
5.  Social Media 
Reports (April - June) 



Facebook Overview

CHANNELS (1) 1 APR 2021-30 JUN 2021

Fan Overview

Amelia Island 94.6K 1.8K 541 17.4K

NETWORK CHANNEL NAME FANS

94.65K 2%
NET NEW FANS

1.76K 5%
FANS DECREASE

541 -28%
ENGAGEMENTS

17.44K -34%

Page engagements

Reactions

14.48K -34%

Comments

1.41K -33%

Shares

1.54K -38%

Link clicks

37.5K -8%

Other clicks

389.87K 86%

Engagements

17.44K -34%

Organic video views (3s)

28.8K -53%

Paid video views (3s)

968.38K -75%

Impressions & Reach

Impressions

15.06M -16%

Paid impressions

5.15M -59%

Organic impressions

9.87M 83%

Viral impressions

9.29M 90%

Reach

9.21M -29%

Paid reach

4.59M -56%

Organic reach

4.68M 79%

Viral reach

4.26M 84%



Daily Fan Growth

 Fans
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Fans by Age and Gender 31 MAY 2021-30 JUN 2021

 75.49K
79.76%

 18.51K
19.56%
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Organic Post Performance 1 Filters

DATE POSTS

66
IMPRESSIONS

627.76K
REACH

617.52K
ENGAGEMENTS

9.98K


30 May
8:17 PM

There's just something about canopy covered roads... IG 📸: @rudnyn
Amelia Island

34.7K 34.2K 977

18 Jun
7:42 PM

What's your favorite stop in Downtown Fernandina Beach 🏙 ? IG 📸: …
Amelia Island

25.7K 25.7K 830

11 Apr
7:45 PM

There's just somethin' southern about sailboats and sunsets ⛵☀  IG…
Amelia Island

16.3K 16.3K 661

8 Jun
7:03 PM

#WorldOceanDay is kind of a daily thing around here... 🌊 #LoveAme…
Amelia Island

21.4K 21.2K 482

25 Jun
12:21 PM

And what a beautiful sunrise to celebrate with. #LoveAmelia
Amelia Island 13.7K 13.6K 453

25 Apr
8:12 PM

Waking up early to take a walk on the beach and watch the sunrise is …
Amelia Island

12.8K 12.3K 449

26 May
7:02 PM

Take a moment. Breathe in. Breathe out. #LoveAmelia . . . 📸: IG @ad…
Amelia Island

14K 13.7K 435

30 Jun
7:40 PM

There's a reason they call it "island time." You don't always need a pla…
Amelia Island

12.2K 11.7K 382
Thumbnail pic

30 Apr
7:09 PM

The Amelia Island food scene just keeps getting better. From craft br…
Amelia Island

14.8K 14.8K 336

27 Jun
11:50 AM

A couple weeks ago, we asked on Instagram what your favorite spot t…
Amelia Island

20K 20K 335

4 Apr
2:10 PM

Wishing a very Hoppy Easter to our most favorite fans! 🐣🐇🌸☀  …
Amelia Island

11K 10.6K 287

31 May
8:24 PM

The sun sets in Amelia Island on another amazing holiday weekend. I…
Amelia Island

12.1K 12K 286

6 Apr
8:00 PM

#AmeliaIsland is considered the ultimate family-friendly playground! …
Amelia Island

12.6K 12.5K 255

14 May
7:53 PM

Sometimes the best way to explore is on two wheels. #LoveAmelia
Amelia Island

10.5K 10.2K 224
SHOW MORE



Organic Video Performance 1 Filters

DATE POSTS

66
IMPRESSIONS

627.76K
REACH

617.52K
ENGAGEMENTS

9.98K
ORGANIC VIDEO VI

17.58K
 WATCH TIME (MIN)

5.42K
VIDEO LENGTH

06:39

15 May
5:55 PM

Amelia Island Concours Week: Where be…
Amelia Island

12K 11.4K 190 5.2K 1.1K 00:30

24 Apr
8:07 PM

What's the secret to shark teeth hunting?…
Amelia Island

14.4K 14K 169 4.4K 2.1K 02:05

12 Jun
4:12 PM

Find some seashells on the sea shore 🐚 …
Amelia Island

8.8K 8.5K 170 2.7K 987.6 01:35

10 Apr
7:29 PM

Beach days on #AmeliaIsland are just a …
Amelia Island

6.3K 6K 107 2.2K 443.8 00:33

13 May
6:48 PM

An event that can only be described by c…
Amelia Island

6.5K 6.1K 97 2K 447.1 00:06

8 May
3:25 PM

Eco-adventures with a naturalist is a love…
Amelia Island

4.5K 4.5K 29 1.1K 311.1 01:00

14 May
1:30 PM

Amelia Island 0 0 0 3 1.4 00:15

14 May
1:30 PM

Amelia Island 0 0 0 1 0.4 00:05

29 Jun
3:13 PM

Meet on the northeast Florida barrier isla…
Amelia Island 1 1 0 1 0.1 00:15

14 May
1:30 PM

Amelia Island 0 0 0 1 0.4 00:15

18 Jun
2:29 PM

Join 4 The Culture at the Peck Center tom…
Amelia Island

3.1K 3K 8 - - -

25 Apr Waking up early to take a walk on the be

Paid & Organic Video Consumption
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Paid Ad Performance 1 Filters

DATE POSTS

108
IMPRESSIONS

1.33M
 REACH

753.66K
ENGAGEMENTS

1.83K
ORGANIC VIDEO VIEW

590
PAID VIDEO VIEWS

479.65K
VIDEO LENGTH

18:44

11 Jun
6:28 PM

Discover the charms of meeting on Ameli…
Amelia Island

Promoted

156K 95.3K 251 72 26.7K 00:15

11 Jun
6:28 PM

Discover the charms of meeting on Ameli…
Amelia Island

Promoted

117.3K 73.7K 195 49 20K 00:15

28 May
6:12 PM

Find family moments to treasure on Ame…
Amelia Island

Promoted

106.8K 54.7K 10 0 44.7K 00:06

11 May
6:45 PM

Concours Week is back for 2021! Four da…
Amelia Island

Promoted

92.2K 60K 1 0 91.8K 00:15

11 May
6:45 PM

Concours Week is back for 2021! Four da…
Amelia Island

Promoted

92.2K 60K 1 0 91.8K 00:15

28 May
6:13 PM

Escape to the Northeast Florida barrier is…
Amelia Island

Promoted

68.6K 36.6K 6 0 25.5K 00:06

14 May
1:54 PM

From luxury hotels to a walkable downto…
Amelia Island

Promoted

58.1K 30.1K 149 83 9.1K 00:15

14 May
1:54 PM

From luxury hotels to a walkable downto…
Amelia Island

Promoted

58.1K 30.1K 149 83 9.1K 00:15

28 May
6:12 PM

Moments on Amelia Island, FL are that m…
Amelia Island

Promoted

45.2K 28.5K 8 0 16.5K 00:06

28 May
6:12 PM

Moments like these mean everything. Pla…
Amelia Island

Promoted

39.4K 26.9K 9 8 18K 00:07

20 May
10:15 AM

Amelia Island needs talented people like …
Amelia Island

Promoted

31.5K 3.8K 53 - - -

29 Apr
6:01 PM

Find family moments to treasure on Ame…
Amelia Island

Promoted

30.3K 20.8K 8 0 13.3K 00:06

29 Apr
6:01 PM

You’ll treasure every moment together o…
Amelia Island

Promoted

28.7K 20K 7 0 10.2K 00:06

20 May
10:15 AM

Amelia Island needs talented people like …
Amelia Island

Promoted

26.2K 3.4K 125 - - -

20 May
10:15 AM

{{product.brand}}
Amelia Island

Promoted

24.4K 2.1K 0 - - -

29 Apr
5:56 PM

Bring your group to the northeast FL barr…
Amelia Island

Promoted

23K 8.3K 31 2 9K 00:12

30 Apr
2:00 PM

From luxury hotels to a walkable downto…
Amelia Island

Promoted

22.6K 14.7K 65 50 3.9K 00:15

30 Apr
2:00 PM

From luxury hotels to a walkable downto…
Amelia Island

Promoted

22.6K 14.7K 65 50 3.9K 00:15

29 Apr
5:56 PM

Just 30 minutes away from Jacksonville In…
Amelia Island

Promoted

19K 7.3K 11 3 7.5K 00:12

Meet on the northeast Florida barrier isla



Instagram Overview

CHANNELS (1) 1 APR 2021-30 JUN 2021

Performance by channel

Visit Amelia Island 22.5K 1.7K 640.7K 406.9K 309

NETWORK CHANNEL NAME FANS

22.47K 5%
FANS INCREASE

1.69K -11%
IMPRESSIONS

640.66K -32%
REACH

406.94K -44%
PROFILE WEBSITE TAPS

309 11%

Daily fans

 Fans

12. Apr 26. Apr 10. May 24. May 7. Jun 21. Jun
21 250

21 500

21 750

22 000

22 250

22 500

22 750

Fans

Fans

22.47K 5%

Fans increase

1.69K -11%

Page distribution

Reach avg.

4.47K -44%

Frequency

1.57 22%

Impressions

640.66K -32%

Channel pro�le views

9.13K 21%

Daily reach and impressions

 Reach  Impressions
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Organic Post Performance 2 Filters

DATE POSTS

52
REACH AVG.

5.54K
LIKES

18.03K
COMMENTS

242
SAVES

415
ENGAGEMENTS

18.68K


27 May
7:50 PM

Dunes at your back, the ocean in front, and mile…
Visit Amelia Island

7.4K 756 10 19 785

10 Jun
7:55 PM

With so many picture worthy spots in Amelia Isla…
Visit Amelia Island

8.3K 734 20 22 772

25 May
7:39 AM

A new week means it's time for another #Amelia…
Visit Amelia Island

7.9K 714 9 33 756

22 Apr
6:42 PM

Amelia Island holds #EarthDay 🌎 close to our h…
Visit Amelia Island

7.8K 673 9 17 699

11 Apr
7:45 PM

There's just somethin' southern about sailboats …
Visit Amelia Island

9K 647 6 12 665

8 Apr
7:17 PM

The calm of the night ⛵ The most perfect sight …
Visit Amelia Island

10.7K 627 8 13 648

12 Jun
5:58 PM

One foot in front of the other 🥾. #NationalTrail…
Visit Amelia Island

7.1K 603 6 19 628

29 Apr
7:15 PM

There are so many di�erent ways to relax on Am…
Visit Amelia Island

6.3K 585 8 10 603

16 Jun
5:03 PM

The turtles are coming🐢! Check out our stories …
Visit Amelia Island

6.5K 579 4 8 591

Organic Story Performance 2 Filters

DATE POSTS

35
TAPS FORWARD

15K
TAPS BACK

699
EXITS

2.5K
IMPRESSIONS

23.15K
 REACH

22.78K

2 Apr
8:49 PM

#AMELIAISLANDMEMORIES JANUARY CONTEST …
Visit Amelia Island

Story

636 20 68 1K 993

4 Jun
7:25 PM

Visit Amelia Island

Story
466 15 132 885 896

2 Apr
8:49 PM

Visit Amelia Island

Story
637 53 52 854 823

8 Apr
8:52 AM

FEBRUARY CONTEST WINNER
Visit Amelia Island

Story

570 26 30 839 823

23 Apr
8:23 PM

Visit Amelia Island

Story
414 8 144 829 823

14 Apr
10:24 PM

Swipe up for babymoon itinerary inspiration💖
Visit Amelia Island

Story

415 28 120 813 798

14 Jun
8:34 PM

Visit Amelia Island

Story
463 14 60 800 786

16 Jun
10:20 AM

Visit Amelia Island

Story
633 29 23 799 776

2 Apr
8:49 PM

SWIPE UP TO SUBMIT YOUR #AMELIAISLANDME…
Visit Amelia Island

Story

630 67 57 783 760



Paid Ad Performance 1 Filters

DATE POSTS

41
IMPRESSIONS

83.53K
 REACH

54.56K
ENGAGEMENTS

113

11 Jun
6:28 PM

Discover the charms of meeting on Amelia Island, located just o� the …
Visit Amelia Island

Promoted

58.8K 36.2K 66

29 Apr
6:01 PM

You’ll treasure every moment together on Amelia Island, FL. Plan you…
Visit Amelia Island

Promoted

6.2K 4K 3

14 May
1:54 PM

From luxury hotels to a walkable downtown, discover what makes A…
Visit Amelia Island

Promoted

4.5K 3.2K 10

28 May
6:13 PM

Moments on Amelia Island, FL are that much sweeter. Start planning …
Visit Amelia Island

Promoted

1.9K 1.5K 0

30 Apr
2:00 PM

From luxury hotels to a walkable downtown, discover what makes A…
Visit Amelia Island

Promoted

1.7K 1.4K 5

29 Apr
6:01 PM

Moments on Amelia Island, FL are that much sweeter. Start planning …
Visit Amelia Island

Promoted

1.7K 1.3K 2

29 Apr
6:01 PM

Find family moments to treasure on Amelia Island, FL. Plan now.
Visit Amelia Island

Promoted

1.4K 1.1K 2

30 Apr
2:00 PM

From luxury hotels to a walkable downtown, discover what makes A…
Visit Amelia Island

Promoted

1.3K 977 2

29 Apr
6:01 PM

Find family moments to treasure on Amelia Island, FL. Plan now.
Visit Amelia Island

Promoted

918 803 2

14 May
1:54 PM

From luxury hotels to a walkable downtown, discover what makes A…
Visit Amelia Island

Promoted

833 643 6

28 May
6:13 PM

Find family moments to treasure on Amelia Island, FL. Plan now.
Visit Amelia Island

Promoted

679 557 0

28 May
Moments on Amelia Island, FL are that much sweeter. Start planning …



Fans by age and gender 31 MAY 2021-30 JUN 2021

 11.87K
78.33%

 2.79K
18.41%

 Female  Male  Unknown
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Fans by location 31 MAY 2021-30 JUN 2021

United States 14.62K

Canada 98

United Kingdom 62

Germany 32

Brazil 28

India 17

Argentina 15

Mexico 15

Italy 13

Ireland 10



LinkedIn Overview

CHANNELS (1) 1 APR 2021-30 JUN 2021

Linked In Overview

Visit Amelia Island 7.7K 52.6 1.6 287 3.7

NETWORK CHANNEL NAME IMPRESSIONS

7.74K 99%
REACH AVG.

52.62 92%
FREQUENCY

1.62 4%
ENGAGEMENTS

287 104%
ENGAGEMENT RATE

3.71 2%

Distribution

Impressions

7.74K 99%

Reach

4.79K 92%

Distribution over time

 Impressions  Reach

12. Apr 26. Apr 10. May 24. May 7. Jun 21. Jun
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Engagements

Reactions

247 102%

Comments

8 100%

Shares

32 113%

Clicks

171 63%

Engagements over time

 Reactions  Comments  Shares  Clicks
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Fans

Fans

733 25%

Net new fans

146 -41%

Organic net fans

146 -41%

Paid net fans

0

Fans over time

 Fans
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Fans by country 31 MAY 2021-30 JUN 2021

United States 693

Canada 5

Australia 4

United Kingdom 4

India 4

Denmark 2

Ireland 2

n/a 2

Puerto Rico 2

United Arab Emirates 1

Fans by seniority 31 MAY 2021-30 JUN 2021

3232  32

121121  121

146146  146

6666  66
5757  57

66  6

178178  178

22  2 11  1

6262  62

CXO

Dire
cto

r
Entry

Manage
r

Owner

Partn
er

Se
nior

Tra
ining

Unpaid VP
0

50

100

150

200

Fans by function 31 MAY 2021-30 JUN 2021

55  5
1515  15 1212  12

124124  124

2121  21

55  5 1010  10 77  7 55  5

2626  26

77  7
1818  18

44  4 11  1

5151  51

2727  27

22  2

112112  112

33  3
99  9

33  3 22  2

2626  26

11  1

131131  131

1717  17

Acc
ountin

g

Administ
ra

tiv
e

Arts
 and desig

n

Busin
ess

 deve
lop…

Community
 and s…

Consu
ltin

g

Educa
tio

n

Engin
eerin

g

Entre
pre

neursh
ip

Fin
ance

Health
ca

re
 se

rvi
ce

s

Human re
so

urce
s

Info
rm

atio
n te

ch
n…

Le
ga

l

Mark
etin

g

Media and co
mmu…

Milit
ary 

and pro
te…

Opera
tio

ns

Pro
duct 

manage
m…

Pro
gr

am and pro
j…

Purch
asin

g

Quality
 ass

ura
nce

Real e
sta

te

Rese
arch Sa

les

Su
pport

0

50

100

150



Content Performance 0 Filters

DATE POSTS

32
IMPRESSIONS

7.4K
 ENGAGEMENTS

287
CTR

2.04%

27 May
11:29 AM

The Courtyard by Marriott & Springhill Suites by Marriott are o�cially…
Visit Amelia Island

1K 20 4.26%

12 May
9:54 AM

The best thinking isn't always in a meeting room. Breakout. Breathe i…
Visit Amelia Island

590 22 0.51%

8 Apr
9:30 AM

Northstar Meetings Group has done a fantastic job kicking o� #GMID…
Visit Amelia Island

445 19 2.47%

8 Jun
4:22 PM

Sand dunes and Southern Charms. Are you ready for an #IslandInspi…
Visit Amelia Island

378 15 0%

13 May
10:06 AM

Experience why you should be planning your meetings here yourself.…
Visit Amelia Island

300 12 0.67%

5 May
9:36 AM

Take a break and grab a bite. The Amelia Island food scene is growin…
Visit Amelia Island

297 12 4.04%

14 May
9:00 AM

Brainstorm under blue skies that re�ect o� of the beautiful Atlantic O…
Visit Amelia Island

276 10 1.09%

28 Apr
9:11 AM

Classic venue? We got it. Luxury? That, too. Intimate setting? Absolute…
Visit Amelia Island

263 8 2.28%

2 Apr
5:23 PM

These 7 Must-See Sights on the Waters Around #AmeliaIsland should…
Visit Amelia Island

259 10 4.25%

7 May
11:00 AM

You may not be building giant sandcastles for a living, but it doesn't …
Visit Amelia Island

252 10 1.19%

15 Jun
10:46 AM

What are your "must sees" while you're here? #MeetAmelia #IslandIn…
Visit Amelia Island

252 15 2.38%

9 Apr
9:00 AM

Approximately 140K square feet of combined, unique event space thr…
Visit Amelia Island

239 13 3.77%

20 May
9:20 AM

Curious why Amelia Island should be on the top of you list of places t…
Visit Amelia Island

228 13 1.32%

3 Jun
10:38 AM

Deciding whether or not to bring the kids? We've got 10 reasons why …
Visit Amelia Island

221 8 1.36%

15 Apr
11:27 AM

Fresh air and bright blue skies are sometimes all you need to get the …
Visit Amelia Island

188 15 1.6%

2 Jun
7:28 PM

Prefer to cycle your way through destinations? Here's 8 reasons Amel…
Visit Amelia Island

181 5 2.21%

28 May
9:31 AM

What can you do in an hour? On Amelia Island, so, so much. #EventPl…
Visit Amelia Island

165 7 1.21%

17 Jun
9:56 AM

List person? Check! So are we... #MeetAmelia #EventPlanning #Meeti…
Visit Amelia Island

162 6 1.23%

9 Jun
10:24 AM

Come get to know the artsy side of Amelia Island. #IslandInspiredMe…
Visit Amelia Island

162 8 0%

Thumbnail pic



6.  April Paid Media 
Report (Starmark)    



April 2021 Paid Media 
Report 

AMELIA ISLAND |  6.7.2021



EXECUTIVE SUMMARY |  Objective and Overview

● Target audiences:
○ Loyalists and Prospects 
○ Interest in Beach, Culture, History, Shopping, Dining and Golf 
○ Target includes: Vacation Rentals  and Multi-generation.
○ Meetings campaign targeting:  Meeting planners and groups. 
○ Weddings campaign target:  Milestones, anniversaries, 

Engagements, Vow renewal
● Markets Include: Atlanta, Savannah, Charlotte, Nashville, Charleston, 

All Florida markets (West Palm Beach, Jacksonville, Tampa, Orlando)
● April campaign generated 7,798,542  Impressions with 45,035 clicks 

and 0.58% CTR.  

Objective: To increase awareness and visitations to Amelia Island through an 
integrated digital media strategy using comprehensive tracking, combined with 
travel data to inform targeting and media placements to prospects in key drive 
markets.



EXECUTIVE SUMMARY |  Objective and Overview (April 2021)



EXECUTIVE SUMMARY |  Media performance (April 2021)



EXECUTIVE SUMMARY |  Landing Page

Insights:

● Sessions: 117,774  (-13% MoM)

● New Users: 117,774 (-14% MoM)

● Pageviews: 238,329 (-15% MoM)

● Pages per session: 2.07 (-40% MoM)

● Bounce Rate: 58.85% (+0% MoM)

● Average session duration: 00:01:44  (+0% MoM)

● 29% of total web traffic can be attributed to paid media 
efforts 

● Top Metro Areas:

○ Jacksonville

○ Atlanta

○ Orlando

○ (not set)

○ Tampa

○ New York



DISPLAY

01



Display Summary |  Conversant Insights:

● Campaign spend $21,337.45  and delivered 1,549,819 
Impressions with 2,405  clicks, 0.16%. Messaged Site visits 
1,090 with 252,680 impressions delivering 75% Video 
completed views.   

● Engagement and performance:
○ Overall Display CTR remains strong with both 

audience.
■ Loyalists: 0.12% CTR
■ Prospects: 0.11% CTR

○ Video – (Prospects market)
■ VCR is continuing to trend higher due to more 

targeted optimizations
● Overall VCR is trending at 73%.
● CTV/OTT continues to drive a strong VCR 

of 99%, driving strong brand awareness 
for Amelia Island

○ Quadrant Unit is driving a stronger CTR of 0.14% in 
May up from .09% due to more targeted 
optimizations

*Industry standard CTR Benchmark: .08%. VCR Benchmark 70-75%, CTV/OTT Benchmark 97-99%



Display Recap |  TripAdvisor

Insights:

● Campaign spend $12,108.68 delivering 705,967 impressions, 
1,203 clicks and 0.17% CTR. 

● Top Performing tactic:

○ Both Prospects and Loyalists performed above 
standard: Beach/Art & Culture/Culinary/ Golf & 
Adventure/National Parks & Florida Retargeting the 
top  performing tactic with 0.18% CTR. 

○ Florida Pages targeting Prospects continue to be a 
strong placement with 165,924 impressions served, 
265 clicks and   0.16% CTR 

● Ritz Carlton: Delivered Impressions: 30,934 with 67 clicks and 
0.18% CTR

● Elizabeth Pointe: Delivered 31,004  impressions with 86 clicks 
and 0.28% CTR.

● Omni Amelia Island Resort: Delivered 2,053 impressions with 4 
Clicks and 0.19% CTR

*Industry standard CTR Benchmark: .08%



Display Recap |  PadSquad Insights:

● Campaign spent $8,376.20 delivered 713,147 impressions with 3,850 clicks 
and and 0.17% CTR.  Average exposure time:25.64

● VizQuiz unit: Delivered Impressions: 525,330 Impressions with 2,364 clicks 
and 0.45% CTR. Engagement rate: 4.86%. 73,553 unit views

● CTV: Delivered 26,669 Impressions, 24 clicks and .09% CTR. VCR 86%

● Vvital: Delivered 161,148 Impressions and 1,462 Clicks with 0.89% CTR. 
80,356 unit views, 76.4% VCR. 

● Optimizations to the campaign’s CTR performance continued to pay off.  
March drove a 0.38% CTR, April saw additional increases  at 0.52%. Among 
all creatives, the VizQuiz saw a substantial uptick in performance, driving a 
0.45% April 

● Top Performing DMA:  Georgia, Florida and North Carolina. Data has also 
shown the campaign’s creative to index strongly with male audiences, as 
well as users within the Jacksonville and Gainesville DMA’s specifically.

○ Creative insights: 

○ Users are interested in water focused activities. On average, users 
responded more positively toward water focused activities. Options such 
as “I want to play outdoors”, “My swimsuit” as well as “Paddle Boarding or 
Kayaking” accounted for on average 63% of user taps.

○ Sport and active options that focused on sport activities such as “Play 
outdoors” or “Paddle Boarding or Kayaking” drove the highest number of 
user taps as well.

*Industry standard CTR Benchmark: .08%. ER Benchmark 2-3%, VCR 75%



Display Recap |  New York Times 

Insights:

● New York Times Great Getaways Email ran on 4/29.
○ Email sent to 149,086 recipient with 25,248 

opens 1,056 clicks and 4.18% CTR. 
● Podcast: April  spend was $5,293.44 with 4039,689 

downloads
○ The Daily  Markets includes: New York, DC, 

Boston, Chicago and Philadelphia
■ Total downloads 148,501

○ Run of Podcast: US National 

■ Total downloads: 218,370
○ Makegood  unit downloaded Run of The Daily: 

72,818 

 

*Industry standard open rate Benchmark: 15%



Display Recap |  New York Flex Frame

Insights:

● April campaign spent $16,236.07  delivered 
1,111,520 impressions with 3,907 clicks and and 
0.35% CTR. 

○ ROS Targeting based on GEO: FL, 
GA, NC, SC, TN, OH. Impressions 
delivered 636,972 with 2,273 clicks 
and 0.36% CTR. 

○ Travel Intent Targeting with GEO’s 
such as FL, GA, NC, SC, Atlanta, 
Charlotte and Nashville. Campaign 
delivered 415,132 impressions with 
1,435 Clicks and 0.35% CTR. 

○ Added value ROS US National. 
Delivered 59,398 Impressions with 
199 Clicks and 0.34% CTR. 

. 

 

*Industry standard open rate Benchmark: 15%



Display Recap |  Meredith Network 

Insights:

● Campaign delivered from March 1 to April 30th 219,944 
impressions and 161 clicks and 0.12% CTR. 

○ April campaign delivered 94,239 impressions 
with 102 clicks and  have delivered a very 
impressive 0.11% CTR.

○  West Palm Beach-Ft. Pierce FL continues to 
have the highest CTR of all markets with a 
0.18% CTR. 

■ Orlando-Daytona Beach-Melbourne FL 
has the second highest CTR at 0.14%

 

*Meredith Benchmark: CTR 0.01%, 



Display Recap |  GumGum Weddings

Insights:

● Campaign  spend was $11,740.80with 1,11,568 impressions and 2,199 
clicks and 0.20% CTR. 

○ GumGum achieved a 0.20% CTR in April (up from a 0.12% in 
March)

○ Viewability: 95.65%
○ Desktop Engagement Rate: 1.32%
○ Mobile Engagement Rate: 3.10%
○ The top performing DMAs based on CTR:

■  Orlando, Charleston, Atlanta, Charlotte, and Tampa
○ The top performing verticals: Travel & Lifestyle
○ The top performing keywords: Flight, Beach, Marriage, Travel
○ The top performing day of the week: Saturday & Sunday

● Optimizations
○ Monitored poor-performing domains and made adjustments  

on a regular basis to ensure that performance stayed strong
○ Shifted more impressions towards Mobile/Tablet as that is 

where we saw stronger campaign performance

 

*Benchmark: CTR Video .20-.30%, In-screen frame .50-.60% .08%, Viewability: Video 70%, 
In-screen frame 90%, VCR Video 75-85%, 



Meetings Recap |  CVENT

Insights:The  chart to the left  is only those RFPs that the DMO was copied on; the chart to the right are RFPs from the MMA (major 
metro area) that they reside in on our Network.The Cvent Supplier Network is a true network, and our venues and DMO’s are most interested 
in the number of RFPs that they are receiving from our planners. 

 
*Industry standard open rate Benchmark: 15%



Display Recap |  Atlanta Business Forum

○

 



Meetings Recap |  Northstar

Insights:

Display units ran from April 21st - 29th, generated 2,213 
impressions with 9 clicks and 0.41% CTR. 

Featured Content deployed 4/17 and 4/26: 

● Impressions: 85,528
● Unique Opens Rate: 18.68% 
● Opens: 23,455
● Clicks: 132
● Click Rate: 0.20%
● Open Rate: 27.42%
● CTOR: 0.56% 

 

*Industry standard open rate Benchmark: 15%
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Insights:

● Paid social budget was reduced by 70% in April. As a result 
metrics are down MoM. 

● Campaigns delivered 1,802,515 impressions (-52% MoM) and 
reached 857,282 unique people (-39% MoM) and drove 19,139 
(-26%).

● The Chatbot campaign continues to drove the most 
engagement

● Chatbot Engagement
○ 423 reactions
○ 37 comments
○ 13 post saves
○ 65 post shares

Paid Social |  Recap

Top performing creative



Insights:

● Vacation Rentals campaign is targeting  Snowbirds and 
Multi-generational families.

● April optimization for clicks to the website over views 
○ 2,779 clicks (+277% MoM)
○ TruViews: 13,714  (-87% MoM)
○ Average view time: 00:04
○ Cost per view: $0.07
○ Clicks: 3,638 (397% MoM)

Multi-Generation
■ Generated 61% of total clicks
■ Average view time 00:04
■ Horse video becomes the top performing 

video followed by Golf.
○ Snowbirds

■ Car creative becomes the top performing 
video

Paid Social |  Recap



Insights:

● Moments Video
○ TruViews: 90,899 232,133
○ Average view time: 00:05 
○ Cost per view: $00.01
○ The family became to the top performing creative, 

driving 48% of total views

Paid Social |  Recap



Insights:

● Weddings Instant Experience
○ Drove 1,165 clicks at a CTR of 0.93% (above 

industry average)
○ Average view time: 17 seconds
○ Average completion time: 71%

● Dynamic Ads
○ Drove 764 clicks at a CTR of 1.15% (1.3xs 

higher than industry average)

Paid Social |  Recap



03

PAID SEARCH



Insights:

● Campaign spent $ 5,880.93 in April  (including Meetings), delivered 
129,512 impressions (-9% MoM) and 11,052  clicks (+0.3% MoM) at a 
CTR of 8.53% (+11% MoM)

○ Meetings campaign spent $971.11,  delivered 9.443 
impressions and 209 clicks. 

● Impressions share is 17% (0% MoM) meaning our ads are showing up 
17% of the time from the impressions we are eligible to receive. 
This is due to increased competition in the travel sector, however, 
we are faring pretty good based on budget vs. competitors’ much 
larger budgets

● Top of page rate increased  to 47% (+9% MoM), which means our ads 
showed up at the top of the search engine results page 47% of the 
time

○ Ads have remained top of page despite competition, 
which means Google considers our ads more relevant 
than competitors’ ads

● In April SMI implemented new ad copy refresh, which helped 
increase top of page rate and a much improved CTR

● Top markets (in order): Tampa, Orlando, Atlanta

Paid Search |  Recap

Top Keywords Loyalists Top Keywords Prospects Top Keywords Meetings
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May 2021 Report 
Paid Media Recap

AMELIA ISLAND |  6.29.2021

1



EXECUTIVE SUMMARY |  Objective and Overview

● Target audiences:
○ Loyalist and Prospects 
○ Interest in Beach, Culture, History, Shopping, Dining 

and Golf 
○ Target includes: Vacation Rental and Multi-generation. 
○  Meetings campaign targeting:  Meeting planners and 

groups. 
○ Weddings campaign target:  Milestones, 

anniversaries, Engagements, Vow renewal
● Markets Includes: Atlanta, Savannah, Charlotte, Nashville, 

Charleston, All Florida markets (West Palm Beach, 
Jacksonville, Tampa, Orlando)

● May  campaign generated 8,327,231 Impressions with 48,125 
clicks and 0.58% CTR.  

Objective: To increase awareness and visitations to Amelia Island through an 
integrated digital media strategy using comprehensive tracking, combined with 
travel data to inform targeting and media placements to prospects in key drive 
markets.

2



EXECUTIVE SUMMARY |  Objective and Overview (May 2021)

3



EXECUTIVE SUMMARY |  Media performance (May 2021)

4



EXECUTIVE SUMMARY |  Landing Page
Insights:

● Sessions: 126,938  (-13% MoM)

● New Users: 100,604 (-14% MoM)

● Pageviews: 256,668 (-15% MoM)

● Pages per session: 2.02 (-40% MoM)

● Bounce Rate: 57.90% (+0% MoM)

● Average session duration: 00:01:45  (+0% MoM)

● 29% of total web traffic can be attributed to paid media 
efforts 

● Top Metro Areas:

○ Jacksonville 

○ Atlanta GA 

○ Orlando-Daytona 

○ Miami-Ft.Lauderdale  

○ (not set) 

○ Tampa

5
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Display Summary |  Conversant
Insights:

● Campaign spend $21,290  and delivered 1,543,282 
Impressions with 2,182  clicks, 0.14%. Messaged Site visits 
1,116 with 244,706 impressions delivering 75% Video 
completed views.   

○ Prospect drove more engagement (0.11%) CTR over Loyalist Market 
(.09%).  

○ Video engagement: 73% VCR 
○ Mobile VCR increased in May (74%) due to more targeted optimizations
○ CTT/OTV continues to drive strong and efficient engagement:  99% VCR
○ The Quadrant drove higher engagement in May: 0.13% CTR

● Amelia Website insights:
○ Travel Audience Insights: Users engaging with the Amelia site are highly 

interested in Hotels, Car Rentals, Budget and International Travel
○ Females are driving the majority of site visits, roughly 70%
○ 70% of the adults engaging with the site are married with a college 

education
● Recommendations:  

○ Shift budget to the Prospects market now that travel is on the rise as 
more consumers get vaccinated

○ Update current banner creative to prevent creative fatigue.  
● Optimizations for the month into April:

○ Daily adjustments to ensure we are efficiently managing reach across all 
tactics to reach new users

○ Fine-tuning and refreshing click models to find the best performing 
users and sites

○ Rotating and testing new inventory sources across all media channels

*Industry standard CTR Benchmark: .08%. VCR Benchmark 70-75%, CTV/OTT Benchmark 97-99%

7



Display Recap |  TripAdvisor

Insights:

● Campaign spend $12,108.68 delivering 903,075 
impressions, 1,486 clicks and 0.16% CTR. 

● Amelia Island: Impressions 778,074 with 1,186 clicks and 
0.15% CTR. 

● Top Performing tactic:

○ Both Prospects and Loyalists performed above 
standard: Beach/Art & Culture/Culinary/ Golf & 
Adventure/National Parks & Florida Retargeting 
the top  performing tactic with 0.16% CTR. 

○ Florida Pages targeting Prospects continue to 
be a strong placement with 199,671 impressions 
served, 345 clicks and   0.17% CTR 

● Ritz Carlton: Delivered Impressions: 36,645 with 92 
clicks and 0.25% CTR

● Elizabeth Pointe: Delivered 36,743 impressions with 119 
clicks and 0.32% CTR.

● Villas : Delivered 51,613 impressions with 89 Clicks and 
0.17% CTR

*Industry standard CTR Benchmark: .08%
8



Display Recap |  PadSquad Insights:

Campaign spent $10,760.26 delivered 992,055 impressions with 5,301 
clicks and and 0.54% CTR.  Average exposure time:18s

● VizQuiz unit: Delivered Impressions: 771,955 Impressions with 3,124 
clicks and 0.40% CTR. Engagement rate: 11.8%. 222,091 unit views

● CTV: Delivered 27,131 Impressions, 72 clicks and .27% CTR. VCR 
64.7%

● Vvital: Delivered 192,969 Impressions and 2,105 Clicks with 1.42% 
CTR. 81,511 unit views, 78.6% VCR. 

● Optimizations: Consistent and aggressive optimizations resulted in 
an average daily increase to CTR of 0.02%. Performance at the 
campaign level increase from 0.52% in April to 0.56% in May.

● May flight indexed strongly among parents. Particularly, those with 
children aged 12-24 months old.

● Top Performing unit: VizQuiz Wins among all increases to 
performance seen throughout the month of May, the most 
significant came from the VizQuiz’s increase in ER. The creative’s ER 
performance more than doubled from April to May, jumping from 
4.86% in April to 11.8% in May.

*Industry standard CTR Benchmark: .08%. ER Benchmark 2-3%, VCR 75% 9



Display Recap |  New York Times 

Insights:

● New York Times Great Getaways Email ran on 
5/20.

○ Email sent to 152,417 recipient with 
20,236 

○ opens 919 clicks and 0.60% CTR. 
○ Campaign under-delivered total 

subscribers and NYT to provide a 
makegood unit. Value$6,800

● Podcast: May spend was $4,501.4 with 367,047 
downloads

○ The Daily  Markets includes: New 
York, DC, Boston, Chicago and 
Philadelphia
■ Total downloads 130,627

○ Run of Podcast: US National 

■ Total downloads: 179,172
○ Makegood  unit downloaded Run of 

The Daily: 57,248

*Industry standard open rate Benchmark: 15% 10



Display Recap |  New York Flex Frame

Insights:

● May Flex Frame campaign ended on 5/15 and spent 
$7,870.42  delivered 537,031 impressions with 1,732 clicks 
and and 0.32% CTR. 

○ ROS Targeting based on GEO: FL, GA, NC, SC, 
TN, OH. Impressions delivered 311,949 with 985 
clicks and 0.32% CTR. 

○ Travel Intent Targeting with GEO’s such as FL, 
GA, NC, SC, Atlanta, Charlotte and Nashville. 
Campaign delivered 202,381 impressions with 
660 Clicks and 0.33% CTR. 

○ Added value ROS US National. Delivered 22,701 
Impressions with 87 Clicks and 0.38% CTR. 

● To Performing Creative: US Geo 
○ Beach Creative - 0.36%
○ Romance Creative - 0.34%
○ Golf Creative - 0.32%

● Top Performing Creative: Topic Targeted | Travel, 
Cooking, Golf, Restaurant Reviews 

○ Romance Creative - 0.34%
○ Beach Creative - 0.15%
○ Golf Creative - 0.15%

. 

 
*Industry standard open rate Benchmark: 15% 11



Display Recap |  Meredith Network 

Insights:

● The Pre-roll campaign ran from March - May, 31st 
and  has delivered 312,471 impressions with 334 
clicks and 0.11% CTR. 

○ Top performing markets: 
■ West Palm Beach-Ft. Pierce and 

Jacksonville 
● Travel and Leisure Email deployed on 5/20.

○ Sent: 38,001 Subscribers but delivered to 
37,742

○ Total Opened: 9,886 with a 26.19% Open 
Rate

○ Clicks: 496
○ CTOR: 1.31%

 
*Meredith Benchmark: CTR 0.01%, 12



Display Recap |  Travelzoo

13



Display Recap |  GumGum Weddings

Insights:

● The Wedding campaign  ended on 5/31 and delivered in full. 
2,539,466 impressions and 5,110 clicks and 0.20% CTR. 

○ GumGum achieved a 0.20% CTR in April (up from a 
0.12% in March)

○ Viewability: 94.54%
○ Desktop Engagement Rate: 1.24%
○ Mobile Engagement Rate: 3.39%
○ The top performing DMAs from a CTR perspective were: 

■ Jacksonville, Atlanta, Greenville, Orlando, and 
South Florida

○ The top performing verticals: Travel & Lifestyle
○ The top performing keywords: Flight, Beach, Marriage, 

Travel
○ The top performing day of the week: Saturday & Sunday

 

*Benchmark: CTR Video .20-.30%, In-screen frame .50-.60% .08%, Viewability: Video 70%, 
In-screen frame 90%, VCR Video 75-85%, 14



Meetings Recap |  CVENT

Insights:The  chart to the left  is only those RFPs that the DMO was copied on; the chart to the right are RFPs from the MMA (major 
metro area) that they reside in on our Network.The Cvent Supplier Network is a true network, and our venues and DMO’s are most interested 
in the number of RFP’s that they are receiving from our planners. 

 
*Industry standard open rate Benchmark: 15% 15



Meetings Recap |  Northstar

Insights:

The Destination Guide Campaign consists of several 
marketing channels to drive awareness of Amelia Island as a 
meetings destination. The campaign mix includes display, 
social,email, newsletters and native ads.  

● Total Impressions to-date: 149,753
● Page Views: 0.65%

May 26th Meeting News Daily: How Vaccine Passports will 
work. Sent to 42,138 subscribers. 

● Open 13,799
● Open Rate: 32.75%
● Clicks: 33 / 0.24% CTR. 

May 4th, Email Campaign deployed to 36,016 subscribers.
Subject Line: Where to Meet on Amelia Island Spring 

2021
● Open: 10,278
● Open Rate: 28.54%
● Clicks: 141
● CTR: 1.37%

 
*Industry standard open rate Benchmark: 15% 16
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Insights:

● Campaigns delivered 1,759,622 impressions (-2% MoM) and 
reached 834,013 unique people (-3% MoM) and drove 21,590 
clicks (+13%).

● Chatbot Engagement
○ 442 reactions
○ 45 comments
○ 15 post saves
○ 60 post shares

● Instant Experience:
○ Average view time: 00:23
○ Percentage viewed: 49%
○ Creative update has been running since March

■ Prior to the update, the Instant Experience 
saw decrease in performance in January. The 
average percentage view dropped to 28%. 
Since the update, the creative has maintained 
an average of 49% view time.

Paid Social |  Recap

Top performing creative
18



Insights:

● Vacation Rentals campaign is targeting  Snowbirds and 
Multi-generational families was paused in May 10 and 
remaining spend was reallocated to support the new Jobs 
campaign. 
○ 556 clicks
○ TruViews: 8,331
○ Average view time: 00:04
○ Cost per view: $0.04

Multi-Generation
■ Generated 61% of total clicks
■ Average view time 00:04
■ Family beach video becomes top 

performing this month
○ Snowbirds

■ Dog creative becomes the top performing 
video

Paid Social |  Recap
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Insights:

● The Recruiting campaign launched on March 20 with a 
goal to drive website visits
○ 1,944 clicks
○ CTR: 2.62%
○ TruViews: 89,541
○ Average view time: 00:15
○ Cost per view: $0.01

Paid Social |  Recap

20



Insights:

● CONCOURS Week campaign launched on March 11 with a 
goal to drive video views
○ 223 clicks
○ TruViews: 89,541
○ Average view time: 00:15
○ Cost per view: $0.01

Paid Social |  Recap

21



Insights:

● Meetings campaigns launched in April on LinkedIn and 
Facebook. Overall the campaign has delivered 184,234 
impressions, reached 69,288 unique people and drove 4,609 
clicks. 

● Instant Experience:
○ View time: 22 seconds
○ Percentage viewed: 70%  

● Video (LinkedIn)
○ View rate: 90% 

■ 4.5X’s higher than industry average
● Video (Facebook)

○ Average view time: 0:07
○ Top creative: Breakout and Sand dunes

Paid Social |  Recap

22



Insights:

● Moments Video
○ TruViews: 72,067
○ Average view time: 00:05 
○ Cost per view: $00.01
○ The family creative continues to rank as the top 

performing asset which contributed to 28% of total 
views 

Paid Social |  Recap

23



Insights:

● Weddings Instant Experience
○ Drove 1,352 clicks (+7% MoM)  at a CTR of 

1.25% (1.4Xs higher than industry average)
○ Average view time: 17 seconds
○ Average completion time: 71%

● Dynamic Ads
○ Drove 1,097 clicks (+44% MoM) at a CTR of 

2.02% (2.25xs higher than industry average)

Paid Social |  Recap
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Insights:

● Campaign spent $ 5,881.38 in May  (including Meetings), delivered 
132,492 impressions (-9% MoM) and 11,187 clicks (+0.3% MoM) at a 
CTR of 8.44% (+11% MoM)

○ Meetings campaign spent $989.61,  delivered 5,433 
impressions and 175 clicks. 

● Impressions share is 14.70% (0% MoM) meaning our ads are 
showing up 14.70% of the time from the impressions we are eligible 
to receive. This is due to increased competition in the travel sector, 
however, we are faring pretty good based on budget vs. 
competitors’ much larger budgets

● Top of page rate increased  to 48% (+9% MoM), which means our 
ads showed up at the top of the search engine results page 48% of 
the time

○ Ads have remained top of page despite competition, 
which means Google considers our ads more relevant 
than competitors’ ads

● In May SMI implemented new ad copy refresh, which helped 
increase top of page rate and a much improved CTR>

● Top markets (in order): Tampa, Orlando, Atlanta

Paid Search |  Recap

Top Keywords Loyalists Top Keywords Prospects

Top Keywords Meetings
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June 2021 Report 
Paid Media Recap

AMELIA ISLAND |  7.23.2021

1



EXECUTIVE SUMMARY |  Objective and Overview

● Target audiences:
○ Loyalist and Prospects 
○ Interest in Beach, Culture, History, Shopping, Dining 

and Golf 
○  Meetings campaign targeting:  Meeting planners and 

groups. 
○ Weddings campaign target:  Milestones, 

anniversaries, Engagements, Vow renewal
● Markets Includes: Atlanta, Savannah, Charlotte, Nashville, 

Charleston, All Florida markets (West Palm Beach, 
Jacksonville, Tampa, Orlando)

● June  campaign generated 5,103,025 Impressions with 39,820 
clicks and 0.78% CTR.  

Objective: To increase awareness and visitations to Amelia Island through an 
integrated digital media strategy using comprehensive tracking, combined with 
travel data to inform targeting and media placements to prospects in key drive 
markets.

2



EXECUTIVE SUMMARY |  Objective and Overview (June 2021)

3



EXECUTIVE SUMMARY |  Media performance (June 2021)

4



EXECUTIVE SUMMARY |  Overview (April - June 2021)

5



EXECUTIVE SUMMARY |  Media performance (April - June 2021)

6



EXECUTIVE SUMMARY |  Month over Month Performance (April - June 2021)

7



EXECUTIVE SUMMARY |  Click by Source  (April - June 2021)

8



EXECUTIVE SUMMARY |  Landing Page
Insights:

● Sessions: 114,248  (-10% MoM)

● New Users: 87,407   (-13% MoM)

● Pageviews:  248,735  (-3% MoM)

● Pages per session: 2.02 (0% MoM)

● Bounce Rate:   54.43% (-5% MoM)

● Average session duration: 00:01:45  (+8% MoM)

● 28% of total web traffic can be attributed to paid media 
efforts 

● Top Metro Areas:

○ Jacksonville 

○ Fernandina Beach

○ (not set) 

○ Atlanta

○ Buford

○ Burlington

9
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Display Summary |  Conversant Insights:

● Campaign spend $21,717 and delivered 1,574,043 Impressions with 
2,261 clicks, 0.14%. Messaged Site visits 1,101 with 249,391 
impressions delivering 77% Video completed views.   

○ Loyalist drove more engagement (0.17%) CTR over Prospect 
Market (0.16%).  

○ Mobile VCR increased in June (75%) due to more targeted 
optimizations

○ CTT/OTV continues to drive strong and efficient engagement: 
99% VCR

○ The Quadrant performed strong in June: 0.12% CTR
● Amelia Website insights:

○ Females are driving the majority of site visits, roughly 69%
○ The majority of web activity is from married adults (70%), 45% 

with college or graduate degrees.
○ Net worth continues to skew high with 47% of engagers 

showing net work of $250K+ and 16% with $1M+. 
● Optimizations for the month into June:

○ Daily adjustments to ensure we are efficiently managing reach 
across all tactics to reach new users

○ Focused on driving inventory towards users who are likely to 
engage 

○ Fine tuning performance models to continually recognize and 
target high value users

*Industry standard CTR Benchmark: .08%. VCR Benchmark 70-75%, CTV/OTT Benchmark 97-99%

11



Display Recap |  TripAdvisor

Insights:

● Campaign spend $13,611.40 delivering 821,244 impressions, 
1,309 clicks and 0.16% CTR. 

● Amelia Island: Impressions 704,979 with 1,022 clicks and 
0.14% CTR. 

● Top Performing tactic:

○ Loyalist for Beach/Art & Culture/Culinary/Golf & 
Adventure/National Parks & Florida Retargeting 
performed above standard with a 0.19% CTR.

○ Prospects for Beach/Art & Culture/Culinary/Golf & 
Adventure/National Parks & Florida Retargeting 
performed as a strong placement with a 0.14% CTR.

● Elizabeth Pointe: Delivered 32,893 impressions with 106 
clicks and 0.32% CTR.

● Ritz Carlton: Delivered Impressions with 33,355 with 93 
clicks and 0.28%CTR

● Villas: Delivered 50,017 impressions 88 clicks and 0.18% CTR

*Industry standard CTR Benchmark: .08%
12



Display Recap |  PadSquad Insights:

Campaign spent $8,363.54 delivered 751,159 impressions with 5,021 
clicks and 0.66% CTR. Average exposure time:26s

● VizQuiz unit: Delivered Impressions: 583,077 Impressions with 3,129 
clicks and 0.54% CTR. Engagement rate: 5.84%. 70,796 unit views.

● CTV: Delivered 29,823 Impressions, 82 clicks and 0.27% CTR. VCR 
76.2%.

● Vvital: Delivered 138,259 Impressions and 1,810 Clicks with 1.31% 
CTR. 64,734 unit views, 80% VCR. 

● MoM Performance: The campaign has seen an increase in 
performance with the CTR gaining momentum, 0.38% in March and 
increasing  to 0.66% in June.

● Top performing cities: Dante, Virginia. Andover, NY: users in smaller 
towns or less populated regions may respond more favorably to the 
activities and warm weather allure of Amelia Island.

● Top Performing unit: VizQuiz continued to see increases to ER 
performance, jumping nearly 1%+ in performance. The unit drove a 
4.86% ER for the month of May, and saw a 5.84% for the month of 
June, more than 2x the unit’s 2-3% benchmark.

*Industry standard CTR Benchmark: .08%. ER Benchmark 2-3%, VCR 75% 13



Display Recap |  New York Times 

Insights:

● New York Times Great Getaways Email ran on 
6/15.

○ Email sent to 157,360 recipients 
with a 16% open rate 1,372 clicks 
and 5.61% CTR. 

○ Campaign under-delivered total 
subscribers and NYT provide a 
makegood unit. Value $6,800

*Industry standard open rate Benchmark: 15% 14



Display Recap |  Meredith Network 

Insights:

● Food and Wine Email deployed on 6/16.
○ Sent: 26,879 Subscribers but delivered to  

26,773 
○ Total Opened: 6,491 with a 24.24% Open 

Rate
○ Clicks: 390
○ CTOR: 6.01%

 

*Meredith Benchmark: CTR 0.01%, 15



Meetings Recap |  CVENT

Insights: The chart to the left  is only those RFPs that the DMO was copied on; the chart to the right are RFPs from the MMA (major metro area) that they reside in on our 
Network.The Cvent Supplier Network is a true network, and our venues and DMO’s are most interested in the number of RFP’s that they are receiving from our planners. 

 

*Industry standard open rate Benchmark: 15% 16



Meetings Recap |  Northstar Insights:

The Destination Guide Campaign consists of several 
marketing channels to drive awareness of Amelia Island as 
a meetings destination. The campaign mix includes 
display, social, email, newsletters and native ads.  

● Total Impressions to-date: 93,733
● Page Views: 2,375
● Unique Page Views: 2,134
● Visitors engaged with meetings landing page on 

Northstar for 2 pages per a session and had an 
average session duration of 00:00:23.

June 2nd Meeting News Daily: Will the U.K. Really Open on 
June 21?
 Sent to 42,051 subscribers. 
● Open: 11,578
● Open Rate: 27.53%
● Clicks: 14 / 0.12% CTR. 

 

*Industry standard open rate Benchmark: 15% 17



Meetings Recap |  Northstar Insights:

June 3rd Meeting News Daily: E.U. Plans Digital ID for 27 
Nations | Airlines Urge G7 to Open Global Travel. Sent to 42,064 
subscribers. 
● Open: 11,431
● Open Rate: 27.18%
● Clicks: 19 / 0.17% CTR.

June 10th Meeting News Daily: WHO Warns About Delta Variant 
| New CDC Advice for 120+ Countries. Sent to 41,932 
subscribers. 
● Open: 12,598
● Open Rate: 30.04%
● Clicks: 25 / 0.20% CTR.

June 8th, Email Campaign deployed to 35,560 subscribers.
Subject Line: Where to Meet on Amelia Island Spring 2021
● Open: 10,432
● Open Rate: 29.34%
● Clicks: 156
● CTR: 1.50%

 *Industry standard open rate Benchmark: 15% 18
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Insights:

● Campaigns delivered 1,584,482 impressions (-10% MoM) and 
reached 738,783 unique people (-11% MoM) and drove 18,962 
clicks (-12%). 
○ Spend was down -9% this month (Concours Week and 

Vacation Rentals) 
● Chatbot Engagement

○ 372 reactions
○ 41 comments
○ 12 post saves
○ 49 post shares

● Instant Experience:
○ Average view time: 00:23 (Flat MoM)
○ Percentage viewed: 51% (+4% MoM)
○ Creative update has been running since March

■ Atlanta, GA market had the highest reach and 
engagement for this creative

Paid Social |  Recap

Top performing creative
20



Insights:

● The Recruitment campaign Jobs campaign ran from May 20-June 12. 
The campaign was limited by targeting capabilities due to restrictions 
with job related ads on Facebook
○ 1,229 web visits 
○ Cost per visit: $2.03, 2.3x’s higher than industry benchmarks. This 

is due limitations on targeting.
○ Impressions: 189,641
○ Reactions: 248
○ Comments: 19
○ Post saves: 6 
○ Post shares: 41
○ Google Analytics behavior shows visitors from this campaign 

were engaged for 1.34 pages/sessions, with an average time on 
site of :48 seconds 

Paid Social |  Recap
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Insights:
● The video campaign delivered 68,935 TruViews at a cost 

per view of $0.01. The Sprouts videos drove 34% of total 
views. 
○ Generated 61% of total clicks
○ Average view time 00:04
○ Family beach video is the second best performing 

video
○ Average view time: 0.05
○ Top Markets by reach:

■ Tampa, St. Pete
■ Atlanta, GA
■ Orlando-Daytona Beach 

Paid Social |  Recap
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Insights:

Wedding visitors from social campaigns engaged with the 
website for 1.44 pages per session with an average time on 
site of :28 seconds. Two wedding RFPs were attributed to 
paid social campaigns ($480 value)

● Weddings Instant Experience
○ Drove 1,559 clicks (+15% MoM)  at a CTR of 

2.10% (2.3Xs higher than industry average)
○ Average view time: 17 seconds (Flat MoM)
○ Average completion time: 65% (-8% MoM)

■ Can be an indication of creative 
fatigue. 

■ Recommendation to update the 
lead-in creative

● Dynamic Ads
○ Drove 928 clicks (-15% MoM) at a CTR of 

1.20%  (1.3xs higher than industry average)
■ CTR saw a decrease MoM (1.20% vs 

2.10%) 
■ Can be an indication of creative 

fatigue

Paid Social |  Recap
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Insights:

● Overall the campaign has delivered 162,700 impressions, 
reached 75,449, unique people and drove 3,720 clicks. 

● Instant Experience:
○ View time: 21 seconds
○ Percentage viewed: 67%  

● Video (LinkedIn)
○ View rate: 89% 

■ 4.5X’s higher than industry average
● Video (Facebook)

○ Average view time: 0:07
○ Top creative: Sand dunes
○ Brainstorms rises to second top creative

Paid Social |  Recap

24



03
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Insights:

● Campaign spent $4,909.93 in June  (including Meetings), delivered 
118,663 impressions (-10% MoM) and 9,193 clicks (-18% MoM) at a 
CTR of 7.75%  (-12% MoM)

○ Meetings campaign spent $1,369.82,  delivered 12,298 
(+126% MoM) impressions and 330 (+89% MoM) clicks. 

● Impressions share is 14.70% (0% MoM) meaning our ads are 
showing up 14.70% of the time from the impressions we are eligible 
to receive. This is due to increased competition in the travel sector, 
however, we are faring pretty good based on budget vs. 
competitors’ much larger budgets

● Top of page rate increased  to 85% (+77% MoM), which means our 
ads showed up at the top of the search engine results page 85% of 
the time

○ Ads have remained top of page despite competition, 
which means Google considers our ads more relevant 
than competitors’ ads

● In June SMI implemented new ad copy refresh, which helped 
increase top of page rate and a much improved CTR>

● Top markets (in order): Tampa, Orlando, Atlanta

Paid Search |  Recap

Top Keywords Loyalists Top Keywords Prospects

Top Keywords Meetings
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7.  Silvertech
Performance (Website)



Performance Report

Website | Conversions | Paid Media | Email | Blog



Apr 1, 2021 - Jun 30, 2021 ▼

Sessions

359.0K
 59%

Users

285.2K
 61%

New Users

282.0K
 62%

Website Performance Summary YoY

Conversions

10.0K
 -29%

Bounce Rate

57.1%
 16%

Sessions Sessions (previous year)

Apr 1 Apr 12 Apr 23 May 4 May 15 May 26 Jun 6 Jun 17 Jun 28
0

2K

4K

6K

Session Trend YoY

Tra�c & Acquisition

Conversion Rate

2.8%
 -55%

Organic Search

Direct

(Other)

Paid Search

Display

Email

Referral

Social

9.7%

14.1%

15.4%

51.4%

Top Acquisition Channels

Industry Sessions

173,506
Industry Bounce Rate

50%
Industry Avg. Session Duration

00:02:00
Industry New Users

127,391

Industry Benchmarks

State Sessions

1. Florida 138,851

2. Georgia 58,807

3. North Carolina 20,412

4. Tennessee 12,470

5. South Carolina 10,267

6. New York 10,133

7. Texas 9,076

8. Ohio 7,058

9. Pennsylvania 6,811

10. Virginia 6,343

▼

1 - 100 / 643 < >

Sessions

0 2.5K 5K 7.5K 10K 12.5K 15K 17.5K 20K

18-24

65+

35-44

25-34

45-54

55-64

A
ge

Sessions by Location Sessions by Age

Landing Page Sessions Conversions Conversion Rate

1. /lodgings    17,938    8,201 45.72%

2. /    127,258    692 0.54%

3. /plan/visitor-guide   1,274   319 25.04%

4. /plan-your-trip/request-visitors-guide   815   146 17.91%

5. (not set)   1,117   133 11.91%

6. /blog/july-2020/pet-friendly-amelia-island   1,809   101 5.58%

7. /plan-your-trip/thank-you   56   56 100%

8. /accommodations/condo-home-rentals/stayamelia-vacation-rentals   40   23 57.5%

9. /see-and-do   4,312   20 0.46%

10. /weddings    7,049   15 0.21%

▼

1 - 100 / 3743 < >

Top Performing Pages

City Sessions

1. Fernandina Beach 22,572

2. Atlanta 19,902

3. Orlando 19,276

4. (not set) 18,946

5. Jacksonville 16,655

6. Miami 9,979

7. Charlotte 6,389

8. Yulee 4,813

9. New York 4,642

10. Nashville 3,924

▼

1 - 100 / 6861 < >

Pageviews

743.7K
 41%



Apr 1, 2021 - Jun 30, 2021 ▼

Sessions

11.2K
 288%

Users

8.9K
 276%

New Users

8.2K
 285%

Email Performance Summary YoY

Conversions

54.0
 -78%

Bounce Rate

65.1%
 26%

Conversion Rate

0.5%
 -94%

Campaign Landing Page Sessions

1. blogroundup /blog/march-2021/new-to-amelia-island-s-foodie-scene    1,364

2. moments /    1,292

3. fathers-day-21 /blog/may-2021-(1)/there-s-more-to-�orida-than-theme-parks-why-you    829

4. tell-us-about-yourself /zoom    649

5. Islandperks /islandperks    554

6. moments /stay    377

7. personasurvey /    368

8. moments /plan/special-offers/golf-specials?cmid=a274f9b4-4d66-4b45-8657-4671e3bb388a    347

9. blogroundup /blog/february-2021/visiting-amelia-island-during-the-pandemic    299

10. july4th /blog/june-2021/your-guide-to-all-things-at-main-beach    289

▼

1 - 100 / 389 < >

Performance by Email Campaign

Partner Updates Date Subject Emails Sent Emails Delivered Delivery Rate Open Rate Click Rate

Partner Update - 8.12.21 Webinar In… Aug 12, 2021 Tourism Industry Newsletter 466 459.0 98.5% 23.97% 5.23%

Partner Update - 7.29.21 Record Mo… Jul 29, 2021 Tourism Industry Newsletter 465 457.0 98.28% 26.7% 3.5%

▼

Database Email Blasts Date Subject Emails Sent Emails Delivered Delivery Rate Open Rate Click Rate

6/21/2021 4th of July Jun 23, 2021 5+ Things to Do for July 4th 35,417 35,341.0 99.79% 30.82% 2.18%

6/11/2021 Central Island Active Jun 11, 2021 Reasons to Visit the "Fun Zone" 33,055 32,980.0 99.77% 28.84% 2.36%

6/11/2021 Central Island Inactive Jun 11, 2021 Reasons to Visit the "Fun Zone" 66,530 66,376.0 99.77% 4.31% 0.34%

6/2/2021 Omni Exclusive Jun 2, 2021 Upgrade Your Summer Getaway 🗺 19,565 19,529.0 99.82% 41.07% 4.27%

5/27/2021 Omni Exclusive May 27, 2021 Upgrade Your Summer Getaway 🗺 44,717 44,566.0 99.66% 1.51% 0.19%

☀

▼

Acquisition Source Country Sessions

1. Mailchimp United States 5,938

2. MailChimp United States 760

3. Mailchimp Canada 34

4. Mailchimp United Kingdom 28

5. Mailchimp Germany 17

▼

1 - 36 / 36 < >

Acquisition Source City Sessions

1. Mailchimp Fernandina Beach 456

2. Mailchimp (not set) 346

3. Mailchimp Atlanta 225

4. Mailchimp Jacksonville 114

5. Mailchimp Orlando 109

▼

1 - 100 / 1733 < >

Performance by Email Campaign

female
male

35.4%

64.6%

Sessions

0 100 200 300 400 500 600

65+
55-64
45-54
35-44
25-34
18-24

538
467

300
214

144
60

Self Selected Interests Total Events

1. CLICK TO OPEN VISITOR GUIDE 1,096

2. (select country) Afghanistan Albania Algeria Andorra Angola Anguilla Antarctica Antigua and Barbu… 905

3. See & Do 860

4. (select state) Alabama Alaska American Samoa Arizona Arkansas California Colorado Connecticut … 764

5. Eat & Drink 692

▼

1 - 100 / 199 < >

Self Selected Interests From The Visitor Guide Request Page

Email Visitors By Age & Gender



Apr 1, 2021 - Jun 30, 2021 ▼

Blog Sessions Pageviews Avg. Time on Page

1. /blog/february-2018/top-things-to-do-by-age-from-infant-to-teen    2,758 3,442 00:04:38

2. /blog/march-2021/new-to-amelia-island-s-foodie-scene    2,530 3,370 00:02:30

3. /blog/july-2020/pet-friendly-amelia-island    1,809 2,566 00:02:18

4. /blog/march-2021/best-bike-ride-�orida    1,298 1,672 00:04:19

5. /blog/march-2021/meet-amelia-island’s-yaking-chef    1,240 1,389 00:01:54

6. /blog/may-2016/historic-downtown-fernandina-beach    1,142 2,269 00:01:06

7. /blog/february-2021/get-reel-your-guide-to-�shing-on-amelia-island    1,060 1,240 00:03:03

8. /blog/february-2019-(1)/interview-with-john-grisham-at-the-amelia-island-b    910 1,037 00:03:05

9. /blog/may-2021-(1)/there-s-more-to-�orida-than-theme-parks-why-you    884 1,288 00:01:46

10. /blog/june-2020/girls-getaway-itinerary    816 1,109 00:03:09

▼

1 - 50 / 700 < >

Top Blog Pages

Sessions

31.9K
 174%

Users

35.7K
 131%

New Users

24.2K
 180%

Blog Performance Summary YoY

Bounce Rate

69.9%
 5%

Avg. Time on Page

02:25
 26%



Organic - Non-paid marketing term (for example, organic tra�c refers to visitors to your website who found you through non-paid efforts (such as a Google search results). Paid
tra�c refers to any media spent to acquire the tra�c (such as through a Google ad). 

Session - A session is a group of user interactions with your website that take place within a given visit. For example, a single session can contain multiple pageviews, clicks, and
form �lls.

Session Duration - The average length of a session in a particular time period . Session duration varies by the source of the tra�c, but should generally be over 1 minute. For
example, direct (when a user arrives to your website by typing the URL or going to it from their Favorites menu) and organic tra�c tend to spend more time.

Pages/Session - The number of pages viewed per session. 

Time on Page – The amount of time users spent viewing a speci�ed page, screen, or set of pages or screens. Much like session duration, time on page varies by the source of
tra�c. In general, a 1 minute serves as a good benchmark for time spent on a single page. 

Pageview - An instance in which a page was viewed (or loaded in a browser).  

Unique Pageview - The number of sessions during which the speci�ed page was viewed at least once.

Bounce Rate - Bounce rate is the percentage of sessions in which users viewed a single page. A blog, news, or event page often return higher bounce rates because the user
found what they were looking for then exited. A bounce rate over 50% should be further evaluated for potential issues.  

Users - The number of new and returning people who visit your site. 

Clicks - The number of clicks received (for example, the number of people who clicked an ad).

Impressions - The number of times your content is displayed (but does not directly guarantee it was viewed).

Reach - The total number of people who see your content.

Clickthrough Rate (CTR) – The percentage of people who were served your ad and clicked on it (clicks/impressions = CTR). The average is 3-4%.

Cost Per Click (CPC) - The amount of media spent per click. The average varies by channel and ad format, but usually ranges between $3-4. 

Conversions/Leads – The number of people who clicked from your ad to your site and ful�lled a call-to-action such as a purchase, sign-up, phone call, or download. 

Conversion Rate – The number of conversions that resulted from an ad click. The average conversion rate can vary by channel and ad format. The average conversion rate can
range from 4-5%.  

Cost Per Conversion (Cost/conv) -  Shows the average cost of a conversion. It’s your cost divided by your conversions.

Glossary

Appendix

This report provides an overview of the website and campaign performance for Amelia Island. Questions regarding this report should be directed to:

Lindsay Moura
Lindsay.Moura@silvertech.com
Sr. Digital Marketing Strategist, Team Lead



8.  E-Mail Blasts  



 

 

 

 

 

 

 

 

 

 

 

Blog Roundup Email 

Deployment Date: April 8, 2021 

 

SUBJECT LINE/PREVIEW TEXT 
You'll Eat These Right Up 🍽️ 
6 New Spots to Visit 

 

AUDIENCE 
Full Discover Amelia Database  
 

EMAIL METRICS 
Total Deliveries: 87,648 (99.2%) 
 
Total Opens: 18,011 
Open Rate: 12.9% 
 
Total Clicks: 2,111 
Click Rate: 1.6% 
Clicks Per Unique Opens: 12.7% 
 

TOP FEATURED LINKS 
 
Amelia Island’s Foodie Scene Blog 
Total Clicks: 1,306 
 

Visiting Amelia Island during the Pandemic Blog 
Total Clicks: 305 
 
Meet Amelia’s State Parks Blog 
Total Clicks: 170 
 

 

 

  



 

 

 

 

 

 

 

 

 

 

 

Omni Outdoors Email 

Deployment Date: April 14, 2021 

 

SUBJECT LINE/PREVIEW TEXT 
Time to plan your coastal escape ⏱️ 
and create memories that'll last a lifetime. 

 

AUDIENCE 
Full Discover Amelia Database  
 

WINNING EMAIL METRICS 
Total Deliveries: 43,658 (99.1%) 
 
Total Opens: 8,920 
Open Rate: 13.4% 
 
Total Clicks: 798 
Click Rate: 1.3% 
Clicks Per Unique Opens: 9.5% 
 

TOP FEATURED LINKS 
 
Omni Hotels Amelia Island Specials  
Total Clicks: 398 
 

Vacation Memories on Amelia Island Blog 
Total Clicks: 75 
 
Memories Contest 
Total Clicks: 74 
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CONTENT VARIATE RESULTS  
 
Winner: Omni Top Placement 
Total Deliveries: 22,033  
Open Rate: 11.7% 
Click Rate: 1.1% 

 

Omni Center Placement 
Total Deliveries: 22,034  
Open Rate: 11.7% 
Click Rate: 1.0% 
 
 



 

 

 

 

 

 

 

 

 

 

 

Ritz-Carlton Exclusive Email 

Deployment Date: April 21, 2021 

 

SUBJECT LINE/PREVIEW TEXT 
5 Ways to Experience Oceanside Luxury at The Ritz-Carlton 
Plus, save up to 20% 

 

AUDIENCE 
Full Discover Amelia Database  
 

EMAIL METRICS 
Total Deliveries: 87,332 (99.3%) 
 
Total Opens: 17,251 
Open Rate: 12.8% 
 
Total Clicks: 1,704 
Click Rate: 1.5% 
Clicks Per Unique Opens: 11.4% 
 

TOP FEATURED LINKS 
 
Beach Road Trip Offer 
Total Clicks: 1,191 
 

Ritz-Carlton Amelia Island Store 
Total Clicks: 122 
 
Ritz-Carlton Amelia Island Coquina Dining 
Total Clicks: 113 
 
Ritz-Carlton Remote Field Trips 
Total Clicks: 81 
 
Ritz-Carlton Amelia Island Spa 
Total Clicks: 71 
 

 

  



 

 

 

 

 

 

 

 

 

 

 

Family Vacation Email 

Deployment Date: May 4, 2021 

 

SUBJECT LINE/PREVIEW TEXT 
Travel Just Got Easier 

10 Reasons Kids ❤ Amelia 

 

AUDIENCE 
Full Discover Amelia Database  
 

EMAIL METRICS 
Total Deliveries: 86,843 (99.6%) 
 
Total Opens: 14,909 
Open Rate: 12.2% 
 
Total Clicks: 690 
Click Rate: 0.5% 
Clicks Per Unique Opens: 4.3% 
 

TOP FEATURED LINKS 
 

Ritz-Carlton Remote Field Trips 
Total Clicks: 203 
 
10 Reasons Why Kids Love Amelia Island Blog 
Total Clicks: 113 
 
Traveling with Toddlers Amelia Island Blog 
Total Clicks: 103 
 
Celebrate with Moms Amelia Island Blog 
Total Clicks: 78 
 
 
 

 

  



 

 

 

 

 

 

 

 

 

 

 

Marriott Golf Email 

Deployment Date: May 13, 2021 

 

SUBJECT LINE/PREVIEW TEXT 
Exclusive Savings for a Relaxing Stay 🌴 
with Southern hospitality at its finest. 

 

AUDIENCE 
Full Discover Amelia Database  
 

EMAIL METRICS 
Total Deliveries: 86,715 (99.8%) 
 
Total Opens: 15,438 
Open Rate: 12.2% 
 
Total Clicks: 1,001 
Click Rate: 0.8% 
Clicks Per Unique Opens: 6.2% 
 

TOP FEATURED LINKS 
 

Marriott Amelia Island Deals 
Total Clicks: 483 
 
Golfer’s Getaway Amelia Island Blog 
Total Clicks: 158 
 
Memories Contest 
Total Clicks: 103 
 
Meet Amelia Island’s Yaking Chef Blog 
Total Clicks: 79 
 
 
 

 

  



 

 

 

 

 

 

 

 

 

 

 

Father’s Day Email 
Goal: Email blast to promote Father’s Day and generate interest in Amelia Island  

around the idea that there’s so much more to Florida than theme parks. 

 

Deployment Date: May 21, 2021 

 

SUBJECT LINE/PREVIEW TEXT 
10 Reasons Amelia ☀️ 
is the ultimate Florida vacation. 

 

AUDIENCE 
Full Discover Amelia Database  
 

EMAIL METRICS 
Total Deliveries: 86,270 (99.8%) 
 
Total Opens: 14,234 
Open Rate: 11% 
 
Total Clicks: 1,484 
Click Rate: 0.9% 
Clicks Per Unique Opens: 8.1% 
 

TOP FEATURED LINKS 
 
There's More to Florida Than Theme Parks 
Total Clicks: 852 
 

Celebrate Every Kind of Dad This Father’s Day 
Total Clicks: 133 
 
Memories Contest 
Total Clicks: 100 
 
Logo to Main Website (top) 
Total Clicks: 71 
 
Images to Instagram Page  
Total Clicks: 63 
 
Augmented Reality App 
Total Clicks: 32 



 

 

 

 

 

 

 

 

 

 

 

Omni Exclusive Email 
Goal: Email blast to generate bookings at the Omni Resort with links to view 

activities and dining options.  

 

Deployment Dates: May 27, 2021 and June 2, 2021 

 

Summary: Original deployment to a smaller, more engaged list did not perform  

as well as prior campaigns, so a second deployment was sent and returned more  

than double the average open and click rates.  

 

SUBJECT LINE/PREVIEW TEXT 
Upgrade Your Summer Getaway 🗺️ 
with experiences that'll last a lifetime. 

 

AUDIENCE 
Discover Amelia Database  
 

EMAIL METRICS 
Total Deliveries (Combined): 64,282 (99.8%) 
 
Total Opens (Combined): 12,786 
Open Rate: 40.1% 
 
Total Clicks (Combined): 899 
Click Rate: 4.2% 
Clicks Per Unique Opens: 10.5% 
 

CLICK PERFORMANCE 
View All Omni Hotel Offers 
Total Clicks (Combined): 704 
 

Explore Dining Options 
Total Clicks (Combined): 167 
 
Discover Things To Do 
Total Clicks (Combined): 187 
 
Omni Hotels Main Page 
Total Clicks (Combined): 136 
 
 



 
 

         
 

Omni Exclusive Email Campaign Report 

 
HOW THIS EMAIL CAMPAIGN COMPARES 

Open Rate 

 

Click Rate 

 

 

 



 

 

 

 

 

 

 

 

 

 

 

Central Island Email 
Goal: Email blast to generate awareness and interest in the central part of the island, 

hosting your wedding, and featuring ice cream shops. This deployment was sent in two  

separate batches to verify the active and inactive segments.  

 

Deployment Date: June 11, 2021 
 

SUBJECT LINE/PREVIEW TEXT 
Reasons to Visit the “Fun Zone” 

Plus 13 Cool Spots 🍦 

 

AUDIENCE 
Discover Amelia Database  
 

EMAIL METRICS 
Total Deliveries (combined): 99,358 (99.8%) 
Total Deliveries (inactive): 66,378 (99.8%) 
Total Deliveries (active): 32,980 (99.8%) 
 
Total Opens (combined): 18,208 
Total Opens (inactive): 3,738 
Open Rate (inactive): 4.0% 
Total Opens (active): 14,470 
Open Rate (active): 27.9% 
 
Total Clicks (combined): 1,380 
Total Clicks (inactive): 286 
Click Rate (inactive): 0.3% 
Total Clicks (active): 1,094 
Click Rate (active): 2.3% 
 

TOP FEATURED LINKS 
 

Visit Central Island 
Total Clicks (combined): 748 
 

Check Out the Cool Ice Cream Spots  
Total Clicks (combined): 243 
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TOP FEATURED LINKS (CONT’D) 
 
Plan Your Bridal Party Itinerary 
Total Clicks (combined): 128 
 
Memories Contest 
Total Clicks (combined): 135 
 
 

 

 



 

 

 

 

 

 

 

 

 

 

 

4th of July Email 
Goal: Email blast to generate interest in Main Beach, access to webcams, and 

activities to do on the 4th of July at Amelia Island. 

 

Deployment Date: June 23, 2021 
 

SUBJECT LINE/PREVIEW TEXT 
5+ Things to Do for July 4th 

❤️🤍💙 

 

AUDIENCE 
Discover Amelia Database (engaged segment only) 
 

EMAIL METRICS 
Total Deliveries: 35,341 (99.8%) 
 
Total Opens: 15,711 
Open Rate: 30.0% 
 
Total Clicks: 1,175 
Click Rate: 2.1% 
Clicks Per Unique Opens: 7.0% 
 

TOP LINKS 
 
Visit Main Beach  
Total Clicks: 352 
 

View 4th of July Holiday Happenings 
Total Clicks: 345 
 
Bookmark These Webcam Views 
Total Clicks: 225 
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TOP LINKS (CONT’D) 
 
Memories Contest 
Total Clicks: 163 
 
Instagram Account 
Total Clicks: 25 
 
Logo to Homepage 
Total Clicks: 25 



9.   Arrivalist
Dashboard 



DMA Trips
Share	of
Trips

Average	Nights

Jacksonville-Brunswick 159,482 24.2%
Atlanta 79,900 12.1%
Orlando/Daytona	Beach.. 41,022 6.2%
Albany-Ga 40,042 6.1%
Savannah 34,102 5.2%
Tallahassee/Thomasville 25,631 3.9%
Macon 21,344 3.2%
Tampa/Saint	Petersburg 19,749 3.0%
Charlotte 15,079 2.3%
Gainesville 12,237 1.9%
Washington	Dc 12,183 1.8%
Greenville/Spartanburg.. 12,151 1.8%
Miami/Fort	Lauderdale 10,228 1.5%
New	York 10,004 1.5%

1.7
3.9
2.2
2.4
2.3
2.2
2.9
2.6
3.4
2.4
4.5
3.6
2.8
4.8

Top	Origin	Markets	(DMAs)

Total	Est.	US	Adult	Trips:

660,288
Average	Nights:

2.9
Average	Distance	Traveled:

304.9	Miles

Oct Nov Dec Jan Feb Mar Apr May Jun Jul

11.1%

13.7%

11.8%
12.5%

13.7%

8.5% 8.6%
7.8%

6.0% 6.2%

Trips	by	Month

1-Night

2-Nights

3-Nights

4+	Nights

31.4%

21.8%

16.6%

30.2%

Trips	by	Length	of	Stay

35.8%

35.6%

0.2%

0.3%

0.4%

0.1%

0.1%

0.1%

0.2%

0.1%

0.0% 0.2%

0.1%

0.0%

0.0%

0.0%

0.1%

0.1%

0.0%

0.1%

0.0%

0.2%

3.8%
4.3%2.0%

1.4%

1.7%

1.5%

0.9%

0.7%

0.0%

0.3%

0.3%

0.4%

0.4%

0.7%

0.4%

0.3%

1.4%

Trips	by	Origin	States

0.04%

0.04%

<100	Miles

100-250
Miles

250-500
Miles

+	500	Miles

29.1%

27.2%

25.2%

18.5%

Trips	by	Avg.	Distance	Traveled	(Miles)
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DMA Trips
Share	of
Trips

Average	Nights

Jacksonville-Brunswick 1,187,407 63.9%
Atlanta 86,431 4.7%
Orlando/Daytona	Beach.. 68,759 3.7%
Savannah 60,652 3.3%
Albany-Ga 56,478 3.0%
Tallahassee/Thomasville 50,824 2.7%
Gainesville 27,925 1.5%
Macon 25,769 1.4%
Tampa/Saint	Petersburg 22,821 1.2%
Charlotte 17,646 0.9%
Greenville/Spartanburg.. 14,615 0.8%
Washington	Dc 13,521 0.7%
New	York 12,016 0.6%
West	Palm	Beach/Fort	.. 11,992 0.6%
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FY 2021 YTD (Oct 1, 2021-Aug 17, 2021) | Total Sample Visitation including day trippers



10.  Book Direct 
Engagement Reports  
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37.1	Properties	Viewed	on	AverageDesktop
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Book	›	Direct	Network	Desktop		48.0	Properties	Viewed
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Global	Average	Overall:	3.8	min
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Avg.	Cost	Per	Referral

Avg.	Referrals	Per	Booking

Referral	to	Booking	CVR

Est	Avg	Cost	Per	Booking

Est	Avg	Booking	Amount

Total	Referrals

Est	Bookings

Est	Total	Spend

Est	Booking	Revenue

Est	ROI

Avg	Advance	Stay	in	Days

Avg.	Length	of	Stay	in	Days

Performance	Summary
A	breakdown	of	search,	referral	and	conversion	data	for	the	given	timeframe.
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0.3%
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Searches
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40.76
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Of	the													properties	that	are	listed,											have	live	rates	and	availability.											of	the	total	properties	listed	have	conversion	tracking
and											of	the	properties	with	live	rates	and	availability	have	conversion	tracking.
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11.  Key Data Reports



This chart provides the paid occupancy for April-June for 2021, 2020, and 2019. Owner stays and maintenance 
holds have been removed from the occupancy count. 

Information is based on 744 of 1078 professionally managed short term vacation rental units on Amelia Island. 



This chart provides the Average Daily Rate April-June for 2021, 2020, and 2019.

Information is based on 744 of 1078 professionally managed short term vacation rental units on Amelia Island. 



Adjusted Revenue Per Available Rental provides average daily revenue generated for all available units in April-
June for 2021, 2020, and 2019. This provides a better indicator of performance then looking at OCC or ADR alone.

Information is based on 744 of 1078 professionally managed short term vacation rental units on Amelia Island. 



The booking curve shows when guests made their reservation for stays in the months of April, May, and June. 

Information is based on 744 of 1078 professionally managed short term vacation rental units on Amelia Island. 


