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GOVERNMENT IN THE SUNSHINE
Members of the Amelia Island Tourist Development Council are subject to “Government in the Sunshine.” Open government is a 
cherished principle guaranteed under Florida Law.  The right of public access gained constitutional status when the Public Records 
and Meetings Constitutional Amendment took effect on July 1, 1993. A copy of the “Government in the Sunshine” manual is 
available for review. If you have any questions regarding “Government in the Sunshine,” please contact the Administrative Office. 

CONFLICT OF INTEREST/CODE OF CONDUCT 
The members of the Tourist Development Council have a fiduciary relationship to the Nassau County BOCC. This relationship 
requires that in the performance of their duties they shall act in good faith, with undivided loyalty to the County and with the high 
degree of diligence, care and skill which reasonably prudent persons would exercise in the conduct of their own affairs. This
relationship further requires that the AITDC members not take advantage of their positions, or the knowledge gained there from for 
private gain or other personal advantage, either for themselves, their families, or anyone else in whom they have a direct or indirect 
personal or financial interest, to the detriment of Nassau County.

ANTITRUST STATEMENT
The purpose of this meeting today is to act upon matters relating to the business of the tourism industry on Amelia Island and not to 
discuss or pursue the business interests of individual companies. Members of the AITDC should proceed with due diligence, keeping 
in mind the requirements and prohibitions of Federal and State Antitrust laws. Specifically, but without limitation, there should be no 
discussions or deliberations relating to pricing methods, allocation of territories or customers, or restraints of trade as to property 
owners, suppliers, or others.





16 Disciplines
– Governance, Finance, HR, Marketing, 

Technology, Destination Development, Research

58 Mandatory Standards, 30 Voluntary
Since 2007, Fewer than 200 DMO’s 



Financials



FY2014 YTD Budget
Description FY 2014 Budget FY Actual Variance

INCOME $4,506,887 $4,449,448 $57,438

EXPENSES

Cost of  Collections $135,206 $133,483 $1,722
TDC Admin. 15% $655,752 $647,394 $8,357 
Marketing - 65% $3,158,228 $2,281,243 $876,985
Travel Trade - 10% $732,918 $243,756 $489,161
Beach Improv. 10%** $337,172 $86,349 $250,822

EXP.  TOTAL $5,109,276 $3,392,225 $1,627,047

NET $512,389 $1,057,223 $2,224,462



FY2015 YTD Spending



FY2015 Supplemental Budget
Request

Marketing Reserve
$1,476,015

Budget $600k Increase

Travel Trade Reserve
$540,907

Budget $125K Increase

 Target NE/MW Cities
 Interactive Marketing
 Off Season Events
 Increased Co-Op

 Medical Tourism
 DC MP Event
 Depot Enhancements























AITDC BOARD
CANDIDATES

Pat Gass

Barbara Halverstadt

Mac Noden

Tim Poynter

Donald Stamets

George Sheffield



Metrics



FY2014 RECAP

566,600 Overnight Visitors

$112 Million in Taxable Lodging Sales

$383.5 Million in Direct Spending

$504 Million in Economic Impact

38.5% of Nassau County Sales Taxes 

25% of Nassau County Jobs



FY2014 RECAP

Occupancy 67.3% UP 6.3%

ADR $202.02 UP 6.0% 

RevPar $135.91 UP 12.6%

Demand 455,659 UP 14.4%

Revenue $92 Million UP 21.3%



October 2014 STR

Change

Occupancy 67.9% 8.4%

ADR $200.35 9.4%

RevPar $136.07 18.6%

Demand 39,056 8.3%

Revenue $7,824,735 18.5%

Figures represent Amelia Island,
not Nassau County



Comp Set October 2014
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TDC Activity Update



Florida's First Coast of Golf

2014 Golf Tourism Update



Baseline Data

• Total Paid Round reports submitted by golf course on a monthly basis

• Each course indicated # of tourist generated rounds and local rounds

• Courses represented in this report have submitted these monthly reports 
consistently each month for 17 months giving a fair representation as to the 
state of golf and golf travel to the Island.

• Data obtained from the following courses:
•Fernandina Beach Golf Club
•Omni Amelia Island Plantation -- Oak Marsh
•Omni Amelia Island Plantation -- Ocean Links
•The Golf Club of Amelia Island
•The Golf Club at North Hampton



YTD Golf Rounds Played - 2014  

January February March April May June July August September October
Florida -16.8% 3% -1.1% -2.1% 2.8% 0.9% 1.2% -2.1% -5% -2%
S Carolina -30.5% 6.3% -6.7% -0.7% 0.9% 1.1% 4.9% -0.9% -8.1% -2.3%
National -3.6% -4.6% -4.8% -1.7% 0.9% -2.8% 1.1% -2.8% -2.3% -1.5%
South Atlantic -22.5% 1.6% -4.2% -4.8% 1.6% 1.1% 1.1% -1.4% -5.7% -2.4%
NE Florida -25.2% -1.3% -2.6% 4.8% 18% 3% 1% 6% 1% 1%
Amelia Island -24% 3.9% 6.6% 15.7% 21.4% 5.7% 12.2% 16.6% 1% 16.6%

-40

-30

-20

-10

0

10

20

30

% Change 2014 vs. 2013



Total Rounds to Tourist Rounds YTD Thru October
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Travel Rounds to Amelia Island 2014 vs. 2013 YTD
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January February March April May June July August September October
2013 3,693 4,916 7,040 4,368 3,551 2,281 3,079 2,903 3,116 4,207
2014 3,151 5,860 7,532 4,916 5,330 3,774 4,391 3,691 3,258 4,844



Golf Tourism Room Nights 2014 vs. 2013 YTD
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January February March April May June July August September October
2013 1,570 2,089 2,992 1,856 1,509 969 1,308 1,223 1,324 1,787
2014 1,339 2,491 3,201 2,889 2,265 1,604 1,866 1,569 1,385 2,059



50 total spots running 10/8-11/14

14 spots/28% of schedule first week
8 spots/16% of schedule second week
11 spots/22% of schedule third week
8 spots each of week 4 & 5/16% of schedule each 
week

28 spots 6a-6p - Daytime - 56% of schedule
15 spots 12a-6a - overnight 30% of schedule

November 2013 Board 
Report

October-November 2014

Golf Channel & Golfchannel.com

32% of spots (16) ran on the weekend 
68% of spots (34) ran on weekdays

20% of spots ran in Morning Drive original 
or replays

Rest of spots ran in various programming 
including 
LPGA, Inside the PGA TOUR, Golf Central, 
European Tour, PGA TOUR Pro-Am and 
similar.



November 2013 Board 
Report

LINKS Magazine & LINKSmagazine.com
Fall 2014

LINKS Magazine



Marketing



Marketing Plan

www.ameliaislandmarketing.com



September 1 – November 30
Greater Toronto and Montreal
Online, tablet app and iTV

Impressions: 1,470,691
Total Clicks: 8,043
Average CTR: .55%
Residence Inn co-op

Over delivered impressions by 38%!

Canadian Weather Network



January 16-25
Events:

Kick-off Dinner
Thur. Jan 15 @ Ritz

Finale Dinner
Sat. Jan 24 @ Omni

Mixology Tours   
Jan 16, 17, 23, & 24

Cooking demos at Williams 
Sonoma & WJXT



Advertising:
Local Palate
Savannah 
First Coast
Jacksonville
Folio Weekly
Florida Times Union
Amelia Islander
News Leader
Lite 96.1 &  WJCT
Facebook



Collateral



Vacation Rental Campaign



Amelia Concours Week

First Coast
Atlanta
Chicago
Charlotte
NY Times – Sunday
Digital network
AI channels
WJCT



January 5 – June 21
2 buses in Perry Garage –
downtown, midtown, Buckhead, Sandy Springs, 

Dunwoody, Perimeter Mall, Roswell & Alpharetta
48 million impressions

Atlanta bus wraps



December Media
Print:

Atlanta magazine
Local Palate – Restaurant Week
Travel + Leisure

Radio:
WJCT (NPR) – Holiday Home Tour



NY Times
Travel Guide to Florida (annual)
AAA Car & Travel (NY)
AAA World (Mid-Atlantic)
Golfweek.com
Golf Georgia
FFCG Digital Program
WEJZ & WJCT – Restaurant Week
Chicago train takeover

January Media



International Advertising

January:
Canadian video
UK Multi-channel
Essentially America –

Germany
VF International Guide

(3 languages, 18 countries)



Markets:
o Chicago
o NY/NJ
o D.C.
o Baltimore

Winter TV Campaign

Target: Adults 35-54, HHI $150,000+, women
Timeframe: January 5 – March 1
Total Impressions: 134,187 
:30 spots (:15/:15 mix)

Networks: 
o Weather Channel
o Food Network
o Golf Channel
o Travel Channel



Medical Tourism Grant
Medical Meetings & Trainings Grant, Visit Florida
$85,000 program w/ 1:1 ($42,500 match)
3 Sales Missions

Atlanta
D.C.
Chicago

Medical meetings promotional video
Collateral and creative materials



Amelia Island Christmas
December 2015
Umbrella campaign 
Dickens on Centre
Southern Living event proposal



Interactive



Building Assets/Holiday 2015

Facebook:  Amelia Island
Twitter:  Go2Amelia 
Instagram: visitameliaisland
kharris@ameliaisland.com
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Highlights



International Traffic 

Facebook:  Amelia Island
Twitter:  Go2Amelia 
Instagram: visitameliaisland
kharris@ameliaisland.com



German Ad Test
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German Ad Test

Facebook:  Amelia Island
Twitter:  Go2Amelia 
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Results

Facebook:  Amelia Island
Twitter:  Go2Amelia 
Instagram: visitameliaisland
kharris@ameliaisland.com

194,023 people reached
586,099 impressions
2,397 clicks to site

CPC:  $.85
Spent: $1109



Results

Facebook:  Amelia Island
Twitter:  Go2Amelia 
Instagram: visitameliaisland
kharris@ameliaisland.com



German Print Ad

Facebook:  Amelia Island
Twitter:  Go2Amelia 
Instagram: visitameliaisland
kharris@ameliaisland.com



Taxslayer Bowl

Facebook:  Amelia Island
Twitter:  Go2Amelia 
Instagram: visitameliaisland
kharris@ameliaisland.com



Instagram Promotion

Facebook:  Amelia Island
Twitter:  Go2Amelia 
Instagram: visitameliaisland
kharris@ameliaisland.com



New AITDC site 

Facebook:  Amelia Island
Twitter:  Go2Amelia 
Instagram: visitameliaisland
kharris@ameliaisland.com



Social Media Blueprint

Facebook:  Amelia Island
Twitter:  Go2Amelia 
Instagram: visitameliaisland
kharris@ameliaisland.com

Promote your 
business, 
interact with 
your clients in 
new ways, tie 
into promotion 
of Amelia Island.



MetaDirect - Demonstration 
Week of January 5th

Facebook:  Amelia Island
Twitter:  Go2Amelia 
Instagram: visitameliaisland
kharris@ameliaisland.com



Just in time for the holidays

Facebook:  Amelia Island
Twitter:  Go2Amelia 
Instagram: visitameliaisland
kharris@ameliaisland.com



Promotions &
Special Events



Friday 
January 2nd 2015

3:20PM 
Everbank Field

Jacksonville Florida 



Zooma 
January 17th 2015 

To date 
287 

Room Nights 
Booked

Mid-January



Welcoming a new “Lunch” menu to 2015 Restaurant Week

•Six Restaurants Offering $12.00 Lunch 
•Seven Restaurants Offering Both Lunch and Dinner Options 
•Seventeen Restaurants Offering One or Both Dinner Options 
of $19.00 and/or $29.00 

Total of 30 Restaurants Participating



Great Southern Tailgate 
Cookoff 

is getting a new look…. 

Great Southern 
Tailgate “CLASSIC”

Celebrating the Art of 
Tailgating

New Look 
New Feel 

More Interaction with the Guests 
More Tailgating 

More and Different Food Choices
Arts and Crafts

Bigger and Better Kids Zone
headlining musical shows

Best Decorated Booth
VIP Tent will feature – Craft Beer Tasting  



Collateral
2015 Value Card
2015 Artrageous Art Walk



2015
Travel Trade

Travel & Adventure Show – Chicago
January 17th and 18th

New York Times Travel Show – New York
January 23rd and 25th

The Boston Globe Travel Show – Boston 
February 6th, 7th and 8th



Travel Trade

Amelia Island TDC
Omni Amelia Island Plantation 

2015 Florida Encounter
2015 Visit Florida Marketing Retreat

December 2015



Public Relations





Press Visits

• My View from the Middle Seat / Afar.com
- 4,660/1.2 million unique monthly visitors
- October 16-20

• Journal de Quebec
- 121,261 circulation
- November 20

• The Times
- Indiana / Illinois 
- 89,645 circulation
- December 19-22



Promotions

• Chicago Tribune
- November 9-15, 2014
- 439,731 circulation
- $85,529 media value

• National Geographic
- January 5 - April 30
- In-book, online and microsite
- 4.4 million circulation
- 1.5 million unique monthly visitors
- $95,000 media value



Harris Teeter Partnership

• Sixth year of partnership

• 220+ store locations

• North Carolina, South Carolina, Virginia, Georgia, 
Tennessee, Maryland, Delaware, Florida and the 
District of Columbia

• Giveaway to Harris Teeter e-Vic subscribers
- March-January

• Amelia Island Discounts to VIC Cardholders
- April-December



Williams-Sonoma Partnership

• St. Johns Town Center
- December 19-21
- January 9

• Promoting Amelia Island Restaurant Week



Highlighted Media 
Coverage

• Luxury Living in Florida (2014/15)
-North Florida Roadtrip
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Highlighted Media 
Coverage

• Luxury Living in Florida (2014/15)
-North Florida Roadtrip

• South Florida Parenting (November 2014) 
-Amelia Island’s Southern Charm

• Newsday (November 2)
-A Sunshine State of Mind

• Palm Beach Post (December 4)
-New Restaurant and Bar Tours

• The Star.com (December 5)
-Small Town Charm in Florida’s First Tourist 
Destination



Promotions

• Chicago Tribune
- November 9-15, 2014
- 439,731 circulation
- $85,529 media value

• National Geographic
- January 5 - April 30
- In-book, online and microsite
- 4.4 million circulation
- 1.5 million unique monthly visitors
- $95,000 media value



Public Comment



TDC Board Presentation
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