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Memo 
To: Amy Bell 
From: Gil Langley 
Date: 8/20/21 
Re: AITDC 3rd Quarter Report to the BOCC 

 

Attached you will find the AITDC 3rd Quarter Report to the BOCC (April-June 2021), which is due 

electronically today for our presentation on Wednesday, September 15th.  I have summarized 

below what is included in the reports: 

 

• Economic Impact:  $233 million, up 154% YOY 

• Visitation:  Number of Visitors up 98% YOY as the island was pretty much closed in April 

2020 

• Visitor Origins:  Showing growth coming back from Northeast and Midwest markets 

• STR Performance:  Occupancy for the quarter averaged 70.6% with strong pricing power 

showing average daily rate (ADR) of $314 and Revenue per Available Room (RevPAR) of 

$221.22 

o It’s great to see strong occupancy and rate this quarter as we increased the 

supply of rooms in May with the opening of the Courtyard and Springhill Suites 

• Bed Tax Collections:  Quarterly taxable sales totaled $63,906,970, up 102% over 

projections based on a quicker return of the industry than expected.  The resultant bed 

tax collection for the quarter was $3,224,421 

• Arrivalist:  FYTD, the estimated sample arrivals indicate that day trippers make up 64% 

of outside visitation to Amelia Island.  Thirty percent of overnight visitors stayed 4+ 

nights.  This past quarter made up 38% of the total arrivals to the island this fiscal year 

to date. 

• Marketing Performance:  marketing efforts this quarter included, but were not limited 

to: 

o Paid Advertising (April -June):  approximately $280,000 spend resulting in over 

21 million impressions and a click through rate (CTR) of .63%.  Media was 

weighted for digital (programmatic, online video, rich media) but also included 

some audio, email, search, social and video.  Campaigns include targeting for 

leisure and meeting audiences. 

 

 

 



 
 

 

o AmeliaIsland.com:  359K sessions with over 743K pageviews from 285K users 

o Emails:  Distributed 9 emails for an average open rate of 19.6% and CTR of 1.7% 

• Social: 

o Facebook:  94,65K fans, up 2%, 17.44K engagements, down 34%, 15.06M 

impressions from 66 organic posts + 108 paid posts 

o Instagram:  22.4K fans, up 5%, 640.66K impressions, down 32%, 309 profile 

website taps, up 11% from 87 organic posts + 41 paid posts 

o LinkedIn:  7.74K impressions, up 99%, 287 engagements, up 104% for 32 organic 

posts.   

 

As you can see, tourism on Amelia Island set new records with the pent-up demand from 

travelers during COVID-19.  It appears that July was also a great month, but it is yet to be seen 

how the COVID-19 Delta variant will impact tourism this fall and winter. 

 

 

   

  

  



1.  Financial Reports:  
(STR, Munis, Bed Tax)  
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37521582 TDC ADMIN FEES-TRANS OUT           
_________________________________________

 
137 .521.582.58.591910.CLERK ADMINISTRATIVE FEE-CLERK      

      71,250           0      71,250      61,481.59            .00       9,768.41   86.3% 
137 .521.582.58.591910.TAXCO ADMIN FEE-TAX COLLECTOR       

      71,250           0      71,250      61,481.59            .00       9,768.41   86.3% 
 

TOTAL TDC ADMIN FEES-TRANS OUT           142,500           0     142,500     122,963.18            .00      19,536.82   86.3%
 
 

37522552 TDC RESEARCH/ADMIN                 
_________________________________________

 
137 .522.552.55.531041. MANAGEMENT FEE-CVB            

     691,125           0     691,125     459,162.91            .00     231,962.09   66.4% 
 

TOTAL TDC RESEARCH/ADMIN                 691,125           0     691,125     459,162.91            .00     231,962.09   66.4%
 
 

37523552 TDC MARKETING                      
_________________________________________

 
137 .523.552.55.531000. PROFESSIONAL SERVICES         

       5,000      50,000      55,000            .00      50,000.00       5,000.00   90.9% 
137 .523.552.55.531000.LCPRJ PROFESSIONAL SERVICES         

           0     200,000     200,000            .00            .00     200,000.00     .0% 
137 .523.552.55.534250. MARKETING DATA                

     100,000           0     100,000      76,300.00      23,050.00         650.00   99.4% 
137 .523.552.55.540000.ENTNT TRAVEL AND PER DIEM           

       7,300           0       7,300            .00            .00       7,300.00     .0% 
137 .523.552.55.540000.LODGE TRAVEL AND PER DIEM           

      10,000           0      10,000       1,372.20            .00       8,627.80   13.7% 
137 .523.552.55.540000.MEALS TRAVEL AND PER DIEM           

      10,000           0      10,000            .00            .00      10,000.00     .0% 
137 .523.552.55.540000.TRAVL TRAVEL AND PER DIEM           

      15,000           0      15,000          91.89            .00      14,908.11     .6% 
137 .523.552.55.542000.FULFL FREIGHT AND POSTAGE SERVICES  

      10,000           0      10,000         538.43            .00       9,461.57    5.4% 
137 .523.552.55.542000.POSTG FREIGHT AND POSTAGE SERVICES  

       1,500           0       1,500            .00            .00       1,500.00     .0% 
137 .523.552.55.548110.CONTE PRODUCTIONS                   

     325,000     -89,000     236,000      79,723.24       6,283.39     149,993.37   36.4% 
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137 .523.552.55.548110.DESGN PRODUCTIONS                   

     200,000      89,000     289,000     167,651.37      98,354.80      22,993.83   92.0% 
137 .523.552.55.548120.AUDIO PAID MEDIA                    

      25,000           0      25,000      10,000.00       4,000.00      11,000.00   56.0% 
137 .523.552.55.548120.DIGIT PAID MEDIA                    

   1,250,000     260,000   1,510,000     947,483.15     440,293.52     122,223.33   91.9% 
137 .523.552.55.548120.INTNL PAID MEDIA                    

     100,000     -25,000      75,000            .00            .00      75,000.00     .0% 
137 .523.552.55.548120.OOH PAID MEDIA                    

     175,000    -100,000      75,000            .00            .00      75,000.00     .0% 
137 .523.552.55.548120.PRINT PAID MEDIA                    

     725,000    -100,000     625,000     103,635.56     208,697.50     312,666.94   50.0% 
137 .523.552.55.548120.VIDEO PAID MEDIA                    

     150,000           0     150,000            .00            .00     150,000.00     .0% 
137 .523.552.55.548240.LICEN INTERACTIVE                   

      50,000           0      50,000      12,261.79            .00      37,738.21   24.5% 
137 .523.552.55.548240.SPEC INTERACTIVE                   

     275,000           0     275,000     106,263.53      70,739.55      97,996.92   64.4% 
137 .523.552.55.548240.TOOLS INTERACTIVE                   

      75,000           0      75,000      44,396.56      20,216.32      10,387.12   86.2% 
137 .523.552.55.548350. PARTNERS/SPONSORSHIPS/GNTS    

     450,000    -200,000     250,000         500.00            .00     249,500.00     .2% 
137 .523.552.55.548350.AIMOH PARTNERS/SPONSORSHIPS/GRANT   

      17,500           0      17,500      17,500.00            .00            .00  100.0% 
137 .523.552.55.548350.EVNTG PARTNERS/SPONSORSHIPS/GRANT   

      50,000           0      50,000      45,000.00            .00       5,000.00   90.0% 
137 .523.552.55.548350.FFCG PARTNERS/SPONSORSHIPS/GRANT   

      65,000           0      65,000      60,000.00            .00       5,000.00   92.3% 
137 .523.552.55.548350.JAXSP PARTNERS/SPONSORSHIPS/GRANT   

      55,000           0      55,000      50,000.00            .00       5,000.00   90.9% 
137 .523.552.55.548520. SPECIAL EVENTS                

      30,000           0      30,000       1,915.00            .00      28,085.00    6.4% 
137 .523.552.55.548520.DOC SPECIAL EVENTS                

     200,000           0     200,000      15,218.43            .00     184,781.57    7.6% 
137 .523.552.55.548520.HOLDY SPECIAL EVENTS                

     150,000           0     150,000     100,511.01            .00      49,488.99   67.0% 
137 .523.552.55.548520.RESTW SPECIAL EVENTS                

       5,000           0       5,000       3,687.98            .00       1,312.02   73.8% 
137 .523.552.55.548520.SPEC SPECIAL EVENTS                

           0           0           0            .00       1,137.15      -1,137.15  100.0%*
137 .523.552.55.548520.WELLN SPECIAL EVENTS                

      50,000           0      50,000            .00            .00      50,000.00     .0% 
137 .523.552.55.548710.PREXP PUBLIC RELATIONS              

      61,075           0      61,075       2,147.86      30,300.00      28,627.14   53.1% 
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137 .523.552.55.548710.PRSPC PUBLIC RELATIONS              

      72,000           0      72,000      45,000.00      27,000.00            .00  100.0% 
137 .523.552.55.552000. MISC OPERATING SUPPLIES       

       2,250           0       2,250            .00            .00       2,250.00     .0% 
137 .523.552.55.564000. EQUIPMENT                     

       2,250           0       2,250            .00            .00       2,250.00     .0% 
 

TOTAL TDC MARKETING                    4,718,875      85,000   4,803,875   1,891,198.00     980,072.23   1,932,604.77   59.8%
 
 

37523581 TRANS OUT-GENERAL-EQUIPMENT        
_________________________________________

 
137 .523.581.58.591016. TRANS OUT-GENERAL-EQUIPMENT   

       1,000           0       1,000            .00            .00       1,000.00     .0% 
 

TOTAL TRANS OUT-GENERAL-EQUIPMENT          1,000           0       1,000            .00            .00       1,000.00     .0%
 
 

37524552 TDC TRADE SHOWS/TRAVEL TR          
_________________________________________

 
137 .524.552.55.534000.WELMC OTHER CONTRACTUAL SERVICES    

       5,000           0       5,000         660.00            .00       4,340.00   13.2% 
137 .524.552.55.540000.ENTNT TRAVEL AND PER DIEM           

      20,000           0      20,000         160.79            .00      19,839.21     .8% 
137 .524.552.55.540000.LODGE TRAVEL AND PER DIEM           

      20,000           0      20,000       2,826.92            .00      17,173.08   14.1% 
137 .524.552.55.540000.MEALS TRAVEL AND PER DIEM           

      10,000           0      10,000       1,635.64            .00       8,364.36   16.4% 
137 .524.552.55.540000.SALMS TRAVEL AND PER DIEM           

       5,000           0       5,000            .00            .00       5,000.00     .0% 
137 .524.552.55.540000.TRAVL TRAVEL AND PER DIEM           

      25,000           0      25,000         814.58            .00      24,185.42    3.3% 
137 .524.552.55.541000.WELMC COMMUNICATIONS                

       5,000           0       5,000       2,761.70            .00       2,238.30   55.2% 
137 .524.552.55.542000.DRAYG FREIGHT AND POSTAGE SERVICES  

       6,500           0       6,500            .00            .00       6,500.00     .0% 
137 .524.552.55.542000.FULFL FREIGHT AND POSTAGE SERVICES  

      35,000           0      35,000      21,619.42       5,152.73       8,227.85   76.5% 
137 .524.552.55.542000.POSTG FREIGHT AND POSTAGE SERVICES  

      10,000           0      10,000          21.10            .00       9,978.90     .2% 
137 .524.552.55.543000.WELMC UTILITY SERVICES              

      10,000           0      10,000       2,993.52            .00       7,006.48   29.9% 
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137 .524.552.55.544000.WELMC RENTALS AND LEASES            

      10,000           0      10,000       9,212.00       1,875.00      -1,087.00  110.9%*
137 .524.552.55.545000.WELMC INSURANCE                     

       5,000           0       5,000       1,630.00            .00       3,370.00   32.6% 
137 .524.552.55.547000. PRINTING-BROCHURES            

     200,000           0     200,000      15,641.18       7,165.96     177,192.86   11.4% 
137 .524.552.55.548018.INTNL TRAVEL TRADE                  

      90,000           0      90,000            .00            .00      90,000.00     .0% 
137 .524.552.55.548018.MEETG TRAVEL TRADE                  

     150,000           0     150,000      30,548.00            .00     119,452.00   20.4% 
137 .524.552.55.548018.NICHE TRAVEL TRADE                  

      25,000           0      25,000            .00            .00      25,000.00     .0% 
137 .524.552.55.548018.TDREL TRAVEL TRADE                  

      15,000           0      15,000       3,552.93       1,049.00      10,398.07   30.7% 
137 .524.552.55.548018.TDSHW TRAVEL TRADE                  

      15,000           0      15,000            .00            .00      15,000.00     .0% 
137 .524.552.55.548019.INCTV HOSPITALITY SERVICES          

      15,000           0      15,000            .00            .00      15,000.00     .0% 
137 .524.552.55.548019.PUBAW HOSPITALITY SERVICES          

      25,000           0      25,000       8,957.54       1,400.00      14,642.46   41.4% 
137 .524.552.55.548019.WELMC HOSPITALITY SERVICES          

       7,500           0       7,500       5,108.80            .00       2,391.20   68.1% 
137 .524.552.55.548161.FAMS FAMILIARIZATIONS              

      15,000           0      15,000         186.80            .00      14,813.20    1.2% 
137 .524.552.55.548161.FLTFS FAMILIARIZATIONS              

      20,000           0      20,000            .00            .00      20,000.00     .0% 
137 .524.552.55.548161.SALMS FAMILIARIZATIONS              

      15,000           0      15,000            .00            .00      15,000.00     .0% 
137 .524.552.55.549000.WELMC OTHER CURRENT CHARGES & OBLIGA

     100,000           0     100,000      32,274.43      37,925.57      29,800.00   70.2% 
137 .524.552.55.552000. MISC OPERATING SUPPLIES       

      11,750           0      11,750            .00            .00      11,750.00     .0% 
137 .524.552.55.552007. PROMOTIONAL SUPPLIES          

      75,000           0      75,000       6,989.39            .00      68,010.61    9.3% 
137 .524.552.55.554006. DUES/SUBSCRIPT/TRAINING       

      15,000           0      15,000       4,121.59            .00      10,878.41   27.5% 
 

TOTAL TDC TRADE SHOWS/TRAVEL TR          960,750           0     960,750     151,716.33      54,568.26     754,465.41   21.5%
 
 

37525539 TDC BEACH IMPROVMENTS              
_________________________________________

 
137 .525.539.53.534102. CONTRACT SERVICE-BEACH CLEAN  

   1,145,750    -388,500     757,250      10,418.95            .00     746,831.05    1.4% 
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137 .525.539.53.534102.OFBCH CONTRACT SERVICE-BEACH CLEAN  

           0      64,500      64,500      36,000.00      24,000.00       4,500.00   93.0% 
137 .525.539.53.534102.ONBCH CONTRACT SERVICE-BEACH CLEAN  

           0     324,000     324,000     216,000.00     108,000.00            .00  100.0% 
137 .525.539.53.552000. MISC OPERATING SUPPLIES       

       5,000           0       5,000            .00            .00       5,000.00     .0% 
137 .525.539.53.554000. DUES & SUBSCRIPTIONS          

      10,000           0      10,000       6,500.00            .00       3,500.00   65.0% 
137 .525.539.53.581202. AID-CITY OF FERNANDINA BCH    

           0      50,000      50,000      25,872.35            .00      24,127.65   51.7% 
137 .525.539.53.581202.BRSP AID-CITY OF FERNANDINA BCH    

     300,000     -50,000     250,000            .00            .00     250,000.00     .0% 
 

TOTAL TDC BEACH IMPROVMENTS            1,460,750           0   1,460,750     294,791.30     132,000.00   1,033,958.70   29.2%
 

TOTAL AI TOURIST DEVELOPMENT FUND      7,975,000      85,000   8,060,000   2,919,831.72   1,166,640.49   3,973,527.79   50.7%
 

TOTAL EXPENSES    7,975,000      85,000   8,060,000   2,919,831.72   1,166,640.49   3,973,527.79
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GRAND TOTAL    7,975,000      85,000   8,060,000   2,919,831.72   1,166,640.49   3,973,527.79   50.7%

 
                                            ** END OF REPORT - Generated by Nate Aron **                                            

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 





7/28/20213:52 PM Amelia Island Tourism Development Council
Monthly Taxable Collections

Actual Sales October November December January February March April May June July August September FY Total
FY 2010 $3,824,925 $4,127,108 $2,662,768 $3,061,087 $3,872,714 $7,180,869 $7,250,176 $6,771,684 $9,192,997 $11,420,967 $6,161,937 $4,134,125 $69,661,357
FY 2011 $5,117,877 $3,146,563 $2,891,727 $3,057,380 $4,477,079 $8,042,178 $9,089,680 $7,348,455 $9,319,735 $10,455,155 $5,315,503 $4,709,634 $72,970,966
FY 2012 $5,873,108 $4,083,078 $3,224,742 $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 $3,048,178 $3,744,771 $5,098,560 $10,724,414 $10,388,492 $9,925,245 $11,911,552 $12,710,654 $8,908,306 $6,817,183 $93,523,687
FY2014 $7,475,837 $6,034,530 $4,166,409 $5,565,369 $6,515,370 $12,374,283 $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 $5,161,284 $6,116,785 $8,198,689 $13,685,610 $13,547,538 $12,378,353 $14,913,734 $16,387,766 $10,972,556 $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 $14,585,578 $17,510,133 $20,523,960 $9,060,000 $7,771,180 $151,426,218
FY2020 $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 $10,173,407 $118,505,789
FY2021 $9,508,249 $7,184,780 $5,794,181 $6,806,312 $7,120,775 $17,239,873 $18,417,341 $21,535,062 $23,954,566 $117,561,139
% Change -6.12% -23.47% -21.91% -22.56% -34.88% 53.37% 1078.94% 266.86% 59.73% -100.00% -100.00% -100.00% -0.80%

Sales Monthly
FY2021 Projected $5,325,028 $5,769,636 $4,808,030 $4,166,960 $7,051,778 $12,180,344 $10,898,202 $9,295,525 $11,464,345 $12,821,414 $5,769,636 $5,449,101 $95,000,000
FY2021 Actual $9,508,249 $7,184,780 $5,794,182 $6,519,792 $7,120,775 $17,239,873 $18,417,341 $21,535,062 $23,954,566 $0 $0 $0 $117,274,620
% Change 78.56% 24.53% 20.51% 56.46% 0.98% 41.54% 68.99% 131.67% 108.95% -100.00% -100.00% -100.00% 23.45%

Sales YTD
FY2020 $10,128,614 $19,517,369 $26,937,324 $35,726,866 $46,661,504 $57,902,542 $59,464,742 $65,334,842 $80,331,442 $97,011,442 $108,332,382 $118,505,789
FY2021 $9,508,249 $16,693,029 $22,487,209 $29,293,522 $36,414,296 $53,654,170 $72,071,511 $93,606,573 $117,561,139 $117,561,139 $117,561,139 $117,561,139
% Change -6.12% -14.47% -16.52% -18.01% -21.96% -7.34% 21.20% 43.27% 46.35% 21.18% 8.52% -0.80%

Bed Tax YOY
FY2020 $506,491 $464,756 $368,909 $429,206 $548,288 $560,487 $78,110 $293,505 $749,830 $834,000 $566,047 $508,347 $5,907,978
FY2021 Budget $266,251 $288,482 $240,402 $208,348 $352,589 $609,017 $544,910 $464,776 $573,217 $641,071 $288,482 $272,455 $4,750,000
FY2021 Actual $481,597 $352,976 $293,026 $325,990 $359,764 $832,840 $943,014 $1,090,601 $1,190,806 $0 $0 $5,870,612
% vs FY2020 -4.92% -24.05% -20.57% -24.05% -34.38% 48.59% 1107.28% 271.58% 58.81% -100.00% -100.00% -100.00% -0.63%
% vs Budget 80.88% 22.36% 21.89% 56.46% 2.03% 36.75% 73.06% 134.65% 107.74% -100.00% -100.00% -100.00% 23.59%

Bed Tax YTD
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 $5,907,978
FY2021 YTD $481,597 $834,573 $1,127,599 $1,453,588 $1,813,352 $2,646,192 $3,589,206 $4,679,807 $5,870,612 $5,870,612 $5,870,612 $5,870,612
Pace vs LY -4.92% -14.07% -15.86% -17.85% -21.76% -8.06% 21.41% 44.00% 46.78% 21.45% 8.72% -0.63%

FY2015 $124,124,387
FY2016 $133,440,316
FY2017 $135,959,952
FY2018 $146,341,834
FY2019 $151,426,218
FY2020 $118,505,789
FY2021 $117,561,139
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 Fiscal Year to Date (Oct. - Jun.) CY Second Quarter (Apr. - Jun.) 

H/M/C/C * 
Visitor Stats 

 
FYTD 2020 

 
FYTD 2021 

% Δ  
‘20/’21 

 
2020 

 
2021 

% Δ  
‘20/’21 

Visitors (#) 403,000 468,100 +16.2 101,600 201,300 +98.1 

Direct Exp. ($) $295,085,600 $373,708,100 +26.6 $70,002,400 $177,747,900 +153.9 
Total Eco. 
Impact ($) $388,244,200 $491,687,700 +26.6 $92,102,200 $233,862,900 +153.9 

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

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 Fiscal Year to Date (Oct. - Jun.) CY Second Quarter (Apr. - Jun.) 

Visitor Origins FYTD 2020 FYTD 2021 
% Δ 

‘20/’21 

2020 
# of 

Visitors 

2021 
# of 

Visitors 
% Δ 

‘20/’21 

Florida 93,738 131,096 +39.9 33,122 61,598 +86.0 

Southeast 162,303 226,841 +39.8 51,308 97,631 +90.3 

Northeast 62,930 44,617 -29.1 7,823 16,104 +105.9 

Midwest 53,351 47,816 -10.4 6,096 19,123 +213.7 

Foreign 13,547 0 -100.0 0 0 n/a 

Opportunity Mkts 17,131 17,730 +3.5 3,251 6,844 +110.5 

Total 403,000 468,100 +16.2 101,600 201,300 +98.1 

* Amelia Island’s CY Q2 2020 and 2021 foreign visitation was too small to measure.  
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Occupancy and ADR (STR)** April May June 

Occupancy 2021 72.5% 64.3% 75.1% 

Occupancy 2020 † 9.1 37.6 57.0 

∆ % Occ. (‘20/’21) +699.4% +71.1% +31.7% 

ADR 2021 $303.84 $329.57 $308.29 

ADR 2020 † 134.96 213.46 255.38 

∆ % ADR (‘20/’21) +125.1% +54.4% +20.7% 

RevPAR 2021 $220.33 $211.87 $231.47 

RevPAR 2020 † 12.24 80.21 145.63 

∆ % RevPAR (‘20/’21) +1,699.6% +164.1% +58.9% 
 
** Source:  Smith Travel Research; † 2020 Update 
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2021 Amelia Island Concours Week Estimated Economic Impact 
May 19 – 23, 2021 

 
The study of the 2021 Concours Week was implemented to document the economic impact of the events.  The findings 
of the study are based on 315 interviews conducted with randomly selected 2021 Concours Week attendees. 
 
Specifically, our event-related findings are as follows: 
 

• Estimated Total Direct Expenditures of Off-Island Visitors (Overnight and Day-trippers):  $20,096,600 (2020:  
$22,146,600). 

• Estimated Total Economic Impact of Off-Island Visitors:  $26,440,900  (2020:  $29,138,200). 
Amelia Island Tourism Multiplier:  1.3157  

• Concours Week Visitor Impact Breakouts: 2020 2021 

o Staying In Commercial Lodging on Amelia Island $20,485,000 $20,672,700 

o Staying in Commercial Lodging (Not Amelia Island) $6,210,700 $4,456,700 

o Day-trippers $1,310,900 $739,000 

o Staying with Friends/Relatives $1,131,600 $572,500 

• Concours Week Visitor Distribution: 2020 2021 

o Staying In Commercial Lodging on Amelia Island 32.5% 45.6% 

o Staying in Commercial Lodging (Not Amelia Island) 24.7% 22.2% 

o Day-trippers 24.0% 18.9% 

o Staying with Friends/Relatives 6.3% 3.9% 

o Amelia Island Residents 12.5% 9.4% 



3.  Tourism Activity 
Reports (April – June)



 Tourism Activity Report 
 
 

April 2021 
 

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 
 

Visitor Services 

 
o For April, we delivered 75 cases of collateral to partners 
o Audited partner rack cards and informed partners that are not represented to replenish 
o April number of visitors – 2082; number of bags prepared (wedding/group) 50. 
o On-Going 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. 

Events & Promotions:

• Visitor Services

• Monthly Meetings

• Travel & Trade 

• Special Events

Marketing:

• Strategy

• Advertising

• Content/Social

• Website

• Collateral

Public Relations:

• Writers

• Coverage

• Press Releases

• Promotions
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o On-Going 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 Received inventory & selling tickets for Concourse d’ Elegance. 
 
 

Collateral 
o Mailed 575 Visitor Guides to fulfill online requests. 
o Distributed 75 cases of collateral to tourism partners.  
o Redesigning “Kids Bucket List”, “Rainy Day Activities”, and “Rental Lists”  for Welcome Center and 

plan to print enough for accommodations to start handing out as well. 
o Beach Brochure general content drafted and being reviewed by County and City for accuracy. 
o Bike Map is next priority for updating 

 

Partner Relations 
o Tourism Partner Bi-Weekly Newsletter continued 
o Continue to meet with new and established partners to ensure they are getting the most out of 

AICVB resources. 
o Added 4 additional business listings on AmeliaIsland.com. Identified 19 businesses that could be 

considered a tourism related partner to add to website after review. 
o 13 Partners participating in the Island Perks Incentive card program, many sold out. 

o VisitFlorida business listings initial review, plans to improve Amelia Island’s presence on site. 

o Initial research/discovery on Vacation Rental performance tracking and forecasting tools 
completed, formal quotes collected and direction of program under review. 

o Added capabilities on AmeliaIslandTDC.com for partners to submit their upcoming specials and 

promos  
o Met with new owners of Baby Cakes, Hoytt House, Tea & Spice, Palette Shop, Sea Horse Rentals, 

TurnKey, V-Pizza, Vintage Market, and Cosmic Kids. 

 

Monthly/Partnership Meetings 
o Monthly Florida’s First Coast of Golf meeting 

o Main Street board and organization meetings 
o Regular calls with agencies: Silvertech, Hayworth, Starmark, My Agency 
o Calls with Destinations International, Brand USA 
o Amelia Island Partner meetings/calls/contact 
o Discussions with new Commissioners  
o BOCC Workshop 
 

Travel Trade  
o Various online webinars and virtual tradeshows gearing towards the travel trade industry. 
o Attended Northstar Meetings Group – Incentive Live / GMID edition, Tucson AZ 
o Global Meetings Industry Day 2021 
o Return to Travel by AAA Virtual Tradeshow 
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o Northstar Meetings Group – IPEC, Louisville KY 
 
o Ongoing work with Cvent and AmeliaIsland.com RFP’s 

▪ Incoming RFP’s continue to steadily roll in as a result of our ongoing meetings 

campaign. 

 

 
o Ongoing Networking with MPI, FSAE, SITE, Destination International 
o Ongoing networking with Meeting Planners via LinkedIn & phone calls 
o Management of the Flights for Sites program 

o Developing new meeting focused/group marketing collateral with partner agency, Starmark 
o Tradeshow forecasting for remaining FY21 & FY22. 
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o Ongoing partnership discussions with Destination Management Companies, exploring sponsorship 
opportunities. 

▪ Ethos Event Collective 

• Co-sponsoring upcoming IRF to include gift on transportation, video play, 

and two attendance spots.  
▪ Imprint Events Group, DMC 

o Planning for Incentive Research Foundation Educational Forum attendance in June 

 

Special Events
o Dickens on Centre & Holiday Lighting – continued planning 

o Site visits with COFB for holiday lighting 

o Vendor calls for clarification of RFP needs. 
o Draft of DOC Event Safety Plan initiated 

o Presented plans to COFB Special Events Committee for approval – Permit Approved. 

o Concours Week event outreach to partners for 2021 plans based on AICDE date change to May: 
Finalized communications and promotion plan and shared with partner. 

 

 
 

Marketing 
 

Operations 
o Ongoing work on PO requisitions, tracking, invoice processing, P&P review, etc. 
o Destinations International DMAP accreditation 4-year renewal application in progress 

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

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

o Submitted initial FY22 budget with coding and rationale for approval.  

o Pending policy and procedures with County 
o Continuous management of the CARES Grant with Nassau County, coordinating between FRLA, partners, 

and County; Application process; submitting final backup documentation for billing. 
o Updated crisis plan with new contact info 

 

Strategy 
o Continuous execution and oversight of annual marketing plan 

o Media planning & execution –  
o FY21Q3 media plan monitoring and optimization across digital and social channels.    

▪ Approved creative executions for media program rollouts – updating creative for 

SEM, social and niche marketing 
▪ Refreshed leisure social marketing exeuctions to avoid wearout 

o Working with Starmark on Q4 media plans for additional budget flexibility 

▪ Submitted County paperwork based on 3Q plan and 4Q budget 
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o Planning internal CVB media buys to boost ongoing recovery efforts; focus on vacation 
rental, golf, weddings, as targeted extension of brand campaign 

o Dedicated Meetings support launched and ongoing via digital media and e-marketing.  
Website redesign, expansion and optimization ongoing.   

o Finalized partner co-op programs; IOs for publishers; final contracts with partners, for 
external publishers as well as AICVB dedicated e-mail marketing program  

o Finalized cooperative program with Florida’s First Coast of Golf 
o Continuous review, optimization, and execution of Marketing Dashboard for content, blog and email 

messaging including SEM strategy 
o Ongoing work with Starmark on creative development and media including extensions of Moments 

campaign for weddings leveraging partner content 

o Meetings program creative development: 
o Finalized meetings campaign including media program targeting planners 

o Distributed final meeting video to partners, on website and into media planner hubs on 

CVENT and Northstar and social 
o Updated meetings landing page content 

o Added dedicated meeting pages supporting Tours for Groups and Teambuilding 

o Reviewing collateral for update to Meetings brochure and incremental high impact 

placements during key meeting planner time frame in 3Q/4Q 
o Finalized persona program to understand post-pandemic traveler – optimize media planning, 

retargeting and website with new insights.  Developing personalization options into website for fully 

immersive experience based on key drivers learned from research insights 
o Finalized nature video posted online, in email and to partners, including America Beach Museum 

o Ongoing review, development, and execution of content calendar and editorial strategy across all 

channels including blog, email, social media, and website promotions  
o Reviewing AR app for next phase over summer 2021 

o Island Perks – tourism incentive program 
o Finalized amendment to contract for pilot program with Tremendous  
o Finalized partner recruitment and onboarding for lodging partner offers 

o Finalized and printed Island Perk card holders 

o Developed new landing page on AI.com 

o Press release finalized 
o Launched in targeted and dedicated marketing 
o Hosted partner training Zoom 

o Ongoing maintenance as partners sell-out test allocations 

o Management of tourism research 

o Working with RDS on calendar year report 
o Starting development of Year in Review collateral design 
o Working with economic development on unemployment data related to tourism industry 

o Assisting County on environmental branding signage program, American Beach community plan and 
beach park planning 

 

Website & Digital  

o Ongoing work on database management and optimization – launched Welcome series to incorporate 
demographics and psychographics of existing base for further targeting.  Initiated automated 
Welcome service into user experience to build on data collection and understand demographics and 
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interests within our database loyalists.  100% response rate to welcome email program since launch 
in March 2021.  

o Homepage design and redesigned global navigation launched across AmeliaIsland.com.  Ongoing 
updates and reformatting into better user experience.  Added Webcams page off global navigation 

for traveler’s interested in beach views in planning.   Redesign of Tour Guide pages and Photo and 
Video tour pages in concepting . 

o Expanded and unified organization of key business and community partners within the website to 
better serve the broad scope of visitor engagements.  Redefined categories for consistency and 

optimization of key business drivers around Beach, Outdoor Activities, Shop, Arts & Culture, Spa & 
Wellness and Sports & Recreation. 

o Redefined Lodging categories for clarity to Resorts, Hotels & Motels, Bed & Breakfasts, Vacation 

Rentals and Camping.  Revised Dining categories for better searchability to Fine Dining, Casual 
Dining, Breakfast & Coffee, Ice Cream & Desserts, International, Seafood and Bars & Breweries. 

o Broad expansion of over 15 dedicated Meetings pages including reorganization targeted to Meeting 

Planner needs, expanded information and redesign of communications aimed to drive Meeting 
business across the island.  

o Added dedicated opt-in for Meeting Planner communications, designing communication strategy and 

database management plan for FY21 launch. 

o Launched redesigned and updated Wedding dedicated pages to reach special events and wedding 
milestone travelers. 

o Refined and redesigned Business Listing pages across existing categories and added new “Other” 

Category to host additional business – both venue and services – supporting Meetings/Special events 
and weddings.  Ongoing input of partner data for consistent and broadened amenities to better serve 

vertical segments for over 300+ partners.   

o Continuous update of Calendar of Events  
o Managing ongoing editorial /content calendar for marketing efforts including blogs, emails, 

homepage promotional spaces on website, social.   
o Blogs – Traveling with Toddlers, Your Guide to All Things Central Island, Amelia Island Golfers 

Getaway Itinerary, Celebrate Every Mother This Mother’s Day.   

o Launched email SEO and SEM optimization through blogs and email to better drive performance 

through paid search consisting of Pillar articles and Cluster blogs that target key words and phrases 

to drive SEO value in Google analytics.  Built SEO dedicated long-format content to deliver SEO rich 
scoring by Google algorithm. 

o Added Micro-Release articles into editorial calendar for use across owned media channels and PR. 

o Regular status calls and program management with SilverTech. 

o Ongoing optimization of 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.  Goal is to generate broad library of imagery and loyalists.  Leveraging partner participation 
in Monthly and Grand Prizes.   

o Optimized interaction with email program, including co-op emails,  by A/B testing of subject, use of 
emojis, video and animation.   

o Reviewing digital tools to optimize video platforms including Vimeo, YouTube and Wistia for user 
experience as well as developing content strategy to keep library of materials and content current.  

o Shifted search engine marketing efforts to Starmark; leveraging editorial strategy into blog 

communications to optimize SEO and SEM for leisure campaigns, Meetings and Weddings campaigns.   
o Developed and updated new landing pages supporting Concours Week  and Island Perks 
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o Revised and built Amelia Island meeting planner hub microsites with curated content on CVENT, 
NorthStar prior to launch of messaging.  Update and optimization of Visit Florida city pages and 
content in development.   
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Social Media 
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Overview 

o Content focused on 
UGC and beauty 

content. 

o Mother’s Day and 

Concours were 
previewed throughout 

the month.  

o Focused on LinkedIn 
link sharing.  

o Top engaging posts by 

channel:  
 

 
 

 

 

 
 
 

 
 

 

 
 

 
 
Facebook: UGC 

 

 

 
 

 

 

 

 
 
 

 
 

 

 
 

 FY21 QTR 1 QTR 2 APRIL 

Fa
ce

b
o

o
k Fans 92,992 93,631 93,631 

Impressions 17,664,602  4,778,586 4,778,586 

Reach  12,842,708 3,055,707 3,055,707 

Engagements 26,027 5,712 5,712 

In
st

ag
ra

m
 Fans 21,402 20,784 21,770 

Impressions 930,708 297,388 193,351 

Reach 721,155 252,113 145,351 

Engagements 27,714 4,321 6,050 

Li
n

ke
d

 In
 Fans 588 665 665 

Impressions 2,716 2,099 2,099 

Reach 2,505 1,310 1,310 

Engagements 248 105 105 

To
ta

l 

Fans 114,982 115,080 113,429 

Impressions 18,598,026 5,078,073 9,558,519 

Reach 13,566,368 3,309,130 3,474,956 

Engagements 53,989 21,810 11,777 
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Instagram: Earth Day 
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LinkedIn: Northstar Meetings Group 
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COVID-19 Response 
o Amelia Island branded hand sanitizer stations ordered, arrived, installed 
o Updated ongoing changes related to COVID-19 consumer pages and managed TDC website for COVID-19 

updates and resources 

o Ongoing maintenance of consumer website on COVID-19 travel advisory page, homepage banner, 
homepage button, business status update page/chart.  

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

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

government  
o Executed industry newsletters to tourism partners 
o Working with Nassau County CARES team execution of FRLA Seal of Commitment; submitted CARES 

application, coordinating communication, etc.   
 

Film Commission 
• Responding to Film Commission requests  

o National Geographic 
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Public Relations 

 
Writers/Influencers  

Note: Influencers/Writers stays mostly paused due to low room inventory at resorts and hotels.   

 Connected with Stephanie Craig / History Fan Girl for visit in at the end of May. She was originally 

on the Black History Virtual Media Tour.  

 Connected with Kelly Fulford of Golf Stay and Play. Visited with the Omni and The Ritz-Carlton for 

hosted golf trips in April 26 -28.  

 Connected with Patricia Maristch/Preppy Publicist for potential visit. Planning on trip at the end 

of May. 

 Connected with writer Katie McElveen on potential story feature in Due South.  

 Connected with Jill Becker for potential story in NE Georgia Living magazine.  

 Connected with freelancer Tim Ebner for potential visit. Pending hotel availability.  

 Planned Oneika Raymond / Oneika the Traveler visit for April 28 – May 1.  

 Connected with Ashley Shaw from Southern Lady. She was originally on the Black History Virtual 

Media Tour. Amelia Island was featured in Southern Lady.  

 Worked with Chadd on Welcome to Florida podcast advertising opportunity. First month trial 

occurred during April.   

 Postponed all virtual media trips. Partners expressed they didn’t have the time and writers 

expressed zoom fatigue.  

 

Press/Outreach 

 Wrote press release for vaccine distribution at the Omni Amelia Island Resort and The Ritz-
Carlton, Amelia Island. The release did not get distributed since the resorts decided to just keep 
it to staff and not open it up to hospitality community.  

 Provided information on to Tourism Marketing Today for cover feature. 

 Provided information to VISIT FLORIDA on Mother’s Day in Florida. 

 Provided information to VISIT FLORIDA on Florida’s Best Kept Secrets.   

 Provided information to VISIT FLORIDA on National Tourism and Travel Week.  

 Provided information to VISIT FLORIDA on Independence Day.   

 Provided information to VISIT FLORIDA on Florida for Kids.  

 Provided information on Best Honeymoon Destinations to HARO Lead.   

 Provided information on Family Friendly Vacations to Parents.  



 

Amelia Island Tourist Development Council 

 

 
Tourism Activity Report 

 

  

 Provided information to MSN on pirate check-in at The Ritz-Carlton, Amelia Island.  

 Sent national leads out on employment needs in Amelia Island.  

 Updated the Accommodations press kit.  

 Updated the Dining press kit.  

 

Communication 

 Reached out to all accommodation partners for upcoming deals and holidays.  

 Provided activity report. 

 Updated Forecast. 

 Participated in phone call on vaccines for the hospitality industry.  

 Participated on Starmark team calls. 

 Participated on Silvertech call for influencers.  

 

Social Media 

 Created and posted across social media platforms.  

 Monitored social media platforms.  

 

Promotional 

 Arranged a photoshoot with Cabana Life at the Omni Amelia Island Resort. Photoshoot 

temporarily postponed.  

 Working with The Ritz-Carlton, Amelia Island on Women’s Health Giveaway.    
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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 
 

Visitor Services 

 
o May collateral delivery - May, we delivered 54 cases of collateral to partners 
o May number of visitors – 2016; number of bags prepared (wedding/group) 60. 

o May received inventory & sold tickets for Concours d’ Elegance. 
o On-Going Operations: Prepare welcome packets for meetings and tours, check hotel availability, assist 

visitors with area information and direction to visitors, encouraging first-time and repeat visitation, assist 
with dining, and hotel reservations, encouraging first-time and repeat visitation.   Displays and distributes 
information of potential interest to guests including lodging activities and events.  Attends trade shows.  
Assist conference groups with area information when needed. 
 

 

Events & Promotions:

• Visitor Services

• Monthly Meetings

• Travel & Trade 

• Special Events

Marketing:

• Strategy

• Advertising

• Content/Social

• Website

• Collateral

Public Relations:

• Writers

• Coverage

• Press Releases

• Promotions
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Collateral 
o Mailed 575 Visitor Guides to fulfill online requests. 
o Distributed 75 cases of collateral to tourism partners.  
o Redesigning “Kids Bucket List”, “Rainy Day Activities”, and “Rental Lists”  for Welcome Center and plan to 

print enough for accommodations to start handing out as well. 
o Beach Brochure general content drafted and being reviewed by County and City for accuracy. 
o Bike Map is next priority for updating. 

 

Partner Relations 
o Tourism Partner Bi-Weekly Newsletter continued 
o Continue to meet with new and established partners to ensure they are getting the most out of AICVB 

resources. 
o Added 4 additional business listings on AmeliaIsland.com. Identified 19 businesses that could be 

considered a tourism related partner to add to website after review. 
o 13 Partners participating in the Island Perks Incentive card program, many sold out. 
o Visit Florida business listings initial review, plans to improve Amelia Island’s presence on site. 

o Initial research/discovery on Vacation Rental performance tracking and forecasting tools completed, 
formal quotes collected and direction of program under review. 

o Added capabilities on AmeliaIslandTDC.com for partners to submit their upcoming specials and promos.  
o Met with new owners of Baby Cakes, Hoytt House, Tea & Spice, Palette Shop, Sea Horse Rentals, TurnKey, 

V-Pizza, Vintage Market, and Cosmic Kids. 

 

Monthly/Partnership Meetings 
o Monthly Florida’s First Coast of Golf meeting 
o Main Street board and organization meetings 

o Regular calls with agencies: Silvertech, Hayworth, Starmark, My Agency 
o Calls with Destinations International, Brand USA 
o Amelia Island Partner meetings/calls/contact 
o Discussions with new Commissioners  
o BOCC Workshop 
 

Travel Trade  
o Various online webinars and virtual tradeshows gearing towards the travel trade industry. 
o Attended Northstar Meetings Group – Incentive Live / GMID edition, Tucson AZ 

o Global Meetings Industry Day 2021 
o Return to Travel by AAA Virtual Tradeshow 
o Northstar Meetings Group – IPEC, Louisville KY 

 

o Ongoing work with Cvent and AmeliaIsland.com RFP’s 
▪ Incoming RFP’s continue to steadily roll in as a result of our ongoing meetings 

campaign. 
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o Ongoing Networking with MPI, FSAE, SITE, Destination International 
o Ongoing networking with Meeting Planners via LinkedIn & phone calls 
o Management of the Flights for Sites program 
o Developing new meeting focused/group marketing collateral with partner agency, Starmark 

o Tradeshow forecasting for remaining FY21 & FY22. 
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o Ongoing partnership discussions with Destination Management Companies, exploring sponsorship 
opportunities. 

▪ Ethos Event Collective 

• Co-sponsoring upcoming IRF to include gift on transportation, video play, and 

two attendance spots.  
▪ Imprint Events Group, DMC 

o Planning for Incentive Research Foundation Educational Forum attendance in June 

 

Special Events
o Dickens on Centre & Holiday Lighting – continued planning 

o Site visits with COFB for holiday lighting 

o Vendor calls for clarification of RFP needs. 
o Draft of DOC Event Safety Plan initiated 

o Presented plans to COFB Special Events Committee for approval – Permit Approved. 

o Concours Week event outreach to partners for 2021 plans based on AICDE date change to May: 
Finalized communications and promotion plan and shared with partner. 

 

 
 

Marketing 
 

Operations 
o Ongoing work on PO requisitions, tracking, invoice processing, P&P review, etc. 
o Destinations International DMAP accreditation 4-year renewal application in progress 

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

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

o Submitted initial FY22 budget with coding and rationale for approval.  

o Pending policy and procedures with County 
o Continuous management of the CARES Grant with Nassau County, coordinating between FRLA, partners, 

and County; Application process; submitting final backup documentation for billing. 
o Updated crisis plan with new contact info. 

 

Strategy 
o Continuous execution and oversight of annual marketing plan 

o Media planning & execution –  
o FY21Q3 media plan monitoring and optimization across digital and social channels.    

▪ Approved creative executions for media program rollouts – updating creative for SEM, 

social and niche marketing. 
▪ Refreshed leisure social marketing executions to avoid wear out. 

o Working with Starmark on Q4 media plans for additional budget flexibility 

▪ Submitted County paperwork based on 3Q plan and 4Q budget. 
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o Planning internal CVB media buys to boost ongoing recovery efforts; focus on vacation rental, 
golf, weddings, as targeted extension of brand campaign. 

o Dedicated Meetings support launched and ongoing via digital media and e-marketing.  Website 
redesign, expansion, and optimization ongoing.   

o Finalized partner co-op programs; IOs for publishers; final contracts with partners, for external 
publishers as well as AICVB dedicated e-mail marketing program.  

o Finalized cooperative program with Florida’s First Coast of Golf 
o Continuous review, optimization, and execution of Marketing Dashboard for content, blog and email 

messaging including SEM strategy. 
o Ongoing work with Starmark on creative development and media including extensions of Moments 

campaign for weddings leveraging partner content. 

o Meetings program creative development: 
o Finalized meetings campaign including media program targeting planners. 

o Distributed final meeting video to partners, on website and into media planner hubs on CVENT 

and Northstar and social 
o Updated meetings landing page content. 

o Added dedicated meeting pages supporting Tours for Groups and Teambuilding 

o Reviewing collateral for update to Meeting’s brochure and incremental high impact placements 

during key meeting planner time frame in 3Q/4Q 
o Finalized persona program to understand post-pandemic traveler – optimize media planning, retargeting 

and website with new insights.  Developing personalization options into website for fully immersive 

experience based on key drivers learned from research insights. 
o Finalized nature video posted online, in email and to partners, including America Beach Museum 

o Ongoing review, development, and execution of content calendar and editorial strategy across all channels 

including blog, email, social media, and website promotions.  
o Reviewing AR app for next phase over summer 2021 

o Island Perks – tourism incentive program 
o Finalized amendment to contract for pilot program with Tremendous.  
o Finalized partner recruitment and onboarding for lodging partner offers 

o Finalized and printed Island Perk card holders 

o Developed new landing page on AI.com 

o Press release finalized 
o Launched in targeted and dedicated marketing 
o Hosted partner training Zoom 

o Ongoing maintenance as partners sell-out test allocations 

o Management of tourism research 

o Working with RDS on calendar year report 
o Starting development of Year in Review collateral design 
o Working with economic development on unemployment data related to tourism industry 

o Assisting County on environmental branding signage program, American Beach community plan and 
beach park planning 

o Launched paid social and digital support of FRLA job fair and ongoing hospitality industry employment 
opportunities.   
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Website & Digital  

o Ongoing work on database management and optimization – launched Welcome series to incorporate 
demographics and psychographics of existing base for further targeting.  Initiated automated Welcome 
service into user experience to build on data collection and understand demographics and interests within 

our database loyalists.  100% response rate to welcome email program since launch in March 2021.  

o Homepage design and redesigned global navigation launched across AmeliaIsland.com.  Ongoing updates 
and reformatting into better user experience.  Added Webcams page off global navigation for traveler’s 
interested in beach views in planning.   Redesign of Tour Guide pages and Photo and Video tour pages in 

design for June launch. 

o Expanded and unified organization of key business and community partners within the website to better 
serve the broad scope of visitor engagements.  Redefined categories for consistency and optimization of 

key business drivers around Beach, Outdoor Activities, Shop, Arts & Culture, Spa & Wellness and Sports & 
Recreation. 

o Redefined Lodging categories for clarity to Resorts, Hotels & Motels, Bed & Breakfasts, Vacation Rentals 
and Camping.  Revised Dining categories for better searchability to Fine Dining, Casual Dining, Breakfast & 
Coffee, Ice Cream & Desserts, International, Seafood and Bars & Breweries. 

o Broad expansion of over 15 dedicated Meetings pages including reorganization targeted to Meeting 

Planner needs, expanded information and redesign of communications aimed to drive Meeting business 

across the island.  
o Added dedicated opt-in for Meeting Planner communications, designing communication strategy and 

database management plan for FY21 launch. 

o Launched redesigned and updated Wedding dedicated pages to reach special events and wedding 

milestone travelers. 
o Refined and redesigned Business Listing pages across existing categories and added new “Other” Category 

to host additional business – both venue and services – supporting Meetings/Special events and weddings.  
Ongoing input of partner data for consistent and broadened amenities to better serve vertical segments for 

over 300+ partners.   
o Continuous update of Calendar of Events  

o Managing ongoing editorial /content calendar for marketing efforts including blogs, emails, homepage 
promotional spaces on website, social.   

o Blogs – Wedding Party Itinerary, There’s more to Florida than Theme Parks – Why you must Visit Amelia 

Island, Celebrate Every Kind of Dad this Father’s Day, Ice Cream Island.   
o Launched email SEO and SEM optimization through blogs and email to better drive performance through 

paid search consisting of Pillar articles and Cluster blogs that target key words and phrases to drive SEO 
value in Google analytics.  Built SEO dedicated long-format content to deliver SEO rich scoring by Google 

algorithm. 
o Added Micro-Release articles into editorial calendar for use across owned media channels and PR. 
o Regular status calls and program management with SilverTech. 

o Ongoing optimization of 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.  Goal is to generate broad library of imagery and loyalists.  Leveraging partner participation in 
Monthly and Grand Prizes.   

o Optimized interaction with email program, including co-op emails, by A/B testing of subject, use of emojis, 
video and animation.   
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o Reviewing digital tools to optimize video platforms including Vimeo, YouTube and Wistia for user 
experience as well as developing content strategy to keep library of materials and content current.  

o Shifted search engine marketing efforts to Starmark; leveraging editorial strategy into blog 
communications to optimize SEO and SEM for leisure campaigns, Meetings and Weddings campaigns.   

o Developed and updated new landing pages supporting FMLA job fair featuring 9 hospitality industry 
partners with direct links to open positions. 

o Revised and built Amelia Island meeting planner hub microsites with curated content on CVENT, NorthStar 
prior to launch of messaging.   

o Update and optimization of Visit Florida city pages and content in development.   
 

 

Social Media 
 

 
Overview 

o Content focused on 

UGC and more memory 
contest options. 

o Mother’s Day and 

Concours were 
previewed throughout 

the month.  

o Top engaging posts by 

channel:  
 
 

 
 
 

 
 
 
 

 
 
Facebook: UGC 

 
 

 
 
 
 

 

 

 FY21 QTR 1 QTR 2 MAY 

Fa
ce

b
o

o
k Fans 92,992 94,131 94,131 

Impressions 17,664,602  10,067,410 5,288,824 

Reach  12,842,708 6,310,771 3,255,064 

Engagements 26,027 11,785 6,073 

In
st

ag
ra

m
 Fans 21,402 22,130 22,130 

Impressions 930,708 541,795 244,407 

Reach 721,155 384,331 132,218 

Engagements 27,714 10,283 5,962 

Li
n

ke
d

 In
 Fans 588 709 709 

Impressions 2,716 5,276 3,177 

Reach 2,505 3,294 1,984 

Engagements 248 207 102 

To
ta

l 

Fans 114,982 116,970 116,970 

Impressions 18,598,026 10,614,481 5,536,408 

Reach 13,566,368 6,698,396 3,474,956 

Engagements 53,989 22,275 12,137 
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Instagram: UGC Image 

 

 

 
 

LinkedIn: Meetings Video 
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COVID-19 Response 
o Amelia Island branded hand sanitizer stations ordered, arrived, installed. 

o Updated ongoing changes related to COVID-19 consumer pages and managed TDC website for COVID-19 
updates and resources 

o Ongoing maintenance of consumer website on COVID-19 travel advisory page, homepage banner, 
homepage button, business status update page/chart.  

o Ongoing communications of state and county executive orders to tourism industry partners as necessary. 

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

government  

o Executed industry newsletters to tourism partners. 

o Working with Nassau County CARES team execution of FRLA Seal of Commitment; submitted CARES 
application, coordinating communication, etc.   

 

Film Commission 
• Responding to Film Commission requests  

o National Geographic 

 

Public Relations 

 
Writers/Influencers  

Note: Influencers/Writers stays mostly paused due to low room inventory at resorts and hotels.   

 Planned and executed trip for Stephanie Craig / History Fan Girl for visit May 22-25 for a complete 

history angle. Blog and podcast incoming.   

 Planned trip for Patricia Maristch/Preppy Publicist for visit May 24-27.  

 Connected with Aubrey Jackson for potential shoulder season visit. TBD.  

 Connected with Angie Orth / Angie Away for potential visit. There was a fee associated, so we decided to 

touch base again at the end of August.  

 Connected with Ray Collins / Family Beautiful for potential visit. Determined he was not a good fit 

during high season and will circle back around.  

 Connected with Ed and Jennifer Coleman for trip September 10 – 12. Waiting for form fill out.  

 Connected with Claudia Zuniga / My Bucketlist Journeys. Determined she was not a good fit.  

 Connected with Jill Becker for story review in NE Georgia Living magazine.  

 Connected with freelancer Tim Ebner for potential visit. Trip pushed back to shoulder season.   

 Connected with Marisa Langford for inclusion in Tampa Bay Parenting’s June issue.  

 Connected with Carolanne Roberts for holiday story with Southern Living.  
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 Followed up with Oneika Raymond / Oneika the Traveler visit from April 28 – May 1. Waiting final blog 

material.  

 Arranged Concours d’Elegance interview opportunity with Florida Time-Union. 

 

Press/Outreach 

 Wrote press release for vaccine distribution at the Omni Amelia Island Resort and The Ritz-Carlton, 
Amelia Island. The release did not get distributed since the resorts decided to just keep it to staff and not 
open it up to hospitality community.  

 Applied for VISIT FLORIDA Canada Virtual Media Mission. Amelia Island was not selected.  

 Provided information to Northstar Travel on creative team building.  

 Provided information to Skye Sherman / Travel + Leisure for story on Small Towns.  

 Provided information to GoGlobeHopper for Top 10 list story.  

 Provided information on unique restaurants to Wall Street Journal.  

 

Communication 

 Provided activity report. 

 Participated on Starmark team calls. 

 

Social Media 

 Created and posted across social media platforms.  

 Monitored social media platforms.  

 Assisted with employment campaign when needed.  

 Selected Amelia Island Memories contest winner.  

 Had a touch base call with Falcon.io.  

 Had touch base calls with CrowdRiff. 

 Provided reports.  

 

Promotional 

 StyleBlueprint contacted us for a travel giveaway. We passed due to partner limitations / season.  

 Followed up on a photoshoot with Cabana Life at the Omni Amelia Island Resort. Photoshoot was 

temporarily postponed and Omni could not accommodate the new dates.  
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 Wrapped up The Ritz-Carlton, Amelia Island on Women’s Health Giveaway.    

 Wheel of Fortune approached us about a giveaway. We passed due to partner limitations / season. 

 

Misc.  

 Updated growth trends/awards report with Nassau County. 

 Worked with Nate on meeting sales retail refresher.  

 Wrote and submitted Flagler Award for PR and social media.  

 

 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 Tourism Activity Report 
 
 

June 2021 
 

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 
 

Visitor Services 

 
o June collateral delivery - we delivered 54 cases of collateral to partners. 
o June number of visitors – 2,742; number of bags prepared – 225 (Wedding/Group/Reunion)  
o On-Going Operations: Prepare welcome packets for meetings and tours, check hotel availability, assist 

visitors with area information and direction to visitors, encouraging first-time and repeat visitation, assist 
with dining, and hotel reservations, encouraging first-time and repeat visitation.   Displays and distributes 
information of potential interest to guests including lodging activities and events.  Attends trade shows.  
Assist conference groups with area information when needed. 
 

 

Events & Promotions:

• Visitor Services

• Monthly Meetings

• Travel & Trade 

• Special Events

Marketing:

• Strategy

• Advertising

• Content/Social

• Website

• Collateral

Public Relations:

• Writers

• Coverage

• Press Releases

• Promotions
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Collateral 
o Mailed 481 Visitor Guides to fulfill online requests. 
o Distributed 128 cases of collateral to tourism partners.  
o Printed 5,000 each of new collateral - “Kids Bucket List”, “Rainy Day Activities”, and “Rental Lists” for 

Welcome Center and for accommodations to hand out as curated activities for guests across the island.   
o Beach Brochure general content drafted and being reviewed by County and City for accuracy. 
o Bike Map is next priority for updating. 

 

Partner Relations 
o Tourism Partner Bi-Weekly Newsletter continued 
o Continue to meet with new and established partners to ensure they are getting the most out of AICVB 

resources. 
o Added 4 additional business listings on AmeliaIsland.com. Identified 30 businesses that could be 

considered a tourism related partner to add to website after review. 
o 13 Partners participating in the Island Perks Incentive card program, many sold out. 
o Visit Florida business listings improvements. Merged Fernandina Beach listings into Amelia Island, audited 

listings for closures, updated photos and descriptions of listing we manage. Added beach parks to listing 
managed. Next steps is to encourage all partners to create or update their free or paid listing. 

o KeyData was selected to provide Vacation Rental performance tracking and forecasting. 70% of 
professionally managed units verbally agreed to sign up for toll and reporting. Onboarding of partners 

started and full DMO dashboard will be available in the coming weeks. 
o Added capabilities on AmeliaIslandTDC.com for partners to submit their upcoming specials and promos.  

 

Monthly/Partnership Meetings 
o Monthly Florida’s First Coast of Golf meeting 

o Main Street board and organization meetings 
o Regular calls with agencies: Silvertech, Hayworth, Starmark, My Agency 
o Calls with Destinations International, Brand USA 
o Amelia Island Partner meetings/calls/contact 
o Discussions with new Commissioners  
o BOCC Workshop 
 

Travel Trade  
o Various online webinars and virtual tradeshows gearing towards the travel trade industry. 

o Attended Northstar Meetings Group – Incentive Live / GMID edition, Tucson AZ 
o Global Meetings Industry Day 2021 
o Return to Travel by AAA Virtual Tradeshow 

o Northstar Meetings Group – IPEC, Louisville KY 

o Ongoing work with Cvent and AmeliaIsland.com RFP’s 
▪ Incoming RFP’s continue to steadily roll in as a result of our ongoing meetings 

campaign. 
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o Ongoing Networking with MPI, FSAE, SITE, Destination International 
o Ongoing networking with Meeting Planners via LinkedIn & phone calls 
o Management of the Flights for Sites program 
o Developing new meeting focused/group marketing collateral with partner agency, Starmark 

o Tradeshow forecasting for remaining FY21 & FY22. 
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o Ongoing partnership discussions with Destination Management Companies, exploring sponsorship 
opportunities. 

▪ Ethos Event Collective 

• Co-sponsoring upcoming IRF to include gift on transportation, video play, and 

two attendance spots.  
▪ Imprint Events Group, DMC 

o Planning for Incentive Research Foundation Educational Forum attendance in June 

 

Special Events
o Dickens on Centre & Holiday Lighting – continued planning 

o Site visits with COFB for holiday lighting 

o Vendor calls for clarification of RFP needs. 
o Draft of DOC Event Safety Plan initiated 

o Presented plans to COFB Special Events Committee for approval – Permit Approved. 

o Concours Week event outreach to partners for 2021 plans based on AICDE date change to May: 
Finalized communications and promotion plan and shared with partner. 

 

 
 

Marketing 
 

Operations 
o Ongoing work on PO requisitions, tracking, invoice processing, P&P review, etc. 
o Destinations International DMAP accreditation 4-year renewal application in progress 

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

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

o Submitted initial FY22 budget with coding and rationale for approval.  

o Pending policy and procedures with County 
o Continuous management of the CARES Grant with Nassau County, coordinating between FRLA, partners, 

and County; Application process; submitting final backup documentation for billing. 
o Updated crisis plan with new contact info. 

 

Strategy 
o Continuous execution and oversight of annual marketing plan 

o Media planning & execution –  
o FY21Q3 media plan monitoring and optimization across digital and social channels.    

▪ Approved creative executions for media program rollouts – updating creative for SEM, 

social and niche marketing. 
▪ Refreshed leisure social marketing executions to avoid wear out. 

o Working with Starmark on Q4 media plans  

▪ Submitted County paperwork for 3Q and 4Q budget 
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o Planning internal CVB media buys to boost ongoing recovery efforts; focus on vacation rental, 
golf, weddings, as targeted extension of brand campaign. 

o Dedicated Meetings support launched and ongoing via digital media and e-marketing.  Website 
redesign, expansion, and optimization ongoing.   

o Finalized partner co-op programs; IOs for publishers; final contracts with partners, for external 
publishers as well as AICVB dedicated e-mail marketing program.  

o Finalized cooperative program with Florida’s First Coast of Golf 
o Continuous review, optimization, and execution of Marketing Dashboard for content, blog and 

email messaging including SEM strategy. 
o Ongoing work with Starmark on creative development and media including extensions of 

Moments campaign for weddings leveraging partner content. 

o Meetings program creative development: 
o Finalized meetings campaign including media program targeting planners. 

o Distributed final meeting video to partners, on website and into media planner hubs on CVENT 

and Northstar and social 
o Updated meetings landing page content. 

o Added dedicated meeting pages supporting Tours for Groups and Teambuilding 

o Reviewing collateral for update to Meeting’s brochure and incremental high impact placements 

during key meeting planner time frame in 3Q/4Q 
o Finalized persona program to understand post-pandemic traveler – optimize media planning, 

retargeting and website with new insights.  Developing personalization options into website for 

fully immersive experience based on key drivers learned from research insights. 
o Finalized nature video posted online, in email and to partners, including America Beach 

Museum 

o Ongoing review, development, and execution of content calendar and editorial strategy across 
all channels including blog, email, social media, and website promotions.  

o Reviewing AR app for next phase over summer 2021 
o Island Perks – tourism incentive program 
o Finalized amendment to contract for pilot program with Tremendous.  

o Finalized partner recruitment and onboarding for lodging partner offers 

o Finalized and printed Island Perk card holders 

o Developed new landing page on AI.com 
o Press release finalized 
o Launched in targeted and dedicated marketing 

o Hosted partner training Zoom 

o Ongoing maintenance as partners sell-out test allocations 

o Management of tourism research 
o Working with RDS on calendar year report 
o Starting development of Year in Review collateral design 

o Working with economic development on unemployment data related to tourism industry 
o Assisting County on environmental branding signage program, American Beach community 

plan and beach park planning 
o Launched paid social and digital support of FRLA job fair and ongoing hospitality industry 

employment opportunities.   
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Website & Digital  

o Ongoing work on database management and optimization – launched Welcome series to incorporate 
demographics and psychographics of existing base for further targeting.  Initiated automated Welcome 
service into user experience to build on data collection and understand demographics and interests within 

our database loyalists.  100% response rate to welcome email program since launch in March 2021.  

o Homepage design and redesigned global navigation launched across AmeliaIsland.com.  Ongoing updates 
and reformatting into better user experience.  Added Webcams page off global navigation for traveler’s 
interested in beach views in planning.   Redesign of Tour Guide pages and Photo and Video tour pages in 

design for June launch. 

o Expanded and unified organization of key business and community partners within the website to better 
serve the broad scope of visitor engagements.  Redefined categories for consistency and optimization of 

key business drivers around Beach, Outdoor Activities, Shop, Arts & Culture, Spa & Wellness and Sports & 
Recreation. 

o Redefined Lodging categories for clarity to Resorts, Hotels & Motels, Bed & Breakfasts, Vacation Rentals 
and Camping.  Revised Dining categories for better searchability to Fine Dining, Casual Dining, Breakfast & 
Coffee, Ice Cream & Desserts, International, Seafood and Bars & Breweries. 

o Broad expansion of over 15 dedicated Meetings pages including reorganization targeted to Meeting 

Planner needs, expanded information and redesign of communications aimed to drive Meeting business 

across the island.  
o Added dedicated opt-in for Meeting Planner communications, designing communication strategy and 

database management plan for FY21 launch. 

o Launched redesigned and updated Wedding dedicated pages to reach special events and wedding 

milestone travelers. 
o Refined and redesigned Business Listing pages across existing categories and added new “Other” Category 

to host additional business – both venue and services – supporting Meetings/Special events and weddings.  
Ongoing input of partner data for consistent and broadened amenities to better serve vertical segments for 

over 300+ partners.  Uploaded +20 additional business listings in support services. 
o Continuous update of Calendar of Events  

o Managing ongoing editorial /content calendar for marketing efforts including blogs, emails, homepage 
promotional spaces on website, social.   

o Blogs – Rest & Recreation: Amelia Island Activities for your Luxury Getaway; What’s Happening July 4th; 

Guide to Staying on Main Beach on Amelia Island.   
o Launched email SEO and SEM optimization through blogs and email to better drive performance through 

paid search consisting of Pillar articles and Cluster blogs that target key words and phrases to drive SEO 
value in Google analytics.  Built SEO dedicated long-format content to deliver SEO rich scoring by Google 

algorithm. 
o Added Micro-Release articles into editorial calendar for use across owned media channels and PR. 
o Regular status calls and program management with SilverTech. 

o Ongoing optimization of 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.  Goal is to generate broad library of imagery and loyalists.  Leveraging partner participation in 
Monthly and Grand Prizes.   

o Optimized interaction with email program, including co-op emails, by A/B testing of subject, use of emojis, 
video and animation.   
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o Reviewing digital tools to optimize video platforms including Vimeo, YouTube and Wistia for user 
experience as well as developing content strategy to keep library of materials and content current.  

o Shifted search engine marketing efforts to Starmark; leveraging editorial strategy into blog 
communications to optimize SEO and SEM for leisure campaigns, Meetings and Weddings campaigns.   

o Developed and updated new landing pages supporting FMLA job fair featuring 9 hospitality industry 
partners with direct links to open positions. 

o Revised and built Amelia Island meeting planner hub microsites with curated content on CVENT, NorthStar 
prior to launch of messaging.   

o Updated and optimized Visit Florida city pages and content.  Focused listing to one cohesive Amelia Island 
destination listing from split listing previously.  Revised images for impact, updated offers, events and 
business listings.   

o Created new webcam, awards and accolades and newsletter pages to fulfill key communications in 
marketing plans.  

o Relaunched Video Tour and Photo Tour pages with embed technology to better serve the visitor experience 

and support businesses with location and CTA tagging of photos.  
 

 

Social Media 

 

Overview 
o Content focused on UGC and more memory contest options. 
o Father’s Day, history and nature were the topic focus’s throughout the month.  

o YTD fan growth surpassed 5k this quarter. 

 FY21 QTR 1 QTR 2 APRIL MAY JUNE QTR 3 

F
a

ce
b

o
o

k
 Fans 91,527 92,992 93,631 94,131 94,645 +3,118 

Impressions 15,755,663 17,664,602 4,778,586 5,288,824 4,993,822 15,061,232 

Reach 10,956,288 12,842,708 3,055,707 3,255,064 2,927,516 9,238,287 

Engagements 24,250 26,027 5,712 6,073 5,652 17,437 

In
st

a
g

ra
m

 Fans 20,018 21,402 21,770 22,130 22,471 +2,453 

Impressions 802,520 930,708 193,351 244,407 202,901 640,659 

Reach 574,284 721,155 145,351 132,218 128,624 406,937 

Engagements 19,733 27,714 6,050 5,962 6,538 18,665 

L
in

k
e

d
 In

 Fans 344 588 665 709 733 +389 

Impressions 4,371 2,716 2,099 3,177 2,465 7,741 

Reach 2,505 2,505 1,310 1,984 1,494 4,788 

Engagements 184 248 105 102 80 287 

T
o

ta
l 

Fans 111,889 114,982 116,066 116,970 117,849 +5,960 

Impressions 16,562,554 18,598,026 9,558,519 5,536,408 5,199,188 15,709,632 

Reach 11,533,077 13,566,368 3,474,956 3,474,956 3,057,634 9,650,012 

Engagements 30,161 53,989 11,777 12,137 12,270 36,389 
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o Short pause in paid social ads (due to high forecast in occupancy for June) attributed to the small 
decline in all numbers for Q3. 

o Began organizing content strategy for fall promotions and special events. 
o Top engaging posts by channel for June:  

 
 
Facebook:       LinkedIn:  

   
  

Instagram:  



 

Amelia Island Tourist Development Council 

 

 
Tourism Activity Report 

 

  

      
 

 

 

COVID-19 Response 
o Amelia Island branded hand sanitizer stations ordered, arrived, installed. 

o Updated ongoing changes related to COVID-19 consumer pages and managed TDC website for COVID-19 
updates and resources 

o Ongoing maintenance of consumer website on COVID-19 travel advisory page, homepage banner, 

homepage button, business status update page/chart.  
o Ongoing communications of state and county executive orders to tourism industry partners as necessary. 

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

government  

o Executed industry newsletters to tourism partners. 
o Working with Nassau County CARES team execution of FRLA Seal of Commitment; submitted CARES 

application, coordinating communication, etc.   
 

Film Commission 
• Responding to Film Commission requests  

o National Geographic 

 

Public Relations 
Writers/Influencers  

 Connected with Aubrey Jackson for potential shoulder season visit. TBD.  

 Connected with Ed and Jennifer Coleman for trip September 10 – 12. Waiting for form fill out.  

 Connected with Jeff White from Go GlobeHopper for story features.  



 

Amelia Island Tourist Development Council 

 

 
Tourism Activity Report 

 

  

 Connected with Jill Becker for story review in NE Georgia Living magazine. Story published in June.  

 Connected with Andrea Rotondo, The Points Guy for images.  

 Connected with Jess Ducos, Miami Mom Collective for weekend getaways story.  

 Connected with Allison Tibaldi, USA Today for naturalists feature.  

 Connected with Diversify VanLife for potential visit, focusing on RV Travel.  

 Connect with Ella, Global One Magazine for potential visit. Passed on opportunity.  

 Connected with Katie McElveen on story featured in several city newspapers on Amelia Island.  

 Reconnected with Jami Ray, 30A Mama, on potential visit. TBD on timing.  

 Reconnected with Guiomar Ochoa, Hungry Traveler for a potential visit. TBD.  

 Planned trip with VISIT FLORIDA for Tiffany Nguyen (@tiffpenguin) for trip June 14-17.  

 Planned meals and activity for Jamie Huffman, Charleston Blonde for trip with Marriott properties June 

10 – 13.  

 Followed up with Jasmin Lankford, AAA visit and video for some additional b-roll for internal use.  

 Followed up with Oneika Raymond / Oneika the Traveler visit from April 28 – May 1. Waiting final blog 

material.  

 Followed up with Stephanie Craig / History Fan Girl for visit May 22-25 for a complete history angle. 

Blog and podcast incoming.   

 

Press/Outreach 

 Wrote and distributed release on economic impact of Concours Week and Memorial Day weekend. 

Distributed to local and trade.  

 Wrote microblog for fishing in the summer.  

 Provided information to USA Today on The Ritz-Carlton, Amelia Island Ecology Field Trip. 

 Provided information to Famadillo on girlfriend’s getaway. 

 Forwarded request from Stateline to Nassau County to comment on driving on the beach.  

 

Communication 

 Provided activity report. 

 Participated on Starmark team calls. 

 Followed up with Chadd Scott for podcast updates.  

 Shared Made in the South information with relevant CPG partners.  

 

Social Media 
 Created and posted across social media platforms.  

 Monitored social media platforms.  

 Selected Amelia Island Memories contest winner.  

 Provided reports.  

 

Promotional  
 Wrapped up The Ritz-Carlton, Amelia Island on Women’s Health Giveaway.    

 Connected with SET Toyota for FL/GA Game Giveaway. Waiting for response from Marriott team.  
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Misc.  
 Updated growth trends/awards report with Nassau County 

 Worked with Nate on meeting sales retail refresher.  

 Wrote and submitted Flagler Award for PR and social media.  

 Provided Holly Coyle, Nassau County with information for the Growth Trends Report.  

 Provided information for quarterly meeting.  

 

 



4.  Hayworth Publicity 
Reports (April – June)



Publicity Report 

April 2021

Summary
Total Mentions: 50 
Total Reach: 19.1M



Amelia Island - April 2021

Coverage Summary

Apr 1, 2021 - Apr 30, 2021 | 1

Top Articles

HEADLINES OUTLET REACH
Saddle Up! These Are the Best Scenic Horseback-Riding Adventures Across the Country Martha Stewart Living Online 2,790,599
This spot in the Florida Keys was just named one of the best coastal cities in America Miami Herald Online, The 2,417,993
We've got a beach for that: vacations in Florida Miami Herald Online, The 2,417,993
Saddle Up Martha Stewart Living 2,062,321
We've got a beach for that: vacations in Florida Sacramento Bee Online, The 1,269,434
We've got a beach for that: vacations in Florida Charlotte Observer Online, The 1,071,773
The Best U.S. Islands: 2020 Readers' Choice Awards Condé Nast Traveler Online 1,069,148
We've got a beach for that: Vacations in Florida Tulsa World Online 958,008
We've got a beach for that: vacations in Florida Kansas City Star Online, The 815,892
Weekend Getaways Near Gainesville Her Campus 471,717
We've got a beach for that: vacations in Florida State Online, The 386,319
We've got a beach for that: vacations in Florida News Tribune Online, The 342,991
We've got a beach for that: vacations in Florida Fresno Bee Online, The 309,730
We've got a beach for that: Vacations in Florida Times of Northwest Indiana Online, The 255,598
We've got a beach for that: vacations in Florida Idaho Statesman Online 212,541
We've got a beach for that: vacations in Florida | Macon Telegraph Telegraph Online 177,707
We've got a beach for that: vacations in Florida Wichita Eagle Online/Kansas.com, The 168,590

Reach Total Mentions



Amelia Island - April 2021

Apr 1, 2021 - Apr 30, 2021 | 2

Mentions by Location

Prominent Terms



 



 

 

 



 

 



 

 



 



 

 



 

 

 

 

 

 

 



 



 

 



 



 

 



 



 

 
 



 

 



 



 

 



 

 



 

 



 

 



 

 



 

 



 

 



 

 



 



 

 



 

 



 

 



 

 



 

 



 

 

 

 

 



 

 

 
 



 

 



 

 



 

 



 

 



 

 



 

 



 

 



 

 



 

 



 

 



 

 



 

 



 

 



 

 



Publicity Report 

May 2021

Summary
Total Mentions: 20 
Total Reach: 415.6M



Amelia Island - May 2021

Coverage Summary

May 1, 2021 - May 28, 2021 | 1

Top Articles

HEADLINES OUTLET REACH
These Hotel Activities for Kids Are Even Cooler Than Summer Camp MSN Travel 67,151,557
These Hotel Activities for Kids Are Even Cooler Than Summer Camp MSN Arabia 67,151,557
These Hotel Activities for Kids Are Even Cooler Than Summer Camp MSN Travel Canada 67,151,557
Add These Cute Southern Beach Towns to Your Summer Vacation Bucket List MSN Travel 67,151,557
The Most Charming Small Towns in Florida MSN Travel 67,151,557
The Most Charming Small Towns in Florida MSN Arabia 67,151,557
Add These Cute Southern Beach Towns to Your Summer Vacation Bucket List Country Living Online 3,578,761
These Hotel Activities for Kids Are Even Cooler Than Summer Camp Travel + Leisure Online 2,005,222
The Most Charming Small Towns in Florida Travel + Leisure Online 2,005,222
How to Enjoy Florida Travel + Leisure Online 2,005,222
The 20 Best East Coast Beaches-from Maine to Florida PureWow 1,128,004
12 Best Florida Beaches for Families PlanetWare 1,079,501
Classic cars bring traffic and tourism back to Amelia Island after COVID-19 idles visitors Florida Times-Union Online, The 456,754
The 17 Best East Coast Family Vacations 2021 Family Vacation Critic 375,657
Guide to Meeting & Event Planning inAmelia Island Northstar Meetings Group 39,274
Best Florida Family Beaches Tampa Bay Parenting 30,000
You Deserve a Vacation Giveaway Self Magazine 15,000

Reach Total Mentions



Amelia Island - May 2021

May 1, 2021 - May 28, 2021 | 2

Mentions by Location

Prominent Terms



 

 



 

 



 



 

 



 



 

 



 

 



 

 



 



 

 



 



 

 



 



 

 



 



 

 



 

 



 

 



 

 



 

 



 

 



 

 



 

 



 

 

 



 

 



 



 

 



 



 

 



 

 



 

 



 

 



 

 



 



 

 



 



 

 



 

 
































