Year in Review
Looking Back – Planning Ahead
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Mission Statement
Created by the Nassau County Board of County Commissioners in 1988, the Amelia Island Tourist
Development Council (AITDC) oversees the development and marketing of Amelia Island as a worldclass tourism destination. As provided by Florida law, the AITDC is responsible for the expenditure of
revenues received from the levy and imposition of the tourism development tax.
The goals of the AITDC are to generate visitation to Amelia Island and its attractions/special events
thereby increasing tax revenues, including sales taxes and those imposed on the hospitality industry. In
turn, those tax revenues may be used to improve the quality of life for the citizens of the community,
provide support for our beaches, and ensure a viable hospitality industry.

Funding
The AITDC is funded by a 4% tourist tax on short-term accommodations. How these user fees must be
spent was established by county ordinance in 1988 and mandates the bed tax revenue breakdown as:

10%

advertising & marketing

10%

looking back - planning ahead

15%

65%

beach improvements
travel trade
administration

Every year, visitors journey from across the globe to Amelia Island to relax, get away, and
renew. For some it is an annual tradition. For others it’s a first visit. Regardless, they came
in record numbers in 2015. The annual results are both satisfying and at the same time

More than 75% of bed tax revenues are dedicated to advertising and promoting Amelia Island for leisure

inspiring; spurring us on to achieve even better economic impacts in 2016 by ensuring all

and business travelers. Most destination marketing organization’s spend less than half their funding on

visitors to our enchanted island return again and again.

sales and marketing.

performance goals & results
Fiscal Year 2015
Setting goals is always a good start. Surpassing them, even better. The AITDC exceeded
many of its benchmarks in 2015, something we’ve achieved in each of the past 5 years. Our
“unspoken” objective is to ensure we always do.

Goals

Results

Increase taxable room sales

10%

2015 Goal

11.86%
Achieve occupancy

achieved

Trend: Up 26.24% since 2011.

69.6%
2015 Goal

71.2%
Increase average daily rate

achieved

Trend: Up 26.34% since 2011
Fun Fact: Only Naples & Key West performed higher

$213.68

$214.53

2015 Goal

achieved

Increase demand

4%

3.9%

2015 Goal

achieved

Increase Revenue Per Available Room
Trend: Up 59.6% since 2011
Fun Fact: Only Miami and Florida Keys performed better

9%

9.4%

2015 Goal

achieved

Create 130 new hospitality jobs
(Source: FL Dept. of Economic Opportunity)

130

2015 Goal

130

achieved

measure of success
Performance Metrics
What is a good measure of success? In 2015, the AITDC helped to significantly increase
visitors spending and therefore taxable revenues. While our visitors make memories, our local
businesses make money. It’s a win/win!

Visitors spent a record

Total economic impact:

Taxable lodging revenues increased

a 10.7% increase over 2014

for the entire year

from 2014, totaling $128,322,685

Overnight visitors increased by

Each marketing dollar resulted in a

Tourism payroll totaled nearly

$433M $570M 11.86%
7.6%

from 2014, totaling 618,200

$197

return for the Nassau County economy

$110M

Tourism jobs represent

Tourism-related business generated

1 new job is created for every

of total county employment

of sales taxes in Nassau County

overnight guests to Amelia Island

24%

38%

from jobs in Nassau County

88

NYC: 4.3%

significant findings
Visitor Profile Summary

Effectively reaching and influencing travelers begins with understanding who they are,
what they value and what they love most about Amelia Island. Our research efforts
provide insight that allows us to strategically focus our efforts - matching our marketing
message to our guests’ desires and expectations.

CITIES
head of household

STATES

Amelia Island Visitor Origins

Amelia Island Visitor Origins

Georgia .......... 21.6%

• Averages 50.5 years old
• Annual household income of $128,982

Florida .......... 21.3%
New York ............ 6.0%

ATL: 13.5%

North Carolina ............ 5.8%

visiting amelia island

South Carolina ............ 5.1%

• Total base budget for an Amelia Island visit is $1,911
• 97.9% visitor satisfaction with their experience
• 96.4% of visitors would recommend Amelia
Island to friends and family as a vacation destination

JAX: 6.6%
ORL: 6.6%
TPA: 3.6%

amelia island everywhere
Digital Marketing Summary & Results

ameliaisland.com

Whether they are hearing about Amelia Island for the first time, researching,
planning, or enjoying a trip, we reach targeted travelers where they are: online, and
often on a mobile device. According to 79% of visitors, the Internet was the most
helpful source of information. From our far-reaching website to our engaging social
media channels, our always-on digital efforts delivered in 2015.

Email, Social media, and Blog

78%
New Visitors

Amelia Island messaging appears at least once a day, every day, across various
social media platforms reaching an average of 250,000 people.

55,000

Email newsletter subscribers

38,823

Facebook “likes” (added 14,417)

2,300

Instagram followers

13%

average email open rate

388,563

organic impressions on Twitter

>50

Unique blog postings

1.2M
Unique Visitors

3.8M
Page Views

50%
of users go directly to
ameliaisland.com to plan their trip

1500%
Increase In Mobile Traffic

Conversions
Newsletter Sign-ups: 18,858
Property Click-Through: 39,391
Wedding RFPs Distributed to Partners: 186

public relations
Imagine reading a beautiful article about Amelia Island. Or scrolling through
your favorite blog and seeing high marks from the writer’s personal Amelia Island
experience. You could be as far away as the UK or as close as Jacksonville, but the
result is the same – you want to visit!
Each year, the AITDC hosts hundreds of media guests and participates in multiple
events to give people a taste of Amelia Island’s many charms – and leave them
wanting more.
•

Hosted 22 media visits including Atlanta Magazine, Southbound, Pittsburgh
Post-Gazette, Trinity Mirror Group, Coastal Living, SpaFinder, Florida Sun,
South Florida Luxury

•

600+ print, internet and broadcast clips generating more than 740,000,000
impressions

•

Participated in 12 consumer promotions including print, radio and online –
samples: Florida Flyaway Train Takeover, Wheel of Fortune, Harris Teeter,
Chicago Tribune, Atlanta Gator Club (Atlanta & Southeast), Local Palate

•

Initiated Media Missions in NYC, DC, Atlanta/Birmingham, Chicago,
Jacksonville, Orlando and Toronto

•

Participated in first UK and Ireland “Naturally Florida” Media Mission with
VISIT FLORIDA, met with 75 British and Irish travel media, airline reps,
tour operators and travel bloggers

•

Hosted first Amelia Island Canadian Media Mission

•

Accommodated photo shoot with Atlanta and Southbound magazines

•

Collected first-ever Cyber Monday travel offers from industry resulting in
more than 40 press clips throughout the United States

unforgettable memories
Highlights from 2015

$2.5M

spent on Amelia Island
advertising in 10 key cities

$300K

renovation of the historic train
depot completed

Events
•

Recognition & Awards
•

Voted top 10 U.S. Islands by Condé Nast Traveler Readers’ Choice Awards

•

Named “Best Small Cities on Social Media” by Eve Mayer, ranked by Forbes
as the Fifth Most Influential Woman in Social Media, founder of Social Media

Executed inaugural Dickens on Centre event with total economic impact of

Delivered

$1,290,700

•

Fernandina Beach received APA Great Places in Florida Award

•

Hosted 7th annual Amelia Island Restaurant Week

•

Coastal Living “Best Place to Watch Something Drop for New Year’s Eve”

•

Created Amelia Concours Week as umbrella campaign to promote all car related

•

Received Destination Marketing Accreditation from Destination Marketing

events in March

Association International

•

Promoted Second Saturday Artrageous Artwalk

•

Worked with 15+ destination events – Chamber Music Festival, Katie Ride,

International (eight gold medals, two silver medals and one bronze medal) for

Shrimp Festival, Pétanque America Open, Concours d’Elegance

outstanding advertising and marketing efforts.

•

Presented 11 Adrian Awards by Hospitality Sales & Marketing Association

•

Provided social media training for partners

•

Implemented medical meeting initiative

Tourism: the Henry Award in the Internet Advertising category, and three Silver

•

Initiated local meeting recruitment program

Awards for Mobile Marketing, Best Website, and Resource/Promotional Material-

•

4 Flagler Awards at VISIT FLORIDA’s annual Florida Governor’s Conference on

Trade categories.

Trade shows
•

World Travel Market London - the leading global event for the travel industry

•

ITB Berlin - world’s leading travel trade show

•

IPW - U.S. Travel Association’s IPW is the travel industry’s premier international
marketplace and the largest generator of travel to the U.S.

•

VISIT FLORIDA Governor’s Conference on Tourism

•

Florida Encounter - hosted the VISIT FLORIDA meeting planner event

•

Hosted VISIT FLORIDA’s Florida Tourism Leadership Summit

•

Silver W³ Award in the General Website-Tourism Category by the Academy of
Interactive and Visual Art

