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Definite Bookings
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Bookings
Visit Mississippi Gulf Coast
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Room Nights

Definite bookings are up for the month and year over year.

2017 room nights reflect 2 large groups that didn’t return in 
2018 due to rotation.

• National Golden Age Games
• Southern Legislative Conference of the Council of 

State Governments.
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Down one sales manager due to  maternity 
leave. We are also targeting larger groups.
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Convention Center Leads
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Visit Mississippi Gulf Coast
We are ahead of the previous year 
for the month of January. We are 
also pacing ahead of 1st quarter and 
year over year.



Lost Business
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Lost Business
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Pace Report
Visit Mississippi Gulf Coast

Snapshot of our historical average, Pace target for definite 
room nights as well as what is in our pipeline.



Pace Report
Visit Mississippi Gulf Coast



Google Analytics - Unique Visits
Google Analytics
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Organic traffic is 15% of this 
increase, year over year. The 
strength of our site’s SEO drives 
visitors to our site based on their 
search criteria.



Number of Articles
Critical Mention

O
ct

-J
an Jan

Content Drivers:
Affordability
New CEO
NASA + Stennis – Space Travel

*October increase due to 
Hurricane Nate Coverage



Impressions
Critical Mention
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Impressions include the number of people who might have had the 
opportunity to see our coverage online. Major drivers were: Huffington Post 
and Business Insider. These two garnered a potential 74 million impressions.

*October increase due to 
Hurricane Nate Coverage



Media Value
Critical Mention
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Jan *October increase due to 
Hurricane Nate Coverage

Due to the inconsistencies of the media monitoring service, 
in Jan. 2017 our reporting changed to include only traditional 
advertising value equivalencies (or AVEs). Traditional media 
coverage included TV, print and radio. Digital was only reported 
through impressions.
In Nov. we changed to a new provider, giving us accurate numbers 
within the digital platform, therefore 2018 figures can’t be 
compared with previous year, as we are using a completely 
different reporting metric.



MEDIA COVERAGE

4/3/2018 VISIT MISSISSIPPI GULF COAST 25

ERIN TO INCLUDE IMAGE OF JULY MEDIA COVERAGE



MEDIA COVERAGE
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MEDIA COVERAGE
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MEDIA COVERAGE
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Social Media Metrics

_____________________________________________________________________________________

Monthly 
Increase

124,131 14,189 917 6,373 239,930 386,693

January Facebook Twitter Pinterest Instagram YouTube Total

2017 (Total Likes) (Total Followers) (Total Followers) (Total Followers) (Lifetime Followers)

2,289
1.88%

30
.21% 6

.66%

104
1.66%

139,725
139.44 %

142,194
58.16 %

Posts related to dining/restaurants 
and Mardi Gras events did very well 
across all platforms. 

Running video ads through 
Google / YouTube



SOCIAL MEDIA

4/3/2018 VISIT MISSISSIPPI GULF COAST 30


