=

MARKETING PARTNER

NAMOLIN
May 29, 2012

Everglades



=

Tourist Tax Collections
Colli ollector




BED3IZ0RD

QacT
124889

COLLIER COUNTY TOURIST TAX

* % NEPIIEE * %

JTIH

- YTD REPORT BY CITY

JUL

AG

1

TOTALS
2555322

QCT
142323

JUN

JUH

JUL

JUL

JTIL

ATlG

TOTALS
2265840

TOTALS
5463563

e - i b o e i i e o G M e mm e e - ———— - ——

JUL

OCT
525334

05/01/2012
NOV DEC
191872 257204
NOV DEC
1711%4 201691
NOV DEC

489 863
NOV DEC
5607 7144
NOV DEC

342743 457827
NOV DEC
NOV DEC

691705

524729

JAN FEB MAR AFR MAY
310088 463661 GH1A90 646118
** MARCO ISLAND *+*
JAN FER MAR AFR MAY
244744 391683 485677 628522
k% TMMOKALEE #+#
JAN FEB MAR APR MAY
1067 681 740 283
** BEVERGLADES CITY *+*
JAN FEB MAR APR MAY
9161 12338 17648 18666
k% COLLIER COUNTY *#*
JAN FEB MAR APR MAY
643501 1038706 1233852 1493363
** (JTHER **
JAN FEB MAR APR MAY
** TOTALS **
JBN FEB MAR APR MAY

1208561 1907069 2325647 2787652

JUN

JTIL

AUG

SEP

TOTALS
103740697



BED330RD

525334

0s/01/2012

691705

924729

COLLTER COUNTY TOURIST TaAX

*w
FEB MAR

5735 6040

118188 2p4235

28012

1113647

18080

1208561 1307085 2325647

APARTMENT *#
APR MAY JUN

10405

CONDOMINIUM *+
APR MAY

53111e

CAMPGROUND/RV/PARK **
AFPR MAY JUN

HOTEL/MOTEL **
APR

leg2425

INTERVAL **
APR

MOBILE HOME PARK *#
APR MAY ]

STNGLE FAMILY #*%
APR MAY

163864

REALTOR w
AFE

370754

2787652

- ¥YTD REPORT BY ACCOUNT TYPE

10370637




FISCAL YEAR (OCTOBER THRU SEPTEMBER) TOTALS

APRIL 2012

(MONTH OF MMARCH 2012 VENDOR TAX COLLECTION)

BREAKDOWN FISCAL FISCAL DIFFERENCE Yo
2010-2011 2011-2012
OVERALL
COLLECTIONS
MONTH TO MIONTH 2,566,965 2,787,652 | + 220,687 | + 8.60%%
YEAR TO DATE 9,058,165 10,370,697 | + 1,312,532 | + 14.49%
HOTEL /MOTEL
MONTH TO MONTH 1,587,010 1,662,425 | + 75,415 | + 4.75%
YEAR TO DATE 6,048,455 6,827,106 + 778,651 | + 12.87%%
REALTORS
MONTH TO MONTH 312,031 370,754 | + S8,723 | + 18.82%
YEAR TO DATE 1,485,912 1,825,016 | + 339,104 | + 22.82%
INDIVIDUALS
(APTS/CONDOS
S F HOMES)
MONTH TO MONTH 593,001 705,385 | + 112.384 | + 18.95%
YEAR TO DATE 1,282,088 1,508,834 | + 226,746 | + 17.69%
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) Gelaway

ideas & deals

Summer Campaign
Results to date: April 91 April 30



Naples MarcoIsland
Everglades ===
AR A D @ O O A m T

SUMMER CAMPAIGN: WEBSITE ACTIVITY

m 54.54% Search Traffic

15,578 Visits
m 16.96% Referral Traffic
4 B44 Visits

m 13.29% Direct Traffic
3,796 Visits

15.21% Campaigns

4,346 Visits

28,564 visits to the site during April:

A 48.12% were the result of organic search

A 84.08% were new to the site

A Average weekly visits to the site were up 30% over March
A 15% of total traffic was a direct result of April advertising
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SUMMER CAMPAIGN: EMAIL

Consumer Email Clicks

(organic)

8.9404 2.109¢

_\ & Partners
7.8904

“ Things To Do
b
13.68% 64.730% Deals
l & Events

v Go Green

A New eScapes format increased clicks to partner sites by 12.7% over

last month
A Organic consumer clicks increased by 48% over last month

A Subscriptions for eScapes up 25% in April




Inn on Fifth
Sizzling summer specials
available. Save big on
packages like 7th heaven
where activities are FREE
Learn more

Marco Beach
Ocean Resort
All-suite resort overlooking

the Gulf. Exceptional

accommodations, spa,

dining and nearby golf.
Leamn more

Marco Island Marriott
Beach Resort
Stretch out on our private
| beach. Relax in the spa. Dine
overlooking the Gulf of Mexico..
Learn more

Discover Florida’s
Last Paradise.

Naples @

Marco Island
N

Porradise Piced Pmﬁ:@"

Getaway Deals
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SUMMER CAMPAIGN ONLINE: MNI OGGI FINOGI

Lverglades _

MNI online campaign results:

Adveraging a higher-than-
average CTR of .68%

Ao date, the campaign has
recorded 28,415 video views,
20,745 Expands and an
overall 11.37% expand rate

Arhe Marco Marriott Beach
Resort, Spa and Golf Club
has the highest video
completion rate thus far 1
79.7%!
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SUMMER CAMPAIGN: SOCIAL

New Twitter followers increased 60% (over previous month)
Retweets up 15%

Incoming messages up 47%

Sent messages up 26%

New Facebook fans up 24%

To oo o o o
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Discussion | Questions?
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National Public Relations Update
TDC Meeting

May 29, 2012
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LOU HAMMOND & ASSOCIATES



Activities

A2 Pressreleases & materials
written

0 Quarter 1 Updates Release
0 Bucket List Campaign Release

A:HHNO\ /+ $ "9DOXH %ODVWy
Inclusion in 4 editions

A3 Hot Tip partner media leads
o Saveur 150 Classic Recipes
0 Meetings Updates

0 AP Travel- Top Five Free
Activities



