown. Expanded itinerary blog program to
include Girls Getaway custom itinerary.

o Regularstatus calls and program management with SilverTech

o Relaunched consumer email blast program and developing content for late Q3 and ongoing eblast; revived
coop program with Ritz-Carlton, Amelia Island exclusive and Ocean Coast exclusive. Brand launch
featuring moments marketing campaign and positioning in dedicated brand email.

o Website refresh updates to site map, design scheme, content plans, etc.

o Optimizing digital tools including video platforms from Vimeo to incorporate Wistia; reviewing options for
UGC and DAM platforms for new FY, reviewing blog content and plan, etc.

Amelia Island Tourist Development Council
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International Marketing
o Efforts still paused in international markets.

Collateral

o Continuing distribution of collateral materials as lodging properties reopen.

o Reminders to partners to contact The Chamber who is contracted to handle distribution.

o Reviewing content for potential new collateral updates during slow period including nature brochure and
meeting planner pieces.

o Developed content for island wide beach brochure but placed on hold until County beach ordinance

finalized.
Social Media
FY20 Q1 Q2 a3 July
Total Impressions 6,889,120 7,130,133 17,679,650 3,811,156
Paid Impressions 1,642,351 2,386,940 10,400,235 5,523
Organic Impressions | 5,222,494 4,707,267 7,297,537 3,791,476
Page Fans 82,936 85,062 88,605 89,454
New Page Likes 1,240 2,527 4,109 1,044
New Page Unlikes 513 488 501 272
Post Likes 17,982 27,434 37,038 10,876
Post Comments 1,752 3,731 4,165 1,013
Post Shares 2,532 4,183 3,970 764
Post Reactions 17,993 27,448 45,173 12,653
Page Video Views 87,799 159,276 2,441,167 24,439
Video Paid Views 15,340 25,758 2,335,814 0
Video Organic Views 72,459 133,518 105,353 2,439

o Paid Social Media

July due to the local concern with the rise in COVID-19 cases.
o Organic Social Media

All paid social media was turned off on June 29" and remained turned off throughout the month of

¢ Theorganic marketing strategy performed well that spoke to the seven verticals. Atotal of 73
organic posts were published across Facebook, Instagram, Twitter, Linked In, & YouTube.

e Utilizing User Generated Content (UGC) was a major focus of the strategy for July as well as keeping
the Moments Campaign alive organically. Combining these efforts, a daily Moment of the Day
Instagram story featuring a UGC photo was created and began July 10. Supporting blog content to
pair with the Moment of the Day was also created. These efforts saw 29,761 impressions on
Instagram and continue to live on our page as highlight stories.
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COVID-19 Response

o

o O

0O 0O 0O OO0 0O 0O 0 O

Keeping updated on ongoing changes related to COVID-19 consumer pages and managed TDC website for
COVID-19 updates and resources

Updated consumer website to create a COVID-19 travel advisory page, homepage banner, homepage
button, business status update page/chart, etc.

Continuing to complete reporting to state and federal programs on employment and business figures to
help qualify for potential assistance programs

Ongoing communications of state and county executive orders to tourism industry partners

Working closely with tax collector office to facilitate communications to over 500 short term rental owners
Advocating to government officials on behalf in industry for crisis response programs from federal
government

Executed industry newsletters to tourism partners

Continued to manage online reporting form for lodging partners to submit daily lodging log as required to
comply with executive orders

Ongoing submissions of daily lodging logs to county manager to comply with executive orders

Continued to replenish 8 hand sanitizers stations & signage to place around the island in high traffic areas
Ongoing monitoring of social media, website inquiries and calls from consumers and industry partners
regarding travel

Ongoing adjusted forecast for TDT collections and re-budgeting for the remainder of the year.

Ongoing work to update business status charts for the COVID consumer page on Al.com

Updating COVID19 rack card for reprint

Helping communicate latest executive order changes to partners and consumers

Working with FRLA to help promote Seal of Commitment program

Updated rack card and printed for partner distribution

Developed and distributed social distancing kits for partners at no cost

Hired pirates to promote proper covid protocols downtown during July 4" weekend

Communications regarding face mask ordinances for County and City

Updated and distributed poster communications specifically on face mask requirements

Public Relations

Republican National Convention Activities

(@]

o
o]
o]
(o]

Team kickoff call to determine next steps

Put together next steps for approval.

Reached out to Visit Jacksonville for contacts.

Began reaching out to appropriate media to offer Amelia Island as a backdrop for coverage.
Provided reporter from WJXT with tourism quote in regard to the RNC.

Writers/Influencers

(o]
o

Connected with influencer Jaime Huffman, Charleston Blonde. Planned trip with the Omni.
Connected with writer Marissa Langford (Tampa Bay Magazine) for article inclusion.
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o Connected with influencer Ashley Jean of Moiralynn Blog, who had already planned a trip to the Omni.
Provided some additional activities and meals.

o Connected with influencer Braided Mom Blog. Planned trip, but she changed destinations last minute. Do
not recommend seeking further partnerships.

o Connected with influencer Lauren McGill of NYtoAnywhere, who had already planned a trip to Amelia
Island. Provided some additional meals and recommendations.

o Connected with influencer Savilla Mountain. She requested a hosted stay over July weekend and we asked
her to contact us again with tentative dates for shoulder season.

o Connected with influencer Guiomar Ochoa, writing for Hungry Little Travelers. Seeking accommodations
(Omni passed. No response from Residence Inn, Seaside Inn or Home2 Suites.)

o Connected Amy to writer Prachi Bhardwaj (MONEY) for interview opportunity.

o Connected with writer Harriet Baskas (NBC) for article inclusion.

Press/Outreach

o Created press release for new marketing campaign and distributed it to Florida, surrounding areas and
trade travel contacts.

o Created press release for #NassauSafe and distributed it to Florida, surrounding areas and trade travel
contacts.

o Created “micro-release” on outdoors in Amelia Island.

o Created Story Ideas press kit with COVID-19 friendly activities.

o Updated Things to Do press kit with COVID-19 friendly activities.

o Verified all 2020 press kits reflected Omni Amelia Island Resort (not Plantation).

o Provided images for possible slide show inclusion on Atlanta friendly road trips (WSB-TV).

o Provided information with destination reopening information (Forbes).

o Provided information on family-friendly road trip destinations (HARO Lead).

o Sentinformation to Gainesville stations on one-tank wonder stories.

Communication

o Assisted with COVID-19 requests.

o Provided sample itinerary on virtual desksides. Decided to pause initiative until Q4 or conditions improve.

o Provided activity report.

Promotions

o Working with SET Toyota and Florida Gators for FL/GA Weekend Giveaway. ERA/Beachside Motel has
backed out of stay.

o Seeking accommodations for SwimZip promotion that was paused in May.

o Forwarded relevant advertising opportunities to Amelia Island CVB.

Misc.

o Updated press releases on TravMedia.

Republican National Convention Activities - CANCELLED

o

Created suggested b-roll shots and image gallery.
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o Created RNC one-sheeter.
o Communicated with Communications Director regarding possible remote interview locations, story ideas,
etc.

Writers/influencers

Followed up with influencer Jaime Huffman, Charleston Blonde for blog reuse.
Connected with Liz Noftle for Select Registry feture

Connected with Leila Cobo with American Airlines magazine for visit and story.
Worked with Convention South for luxury conference destinations.

Reached out to freelance Terry Ward on potential visit.

Reached out to Jacksonville Mom for staycation story.

O 0 0O 00O

Press/Outreach

o Created “micro-release” on dog friendly places in Amelia Island.

o Created press release for Travel + Leisure Best of 2020 announcement. Distributed it to local, trade and
travel freelance contacts.

Began reaching out to partners on virtual deskside.

Updated hurricane Crisis Communication toolkit for the 2020 season.
Answered VISIT FLORIDA call for educational tourism opportunities.
Answered VISIT FLORIDA call for self-guided tours.

Answered VISIT FLORIDA call for Black-owned businesses.

Answered VISIT FLORIDA call for virtual experiences.

Answered VISIT FLORIDA call for luxury Florida.

Answered VISIT FLORIDA call for conic recipes.

Answered VISIT FLORIDA call for Florida state parks.

Provided information on summer safe activities (Forbes).

Provided information on spa protocols during COVID (Reader’s Digest).
Provided information on Sprouting Project (Business Insider).

O 0O 0O 0O O0OO0OO0OO0OO0OO0OO OGO

Communication
o Provided slide on PRO activity for board meeting.
o Provided activity report.

Promotions

o Working with SET Toyota and Florida Gators for FL/GA Weekend Giveaway. Seaside Inn agreed, but the
promotion was ultimately postponed.

o Reconnected with Residence Inn for SwimZip promotion that was paused in May.

o Forwarded VISIT FLORIDA radio promotion opportunities to interested partners. Amelia Island was not
chosen as the partner destination.

Misc.

o Updated press releases on TravMedia.
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August 2020

Mission Statement

Created by the Nassau County Board of County Commissioners in 1988, the Amelia Island Tourist Development
Council (AITDC) oversees the development and marketing of Amelia Island as a world-class tourism destination.
As provided by Florida law, the AITDC is responsible for the expenditure of revenues received from the levy and
imposition of the tourism development tax.

The goals of the AITDC are to generate visitation to Amelia Island and its attractions/special events, thereby
increasing tax revenues, including sales taxes and those imposed on the hospitality industry. In turn, those tax
revenues may be used to improve the quality of life for the citizens of the community, provide support for beach
re-nourishment, and ensure a viable hospitality industry.

The key focus areas of Amelia Island TDC are:

Events & Promotions: Marketing: Public Relations:

» Visitor Services » Strategy  Writers
» Conferences/Meetings « Advertising » Coverage
« Travel Trade Shows » Content/Social + Press Releases
+ Events » Website » Promations
« Collateral

Events & Promotions

Visitor Services

o AMELIA ISLAND WELCOME CENTER: reopened Wednesday, May 13, 2020

o COVID-19 Safety Measures: Plexiglass partition at front desk, 6 ft social distancing markers on floor,
employees required to wear masks and check temperature before each shift, hand sanitizer available for
employees, distributing masks and hand sanitizer to visitors, restricting visitor access to brochure
information by preparing handouts with area information. Posting signs about safety requirements and
masks requirements. Disinfect doors handles and public surfaces hourly. Distribute Covid-19 kits to
businesses. Post signs and distribute masks to public.

o Operations: Prepare welcome packets for meetings and tours, check hotel availability, assist visitors with
area information, dining and hotel reservations. Attend trade shows. Prepare research reports.

o August number of visitors - 850; 50 Wedding Bags Prepared.
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Conferences/Meetings

0O O O 0O O ©

Ongoing work with Cvent and Al Website on RFP’s

Special Events Committee - Dickens on Agenda

Monthly Florida’s First Coast of Golf meeting

Main Street board and organization meetings

Regular calls with Silvertech, Hayworth, Starmark, My Agency

Webinars on COVID-19 Research and Marketing with Destinations International, US Travel, Visit Florida,
Conversant, Destination Florida

Participating in ongoing calls with Emergency Management as well as industry partners on the status of
COVID-19.

Partner meetings/calls/contact

Destination FL board meetings

Travel Trade Shows

o Upcoming Connect Florida - Registration research, possible Co-op registration with Visit
Florida

o CVENT Connect Virtual Tradeshow

o Various online webinars gearing towards the travel trade industry

Events/Holidays

o Dickens on Centre & Holidays
o Launched vendor application on August 1
o Dickens on Centre festival footprint officially cancelled at board meeting
o Special Event Permit - reapplied and sent to Mr. Mullin’s office for review
o Reimagination of Dickens presented to the board and approved
= Visitwith St Nick
= Additional holiday lighting
= Introduction of Dickens Dining
= Entertainment and talent procurement
= Partner with Paisley Grace Design for Christmas Wish Tree
o Concours d’Elegance - brainstorming call with team about potential programs and modifications for
2021 event and related promotions.
Marketing
Operations
o Ongoing work on PO requisitions, tracking, invoice processing, P&P review, etc.

o}
o}

Pending Destinations International DMAP accreditation; waiting on Policies and Procedures from BOCC
Ongoing updates to digital signage system in Welcome Center using in-house management platform
OptiSigns.
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Planned and executed August AITDC Board Meeting and BOCC quarterly report

Responding to Film Commission requests

Ongoing work on FY20 budgeting and forecasting details for FY21 budgets based on revised TDT collections
and plans

Working with Clerks office on new budget codes for beach expenses

Strategy

@]
(@]

(o]

O O O O
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Continuous execution and oversight of annual marketing plan
Media planning & execution - paid media recovery program still paused with Starmark; working with select
publishers on a “lite” media plan focused on conversion driven KPis targeting travel intender and loyalists.
Continuous review, optimization and execution of Marketing Dashboard
Working with Starmark on new FY planning including media plans, persona journeys, creative development
including extensions of Moments campaign for vacation rentals, weddings and meetings, etc.
Reviewing marketing analytics and arrival data with Arrivalist
Organizing partner marketing training sessions for Google business with Miles
Organizing stock photo shoot for asset library for upcoming marketing needs
Focusing fall marketing efforts around fall offer programs
o Fall Deals - working with 20+ partners on fall deals being promoted through series of 4 eblasts
for hotels, inn, vacation rentals and resorts; supported with blog and social media
o Labor Day- promoting partner last minute Labor Day getaways through email and social
o Local Staycations - working with 20+ partners on offering local staycation deals to residents of
Nassau, Duval, St John and Camden counties. Promoted through flier shared with county
business contacts; created postcard mailing through USPS targeting Nassau County residents;
Created local Amelia Island swag bag to provide lodging partners booking any staycation offers
including local gifts as well as local offers across dining, shops and activities; Created collateral
piece supporting local offer extensions in shopping, restaurants and activities.
FY21 planning approach using a phased approach based on triggers related to COVID vs. calendars

Website & Digital

(o]

Finalized Homepage design and primary navigation and moved into Design and Testing phase to launch in
October.

Continuous update of Calendar of Events

Blogs - Fall Lodging Specials, Nature Lovers Getaway, New and Noteworthy Businesses. Expanded blog
program to feature a Guest Blogger from notable influencer, Jaime Huffman: 48 Hours in Amelia Island.
Regular status calls and program management with SilverTech

Relaunched consumer email blast program and developing content for late Q3 and ongoing eblast; revived
coop program with Ritz-Carlton, Amelia Island exclusive. Launched offer driven emails supporting End of
Summer Getaways targeting drive markets, and Last Minute Labor Day Deals broadly targeting total email
database.

Website refresh and updates to business listings, ongoing support of pandemic notifications and state
news impacting travelers.

Created landing page and email support around Social photo contest designed to encourage visitors to
share their own photographs of memorable Amelia Island moments past and present.
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o Built new landing pages supporting local lodging deals and extensions to local businesses around the
island.
o Reviewing digital tools to optimize video platforms including Vimeo and Wistia

International Marketing
o Efforts still paused in international markets.

Collateral

o Distributed 23 cases of collateral to tourism partners.

Reminders to partners to contact The Chamber who is contracted to handle distribution.

Scheduled Visitor Guide update process to begin Mid October with partners.

Reviewing content for potential new collateral updates during slow period including nature brochure and

meeting planner pieces.

o Developed content forisland wide beach brochure but placed on hold until County beach ordinance
finalized.

o Created 100 gift bags with partner gifts and discounts for Loco for Locals Campaign

o Delivered 44 gift bags, 2 per participating property, with remaining bags ready for distribution

o Updating historic district tour content for reprint in FY21.

o O O

Social Media
Fy20 Q1 Q2 Q3 July August
Total Impressions 6,889,120 | 7,130,133 | 17,679,650 3,811,156 2,538,186
Paid Impressions 1,642,351 2,386,940 10,400,235 5,523 1,297
Organic Impressions 5,222,494 4,707,267 7,297,537 3,791,476 2,528,764
Page Fans 82,936 85,062 88,605 89,454 89,910
New Page Likes 1,240 2,527 4,109 1,044 641
New Page Unlikes 513 488 501 272 175
Post Likes 17,982 27,434 37,038 10,876 11,039
Post Comments 1,752 3,731 4,165 1,013 740
Post Shares 2,532 4,183 3,970 764 801
Post Reactions 17,993 27,448 45,173 12,653 12,580
Page Video Views 87,799 159,276 2,441,167 24,439 1,959
Video Paid Views 15,340 25,758 2,335,814 0 0
Video Organic Views 72,459 133,518 105,353 2,439 18,149

o Organic Social Media

the reach per unique user is still outstanding against pace of last year.

Amelia Island Tourist Development Council

o Page Fans: Steady growth continues for our fan base on social media despite turning off paid.
o Page Impressions: Slightly decreased behind pace for impressions due to no paid media however,
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o Post Engagement: Holding steady with engagement across the board - fans are enjoying the
content.

o Video Views: Organic video content included moments campaign short videos with the goal of
keeping our current campaign at the top of mind for our followers.

COVID-19 Response

(@]

Keeping updated on ongoing changes related to COVID-19 consumer pages and managed TDC website for
COVID-19 updates and resources

Updated consumer website on COVID-19 travel advisory page, homepage banner, homepage button,
business status update page/chart, etc.

Ongoing communications of state and county executive orders to tourism industry partners

Working closely with tax collector office to facilitate communications to over 500 short term rental owners
Advocating to government officials on behalf in industry for crisis response programs from federal
government

Executed industry newsletters to tourism partners

Working with Nassau County CARES team on ideas to support local businesses

Communication

Writers/Influencers
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Planned visit for Leila Cobo with American Airlines magazine. Provided additional story elements.
Worked with freelance writer Terry Ward on potential visit with The Ritz-Carlton, Amelia Island.
Connected with Celeste Juarez (El Nuevo Herald / Miami Herald) on potential visit in October.

Connected with writer Carrie Bell on several story ideas, including microweddings and elopements.
Potential future visitin 2021.

Connected with Cheryl Grant (Freelancer) on story ideas for Florida hotel deals.

Connected with Sarah Lennon (Sew Sarah) on visit in October. Seaside Inn offered to host. Confirming
dates.

Connected with Jade Broadus on potential Florida's Ultimate Road Trip story. Awaiting deck.

Connected with Sandi Barrett (Freelancer) who previously visited. She wrote an article for Travel
Awaits.

Coordinated gift for viral Instagram https: //www.instagram.com/macairesmuse/ who mentions Amelia

Island in several travel pieces.

Press/Outreach

LY
&
&

Created press release for Shoulder Season. Distributed it to state, regional and travel freelance.
Revised micro-releases for pet-friendly Amelia Island and outdoor activities in Amelia Island.

Working with partners on virtual desksides.
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Provided information on learn remote/work remote programs (NBC News Online).
Provided information on The Ritz-Carlton, Amelia Island Field Trip Program (multiple publications).
Provided information on Florida bucket list activities (Trips to Discover).

Provided information on Travel + Leisure Best Islands list (Destinations Florida).
Provided information on micro-weddings (multiple publications).

Provided information on girls weekend (DanaBerez.com).

Provided information on wellness travel {Organics Spa).

Answered VISIT FLORIDA call for what’s new in the area.

Answered VISIT FLORIDA call for sustainable and affordable.

Answered VISIT FLORIDA call for wellness travel options.

Answered VISIT FLORIDA call for animal protection in travel.

Answered VISIT FLORIDA call for outdoor adventures.

Answered VISIT FLORIDA call for best beaches.

Communication

& Provided updated 2020-2021 PR Forecast.

& Drafted and submitted copy for use in weekly email newsletter.

& Provided activity report.

Promotions

& Working with VISIT FLORIDA on NY Daily News giveaway promotion. Amelia Schoolhouse Inn is
providing the stay and Amelia Kayak the activity.

Misc.

& Updated press releases on TravMedia.
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Mission Statement

Created by the Nassau County Board of County Commissioners in 1988, the Amelia Island Tourist Development
Council (AITDC) oversees the development and marketing of Amelia Island as a world-class tourism destination.
As provided by Florida law, the AITDC is responsible for the expenditure of revenues received from the levy and
imposition of the tourism development tax.

The goals of the AITDC are to generate visitation to Amelia Island and its attractions/special events, thereby
increasing tax revenues, including sales taxes and those imposed on the hospitality industry. In turn, those tax
revenues may be used to improve the quality of life for the citizens of the community, provide support for beach
re-nourishment, and ensure a viable hospitality industry.

The key focus areas of Amelia Island TDC are:

Events & Promotions: Marketing: Public Relations:

« Writers

» Coverage

+ Press Releases
» Promotions

« Visitor Services » Strategy
» Monthly Meetings » Advertising
» Travel & Trade « Content/Social
« Special Events + Website
« Collateral

Events & Promotions

Visitor Services

o AMELIA ISLAND WELCOME CENTER: reopened Wednesday, May 13, 2020

o COVID-19 Safety Measures: Plexiglass partition at front desk, 6 ft social distancing markers on floor,
employees required to wear masks and check temperature before each shift, hand sanitizer available for
employees, distributing masks and hand sanitizer to visitors, restricting visitor access to brochure
information by preparing handouts with area information. Posting signs about safety requirements and
masks requirements. Disinfect doors handles and public surfaces hourly. Distribute Covid-19 kits to
businesses. Post signs and distribute masks to public.

o Operations: Prepare welcome packets for meetings and tours, check hotel availability, assist visitors with
area information, dining and hotel reservations. Attend trade shows. Prepare research reports.

o August number of visitors - 850; 50 Wedding Bags Prepared.
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Monthly Meetings

Special Events Committee

Monthly Florida’s First Coast of Golf meeting

Main Street board and organization meetings

Regular calls with Silvertech, Hayworth, Starmark, My Agency

Webinars on COVID-19 Research and Marketing with Destinations International, US Travel, Visit Florida,
Conversant, Destination Florida

Participating in ongoing calls with Emergency Management as well as industry partners on the status of

(o]

o]
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COVID-19.

Partner meetings/calls/contact
Destination FL board meetings

Travel & Trade

o

0O 0O 0O 0O O

Upcoming

= Connect Marketplace - Orlando October 19-21

= Connect Florida - Co-op with Visit Florida Orlando November 8-10
Various online webinars gearing towards the travel trade industry
Partner meetings with resort sales directors and Starmark
Ongoing work with Cvent RFP’s
Ongoing research with Tremendous developing gift card program
Updated the Flights for Sites program

Special Events
Dickens on Centre & Holidays

(o]

O 0O 0O
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Dickens on Centre Dining experience launched

Dickens on Centre St Nick Meet & Greet at the Visitor’s Center with Boston Photography
Dickens on Centre acoustic holiday music programming

Dickens on Centre Drive-In Movie experience, site visit with AVL Productions & PRI
Productions

Holiday lighting expansion - site visits with WeDecorate

Amended Special Event Permit submitted to Parks & Recreation

o Sponsorship of Breathe - A Virtual Retreat
o Liaison for Maxwell House commercial shoot

Marketing

Operations

Ongoing work on PO requisitions, tracking, invoice processing, P&P review, etc.
Pending Destinations International DMAP accreditation; waiting on Policies and Procedures from BOCC

(o]

(@]
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Ongoing updates to digital signage system in Welcome Center using in-house management platform

O
OptiSigns.
o Planned and executed August AITDC Board Meeting and BOCC quarterly report
o Responding to Film Commission requests
o Ongoing work on FY20 budgeting and forecasting details for FY21 budgets based on revised TDT collections
and plans
o Working with Clerks office on new budget codes for beach expenses
Strategy
o Continuous execution and oversight of annual marketing plan
o Media planning & execution - “Lite media plan” launched with select publishers focused on
conversion driven KPIs targeting travel intender and loyalists.
o Continuous review, optimization and execution of Marketing Dashboard
o Working with Starmark on creative development and media including extensions of Moments
campaign for vacation rentals, weddings and meetings.
o Reviewing marketing analytics and arrival data with Arrivalist
o Organizing partner marketing training sessions for Google business with Miles
o Organizing stock photo shoot for asset library for upcoming marketing needs
o Focusing fall marketing efforts around fall offer programs
o Fall Deals - working with 20+ partners on fall deals being promoted through series of 4
eblasts structured by lodging category hotels, inn, vacation rentals and resorts;
supported with blog and social media
o Labor Day- promoting partner last minute Labor Day getaways through email and social
o Local Staycations - working with 20+ partners on offering local staycation deals to
residents of Nassau, Duval, St John and Camden counties. Promoted through flier shared
with county business contacts; created postcard mailing through USPS targeting Nassau
County residents; Created local Amelia Island swag bag to provide lodging partners
booking any staycation offers including local gifts as well as local offers across dining,
shops and activities; Created collateral piece supporting local offer extensions in
shopping, restaurants and activities.
o FY21 planning approach using a phased approach based on triggers related to COVID vs. calendars

Website & Digital

(@)

Homepage design and redesigned global navigation moved into Design and Testing phase to launch
across Amelialsland.com in early October.

Continuous update of Calendar of Events

Blogs - Secret Season, 10 Reasons to come to Amelia Island this Fall including the Fall Lodging Deals
as a key communication, Babymoon Itinerary, Fall Events.

Regular status calls and program management with SilverTech.

Consumer e-mail campaign concentrated on Fall Lodging deals in September with a series of 4 emails
across entire database (83,000+ people) organized by lodging type: Hotels, B&B, Vacation Rentals
and Resorts; Exclusive coop program with Ocean Coast Hotel.

Website refresh and updates to business listings, ongoing support of pandemic notifications and state
news impacting travelers.

Amelia Island Tourist Development Council



Tourism Activity Report

o Created landing page and email support around Social photo contest designed to encourage visitors to
share their own photographs of memorable Amelia Island moments past and present.

o Built new landing pages supporting local lodging deals and extensions to local businesses around the
island.

o Optimized interaction with email blast by A/B testing of subject, use of emojis and animation.

o Reviewing digital tools to optimize video platforms including Vimeo and Wistia

International Marketing
o Effortsstill paused in international markets.

Collateral

o Distributed Loco for Locals swag bags to partners

Distributed 23 cases of collateral to tourism partners.

Reminders to partners to contact The Chamber who is contracted to handle distribution.

Scheduled Visitor Guide update process to begin Mid October with partners.

Reviewing content for potential new collateral updates during slow period including nature brochure and

meeting planner pieces.

o Developed content forisland wide beach brochure but placed on hold until County beach ordinance
finalized.

o Created 100 gift bags with partner gifts and discounts for Loco for Locals Campaign

Delivered 44 gift bags, 2 per participating property, with remaining bags ready for distribution

o Updating historic district tour content for reprint in FY21.

0O 0 OO
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Social Media
FY20 Qi Q2 Q3 Q4 FYTD Sept
Total Impressions 6,889,120 | 7,130,133 | 17,679,650 | 8,618,063 | 35,065,671 | 2,268,721
Paid Impressions 1,642,351 | 2,386,940 | 10,400,235 | 49,368 | 12,667,794 42,548
Organic Impressions | 5,222,494 | 4,707,267 | 7,297,537 | 8,538,751 | 22,511,321 | 2,218,511
Page Fans 82,936 85,062 88,605 90,197 90,197 90,197
New Page Likes 1,240 2,527 4,109 2,201 8,349 516
New Page Unlikes 513 488 501 657 1,848 210
Post Likes 17,982 27,434 37,038 29,026 111,770 7,111
Post Comments 1,752 3,731 4,165 2,343 12,039 590
Post Shares 2,532 4,183 3,970 2,099 12,830 534
Post Reactions 17,993 27,448 45,173 33,468 136,639 8,235
Page Video Views 87,799 159,276 | 2,441,167 63,258 2,750,995 20,670
Video Paid Views 15,340 25,758 2,335,814 3,989 2,380,901 3,989
Video Organic Views 72,459 133,518 105,353 26,269 370,094 16,681

Amelia Island Tourist Development Council




Tourism Activity Report

Social Media

o PageFans: Total of a 10% increase FYoY

o Page Impressions: Organic impressions were a challenge throughout the year given the
pandemic and changes in the virtual environment. We were able to make up for this in our
paid media programs when it was possible.

o Post Engagement: Continuing to drive engagement remains a focus and throughout 2020,
even with the lower number of visitors we were able to come very close to FY19 numbers by
targeting our loyalists and prospects within our drive distance.

o Video Views: Video consistently peaks as our top content choice for our audience.

o #AmelialslandMemories Contest was launched: www.ameliaisland.com/memoriescontest

COVID-19 Response

(o]

Keeping updated on ongoing changes related to COVID-19 consumer pages and managed TDC website for
COVID-19 updates and resources

Updated consumer website on COVID-19 travel advisory page, homepage banner, homepage button,
business status update page/chart, etc.

Ongoing communications of state and county executive orders to tourism industry partners

Working closely with tax collector office to facilitate communications to over 500 short term rental owners
Advocating to government officials on behalf in industry for crisis response programs from federal
government

Executed industry newsletters to tourism partners

Working with Nassau County CARES team on ideas to support local businesses

Communication

Writers/Influencers

-

Planned trip for Sarah Lennon (Sew Sarah) on visit in October.
Connected with Jade Broadus on potential Florida's Ultimate Road Trip story. Negotiating on final price.
Connected with Marcia Biggs (St. Pete Life) and planned trip in September.

Connected with Cortney Fries (Chicago Parent, et al) about trip in December and story ideas to pitch to
additional publications.

Connected with Molly Wey (Stilettos and Diapers) for possible visit in December.
Connected with Karen Bartlett (Neopolitan Family) for article inclusion.
Connected with Olivia Herlyn (Trips to Discover) for article inclusion.

Reached out to influencers about potential partnerships to promote diversity to the Amelia Island
destination.

Darling Escapes published their blog and images from their visit in February. Asked for corrections on a
few mistakes.

Amelia Island Tourist Development Council



Tourism Activity Report -

Press/Outreach

&

&

&

IQJ

&

Distributed micro-release for pet-friendly Amelia Island to local, regional, drive market, and pet specific
freelance writers.

Distributed micro-release for outdoor activities in Amelia Island to local, regional, drive market and
outdoor specific freelance writers. Re-worked press release to be featured on the blog.

Working with partners on virtual deskside for October, Haunted theme.

Provided information on The Ritz-Carlton, Amelia Island Field Trip Program and Omni Edu-Cations
(multiple publications).

Provided information on affordable trips (Sherman’s Travel).

Provided information on island travels (Family Travel).

Provided information on oldest hotels and bars (HARO Lead).

Provided information on wide-open meetings spaces (Meetings Today).
Answered VISIT FLORIDA call for what's new in the area.

Answered VISIT FLORIDA call for work from home/school from home travel.
Answered VISIT FLORIDA call for state parks, springs and “wide open spaces.”

Communication

o

,

Provided updated numbers for annual marketing presentation.
Drafted and submitted copy for use in weekly email newsletter.

Provided activity report.

Promotions

&

Working with VISIT FLORIDA on NY Daily News giveaway promotion. Promotion launched on
September 21.

Re-opened conversation with Harris Teeter on big giveaway to relaunch in 2021, as well as inclusion in
the eVIC newsletter.

Misc.

1";.

Updated press releases on TravMedia.

Amelia Island Tourist Development Council
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Coverage Summary

Top Articles
HEADLINES OUTLET REACH
The 15 best Islands in the US MSN Travel 69,470,745
The 15 best islands in the US INSIDER 6,660,148
Things to see, do on Amelia Island WSB-TV Online 1,165,743
The top Islands in the continental U.S. are a lot closer than you might think WSB-TV Online 1,165,743
The Top 15 Islands in the Continental U S Trave! + Leisure 962,011
Best Florida Beaches for Farnflies Traveling Mom Blog 223,700
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Tourism Marketing Today, Destinations Florida July 2020 Tourism Marketing Today 1,000
Hotel Happenings: July 2020 Karen Kuzsel 0
Resch Total Mentions
1 080K 9044 225
9GOK a 80M 2 P
840K [ 7004 175
720K I Gom 15
600K [ 500 125
480K | 40M 1 =]
1
360K II 30M 075
240K J \ [~} 20M 05
120K \ / \ oM 025
0 O-O-OO--A—O- O 00 000000000000 0 d s e
® ® ® &
A ,\\"& '\\,‘9\ Ja ,\\’\9

W UVPM (785M) I Reach (1 2M)

I Mentions (9)

Jul 1, 2020 - Jul 24,2020 | 1



Amelia island - July 2020

Mentions by Location

A, D
» .

TR

K
Prominent Terms
marketing  ganibel beaches families 1 4o head things hotel happenings
- think : -
2020 horse-drawn “it  continental | SI and S e

bites

sostontors CAITIAGE be.st florida . | o
- gmelia island

hilton

list lot u.s tOp . today
northeast located july resorts  UXUY rdes  stunning

kiawah

Jul 1, 2020 - Jut 24,2020 |2



Y msn  lifestyle v

powered by Microsoft News

The 15 best islands in the US
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The 15 best islands in the US

» Travel + Leisure recently released its ranking of the top 15 islands in the continental US, according

to readers.
e The ranking was based on activities and sights, natural attractions and beaches, food,

friendliness, and overall value.
e The Golden Isles in Georgia and the San Juan Islands in Washington made the top of the list.

® Visit Insider's homepage for more stories.

While many vacation plans have been interrupted as a result of the coronavirus, some may still be

planning a socially distant getaway to one of the country’s most beautiful coastline destinations

Travel + Leisure recently released its ranking of the top 15 islands in the continental US, according to

readers. The ranking was based on a number of factors including activities and sights, natural

aftractions and beaches food, friendliness, and overall value.

Here are the 15 best islands in the US.
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Amelia Island, Florida, is located just off the coast of northeast Florida and
landed the No. 6 spot on Travel + Leisure's ranking.
The island has 13 miles of beautiful beaches, and visitors will never grow bored of its stunning

coastlines, abundant wildlife population, kayaking, and more.
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The 15 best islands in the US
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The Golden Isles in Georgla won the top spot. rodclementphoiography/Getty Images

While many vacation plans have been interrupted as a result of the
coronavirus, some may still be planning a socially distant getaway to
one of the country's most beautiful coastline destinations.

Travel + Leisure recently released its ranking of the top 15 islands in
the continental US, according to readers. The ranking was based on
a number of factors including activities and sights, natural
attractions and beaches, food, friendliness, and overall value.

Here are the 15 best islands in the US.




Amelia Island, Florida, is located just off the coast of
northeast Florida and landed the No. 6 spot on Travel +
Leisure's ranking.

Amelialsland, Florida. Purdue9394/Getty Images

The island has 13 miles of beautiful beaches, and visitors will never
grow bored of its stunning coastlines, abundant wildlife population,

kayaking, and more.
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Things to see, do on Amelia Island |

{3 FullScreen D Awoplay 10f20 ¢

Looking for an escape this summer but don't want to venture too far from home?

PHOTOS: See Taylor Swift's Things to see,doon Photos: Jimmy and

mansions, other celebrity Amelia Island Matter’ mural painted in Rosalynn Carter's 74-year
homes front of Trump Tower marriage
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The top islands in the continental U.S. are a lot
closer than you might think

By: Nelson Hicks, WSB TV
Updated. July 24, 2020-9 09 AM

From the Florida Keys to Martha's Vineyard, the Outer Banks to islands off the coast of
Washington state, numerous islands dot the landscape of the continental United States, and
many of them provide a plethora of vacation activities.

Which group is the best for vacation-goers?

Travel + Leisure recently unveiled its World's Best Awards. The awards honor the best in the
travel industry as determined by readers’ experiences. Readers judged islands on activities,
sights, natural attractions, beaches, food, friendliness and overall value.

Here's the good news for Atlanta residents: You won't have to travel far to experience the chain
that earned the top spot. The Golden Isles captured the No. 1 spot on the list. Readers loved
what St. Simons Island, Jekyll Island, Sea Island and Little St. Simons Island have to offer.

The King and Prince is on St Simons island

“The four barrier islands draw wildlife fans keen to spot migrating North Atlantic right whales,
swim with loggerhead turtles, and enjoy some of the country’s best bird-watching,” Travel +
Leisure noted. "That's not to say one has to rough it on these isles, which are known for
extraordinary golf courses, restaurants, and five-star resorts, including the 265-room Cloister at
Sea Istand, which has access to five miles of private beach.”

Each island offers a distinct vacation experience.
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Between St Simons island, Little St Simons Istand, Sea Istand, Jekyll Island and Brunswick, visitors will find a
multitude of activities including the beach, a shrimp cruise, a historic lighthouse, gambling, dining and shopping

St. Simons Island offers guests a laid-back vacation with a variety of accommodations,
restaurants, beaches and activities.

Sea Island is world-renowned as one of the top resorts anywhere. Its resorts, spa and
restaurants routinely earn five-star ratings from Forbes, Triple-A and others.

2 A visit lo Sea island & The Cloisier © 2

Watch later.  Share

Little St. Simons features 10,000 intrusion-free acres of maritime forests and marshlands,
seven miles of shell-strewn beaches and privacy. Thirty-two people is the maximum number of
guests allowed to spend the night on Little St. Simons. Some nights, there are far fewer.
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While most people are stuck at home because of COVID-19, thoughts of relaxing and enjoylng some time away
are never far off. So, today on wsbtv.com, we're checking out Georgia's secret beach

Jekyli Island offers an experience somewhere in between. It features fewer restaurants and
hotels than St. Simons, but in turn, it's quieter and a bit more relaxing for those who prefer
plenty of room to roam on the beach.

Several other nearby islands made the top 15 list. Those include Hilton Head at No. 3, Kiawah
Island at No. 5, Amelia Island at No. 6, Captiva Island at No. 9 and Sanibel Island at No. 11.

HAYWORTH )
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Home + World's Best

The Top 15 Islands in the
Continental U.S.

BY REBECCA ASCHER-WALSH  JULY 08,2020
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6. Amelia Island, Florida

This year's World’s Best Awards survey closed on March 2, just before widespread
stay-at-home orders were implemented as a result of COVID-19. The results
reflect our readers’ experiences before the pandemic, but we hope that this year's
honorees will inspire your trips to come — whenever they may be.

The Eastern seaboard once again lays claim to the majority of the islands T+L
readers voted as their favorites. Still, that's not to say there haven't been some
shake-ups; six of the top 15 islands didn’t appear on last year’s list.

Every year for our World's Best Awards survey, T+L asks readers to weigh in on
travel experiences around the globe — to share their opinions on the top cities,
islands, cruise ships, spas, airlines, and more. Readers rated islands according
to their activities and sights, natural attractions and beaches, food, friendliness,
and overall value.




In the Northeast, summertime escape Martha's Vineyard in Cape Cod took the
No. 15 spot. Readers loved the fact that there are “plenty of places to explore
and discover,” as one summarized. The half of the area dubbed Up-Island is a
glorious, sleepy stretch of craggy coastline, farms, and the fishing village of
Menemsha, while Down-Island includes the old whaling town of Edgartown and
the village of Oak Bluffs, known for its gingerbread houses. Charming lodgings
abound, including Up-Island favorite the Outermost Inn, which is owned by
Jeanne and Hugh Taylor (James Taylor's brother). The seven-room house is
perched high on the Gay Head Cliffs, overlooking the Atlantic as well as Rhode
Island and Block Island Sound, and is home to one of the finest restaurants on
the island.

The opposite coast'’s sole representation this year is Washington's San Juan
Islands, which move onto the list at the No. 2 spot. The archipelago, which
includes Orcas Island, Lopez Island, and San Juan Island, is beloved for its
dense pine-tree forests, breathtaking vistas, and abundant wildlife, which
includes a robust orca population. “Each is beautiful in its own way,’ reflected
one reader, who added that “ferries are easy to negotiate between islands.”

But it was another cluster that sits just off the coast of Georgia that captured
the most votes for the best islands in the continental U.S. Read on for the full list
of the top U.S. coastal destinations.

6. Amelia Island, Florida_
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Best Florida Beaches for Families

Jui 15,2020 7 byKeri Baugh // Lea.e 3 Comment

Florida is home to some of the world's best beaches, and it's easy to understand
why. From soft sand to turquoise waters, calm seas to waves that call to surfers,
there is much to offer any beach lover in the Sunshine State. Florida beaches are
also a favorite among families. TravelingMoms have been to many all over the
state, and we've collected a list of the anes we think are the best Florida beaches
for families.

While my family is a huge fan of Florida for its beloved thema parks, we also love to visit some of the best
Floridz beaches, Easy to get to on a flight, with international airports in many parts of the state, and beach-
worthy weather throughout most of the year, Florida is a great spot for family getaways. After spending two
relaxing weeks on a Florida beach vacation, and having visited many others over the years during visits with
family, | have my favorites as do some of my fellow TravelingMoms. We found great beaches In every corner
of the state.

Northwest Florida Beaches (Gulf of Mexico Side)
Panama City Beach

Located in the Panhandle of Florida, Panama City Beach is more than a destination for the spring break
crowd. The 27 miles of beach are among the most family-friendly. As Floridian Hannah Rinaldi, mom of three,
discovered, it Is one of the most family-friendly beaches in all of Florida because there are so many things to
do.

HAYWORTH )




That's because PCB (as it's affectionately known) combines entertainment and affardability. Some of
Hannah's family’s favorite activities Included a walk through Pier Park and a vistt to Shipwreck Island park And
don't miss a chance to visit Shell Island, a 700-acre nature preserve with nothing but white sand—and maybe
a few turtle hatching spats.

Central West/Southwest Florida Beaches (Gulf of
Mexico Side)

Siesta Key

Consistently rated one of the world's most beautiful beaches, Siesta Key was recognized for having the
whitest and finest sand in the world at the Great International White Sand Beach Challenge. Imagine the
sandcastles you can bulld!

What makes it so? Unlike most beaches, Siesta Key's sand is made of 99% quartz. Bonus: That means It siays
cooler even under the intense Florida sun

Its not just the sand that makes this stunning beach popular with families. The shallow water near the shore
makes it ideal for young children. It's far less worrisome to watch kids play in these tide pools, knowing they
are in shallow water.

Siesta Key Beach has a pavilion where you can buy beach accessories from sunscreen to sand toys. a cafe
where you can purchase food, drinks and ice cream, picnic areas and a good sized playground for the kids
Now that's kid-friendiy!

Siesta Key Beach is perfect for stroliing and collecting shells. Far more active pursuits you can rent a
catamaran or kayak from one of the many beach concessionaires.

An abundance of rental properties, land and water activities, and family-friendly restaurants add to the
charm of this stunning island and one of the best Florida beaches for families

Northeast Florida Beaches (Atlantic Ocean Side)
Amelia Island

Florida may be located in the south, but it isn't considered southern, at least not by southerners. Still, Amelia
Island, a barrier island with 13 miles of beach, is known for its southern hospltality. With a small-town fee
mixed with southern charm, Amelia Island offers an unforgettable family vacation. Get up early to walk the
beach in search of shark’s teeth, then eat your fill of local shrimp for lunch before taking the ferry over St.
Johns River

St. Augustine Beach

One of our family’s favorite places and beaches in all of Florida is St Augustine Beach Itis a perfect blend of
a Florida beach experlence, coupled with the history and culture so unique to this very special place

St. Augustine offers 42 beaches to explore. On top of being beautiful, they are the site where Spanish
explorers first set foot hundreds of years ago. If your kids love exploring as much as mine do, they will love
this location.

The beaches are miles of immaculate coast and watched by lifeguards which made it a perfect day of
swimming and playing for my kids. Of course, typical beach activities, like sandcastle building, wave body
surfing, and snorkeling were my kids' enjoyment.

HAYWORTH )




Beyond the beach Is the cultural experience and historical significance of St Augustine. This is important for
our family, as sharing other cultures with our children Is very important ta us. My kids oved visiting the
Colonial Quarter ,stepping back in time and learning about history. From visiting the Fountain of Youth to
seeing the world's oldest schoolhouse, enjoying a kids’ pirate walking tour, my kids loved the cultural and
historical experience of this unique city.

The Pirate & Treasure Museum is a must-see for any kids who love Pirates of the Caribbean as much as
mine, and if they are fascinated by lighthouses. the St. Augustine lighthouse is worth a stop

Central East Florida Beaches (Atlantic Ocean Side)
New Smyrna Beach

Located on Central Florida's east coast, New Smyrna Beach is another of Terri Marshall's favorite beachs'de
communities. Building sandcastles, surfing, kayaking, and blcycling on the beach are all popular activitles. Surf
fishing is Terri's family's favorite past time for her gang— they just dig up a few sand fleas for balt and cast
away.

At the 73-acre Smyrna Dunes Park at the northern tip of New Smyrna Beach, a two-mile elevated boardwalk
vinds through the sand dunes. This provides a platform for viewing the unique vegetation, marine life,
reptiles, and animals that live in the park. There are also picnic aress, pavilions, and an observat'on tower

In town, New Smyrna streets are lined with quaint restaurants and shops. There are a number of hotels and

many private rentals available. Most have pools and many have tennis courts, shuffleboard, basketball, and
other games for family time

Final Thought About the Best Florida Beaches For Families

Florida is world-renowned for its incredible beaches, and it is easy to see why. There are many options for
every kind of beach experience - from active, to quiet, histortc, and nature-centric. It means Florida has a
beach that fits just about every family.




RE-VISIT FLORIDA

Flonida Travel Bites

SARASOTA

The Johnand
Mable Ringling
Museum of Art
and Marie Selby
Botanical Gardens
have reopened,
but with limited
occupancy and
closure of select
areas and tours.
The Ringling
Museum of Art and
Circus Museum

are open, along
with the first

fioor of Ca'd‘Zan.
Docent tours are
not available and
dining venues - =

are closed. Every Monday the Museum of Art admission is free.
The Salvador Dali Gardens of the Mind exhibit at Selby has been
extended to July 26. No cash transactions; visitors are encouraged
to purchase tickets onfine.

FORT MYERS/SANIBEL

Edison and Ford Winter Estates recently re-opened their
15,000-square-foot air-conditioned Museum and historic Botanic
Research Laboratory. The Museum will feature a returning
exhibit, “DC vs. AC: Edison, Tesla, Westinghouse, and the Race
to Electrify America.” The exhibit illuminates the relationship
between Edison, Tesla, and Westinghouse and explores their
contributions to electricity. The site is open seven days a week,

g a.m. 10 4:30 p.m. Visitors can take a self-guided tour with
narration through their mobile phones.

The famous shelling beaches of Sanibel and Captiva islands

off Fort Myers are welcoming visitors back. The big excitement,
however, is the opening of the newly expanded Bailey-Matthews
Nationai Shell Museum. The extensive shell collections here are
fascinating and the museurn’s new experience sharpens the focus
on mollusks, the live animals that create those stunning shells
prized by beachgoers and collectors alike.

*Beyond Shells; The Mysterious World of Mollusks” consists of

11 aquariums ranging in size from 100 to goo gatlons, which are
home to giant clams, gastropods and a very social Giant Pacific
Octopus. There's plenty of room for social distancing, with
capacity limited to 5o percent. The museum'’s educators offer
special daily programming outdoors, and
every guest receives a shell crafting kit to
take home.

Masks are required and available for
purchase on site if you forget to bring
one; hand-washing stations have

StPetelifeMag.com  JuiyAugustsnze
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z been added;

9 transactions

" & are cashless.
E Purchase tickets
5 online or by

3 phone and

Z reserve a morning

S the museum
and ensure
immediate entry.
(Tickets are also
available day of
visit at the daor.)
To purchase
tickets, call the
museum at 239-
395-2233 0r g0
to bit.lyf3es YyHf.

ST. PETE BEACH

The TradeWinds Island Grand and RumFish Beach Resart on
St. Pete Beach are offering Florida residents 15% off the best
available rate through Aug. 31, with rates starting at just s16g
(restrictions apply). With a resort amenity fee (extra) kids can
enjoy the all-you-can-ride High Tide Slide (located at Island
Grand), Surf WipeOut ride, daily cushloned beach cabana for
two, quest room Wi-Fi, one parking pass per room, fitness center,
campfire s'mores, Touch Tank Experience, and beach games, such
as volleyball, becce ball and cornhole. Familias can also enjoy
mini-galf, 3 Family Pirate Show (Wed. & Sat. nights), Dive-in
Movies, and paddleboats along the waterway at Istand Grand.
TradeWindsResort.com

ANNA MARIA ISLAND

Savor the best of Anna Maria Island from the marine-based
Waterline Marina Resort & Beach Club. Now through Aug. 33,
Florida residents receive up to 25% off room rates (restrictions
apply) that begin at just $230 per night, along with two
complimentary beverages and half-day bike rentals for two to
explore the charming island. The resort features 37 stylish, two-
bedroom suites with gourmet kitchens, a so-slip marina offering
a vanety of water activities, and a resort-style swimming pool
with oversized sun deck extending into the marina. To learn more
about Waterline, visit WaterlineResort.com.

VOLUSIA COUNTY

Hurry to take advantage of the special sg9 for g9 Days discount
packages in West Volusia County (Detand area). Ending August
14, the packages include deals that are $gg or less, some including
room and dining. Look for deals at Artisan Hotel Downtown,
Courtyard by Marriott, Hontoon Landing Resort & Marina,

The DeLand Hote!, and even a full-day pontoon rental Monday
through Friday at Highland Park Fish Camp. For more information,
go to visitwestvolusia com/ggforgg




RE-VISIT FLORIDA

FORT LAUDERDALE

Greater Fort Lauderdale has
introduced LauderDeals, an
extensive list of discounts available
through September. Hotel

deals range from discounted

room rates, offers for third or
fourth nights free, resort and
dining credits to free or discounted
parking, complimentary

upgrades and more. Look for
2-for-1 admission or discounted
rates at attractions. Jumping on
the bandwagon are Dine Out
Lauderdale deals featuring three
course prix fix menus priced at

$34-845, and Spa Days, signature when indoors s ek i 3 for daytime
treatments are select resort and and follow CDC socla| distancing protocols.  use, but camping Is limited. Dry Tortugas
day spas starting at s9g. You'll also White bars are prohibited from making National Park is open, and seaplane and
find special LauderDeals for Florida on-premise alcohol sales, restaurants can ferry service have resumed. Camping,
Residents and first responders and still serve alcohol to seated guests. Masks restrooms and recreational boating are
military at sunny.org/lauderdeals. are afso required outdoors whenyou are.  also permitted. And in case you were

unable to remain 6 faet from others, such wondering, this year the lobster mini
AMELIA ISLAND ‘as walking down a crowded sidewalk. season falls on July 2g-30. The regular
Long stretches of quiet beaches, 8-month lobster season is always August 6
natural beauty and unique history The good news is you can still dive, snorkel,  through March 31

are all part of the chanm of Amelia kayak and fish! Advance reservations are

Continued on next page

RE-VISIT FLORIDA

istand; this quaint island
in Northeast Florida is

kind galleries in Naples
beckons the Inn on Fifth

home to an irresistible mix and Club Level Sultes.

of outdoor and upscale Alandmark of luxury in
pleasures. Fenandina downtown Naples and
Beach, once a vibrant Just blocks from the
Victorian seaport village, Gulf of Mexico, the inn
now boasts a downtown is home to the Spaon
district of eclectic shops Fifth, Truluck’s Seafood
and trendy eateries. Florida Steak and Crab House,
residents can find 30% and Ocean Prime Naples.
off best available rates at Through October 30,

the Omni Amelia Island the lon on Fifth and Club
Resort. Stretching over Level Suites will offer
1,350 acres at the tip of this Florida residents 25%
barrier island, the resort off best available rates
offers luxurious oceanfront Sunday through Thursday
accommeodations with - : : nights and 20% off best
views of the Atlantic Omnl Amelia Island Resort  available rates Friday and
Ocean, world-class pools, Saturday nights. For more

championship golf, and a full-service spa. To book a reservation, Information or to make reservations, call (888) 403-8778 or visit
visit OmniHotels.com or call (904) 261-6161 and use the promo InnOnFifth.com. @
code "RESIDENT.” Amelialsland.com

Edttor’s note: All information in this article is subject to change at

NAPLES any time. it is highly recommended to check web sites and social
At the center of Fifth Avenue’s celebrated collection of media pages for the latest news and information on any travel
restaurants, sidewalk cafes, upscale boutiques, and one-of-a- destination.
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A.m elia Island Targets After conducting a detailed
Likely Travelers analysis of the latest travel
The Amelia Island CVB has research, efforts are now underway
launched an aggressive recovery to attract past guests who know
marketing campaign. Building and love Amelia and are likely to
on its award-winning and highly visit someplace famillar; families,
effective Come Make Memorles couples, and singles within easy
brand promise, the AICVB's new driving distance of the Island; and
Moments campaign focuses millennial and GenX travelers, who
heavily on digital advertising to are currently more responsive to
reach those audiences who are travel messaging. The campaign
retumning to travel. relies heavily on digital advertising,
_ which allows better audience
ArARVD targeting, real-time optimization

based on performance, and higher
cost efficlency. Creatively, the
< campalgn leverages messaging
s So R, and visuals from the destination's

‘ well-established, award-winning
Ever So Slightly campaign.
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Amelia Istand Convention & Visitors Bureau (AICVB) Nassau Safe

Nassau County Emergency Management, AICVB, the Nassau County Chamber of Commerce Fernandina Beach Main
Street

Gil Langley, President and CEO
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INSIDER

The 15 best islands in the US for stunning
beaches, food, and activities

emcdoweli@®businessinsider.com {Erin McDowell) 8/29/2020 0O v ©

1/16 SLIDES 9 rodclementphotography/Getty Images Full screen ®

The 15 best islands in the US for stunning beaches, food, and activities
e f you're planning a socially distant getaway before the summer is over, you may want to consider

a trip to one of the country’s best coastline destinations.

e Travel + Leisure released its ranking of the top 15 islands in the continental US, as voted by readers,

in July, and the list may serve as inspiration.

® The ranking was based on activities and sights, natural attractions and beaches, food,
friendliness, and overall value.

® The Golden Isles in Georgia and the San Juan Islands in Washington made the top of their list.

* Visit Insider's homepage for more stories.

While many vacation plans have been interrupted as a result of the coronavirus, some may still be

planning a socially distant getaway to one of the country's most beautiful coastline destinations.

Travel + Leisure released its ranking of the top 15 islands in the continental US, according to readers,

earlier this summer. The ranking was based on a number of factors including activities and sights,

natural attractions and beaches, food, friendliness, and overall value.

Here are the 15 best islands in the US.
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Amelia Island, Florida, is located just off the coast of northeast Florida and

landed the No. 6 spot on Travel + Leisure's ranking.
The island has 13 miles of beautiful beaches, and visitors will never grow bored of its stunning

coastlines, abundant wildlife population, kayaking, and more.
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10 Luxurious Ways to Take a Workcation, One
of 2020°s Hottest Travel Trends

Lauren Wicks 8/27/2020 O v O =

Workcations are becoming one of the hottest travel trends in 2020, with social distancing guidelines
allowing for many employees to work from anywhere in the world, so long as there's a reliable Wi-Fi
connection. instead of taking precious vacation days, people can continue their conference calls, emails,
and presentations by the pool, beach, slopes, or virtually anywhere else in the world, and once the day

is done, they are ready to explore a new city, indulge in waterfront dining, or take a sunset hike.

While we're encouraged to try to separate work and home life as much as possible these days, getting
a change of scenery and having a host of luxurious amenities at your fingertips as soon as you power
down your laptop could be a great option for those who don't feel like they can take time off but need
a break. Plus, it may help people be more active, actually take a lunch break, and get much-needed

time away from screens instead of going from teleconferencing to television.

Kerzner International COO and incoming CEO Philippe Zuber says travelers are seeking more stability,

staying at one resort for the entirety of their visit instead of traveling to multiple destinations at a time.

Luxury resort One&Only Reethi Rah reports they started receiving inquiries for reservations with arrivals

in the same week, and the trend of incredibly short lead reservation time has continued to trend over
the past month. The resort has also seen an increase in length of reservations, most ranging from 10- to
28-night stays. With these trends likely still on the up-and-up, we rounded up some of the most
luxurious workcation and extended stay offerings from several of VERANDA's favorite destinations, from

the Maldives to Mexico.
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The Ritz-Carlton, Amelia Island: Florida

This golfer's paradise is the perfect place to book a long place to work with a view, with plenty of
offerings to accommodate families in need of space for remote working and learning. The Ritz-Carlton,
Amelia Island offers a "Stay Longer" package which offers up to a 25% discount for the number of
nights booked—when staying more than three nights. Plus, you get resort credit to enjoy all the spa,

recreational, and, of course, golf amenities on the property.
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19 gorgeous islands in the US that you can drive to

Sophie-Claire Hoeller Aug 22 2020 942 AM
Xy g, ’

Mount Desert Island in Maine is home to Acadia National Park. .oesph Sohmy/Shutterstock

= The US is chock-full of beautiful islands.

* Many of these islands are accessible by bridge, vehicle ferry, or
plain old highway.

® Mount Desert Island in Maine is home to Acadia National Park,
one of the most popular national parks in the country.

The town of Nantucket on Nantucket Island in Massachusetts is a
National Historic Landmark in its entirety, and home to over 800
pre-Civil War-era buildings.

" It's important to note that the Centers for Disease Control still
warns against nonessential travel and that some states require
quarantine for incoming travelers.

HAYWORTH 3



Due to the coronavirus pandemic, many have become wary of
hopping on planes (though the risks of flying are lower than you
might think).

RV rentals and road trips have swelled in popularity this summer, as
Americans find ways to explore their own backyards as safely as
possible.

But just because you can't visit a tropical island doesn't mean an
island vacation is out of the question: From sea to shining sea, the
US is full of stunning isles that you can get to by car.

However, it's important to note that the Centers for Disease Control
still warns against nonessential travel, and that some states require
quarantine for incoming travelers.

Amelia Island in Florida is about 45 minutes from
Jacksonville.

Fermandina is full of historic buildings. csfotoimages/ iStock
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Consistently named one of the top islands in the US by travel
publications such as Travel + Leisure and Condé Nast Traveler,
Amelia Island is known for its 13 miles of beautiful beaches and
abundant wildlife population, but also its golf courses and upscale
spas. It features tons of history, too, with a 50-block historic district
in Fernandina that's home to more than 400 buildings on the
National Register of Historic Places and is full of charming
bouttiques, restaurants, and bars.
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/ Islands In The U.S. You Should
Add To Your Travel List

FLORIDA HILTON HEAD,MAINE.
MARTHA'S VINEYARD MASSACHUSETTS,
NORTH CAROLINA RHODE ISLAND,
SOLO TRAVEL.SOUTH CAROLINA,
UNITED STATES. WASHINGTON

PUBLISHED: AUG 14, 2020 8:22 AM

ho says you have to visit the Canbbean to have an island vacation? The US. has islands you can
visit to unwind, get pampered, and best of all — you won't have to worry about international
border restrictions.

Here are 7 islands in the U.S. you can visit on your next getaway.

W




Amelia Island, Florida

visitameliaisland
18.6k followers iew Profile

View More on Instagram

oQy A

visitameliaisland

Sharing a little peace and tranquility. just a couple of Amelia’s strongest attributes. Captured
gracefully by one of our loyal fans!

B @kathymillertime

view all comments

Add a comment...

Amelia Island has 13 miles of breathtaking beaches, native wildlife, and unforgettable views. Located off the coast of
northeast Florida, this island is loved by locals and travelers
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The Best Beach Towns in the U.S. to
Visit in the Off-Season

By Maya Kachroo-Levine on August 26, 2020

These eight escapes around the country will be perfect off-season
distanced destinations.

Beach vacations, whether in the U.S. or abroad, are often associated with warm,
salty air, lobster rolls, tank tops, and copious amounts of sunblock. But some of
the best beach vacations in the U.S. are actually experienced in the off-season,
when restaurants are less crowded, sunset walks on the beach feel secluded
and serene, hotel prices have dipped, and the air has cooled off.

Related: 9 Perfect Summer Mountain Resorts

Swap out your flip-flops for comfortable walking shoes and a leather jacket, and
visit these U.S. beach towns in their off-season for a relaxing waterfront
vacation.

HAYWORTH D




JenniferPhotographyimaging/Getty Images

Amelia Island, Florida

Florida beach towns don't have a designated off-season the way New England beach towns do.
But exploring in shouider season-which falls in November-means you miss the rain, the heat isn't
overpowering, and the crowds have thinned. Among the chain of barrier islands off the northeast
coast of Florida, Amelia island offers 13 miles of pristine beach and is best visited in November,
when the beaches are quiet but the water still sparkles. You may come for the ocean swimming,
but you'll stay for the quaint town and freshly caught seafood and fine dining options. Perhaps the
best restaurant on the island can be found at your hotel, The Ritz-Cariton, Amelia Island, an
American Express Fine Hotels & Resorts partner, which is known for their highly coveted
restaurant, Salt. Salt is so named because the kitchen uses 50 types of salt from around the world
to flavor their seafood-focused menu.
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Amelia Island To Vero Beach: The Perfect Coastal
Florida Road Trip

- SANDI BARRETT AUG.23.2020

Fun in the sun, soft sand, great food, and fruity libations are exactly what

you want out of a Florida coastal road trip. Golf, unique tour options, and
hikes through gorgeous scenery may be on your list, too. The trip from

Amelia Island to Vero Beach provides all that and more.

Although the drive from Amelia Island to Vero Beach is just under 5.5
hours without stops, you'll want to see the sights and enjoy the beach

communities along the way for the most fun and relaxing journey.




Fly into Jacksonville International Airport and rent the quintessential
coastal road trip car -- maybe a Mustang Convertible or the new electric
VW Microbus. Take your time on the coastal drive -- a week if you can.
Finally, drop your car at Orlando Melbourne International Airport in

Melbourne, Florida.

The best time to visit Florida is from March through mid-May. The early
summer, mid-May through July, can be lovely, but is prone to showers.
August through October is the least desirable time to vacation here; it is
the rainy season, and hurricanes are always a possibility. November
through February is a mixed bag; you will encounter lovely stretches of

sunshine and cool temperatures, but also inclement weather.

PHOTO CREDIT: SAND! BARRETYT

Ameliailsland

The best way to begin a road trip is with a relaxing vibe and amazing

food. Amelia Island, home to the city of Fernandina Beach, offers the

weary traveler the classic coastal Florida laid-back experience.




Take time to breathe in the fresh, salty air while rolling down the quiet
streets lined with live oaks dripping with Spanish moss. it is worth
spending at least one full day -- and two if you have time -- enjoying all

that this special place has to offer. Kayaking, hiking, shopping, exploring,

and beaches galore are just some of the many activities you will find on

this delightful island.

Jacksonville Beaches

A quick drive down the coast will bring you to the Jacksonville Beaches, a

collection of beaches encompassing 22 miles of gorgeous, soft sand.
Jacksonville Beach, Neptune Beach, Mayport Beach, and Atlantic Beach
are the main beach areas, and each offers visitors a classic fun-in-the-sun

experience.
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Florida Hot Spots

written by JennieNunn | August 11,2020

From a dreamy island resort and spa only accessible via boat or seaplane in the Florida Keys, to a LEED-certified seaside
getaway with a private beach club dating to the 1930s, here are four rising spa stars spanning the Sunshine State.




THE RITZ-CARLTON, AMELIA ISLAND

North of Jacksonville near the Georgia border, The Ritz-Carlton, Amelia Island is lined with biking trails, a world-class

18-hole PGA golf course, on-site tennis facilities and trees draped with wispy Spanish Moss.

The Ritz-Carlton Spa, Amelia [sland, a resort highlight, recently unveiled the new ESPA Strength and Resilience
Massage, targeting the immune system. The luxurious comprehensive treatment includes a combination of
aromatherapy oils, yogic stretching, back massage, sinus release and scalp massage. For the ultimate drift-off-to-
another-dimension experience, book Heaven in a Hammock, a zero-gravity treatment using a hand-woven hammock
and massage mimicking the gentle lull of the tide. Off-site, spend the afternoon at nearby Fernandina Beach with a 50-
block historic downtown dotted with galleries and boutiques. {Fun fact: Pippi Longstocking's fictional house, Villa
Villekulla, is here.) ritzcarlton.com/envhotels/florida/amelia-island
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LITTLE PALM ISLAND RESORT & SPA

Accessible only via boat or seaplane, the newly restored and reopened Little Palm Island Resort & Spa, located offshore
from Little Torch Key, is lined with palm trees, natural waterways and footbridges, and crushed seashell pathways for
prime viewing of local wildlife from iguanas to endangered Key deer. Favored by U.S. Presidents and dignitaries, the
four-acre private island features 30 refreshed thatched-roof beachfront bungalows with a nod to British West Indies
style with four-poster beds, velvet settees, peacock wicker chairs. At the on-site spa, SpaTerre, notable treatments
include the calming CBD Ritual Bath {includes tea service) with a warm hemp honey back application using Mana
Artisan Botanics infused with local honey, turmeric, vanilla and macadamia nut oil, and the grounding and healing Rose

quartz stone massage using smooth quartz pieces hand-carved exclusively for the spa. littlepalmisland.com

organic spa
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YOUR COASTAL GOLF ESCAPE AWAITS

5 August 14, 2020 & DAVE DAUBERT ® Golf Travel

Your Coastal Golf Escape Awalts

Escape to a secluded coastal retreat and enjoy championship golf at the Pete Dye-designed Oak Marsh goif course. Omni Amelia Island

Resort is set on over 1,300 acres with direct access to pristine beaches on the Atlantic coast and the tranguil salt marsh on the Intracoastal.

with dining options ranging from poolside casual at Oceanside to amazing burgers at Falcon's Nest, full-service nature-inspired spa, and
endless outdoor recreational options, this is the ideal getaway to disconnect from it all. Oak Marsh was built in 1972 and is known for its
tight fairways and small greens, meandering along serpentine salt marsh creeks and through the famous moss draped heritage oaks.

Special Offer: Now through August 2), resort guests can play at Oak Marsh for $75 before 12 p.m. or $50 after 12 p.m. Day guests play for
$90 before 12 p.m. or $50 after 2 pm

Book Your Tee Time!

RECOMMENDED STORIES
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GOLF NEWS GOLF NEWS
PATRIOT GOLF DAY SHOOTOUT COOLEST SPOTS IN GOLF: INSIDE WILLIE

Hostad by Treetops Resort Friday, Sep 4th - Sunday, Sep 6th 2020 ~ Labor NELSON'S HOME GOLF COURSE
Day Weekend - Treetops Resort 1s Celebrating the 13th annual Patnot Day Golf Shoctout
The event raises funds for

BY ZEPHYR MELTON | AUGUST 1S, 2020 Pedernales Country Club isn t the most famous
course m Spicewood, Texas, a distincuon that belongs to nearby Austin Golf Club, nor
does; this modest

GOLF (O%ST

M A G A Z |




 NEWSALEADER

Extended

Home Localv Columns Regional Puzzles Clssifiedv Legals bscribe v bformsv  Advertise v n,

TDC picks new board members, sets budget

By Julia Reberts on Friday, August 28, 2020

— - . . 3 S -

| . |

Will Wiast. hotel manager at The Ritz Cariton, Amelia Island, and tisa West, owner of the Addisen on Amelia, were selected Wednesday to serve on the Amelia Island Tourist
Development Coundil's Board of Directors. JULIA ROBERTS/NEWS-LEADER

The Amelia Island Tourist Development Council Board of Directors has two new members: Will Wiest, hotel manager at The Ritz Carlton, Amelia
island, and Lisa West, owner of the Addison on Amelia, a bed-and-breakfast on Ash Street.

The TDC Board heard from Wiest, West, and two other candidates at its Wednesday, Aug 26, meeting: Kevin McCarthy, owner of Amelia River
Cruises, and Phyllis Davis, executive director of Amelia Island Museum of History The four had been chosen as finalists from a list of 13 applicants
for two open seats on the board

West had been a pharmacist and software sales executive before she and her husband, Ron, became innkeepers. She lived on a former rice
plantation in South Carolina, and the idea of turning it into an inn began there. She educated herself on being an innkeeper, and the Wests took
what Lisa calls “our low country trip,” exploring inns from St. Augustine to Charleston, S.C. to learn more about inns and what visitors wanted ina
location. In 2016, she came to Amelia Island and met TDC Managing Director Gil Langley

“I'stood in front of Brett's (Waterway Café) on the waterfront and thought that this meets all of our criteria: It's coastal, it's water-based, it has a
temperate climate for year-round activities, and being in the Historic District, everyone can walk to everything,” she said “When the Addison came
on the market six months later, we had to have it.”

West said while 2020 has been “a bit of a challenge” to someone like her who is relatively new to hospitality, the TDC, Nassau County Chamber of
Commerce, and Fernandina Beach Main Street program have been major sources of support, and she wants to give back to that community

“I can't tell you what that meant to me,” she said. “This is not only my business, but my home. This is my opportunity to give back to those that
supported us” She added that she will use the opportunity to highlight the small businesses and lodging in the downtown Historic District

Wiest believes one of the island’s two large resorts, The Ritz-Carlton, Amelia Island and the Omni Amelia island Plantation Resort, should be
represented on the board. Former board member Jim McManemon, who was manager at The Ritz-Carlton, Amelia Island, was transferred to a
different property and left the board earlier this year

“We are the second largest employer in Nassau County and provide jobs to over 700 ladies and gentlemen,” Wiest said. “We pay millions of dollars
in property taxes, which funds Nassau County budgets and our local schools. Additionally, we inject thousands of dollars into our local economy
with a plethora of donations and in-kind donations We are also the largest contributor to the Municipal Service Taxing Unit, which replenishes
beaches.”
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Wiest said he began his career after college at the Waldorf-Astoria in New York City and has come to realize how important organizations like the
TDC are to the industry. He has led sales and marketing teams in Maui, southern California, and Miami, where he worked closely with TDCs and
convention and visitors bureaus. He was a member of the CVB in Miami, promoting Miami as a global destination Wiest added that he worked with
McManemon when he was on the board, and had influence on McManemon's input.

“I know 1 can jump right in and make a difference,” Wiest said. * know I can join the board and be an active member who will use our funds wisely,
with a primary mission of responsibly marketing our destination and following the principles of the TDC's mission.”

The board voted without any discussion

The effect of the coronavirus pandemic and the need for adjustments to the TDC's work was discussed. Langley said that while the Florida-Georgia
football game, which draws a lot of visitors to the island, has been scheduled for Nav. 14, the fate of the Gator Bowl and some local events such as the
Holiday Home Tour, Christimas parade, and the Shrimp Drop on News Year's Eve have yet to be determined.

Jamie Fallon, the TDC's director of Events and Trade, gave a report about Dickens on Centre, the Victorian-themed holiday festival traditionally held
the second weekend of December. Fallon said the organization is working to create a festival that will maintain brand awareness without being a
potentially contagious event.

“We are removing the in-person festival footprint,” Fallen said. “We will not be hosting Dickens on Centre for a weekend, but create twe anchor
weekends, with a dining week in between. We will be losing staged entertainment and our Kids Zone, our illuminated procession and fireworks, but
we are looking at coming back in 2021 with a bigger and better event. Our sole purpose this year is keeping the brand alive while driving economic
impact.”

Fallon said the TDC would keep the Christmas lights and partner with Main Street to enhance downtown window decorating and the Christmas tree
placed in the pocket park on Centre Street in hopes of drawing foot traffic into the city
without having a congested crowd

The TDC is work with the Florida Department of Health — Nassau and Nassau County Emergency Management to learn how to safely conduct
events such as entertainment at hotels, Dickens After Dark, and the St. Nick experience, in the wake of the pandemic.

A new aspect is a Dicken’s dining week, with restaurants participating by serving themed mieals and providing entertainment and staff in costume
Fallon said the TDC would also work to drive economic impact to stores through online shopping

Langley gave a financial report and presented a proposed budget for 2021,

“We were anticipating july was going to be weaker than we had hoped for,” Langley said. “We were pleasantly surprised that we were only down 19%
(from 2019) on bed tax collection for the month of july.”

The bed tax revenue for the first seven months of 2020, with the preliminary July numbers, is $4,833 583, down 36% from last year. With revenue
from bed taxes falling, the Nassau County Board of County Commissioners earlier this year approved TDC use of reserve funds.

Langley said his team created an operational budget that prevented the use of reserve funds and even resulted in a $1 million surplus.

Langley presented a $7,832,500 budget for 2021, which is 12.6% less than 2020. Spending on administration will be 37.5% less, marketing 10.7%
less, and county administration fees 37.5% less. The only expense that will grow in 2021 is the amount of money the TDC spends on beaches, up 9%
to $1,142,500, the largest expenditure of TDC funds

The board approved the budget, which will now go to the BOCC for approval

jroberts@fbnewsleader.com
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News Leuder

The Amelia Island Tourist
Development Coundl Board of Directurs
has two new members: Will Wiest, hotel
manager at The Ritz Carlton, Amelia
Island, and Lisa West, owner of the
Addison on Ameha, a bed-and-breakfast
on Ash Strect.

The TDC Board heard from Wiest,
West, and two other candidates at s
Wednesday, Aug. 26. meeting: Kevin
McCarthy, owner of Amcha River
Cruises, and Phylits Davis, executive
director of Ameha Island Museum of
Iistory. The four bad been chosen as
finalists from a list of 13 applicants for
twn open seats on the board.

West had been a pharmacist and sofl
ware sales executive before she and her
hushand, Ron, became innkeepers. She
lived on a former rice plantation in South
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TDC picks new board members, sets budget

Café) on the waterfront and thought that
this mevts all of our entena. It's coastal.
it's water-based, it has a temperate chi-
mate for year-round activities, and being
in the Histonc District, everyone can
walk to everything " she sad. “When the
Addison came on the narket six months
later, we had tn have it.”

West said while 2020 bas been “a bit
of a challenge™ to somweone like her who
i3 refatively new to haspitality, the TDC,
Nassau County Chamber of Commerce,
and Fernandina Beach Main Street pro-
gram have been maypr sources of sup-
port, and she wants to give hack to that
community.

“I can't tell you what that meant to
me,” she said. "This is not only my busi-
ness, but my home. This is my oppor-
tunity to give back to those that sup-
ported us.” She added thal she wall use
the opportumity to highlight the small

&

Carvlina, and the idea of tuming it intv an
inn began there. She educated herself on
being an innkecper, and the Wests took
what Lisa calls “our low country trip,”
exploring inns from St. Augustine to
Charleston, S.C. to leam more about nns
and what visitors wanted i a location
In 2016, she came to Amelia Isiand and
met TDC Managing Direstor Gil Langley.
“Istood in front of Brett’s (Waterway

RIUA ROUERTS NEWS- LEAIIRE
Will Wiest, botel manager at The Ritz-Carlton, Amelin Island, and
Lisa West, uwner and operator of Addisun on Amclia, are the pewest

bers of the Amelia Istand Tourist Development Council's Board of

and lodging in the
Historic Distnct Directors.
Wiest bebeves une of the stand's two
large resarts, The Ritz-Carlton, Amelia
Island and the Omni Amelia Island “We are the sevond largest employ-

Plantatien Resort, should be represented
on the board. Former board member Jim
McManemon, who was manager at The
Ritz-Carlton, Amelia Island, was trans-
ferred to a different property and left the
board carlier this year.

TDC Continned from 1A

determined.

Jamie Fallon, the TDC's
director of Events and Trade,
gave a report about Dickens on
Centre, the Victorian-themed
holiday festival traditionally
held the second weekend of
December. Fallon said the
organization s working to cre-
ate a festival that will maintain
brand awarcness without being
a potentially contagious event.

“We are removing the
in-person festival footprint,”
Fallon said. “We will not be
hosting Dickens on Centre for a
weekend, but create two anchor
weekends, with a dining week
in between, We will be losing
staged entertainment and our
Kids Zone, our illuminated pro-
cession and fireworks, but we
are looking at coming back in
2021 with a bigger and better
event, Our sole purpuse this
year 1s keeping the brand alive
while driving econonuc impact.”

Fallan said the TDC would
keep the Christmas lights and
partner with Mam Street to

er in Nassau County and provide jobs
to over 700 ladies and gentlemen,”
Wiest said. “We pay miltions of dollars
in propenty taxes, which funds Nassau
County budgets and our bncal schools.
Additionally, we inject thousands of doi-

enhance downtown window
decorating and the Christmas
tree placed i the pocket park
on Centre Street in hopes of
drawing foot traffic into the ety
without having a congested
crowd.

The TDC is work with the
Florida Department of Health
- Nassau and Nassau County
Emergency Management to
learn how to safely conduct
events such as entertainment at
hotels, Dickens After Dark, and
the St. Nick experience, in the
wake of the pandemic.

A new aspect is a Dicken's
diming week, with restaurants
participating by serving themed
meals and providing entertain-
ment and staff in costume. Fallon
said the TDC would also work to
drive econimic impact to stores
through online shapping.

Langley gave a financial

fars into our local ecanemy with a pleth-
ora of dunations and w-kind donations
Weare also the largest cuntnbutor to the
Municipal Service Taxug Unit, which
replenishes beaches.”

Wiest said he began his carcer after
college at the Waldorf-Astona in New

tfrom 2019) on bed tax collec-
tion for the month of July.”

The bed tax revenue for the
first seven months of 2020, with
the preliminary July numbers,
15 54,833,583, down 36% from
last year. With revenue from bed
taxes falling, the Nassau County
Board of County Comnussioners
varlier this year approved TDC
use of reserve funds.

Langley said his team cre-
ated an operational budget that
prevented the use of reserve
funds and even resulted in a §1
million surplus.

Langley presented a
$7,832,500 budget for 2021,
which is 12.6% less than 2020.
Spending on administration will
be 37.5% less, marketing 10.7%
less, and county administra-
tion fees 37.5% less. The only
expense that will grow in 2021
is the amount of money the TDC

report and presented a proposed
budget for 2021,

“We were anticipating July
was gong to be weaker than we
had hoped for,” Langley said.
“We were pleasantly surprised
that we were only down 19%

p on beaches, up 9% 10
$1,142,500, the largest expen-
diture of TDC funds.

‘The board approved the bud-
get, which will now go to the
BOCC fur approval.

Jroberisi'fbnewsleader com
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York City and has come to realize how
unportant orgamzations like the TDC
arc to the industry. He has led sales
and marketing teams in Maut, southern
Cahiornm, and Miam, where he worked
cusely with TDCs and comvenbon and
visitors burcaus. He was a member of
the CVB m Mianu, promoting Mumt as
a global destination. Wiest added that
he warked with McManemon when be
was on the board, and had influence on
McManemon's input

“I know [ can jump nght in and make
a dfference,” Wiest sad. “[ know [ can
oun the hoard and be an active member
wha will use our funds wisely, with a pri-
mary mission of responsibly marketing
our destination and foliowing the prin-
ciples of the TDC's mission.”

The board voted without any discus-
Slon.

The effect of the coronavirus pan
demic and the need for adjustments to
the TDC's wark was discussed. Langley
said that while the Flonda- Georgia foot
ball game, which draws a kot of visitors to
the 1sland, has been scheduled for Nov
14, the fate of the Gator Bowl and some:
Jocal events such as the Holiday Home
‘Tour, Chnstmas parade, and the Shnmp
Dropon News Year's Eve have yet tohe

TDC Conlinued on 6A
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18 Essential Additions to Your Florida Summer
Bucket List

ﬁ BY CHARITY DESOUZA ~W 10.5K+

' Horseback Riding in Amelia Island
NEARBY HOTELS >

Amelia Island showcases Florida's history and heritage, boasting 13 beautiful miles of shoreline. |
Amelia Island features one of the only beaches where you can enjoy horseback riding along the
coast. Wake up early for this memorable excursion, where you can ride side-by-side as you savor |

. the golden beach landscapes highlighted by the glowing array of colors. Afterward, hop on the
Amelia Island Trolley for a tour of the area or stroll the beach for colorful seashell treasures or '
pearly white shark teeth.
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Amelia Island - September 2020

Coverage Summary

Top Articles
HEADLINES OUTLET REACH
11 Things You'll Find in Hotels Now That Didn't Exist Last Year MSN Travel 67,151,557
11 Things You'll Find in Hotels Now That Didn't Exist Last Year Reader’s Digest Online 2,464,208
America’s Top 19 Weekend Getaways Trips to Discover 390,972
Top 10 oldest hotels in the United States CEOWORLD Magazine 105,393
25 Islands in the U.S. for an Affordable Getaway ShermansTravel 96,285
Setting sights on island destinations Telegraph Herald Online 45,762
Coast to Coast: Choose a Staycation in the Sunshine State Simply the Best 44,000
Setting sights on island destinations News Tribune Online 41,007
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11 Things You'll Find in Hotels Now That
Didn’t Exist Last Year

Stacey Marcus 6 days ago 0Oy 0O =

The new normal in hotels
While many of us are dreaming of taking a vacation from COVID-19, when we actually do, we may be

surprised to see how hotels have transformed in 2020—and there are many things you won't be seeing

in hotels anymore.

Since the health crisis began in mid-February the hotel industry has seen record low occupancy rate.

According to the American Hotel and Lodging Association (AHLA), hotels have already lost more than
$46 billion in room revenue and are on track to lose $400 million in room revenue per day. With eight
in ten hotel rooms empty per day, transformation and innovation will be the cornerstones to keep the

lights on.

Remote learning sites
With a majority of schools, colleges, and universities operating fully or partially remote, a medley of

hotels are offering extensive programming to supplement a student's learning. Eden Roc Cap Cana has
a new 20 to 30 day extended stay family experience which includes unlimited Spanish lessons and

piano lessons. The Ritz-Carlton, Amelia Island in Florida has created an educational Field Trip Package

where students explore the barrier island ecology to supplement student's science curriculum during a
4-night stay that includes interactive experiences, created and taught by on-site experts and private

educators. Not ready to hit the road? Check out these staycation ideas.
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11 Things You’ll Find in Hotels
Now That Didn’t Exist Last Year

a Stacey Marcus

Updated Oct 04, 2020

With hotel occupancy at a historic low, hoteliers have had to rely on

new sources of revenue to keep the lights on.

The new normal in hotels

While many of us are dreaming of taking a vacation from COVID-19, when we
actually do, we may be surprised to see how hotels have transformed in 2020—
and there are many things you won't be seeing in hotels anymore.

Since the health crisis began in mid-February the hotel industry has seen record
low occupancy rate. According to the American Hotel and Lodging Association
(AHLA), hotels have already lost more than $46 billion in room revenue and are on
track to lose $400 million in room revenue per day. With eight in ten hotel rooms
empty per day, transformation and innovation will be the comerstones to keep the
lights on.

HAYWORTH I}
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Remote learning sites

With a majority of schools, colleges, and universities operating fully or partially
remote, a medley of hotels are offering extensive programming to supplement a
student’s learning. Eden Roc Cap Cana has a new 20 to 30 day extended stay
family experience which includes unlimited Spanish lessons and piano lessons.
The Ritz-Carlton, Amelia Island in Florida has created an educational Field Trip

Package where students explore the barrier island ecology to supplement
student’s science curriculum during a 4-night stay that includes interactive
experiences, created and taught by on-site experts and private educators. Not
ready to hit the road? Check out these staycation ideas.
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America’s Top 19 Weekend Getaways

G BY K.C DERMODY ~A* 1.4K+

If you want to make the most of your days off and relieve the stress of the workweek, a weekend
escape is a perfect way to do it. America is filled with all sorts of weekend travel destinations,

whether you're looking to just relax and unwind, explore budget-friendly destinations or check out |
historic sites while enjoying some fabulous scenery. :
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Lake Tahoe, California/Nevada

HOTEL PRICES & PHOTOS -

Lake Tahoe, which straddles the California-Nevada border, is a popular weekend destination on the
West Coast, offering a variety of outdoor adventures, breathtaking views and, an especially lively
nightlife with luxury hotels in South Lake Tahoe on the Nevada side. The West and the North Shore
are known for scenery, outdoor activities and lake beaches. While snowboarding and skiing is
famous here during the winter, you'll find a myriad of year-round activities. In the summer, you can |
hike in the surrounding Sierras, go on a lake cruise, paddle across the water or play volleyball on
the sand. There are beaches with restaurants, marinas and water toys, beaches with live music
frequently hosting sunset BBQs and more secluded stretches of sand that offer relaxation in the
sun - all with unforgettable views of Tahoe and the Sierra Nevada.
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NEARBY HOTELS >

This barrier island off the northern coast of Florida is home to 12 miles of beautiful beaches that
tend to be pretty quiet, especially during the offseason, for those that want to indulge in some
peaceful relaxation. It's also a great place to get active, including riding bicycles on the miles of
trails and sidewalks, golfing, horseback riding on the sand, sailing or paddling in the tidal creeks
and marshes. The island’s largest state park, Fort Clinch State Park, is home to one of the best-
preserved 19th-century forts in the nation as well as a fishing pier, hiking and biking trails,
campgrounds and more. History lovers will also appreciate the historic downtown of Fernandina |
Beach, where you can take a horse-drawn carriage ride and hear about historic points of interest.
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Top 10 oldest hotels in the United
States

f‘- Maria Gourtsilidou

How would you feel staying in a hotel, founded back to the 1800s? Rooms filled with history, stairs that
have been used by the soldiers of the War of the 1812 or balconies that former American Presidents
had political conversations with their partners while drinking a hot cup of tea. Here are some of the
oldest hotels in the United States.

1. The Battie House Hotel, Alabama.
Nowadays, it is known as The Battle House Renaissance Mobile Hotel and Spa. The first building was
built in 1852 but unfortunately it was destroyed by a fire in 1905. The current building was built in
1908 and is the second hotel to stand in this location. It is worth mentioning that the first building
was built as a military headquarters by Andrew Jackson during the War of 1812. After time to time
renovations and takeover plans by prospective buyers the Battle House Hotel re-opened for good in
2009.

HAYWORTH I3



10.

. The Inn at Montchanin Village, Montchanin, Delaware

In eleven carefully restored buildings dating from 1799, there are 28 guest rooms/suites. It used to
be home to laborers who worked at the nearby DuPont powder mills. Not to forget to mention, that
it was once a part of the Winterthur Estate and was named for Alexandria de Montchanin,
grandmother of the founder of the DuPont Company.

. The Florida House Inn, Fernandina Beach, Florida

Itis a vintage one 1857 Inn located in the heart of the historic district of Fernandina Beach. It was
first built as a boarding house by David Yulee. He was attempting to build a railroad from Fernandina
Beach to Cedar Key. The railroad was almost complete when the Civil War begun and unfortunately,
Yulee’s dream never came true. The Inn also housed Union soldiers during the war.

The River Street Inn, Savannah, Georgia

Three centuries of history surround the River Street Inn. The building was originally used to store
cotton, the city’s main export and was built in 1817. In 1998 the River Street Inn expanded from its
original structure containing 44 guest rooms into the adjoining building and increased its size to the
present 99 rooms.
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Book Great Deals Now, Travel When You're Ready

25 Islands in the US. for an
Affordable Getaway

by Christina Garofalo and Lauren Dana

10of 50 < >

Amelia Island, FL

Amelia Island offers a slice of history: Victorian mansions, a Civil War-era fort, and Florida's oldest lighthouse and saloon.
| Meanwhile, its sandy shores host dolphins, osprey, the endangered right whale, and nesting sea turtles. Every March, the
Amelia Concours d'Elegance dazzles classic car collectors; and in May, a festival celebrates its historic shrimp industry —
don't leave before ordering a plate.

Photo Amelia Izland, Flonda / Different_Brian / iStock
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Travel tips: Setting sights on island destinations

BY LYNN O'ROURKE HAYES FamilyTravel com Sep 27 2020 M

-

Many an island vacation has been put on hold. When the time is right, these island destinations will be
eager to welcome you

St. Martin & Anguilla

After a long wait, you deserve double the fun. And Belmond's two-island treat delivers A unique package
makes i1s possible to experience the dazzling beachside luxury at Belmond La Samanna on the Canbbean
island of St Martin, paired with the pristine paradise you'll discover at Belmond Cap Juluca on
neighboring Anguiila.

At La Samanna, you'll enjoy hiking adventures, island
discovery tours, art programs and guest lecturers as well
as al fresco massages, evening cruises and plenty of
beach time. Don your sun hat for the semi-private boat

ARTICLE CONTIHUES BELOYY ADVERTISERMENT

TELEGRAPH HERALD

transfer to Antigua and prepare to immerse yourselves in Subscribe to our Daily Top Headlines
the dreamiike beauty of Cap Juluca, where every room is a Newsletter

beachfront haven. Pnstine white walls and Greco-Moorish Get Qur Latest Articles in Your inbox.
columns frame a stunning turquoise sea that will surely Delievered every morning, Monday
tempt your loved ones in for kayaking, paddle boarding and | through Friday.

splashing about Pamper yourselves in the luxurious Email —

Arawak spa where ancient healing treatments and locally
sourced ingredients will nourish your spint. Both resorts are
scheduled to reopen in November

Contact: www Belmond.com

Amelia Island, Fla.

With 13 miles of beaches, abundant native wildlife and a pnistine environment, this barrier island, located
off the coast of northeast Florida, has been luring families for decades Stay at the 446-room Ritz Cariton
on the Atlantic shore and the kids might want to join the hunt for fossilized shark teeth on the beach or
learn to balance on a stand-up paddieboard. Add other water sports to the mix by trying jet skiing, boogie
boarding, kayaking and surfing Children 5 through 12 can look forward to the Ritz Kids program that
offers immersive adventures designed to introduce young people to the natural wonders of the island
They'lt learn about sand dunes and ancient forests and how recycling can make a difference through
storytelling, art and even food. Hopefully, the kids won't be too tired to appreciate story time, snacks and a
tuck-in offered by a fnendly pirate and his friend the princess

Contact: www.ntzcariton.com/en/hotels/flonda/amelia-island.

© Copyright 2020 Telegraph Hesaio, 801 Bluff St PO Bax 688 Dubugue 1A | Terms of Use | Privacy Policy Refund Policy
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CHOOSE A STAYCATION IN THE SUNSHINE STATE

FALL

SASHIoN S % FLORIDA
GREAT ) | sumFmeIA“rPri
ESCAPES \ | SUNSHNE STATE

5 travel restictions are eased, Honda residents m visitors with plenty of room 1o spresd out, relax and enjoy
neat of a break are finding an array of discoumts and  outdoor adventure and spacious acconunaedations Thase are
speckal offers ai some of the state’s most spectactt same of our favorite places to he — from the Adantic shoreline
far resorts and destinations They are also providing to Gudf coast beathes and beyond!




PLANTATION ON CRYSTAL RIVER
Crystal River
PlanialionOnCrysialitiver.eom

The Plantation on Crystal River s surrounded by the natiral
sprngs of King's Bay, pnstine kakes and nvers, wildbfe rofuges
ont state parks The Plantation features o full service manna
18.hole golf course, 9-hole execulive couse, dining. INVILNG
accommaodations ant plenty of outdoor lawn space for yard
games Guests can anjpy manatea snorkehng tours as well
as quided scalloping tours during scalloping season. Through
Sept. 24, Flonda residents can enjoy a 109% discount® on best
avalfable room rates Sunday through Thursday. “Subject to
availabiity. Blackout dates apply. Ratas start at just $109

HAYWORTH D




FENWAY HOTEL
Duanedin
Fenwayllolel.com

The fenway Hotel 1s an histonic, Jazz Age hotel beasting 83 standard rooms and suites, a resart-style pool, the signature
HEW Parlor & Steakhouse, and HiFi Rooftop Bar Startuing at $125 par mghe, Floridda residents may recewve up to 20% off
roam rates’, as weli as two comphmentary heverages, and bike rentals for two to explore charming Downtown Dunedin
The Fenway is a member of the prestigious Autcgraph Coillechion® of Marriott international, inc. “Proof of Fionda residen-
Cy required at check in, tax 15 additional, the offer does not apply to groups of 10 or more rooms and caswict be combined
with other promotions Blackout dates may apply.

- T t:ﬂ;;
HAVANA CABANA >
Key West
HarunaCabunaKeyWestilotel.com
Located just minutes from Key West’s his-
toric Oid Town, the 106-room, waterfront
Havana Cabana at Key West Hotel invites
visitors to experience Floridd's south-
ernmost tropical paradise in a new kind
of way. The Cuban-themed hotel 15 pet-
friendly and features tropical décor and a
host of boutique amenities. Guest rooms
feature pool and gulf views, with fam-
ily suites also available The hotels own
Floridita Food Truck serves an authentic
Cuban-inspired menu, including café con
leche, pastries and Cuban sardwiches.
Havana Cabana is home to Key West's
largest pool, with plenty of room the
spread out and soak up the sun. Florida
residents can save up to 15%" on over-
night stays through December “Restric-
tions and blackout dates may apply. Dis-
count applies to room rate only. Not valid
on existing reservations. Valid Florida ID

must be presented upon arrival

66 | simpiythebestmagaz ne com

HAYWORTH )



woo sojoydjjob / uosuyor Y uyer

WATERLINE MARINA RESORT
& BEACH CLUB
Anna Maria Island
WalerlineResort.com

Savor the best of Anna Ma-
na island from the marine-
based Watertine Marina
Resort & Beach Club. Florida
residents can receive up to
25% off* room rates that
begin at just $230 per night,
along with two complimen-
tary beverages and haif-day
bike rentals for two to explore the charming island. The resort
features 37 styfish, two-bedroom suites with gourmet kitchens,
a 50-slip marina offering a variety of water activities, and a
resort-style swimming pool with oversized sun deck extending
into the marina. “Subject to availability. Vatid Florida ID required
at check-in. Cannot be combined with any other offers. Not valid
for groups or other contracted rates. Offer excludes taxes, gra-
tuities, and resort fees.

REUNION RESORT & GOLE CLUB
Central Florida
Reunionllosorf.com

Reumon Resort features 360 resort-style accommodations
ranging from Juxury rmulti-reom villas to private three- to
13-bedroom vacation homes. Widely recognized as a top
golf destingtion, Reurion is the only focation i the world
featunng three signature champlonship golf courses de
signed by golfing legends Jack Micklaus, Amnokd Palmer
and lom Watson The resorts expansive 2300 acres offer
plenty of outdoor options in addition to golf, including me
andering walkways and bike paths, tennis and piokle balt
cowits, a five-acre water park, foctgolf and more FHonda
rosidents may now receive a 109 discount off one-, two-
and two-bedroom willas “Subject to availability Vahid Flon
da 1D required at checkin Cannot be combined with other
offers Not vahd for groups or other contracted rates Otfer
exciures taxes, gratuities, and resort fees

HAYWORT

TRADEWINDS ISLAND RESORTS
St. Pele Beach
TradeWindsResorl.com

The TradeWinds Island Grand and Rumfish Beach Resort on
St. Pete Beach are offering Florida residents 15% off the best
available rate® A visit to the TradeWinds always includes lots of
wonderful value-added items with the Resort Amenity Fee {ad-
ditional), including the all-you-can-ride High Tide Slide (located
at Island Grand), Surf WipeOut ride, daily cushioned beach ca-
bana for two, guest room Wi-Fi, one parking pass per room,
fitness center, campfire smores, Touch Tank Experience, and
beach games, such as volleyball, bocce ball and cornhole. There
are also tennis courts, mini-golf. a Family Pirate Show (Wed.
& Sat. nights), Dive-In Movies, and paddleboats along the wa-
terway at island Grand. *Offer price s for two adults. 13% tax
applies. Rates and dates subject to change, based on availabil-
ity. Minimum night stays may be required. Promotion cannot be
combined with any other special offers or discount. Blackout
dates may apply. Must show valid Florida ID at check-in
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EPICUREAN HOTEL
Tampa
Eplenreasullolel. com

Experence the best of South Tampa at the
boutique. food-focused Emicurean Hotel
A member of the preshgious Autorraph
Coliection® of Marnott international, Inc
this 137-100m property s inviting Flonda
residents with a specal offer of up to 30%
off* room rates, along with two complhi
mentary glasses of heuse wine or beer and
bike rentals for two to explore basutiful
Bayshore Boulevard and Hyde Park Village
Rates start at just 5160 par night. Overnight
guests may emjoy dinner at the hotel's sig
nature Elevage rostaurant, or take advan
tage of takeout from the award-winning
Bern's Steak House, nght next door. “Proof
of Flonda residency required at check in
Tax 15 additional. Offer does not apply to
groups of 10 or moere rooms and cannot he
combmed with other promotions Blackout
dates may apply

HILTON SANDESTIN BEACH GCOLF RESORT & SPA

Miramar Beach
HiltonSandeslinBeach.com

Northwest Florida's premier full-service beachfront resort is spreading a little sunshine by offering a 5% discount to its
Hilton Honor members. This special offer gives Florida residents another reason to experience the beauty of Northwest
Florida’s Guif Coast and all that Hifton Sandestin Beach Golf Resort & Spa has to offer — breathtaking sunsets over sugar-
white beaches, spatious accommodations, delectable on-site dining options, a full-service spa, a multitude of family-
friendly recreational options, access to championship golf, and more. Use the code RPFLHA.

68 | simpiythebestmagazne com
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OMNI AMELIA ISLAND RESORT
Amelia Island
Omuniliotels.com

Consistently voted a Top island in Conde Nast Traveler's Reader’s Choice Awards, Ame-
lia island rests just off Florida's northernmast Atlantic coastline. Treasured for its long
stretches of quiet beaches, natural beauty and unique history, the island is home
to an irresistible mix of outdoor and upscale pleasures. Amelia island is also home
to Fernandina Beach, once a vibrant Victorian seaport viilage, and now a charming
downtown district of eclectic shops and eateries. Florida residents may now enjoy up
to 30% off best available rates at the Omni Amelia Island Resort. Stretching over 1,350
acres at the tip of this barrier island, the resort offers luxurious oceanfront accommo-
dations with unparalleled views of the Atlantic Ocean, worid-class pools, champion-
ship goif, and a full-service spa.

BARBARY BEACH HOUSE
Key West
BarbaryBenchlouseReyWesl.com

Set amid a lush topical haven, the oceanfront Barbary Beach House Key
West invites guests to enjoy an array of amenities, including a lagoon-
style pool with private cabanas; secluded lounging hammocks; bicydes;
complimentary shuttle service to Duval Street and the Downtown Sea-
port Harbor; and full-service restaurant with indoor and outdoor seat-
ing and poo! bar Across the street at the Barbary Beach Ciub, guests
enjoy camplimentary use of Hobie Cats, paddieboards, and kayaks, as
well as a half-mile stretch of sandy shoreline for strolling and sunning
at Smathers Beach. Having recently completed a top-to-bottom, resort-
wide conversion, the resort boasts mostly suite-style accommodations.
Florida residents may now enjoy up to a 15% discount® on overnight
stays. ‘Based on availability. Certain restrictions and blackout dates may
apply. Discount applies to room rate only. Not valid on existing reserva-
tions. Valid Florida 1D must be presented upon arrival

THE INN ON FIFTHE
Naples
InnOulifth.com

At the center af Fifth Avenues celebrat-
ed collecuon of restaurants, sidewalk
cafes, upscale boutiques, and one-of-a-
land gaitenies sits the nn an ffth and
Club Leve! Suites, A landmark of luxury
i dowitown Napies and just blocks
fram the Gulf of Mexico, the tnnis home
to the Spa on Fifth, Truiuck’s Seafood
Staak and Crab House, and Ocean Pame
Naples. Through October 30, the Inn
on Fifth and Club Level Stites wall offer
Florida residents 25% off* best avadable
raies Sunday through Thursday rights
and 20% off* best avallable rates Fri-
day and Saturday mights. “Subject to
avarlabiity. Vahid Flonda 1D required at
check-in Cannot be combined with oth-
er offers Not vakd for groups or other
contractad rates Offer excludes taxes,
gratuities, and resoit fees
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!Family travel five: Setting sights on island destinations

| Many an island vacation has been put on hold. When the time is right, these island destinations will be eager to welcome you.
| by tynn O'Rourke Hayes Family Travel com {THS) Sep 20 2020 @ 1205¢m
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Many an island vacation has been put on hold. When the time is right, these island destinations will be eager to
welcome you.

| St. Martin & Anguilla

After along wait, you deserve double the fun. And Belmond's two-island treat delivers. A unique package makes

| is possible to experience the dazzling beachside luxury at Belmond La Samanna on the Caribbean island of St.

| Martin, paired with the pristine paradise you'll discover at Belmond Cap Juluca on neighboring Anguilla. At La

| Samanna, you'll enjoy hiking adventures, island discovery tours, art programs and guest lecturers as well as al

[ fresco massages, evening cruises and plenty of beach time. Don your sun hat for the semi-private boat transfer to
‘ Antigua and prepare to immerse yourselves in the dreamlike beauty of Cap Juluca, where every roomis a
beachfront haven. Pristine white walls and Greco-Moorish columns frame a stunning turquoise sea that will
surely tempt your loved ones in for kayaking, paddie boarding and splashing about. Pamper yourselves in the
luxurious Arawak spa where ancient healing treatments and locally sourced ingredients will nourish your spirit.
Both resorts are scheduled to reopen in November.

Coronado Island, California

Located just across the bay from downtown San Diego, this family-friendly getaway is famous for its gentle surf
and wide, welcoming beaches. It's home to the Hotel del Coronado, an iconic Victorian gem considered the
island’s crown jewel. The long, wide stretch of sand provides easy access to the water and thus the perfect home
base for your family’s seaside activities. Get out the boogie boards, issue a beach volleyball challenge, take
surfing lessons, learn the secrets of mermaid fitness or join a clambake. Top-notch children’s and teen programs
and spa options are also available. Nearby, is the Loews Coronado Bay Resort where family members can choose
from beach activities, pool time and ideas spurred by the pros at the kids' activity desk. Guests can call ahead to
reserve child-friendly resources ranging from cribs and baby swings to pool toys and strollers.

Amelia Island, Florida

With 13 miles of beaches, abundant native wildlife and a pristine environment, this barrier island, located off the
coast of northeast Florida, has been luring families for decades. Stay at the 446-room Ritz Carlton on the Atlantic
shore and the children may want to join the hunt for fossilized shark teeth on the beach or learn to balance on a
stand-up paddleboard. Add other water sports to the mix by trying jet skiing, boogie boarding, kayaking and
surfing. Children 5-12 can look forward to the Ritz Kids program that offers immersive adventures designed to
introduce young people to the natural wonders of the island. They'll fearn about sand dunes and ancient forests
and how recycling can make a difference through storytelling, art and even food. Hopefully, the children won't be
too tired to appreciate story time, snacks and a tuck-in offered by a friendly pirate and his friend the princess.




Mackinac Island, Michigan

You'll find Michigan's iconic island in Lake Huron, between Michigan's Upper and Lower peninsulas. You won't
find chain hotels or even cars. So hop on a bike or in a horse-drawn carriage to explore the picturesque island
along with locals and other visitors. In just under 4 square miles, you'll find a spacious lake-front, outdoor dining,
casual picnic spots, putt-putt golf, interesting shops and farm-to-ferry culinary offerings. Consider a stay at The
Grand Hotel for its historic grandeur or check in to the iconic Mission Point Resort and enjoy the sprawling Great
Lawn dotted with colorful Adirondack chairs.

It goes without saying that you shouldn’t leave the island without sampling the world-famous Mackinac Island
fudge.
Topics

Anguilla, ApguillaAfter, Belmond, Belmond Cap Juluca, Belmond La Samanna, Blocksland, La Samanna, Marlin,
November.Rhode IslandWhile, St. Martin
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Travel tips: Setting sights on island destinations

BY LYNN O’'ROURKE HAYES FamilyTravel com Sep 27 2020

Many an island vacation has been put on hold When the time is right, these island destinations will be
eager to welcome you.

Coronado Island, Calif.

Located just across the bay from downtown San Diego, this family-fiendly getaway is famous for its
gentle surf and wide, welcoming beaches. It's home to the Hotel del Coronado, an iconic Victorian gem
considered the island's crown jewel The long, wide stretch of sand provides easy access to the water and
thus the perfect home base for your family's seaside activities Get out the boogie boards, issue a beach
volleyball challenge, take surfing lessons, learn the secrets of mermaid fitness or join a clambake

Top-notch children’s and teen programs and spa options are also available Nearby, is the Loews
Coronado Bay Resort where family members can choose from beach activities, pool time and ideas
spurred by the pros at the kids' activity desk. Guests can call ahead to reserve child-friendly resources
ranging from cribs and baby swings to pool toys and strollers

Contact: www Hoteldel. com, www LoewsHotels com

Amelia Island, Fla.

With 13 miles of beaches, abundant native wildlife and a pristine environment, this barrier island, located
off the coast of northeast Florida, has been luring families for decades. Stay at the 446-room Ritz Carlton
on the Atlantic shore and the kids might want to join the hunt for fossilized shark teeth on the beach or
learn to balance on a stand-up paddleboard. Add other water sports to the mix by trying jet skiing, boogie
boarding, kayaking and surfing Children 5 through 12 can look forward to the Ritz Kids program that
offers immersive adventures designed to introduce young people to the natural wonders of the island
They'll learn about sand dunes and ancient forests and how recycling can make a difference through
storytelling, art and even food Hopefully, the kids won't be too tired to appreciate story time, snacks and a
tuck-in offered by a friendly pirate and his friend the princess

Contact: www ritzcariton com/en/hotels/fionda/amelia-isiand
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Travel tips: Setting sights on island destinations

BY LYNN O'ROURKE HAYES FamilyTravel com Sep 27 2020

Many an island vacation has been put on hold. When the time is nght, these island destinations will be
eager to welcome you.

Amelia Island, Fla.

With 13 miles of beaches, abundant native wildlife and a pristine environment, this barrier island, located
off the coast of northeast Florida, has been luring families for decades Stay at the 446-room Ritz Carlton
on the Atlantic shore and the kids might want to join the hunt for fossilized shark teeth on the beach or
learn to balance on a stand-up paddieboard. Add other water sports to the mix by trying jet skiing, boogie
boarding, kayaking and surfing. Children 5 through 12 can look forward to the Ritz Kids program that
offers immersive adventures designed to introduce young people to the natural wonders of the island
They'll learn about sand dunes and ancient forests and how recycling can make a difference through
storytelling, art and even food. Hopefully, the kids won't be too fired to appreciate story time, snacks and a
tuck-in offered by a fnendly pirate and his friend the princess

Contact: www rnitzcariton.com/en/hotels/florida/amelia-island.

Mackinac Island, Mich.

You'll find Michigan's iconic island in Lake Huron, between Michigan's Upper and Lower peninsulas. You
won't find chain hotels or even cars. So hop on a bike or in a horse-drawn carnage {o explore the
picturesque island along with locals and other visilors. In just under 4 square miles, you'll find a spacious
lake-front, outdoor dining, casual picnic spots, putt-putt golf, interesting shops and farm-to-ferry culinary
offerings. Consider a stay at The Grand Hotel for its historic grandeur or check in to the iconic Mission
Point Resort and enjoy the sprawling Great Lawn dotted with colorful Adirondack chairs

It goes without saying that you shouldn't leave the island without sampling the world-famous Mackinac
Island fudge

Contact: www Mackinaclsland org
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TRAVEL ! ByKaren T. Barllett

Destination:
University

The college-bound student in your family may
not be leaving the state, but if they dig a little
deeper than the usual places right here in Florida,
it can almost feel like another country — or even
another world. You're going to need some cool
places to meet up with your collegian, so here are
a few ideas. Remember: with these crazy times
of reduced schedules and phased re-openings,
be sure to visit the websites for the very latest

updates.

A really blg sinkhole

So you're thinking, “Wait, what? You're suggesting [ visita
sinkholc?” Yes, my prettics, and notonly that, legend says chat the
bottem of the geological wonder called Devil's Millhopper once
was prehistoric animals’ entrance to the underworld.

The 120-foot decp sinkholc is at lcast 20-30 million years
old. The best way to experience it is total immersion. More than
100 stccp wooden steps and platforms descend through its spooky
shadows among giant fems, small waterfalls, and other rainforest
flora. The legend started in the carly 1900s after the discovery
of animal bones at the bortom, We don't believe that stuff, of
course. There also arc trails around the rim, and nice picnic
spots. www floridastaseparks. org/parks-and-trailddevils-millhopper-
geological-state-park
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Surf's up!

There arc actual waves on the Atlantic coast, and this is the
spot to lcarn to surf (or polish up your skills) for that future trip
to Costa Rica or Hawaii. Atlantic Beach and Neptunc Beach
arcn’t just gorgeous; the long, uncrowded stretch of coastline is
also a social distancing dream. Champion surfers practice along
Florida’s east coast at the highest tides during the winter months.
But there also arc more gentle waves for the rest of us, and plenty
of surfing schools and classes. Atlantic Beach is a great place for
beginners. Why not share a privatc 90-minutc lesson for two with
your new roomic or BFF now, and then maybc boak a privatc
group lesson when the family comes to visit. Jax Surf & Paddle
has surfboard rentals, wetsuits, and other supplics. Besides private
and group classes for beginner and intermediate surfers, they also
Oﬂ‘cr tcchniqUC'maChing susions for ldv‘nccd Surfcrs. www.

Jacksonvilleserfandpaddle.com

Horseback riding on the beach

You can ride horses in Naples, but not on the beach here.
What a thrill that would be, right? From your campus anywhere
cast of Orlando, between Daytona and Jacksonville, you're not far
from a public riding beach, and Equestrian Adventures of Florida
is your g&[o outﬁttcr- Owncr]cnni&r Miko Oﬂ'cﬂ !cvcﬂl mc:t’up
locations, running five to six days a week. Schedules depend on
low tides for the best rides on the wide sand beach and through
the surf. www. EquestrianAdvensuresFL. com

Just north of Jacksonville, you can also ride alongside the
Prot:ctcd Wildcrncss dunc’ within Am:lil Island Smtc Park.
While in the park, take some time for shelling. You'll discover
some different varicties up here on Florida’s northeast coast. The
Pﬁrk wcbsi(c W“l d.ir:c( you to Kclly Scahol’sc Ranch for booking.
www.floridastaseparks.orglparks-and-sraildamelia-island-ssase-park

Serenity In the salt marshes
There’s something mystical about the raw, salty air in North

Florida’s sawgrass marshlands that doesn’t quite reach our scc-
tion of the Gulf Coast. Just 25 miles south of Tallahassce, where

Foster, Adopt or
Mentor a Child
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Florida turns left and becomes the panhandle, St. Marks National
Wildlife Refuge is a truc best-kepe sccret. In addition to its vast
cxpanscs of salc marsh, pinc forests, and coastal plains, its iconic
landmark is the functioning lighthousc that riscs from the sandy
dunes overlooking Apalachee Bay. That vencrable old soldier has
been assaulted by morc than 100 storms, hurricancs, burnings,
and the bombardments of three brutal wars. The kecper’s house
and museum recently were renovated, and in normal times are
open to visitors. Even while the muscum and programs arc not
operating duc to government restrictions, the drive through the
refuge itself, hiking and biking trails, boardwalks, picnic arcas,
and boat ramps remain open. With recent reduced numbers of
visitors, the wildlifc viewing is better than ever. www. fus.gov/
refuge/Se_Marks

La Segunda, Columbia y mas

If you think you've savored the best café con leche, Cuban
bread, and medianoche sandwiches this side of Havana, but you’ve
never been to Ybor Ciry, Florida, poor you. A Cuban baker opencd
the tiny La Scgunda Bakery over a century ago and now great
grandsons and their familics turn our 18,000 of their fragrant,
crusty-outsidc-soft-inside loaves every day, to deliver within hours
to restaurants all over the U.S.

Locals and savvy visitors arc happy to stand in linc at day-
break fora café con leche and a signature guava turnover or some
other Cuban-inspircd pastry. Start your day at the bakery, and
then wander around the historic, architecture-rich Cuban town
that once was considered the cigar capiral of the world (for real!).
Therc’s still at lcast onc operating cigar factory, and you can catch
scveral free cigar-rolling demonstrations in shops and galleries
along 7th Avenuc. Also on 7th Avenue is the original Columbia
Restaurant (circa 1915). If you're fecling the call for some quirky
cntcrainment on a Friday or Saturday night, go for dinner and
the flamenco show. And by the way, the lase time [ dined there,
the bread was still fragrant from the La Scgunda ovens. www.
columbiarestaurant. com; www.yborcisyonline. com

The vintage-style TECO Line Strectcar, with socially dis-
tanced bench scating, runs between downtown Tampa and Ybor
City. It’s frec. www. TECOlinestreetcar.org 3§
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Change of Seasons Brings Tons of Reasons to Fall for
Amelia Island

September 1, 2020 / Suanne Thamm / 5 Comments

Amelia Island Convention & Visitors Bureau
Press Release
August 31, 2020

On Northeast Florida’s Amelia Island, a collection of award-

winning accommodators, attractions, and restaurants are offering AMELIA& ISL AND
seasonal specials to help travelers end summer in style and greet A

fall with a smile. Miles of uncrowded beaches, warm Florida days, COME MAKE MEMORIES’
breathtaking natural beauty, and a blissfully slower pace make this

barrier island the perfect place for a change of scenery. Whether squeezing in a final summer getaway or
planning a much-needed fall escape, many of Amelia’s top-rated hotels, inns and resorts in varying styles and
budgets have deals and discounts that are hard to resist. Feeding the fun is a celebrated collection of
restaurants and attractions, including some culinary newcomers and tried-and-true favorites. Details on these
amazing deals can be found at Amelialsland.com, including this small sampling of the best places to stay, eat
and play on Travel + Leisure magazine’s No. 6 Best Island in the Continental United States:

Resorts, hotels, inns, bed & breakfasts, motels, and rentals all across Amelia Island are offering a range of
packages, deals and discounts. The offers range from 10% off stays to 50% off a second night stay when
booked using a special code Learn more about these specials and other lodging offers online at
Amehalsland com

Whether hungry for something new or a classic beach favorite, hungry visitors will find Amelia Island’s
restaurants are open and ready to serve for dine-in, on the patio, or to-go. The Ritz-Carlton, Amelia Island's
newest restaurant Coquina offers an oceanfront, al-fresco experience, focusing on seafood and the island's
Eight Flags heritage A classic in Fernandina's Historic District, Le Clos is perfect for a romantic evening under
their trellised garden or on the front patio, where a candlelit evening of fabulous French wine and cuisine is not
soon forgotten. And The Palace Saloon, the oldest bar in Flonda, isn't about to end it's open streak, offering live
music on the patio for some socially distanced entertainment. For more restaurant options, visit

Amelalsland com/Dining

With ample room to spread out and explore, Amelia Island is known for providing endless outdoor adventure
| For an exciting new aquatic adventure, Amelia River Cycle puts the ease and power of a bike on the water
Their fleet of Hydro Bikes gives riders a real biking experience and fun new way to explore the island's open




waters. Rollin’ Phat Scooters offers easy-to-ride electric scooters that giver riders a fun and stylish way to
explore every comner of the island_ A free phone app allows vacationers to easily explore the island on their own,
as augmented reality technology brings to life fun and surprising features to help get the most out of every visit

As summer fades and fall arrives, take advantage of these great seasonal specials to start planning an

unforgettable Amela Island vacation online at Amelialsland com
About Amelia Island

Northeast Florida's coastal treasure, Amelia Island is a barrier island rich in colorful history and breath-taking
natural beauty Amelia Island offers long, beautiful beaches, abundant wildlife, and pristine waters. Upscale
resorts with world-class spas, championship golf and exclusive dining blend effortlessly with a captivating
collection of bed and breakfast inns and histonc districts. The island is home to Fernandina Beach, once a
vibrant Victonan seaport village, and now a charming downtown district of eclectic shops, attractions and
eateries. Forget the everyday getaway; come make memories on Amelia Island. For visitor information and
online planning, visit www.ameliaisland.com

Fernandina Observer Get Our Daily News
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Schoolcation Ideas: The Best Family

Hotels and Resorts for Learning in
Luxury

BY DANA REBMANH SEPTEMBER 14, 2020 9 MIN READ
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Back-to-school has taken on an entirely new meaning this year for many families.
While a record number of students are home from their classrooms due to the
pandemic, their parents are also juggling working remotely. It's a transition, to say
the least, but the ability to work and attend classes from any location might be the
silver lining for families who long to travel.

Now that kids can connect online with their teachers from just about anywhere,
families are no longer locked into restrictive school calendars. It didn’t take hotels
and resorts around the world long to catch on — so along with helping parents
navigate the challenges of remote learning, properties are working to provide
bright spots in a school year filled with many uncertainties. As a bonus, the
properties below in the Virtuoso luxury hotel consortium offer exclusive perks that
our Family Travel Advisors can access. Need booking help? Reach out!

The Best Family Hotels and Resorts
for Remote Learning

HAYWORTH )




Sharks’ teeth at the Ritz-Carlton, Amelia Islond

The Ritz-Carlton, Amelia Island, Florida

It could be the ultimate field trip. The Ritz-Carlton, Amelia Island, has partnered
with Florida’s The Reef Institute to offer a 5-day, 4-night program designed to get
kids excited about marine biology and ecology. The Remote Learning Field Trip:
Barrier Island Ecology package focuses on the barrier island that the resort calls
home. Instructor-led nature programming is designed to complement students’
earth-science classes.

In addition to supplies like nets and microscopes, the program includes:

e Native dune exploration
* Kayaking and boat excursions to sample and study water systems
e Learning about migratory species habits of whales and sea turtles

* Onsite classrooms with high-speed Wi-Fi for kids to connect to their school
coursework

* Daily breakfast, lunch,and snacks

Virtuoso Amenities

* Full breakfast daily for two guests per bedroom; $100 USD Spa Services
credit, to be utilized during stay
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Vacation Anytime at These Remote Learning-Friendly
Resorts

{ Seprember 23, 2020 Home / Travel
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In the old days (which aren't actually all that old, come to think about it), we faced a
conundrum when it came to taking the family on vacation: Go during school breaks and face
crowds and premium pricing, or go another time of our choosing and deal with the guilt and
everything else that came with taking our kids out of class for a few days. Well, times have
changed when it comes to school schedules, as you may have noticed. With much (or all
depending on where you are) of school going on virtually, the silver lining is that it really
doesn’t matter when you take your kids on vacay, as long as they can hop online during the
school day. A win-win, right? To make things go a little smoother, some resorts are offering
remote learning assistance and their own educational programs to make sure kids learn first
and vacation second. Here are four resorts to consider for your upcoming family getaway.

HAYWORTH )




Four Seasons Punta Mita
Nayarit, Mexico

Not surprisingly, this luxe hotel chain known for its attention to detail (not to mention
ridiculously gorgeous resorts) is leading the way with a program called Knowledge for All
Seasons at its Punta Mita property. The resort - situated on Mexico's Pacific coastline - is
offering on-staff tech support team members to help with iPad or laptop issues, “study
buddies” to assist with homework and schoolwork (professional tutors can also be
arranged), and best of all -- study cabanas - where pool or beach cabanas can be
transformed into the coolest classrooms we've ever seen - set up with Wi-Fi, a TV monitor,
headphones, a portable charger, and even snacks, so your kids can learn algebra while
overlooking the ocean (something that we don't ever recall being offered when we were in
school). If you're looking to settle in for a longer stay as the weather starts to be less outdoor
friendly here at home, look into renting one of the property’s private villas or beach homes.

The Ritz-Carlton Amelia Island
Amelia Island, Florida

Give new meaning to the phrase field trip with a very special one organized by this especially
family-friendly North Florida Ritz. Through a partnership with the Reef Institute he five-day
Barrier Island Ecology Field Trip package allows little travelers to have an instructor-led
experience exploring the barrier island where the resort is located while learning about its
native dune ecosystem, wave systems, and native species through kayak and boat
excursions, microscope lessons, and ecology kits. The experience is the perfect complement
to earth science studies and also offers students study rooms for distraction-free studying
or virtual learning with the crew back home via high-speed Wi-Fi.
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TRAVEL TIPS ESCAPES ABOUT WORK WITH US
SEPTEMBER 30. 2020 / UNITED STATES STAY IN TOUCH
THE ULTIMATE TRAVEL GUIDE TO AMELIA ISLAND v O f &

The trouble isn't being able to plan a road trip in Florida, because that’s the easy part, but rather knowing what
places to visit on your trip and just what to do there.

When we set out on our most recent trip to Florida, we decided that we were going to visit smaller towns versus |
the larger cities that we've always gravitated towards because hustle and bustle is our jam at times. i




And you know what ?

This trip turned out to be one of the best road trips we've done in a long time. We got to see parts of Florida that
move at their own pace, places that made it really easy to get lost and stand stiil for a while without feeling that
you're missing out on the rest of the world

s How to get to Amelia Island & Things to doin Amelia Island
o Where to stay in Amelia Island » Amelia Island Weather

e Where to eat in Amelia Island

HOW TO GET TO AMELIA ISLAND

Here's how we recommend planning the perfect Floridaoad trip:

By Air: We highly recommend flying into the Jacksonville international airport and start your trip in Amelia island
and fly out of Orlando if possible. This way you can leisurely make your way down along the eastern coast of
Florida which is full of charming towns, stunning nature, and endless beaches

If at all possible, plan your trip loosely allowing for some extra time. As you will discover, the laid back way of life of
these coastal towns will infect you. It's the only way to really enjoy the area. Trust me, we like to rush our days to fit
in as much as possible. But, it's nearly impossible to do in this region of the states.

We're not even sure where to start with how much we loved Amelia Island. It's such a lovely city
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It's essentially the Hamptons meets St Augustine. The island has been under eight flags in the history of its
existence {fun fact: the only place in the US). There's history and a sense of community that envelopes you in a way
that's hard to describe. You'll quickly learn that the people here are extremely friendly, and are extremely proud of
their little piece of paradise that used to be a lumber town.

Is it any wonder that John Grisham lives here?

And it's consistently in the top 10 of best islands in the US. With 13 miles of gold-sand beaches, state parks, and
world-class hospitality, you understand why It's easy to lose yourself as well as track of time when you step onto
theisland

WHERE TO STAY IN AMELIA ISLAND

You can't come to Amelia Island and not head to the Omni Resort. Yes, it's on the other side of the island (a 20-
minute drive), but it’s so worth it. It is a luxury that feels like home but with fantastic views of the Atlantic Ocean
And with it being removed from the center of town, you can appreciate the untouched nature surrounding you

HAYWORTH )




And the Omni Resort’s property is expansive. There are 3.5 miles of beach to enjoy, marshlands to kayak, and even
golf courses to tee up on. And you can spoil yourself at their spa or lounge at the pool. A stay there is a definite
treat for yourself.

But if you're locking for a more intimate and local feel, then we recommend the Addison as the second lodging
option. This bed and breakfast is located within walking distance of downtown and is extremely inviting and quaint.
You feel the unmistakable personal touch and hospitality from the amenities in the room to the delicious breakfast
spread. And you can meet other guests at their evening happy hour with wine.

WHERE TO EAT IN AMELIA ISLAND

TIMOTI'S

Some of the best seafood we've had in a long time. We highly recommend starting here and getting the (Canadian)
lobster roll and the hush puppies (although the fried shrimp basket is their most popular offering). While Timoti's
has been in Amelia Island for 7 years, you might also recognize the name because they have locations in Five
Points and in Pointe Verde

THE GREEN TURTLE TAVERN

Looking for a more local vibe? This is where the locals like to hang. With its laid back atmosphere, it's the perfect
place to relax to close out a day Their happy hour goes till 9 and then a band takes over so you'll find the place
filled with locals having a good time

ESPANA

Specializing in flavors from Spain and Portugal, Espana serves wonderful food and great ambiance. If you're
looking for romantic things to do on Amelia Island, we recommend heading here for a date night. The atmosphere
mixed with a glass {or two) of Sangria makes for the start of a perfect date




SALTY PELICAN
if you're looking for great food and a very laid back and chill vibe, you can't miss the Salty Pelican. Primarily a

seafood restaurant, they also have a nice selection of dishes for non-seafood eaters which makes it a great spot to
visit with friends.

FLORIDA HOUSE INN

Florida’s oldest hotel and has great fried chicken, chicken waffle, great drinks. We liked the Spanish coffee because
it has all the alcohol

SALT LIFE

Located on the ocean side, this is where you will find more tourists than locals. That said, the food is still great, and
it's only a few steps away from the beach so its the perfect place to grab a drink after being in the sun all day

SAND BAR

Located right on the beach {and it's the only restaurant on the island right on the beach) and across from Salt Life.
This is where you go for great live music. And you can’t beat enjoying the stunning ocean views with a drink in your
hand.

HAYWORTH D




WICKED BAO

You wouldn't expect the rich flavors of Asian street food to be found on Amelia Island, but Wicked BAO has just
that. It even features tons of delicious vegan options. It’s a great place to head to for happy hour as they have
delicious drinks and apps

A few additional places that are on our list:
® Amelia Tavern
» KP's sandwich shop
= Lagniappe
e Pablo’s
= Café Karibo
® Burlingame

o Cantina Louis

THINGS TO DO IN AMELIA ISLAND

For being only 13 miles long, it's easy to think that you can pop over to Amelia Island for a quick day trip. Please
don’'t. We were taken aback by just how much there is to do on the isiand. Not to mention, we fell in love with the
focals and the atmosphere so much so that we didn't want to leave.

So. don't underestimate ali the things to do in Amelia Island, Florida. Here's a sample of what you can look forward
to enjoying

1. THE PALACE SALOON

We highly recommend popping in here and grabbing a drink or two. It has such a cool vibe for being the oldest bar
in Florida. Built in the 1800s, the building still has many of its original features like mosaic floors, tin ceiling, and gas
lamps along the bar You won't be finding a place quite like it anytime soon!

2. COCKTAIL CRAWL

Not only is it perfect for bridal parties, etc, it's also a great way to get to know the local bar/pub
scene downtown We recommend the Amelia Island Downtown Tasting Tour Hitting four bars, you get to hear
from the bartenders and get a first hand experience about the history of the area and the locals

3. GO ANTIQUING

Yes, there are antique shops on Amelia Island, and yes you should totally check them out. And as they are spread
out across the island, you are sure to stumble upon one of them and you are going to find it hard to not go inside
and browse though you will definitely not leave empty handed

4. FARMERS MARKET

if you happen to find yourself downtown on a Saturday, be sure to check out the artisans (and local band!). You can
buy everything from seafood to produce. It's a visual treat and the fresh aromas will have your mouth watering




5. BEACH

This goes without saying, but you can't come here and not spend time on the beach. The water and sand are
perfect Not only can you enjoy the warm waters, but when on land, you can have fun hunting for shark teeth in the

sand.

One of the most romantic things to do on Amelia Isiand is to enjoy a horseback ride on the beach. And there are
many places that you do that on the island, but we recommend Amelia Island State Park. Featuring 200 acres of
untouched nature, you can enjoy the beach, satt marshes, and coastal forests.




7. BECOME A CIVIL WAR SOLDIER

One of the top things to do in Amelia Island, Florida, is for its unique blend of history and
nature. Fort Clinch played a vital role in the US Civil War and the fort is explored through the eyes of a Union soldier.
It's fascinating even if you aren't a history buff Afterwards, you can explore the rest of the park with its hiking trails,
bike trails, and seashore.

8. GET AN ADRENALINE RUSH

One of the most adventurous things to do on Amelia Island is to enjoy the ocean views from 12,000 feet abovel
With views of the Atlantic Ocean as you free fall back to Earth, this tandem skydive is one that you won't soon
forgetl

S. BRUSH UP ON YOUR HISTORY

Located in the old county jail, the walks you through the history of the island and
the people Though it is small, it has a lot of information in it. And if you aren’t interested in the history of the place,
there is a bit of the museum dedicated to the jail including a cell

10. WALK HISTORY

After visiting the museum, enjoy watking around the 50 block historic section of Amelia Island And there is a lot of
history to enjoy on the island The island also boasts many of the oldest things in Florida from a newspaper to an
inn. Trust me when | say you will fall in love with the amazing brick facades and bygone era feel

11. VISIT A LIGHTHOUSE

On the highest point on the island, you can visit the oldest lighthouse in all of Fiorida. A tour of the Amelia Island
Lighthouse is a journey through Florida’s history, even before it was a statel

12. SUPPORT THE THEATER

We also recommend checking out the community theatres on the island and there are two: the
and . And both are just lovely! With a variety of works produced, you know you
are in for a great time of live theater.

AMELIA ISLAND WEATHER

If you want to maximize that feeling of carefree summer days, you need to visit Amelia Island between April and
October when the daytime temperature is between 79 - 90°F

But prices are less during January and February when the weather is at its coldest staying below 70°F. And at night,
you will definitely need a jacket as it gets chilly

Seriously, you will fail in love with this delightful place Just reminiscing about all the things to do in Amelia Island,
Florida, makes me wish | was there right now. When you are creating your ~ you must
include Amelia Island. Trust me, you'll be happy that you did!
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3. Social Media Reports




Quarterly Report

2} 1JULY 2020 - 30 SEPTEMBER 2020
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Facebook Post Performance
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§ Amelia Istand

Things to do. Places to stay. Her ...

f Amelia Istand

Message us to learn why Amelia...

§ Amelia Island
We have the BEST news to shar..

§ Amelia island

The softer the sand, the sweete. ..

§ Amelia Island
The only thing that can make y .

f Amelia Island

When the east coast has a cotto...

f Amelia Island

Things to do. Places to stay. Her...

£ Amelia Island

Message us to learn why Amelia..

f Ametia Island

When weekends begin with wat..

§ Amelia Istand

The eclectic shops, restaurants, .

£ Amelia Island
Just a little sunshine after the rai

§ Amelia island

Breathe Refresh. Renew. The so...

f Ametia Island
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§ Amelia Istand
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§ Amelia Island

Never miss a colarful sunset str...

f Amelia Island
In effort to slow the spread of g

f Amelia Istand
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(This is a subset of the complete data set. Far full export please export to CSV or XLS )
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Instagram Page Followers
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© visit Amelia Island



Instagram Post Performance
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4. Amelia’s Top States
FY 2020
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EXECUTIVE SUMMARY

WHERE HAVE WE BEEN?

SITUATIONAL ANALYSIS

Over the past 10 years, we have used the Exceutive
Summary to urge our partners and stakcholders to persevere
in bad tmes, have patience during recovery, and celchrate the
achicvements creating expectations that growth would continuc

in the years ahead. Not this time.

Global Pandemic

In carly March 2020, the travel industry, along with the rest of
the world, changed forever. All the experiences that tourism
provides — exploring new  destinations, learning about new
cultures, realizing lifelong dreams, visiting friends and relatives,
and participating in memorable cvents and activities — suddenly
became contributing factors in the speed with which COVID-19
spread across the globe, becoming one of the most deadly
pandemics in history. Over 38 million cases have been reported
in 188 countrics, lcading to over onc million deaths. The freedom
to travel in a safe, sccurc environment has been replaced with
restrictions, regulations and fear. In a few short weeks, the travel
industry, responsible for 10% of global GDP and worth almost $9
trillion annually, crumbled. Borders closed, flights discontinucd,
cruise passengers were quarantined, curfews were imposed, and
gatherings of more than a few people prohibited.

Local Impact

As the virus spread fears all across the United States, so did
mandatory quarantines imposed on visitors from “hot spot”
states such as New York, Connecticut, New Jersey, and Louisiana.
Florida joined that list as infections exploded in Miami, Fort
Lauderdale and other communities. As cascs rosc, tourism ceased
to be an cconomic engine in these tourist dependent destinations
worldwide.

There is a tendency to believe that things arc different on our
island. However, since the first reported case of COVID-19,
over 2,178 Nassau County vesidents have been infected, with 50
deaths reported. To slow the spread of discase, fast actions by
county and city officials, and safety measures called for by health
officials, were implemented. Following the State of Florida’s Iead,
local beaches closed, mandatory stay at home orders were issued,
and quarantines from hot spot states were ordered. The same
restrictions placed on residents applied to visitors, who then chose
to stay away. The absence of tourists caused over 2,500 Amcha
[sland hospitality workers at bars, restaurants, attractions and
bouticue shops to losc their jobs. April metrics were unimaginable,
with lodging facilitics closed, overall occupancy at just 9% and
revenue down over 90%.

Since April, stcady lcadership by the Board of County
Commissioners  gencrated signs of revival for the tourism
industry. Compliance by locals, businesses, and tourists to wear
masks, wash hands, and socially separate, have allowed the service
industry to resume limited operations. Visitation has been higher
than expected, with FY'TD taxable lodging sales generating 75%
of last ycar’s record numbers. This performance is notable, but
not cause for celebration. Tourism performance over the next six
months remains questionable, duce in large part to widespread
cancclladon of meetings and  conferences, special  event
constrictions, and limitations on sporting activity, such as the
Florida/Georgia game and the Gator Bowl. The turning point
may be the first week of March 2021 with the arrival of the 26th
annual Concours d’Elegance, followed by week-long, family-
oricnted spring breaks. That assumes we will be in a “new

normal” environment in which to rebuild tourism demand.



Implementing this Marketing Plan requires a customer centric approach. Our goals for the

coming year are to capture the potential visitor's imagination, excite them about the possibilities,

reassure them of the safety and security of the island, and invite them to visit - now.

Shifting Gears

When it comes to the towrism industry, we think we know
a lot about our visitors — their demographics, spending,
motivations, and cexpectations. Rebuilding based on
our past assumptions would be misguided. The global
pandemic has caused seismie shifis in global society norms,
political realitics, and the ways we work, teach, learn, and
play. These realitics will change the way the Amelia Island
travel industry creates, markets and delivers experiences

our customers will expect.

For example, we know there will be changes in the cruise,
airlinc and theme park industries. Will a cruise ship of
3,000 passengers in close quarters be as popular as it was
before forced quarantines added weeks at sca? Will airlines
continuc to put a premium on the number of scats that
will fit on a plane? Will travelers return to their cars as the
preferred mode of transportation? Will theme parks change
their systems to shorten qucues for social separation? Will
small beach destinations rebound faster than major urban

clestinations?

Allof these questions are very important for the AmeliaIsland
Convention& Visitors Burcau (AICVDB) to answer if we
arc to besuccessful. Changes in the cruise industry may
climinate intercoastal cruises that stop here, regularly
bringing 150 customers per cruise to our front door.
Concerns about air travel may cause a significant drop
in arrivals from the Northeast and Midwest cities, who
represent 25% of Amclia Istand tourist arrivals. If
snowbirds visitation declines, renewed importance on
soliciting new, regional high-yield customers  becomes

cssential.

Distance learning, virtual medicine, work from home, and
online meetings could significantly impact Amelia Island’s
mectings business. Travel challenges to our destination may
crecate barriers to hosting meetings and conventions at our
resorts. With COVID-19 remaining a major health threat
for the forescecable future, corporate travel policies are
likely to move away from rccommended guidelines to

mandated rules in destination facilitics.

As morc and more companics cut cxpenses, travel for
business and meetings is projected to decline significantly in
2021. Given tighter budgets and sensing weakness in the
lodging business, mecting planners will negotiate from
a position of strength, putting downward pressure on
revenucs, profits, and tax collections. Additionally, over 300
new hotel rooms will come online in the next 12 months,

putting significant pressure on room rates.

Strategic Advantages

Fortunately, Amelia Island benefits from advantages over
many other destinations. The return to travel requires
that travelers and hospitality workers fecl — and are — safe.
Local government officials have already committed to
actions to ensure that reality. Constant communications from
trusted organizations educating the public on new rules and
regulations, and the safe destination created, will reduce

the anxicty about visiting the island.

The smaller size of our community is a big advantage.
With 13 miles of pristne beaches, and over 50% of
the island being dedicated to parks, outdoor activites,
and conscrvation arcas, social separation and recreation
is quite casily attained. Learning from the theme parks,
major events which draw significant attendance are in the
process of being reinvented to alleviate concerns. The mix of
lodging offerings — resorts, sclect service, boutique B&Bs,
and vacation rentals - offers choices unmatched in other
destinations. Promotions and added value packages offered
by lodging facilitics create opportunitics to experience
world-class products at great prices.

The Path Forward

Implementing this Marketing Plan requires a customer
centric approach. Our goals for the coming year are to
capturc the potential visitor’s imagination, excite them
about the possibilitics, reassure them of the safety and
sccurity of the island, and invite them to visit -~ now. We
will make travel not just safer, but better. We will focus
on Amclia Island’s authentcity, personalizing their visit
while exceeding their expectations. As promised, when our

travelers visit, they will Come Make Memorics.




EXECUTIVE SUMMARY

BACKGROUND

Created by the Nassau County Board of County Commissioners
(BOCC) in 1988, the Amelia Island Tourist Development Council

tourisT DEveLoPMENT counciL (AITDC)oversees the development and marketing of Amelia Island

as a world-class tourism destination. As provided by Florida law,
the AITDC is responsible for the expenditure of revenues received from the levy and imposition of the tourism

development tax.

The Amelia Island Convention & Visitors Burecau (AICVB) was
EL | | !& SLAND created by the BOCC in 2008 to serve as the catalyst for tourism
2
development on Amelia Island. A 501(c)6 corporation, the AICVB
CONVENTION & VISITORS BUREAU .

serves as the management company for the Amelia Island

Tourist Development Council and is responsible for implementing the programs of the AITDC. Recently; the
Nassau County BOCC awarded the AICVB a 10-year contract to continuc its successes. Among the duties of
the Conventon & Visitors Bureau is the development and execution of the annual marketing plan, and the

management of the advertising, interactive, and public relations programs.

FUNDING

The AITDC is funded by a 5% tourist development tax on short-term accommodations. Those renting for less
than six months are subject to the user fee. The Nassau County Tax Collector and the Nassau County Clerk of
Courts each receive 1.5% of the tax collected as an administrative fee. How the remaining funds must be spent was

established by a vote of the people in 1988 and the County Ordinance mandates the bed tax revenue breakdown:

f

¢

65%

Advertising &
Marketing

O Bed tax revenues dedicated o advertising and promoting Amcha Island for leisure
O and business travelers 1o posiuvely impact the Nassau Gounty economy.

15%

Administration

10% 10%

Travel Trade ; Beach
Improvements




MISSION
Maximize the positive economic impact of a sustainable tourism

industry that enhances the quality of life on Amelia Island.

VISION

Inspire targeted travelers to Come Make Memories on Amelia Island,

and to share their experiences.

GOAL

Generate visitation to Ameha Island, its attractions and special events; thereby increasing tax
revenues which encompass sales tax and those mposed on the hospitality industry: Those tax
revenues may be used to improve the quabity of life for the citizens of the community, provide

the support necessiry for heach renourishment. aid ensure a viable hospitality industry:

GUIDING VALUES
P Take responsible risks to improve performance
¥ Expect excellence as a standard, not as an exception
¥ Focus on outcomes, solutions and achievements

@ Cultivate collaboration and be open to acting on inspiration

< Stay ready and willing to evolve with disruptive technologies

P Continually experience the community through visitors’ eyes




EXECUTIVE SUMMARY

ACCOLADES

The AICVB received these awards for Outstanding Toursim Marketing

FLAGLER AWARDS
VISIT FLORIDA

Mobile Marketing
Creativity in Public Relations

Resource/Promotional Material
for Consumer

Radio Advertising

ADRIAN AWARDS
Hospitality Sales & Marketing Association International

/
- HSMAI
'~ ADRIAN
AWARDS

WINNER

Platinum Adrian Award
for the Amelia Island's New Visitor Guide Complete
with Augmented Reality Technology

Gold Award
in the Digital Marketing Innovation category for the
Amelia Island Augmented Reality Mobile App

Bronze Award
for its Integrated Marketing Campaign

Destination Awards

s TRAVEL+
B3 LEISURE #6 Top 10
TfﬂVG"ﬂ $EOER RS, WORLD'’S US Islands
EHI?IE‘,AEBAE&%DS Condé Nast BEST Travel + Leisure
Traveler Readers' AWARDS World's Best Awards
2“20 Choice Awards 2020

TOURISM INDUSTRY GOALS

The overall goals for fiscal year 2021 are to create stabilization of Amelia Island’s tourism
market, to mitigate the negative impacts of the pandemic, and to return tourism performance to positive indicators
for Nassau Coounty’s economy. Amelia Island’s marketing efforts will work to generate positive visitor-related
economic impact by increasing visitation and tourism spending, overcoming the continuing trend of negative
growth in tourism performance. These efforts will help provide stable employment opportunities and a
projectable tax base for our local governments. In addition, efforts will aim to increase resident awareness

of tourism impacts, both seen and unseen, and engage in positive interactions with our locals.



LEADERSHIP TEAM

BOARD OF COUNTY COMMISSIONERS

The Board of County Commissioners (BOCC) has historically understood the importance the tourism
industry plays as an economic engine for the county, generating tax revenues, supporting hospitality jobs
and protecting the historical and environmental assets critical to the destination. The BOCC has given the
AITDC the support and assets necessary to execute effective marketing plans to ensure the viability of a
successful tourism industry.

Aaron Bell Thomas Ford John Martin "Faco Pope, County Alanager
Klynt Farmer Jeft Gray Mike Mullin, County Attorney

AITDC BOARD OF DIRECTORS

Danny Leeper (Chairman), Nassau County Board of County Commissioners. ... ... ... Term: 2017-2020
Bob Hartman (Vice-Chair), Residence Inn Amelia Island . ... ...... ... ... ..... Term: 2017-2020
Arlene FilkofT, Fernandina Beach Mam Street ... .. ........ .. ... ... ... ... ..... Term: 2019-2022
Otivia Hoblit, fnnigfree Flotels . .. ... ... .. o i Term: 2018-2021
Barbara Halverstadt, facksonville Aviation duthority . .. .. ... ... oo o . .. Term: 2020-2023
Chip Ross, City of Fernandina Beach Commissioner . . ... ....... ... ... ........ Term: 2018-2020
Len Kregey, City of Fernandina Beach Commissioner ... ........ ... ... ... .. .. ... Term: 2019-2022
Will Wiest, The Ritz-Carlon, Amelia Island . . .. ........ ... .. ... .. ... ...... Term: 2020-2024
Lisa West, The Addison at Amelia Island . . . . ... ....... .. ... .. ... ... ...... Term: 2020-2022

Jack Healan (Ex-Officio), Chairman of the Amelia Island Convention & Visitors Bureaw Board of Directors

CITY OF FERNANDINA BEACH
The City of Fernandina Beach has been a supportive partner in our tourism eflorts. Without the support
of the City Commission, many of the activities which benefit the historic district and entre city would not

be possible.

LODGING AND TOURISM PARTNERS AMELIA ISLAND CVB TEAM MEMBERS
The AICVB is a non-membership organization. Our l Gil Langley, President & CEO

lodging and tourism partners have many opportunities Amy Boek, Cluef Marteting Officer

to leverage our budget and brand positioning through : Karen Hadley, Director of Strategic Initiatives
promotions and cooperative advertising. From providing ¢ Jaime Fallon, Director of Events & Trade

rooms and activities for giveaways to actively participating | \[ailou Welling, Durector of Interactive Engagement

in co-op advertisin r stakeholders are ain stars i ! . : ;
co-op advertising, our stakeholders are the main stars in . Nate Aron, Business & Partner Relations Manager

our productions. T
p Deb Nordstromn, Fisitor Services Manager

Jana Williams, Executive Assistant

SPECIALISTS

. INTRACOASTAL
. STODIOS @ reetgman Ellen’s Marketplace ~ HAYWORTH G133 o MEDIA GROUP

. v,y
siivertech  sTARMARK

BIG IDEAS

miles @ cency (@ resarenoae

PARTNERSHIP




WHY DOES IT MATTER?

Evaluating the impact and sustainability of the tourism industry as a leader in Nassau County’s economic well-
heing helps us understand the value visitors bring to our community. Large amounts of data are continually
analyzed by industry experts to measure the success of Amelia Island’s tourism industry and marketing based on
measurable achievements. The health of our tourism industry is consistently evaluated by monitoring metrics from
various sources such as economic impact; visitor volume and spending; tourism sector jobs; tax collections including
TDT, sales and gas; lodging performance such as occupancy and rates; and visitor profile data including tourist

demographics and habits.

While the tourism industry’s performance is the ultimate barometer of the success of the Amelia Island tourism
marketing program, extensive amounts of marketing data are also reviewed. From visitor intercept survey responses
and public perceptions to digital performance and media reports, marketing cfforts are gauged both qualitatively
and quantitatively. The results of this ongoing research are used to optimize marketing programs and improve the

overall return on investment.

TOURISM PERFORMANCE METRICS

10 Year Destination STR Performance
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10 Year Visitor Economic Impact
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Lodging Taxable Revenue & Bed Tax Collections
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Source: Nassau County Tax Collector
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Bed Tax Collections by Lodging Type

$8,000,000
$7,000,000
$6,000,000
$5,000,000
$4,000,000 o 50.7% 51.7%
2g¥ses 2008
$3,000,000
$2,000,000
46.7% 46.2% 45.5%
$1,000,000 48.1%
S0 2.6% _ 2.5%
2018 2019 2020 Oct- =
Aug .
mB&B Bed Tax mHotel Bed Tax  mVacation Rer ‘Fiscal Years i
Source: Nassau County Tax Collector
Amelia Island Lodging Property Taxes CY2019
Total: $13.8 Million
contributed to Nassau County budgets from lodging properties’
N General Fernandina Beach School Board
$5.345.058 @ $4.968,037 Q $2.569,149
) Transportation St. Johns River Management <=, Voter Approved Debt
$461.369 $188,706 L $131563
Mosquito Control MSTU FL Inland Navigation
@ $110.378 $79.813 @ $25015
: Bill Count . - _—
$1.327 Does not reflect visitor related sales tax contributions
— ’ which also impact Nassau County Budgets
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VISITOR PROFILE FY20

October 2019 - June 2020

550,500 L e
$5 2 9 ) O 7 3 ) 3 O O Economic Impact™ (238% vov)
50.6°  $137,646" 3.9

(+1.7% YoY) (-2.5% YoY)
AVERA :
of Vics;ifopr‘GE ; Median Annual AVERAGE LENGTH OF STAY
HOUSEHOLD INCOME Number of Days

TRANSPORTATION MODE
80.7% 18.2%  23.8%
Personal Car/RV Airplane Rental Car
(*13.7% YoY) (-33.6% YoY) (-33.3% YoY)
2.8 persons (3awyvoyy T
Average Party Size PURPOSE
OF TRIP
TRAVEL PARTY COMPQOSITION o
53.5% .. Vacation (53%vov)
57. 1 0/0 30.40/0 7.60/0 30.2% .. Getaway (-18g% Yov)
Couple Family Extended Family 11.3% ... Business/Meeting/Conference (- g% Yov)
(+4.2% YoY) (+5.5% YoY) (-5% YoY) '
\ 11.2% ... Friends/Relatives
7_20/0 5.20/0 7 23 30/0 2.6%. ... Wedding/Honeymoon (:305% Yov)
Group of Friends Single Traveling ) E 9.6% .. Special Event/Festival (-94%Yov)
(-15.3% YoY) (-37% YoY) / '

with Kids / ;
(+3.6% YoY) - '
* Octaber 19 - September 20

** Octaber 19 - August 20



i = XXXRRNE
45.2% First Time VISItors 18.4% vov ERER

e

REASONS VISITORS SELECTED

AMELIA ISLAND

o o/
37.4%....... Love/Like the Area (+43.8% YoY) Window
34.1%. ...... Hotel/Accommodations (+29.2% YoY) Start Planning
31% ....... Appealing Brochures/Website (+6.2% YoY) 31.7

DAYS IN ADVANCE
(-28 3% YoY)

........Recommendation (+22 3% YoY)

Book Reservations

21.5

DAYS IN ADVANCE
(-33.8% YoY)

50.8% of Visitors

Saw or heard Amelia Istand's messaging (+47% YoY)

96.3% satisfaction (+.2%)

97.9%  Would recommend Amelia
to friends and relatives (+.94)

91.9%  Plan to return (+2v $1 9999 (-8.8% YoY)

Average Party Budget

TOP ACTIVITIES ENJOYED

*\ '\> go"

77.6% 65.1% ?l e

Historic Downtown - FC’ Beach Q Shopping
(-36% YoY) b (-8% Yo) (+-88% YY)
@b / Saw
28.9%
0 0

30.8% 67.2% _ GROWTH]
. . Visiting with Friends /
Dining Out Relaxing & Relatives /

(-4.5% Yoy} (+31% Yo) ¢

_

—
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KEY FEEDER STATES, FY 2020

State of Origin %FY2020  #Fyz020 o change
2019/2020
Florida 25.4% 139.906 -6.2%
Georgia 25.3% 139,426 -0.8%
North Carolina 6.0% 33.157 -10.4%
South Carolina 4.9% 27.211 -22.8%
New York/New Jersey 4.2% 22,927 -455%
Virginia/Washington D.C. 3.4% 18,478 -18.3%
Tennessee 31% 17.236 -28.9%
Ohio 2.9% 16,075 -20.2%
Pennsylvania 2.8% 15,208 -39.5%
Maryland 1.8% 0.917 S
Texas 1.6% 8,928 -46.9%
Michigan 15% 8.455 -41.4%
Ilinois 15% 8.277 -486% |
Massachusetts 14% 7.935 -435%
TOP DMA, FY2020
DMA %FY 2020 #FY2020 °change
2019/2020
Atlanta 11.2% 61.554 -23.1%
Jacksonville 8.3% 45,654 -6.5%
Greater Orlando Area 7.8% 43136 2.5%
Tampa/St. Petersburg 3.8% 21,079 -13.2%
Savannah 3.7% 20.483 -11.9%
New York/New Jersey 3.4% 18,564 -35.7%
Tallahassee 3.0% 16.694 -37.7%
Macon 2.7% 15,102 —
Charlotte 2.6% 14.505 -19.0%
Greenville/Spartanburg 2.1% 11,585 -0.3%
Gainesville 1.9% 10.245 ---
Philadelphia 1.7% 0,265 -36.6%
West Palm Beach 1.6% 0.073 ---
Boston 1.5% 8.444 -37.8%
Washington, D.C. 1.5% 8,366 -42.5%
Richmond 1.4% 7.946 -
Baltimore 1.4% 7.814 -4.0%
Nashville 1.4% 7.578 -39.8%
Detroit 1.2% 6.863 -27.9%
Chattanooga 1.2% 6,807 —
Chicago 1.2% 6.417 -53.5%
Dallas 0.6% 3.246 -51.0%
Houston 0.4% 2154 -54.6%
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FY 2019 ECONOMIC IMPACT OF VISITORS
FROM AMELIA ISLAND’S KEY DOMESTIC MARKETS

Length of
Percent Est. Per Stay in

Est. FY Change Capita Amelia E: d Est. Ei

2019 % of Overall Visitation Spending/ island % Repeat Direct Contribution of
DMA's Visitation  Visitation  FY 2018/18  Per Stay {Days)  Visitation  Expenditures Market
Atianta ' !, 80,035  11.6% 53%  $678.06 35  539%  $54,268,500  $71,401,100
NewYorkiNew Jersey | 28875  42%  -87%  $817.99 43  286%  $23619,500  $31,076,200 J
Jacksonville | 48828 7.1% -0.03%  $427.48 24  799%  $20,871,200  $27,460,200
Greater Orlando Area | 42096  6.1%  -01%  $416.13 26  502% $17,517.400  $23,047,600
Chicago [13788  20% +1.4% $886.78 49  426% $12,227,800  $16,088,100
Boston. | 13568 20% 45%  $892.11 54  371%  $12,104100  $15,925400
Washington, D.C. [ 14552 2.1% +2.0% $800.16 44  366% $11,643,900  $15319,900
Charlotte : 17915  2.6% +2.0% $605.42 35  49.2%  $10,846,100  $14,270,200
Philadelphia 14379  21%  +20%  s74465 44  328% $10,707,300  $14,087,600
‘Savannah | 23242 3.4% 197%  $416.36 27  767%  $9,677,000  $12732,000 |
TampalSt Petersburg | 24288 35%  +10.3%  $39423 28  447%  $9,575100  $12588,000 |
Nashville 12,503  1.8% +231%  $686.72 43  419%  $8,647,900 $11,378,000
Greenville/Spartanburg. | 12777 1.8% 53%  $67118 41  47.1%  S$8575700  §$11,283,000
' Detroit | 9516 1.4% +0.8% $734.98 43 444%  $6,994,100 $9,202,100
Baltimore 8,138 1.2% -17.9%  $703.07 40  257%  $5721,600 $7,527,800
Dallas/Fort Worth | 6628  1.0% -10.5%  $796.34 46  424%  $5278,100 $6,944,400
Tallahassee 112124  18% 51% $401.48 28 78.8%  $4,887,500 $6,404,200
Houston | 4743  o07%  47%  se3s32 38  366%  $3003800  $3,952,100

AMELIA ISLAND
WELCOME CENTER

Welcomed over

10,000 Visitors

Distributed over

845 Welcome Bags

and

4,000 Face Masks

to businesses and visitors
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MARKETING PERFORMANCE

AMELIAISLAND.COM

Google Analytics, October 1, 2019 — September 30, 2020

Users: 764,225 (+2.1% YoY) %
New Users: 765,116 (+2.8% YoY) ;

(
[ 4

Page Views: 2,202,094 (+7.4% YoY) DEVICE USAGE
Pages/Sessions: 987,421 (+3.9% YoY) Mobile: 58.0%
Total Session Duration: Averages at 1:47 (+5.0% YoY) Desktop: 34.8%
Increased Pages/Session: 2.23 (+3.2% YoY) Tablet: 7.2%

ORIGINS OF WEBSITE TRAFFIC
47.8% of wvisitors came from Florida and Georgia in F120

TOP ORIGIN STATES TOP ORIGIN CITIES
e Florida ¢ Fernandina Beach
* Georgia * Oirlando
* New York + Jacksonville
¢ North Carolina « Atlanta
e Illinois ¢ New York
* Texas e Miami =
* Pennsylvania *» Chicago =
* Tennessee * Yulee 6 5 5 74

_ * Ohio » Charlotte .

o =y Direct referrals
& * Virginia * Tampa to lodging partners

through BookDirect
WEB VISITOR DEMOGRAPHICS in FY20

« 64.24% of users are female

« Highest age group is skewing younger YoY at 55-64 (vs. 65+ YoY)
« New visitors account for 86% site traffic (+2.28% YoY)

o Key growth in younger demo (18-54) which now makes up 21% of users and
skews higher average duration on the site (average time 1:57 vs. 1:50 for older set)
and higher percentage of first-time visits (78.99% of new sessions vs. 76.83%)



EMAIL MARKETING
* Database size: 82,980 (-3.7% YoY)

* Open rate: 16.74% (+23.8% YoY) 0
« CTR: 2.92% (+107% YoY) 77 / 0

of website users
sign-up for
newsletter
emails

AICVB INDUSTRY NEWSLETTER

\ * Open rate: 32.22%
» CTR:5.85%

" SOCIAL MEDIA
/ * Total Followers: 112,230 (+14.5% YoY)
// '  Total Impressions*: 35,509,892 (+22% YoY)
g + Total Reach: 9,655,109

> « Total Engagements:* 1,373,606
(Reactions, Comments, Shares, Saves, Link Clicks, Video Views)

+ Followers:* 85,226 (79%) female and 21,611 (21%) male

90,200 followers @ 19,250 followers 2,780 followers
(+10% YoY) (+43% YoY) (+4.7% YoY)
"X

*does not tnclude Tivitter

PUBLIC RELATIONS
* Earned Media Impressions: 1,831,126,965
¢ Media Mentions: 314

¢ Writers and Influencers Hosted: 11

* Brand promotion with New York Daily News
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STRATEGIC MARKETING

WHERE ARE WE GOING?

The year 2020 has made the word “unprecedented” a cliché term. With the remarkable turn of events this year,
marketing planning is a bit like throwing darts at a moving target. Our industry has seen seismic shifts in the markets
we're talking about, to and through. To be effective and efficient in the new year, our plans must be flexible, scalable
and agile to respond to market changes while staying true to the core mission and achieving our business goals.
Amelia Island’s marketing plan focuses on maintaining our share of the pie in a highly competitive, global
marketplace through the use of emotive creative, innovative technologies, and conversion-driven tactics. The
market has shifted from bountiful travel opportunities to a scarcity of experiences, making the already crowded
marketplace that much more competitive. Our strategic approach will bring stability to the destination’s tourism

industry, creating a stronger foundation for Amelia Island’s recovery.

MARKETING STRATEGY

Consistency is vital to marketing successes. Historically, our efforts as stewards of the destination have focused on
protecting the island from the effects of avertourism. Even during a time of recovery, our marketing strategies arc
designed to slow the growth of visitation while generating maximum revenue from our visitors. In IY 2021, we
are using a layered approach to inspire travelers to visit and experience moments which create lifelong memories.
Our efforts work to create a sustainable tourism industry for Nassau County. Through an integrated, multi-channel
approach, we amplify Amelia Island’s messaging to reach leisure and business travelers, starting domestically and
expanding internationally, when the time is right. Since we can’t prepare for the unknown, fluidity, flexibility and
focus will be essential to our successful efforts. This fiscal year’s marketing programs are based on a phased approach
triggered by the market and COVID-19 response. Our marketing strategy targets socially responsible visitors who

are ready to travel by making guests {eel comfortable and confident in selecting Amelia Island.

MARKETING PRINCIPLES
COVID-19 Responsible

Keeping safety and security at the forefront of our eflorts, we incorporate COVID-19 sensitivities into
marketing efforts including the communication of health & safety standards such as mask mandates,
social distancing efforts and hygiene best practices. We are targeting responsible travelers who will
adhere to health and safety precautions and keep the best interest of our locals, visitors and businesses in
mind. We will utilize virtual alternatives to hosting media, trade, and others to maintain interest in the

destination while recovering from pandemic affects.



o
¥
o

Dynamic & Flexible

Marketing strategies must be precise and effective. but must remain flexible to adapt to changes
in the market. Agility allows us to react quickly to market changes and take advantage of new
opportunities. We are dynamic in how we speak to customers, meeting them where they are on the

changing customer journey.

Quality vs. Quantity

Essential to the sustainability of the tourism industry, controlling visitation protects the quality of
life for residents while meeting the expectations of visitors. By focusing on increasing visitor yield
and maximizing the return on investment over the volume of visitation, we create a high-quality
travel market. These eflorts can have a positive impact on our community, mitigating negative

burdens associated with short-term and day trip visitation.

Data-driven Decision Making

Research, combined with real-time analytics, form the basis of our marketing decisions. Focusing
on measurable programs we use data to optimize our marketing for continuous improvement. By
utilizing data-driven decision making we can thrive in a hyper-competitive marketplace with a

concentration on driving positive return on investment.

Valuable Partnerships

Harnessing the power of a united industry gives us a significant competitive advantage. Leveraging
partnerships maximizes our impact and expands the efficiency and effectiveness of our programs.
By creating and exccuting programs which add value for our local tourism industry, we foster a

strategic advantage for arca businesscs.

Integrated Marketing

An integrated marketing approach strengthens the Amelia Island brand and expands the reach
and impact of our marketing efforts. Integrating our marketing efforts across owned, carned and
paid channels increases brand loyalty. By reaching target audiences multiple times, across multiple

channels, we can positively influence customer actions.

Always On

To remain connected to our “loyalists” and keep the destination top of mind for consumers, we
apply an always-on strategy to keep travelers engaged with the destination’s brand. Through
owned channels including our website, organic social media, email communications, and collateral

materials, we take a continuous, content-driven approach to interactions with potential travelers.

Brand Identity

Continually communicating the destination’s unique brand identity provides a competitive
advantage and creates pride and invested ownership in the local community. We are committed
to promoting, protecting and preserving Amelia Island’s tourism assets throughout our marketing

initiatives, and to supporting smart development that enhances our tourism offerings.
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MARKETING OBJECTIVES & TACTICS

OBJECTIVE 1. BUILD BRAND AWARENESS, DRIVE DEMAND

™. STRATEGY

Increase destination awareness, customer recall and positive brand sentiment through aggressive

[— marketing efforts, driving conversions of overnight, high-yield visitor bookings.

TACTICS
* Plan and execute an aggressive paid media strategy.

* Leverage an always-on strategy of communications to stay engaged with loyalists and prospects.
Use a content-driven approach to continually message around key brand pillars.

¢ Build on the launch of the Moments campaign to create consumer connections which drive visitation.
* Utlize latest digital technologies (i.c. Chatbot) and emerging digital marketing assets to engage visitors.

* Leverage Moments messaging throughout owned marketing channels to create a consistent consumer
experience, increasing brand recall and sentiment.

* Evaluate shifts in target markets to continually create updated marketing personas for marketing
personalization.

+ Execute aggressive public relations efforts including brand promotions and securing medlia coverage
with journalists and influencers.

» Create and support special events boosting overnight visitation during tourism need periods.

* Develop and maintain relationships with meeting planners, tour operators, travel agents and other
trade and meeting organizations.
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Amelia Island Tourism

Supports Nassau County

in recognition of National Travel & Tourism Week, a huge thanks goes out to the thousands of tourism
employees, past and present city and county officials, and all tocal residents. Thank you for caring about our
visitors and keeping Amelia Island a beautiful place where tourism thrives as an economic driver
for our community. Now more than ever, our resilient tourism industry will be vital to putting
Nassau County's economy back on track.

Economic Impact
Tourism provides $800 million
to Nassau County's economy

...- Great Investment
" Forevery $1 spent on marketing,
Nassau County economy receives a
$202 return, including $12.33 for the

Jobs Nassau County government
) o and $4.10 for the Nassau
Pre-Coronavirus, 1in 4 jobs in Nassau County School System
County are in tourism
........................ Pristine
Lower Taxes .................
Beaches

Tourists save each household

$3.400 in local & state taxes Dedicated bed taxes pay

100% of local beach cleaning
and renourishment costs

Spenders

Out-of-county visitors account

for 37.4% of County sales tax Year(-::'ou ntd
....................... ues s

Visits by tourists keep restaurants
and shops in business, providing
good jobs for locals

County Profits

Tourism results in a net positive
impact of $47 million to Nassau's
budget
World Class Culture
Locals enjoy premier arts, culture
and events made possible by
visitor spending

General Revenue .-~
On-island lodging accommodations pay
over $12 million in annual property taxes

Fun Choices Tourism Gives

Community events including the Chamber Music Festival, Restaurant Amelia Istand Tourism Gives is designed to provide support
Week, Concours d'Elegance, Shrimp Festival and Dickens on Centre are for vital industry workers devastated by the pandemic.
supported by bed tax, resulting in a strong tourism industry year-round. Donate today at AmelialslandMarketcom

Tourism helps to improve the quality of life for residents!

Tourism marketing is funded 100% with bed tax user fees; no taxes paid by residents
are used to fund tourism activities. Tourism promotion attracts visitors to Amelia Island
bringing work, opportunity and support to our local community.

AMELIA& [SLAND

COME MAKE MEMORIES'




STRATEGIC MARKETING

10.

11.
12.

13.

14.
14.

PARTNER RESOURCES

Tourism industry stakeholders are encouraged to take full advantage of the
wealth of information, opportunities and resources the AICVB provides.

Get Listed - Review and update your listing information on Amelialsland.com, which will also be used in
the Visitor Guide.
Host our Guests - Host travel writers and influencers from all over the world.
Submit Events - Provide your tourism-related event details at Amelialsland.com/cvents to be included
in the online events calendar.
Share Your News - We can help spread your messages, if we know your news. Email details on special
offers, big announcements, new programs, and events to madison@hayworthpr.com.
Be social -
A. We’re always in need of content - Share stories, photos, and news with our team for a chance to be
featured on our social media channels and the Amelia Island Blog.
B. Use Amelia Island hashtags to reach travelers and influencers around the globe.
#Amelialsland #LoveAmelia
C. Promote the #AmelialslandMemories conest by encouraging your guests to share their memories
in the contest and engage with participants on our social pages.
Participate in our Cooperative Advertising Programs - take advantage of the AICVB’s media
planning and buying power with subsidized advertising rates.
Get Involved - Take part in promotional programs such as special offers, Value Card, Seaside Salute, etc.
Point Back - Point to Amelialsland.com from your website to give your users ideas of things to do
and places to go.
Stock Up - Provide your guests with destination collateral for free! Just let us know what you need and
we’ll deliver a stock of our collateral materials for your use including Visitor Guide, Value Card, Historic
District Walking Tour, Artrageous Artwalk, Augmented Reality Experience Map, Bike Map, Leave No
Trace information, and more.
Stay Prepared - AmelialstandTDC.com offers our research, marketing plans, and resources such as
free photo and video galleries for your use.
Attend TDC meetings - Get informed on AICVB marketing plans.
Be on Display - Display your collateral materials at the spectacular Amelia Island Welcome Center:
(open seven days a week, 364 days a year)
Create Packages - Whether for special events or promotions, create and communicate special packages
and offers the AICVB can communicate on your behalf.
Get Connected - Connect with meeting planners by responding to RFPs.
Walk Down the Aisle - Get lead lists of brides and grooms interested in Amelia Island weddings.



AMELIASISLAND

COME MAKE MEMORIES

COME MAKE MEMORIES®

Breezes a little softer,

Hearts a little lighter,

The yn,,,e/nz; little sweeter.
ESCAPE NOW

Find your perfect Amelia Island

2021 AMELIA ISLAND MARKETING PLAN | WWW.AMELIAISLANDTDC.COM
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MARKETING EXECUTION

MOMENTS CAMPAIGN

During 2020 we used the pause of the pandemic to evaluate, inspire and test new creative. Capitalizing
on the opportunity to start fresh, we engaged with Starmark International on a recovery campaign which
will extend into the new fiscal year. Building on Amelia Island’s Come Make Memories brand tagline and
extending the success of our past campaigns, Moments creative evokes emotion to encourage travelers to
visit Amelia Island again and again. The leisure consumer campaign will be extended into executions for
niche markets such as vacation rentals, weddings and meetings. Moments messaging is being used across
paid media as well as owned communications including our website, social media, email and collateral

materials.

PAID MEDIA

Utlizing a robust paid media strategy across an integrated mix of mediums including digital and
traditional placements, Amelia Island’s FY21 media plan expands our campaign’s reach and impact. The
plan will utilize high-performance media with a focus on goals, brand alignment, consumer reach and
engagement. Programs are evaluated and optimized to consistently produce strong ROI. The paid

media strategy is reinforced by significant efforts in earned media and owned-channel activation.

PAID MEDIA FY 21 BUDGET ALLOCATION

Audio,
1%

Video,
6%

Digital,
52%

Out-of-Home,

7%
International,

4%



OBJECTIVE 4. BOOST VISITOR ENGAGEMENT

(L)

. » STRATEGY
Increase visitor engagement with the destination’s brand to create brand advocates, increase positive

- sharing of Amelia Island experiences, and boost return visitation by both loyalists and prospects.

TACTICS

» Refresh Amelialsland.com to improve user experience, increase sitewide engagement, and
boost visitor conversions.

* Leverage digital and social media technology to drive engagement, increase bookings and provide
strong insights for evaluation.

* Promote engagement with social media channels and #LoveAmelia across various platforms.

* Leverage user generated content (UGC) across marketing channels to support brand advocates.

*» Continue email marketing program to keep loyalist audience engaged and drive repeat visitation.

* Extend development and distribution of content including blogs, video, UGG, etc.

* Evaluate and enhance the Augmented Reality App to build user engagement.

* Foster communications between visitors, loyalists, partners and media to build brand positive experiences.

 Create programs which [oster pride among locals.

OBJECTIVE 5. FOSTER COHESIVE TOURISM INDUSTRY +
COMMUNITY RELATIONS

(]
4. STRATEGY
Build value in the community by communicating the importance of tourism with elected officials,

- industry partners, and residents including economic impact, jobs, and quality of life.

TACTICS

* Develop and manage relationships with industry and trade organizations to position Amelia Island
for increased leisure and group travel.

* Facilitate positive relationships with key officials providing thought leadership and assistance.
» Update AmelialslandTDG.com as an industry resource.
* Increase partner interactions creating regular two-way communication.

* Execute programs, cooperative opportunities and partner trainings which help local businesses leverage
our resources and expertise.

¢ Develop resident educational programs designed to support a sustainable tourism industry.
* Continue the execution of the AICVB newsletters to increase ongoing communications to industry partners.

* Enhance connections with community organizations about the purpose, value and impacts of the
tourism industry:.

* Manage crisis communication efforts in times of need.

¢ Advocate for practices and policies which support a sustainable tourism industry that serves our community.

2021 AMELIA ISLAND MARKETING PLAN | WWW.AMELIAISLANDTDC.COM



STRATEGIC MARKETING

OBJECTIVE 2. GENERATE VISITOR-RELATED ECONOMIC IMPACT BY
ENHANCING THE VISITOR EXPERIENCE AND INCREASING YIELD.

L)

L}
N » STRATEGY
- “ Support Nassau County’s economy with a focus on the return on investment from travelers by

] increasing in-market spending and boosting return visitation.

TACTICS

* Promote tourism partners.

= Utilize Welcome Center stafl to educate and sell consumers, extending length of stay and in-market spending
* Build destination management services to boost the in-market experience of leisure and business travelers.

» Update and expand group and business marketing efforts to target meetings and trade business including
the exccution of a targeted meeting planner marketing campaign.

* Relaunch international marketing efforts to restore market share of these high-yield visitors, when appropriate.
* Lvaluate a sports and entertainment program.
* Create niche marketing campaigns targeting wedding and milestone travelers.

* Focus on programs and events which help reduce seasonal gaps to create a vear-round, sustainable
tourism industry.

OBJECTIVE 3. MAXIMIZE RETURN ON INVESTMENT

[P
N . STRATEGY
Focus on data-driven decision making to optimize the return on investment of marketing programs

— and the investment in attracting high-yield customers.

TACTICS
* Evaluate marketing data to optimize plans accordingly.

* Extend customer ROI by targeting affluent visitors who are more likely to be high-yield customers, have a high
likelihood of return visitation, and will serve as brand advocates.

* Help lodging partners drive rate, extend length of stay, increase in-market spending and build repeat visitation
and visitor frequency.

* Take advantage of new technologies and innovation to boost cfficiencies.
* Capitalize on ancillary regional events which drive demand within driving proximity.

* Leverage relationships with trade organizations to maximize value of partnerships.





