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● Hurricane Irma Marketing Initiative


● Danica Patrick Social Media Report – June, July and August 2017


● Media Placements – June, July and August 2017


● Proof of Performance Snapshots – June and July 2017 


● Digital Performance Reports – June, July and August 2017


● Arrivalist Report – June, July and August 2017




DAYTONA ANALYSIS (OWNED MEDIA VS PAID MEDIA)


HURRICANE IRMA MARKETING INITIATIVE 




HURRICANE IRMA MARKETING INITIATIVE


4 

•  Paused all media on Sept. 6



•  Resumed media on Sept. 18



•  Implemented post-hurricane 

banners to run Sept. 18 
through Sept. 30




DAYTONA ANALYSIS (OWNED MEDIA VS PAID MEDIA)


DANICA PATRICK SOCIAL MEDIA REPORT




JUNE, JULY AND AUGUST 2017




TOTAL FOLLOWERS 
Facebook + Twitter 

105.6K 

SOCIAL MEDIA JUNE, JULY AND AUGUST 2017

 
June was a great month for the Danica campaign on all social media platforms. There were (3) videos posted to Facebook and (3) videos posted to Twitter. The positive impact of an increased number of videos posted is evident in the results below. We suggest keeping this campaign frequency for the 
months moving forward. There was a record high for Video Views on Twitter, with 18,175 views on the Danica campaign videos alone. There was also a steep hike in Video Views on Facebook, totaling 8,059 views on the Danica campaign videos. Much of this record success can be attributed to 
Danica’s influence and reach, as well as posting videos rather than sharing old videos, as we had suggested last month. YouTube had a steady increase in Video Views, reaching 36,402 lifetime views since the launch of the Danica campaign. 
 
Overall Impressions and Interactions on Facebook and Twitter also experienced a rather substantial increase from the month prior. Impressions and Interactions take into consideration all performance on Facebook and Twitter, not just the Danica campaign. 
 
In July, the Daytona Beach Facebook and Twitter pages earned 541,854 impressions and 8,165 interactions. These impressions and interactions are reflective of all content, not just performance from the Danica Patrick campaign. This was a slight decrease from the month prior.  
 
Facebook was the top supporting platform in July for the Danica campaign, garnering 22,646 video views primarily from the Danica Patrick TWIST video. This particular post was shared by Danica Patrick where it earned additional exposure and reach for Patrick’s audience, resulting in its exceptional 
performance. The video views on Twitter were down drastically from the month prior. This is likely due to Danica’s Twitter support during the month of June and not during the month of July.  
 
n the month of August, the Daytona Beach Facebook and Twitter pages saw 271,059 total impressions and 4,563 interactions. There was an overall decrease across all KPIs throughout the month from the previous month. This could be attributed to the fact that no Facebook posts or 
Tweets were shared by Danica Patrick. The months in which the Daytona Beach posts are shared or retweeted by Danica make a very positive impact on the overall performance and reach due to Danica’s celebrity following. The month of August Across Facebook, Twitter and YouTube, 

there were 20,633 new video views on the Danica Patrick campaign. This month, the majority of those new views came from YouTube, equaling 18,198 new video views. Typically, Facebook or Twitter see the most video views on a monthly basis due to Danica’s sharing or retweeting 
 
Using popular, but relevant, hashtags on Twitter is a great way to obtain new reach and exposure. The call-to-action links in posts and tagging of Danica Patrick are great practices we recommend continuing throughout the campaign. The frequency and variety of video style and topics was also a good 
balance for the month. 
 
Continuing to receive Danica’s support on the campaign, in addition to tagging Danica Patrick’s social pages, will improve the reach and positively impact the total impressions and interactions. 
.     

5.6M 
TOTAL PAGE IMPRESSIONS 

Facebook + Twitter 

GOAL 
 JAN FEB MARCH APRIL MAY JUNE JULY AUG SEPT OCT NOV DEC TOTAL 

Total Impressions  (FB + 
TW) 1,345,696 1,101,712 469,147 786,802 419,083 665,573 541,854 271,059 5,600,926 

New Followers (All) 531 381 314 331 619 405 325 238 3,144 

Interactions (All) 16,397 12,091 16,341 2,555 11,508 26,370 8,165 4,563 97,990 

Total Danica Video Views on 
Twitter 2,782 1,919 13,886 n/a n/a 18,175 465 208 37,435 

Total Danica Video Views on 
FB 181,055 107,523 n/a 1,049 1,206 8,059 22,646 2,227 323,765 

Total Danica Video Views on 
YouTube* 10,675 11,810 18,374 25,386 30,044 36,402 40,511 58,709 58,709 

RESULTS DELIVERED 

97.9K 
TOAL PAGE INTERACTIONS 

Facebook + Twitter 

419.9K 
TOTAL DANICA VIEWS 

Facebook + Twitter + YouTube 

*Total Danica Video Views on YouTube: Views are measured by lifetime totals, not by monthly views.




JUNE CONTENT PERFORMANCE


These were the Danica campaign videos posted to Facebook during the month of June. As previously suggested, by 
posting videos, rather than sharing old video posts, there was an increase in overall video performance. Reach, Video 
Views, and Engagements were higher than the previous month. The video in the bottom left was the top performing 
Facebook video, reaching 12,911 people and garnering 4,795 Video Views and 1,167 Engagements. This video post 
received more comments from fans and followers than the other (2) Facebook video posts. Many of these comments 
were individuals that have trips planned to Daytona Beach within the next month. The (2) videos on the right were 
also posted to the Daytona Beach Facebook page during the month of June. These videos cumulatively reached 
9,575 people and earned 3,264 Video Views. 




FACEBOOK

Reach: 12,911

Video Views: 4,795 

Engagements: 1,167


FACEBOOK

Reach: 4,417

Video Views: 1,480 

Engagements: 154


FACEBOOK

Reach: 5,158

Video Views: 1,784 

Engagements: 225




JUNE YOUTUBE VIDEO PERFORMANCE

The Daytona Beach YouTube page saw 6,358 new Video Views, across all Danica Patrick videos, from the 
previous month. Since January, the Danica Patrick campaign videos have had a total of 36,402 Video Views on 
YouTube alone. Month-over-month YouTube has had the most steady growth for Video Views, averaging about 
5,000 new Video Views monthly.



Below are the top performing (3) videos on YouTube this month based on Views: 


Views: 11,450

Minutes Watched: 6,342

Average Duration Watched: 0:33 


Views: 4,737

Minutes Watched: 360

Average Duration Watched: 0:27 


Views: 4,661

Minutes Watched: 2,528

Average Duration Watched: 0:32 




JULY CONTENT PERFORMANCE

These were the Danica campaign videos posted to Facebook during the month of July. The video on 
the bottom left was the top performing video, reaching 77,477 people and earning 20,216 video 
views. Using an additional call-to-action in the post copy with the Daytona Beach URL is a great 
practice. This is also the video that Danica Patrick shared which contributed to its higher than 
average reach and video view. The image of Danica’s shared post can be seen in the middle. The 
image in the top right was a video post that reached 3,948 people and garnered 1,293 video views 
and 197 engagements. The image on the bottom right represents the video post from July 28th. This 
particular post reached 3,595 people and garnered 155 engagements in addition to 1,137 video 
views.


FACEBOOK 
Reach: 77,477 
Video Views: 20,216 
Engagements: 3,981 

FACEBOOK 
Reach: 3,948 
Video Views: 1,293 
Engagements: 197 

FACEBOOK 
Reach: 3,595 
Video Views: 1,137 
Engagements: 155 



JULY CONTENT PERFORMANCE

Below are the Danica videos shared to Twitter throughout the month of July. The Tweet in the top left was the best performing Tweet of the month for impressions, media views 
and engagements. This could be attributed to the popular use of hashtag #TuesdayThoughts which potentially garnered new impressions and engagements. This Tweet earned 
1,037 impressions, 175 media views and 30 additional engagements. The Tweet in the top right also used common hashtags such has #FridayFeeling. This video earned 142 
media views and 911 impressions. The Tweet in the bottom right was a call-to-action for summer vacation planning. This Tweet garnered 831 impressions and 148 media 
views.


TWITTER  
Impressions: 1,037 
Media Views: 175 
Engagements: 30 

TWITTER  
Impressions: 911 
Media Views: 142 
Engagements: 26  

TWITTER  
Impressions: 831 
Media Views: 148 
Engagements: 22 



JULY YOUTUBE VIDEO PERFORMANCE


The Daytona Beach YouTube page saw 4,109 new video views, across all Danica Patrick videos, during the month of July. Since January, the Danica Patrick campaign 
videos have had a total of 40,511 video views on YouTube. As expected, the YouTube channel has seen the most consistent growth in month-to-month performance. This is 
because there is no paid promotion or new postings occurring.



Below are the top performing (3) videos on YouTube. Danica Patrick RELAXIN’ had an 11% increase in watch time and a 13% increase in new views. Danica Patrick 
SOAKIN’ and Danica Patrick TWIST both saw about a 4% increase in watch time. Danica Patrick SOAKIN’ experienced a 5% increase in views, while Danica Patrick TWIST 
saw a 6% increase in views. 


Views: 12,731 
Minutes Watched: 7,082 
Average Duration Watched: 
0:33  

Views: 5,345 
Minutes Watched: 2,832 
Average Duration Watched: 
0:32 

Views: 5,313 
Minutes Watched: 2,294 
Average Duration Watched: 0:26 



PARADISE 
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AUGUST CONTENT PERFORMANCE


These were the (3) posts shared on Facebook and Twitter during the month of August. The image in the top right was a video posted on August 4th about 
favorite Daytona Beach memories. This video reached 3,304 people and garnered 1,110 video views in addition to 145 engagements. The post on the 
bottom left was also posted to Facebook. This post reached 2,730 people organically and garnered 1,117 video views and 203 engagements. The Tweet on 
the bottom right was the only Danica Tweet to Twitter this month. It reached 1,572 people organically and earned 208 video views and 26 engagements. 
As mentioned on the previous page, there were no campaign posts or Tweets shared by Danica this month. 

FACEBOOK 
Reach: 2,730 
Video Views: 1,117 
Engagements: 203 

FACEBOOK 
Reach: 3,304 
Video Views: 1,110 
Engagements: 145 

TWITTER 
Reach: 1,572 
Video Views: 208 
Engagements: 26 



PARADISE 

PARADISEADV.COM 13 

AUGUST YOUTUBE VIDEO PERFORMANCE


The Daytona Beach YouTube page saw 18,198 new video views in the month of August. This was one of the best performing months for new video views on 
YouTube. This could be due to new campaign videos that were added to the Daytona Beach YouTube page. The traffic from the new campaign videos could 
have came across the Danica Patrick campaign videos, therefore, increasing the overall monthly video views.  
 
Danica Patrick RELAXIN’, Danica Patrick SOAKIN’ and Danica Patrick TWIST continue to be the top performing videos in overall views.  

Views: 26,664 
Minutes Watched: 14,204 
Average Duration Watched: 0:31  

Views: 6,855 
Minutes Watched: 3,666 
Average Duration Watched: 0:32 

Views: 6,052 
Minutes Watched: 2,616 
Average Duration Watched: 0:25 



DAYTONA ANALYSIS (OWNED MEDIA VS PAID MEDIA)


 MEDIA PLACEMENTS




JUNE, JULY AND AUGUST 2017




June
 July
 August


Print


●  Visit Florida Annual Guide

●  2017 Annual Canadian’s Guide to Florida

●  British Visitor Handbook (Semi-Annual)

●  The Villages Daily Sun

●  AAA Living South

●  Orlando Sentinel Explore Florida


●  Visit Florida Annual Guide

●  2017 Annual Canadian’s Guide to Florida

●  Orlando Sentinel Explore Florida


●  Visit Florida Annual Guide

●  2017 Annual Canadian’s Guide to Florida

●  The Villages Daily Sun


Out of Home

●  Directional billboard on I95S s/o sr40
 ●  Directional billboard on I95S s/o sr40




●  Directional billboard on I95S s/o sr40


Television


●  Broadcast: ABC/WFTV Orlando Metro Area

●  Cable Instate: Tampa/St. Petersburg, 

Jacksonville, Miami/Ft. Lauderdale, West 
Palm Beach


●  Cable In-State/Out-of-state/drive market: 
Atlanta Metro Area


●  Broadcast: ABC/WFTV Orlando Metro Area




●  Broadcast: ABC/WFTV Orlando Metro Area


 MEDIA PLACEMENTS FOR JUNE, JULY AND AUGUST 2017




June
 July
 August


 
Digital


Orlando Sentinel


●  VisitFlorida.com Retargeting


●  Adara


●  Expedia Brand Platforms


●  Sojern Travel Platforms


●  TripAdvisor.com


●  Behavioral Targeting


●  Contextual Targeting on travel, weather and 
lifestyle


●  The Weather Network (Canada)


●  Retargeting


●  Weather.com 


●  Interfuse Banner Ad Network


●  Atlanta Journal Constitution


●  Max Point


●  WFTV/ABC Orlando


●  Travel Spike


●  Visit Florida Facebook Co-op Promoted Videos


●  E-newsletters


•  Orlando Sentinel


●  VisitFlorida.com Retargeting


●  Adara


●  Expedia Brand Platforms


●  Sojern Travel Platforms


●  TripAdvisor.com


●  Behavioral Targeting


●  Contextual Targeting on travel, weather and 
lifestyle


●  The Weather Network (Canada)


●  Retargeting


●  Weather.com 


●  Atlanta Journal Constitution


●  Max Point


●  WFTV/ABC Orlando


●  Travel Spike


●  Visit Florida Facebook Co-op Promoted Videos


●  E-newsletters


●  Amplified Story Telling


•  Orlando Sentinel


●  VisitFlorida.com Retargeting


●  Adara


●  Expedia Brand Platforms


●  Sojern Travel Platforms


●  TripAdvisor.com


●  Behavioral Targeting


●  Contextual Targeting on travel, weather and 
lifestyle


●  The Weather Network (Canada)


●  Retargeting


●  Weather.com 


●  Atlanta Journal Constitution


●  Max Point


●  WFTV/ABC Orlando


●  Travel Spike


●  E-newsletters


●  Amplified Story Telling


●  Palm Beach Post


●  Tampa Bay Times





MEDIA PLACEMENTS FOR JUNE, JULY AND AUGUST 2017




DAYTONA ANALYSIS (OWNED MEDIA VS PAID MEDIA)


PROOF OF PERFORMANCE SNAPSHOTS




JUNE 2017 PRINT PROOFS OF PERFORMANCE




AUGUST 2017 PRINT PROOFS OF PERFORMANCE




JUNE AND JULY 2017 DIGITAL PROOFS OF PERFORMANCE




JUNE AND JULY 2017 DIGITAL PROOFS OF PERFORMANCE




DAYTONA ANALYSIS (OWNED MEDIA VS PAID MEDIA)


JUNE 2017 DIGITAL CAMPAIGN DELIVERY




JUNE 2017 OVERVIEW


Source:	Paradise	Ad	Server	

Row Labels
 Spend 
 Impressions 
 Clicks 
 CTR 
 View-Throughs
 VTR 
 CPM 
 CPC 

The Original American Beach FY17
 $169,434.90
 23,054,720
 44,186
 0.19%
 13,448
 0.06%
 $7.35
 $3.83


Display
 $106,818.82
 18,722,191
 28,110
 0.15%
 12,551
 0.07%
 $5.71
 $3.80

Video
 $62,616.08
 4,332,529
 16,076
 0.37%
 897
 0.02%
 $14.45
 $3.90


County Overage FY 17
 $20,253.32
 2,982,764
 1,078
 0.04%
 1,540
 0.05%
 $6.79
 $18.79

Display
 $20,253.32
 2,982,764
 1,078
 0.04%
 1,540
 0.05%
 $6.79
 $18.79


Excess Reserve General FY17
 $32,625.61
 4,929,638
 1,232
 0.02%
 6,234
 0.13%
 $6.62
 $26.48

Display
 $32,625.61
 4,929,638
 1,232
 0.02%
 6,234
 0.13%
 $6.62
 $26.48


Grand Total
 $222,313.83
 30,967,122
 46,496
 0.15%
 21,222
 0.07%
 $7.18
 $4.78


Campaign
 Reach

Average 

Frequency


The Original American Beach FY17
 15,375,537
 1.49

County Overage FY17
 1,361,223
 2.19

Excess Reserve General FY17
 1,181,820
 4.17




JUNE 2017 DISPLAY


Source:	Paradise	Ad	Server	

Row Labels
 Spend 
 Impression
 Clicks 
 CTR 
 CPM 
 CPC 


The Original American Beach FY17
 $106,818.82
 18,722,191
 28,110
 0.15%
 $5.71
 $3.80

Display

Adara
 $22,160.34
 3,113,172
 959
 0.03%
 $7.12
 $23.11

AJC.com
 $6,308.57
 791,336
 1,264
 0.16%
 $7.97
 $4.99

Choozle
 $22,362.00
 6,744,820
 7,967
 0.12%
 $3.32
 $2.81

Expedia
 $4,474.65
 304,758
 177
 0.06%
 $14.68
 $25.28

Madden Media
 $7,091.86
 1,016,026
 2,805
 0.28%
 $6.98
 $2.53

MaxPoint
 $10,203.08
 2,435,300
 7,443
 0.31%
 $4.19
 $1.37

OrlandoSentinel.com
 $4,983.02
 906,528
 1,007
 0.11%
 $5.50
 $4.95

Sojern
 $8,254.01
 1,106,610
 3,959
 0.36%
 $7.46
 $2.08

TheStar.com
 $0.01
 1
 0
 0.00%
 $10.00

300x250
 $0.01
 1
 0
 0.00%
 $10.00


Travel Spike
 $16.87
 2,389
 0
 0.00%
 $7.06

TripAdvisor.com
 $8,081.75
 702,509
 1,169
 0.17%
 $11.50
 $6.91

Weather.com
 $12,882.66
 972,361
 864
 0.09%
 $13.25
 $14.91

WFTV.com(ABC)
 $0.00
 626,381
 496
 0.08%
 $0.00
 $0.00


County Overage FY 17
 $20,253.32
 2,982,764
 1,078
 0.04%
 $6.79
 $18.79

Display

Adara
 $12,510.16
 1,899,336
 551
 0.03%
 $6.59
 $22.70

Travel Spike
 $7,743.16
 1,083,428
 527
 0.05%
 $7.15
 $14.69


Excess Reserve General FY17
 $32,625.61
 4,929,638
 1,232
 0.02%
 $6.62
 $26.48

Display

Adara
 $32,625.61
 4,929,638
 1,232
 0.02%
 $6.62
 $26.48


Grand Total
 $159,697.75
 26,634,593
 30,420
 0.11%
 $6.00
 $5.25




JUNE 2017 VIDEO


Source: Paradise Ad Server


Row Labels
 Spend 
 Impressions 
 Clicks 
 Completions
 Completion Rate
 CTR 
 CPM 
 CPC 


The Original American Beach FY17
 $62,616.08
 4,332,529
 16,076
 2,683,920
 61.95%
0.37%
 $14.45
 $3.90


Video


AJC.com
 $1,777.36
 88,868
 313
 68,869
 77.50%
0.35%
 $20.00
 $5.68


Choozle
 $29,261.19
 2,505,673
 5,530
 1,698,033
 67.77%
0.22%
 $11.68
 $5.29


Comcast Miami
 $1,706.65
 71,708
 314
 51,489
 71.80%
0.44%
 $23.80
 $5.44


Comcast WPB
 $1,681.45
 70,649
 284
 50,771
 71.86%
0.40%
 $23.80
 $5.92


Expedia
 $10,312.81
 572,934
 293
 0
 0.00%
0.05%
 $18.00
 $35.20


MaxPoint
 $5,090.52
 410,115
 4,955
 395,419
 96.42%
1.21%
 $12.41
 $1.03


OrlandoSentinel.com
 $3,949.79
 141,064
 1,108
 102,975
 73.00%
0.79%
 $28.00
 $3.56


Sojern
 $0.00
 70,732
 368
 38,769
 54.81%
0.52%
 $0.00
 $0.00


TripAdvisor.com
 $2,503.16
 125,158
 316
 84,495
 67.51%
0.25%
 $20.00
 $7.92


Weather.com
 $6,333.15
 234,561
 2,348
 167,122
 71.25%
1.00%
 $27.00
 $2.70


WFTV.com(ABC)
 $0.00
 41,067
 247
 25,978
 63.26%
0.60%
 $0.00
 $0.00


Grand Total
 $62,616.08
 4,332,529
 16,076
 2,683,920
 61.95%
0.37%
 $14.45
 $3.90




DIGITAL REPORT- JUNE 2017/2016 COMPARISON


Source: Paradise Ad Server


Metric	 JUNE	2017	 JUNE	2016	

Display	Impressions	
26,634,593 18,550,489 

Display	CTR	
0.11% 0.20% 

Video	Impressions	
4,322,529 6,960,823 

Video	VCR	
61.95% 76.23% 



JUNE 2017 CAMPAIGN VISITOR GEOGRAPHY 


Source:	Google	Analy=cs	



DAYTONA ANALYSIS (OWNED MEDIA VS PAID MEDIA)


JULY 2017 DIGITAL CAMPAIGN DELIVERY




JULY 2017 OVERVIEW


Source:	Paradise	Ad	Server	



JULY 2017 DISPLAY 


Source:	Paradise	Ad	Server	



JULY 2017 VIDEO 


Source: Paradise Ad Server




DIGITAL REPORT- JULY 2017/2016 COMPARISON


Source: Paradise Ad Server


Metric	 JULY	2017	 JULY	2016	

Display	Impressions	
26,632,761 14,107,835 

Display	CTR	
0.14% 0.20% 

Video	Impressions	
4,746,143 3,040,540 

Video	VCR	
77.10% 69.96% 



JULY 2017 CAMPAIGN VISITOR GEOGRAPHY  


Source:	Google	Analy=cs	



DAYTONA ANALYSIS (OWNED MEDIA VS PAID MEDIA)


AUGUST 2017 DIGITAL CAMPAIGN DELIVERY




AUGUST 2017 OVERVIEW	

Source:	Paradise	Ad	Server	



AUGUST 2017 DISPLAY 	

Source:	Paradise	Ad	Server	

Row	Labels Spend	 Impressions	 Clicks	 CTR	 CPM	 CPC	
County	Overage	FY	17 $7,380.55 1,131,038 382 0.03% $6.53 $19.32
Display
Adara $7,380.55 1,131,038 382 0.03% $6.53 $19.32

Excess	Reserve	General	FY17 $18,757.75 2,845,489 428 0.02% $6.59 $43.83
Display
Adara $18,757.75 2,845,489 428 0.02% $6.59 $43.83

The	Original	American	Beach	FY17 $97,414.36 19,073,257 31,355 0.16% $5.11 $3.11
Display
Adara $13,570.54 2,051,047 265 0.01% $6.62 $51.21
AJC.com $2,255.81 327,022 517 0.16% $6.90 $4.36
Choozle $30,356.39 8,939,013 12,435 0.14% $3.40 $2.44
Expedia $4,252.05 285,825 172 0.06% $14.88 $24.72
Madden	Media $9,742.39 1,395,758 3,323 0.24% $6.98 $2.93
MaxPoint $5,579.77 1,274,218 4,603 0.36% $4.38 $1.21
OrlandoSentinel.com $4,710.40 828,779 533 0.06% $5.68 $8.84
Sojern $6,647.40 819,411 5,763 0.70% $8.11 $1.15
TripAdvisor.com $11,153.05 1,250,854 1,404 0.11% $8.92 $7.94
Weather.com $9,146.56 688,887 725 0.11% $13.28 $12.62
WFTV.com(ABC) $0.00 1,212,443 1,615 0.13% $0.00 $0.00

Endless	Summer	FY17 $28,432.00 6,658,273 5,694 0.09% $4.27 $4.99
Display
Choozle $11,009.42 3,832,513 3,922 0.10% $2.87 $2.81
OrlandoSentinel.com $0.00 7,679 5 0.07% $0.00 $0.00
Palm	Beach	Post $8,457.81 1,679,756 561 0.03% $5.04 $15.08
300x250 $3,796.96 677,348 268 0.04% $5.61 $14.17
300x600 $24.96 189,396 164 0.09% $0.13 $0.15
728x90 $4,635.89 813,012 129 0.02% $5.70 $35.94

TampaBay.com $8,964.76 1,138,325 1,206 0.11% $7.88 $7.43
160x600 $1,250.10 250,019 164 0.07% $5.00 $7.62
300x250 $2,555.83 136,311 135 0.10% $18.75 $18.93
300x600 $2,717.72 543,544 671 0.12% $5.00 $4.05
728x90 $2,441.11 208,451 236 0.11% $11.71 $10.34

Excess	Reserve	Airline	FY17 $15,269.44 4,507,383 8,092 0.18% $3.39 $1.89
Display
Choozle $10,197.15 3,567,370 6,212 0.17% $2.86 $1.64
Sojern $5,072.29 940,013 1,880 0.20% $5.40 $2.70

Grand	Total $167,254.10 34,215,440 45,951 0.13% $4.89 $3.64



AUGUST 2017 VIDEO 	

Source: Paradise Ad Server




DIGITAL REPORT- AUGUST 2017/2016 COMPARISON


Source: Paradise Ad Server


Metric	 AUGUST	2017	 AUGUST	2016	

Display	Impressions	
34,215,440 13,458,897 

Display	CTR	
0.13% 0.24% 

Video	Impressions	
4,821,861 3,552,734 

Video	VCR	
78.37% 73.00% 



AUGUST 2017 CAMPAIGN VISITOR GEOGRAPHY 


Source:	Google	Analy=cs	



CLICK THROUGH RATE TREND 


Source: Paradise Ad Server / Google Display Benchmark for Tourist Destinations




VIDEO COMPLETION RATE TREND 


Source: Paradise Ad Server




CAMPAIGN VISITOR DEMOGRAPHICS TREND 	

Source: Google Analytics




ARRIVALIST REPORT 




DAYS TO ARRIVAL JUNE 2017


•  	1,622	arrivals	in	June.		
	
•  	Highest	percentage	occurred	

between	15-60	days	aEer	first	
exposure	to	digital	adver=sing.	

		
•  	91-180	exposure	windows	also	

drove	a	significant	number	of	
arrivals.		

Source:	Arrivalist	



 
TOP ORIGIN MARKETS JUNE 2017


•   Atlanta led all markets in tracked 
arrivals in June.  

 
•   Knoxville & Chattanooga had the 

highest ratio of arrivals to exposures 
with average APM of 0.42 

Source:	Arrivalist	

Exposures
 Arrival %
 Arrival
s
 APM


Atlanta
  2,835,564 
 13%
 210
 0.07

Miami/Fort Lauderdale
  1,589,679 
 6%
 92
 0.06

New York
  3,350,919 
 5%
 82
 0.02

Washington Dc
  818,657 
 3%
 49
 0.06

Charlotte
  520,612 
 3%
 49
 0.09

Cincinnati
  241,446 
 3%
 42
 0.17

West Palm Beach/Fort Pierce
  630,530 
 2%
 37
 0.06

Philadelphia
  491,224 
 2%
 37
 0.08

Nashville
  169,780 
 2%
 33
 0.19

Chicago
  1,029,368 
 2%
 32
 0.03

Knoxville
  64,970 
 2%
 27
 0.42

Indianapolis
  137,331 
 2%
 26
 0.19

Tampa/Saint Petersburg
  1,876,603 
 2%
 25
 0.01

Fort Myers/Naples
  363,999 
 2%
 25
 0.07

Denver
  143,939 
 2%
 25
 0.17


Greenville/Spartanburg/
Asheville/Anderson
  106,388 
 2%
 25
 0.23

Pittsburgh
  123,948 
 1%
 23
 0.19

Chattanooga
  54,159 
 1%
 22
 0.41

Cleveland
  199,116 
 1%
 21
 0.11




DAYS TO ARRIVAL JULY 2017


•  1,622 arrivals in June. 



•  Highest percentage occurred 

between 15-60 days after first 
exposure to digital advertising.


 

•  91-180 exposure windows also 

drove a significant number of 
arrivals. 


Source:	Arrivalist	



TOP ORIGIN MARKETS JULY 2017


•  Atlanta	led	all	markets	in	tracked	arrivals	
in	July.		

	
•  Binghamton	had	the	highest	ra=o	of	

arrivals	to	exposures	with	average	APM	
of	0.42	

Source:	Arrivalist	

DMA
  Exposures 
 Arrivals %
 Arrivals
 APM

Atlanta
        2,942,004 
 17.23%
 282
 0.10

Miami/Fort Lauderdale
        1,478,952 
 6.84%
 112
 0.08

New York
        2,626,679 
 6.11%
 100
 0.04

Washington Dc
            692,355 
 3.12%
 51
 0.07

Charlotte
            606,561 
 2.75%
 45
 0.07

Fort Myers/Naples
            372,529 
 2.50%
 41
 0.11

Philadelphia
            521,444 
 2.32%
 38
 0.07

Greenville/Spartanburg/Asheville/Anderson
            116,329 
 2.20%
 36
 0.31

Cincinnati
            210,878 
 1.95%
 32
 0.15

Indianapolis
            164,145 
 1.77%
 29
 0.18

Cleveland
            197,680 
 1.71%
 28
 0.14

Nashville
            199,208 
 1.65%
 27
 0.14

Dallas/Fort Worth
            617,584 
 1.59%
 26
 0.04

Tampa/Saint Petersburg
        1,767,344 
 1.59%
 26
 0.01

West Palm Beach/Fort Pierce
            538,806 
 1.47%
 24
 0.04

Chicago
        1,044,298 
 1.47%
 24
 0.02

Columbus-Oh
            154,933 
 1.34%
 22
 0.14

Savannah
              54,914 
 1.28%
 21
 0.38

Pittsburgh
            164,871 
 1.28%
 21
 0.13

Raleigh/Durham
            216,933 
 1.28%
 21
 0.10

Boston
            523,649 
 1.22%
 20
 0.04

Macon
              49,013 
 1.16%
 19
 0.39

Knoxville
              81,679 
 1.16%
 19
 0.23

Hartford/New Haven
            146,610 
 1.10%
 18
 0.12

Saint Louis
            201,920 
 1.10%
 18
 0.09

Tallahassee/Thomasville
              86,987 
 0.98%
 16
 0.18

Dayton
              72,971 
 0.79%
 13
 0.18

Louisville
              94,090 
 0.79%
 13
 0.14

Baltimore
            150,911 
 0.79%
 13
 0.09

Los Angeles
            864,293 
 0.79%
 13
 0.02

Albany-Ga
              28,992 
 0.73%
 12
 0.41

Tri-Cities-Tn-Va
              29,741 
 0.73%
 12
 0.40

Lexington
              65,899 
 0.73%
 12
 0.18

Chattanooga
              74,069 
 0.67%
 11
 0.15

Paducah/Cape Girardeau/Harrisburg/Mt Vernon
              33,719 
 0.61%
 10
 0.30

Evansville
              36,983 
 0.61%
 10
 0.27

Charleston/Huntington
              42,831 
 0.61%
 10
 0.23

Mobile/Pensacola/Fort Walton Beach
            112,489 
 0.61%
 10
 0.09

Detroit
            388,608 
 0.61%
 10
 0.03

Kansas City
            157,425 
 0.55%
 9
 0.06

San Francisco/Oakland/San Jose
            457,122 
 0.55%
 9
 0.02

Fort Smith/Fayetteville/Springdale/Rogers
              28,991 
 0.49%
 8
 0.28

Columbia-Sc
              63,593 
 0.49%
 8
 0.13

Wilkes Barre/Scranton
              64,746 
 0.49%
 8
 0.12

Greensboro/High Point/Winston-Salem
              87,844 
 0.49%
 8
 0.09

Harrisburg/Lancaster/Lebanon/York
              91,427 
 0.49%
 8
 0.09

Denver
            205,627 
 0.49%
 8
 0.04

Houston
            515,432 
 0.49%
 8
 0.02

Binghamton
              16,619 
 0.43%
 7
 0.42




DAYS TO ARRIVAL 
AUGUST 2017


•  1,368	arrivals	in	August.		

•  Highest	percentage	occurred	
between	15-60	days	aEer	first	
exposure	to	digital	adver=sing.	

		
•  91-180	exposure	windows	also	

drove	a	significant	number	of	
arrivals.		

Source:	Arrivalist	



TOP ORIGIN MARKETS 
AUGUST 2017


•  New	York	led	all	markets	in	tracked	
arrivals	in	August.		

•  North	PlaNe	had	the	highest	ra=o	of	
arrivals	to	exposures	with	average	APM	
of	1.02	

Source:	Arrivalist	



ARRIVALS PER THOUSAND IMPRESSIONS- CAMPAIGN TO AUGUST 31, 2017

•  Of	the	arrivals	tracked	to	date,	75.79%	were	first	exposed	to	

display	adver=sing	while	an	addi=onal	24.21%	first	visited	the	
web	site.	

Source:	Arrivalist	

Cont . Row Labels
 Sum of arrivals
 Sum of % Arrivals
 Sum of exposures
 Sum of APM

DaytonaBeach.com
 65
 0.41%
 35,280
 1.84

Site-Visit Total
 65
 0.41%
 35,280
 1.84

Standard Data

Adara
 0
 0.00%
 27
 0.00

CanadianTraveller.com
 0
 0.00%
 9
 0.00

Choozle
 46
 0.29%
 10,116,384
 0.00

OrlandoSentinel.com
 0
 0.00%
 92,681
 0.00

other
 0
 0.00%
 2
 0.00

Sojern
 15
 0.10%
 1,004,591
 0.01

TheStar.com
 0
 0.00%
 31
 0.00

Standard Data Total
 61
 0.39%
 11,213,725
 0.01

Standard Retargeted

Adara
 0
 0.00%
 12
 0.00

Sojern
 5
 0.03%
 55,206
 0.09

Standard Retargeted Total
 5
 0.03%
 55,218
 0.09

Standard RON

Adara
 0
 0.00%
 5
 0.00

other
 0
 0.00%
 22
 0.00

Sojern
 1
 0.01%
 114,225
 0.01

Standard RON Total
 1
 0.01%
 114,252
 0.01

Standard Site

MiamiHerald.com
 3
 0.02%
 186,759
 0.02

OrlandoSentinel.com
 1
 0.01%
 8,043
 0.12

PalmBeachPost.com
 10
 0.06%
 1,363,228
 0.01

Tampa Bay Times
 15
 0.10%
 1,498,035
 0.01

WFLA.com
 0
 0.00%
 104,144
 0.00

Standard Site Total
 29
 0.18%
 3,160,209
 0.01

Unknown

unknown
 0
 0.00%
 3,599
 0.00

Unknown Total
 0
 0.00%
 3,599
 0.00

Video

AJC.com
 32
 0.20%
 837,184
 0.04

Choozle
 383
 2.43%
 26,949,002
 0.01

Comcast-Miami
 9
 0.06%
 325,974
 0.03

Comcast-WPB
 5
 0.03%
 124,123
 0.04

MaxPoint
 34
 0.22%
 3,298,419
 0.01

OrlandoSentinel.com
 188
 1.19%
 1,883,072
 0.10

Sojern
 191
 1.21%
 1,305,185
 0.15

TheStar.com
 9
 0.06%
 569,432
 0.02

TheWeatherNetwork.com
 7
 0.04%
 397,820
 0.02

TripAdvisor.com
 208
 1.32%
 1,029,673
 0.20

Weather.com
 37
 0.24%
 2,726,480
 0.01

WFTV.com(ABC)
 7
 0.04%
 281,556
 0.02

Video Total
 1,110
 7.05%
 39,727,920
 0.03

Grand Total
 15,742
 100.00%
 276,968,834
 0.06


Row Labels
 Sum of 
arrivals
 Sum of % Arrivals
 Sum of 

exposures
 Sum of APM


Display

AARP
 23
 0.15%
 818,685
 0.03

Adara
 2,796
 17.76%
 45,736,300
 0.06

AJC.com
 319
 2.03%
 8,716,025
 0.04

CanadianTraveller.com
 15
 0.10%
 1,331,379
 0.01

Choozle
 3,009
 19.11%
 72,365,020
 0.04

Expedia
 538
 3.42%
 4,868,450
 0.11

Madden-Media
 270
 1.72%
 11,194,868
 0.02

MaxPoint
 101
 0.64%
 13,761,357
 0.01

OrlandoSentinel.com
 795
 5.05%
 10,301,890
 0.08

other
 0
 0.00%
 3
 0.00

ShermansTravel.com
 11
 0.07%
 273,270
 0.04

Sojern
 666
 4.23%
 11,438,496
 0.06

TheStar.com
 122
 0.77%
 4,364,534
 0.03

TheWeatherNetwork.com
 47
 0.30%
 914,934
 0.05

Travel-Spike
 187
 1.19%
 5,815,958
 0.03

Trip-Adviser
 77
 0.49%
 658,147
 0.12

TripAdvisor.com
 1,301
 8.26%
 8,439,562
 0.15

Weather.com
 204
 1.30%
 10,551,620
 0.02

WFTV.com
 35
 0.22%
 320,718
 0.11

WFTV.com(ABC)
 143
 0.91%
 4,336,292
 0.03

Display Total
 10,659
 67.71%
 216,207,508
 0.05

other

other
 0
 0.00%
 2
 0.00

other Total
 0
 0.00%
 2
 0.00

Page-Visit

DaytonaBeach.com
 3,811
 24.21%
 5,763,495
 0.66

Page-Visit Total
 3,811
 24.21%
 5,763,495
 0.66

Pre-Roll

Choozle
 0
 0.00%
 115
 0.00

MiamiHerald.com
 1
 0.01%
 458,605
 0.00

other
 0
 0.00%
 1
 0.00

PalmBeachPost.com
 0
 0.00%
 190,101
 0.00

Sojern
 0
 0.00%
 33
 0.00

Tampa Bay Times
 0
 0.00%
 10,698
 0.00

WFLA.com
 0
 0.00%
 28,073
 0.00

Pre-Roll Total
 1
 0.01%
 687,626
 0.00

Site-Visit
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