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Introduction & Overview 
FY2011 
Richard Goldman, Executive Director 
 
St. Johns County faced a challenging, yet ultimately successful year in 2011. Despite 
economic uncertainty and lagging consumer confidence, we made great strides in our 
mission to market this unique county as a premier leisure, convention and incentive 
beach destination in the state of Florida.  And our audience has taken note as FY2011 
posted solid performance metrics across the board. 
  
We continued to invest in our award-winning “Red Couch Chronicles” advertising 
campaign with the over-arching and differentiating brand message “Our History Is Not 
The Same Old Story.” This campaign won multiple industry awards in 2010-2011, 
including a gold HSMAI Adrian Award, multiple bronze Flagler Awards, plus a gold at 
Travel Weeklyʼs Magellan Awards. And our campaign enjoyed more robust participation 
from our lodging partners who have increasingly taken advantage of our exciting and 
affordable, cooperative marketing opportunities. 
  
This was also a big year for us in the digital arena, with exciting online enhancements. 
The VCB achieved broader reach with well-performing ad networks and placements on 
high-traffic sites like Pandora and TripAdvisor. In fact, due to our new destination profile 
pages on TripAdvisor, the site ranked our destination 9th on TripAdvisorʼs "Top 15 
Destinations on the Rise for 2012." This was all capped off with the launch of our 
redesigned website and new mobile site where we instantly saw increased engagement 
with gains in time spent on the site and, particularly, partner profile views. We enacted 
bi-monthly e-mail communications to our growing database, and vastly expanded our 
social media presence. For example, our increased presence on Facebook resulted in 
gaining 1,000 fans every month. 
  
The VCB, in partnership with the experts at MMGY Global (formerly Ypartnership) and 
Miles Media Group, along with our local, regional and statewide tourism-related 
organizations, strives to maximize and refine our marketing efforts on all fronts. In 2012, 
the entire VCB staff is hard at work continuing our important mission and looking forward 
to even more success driving tourism to Floridaʼs Historic Coast! 
  
Sincerely, 
 
 
 
Richard Goldman 
Executive Director 
St. Augustine, Ponte Vedra & The Beaches 
     Visitors & Convention Bureau 
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St. Johns County Visitors and Convention Bureau  
 
2011 BOARD OF DIRECTORS 
 
Executive Committee Officers 

• John Fraser, Fountain of Youth Archeological Park, Chairman of the Board  
• Bob OʼNeill, Hilton Historic Bayfront, Incoming Chairman  
• Charles Cox, San Sebastian Winery, Immediate Past Chairman  
• Tina Klinkenberg, Best Western, S.A. and Hampton Inn Vilano, Secretary  
• David Mariotti, Lodge & Club at Ponte Vedra, Treasurer  

 
Board Members 

• Jeffrey Oliasami, Renaissance Resort at World Golf Village 
• Kathy Fleming, St. Augustine Lighthouse & Museum 
• Irving Kass, St. George Inn 
• Virginia Whetstone, Whetstone Chocolates & Bayfront Inn, St. Augustine  

 
Ex-Officio Board Members 

• Errol Jones, City of St. Augustine Commissioner 
• Andrea Samuels, Vice Mayor City of St. Augustine Beach 
• Jay Morris, St. Johns County Board of County Commissioners  

 
 
2011 VISITORS AND CONVENTION BUREAU COMMITTEES 
 
Sales Department 
 

Leisure Sales Committee  
• Tina Klinkenberg, Best Western, S.A. Beach and Hampton Inn Vilano, Chair  
• Gina Villacorta, Days Inn Historic 
• Melissa Mezick, Courtyard & Fairfield 
• Dave Von Fleur, Caiman Management 
• Chris Quinlan, Hilton St Augustine Historic Bayfront  

 
Conference Sales Committee 
• Scott Selvaggi, Chair, Renaissance Resort at World Golf Village 
• Anthony Lazzara, Casa Monica Hotel 
• Jason Heath, Sawgrass Marriott Golf Resort & Spa 
• Clay Buchanan, Ponte Vedra Inn & Club 
• Chris Quinlan, Hilton Historic Bayfront 
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2011 VISITORS AND CONVENTION BUREAU COMMITTEES (CONTʼD) 
 
Advertising Committee 

• Charles Cox, San Sebastian Winery 
• John Fraser, Fountain of Youth Archeological Park 
• Bob OʼNeill, Hilton Historic Bayfront  
• Tina Klinkenberg, Best Western, S.A. and Hampton Inn Vilano  
• David Mariotti, Lodge & Club at Ponte Vedra 

 
 
VISITOR AND CONVENTION BUREAU STAFF  
 
Administration 
Richard Goldman, Executive Director  
RGoldman@FloridasHistoricCoast.com  
904.209.4426  
Rick Hensler, Director of Promotions  
and Strategic Alliances  
RHensler@FloridasHistoricCoast.com  
904.209.4430  
Carey Cramer, Office Manager  
CCramer@FloridasHistoricCoast.com  
904.209.4421  
Erin Masters, Special Events/Database 
Manager  
EMasters@FloridasHistoricCoast.com  
904.209.4422 Database and Website 
Administration, Annual Florida's Birding & 
PhotoFest, Photography Workshops  
 
Communications Department  
Jay Humphreys, Communications Director  
JHumphreys@ FloridasHistoricCoast.com  
904.209.4424 Media Relations, Travel Press  
Communications, Editorial, Social Media  
Barbara Golden, Communications Manager  
BGolden@ FloridasHistoricCoast.com  
904.209.4425 Calendar of Events Coordinator  
Media Relations, Travel Press Communications,  
Publicity & Promotions  

Sales Department 
Evelyn Vazquez, Director of Sales  
EVazquez@FloridasHistoricCoast.com  
904.209.4431 Travel Industry and Leisure 
Sales  
Glenn Graham, Director of Conference 
Sales  
GGraham@FloridasHistoricCoast.com  
904.209.4432 Corporate & Association  
Meetings and Incentives Sales  
Jaya Larkin, Sales & Services Manager  
JLarkin@FloridasHistoricCoast.com  
904.209.4429 Weddings & Executive Size 
Group Sales  
 
Advertising 
Stacey Sather, Creative & Advertising 
Manager  
SSather@FloridasHistoricCoast.com  
904.209.4434 Collateral, Print, Web Site and 
Email Advertising Development and 
Production  
 
St. Augustine Beach Visitor Center  
Anna Helfinstine, Visitor Center Staff 
Barbara Garris, Visitor Center Staff 
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2011 LODGING PERFORMANCE OVERVIEW 
 
Smith Travel Reports 
The VCB subscribes to the Smith Travel Report (STR), recognized leader for lodging 
industry benchmarking and research and the worldʼs foremost source of historical 
lodging performance trends providing valuable market share analysis for hotels in our 
destination. The data provided by STR allows the VCB to track monthly performance in 
occupancy, average daily rate, RevPAR, Demand and Room Revenue of 42 reporting 
hotel properties in St. Johns County. It does not include B&Bs, Vacation Rentals, 
Condos or Campgrounds. 
 

Occupancy for St. Johns County was up 2.5% for the year to 56.7% with the largest 
increases in October ʼ10 (+11.7%), November ʼ10 (+14.8%), December ʼ10 (+7.8%), 
February ʼ11 (+8.9%), and Marchʼ11 (+8.0%) compared to FY 2010. 
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2011 LODGING PERFORMANCE OVERVIEW (CONTʼD) 
 
 
 
 
 
 
 
 
 
 
  
 

The Average Daily Rate for St. Johns County outpaced FY2010 in every month of 
FY2011, a sign that lodging in Floridaʼs Historic Coast is returning to better times.  
This is terrific news as anecdotally, rate has been the last metric to rebound post-
recession. 
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2011 LODGING PERFORMANCE OVERVIEW (CONTʼD) 

Also in FY2011, Revenue Per Available Room was at or above the previous year for 
every month. Significant increases were noticed in February and March particularly. 
Total annual RevPAR of $56.60 was not only significantly above previous year, but 
even out-performed the FY2009 level of $54.73.   
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2011 LODGING PERFORMANCE OVERVIEW (CONTʼD) 

Demand, as gauged by Room Nights Sold, increased in FY2011 over previous year. 
In fact, Demand has shown a steady, annual upward trend the past three years 
behind a focused and well-orchestrated marketing and communications program.   
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2011 LODGING PERFORMANCE OVERVIEW (CONTʼD) 
 

Room Revenue was up 6.7% over FY2010 with noticeable spikes in February and 
March, in conjunction with Rev PAR during those months. Specifically, Annual Room 
Revenue reached $115,633,294 in FY2011, a significant increase over the 
$108,298,239 in FY2010.  
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2011 ST. JOHNS COUNTY BED TAX COLLECTIONS 
 
Local Option Tourism Development Tax (bed tax) collections were up 16.8% over 
FY2010, up 4% after the fourth cent was removed from the first six months of FY2011. 
Only January '11 and June '11 were slightly down (1.2%) and (0.8%), respectively. 
January may have been because of the extremely cold weather here, and June was 
being compared to a very high June '10 when St. Johns County received a bump from 
visitors avoiding the Gulf oil spill. Especially bright spots were October (up net 7.9%), 
November (up net 10.6%) and December (up net 6.4%). July '11 was strong at 3.8% 
growth considering July '10 was up net 18.4% over July '09. 
 
!

TDT Collections  FY2011 Net 4th cent FY2010 Diff 11v10 
Net Diff 
11v10 

October  $430,251   $322,688   $299,131  43.8% 7.9% 
November  $383,954   $287,966   $260,463  47.4% 10.6% 
December  $381,742   $286,307   $269,055  41.9% 6.4% 
January  $386,666   $290,000   $293,615  31.7% -1.2% 
February  $526,205   $394,654   $374,796  40.4% 5.3% 
March  $723,202   $542,402   $516,181  40.1% 5.1% 
April *  $640,509   $640,509   $603,616  6.1% 6.1% 
May  $628,265   $628,265   $583,218  7.7% 7.7% 
June  $669,783   $669,783   $675,241  -0.8% -0.8% 
July  $886,833   $886,833   $854,553  3.8% 3.8% 
August  $459,218   $459,218   $456,517  0.6% 0.6% 
September  $382,610   $382,610   $380,266  0.6% 0.6% 

TOTAL  $6,499,239   $5,791,233   $5,566,652  16.8% 4.0% 
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BUDLINES 2010-2011
October
 Actual

November
Actual

December
Actual

January
Actual

February
Actual

March
Actual

April
Actual

May
Actual

June
Actual

July
Actual

August
Actual

September
Actual

TOTAL
Actual / 
Budgeted

Total
Budgeted Remaining

Transfer 
8-31-11 BALANCE

53100-Research $0.00 $0.00 $0.00 $0.00 $0.00 $0.00 $0.00 $5,440.00 $0.00 $4,500.00 $318.00 $0.00 $10,258.00 $35,000.00 $24,742.00
53120-Contractual $61,344.97 $56,844.11 $52,101.10 $60,871.22 $59,953.83 $78,571.77 $69,935.74 $59,915.30 $60,204.39 $59,739.93 $59,823.18 $99,152.14 $778,457.68 $804,068.00 $25,610.32 -$2,200.00 $23,410.32
53702-VIC Airport $7,260.00 $0.00 $0.00 $0.00 $0.00 $0.00 $0.00 $0.00 $0.00 $0.00 $0.00 $0.00 $7,260.00 $7,400.00 $140.00
54000-Travel & Per Diem $818.92 $3,201.27 $327.18 $4,049.17 $2,195.58 $3,707.97 $4,925.54 $1,862.07 $2,927.14 $3,422.18 $1,628.56 $5,289.85 $34,355.43 $44,000.00 $9,644.57 -$4,000.00 $5,644.57
54010-Tradeshows $3,000.00 $9,702.80 $4,856.50 $10,245.16 $5,198.53 $249.97 $515.88 $2,449.20 $4,303.23 $3,048.29 $926.00 $2,830.86 $47,326.42 $50,000.00 $2,673.58 $2,000.00 $4,673.58
54100-Communications $3,184.28 $591.33 $1,853.08 $623.18 $4,943.76 $718.08 $1,757.70 $1,187.52 $3,186.97 $2,879.86 $630.53 $1,869.31 $23,425.60 $27,450.00 $4,024.40
54102-Inquiry Services $0.00 $0.00 $0.00 $0.00 $0.00 $0.00 $0.00 $34,212.94 $10,306.16 $7,801.14 $5,095.92 $8,770.65 $66,186.81 $98,600.00 $32,413.19
54110-Postage $68.05 $6,819.39 $6,235.23 $32.36 $14,418.99 $20,678.50 $12,146.44 -$26,647.19 $10,939.36 $7,048.69 $4,790.55 $7,392.14 $63,922.51 $77,400.00 $13,477.49 -$10,000.00 $3,477.49
54112-Brochure $0.00 $0.00 $0.00 $0.00 $255.61 $0.00 $0.00 $0.00 $67.97 $3,744.75 $0.00 $0.00 $4,068.33 $4,000.00 -$68.33 $1,000.00 $931.67
54300-Utilities $1,006.52 $212.46 $489.93 $683.03 $566.58 $407.19 $397.46 $443.87 $409.80 $564.46 $552.90 $570.86 $6,305.06 $12,000.00 $5,694.94 -$4,506.00 $1,188.94
54400-Rental Equip $321.10 $0.00 $321.10 $0.00 $160.55 $0.00 $160.55 $0.00 $0.00 $0.00 $0.00 $963.30 $7,000.00 $6,036.70 -$3,000.00 $3,036.70
54401-Rent of Build. $8,000.00 $8,000.00 $4,000.00 $4,000.00 $4,000.00 $4,000.00 $0.00 $8,000.00 $4,000.00 $0.00 $4,000.00 $48,000.00 $53,000.00 $5,000.00 -$1,000.00 $4,000.00
54500-Insurance $0.00 $0.00 $0.00 $0.00 $0.00 $0.00 $0.00 $0.00 $0.00 $0.00 $0.00 $0.00 $0.00 $850.00 $850.00 $2,200.00 $3,050.00
54601-Equip Maint $0.00 $0.00 $0.00 $0.00 $0.00 $0.00 $0.00 $836.66 $0.00 $0.00 $0.00 $0.00 $836.66 $3,000.00 $2,163.34
54804-Tourism Publicity $8,296.74 $1,268.00 $3,085.00 $742.08 $500.00 $250.00 $7,225.00 $3,750.00 $5,170.00 $1,085.00 $250.00 $3,961.51 $35,583.33 $43,000.00 $7,416.67
54805-In house PR $0.00 $3,018.04 $1,162.72 $743.46 $3,118.96 $3,201.41 $5,248.93 $7,459.38 $2,367.27 $2,174.36 $953.87 $6,571.61 $36,020.01 $43,000.00 $6,979.99
54806-Sales Mission $0.00 $838.30 $0.00 $174.49 $120.00 $0.00 $398.46 $0.00 $0.00 $435.44 $0.00 $1,646.20 $3,612.89 $13,900.00 $10,287.11
54900-Advertising $53,158.61 $100,908.52 $385,091.07 $131,098.95 $40,169.13 $174,475.85 $149,347.19 $74,379.55 $141,563.76 $208,892.31 $115,711.48 $539,099.95 $2,113,896.37 $1,804,634.00 -$309,262.37 $31,006.00 -$278,256.37
55100--Office Supplies $0.00 $15.00 $0.00 $82.46 $69.99 $0.00 $0.00 $255.89 $0.00 $0.00 $0.00 $3,953.89 $4,377.23 $6,500.00 $2,122.77 -$4,000.00 -$1,877.23
55102-Software $0.00 $0.00 $0.00 $0.00 $528.90 $0.00 $0.00 $0.00 $29.97 $93.61 $0.00 $0.00 $652.48 $2,000.00 $1,347.52
55200-Operating Supplies $264.81 $80.99 $2,594.35 $0.00 $35.55 $184.08 $208.34 $1,500.87 $1,242.43 $27.24 $151.46 $164.33 $6,454.45 $17,700.00 $11,245.55 -$8,000.00 $3,245.55
55401-Training $0.00 $0.00 $0.00 $0.00 $0.00 $0.00 $0.00 $0.00 $0.00 $0.00 $0.00 $0.00 $0.00 $1,000.00 $1,000.00
55405-Dues/Membership $5,092.00 $2,790.00 $465.00 $904.00 $400.00 $699.00 $449.00 $660.00 $5,926.24 $572.00 $125.00 $3,810.00 $21,892.24 $19,000.00 -$2,892.24 $500.00 -$2,392.24
59920-Reserve $0.00 $0.00 $0.00 $0.00 $0.00 $0.00 $0.00 $0.00 $0.00 $0.00 $0.00 $0.00 $0.00 $142,838.00 $142,838.00

$82,392.11 $126,244.83 $466,582.26 $214,249.56 $136,635.96 $287,143.82 $256,716.23 $167,706.06 $256,644.69 $310,029.26 $190,957.45 $689,083.30 $3,184,385.53 $3,317,340.00 $3,485.20

! 2011 VISITORS AND CONVENTION BUREAU OPERATING BUDGET 

More was spent to bring visitors to Floridaʼs Historic Coast than in FY2010.  
Total Expense for FY2011 Destination Marketing was up 11.1% over FY2010. 
Within the expense lines, the most notable differences in the two actual expense reports were that in FY2011: 
 

• $211,000 for Downtown VIC and Amphitheatre support was moved out of Destination Marketing (Cat1) and into 
Administrative & Special Use (Cat4) 

• 42.6% more was spent in the Advertising line 
• 27.1% more was spent on sales missions, travel and tradeshows 
• Research was more than doubled to $10,258 from $4520 
• Expenditures totaled just $3,485 less than FY2011 budget 
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Advertising and Marketing Report 
FY2011 
Prepared by MMGY Global (formerly Ypartnership) 
 
CAMPAIGN OVERVIEW & OBJECTIVES 
 
Mission Statement 
Brand and market the destination globally as a premier leisure, convention and incentive 
destination; communicate the areaʼs assets and inherent benefits to consumers, meeting 
planners, the travel trade, media, local community and constituents; and facilitate the 
opportunity for partners to promote their individual businesses within that framework. 
 
Floridaʼs Historic Coast 
Based on its success – both in-market and through the receipt of various industry 
awards – the branding of Floridaʼs Historic Coast continued in FY2011 via the “Red 
Couch Chronicles” campaign which conveyed the over-arching brand message “Our 
History Is Not The Same Old Story.”  
 

• Differentiated destination from other Florida beach offerings by underscoring its 
unique historic charm and authenticity 

• Combined destinationʼs romantic Old World European allure with its distinctly 
Old-Florida quirkiness 

 
Primary 2011 Objectives 
The VCB aimed for continued improvement in its efficiency, effectiveness and leadership 
toward driving visitation to St. Johns County. Objectives were as follows: 
 

• Increase Website visitation, our most powerful travel influencing tool 
• Increase destination awareness (and its identity as Floridaʼs Historic Coast) 
• Redesign primary Website and launch mobile site 
• Increase co-op partner support and engagement with expanded media 

opportunities 
• Continue support and development of 500/450 Anniversary marketing plan 

 
Strategies 

• Improve efficiencies in media selection 
o More online and e-communications, less printed communications 
o Elimination of programs that generate marginal returns 
o Aggressively negotiate the best possible pricing on media purchases 

• Develop more attractive promotional and co-op opportunities to encourage more 
partner participation 

• Monitor performance and maintained flexibility within the FY2011 plan to move 
resources to best performing programs during the year 
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TARGET AUDIENCE & MARKETS 
 
Target Audience: 
During the winter months, the core visitors tend to be couples 35+.  In the 
spring/summer months, visitation shifts more towards families with children.  
 
Primary Markets: 
Drive markets within 3-4 hours drive, expanding in summer to families within 6 -8 hours 
drive.  They include: 
Orlando, FL 
Jacksonville, FL 
Tampa, FL 
Atlanta, GA 
 
MEDIA & CREATIVE 
 
Television 
In FY2011, the VCB expanded its media 
footprint with presence on regional 
broadcast and cable television with :30 
“Red Couch” units.  
 

• Orlando and Tampa markets 
• Morning Shows and Evening News 
• UK Visitors targeted with in-flight video 

 
 
Outdoor/Out-of-Home 

• The VCB introduced a series of 
billboards in FY2011 from central 
Florida to South Georgia.  

• Locations included: North 
Orlando/Daytona Beach, Jacksonville, 
Brunswick, Savannah. 

 
 
 
Radio 

• Continued with :60 and :30 spots in  
Orlando, Tampa, and The Villages. 

• In Jacksonville, maintained presence with short-form “reminder 
media” on NPR in the form of live reads and via Radiate 
Media/NAVTEQ :10 and:15 radio traffic sponsorships.  

“Red Couch Chronicles” TV Spot 

Outdoor Billboard 



!

FloridasHistoricCoast.com 15 
 

 
Print 
Award-winning layout featured 
collage of destination photos 
amidst illustrated imagery and 
heart-warming poem.  Some 
executions included co-op 
partners.  
 

• Plan leveraged Visit Florida 
co-op efficiencies 

• Added new niche areas of 
focus: Heritage, Fishing, 
Birding 

 
 
Online 
 
Digital Media Buys & Effectiveness 

• In FY2011 the VCBʼs presence in digital space continued to 
grow with online network buys, pre-roll video units, and new 
interactive banner technologies.  

• All digital buys were geo-, demo-, and behaviorally targeted 
to reach the desired audiences.  

• The most effective buys in FY2011 were Trip Advisor and 
Quantcast. These two buys drove the most traffic to the site 
of all the online publishers.   

• React2Media sent 2,000 vetted leads to Phase5, manager 
of the VCBʼs e-mail database.   

• Flite rich-media microsite banners successfully boosted 
dwell, interaction and, subsequently, CTRs on both Trip 
Advisor and Pandora. 

o Creative execution featured “Red Couch Chronicles” 
:15 video, seasonal rates, and a tab for Fall Flavors, 
then Nights of Lights with each including a photo 
slide show 

• Leading into the Fall 2011, Atlanta audience was efficiently 
targeted via WSBTV.com – the countryʼs most heavily 
visited news website. 

 
Search Engine Marketing/Google Campaign 

• The SEM strategy refined over course of the year with aim of providing VCB with 
prime positioning and exposure with somewhat limited budget of $5,000 per 
month. 

• Recommendation for 2012 will be to create SEM campaigns for events such as 
Fall Flavors, Nights of Lights, etc.  

Full Page Co-op Ad 

Flite Microsite Banner Ad 
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TripAdvisor.com 

• Towards the end of the fiscal year, custom destination pages were created for St. 
Augustine and Ponte Vedra on this high traffic travel planning website.  

• Space on these pages was offered out to co-op lodging partners for prime 
visibility all year on the destination page. All available co-op space sold out fast! 

• Ranked 9th Place on TripAdvisorʼs Top 15 Destinations on the Rise for 2012. 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 

 
Digital Recommendations for FY2012 

• Better balance allocation of funds throughout the fiscal year to ensure meaningful 
support toward the yearʼs end.  

• Leverage Google to push seasonal events, target Flite banners based on 
relevant content publishers, and scale local media buys across network(s) for 
greater efficiency.  

 
Link to Display Web Banner Ad Examples (Summer 2011) 
http://preview.ypartnership.com/2011/sjcv/78535/ 
 
 
 
 
 
 
 
 
 

TripAdvisor.com St. Augustine Page w/ Co-op Banner Ad 
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Bridal Programs 

• VCB solo presence in Bridal 
Guide (national) 

• Increased co-op presence in 
Orlando Wedding (regional) 

 
Travel Trade / Meetings / Group Sales 

• Feature placements on Official FL 
Travel Industry Guide throughout 
the year 

• VCB solo presence in Smart 
Meetings, Collaborate 

• Increased co-op presence in 
Connect, Prevue 

• Prevue E-newsletter blasts with co-op partners 
 
E-Newsletter Blasts 
During FY2011, the VCB continued the 
process of obtaining and segmenting opt-in 
email addresses for the purpose of 
developing Customer Relationship Marketing 
programs.  
 
E-blast calendar began in May 2011, 
deploying twice a month to growing opt-in 
consumer e-mail database. 
 
Creative messaging alternated between two 
e-templates: a “General Deals” layout and a 
“Feature Story” layout. Both include 
upcoming “Coastal Happenings” events and a 
monthly “Not the Same Old Story” quirky 
anecdotal story about the destination.  
!

!"#$%&'()#$*'+,!'-$'

Feature E-Blast 
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Website Analytics Report 
FY2011 
Prepared by Miles Media Group 
 
WWW.FLORIDASHISTORICCOAST.COM 
 
In the fourth quarter of FY 2011, www.FloridasHistoricCoast.com underwent a site 
redesign resulting in a considerable increase in the siteʼs year-over-year performance 
metrics. 
 
The goals of the new site were simple: 

• Establish a new user experience through clear, direct navigation and information 
display; 

• Improve site engagement (time on site, average page views and bounce rates); 
• Optimize content with updated design styles and development work; and 
• Implement St. Augustine, Ponte Vedra, & The Beaches Visitors and Convention 

Bureauʼs new brand strategy. 
 
The newly redesigned website went into beta testing Oct. 11, 2011, with its full launch 
taking place Nov. 1, 2011.  
 

!
NEW homepage      OLD homepage 
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Performance 
www.FloridasHistoricCoast.com ranks 80,875 among all U.S. websites. 
 
 FY 2010 FY 2011  % change 
Unique Website Visits 446,538 491,542  10% 
Page Views 2,198,035 2,337,544  6% 

 
 
Since the implementation of the new site, usersʼ engagement with 
www.FloridasHistoricCoast.com has increased substantially: 
 
 Oct. 11-Dec. 31, 

2010 
Oct. 11-Dec. 31, 
2011 

 % change 

Page Views 458,454 717,033  56% 
Pages Per Visit 3.55 4.97  40% 
Average Time on Site 00:02:43 00:03:35  32% 
Bounce Rate 39.84% 35.41%  -11% 
Property Profile Views 29,990 73,918  146% 

 
Note: In March 2011, analytics tracking for www.FloridasHistoricCoast.com was moved 
from HBX to Google Analytics to better quantify and measure website data. 
 
Advertising 
In FY 2011, advertising campaigns drove 21% of site visits. 
 
!
!
!
!
!
!
!
!
!
!
!
!
 
 
 
 
 
 
 
 

ONLINE CAMPAIGN RESPONSE 
 

1. Google+Paid+Search: 53,664 

2. Google Paid Search: 18,152 

3. Fall Advertising Campaign: 8,160 

4. Google Paid Search PV: 3,336 

5. Pandora Tile Ad/Skin: 2,892 

Total Online Campaign Responses: 103,754 
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WEBSITE USER DEMOGRAPHICS 
 
FY 2011 Visitors to www.FloridasHistoricCoast.com 
 
Gender    Education 
Male   41%   No College  39% 
Female 59%   College  45% 

Grad School  16% 
 
Age     Race 
<18   13%    Caucasian  82% 
18-24   10%    Afr. Am.   6% 
25-34   16%    Asian    3% 
35-44   21%    Hispanic   8% 
45-54   21%    Other    1% 
55-64   12% 
65+    6% 
 
Income 
$0-50K  47% 
$50-100K  30% 
$100-150K 14% 
$150K+  9% 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



!

FloridasHistoricCoast.com 21 
 

Communications Department Report 
FY2011 
Jay Humphreys, Communications Director & Barbara Golden, 
Communications Manager 
 
COMMUNICATIONS 
 
During FY 11, the Communications Department of the St. Augustine, Ponte Vedra & The 
Beaches Visitors and Convention Bureau (VCB) continued to design and implement a 
media outreach program that successfully and significantly increased positive 
awareness of the destination on a local, regional, national and international basis.  
 
This program consisted of a pro-active approach to the media including email 
communications with key media, news releases, tours for visiting media and support for 
broadcast media focusing on the destination. In addition, the department significantly 
increased its outreach via a variety of social media outlets designed to personalize 
contact with potential visitors to Floridaʼs Historic Coast. 
 
Key Performance Measures 
The departmentʼs increased dissemination of information about the destination to the 
print, electronic and web-based media resulted in an upsurge in media coverage of the 
destination. At the same time, the increasing sophistication of the tools the department 
used to monitor media coverage not only allowed detailed looks at the coverage, but 
also permitted the department to enhance its ability to quickly evaluate the success or 
failure of outreach efforts and to modify them accordingly.  
 
Although the sophistication of the communications effort increased, the actual key 
performance measures remained basically unchanged. These measures consisted of 
Media Impressions (the total number of readers or viewers who were potentially reached 
with information about the destination) and the monetary value of the information in 
terms of what it would cost to purchase advertising to reach an equivalent number of 
consumers. The following charts summarize the departmentʼs performance during FY 11 
with regard to these two key measurements.  
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Chart 1: FHC Media Impressions FY2006-FY2011 

 
 
Chart 2: FHC Impression Value FY2006-FY2011 
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Social Media 
From a communications standpoint, some of the most dramatic successes of FY11 
involved the departmentʼs social media efforts. In previous years, a lack of personnel 
and staff time prevented available social media tools from being used to their fullest 
capacity.  
 
During FY11, the Communications Department focused additional efforts on both 
evaluating the potential of the VCBʼs social media resources and putting them to a more 
active use – actually engaging with our audiences on a regular basis. This was 
particularly true of the VCBʼs Facebook presence. For example, far greater emphasis 
was placed on connecting with and growing our Facebook “fan” base. By adding new 
content at least daily, and sometimes more often, the Fan Page grew in popularity. More 
than 1,000 new fans were added each month!  
 
At the same time, interest in our more static destination page grew far more slowly with 
only 185 new friends signing on during the year. As did other social media marketers, 
the department quickly realized the Fan Page held great potential for interacting with 
growing numbers of “fans” while the more cumbersome and less user-friendly Facebook 
Page could be used more as a “backup” tool for communicating with the much smaller 
number of “friends” who make use of it.  
 
YouTube also received far more attention than in previous years. By posting fresh and 
lively video on a weekly basis, particularly Facebook Friday videos, the department 
achieved a remarkable increase in “views” of our YouTube channelʼs content. Additional 
efforts devoted to Twitter also yielded impressive results. In fact, the destinationʼs 
followers were more than doubled during the year.  
 
Here are some social media highlights for FY11: 
 

Facebook Friends goal for FY11 – add 167 friends. Added 185 
   Facebook Fans: Added 14,757 fans, bringing the total to 39,768 

 
YouTube goal for FY11 – increase channel views by 50% (1,093 more views) 

YouTube achievement for FY11 – increased channel views by 12,720 
(582% increase) 

 
Twitter goal for FY11 – increase followers by 25% (+104) 

 Twitter achievement for FY11 – increased followers by 124% (+515) 
 
 
App and Mobile Site Launched 
In July, the department launched an iPad app created with funding obtained through a 
VISIT FLORIDA Grant. The app features a map-based guide to the destination that was 
designed specifically for iPad users. By the end of the fiscal year, the app had been 
downloaded more than 400 times. During FY11, the department also played a key role in 
the development and subsequent launch of the mobile version of the destinationʼs 
website.  
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Hispanic Media Outreach 
In response to the marketing planʼs objective of increasing outreach efforts to Hispanic 
media, the department embarked on an ambitious plan to host Hispanic media 
representatives. As a result, the department hosted:  

• Blanca Silva (Cosmo in Espanol and Vanidades);  
• Alfredo Arango (El Nuevo Herald);  
• Maria de Los Angeles (Miami411);  
• Geraldo Lopez, (Blue Heart Productions);  
• Luis Veinrich (De Paseo);  
• Ramon Rivera (Mercado de Convenciones); and  
• Janaina Brilhante (Brasil Travel Tech).  

 
In addition, the department provided locations assistance for Anna Valdares for 
Telemundoʼs Levantante; background and photos for Cesar Borossaʼs article in Revista 
Viaje Mais; and extensive information about the destination for Danile Fernandez of El 
Nuevo Herald.  
 
Although these contacts resulted in several articles, the biggest success of the year was 
in hosting the cast and crew of Univisionʼs Somos Dos Para Ganar. As a result, the 
program featured St. Augustine as a vacation destination and used historical facts about 
the town for a quiz show that aired during Hispanic Heritage Month and was seen by 
tens of millions of viewers throughout Latin America. 
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VCB Partnerships and Industry Programs Report 
FY2011 
 
Local Industry Programs 
The VCB develops business sessions to empower and educate the St. Johns County 
tourism industry about opportunities in the marketplace.  
 
2011 Programs: 

• June 9 – State of the Industry Report with guest speaker, Peter Yesawich of 
MMGY Global.   

• August 10 – How to Work with a Receptive Operator Workshop 
• August 23 – Quinceañera Workshop  
• September 15 – BookDirect Webinar for Lodging Partners 
• September 22 – Co-op workshop outlining upcoming cooperative opportunities  
• September 28 – VCB Annual Meeting  

 
VCB Partnerships  
Partnerships were up 3.69% at year-end (281 vs. 271) 
 
Year-end goal for 2012 is 286.  
 
Additionally in 2011: 

• 48 partnership orientations were conducted, during which partners were given 
user names and passwords and shown how to update their profiles on VCBʼs 
Industry Partner site, www.sapvb.org.  

• 63 businesses applied, 60 were approved. 
 
New VCB Partners in 2011:  

• Legacies and Memories  
• Lynx Educational Tours  
• South a Philly  
• St. Augustine Historical Society  
• University of Florida  
• Yacht of Fun  
• Flamingo Travel 
• Gaufreʼs and Goods  
• Claudeʼs Chocolates  
• Timʼs Wine Market  
• Avalon Carriage Company  
• Great Wraps Café  
• "#$%&$'(!)'*!+',#!!
• -*./0!10*%23!4256,!!
• 7'2*8!9.003!
• "(:!;.<.,(230!;*(!;,,$/2'(2$3!!
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New VCB Partners in 2011 (continued): 
• St. Augustine Murder Mystery  

Dinner Theater  
• Spa Laterra, LLC  
• Del Sol   
• Haszardʼs Open Pit BBQ on the Beach   
• ParadigmD Consulting Group   
• Ponte Vedra Concert Hall  
• St. Augustine Amphitheatre  
• Goldfinch Boutique  
• Panama Hattieʼs  
• Jacks or Better Casino  
• The Tasting Tours   
• Old City Life  
• Dow Museum of Historic Houses  
• Saraʼs Crepes Café   
• Solantic Baptist Urgent Care  
• Saint Augustine Beach House  
• St. Augustine TidBits  
• Where Visitor Publications  
• Sysco Jacksonville   
• TPC Sawgrass   
• The Tasting Room   
• Florida Living History   
• Resort Rentals of St. Augustine   
• Peterbrooke Chocolatier Anastasia Island  
• Caribongo  
• Meehanʼs Irish Pub  

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

• St. Augustine Wedding & Event 
Association  

• St. Augustine Gold Tours  
• Historic Florida Militia   
• Tour Vans of St. Augustine   
• Oldest Store Museum Experience  
• Royal St. Augustine Golf Club  
• Beaches on Vilano   
• Bagan & Company   
• Coldwell Banker Premier 

Properties   
• Life and Love Studio Inc.   
• Segs by the Sea  
• St. Augustine Music Festival  
• Surrey Up!   
• International Bed & Breakfast of 

Florida 
• ActivPro   
• Art Galleries of St. Augustine   
• Jacksonville Aviation Authority  
• Pedal St. Augustine   
• St. Augustine Air Tours  
• Something Borrowed   
• Flip Flop Media   
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VCB Promotions & Strategic Alliances  
Department Report 
FY2011 
Rick Hensler, Director 
 
2011 Goal 
Secure total promotional activities value of $1,500,000. 
 
2011 Promo Media Value Secured 
During FY11, the VCB promotions team secured partner-funded media commitments 
valued in excess of $1.7 million, 13.3% over goal and 463% over 2010. 
 
Types of Promotions 

• Media Promotions: These are promotions that build awareness of the Floridaʼs 
Historic Coast by supplementing and leveraging paid advertising through partner-
funded media promotions, typically via a ʻwin a tripʼ format. Every promotion and 
partner must complement our destination brand and must have measurable and 
substantial advertising reach. 

• Events: Summer and fall promotions were developed to communicate the 
destinationʼs unique selling proposition while collecting targeted email addresses. 
The strategy was to attend events where we could utilize our red couch as a focal 
point, accompanied by destination-specific re-enactors to share destination 
stories with people and media, offering complimentary photos a means of 
securing email addresses. Events were promoted on-air and online, featuring “St. 
Augustine, Ponte Vedra, Floridaʼs Historic Coast” as the sponsor. 

• Alliances and Special Projects: In addition to media promotions and events, 
the department develops strategic plans, alliances and special projects that, 
while difficult to measure in terms of monetary value, are clearly significant to our 
VCB progress. 

 
2011 PARTNER PROMOS 
 
Promotional Program  Promo Description  Value Delivered  
Michelob Ultra / COX 
Radio / FFCG Promo 

Golf sweeps, radio and 
retail Statewide media; database capture  

FHC 450 Commemoration 
Marketing Plan  

$600K allocation from 
TDC  

Downstream visitation and brand 
value  

Flavors of Floridaʼs 
Historic Coast  

Integrated dining promo 
uniting 25 FHC 
restaurants   

Significant publicity for destination 
cuisine  

Halloween Promotions Integrated strategy uniting 
all scary assets  

Long-term program to build fall 
business  

UNF Communications 
Dept Alliance  

Semester-long program 
focused on FHC  

Strong alliance and mutual support 
groups  
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PBS Getting Away 
Together  

Produced 30 minute show 
now airing nationally  

More than $1.5 million air value plus 
b-roll 

San Sebastian Wine 
promo  

Free night with 
participating lodging  

Minor visitation boost; major 
relationship  

Floridaʼs Birding and 
Photo Fest 

One of eastern U.S. major 
outdoor photo fests  $500,000 measured value to SJC  

 
 

2011 MEDIA PROMOS 
 
SPRING PROMOS 
 

OPM PARTNER PROMO TITLE DATES (2011) 

COX Orlando Spring Fiesta in the Park April 2-3 

COX Orlando/WWKA Home & Garden Show April 15-17 

COX Orlando/WMMO Downtown Pour April 30 

CBS Tampa/WJST Smooth Jazz Fest April 30 

CBS Tampa/WRBQ Q105 Q-Fest May 1 
CBS Tampa WQYK, WRBQ, 

WSJT Clearwater Sea-Blues Festival May 6-7 

COX Orlando WHTQ Saltwater Classic May 6-7 

COX Orlando Make Your Own History Started May 30 

CBS Tampa WQYK Summer Road Trip Giveaway Started May 30 

CBS Tampa WRBQ Start Summer in St. Augustine Started June 8 

COX Orlando WMMO Downtown Concert Series Started June 12 

CBS Tampa WQYK Half-Tank Trip Giveaway Started June 6 

CBS Tampa WSJT Come Play in our Sandbox Started June 20 

COX Orlando 6 Stations Fireworks at the Fountain July 4 

Radio Disney Events (4) & Selena Gomez 
Giveaway 

Taste of Pinellas 5/20-22; 
Kissimmee R&B Festival 6/4; 
Kick It 3vs.3 Soccer Orlando 

6/18-19; Mascot Games 
Orlando 7/30  
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FALL PROMOS 
 

OPM PARTNER PROMO TITLE DATES (2011) 

COX Orlando B-52's Best Seat in the House Started October 7 

COX Orlando Online Trip Giveaway with 
WDBO Oct. 17-30 

COX Orlando Online Trip Giveaway with 
WMMO 

Oct. 17-31 

COX Orlando Online Trip Giveaway with 
WXGL 

TBD 

Atlanta Journal-Constitution Winter online promotion 
AJC.com 

Nov. 1, 2011 - Jan. 2, 2012 

VISIT FLORIDA Fabulous Florida Getaway 
Meetings.VisitFlorida.com  

Nov.-Dec. 

 
 
 
 



!

FloridasHistoricCoast.com 30 
 

VCB Special Events Report 
FY2011 
Erin Masters, Special Events/Database Manager 
 
Florida's Birding & Photo Fest: April 27- May 1, 2011  

• Florida's Birding & Photo Fest is a birding 
and photography focused event featuring 
more than 100 seminars and field trips 
throughout the region. 

• The festival has seen significant growth 
since its inception in 2003 and in April of 
2011 celebrated its ninth year.  

• This festival is unique in that it combines birding enthusiasts and photographers, 
specifically nature and bird photographers, by providing a range of events for 
both groups.    

 
Key Findings for 2011 

• Direct Visitor Spending - $496,302 over 5 days  
• 90% of attendees said Photo Fest was their primary reason for visiting SAPVB  
• 90% say they will definitely/probably return next year  
• 69% were from out of region/out of state   
• 83% participated in 2 or more days   
• 69% stayed in hotels/motels, campgrounds, condos, or B&Bs in SJC  
• Non-Festival Activities of attendees  

o 78% dined out 
o 44% visited state parks 
o 55% visited historic 

district 
o 16% visited 

museums/paid 
attractions 

o 20% visited outlet malls 
o 9% visited Ponte Vedra 

Beach 
 
Source: Post-event survey of a random 
sample of 329 Festival attendees yielded 
a 41% response rate.  
 
 
 
 
 
 
!
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Flavors of Floridaʼs Historic Coast: October 2010 
• Chefs on Floridaʼs Historic Coast made history with 

signature dishes featuring local favorites and heritage-
inspired flavors.  

• Over 20 participating restaurants presented a prix fixe 
(fixed price) three-course menu representative of their 
best culinary skills.  

• Great food, paired with a wide variety of lodging options 
and enticing cultural events, make this a growing annual 
event for Floridaʼs Historic Coast.  

 
Website Performance 

• In mid-September, specific Call to Action messaging 
promoting event added to TV :30 spots, radio traffic & 
NPR sponsorships in Orlando & Jacksonville 

• Media and paid search efforts drove visitors to custom event landing page- 
HistoricCoastFlavors.com 

 
 
Reporting Period Sep. 1 – Oct. 31, 2010 
Unique Website Visits 3,147 
Page Views 12,677 
Avg. Time on Site (US) 02:22 
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VCB Sales Department Report 
FY2011 
Evelyn Vazquez, Director of Sales 
 
Site Visits - 96 for the year  
During FY11, the Sales Department hosted 96 meeting planners, tour operators, travel 
agents, group leaders and brides. This total includes 7 meeting planners hosted during 
THE PLAYERS Championship Tournament. 
 
Combined Sales Initiatives -  
31 for the year 
Of the 38 Sales initiatives 
originally planned for 2011, the 
department completed 31. The 
seven cancellations resulted 
from unforeseen conflicts with 
other initiatives, unanticipated 
budget concerns, and lack of 
staff coverage. 
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Conference Sales 
The new Conference Sales Manager began to aggressively provide leads to VCB 
partners. In addition, she familiarized herself with SJC meeting properties and their sales 
staffs and attended shows to increase the qualified leads sent to those properties. 
 
FY11 Objective: Send out 85 hotel leads 
representing 20,000 Room Nights  
FY11 Accomplishment: Sent out 101 hotel 
leads representing 38,744 Room Nights  
 
 
Leisure Sales & SMERF (Social, Military, 
Education, Religious, Fraternal)   
A staff change permitted the department to 
assign someone to the SMERF market 
instead of just weddings as was the previous 
market distribution. Resulting attendance at 
leisure group shows is expected to increase 
hotel leads sent to partners.  
 
FY11 Objective: send out 165 hotel leads representing 35,000 Room Nights  
FY11 Accomplishment: sent out 150 leads representing 22,443 Room Nights  
 
 
iDSS (VCB lead distribution software)  
During FY11, the new approach the department initiated resulted in more accurate 
reports to obtain all leads, events, etc. entered into iDSS. Ongoing training for staff and 
partners continues on a quarterly basis so everyone could use iDSS to its maximum 
capacity.  
 
Co-op Programs  
In FY11, the department developed opportunities for VCB partners to participate with the 
VCB staff. More than $34,000 was collected for meetings and leisure tradeshows and/or 
sales initiatives.   
 
Databases  
In FY11, the department managed two email Constant Contact databases – one 
includes 1,322 travel agents; the other includes 200 residents of The Villages. These 
databases make it possible to send out special offers, events and e-newsletters to these 
groups on a timely basis.  
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Sales Calls/Emails  
Because of new procedures for recording these calls, there were major improvement in 
the accuracy and success of documenting these communications.    
 
FY11 Objective: to make 1,000 calls/emails  
FY 11 Accomplishment: 1,091 calls/emails 
recorded  
 
 
Partner Educational Workshops 
The Sales Department was successful in hosting 
two educational workshops for VCB partners. 
“How To Work With A Receptive Tour Operator” 
who had 22 VCB partners attend & “A Quince Is 
A Wedding Without A Groom” workshop where 32 
partners participated. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 


