Franklin County Tourist Development Council Board Meeting
County Commission Meeting Room
Agenda
Wednesday, February 9t 2022 2:00 P.M.

AGENDA
1. Welcome/Call to Order Commissioner Jones
2. Prayer and Pledge of Allegiance
3. Quorum Announcement Solomon
4. Approval of the Minutes of November 10 Action Item Davis
5. Public Comments
6. Administrative Reports
e FCTDC Collections Report Solomon
e Expenditures to Budget Davis
Promotions Reports
e FCTV Report Rolstad
e Media Report Clark
e Web Master Report Kendrick
e Visitor Numbers Solomon
e Administrative Items Solomon

A. The Raney House Museum has applied for Museum Infrastructure Grant and Mrs Griffith has given
the ok that this application does meet Statue for us to fund. ( Action Item ) Motion to approve or Deny
Grant Application.

B. Request that we reimburse our vendors for the Upcoming Visit Florida event being held here in
Apalachicola on Feb 17" & 18t . (Action Item) Motion to approve or Deny request.

7. Continuing Business
A. Capt. Finn Update

B. Carvertise Update
C. Forgotten Coast Kids Corner Update

8. Reports by Local Government Representatives:
A. Franklin County: Com. Jones
B. City of Apalachicola: Mayor Ash

C. City of Carrabelle: TDC funding assistance request for replacement of badly worn playground equipment at George Sands
Park in Carrabelle and to include equivalent funding for playground equipment at a tourist-related City of Apalachicola park.

Mayor LaPaz
9. Reports from Member Organizations
10. Board Comments

Meeting Announcements: Wednesday, March 9t 2022 Meeting 2:00pm @ County Commission Meeting Room



FCTDC Collections Report for
2020-21 Year-to-Date Report
Through November, 2021

A B C D E F G H | J K L M
1 Month 2005-06 2006-07 2007-08 2008-09 2009-10 2010-11 2011-12 2012-13 2013-14 2014-15 2015-16 2016-17
2 | October S 35,409 | $ 32,810 | $ 39,697 | $ 38,598 | $ 39,568 | $ 36,996 | $ 48,383 | $ 53,543 | $ 57,652 | $ 58,876 | $ 75,085 | $ 95,108
3 | November | $ 24,824 | $ 24,717 | $ 27,183 | $ 25,889 | $ 25863 | S 26438 |$ 34,442 |$ 40334 |$ 34,741 | $ 40,066 | $ 44,449 | $ 46,044
4 | December | $ 20,422 | $ 16,056 | $ 22,987 | $ 23,167 | $ 16,531 | $ 19,936 | $ 21,597 | $§ 21,511 |$ 29,748 | $ 30,979 | $ 24,693 | $ 41,580
5 | January $ 19,681 | $ 26,490 | $ 22,911 | $ 22,960 | $ 26,171 |$ 23359 |$ 30,393 |$ 33657 |$ 34,707 | $ 38,805 | $ 47,002 | $ 41,669
6 | February |$ 29,294 | $ 44,901 | $ 40,835 | $ 39,452 | $ 33679 | S 34981 |$ 52,046 | S 49,366 | $ 52,883 | $ 42,755 | $ 64,494 | $ 60,423
7 | March $ 51,243 | $ 45,643 | $ 61,091 | $ 49,779 | $ 53,117 | $ 61,990 | $ 66,598 | $ 80,880 | $ 78,180 | $ 83,626 | $ 80,018 | $ 84,583
8 | April $ 69,609 | $ 70,430 | $ 66,135 | $ 73,881 | $ 53935 |$ 70611 |$ 81,642|$ 90,243 | $ 81,115 | $ 101,310 | $ 103,120 | $ 89,950
9 | May $ 100,486 | $ 114,101 | $ 123,222 | $ 104,769 | $ 120,471 |$ 90,635 | $ 140,204 | $ 115,590 | $ 135,897 | $ 143,700 | $ 131,348 | $ 110,485
10 | June $ 107,484 | $ 166,404 | $ 138,840 | $ 143,508 | $ 151,641 | $ 172,030 | $ 143,805 | $ 195,838 | $ 210,506 | $ 195,093 | $ 213,949 | $ 226,795
11 | July $ 149,857 | $ 95,128 | $ 128,027 | $ 131,277 | $ 114,121 | $ 147,874 | $ 140,000 | $ 153,198 | $ 164,200 | $ 182,236 | $ 253,603 | $ 242,037
12 | August $ 51,353 | $ 69,864 | $ 57,498 | $ 56,312 | $ 71378 |$ 60698 |$ 93912 |$ 86,743 | $ 107,784 | $ 129,880 | $ 82,664 | $ 121,809
13 | September| $ 38,598 | $ 46,282 | $ 45,740 | $ 41,299 | $ 47,760 | $ 57,593 | $ 63,037 |$ 57,171 | S 64,199 | $ 75,778 | $ 81,869 | $ 90,214
14 | Totals S 698,262 | $ 752,825 | $ 774,166 | $ 750,890 | $ 754,234 | $ 803,141 | $ 916,059 |$ 978,073 |$ 1,051,612 |$ 1,123,104 | $ 1,202,294 | $ 1,250,696
15
16 |YOY % S 54,564 | $ 21,341 | $ (23,275)| $ 3,344 | $ 48,907 | $ 112,918 | $ 62,014 | $ 73,539 | $ 71,492 | $ 79,190 | $ 48,401
17 7.8% 2.8% -3.0% 0.4% 6.5% 14.1% 6.8% 7.5% 6.8% 7.1% 4.0%
18

Increase /

19| Month 2017-18 2018-19 2019-20 2020-21 2021-22 Decrease $4,000,000 -
20 | October S 85,823 | $ 38,417 | S 89,660 | S 147,542 | S 294,549 | S 147,007 ]
21 | November | $ 49,441 | S 87,784 | S 57,067 | $ 86,470 | S 144,833 | $ 58,363 $3,500,000 - ]
22 | December | $ 37,182 | $ 46,715 | S 52,527 | $ 67,724 ]
23 | January S 51,389 | $ 52,063 | $ 54,422 | $ 115,730 $3,000,000 - ]
24| February | $ 58,338 | $ 66,632 | $ 95,017 | $ 84,508 ]
25 | March S 111,947 | $ 127,975 | S 71,947 | S 149,485 $2,500,000 - ]
26 | April S 103,422 | $ 82,258 | $ 20,067 | $ 181,178 ]
27 | May S 140,130 | $ 166,130 | $ 123,839 | $ 276,459 $2,000,000 - ]
28 | June S 269,049 | S 300,092 | $ 283,735 | S 327,038 ]
29 | July S 215933 | S 209,374 | S 253,488 | S 551,474 $1,500,000 -| ]
30 | August S 111,323 | $ 134,239 | $ 190,136 | S 306,565 ]
31 | September| $ 70,419 | $ 90,052 | $ 140,186 | $ 164,076 $1,000,000 - :
32 | Totals S 1,304,398 | $ 1,401,732 | $ 1,432,091 | $ 2,458,249 | $ 439,381 | $ 205,370 ]
33 $500,000 - L]
34| YOY% |S 53,702 | $ 97,334 | $ 30,360 | $ 1,026,157 | $  (2,018,868)
35 4.29% 7.46% 2.17% 71.65% s | ]
36
37 |* October and November 2018 due to Hurricane Michael statistically are outliers. Q(”ngb/g/\6\9%6%9(36%59\95,\/\,’\;0&\',”0:\?"\?(@@& @S\Qﬁ,@@@:@,@ﬁw\;@ :
38| October and November 2019 compared with 2017-18 amounts are more representative, I S O M S S S S S S S S S
39| thus, these months show increases of 10% and 9% respectively, or YTD increase of 31%. N
40 |* Coronoviris-19 March 1 - May 18 2020 3
41 |* July 1, 2021 Increase in tax rate to 3%
42 |* 2020-21 increase if rate had stayed at 2% > $685,452.64 or 47.86% increase

File:TDC Collections YTD.xI

Updated 10/04/2021




FCTDC 2020-21 Expense to Budget Report
as of January 31, 2022

DRAFT _
Expensed YTD Budget Balance % Spent
ADMINISTRATION -3400 S 30,807 | S 112,000 [ S 81,193 | 27.5%
AID TO LOCAL GOVERNMENTS S 43,010 | S 958,000 | S 914,990 | 4.5%
Infrastructure Projects - per stature S 600,000 | S 600,000 [ 0.0%
Beach Cleanup - 9100 S 18,750 | $§ 125,000 S 106,250 15.0%
Moby Mats $ 40,000 | S 40,000 | 0.0%
Armory Website Page Addition S 3,000 | S 3,000 | 0.0%
SGI Bathroom Loan S 24,260 | S 190,000 [ S 165,740 | 12.8%
AID TO NON-PROFIT ORGANIZATIONS - 8200 S 117,500 | S 320,000 [ S 202,500 | 36.7%
Museum Grants - 8200 S 7,500 | S 40,000 S 32,500 18.8%
Visitor Centers - 8200 S 90,000 | $ 180,000 S 90,000 | 50.0%
Museum Project Grant S 20,000 | $ 100,000 | S 80,000 | 20.0%
TDC MAINTENANCE AND REPAIR S - S 20,000 | S 20,000 | 0.0%
TDC Building Maintenance - Includes Insurance S 20,000 | S 20,000 | 0.0%
PROMOTIONAL BUDGET S 202,963 S 1,127,850 | S 924,887 | 18.0%
Non-Profit Event Promotions S - S 228,000 | S 228,000 | 0.0%
Non-Profit Promotion Grants S 123,000 [ S 123,000 | 0.0%
Museum Grants $ 105,000 | S 105,000 | 0.0%
New Promotional Opportunities S 20,000 | S 20,000 | 0.0%
Carvertize $ 20,370 | $ 30,000 | S 9,630 | 67.9%
Internet S 73,313 | $ 277,850 $ 204,537 | 26.4%
2K Web Group Core Internet Marketing S 10,000 | $ 30,000 | S 20,000 | 33.3%
Social Media Campaigns S 8,840 | $ 26,520 | S 17,680 | 33.3%
Non-Contractual Website S 220 | $ 6,000 | S 5780 | 3.7%
Search Engine Optimization S 6,825 | $ 28,500 | S 21,675 | 23.9%
Market Research & email marketing S 5,040 | S 6,000 | S 960 | 84.0%
Internet Marketing (Google, etc) S 34,699 | S 117,860 | S 83,161 | 0.0%
14% Production S 5,694 | S 21,670 | S 15,976 | 0.0%
Banner Adds ( Bay Media) S 1,800 | $ 25,800 | S 24,000 | 7.0%
14% Production $ 4,200 | S 4,200 [ 0.0%
Website Revisions $ 195 [ $ 11,300 [ S 11,105 | 1.7%
Print 3 47,250 | $ 221,600 | S 174,350 | 21.3%
Bay Media Retainer S 10,000 | $ 30,000 | S 20,000 | 33.3%
Content Production S 2,405 | S 12,000 | S 9,595 | 20.0%
Print Advertising S 32,511 | S 140,000 [ S 107,489 | 23.2%
14% Production $ 882 |$ 19600 | S 18,718 | 4.5%
Printing Promotional Materials (brochures) S 1,451 (S 20,000 | S 18,549 | 7.3%
Photography S 500 | $ 15,200 | $ 14,700 | 3.3%
Photo Library $ 500 | $ 7,500 | S 7,000 | 6.7%
Crowd Rift $ 3,000 | S 3,000 | 0.0%
Photo Setup (materials, actors, etc.) S 4700 | S 4,700 | 0.0%
Welcoming Tourists S 885 | $ 85000 | $ 84,115 | 1.0%
Airport Signage/Display - Clear Channel Tallahassee S 8851 S 10,000 | S 9,115 | 8.9%

Draft

R.02/02/22




FCTDC 2020-21 Expense to Budget Report

as of January 31, 2022
DRAFT _
Expensed YTD Budget Balance % Spent
Interpretive Fish Signs and Cleaning Stations S 10,000 | S 10,000 | o0.0%
Historical Signage S 50,000 | S 50,000 | 0.0%
Additional Signage (roadside, storefront, billboards) S 15,000 | S 15,000 | 0.0%
TV, Radio and Webcams S 18,900 | $ 131,200 [ S 112,300 | 14.4%
FCTV Retainer $ 4,800 [ $ 25200 [ S 20,400 | 19.0%
Radio (FSU, Cumulus, Out of Area, etc) S 2,500 | S 10,000 | S 7,500 | 25.0%
Oyster Radio $ 3,000 | $ 10,000 | S 7,000 | 30.0%
Television Advertising S 35,000 | S 35,000 | 0.0%
Video Library $ 3,600 | $ 10,000 | S 6,400 | 0.0%
Commercials / Specials S 10,000 | S 10,000 | 0.0%
Video Production- PSAs $ 5,000 | $ 5,000 | S - 100.0%
Video Production -TV Shows S 26,000 | S 26,000 | 0.0%
Partnerships (co-ops) S 780 | $ 19,500 | S 18,720 | 4.0%
VF State Welcome Center - Kids Corner S 780 | $ 9,000 | S 8,220 8.7%
98 Corridor Mkting $ 5,000 | S 5,000 | 0.0%
COCA Banner S 5,500 | S 5,500 | 0.0%
Special Events and Outreach S 31,468 | $ 79,500 | S 48,032 | 39.6%
Webcam Installation/Maintenance S 2,000 | S 2,000 0.0%
Get-a-Way Contests S 2,253 | S 18,000 | S 15,747 | 12.5%
Hospitality Training S 3,000 | S 3,000 [ 0.0%
Journalists Visits S 10,000 | S 10,000 | 0.0%
Mentoring /Scholarships S 2,000 | S 2,000 | 0.0%
Promotional Items S 5,000 | S 5,000 | 0.0%
Visitor Guide and Office Mailings (Postage) S 15,815
Promotional Mailings (Welcome Centers) S 8,000 | S 8,000 | 0.0%
New Software Advancements - Simpleview S 5,000 | S 15,000 | S 10,000 | 33.3%
Keydata Dashboard S 8,400 | S 8,500 [ S 100 | 98.8%
Forgotten Coast Mobile App S 8,000 | S 8,000 [ 0.0%
Trademark (Pending) S -
Dues and Memberships/Meetings / Conferences S 10,277 | S 20,000 | S 9,723
VF, STS, FOWA, NOWA, COCA, DMO Assn, NWTDCC, S 5,277 | S 7,000 | S 1,723 | 75.4%
Gov Conf. / Conf. and Meetings (registration/accom.) S 5,000 | S 5,000 | 0.0%
Travel - Conferences/ Meetings (perdeim/mileage) S 3,000 | S 3,000 | 0.0%
Explore NW Florida (Riverway South) Membership S 5,000 | S 5,000 | S - 100.0%
RECAP Expensed YTD Budget Balance % Spent
ADMINISTRATION S 30,807 | S 112,000 | S 81,193 | 27.5%
INFRASTRUCTURE S 363,473 |S 1,198,000 | S 834,527 | 30.3%
PROMOTIONS S 202,93 (S 1,097,850 | S 894,887 | 18.5%
TOTAL BUDGET 2020-21 S 597,242 |S 2,407,850 | $1,810,608 | 24.8%

Draft R.02/02/22



FORGOTTEN
COAST

February 2022 Update

We have completed shooting all episodes of
“Forgotten Coast Like A Local” including the bonus
episode.

The shows are as follows: Museums, Tate’s Hell,
Night Life, Fishing, Lighthouses, Flying, and Shopping
& Dining (Bonus Episode).

We produced a short informational piece with Captain
Finn telling viewers how to properly dispose of their
fishing line.

It is our hope to do more of these informational pieces
in the future. As well as some short how to videos
with Capt. Finn.



AARKETING . CONTENT

Februz?.ry 2,2022

To: TDC Board Members
From:|C. Clark R
Subject: February 2022 Marketing Report S

METRICS ANALYSIS OF FEBRUARY 2022 NEWSLETTER

The February newsletter launched Tuesday January 18 to 66,581 recipients. The reader open rate averaged 28% and the
click to open rate averaged 3%. There were 48 trackable links in the newsletter. The highest number of click throughs
registu[ered as follows: Capt. Finn vido trailer (21%), SGI Home Tour (12.6%), Carrabelle History Museum (4%), Plein Air
(3.6%).

EMAIL MARKETING DATABASE DETAILS:
Total Database: June 19, 2011: 7410
Total Database: January 3, 2022: 67,443

MARKETING/MEDIA COORDINATION

Production: Nashville print/digitalProduction: Newsleiter - February

Production: Visit Florida Kid’s Corner hanging banner

Content: Forgotten Coast Like A Local press release

Production: Research Spring Ad Buys

Coor@inate Mid-month Ad Buy (Nashville Magazine, New Orleans Magazine, ROVA magazine)

ACTION ITEMS FOR BOARD

1. Approve three Mid Month early Spring Ad Buys (covers November-February mid-month cycles)
Total Mid Month Advertising/Production: $11,394.30

(Presented via email 1/27 and conditionally approved by Director Solomon and Board Member LaPaz)

Nashville Living — March issue — Annual Beach Issue — Full page ad & editorial content: $2280
ROVA RV Magazine — April/May Issue - Featuring Kayaking & birds — Full page ad and 1 month Leaderboard $5700
New Orleans Magazine — March Gulf Coast Travel Issue. Full page ad plus editorial and digital. $3414.30

2. Approve three Spring/Early Summer Advertising print/digital publications/web marketing.
Total Ad Buy Request: $16,900.

Good Grit Magazine - May/June Issue - Print and Digital. Wanderlust issue featuring island and coastal town hopping.
20k ¢irculation. St. George Island to be prominently featured. Full page and digital content. $6834.
Southern Travel & Lifestyles - May/June - 2 full page spread; Sept/Oct - 1 full page $1596.

Spring Travel Planner - 1/2 page plus editorial in major market travel feature newspaper sections. Print/digital multi mar-
ket/multi publications - 563,000 circulation. (Birmingham News, Gwinnet Daily Post, Louisville Courier Journal, Jackson
Clarion Ledger, Columbus Dispatch, Dallas Morning news, Houston Chronicle, Arkansas Democrat Gazette, Indianapolis
Star, Baton Rouge Advocate, St. Louis Post-Dispatch, Knoxville News, Nashville Tennessean) Includes guaranteed web
clicks (3,000) and reader service response leads. (heavy discount from $18,740 to $8550)




Franklin County Tourist Development Council
850-670-3474 info@saltyflorida.com

Frarpklin County TDC Launches “How to Forgotten Coast Like a Local” Video
Serj

The Franklin County Tourist Development Council (TDC) unveiled its latest marketing endeavor recently - a
seve’;-part video series of How to Forgotten Coast Like a Local. The series launched on December 17", The
third episode features Fishing on the Forgotten Coast and will launch Friday, January 14th. New episodes air
every Friday at 5 pm for the next four weeks.

The video series is not exactly your typical tourism promotion. Narrated by colorful Captain Finn, each video
highlights the area with an amusing twist as wise-cracking Capt Finn bumbles and blusters his way along the
coast visiting area lighthouses, museums, restaurants and nightlife spots from Apalachicola to Carrabelle. He
triej his hand at fishing and even takes to the air for an aerial tour of the coast — quite a feat for Finn who is

from the traditional tourism information video,” says TDC administrator John Solomon. “Our idea is to tell the
story of the many things to see and do in Franklin County in a way that’s entertaining and funny. Capt. Finn
takes you on a lighthearted but well-informed trip of the Forgotten Coast while also getting himself in a little
troyble along the way.”

afrajd of heights.
“W%{wanted to highlight different areas of Franklin County but we wanted to approach the idea differently

During his seven-episode video adventure, Capt. Finn visits area museums, Tate’s Hell State Forest,
CarTabeIIe’s hidden treasures, water fun and fishing, area nightlife, lighthouses, shopping, dining and even an
aerial tour of the coast.

You can view these episodes on the Franklin County Tourism Development Facebook page and the Forgotten
Coast Youtube channel.

731 US Highway 98, Eastpoint, FL 32328 850-670-3474 www.Floridasforgottencoast.com



BAY MEDIA

January 3, 2022

To: TDC Board Members
From: C. Clark A
Subject: January 2022 Marketing Report ”}?“:’"%"5?7

METRICS ANALYSIS OF JANUARY 2022 NEWSLETTER

The January newsletter launched Thursday December 16 to 65,934 recipients. The reader open rate averaged 25% and
the click to open rate averaged 3%. There were 32 trackable links in the newsletter. The highest number of click throughs
registered as follows: Capt. Finn vido trailer (23%), Oyster Cookoff(12%), Carrabelle History Museum (12%).

EMAIL MARKETING DATABASE DETAILS:
Total Database: June 19,2011: 7410
Total Database: January 3, 2022: 66,906

MARKETING/MEDIA COORDIN ATION
Production: Girls Getaway print/digital

Production: Newsletter - J anuary

Production: Visit Florida Kid’s Corner banners to spec
Content: TDC collections Press Release

Content: Dreamscape Magazine Winter Travel



ju;](?bu?
Pl




OYSTER
COOK-OFF [

‘Cookaff January 20-
22

The Sn a1l Butis & Cutks

Ths even, sancaned by e
Oyster Cookoff January 14-15 in Apalachicola  Morcs B3] Asoatir
Cok-0 et oy 1815 £ oromises mere than 41

0 o 3t i st
9093 DO A, g he
et there il e+ Gevred
£99 (T Cuc tnat came ram
e Bt Comte) oot 1
Saturday the 3

Apuactisias an sl Oy
nICounn HEH0rd AMRICCDE 38 Ve Tont Pk, The evm laatures &

CO0-CIF 6 68 Corve 2wt ana ey 4 Sy Of wondertul o

Battle of Midway
Exhibit at Camp
Gardan Johnston in
Janua:

The Camp Garan lernstan
W Mo i Carrasle
- preser el
Ghuring Jaraary or

Frcts Crogi: Photo creat, Negro Laagues eseball Museur.

“Buck” O'Neil Inducted into the Baseball Hall of

Fame

A Carrabua s and basbal sancer ks 41ty recsbres som oven

Fecogiion Johs Jardan *Buce” 0'el ¥. (November 13, 1911

076} a8 posth amca sy incected it 1
rece

83004t 470 Decams Ere st Alncan Arencan coh i Hajor
Loy Ba3eDaIL 1+ i e o0 e Dacarme & piuiar nd renomnen
Sousker 4nd ntense SOl heoid o renem wsesrusg et 0 Shipwrecks of Dog
e e s vec o mafr 54 0 tallorins Ve WO 5t January 15
Lo ose e k) ) Karaas Cok Mmoot CHTIom Mty 1o eeasin e e
MR febres an exmie o Suck et ey

it e Smreks o Dog

i 1863 o0 Satunday, Jaeuery 15
from 10 am 13 noon a1 C-
Quanians Farkna In Carrebele
s crogram wed exgucas oy

Tise Newall Kick off 2022 Season of Classical and *
Jazz Performances in January
Jamuary 9 - Connor Baimey, Classical Gultar - Apsiachicola
Th s Nl Fund o 11 Pertorming A Presacts Conrar barmey,
Clavacal Gutar o7 Jorivary 9, 2022, 384 or ot iy Esacoon Chirch
i Acslchicse. amivecn w 310 perar, s theve wlbe o 0L TR
S g Con e Barmey Rt entertanas e wih by Qo
A58l ke reoericien ot ven. a5 43 vared s the Asoer Muse Fernal
i Corad, 100 L G Festen  Craad, Spbas. v s peror i hehouse Climbve
e thar 350 concerts g s e dormance Yere whl nchude mssc by
Chaceeme, #0d Bt Cove. Dy January 15, 17

APRAEN S1 5. Gy Iskar's st
January 31 - PAMU Jars Al-Stars - Carraballe Cape 5t George Lighthase
130 Nemed Fun for e Peformrg Ari resents /AW Jart ABSEan  ang the Comted Rag:
n Ber by 21, 2022 a3t 8 pm s 6o Carmabede o) Carvatle. Admission i (g s
$20 22 porsan and Uekees can be pu o mead 1 mvance at il each st Fut Moon
v EEATROGE £ Come har he besk ]Z T 08 from Flarda o Sumde, Waary 16, a0t
ASH Unversky i the rtinate st seting of Ml Cerrabele This
PR ramkn at oy s v op cxbegate JAT2 MK ams i the
o e severages anc e to enjey ey

oty berg v
concart. Detask,

ary 28 - Longines Pacsons & Joanna Sobkowska - Carrabele

38 e Func for the Bekorm g Arth Prageats Dus Fakoma - Longreu -
Forscrs B Joanna Somacwske cn nary 38, 2922, o 0 zm o Ry

Camacea 1 Canatiele. Adkvsvon & 13 per parsce, and tickets iy te
purchases i advanc a2 o

astumes Matks ¢0couraged, Enjoy Clsscsl MUK and Jcs by chia
nteraatoolly serisimed oo, Longkve. Porsans has been halac an one of
1 RIS et e lagers. Bian-a SobhTaesk s rmcoge'amd
T L ——

o the U5 Detaib, Authar Series
January 13 in

dstance seating GOk Muzai s Crskderee & rung My o4 the comcet
FRARAT CrEuL M been awarcit 0w U  dozen fep prizes and gokd
RS 11 Naficr i a0 Inter ariensl competEion where A playing mat
oen rmviewed 83 "B baKir 3* and he's boen haked for b Mastery and
RIS ot Ehe keybow 13 cncent s inchude comazabiuns by Pafsh
COmpcsers NG Fraderk: Crepn, Pawel Mybietyn, sd Gradyrs
Becewz etk Ven: phus e b (vlers
Dstuiana, Frvieged
Infrmaron, wa Contic of

WITH CAPT. Fi

aan
TDC Launches Forgotten Coast LIKe A Jenvary 1415 - Disizr

G0t
Local Thounry 13 - Shivacee Ik
Video Series This Winter January 16 - Country
Ha' dr adverturmiama tokow kr s W JonCact P b sken o, EDERERAR "
avund Flondas Fonyofien Camt and shows you how % Forgcten Coast s e
Lw ALl 1 re s s syl v, bnna tans S8
b

rsouTa o mare Thers 8 0¥y e mar 1o eapkie our et pece
ihe iraker bars!

hamuary 17 - o
wem e Chack ol i -

Janunry 20-32

ey
Jemeary 21 - Lg Howed 07




6N

L
yorida :
!l T

S
&
Uy \'e\‘@
" Comty Toyre\

:aus

»

Dec. 8, 2021 — Dreamscapes content — 300 words
Florida’s Forgotten Coast is a Year-Round Coastal Oasis

Franklin County, along Florida’s Northern Gulf Coast, is a year-round coastal oasis with sparkling

beaches, tranquil bay waters and scenic rivers and streams. Dubbed “Florida’s Forgotten Coast™ for its quiet,
laid-back atmosphere, the scenic coastal communities of Apalachicola, Carrabelle, Eastpoint, Allj gator Point
and St. George Island are perfect late winter getaway destinations.

The average winter temperatures along the coast hover in the mid 60s. Off-season lodging prices are generally
lower and the beaches are less crowded than the popular spring and summer. Enjoy a mid-winter getaway that
can include fishing, kayaking, swimming, diving, hiking or eating fresh Apalachicola Bay seafood. More than
80 percent of Franklin County’s 545 square miles is publicly owned with hundreds of miles of rivers, creeks
and coastal shallows to explore. Boat ramps and primitive canoe/kayak launches abound for adventurers. There
are more than 40 camping areas and campgrounds in Franklin County ranging from luxury waterfront RV parks
to primitive woods sites. Many feature nearby boat launches and hiking opportunities.

Winter fun is outdoor fun along the Forgotten Coast. Take a relaxing sunset tour of Apalachicola’s historic
waterfront aboard one of several adventure tour boats or charter an offshore trip in Carrabelle. Enjoy
birdwatching and pet-friendly beaches on St. George Island. There are many fun winter and early Spring events
along the Forgotten Coast including the annual St. George Island Chili Cookoff, Eastpoint Rib Cookoff,
Carrabelle Riverfront Festival and Apalachicola’s Artwalk. In addition, each of the area’s two historic
lighthouses host monthly full moon climbs.

Accommodations range from beachfront vacation rental homes and hotels to camping
facilities. Download the Florida’s Forgotten Coast app and stay up to date on events, activities, lodging specials

and getaway deals at Floridasforgottencoast.com

-30-

731 US Highway 98, Eastpoint, FL 32328 850-670-3474 www.Floridasforgottencoast.com



Franklin County Tourist Development Council

850-670-3474 info@‘salgﬂorida.com

Tourism Numbers Jump 71% in 2020-2021 FY
Franklin County Exceeds More than $2 million for first time

The Franklin County Tourist Development Council (TDC) released 2020-2021 collections numbers this week
and the news is very good for this small rural coastal county. Total collections for the 20-21 fiscal year netted
$2,458,248.97 - 2 71.65% increase over 2019-2020 fiscal year.

“I could not be more pleased,” said FCTDC director John Solomon. “This has been a collaborative effort

between the County Commission, TDC Board members, TDC vendors, lodging providers and hospitality
workers.”

According to Solomon, a one percent lodging tax increase implemented in July bumped collection numbers by
more than 30% during the last three months of the fiscal year. “Without the additional one percent increase
we would've still seen an increase of 46% over the previous fiscal year at $2,115,544.12,” he said, “but the
extra revenue generated this year means we are able to accomplish many important infrastructure
improvements that were otherwise unaffordable for our small coastal communities.” The two previous years
saw increases of 7.4% and 2.1%

Franklin County’s numbers are welcome news to area businesses that rely on the area tourism to survive.
“These increases all happened even when faced with Hurricane Michael aftermath and a worldwide
pandemic,” Solomon said. “I’m pleased with the results and | am proud to be part of a team that loves our
community. It shows in a job very well done."

The TDC unveiled its latest marketing endeavor recently - a six-part video series of How to Forgotten Coast
Like a Local. The series launched on December 17* with the next episode to air on January 7. New episodes
will air every Friday. The Series is narrated by colorful Capt. Finn (FCTV’s Royce Rolstad) as he takes you on a
tour of the Forgotten Coast with a more lighthearted perspective. Join Capt. Finn as he traverses Tate’s Hell
swamp, tour the Forgotten Coast from above, visit local historical museums, peruse the area nightlife and
more. You can view these episodes on the Franklin County Tourism Development Facebook page and the
Forgotten Coast Youtube channel.

731 US Highway 98, Eastpoint, FL 32328 850-670-3474 www.Floridasforgottencoast.com
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Franklin County TDC
Monthly Marketing Report

Jan 1, 2022 - Jan 31, 2022

Report Prepared by 2K Web Group
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WEBGROUP
Website Traffic Summary
@ Organic Search
@ Paid Search
@ Social
@ Direct
Referral
@ Email
Print / Banner
Sessions Pageviews Bounce Rate
61,164 120,418 62.67°
' ’ L) /o
¢ 59.48% t 51.40% t2.63%
Compared to previous year Compared to previous year Compared to previous year
Channel Sessions ~ Pageviews
Organic Search 29,076 59,381
Paid Search 15,742 33,901
Social 8,340 13,375
Direct 5915 9,232
Referral 1,385 3,453
Email 657 987
Print / Banner 49 89

Limited to top 10

Bounce Rate

Goals Completed

1,416

t 24.32%

Compared to previous year

59.24%

61.7%
68.98%
73.88%
56.25%
69.25%

71.43%

Goals Completed

460

368

432

106

44

6



WEBGROUP
Organic Search

® google

@ bing

® yahoo

@ duckduckgo

@ ccosia.org

@ gwant.com

Sessions Pageviews Goals Completed
29,076 59,381 460
+ 70.14% £ 59.05% t 74.90%
Compared to previous year Compared to previous year Compared to previous year

Keyword Clicks ~ Impressions
st george island 1,792 29,890
st george island florida 677 9,283
apalachicola 608 19,476
st. george island 432 5,667
alligator point florida 406 4932
florida's forgotten coast 342 817
forgotten coast 342 1,424
forgotten coast florida 292 906
florida forgotten coast 260 591
apalachicola oyster festival 177 523

Limited to top 10 keywords in Google Search



WEBGROU
Paid Search Campaigns
Ad Budget Spent Sessions Pageviews Goals Completed
$7,065.47 15,742 33,901 368
¢ 74.42% t 64.70% £ 61.37% ¢ 44.31%

Compared to previous year Compared to previous year Compared to previous year Compared to previous year
Keyword Clicks ~ Bounce rate
st george island 3478 64.81%
apalachicola 2,514 55.98%
st. george island florida 1,403 62.48%
saint george florida 1,247 63.2%
hotels in st. george island florida 661 72.04%

Limited to top 5 keywords



WEBGROUP
Paid Print Campaigns
Sessions Pageviews Goals Completed
5 -80.4% §-77.7% No data
Compared to previous year Compared to previous year Compared to previous year

Campaign Sessions v Pageviews Bounce Rate
carvertise / print 14 14 100%
saltwater-fishing-guide / print 9 12 77.78%
saltwater-fishing-guide / banner 8 20 50%
fido-friendly / banner 4 14 50%
boston-magazine / print 4 13 0%
compass-stp / banner 2 2 100%
pensacola-visitor-center-kids-corner / banner 2 2 100%
local-palate / print 1 5 0%
girls-getaway / banner 1 1 100%
living-bird / print 1 1 100%

Limited to top 10 campaigns

Email Newsletters

Sessions Pageviews Goals Completed
65/ 987 6
§-13.0% §-25.7% § -95.45%
Compared to previous year Compared to previous year Compared to previous year
Campaign Sessions v Pageviews Bounce Rate
february 2022 545 811 69.36%
january 2022 77 117 64.94%
2022-01-14 SFN 17 20 88.24%
December 2021 12 28 58.33%
September 3 8 66.67%
February 2021 2 2 100%
october 1 1 100%

Limited to top 10 campaigns



WEBGROUP

INTERNET MARKETING

Social Media

Audience Impressions Engagements Link Clicks

165,404 1,659,008 101,458 9,418

121,749 652,424 29,932 5,351

Previous year Previous year Previous year Previous year

Top Facebook Posts

Top four posts published during the selected time period, based on the post’s lifetime performance.

Average Average Engagement
Reach per Potential Rate (per
Post Published Date Impressions Post Reach per Post Impression) Engagements yReactions Comments Shares
0 Franklin County Tourist Development C,.. Wed, Jan 5, 2022 173,814 135,154 N/A 11% 19,086 11,949 173 208
12:13 pm EST
Somebody didn't get the
message about not getting
wet. 8¢ & % 7° @ Instagra,..
TR Post by Tina R.
0 Franklin County Tourist Development C... Tue, Jan 18, 2022 132,709 72,351 N/A 5.6% 7,409 390 36 33
7:13 pm EST
Special Offers & Packages...
Looking for an uncrowded,
uncomplicated, fresh air kind...
TR Post by Tina R.
ﬁ Franklin County Tourist Development C... Mon, Jan 24, 2022 39,646 27,039 N/A 15.5% 6,156 4,359 168 176
. 8:00 pm EST
Who can resist watching the
sun set over St. George Island?
= U7 @ Facebook Kitana...
TR Post by Tina R.
9 Franklin County Tourist Development C... Mon, Jan 10, 2022 28,036 18,179 N/A 18.1% 5,065 3,322 103 68
11:58 am EST

65 degrees on St. George
Island is sweater weather!
What do you think? € = 78 i@

TR Post by Tina R.

Instagram Top Posts & Stories
Top four posts and stories published during the selected time period, based on the post or story’s lifetime performance.

Average Average Engagement
Reach Potential Reach Rate (per
Post Published Date Impressions  per Post per Post Impression) Engagements wReactions Comments Shares
forgottencoast Tue, Jan 18, 2022 7,107 7,094 N/A 7.4% 524 501 9 N/A
3:00 pm EST
Winters are lovely and quiet on
- SGL.® U7 @ Instagram:
tammers62 ? St. George...
TR Post by Tina R.
forgottencoast Thu, Jan 6, 2022 5,314 4,957 N/A 8.2% 435 414 13 N/A
3:00 pm EST
You know you're almost there
when... & © 7 @ Instagram:
shorelinelife01 ! St. George...
Post
forgottencoast Wed, Jan 5, 2022 3,133 3,032 N/A 11.4% 357 348 6 N/A
. 3:00 pm EST
All you can do is celebrate
those Carrabelle views. == © 71
&8 Instagram: belikeeileen ? ...
TR Post by Tina R.
forgottencoast Tue, Jan 11, 2022 3,619 3,499 N/A 9.2% 334 327 1 N/A
3:00 pm EST
’ Another one for the books.

© 7 @ Instagram: salyhumo
? Apalachicola, FL...

TR Post by Tina R.



WEBGROUP
Goals Completed:
Accommodation Requests
Total Completions
257
* 105.60%
Compared to previous year
—— Total Completions
20
15
10
5
0Jan 1 Jan4 Jan7 Jan 10 Jan 13 Jan 16 Jan 19 Jan 22 Jan 25 Jan 28 Jan 31

@ Organic Search
@ Paid Search
® Social
@ Direct

Referral
@ Email

Organic Search 120
Paid Search 97
Social 16
Direct 14
Referral 8

Limited to top 5



WEBGROUP
Goals Completed:
[ ] [ ] [ ]
Visitor Guide Requests
Total Completions
¢ 58.51%
Compared to previous year
—— Total Completions
30
20
10
0Jan 1 Jan 4 Jan7 Jan 10 Jan 13 Jan 16 Jan 19 Jan 22 Jan 25 Jan 28 Jan 31

® Social
@ Organic Search
@ Paid Search
@ Direct

Referral
@ Email

Channel Total Completions ~

Social 150
Organic Search 127
Paid Search 122
Direct 28
Referral 18

Limited to top 5



WEBGROUP

INTERNET MARKETING

—— Total Views

40

30

20

10

Goals Completed:
Visitor Guide Views

Total Views

387

mp

Jan 1

Channel

Organic Search
Social

Paid Search
Direct

Referral

Limited to top 5

Jan 10 Jan 13

Jan 19 Jan 22

® Social
@ Organic Search
@ Paid Search
@ Direct

Referral
@ Email

Total Views ~

Jan 31

119

119

104

32

11



WEBGROUP
Goals Completed:
[ ]
Newsletter Signups
Total Completions
* 81.40%
Compared to previous year
—— Total Completions
40
30
20
10
0Jan 1 Jan 4 Jan7 Jan 10 Jan 13 Jan 16 Jan 19 Jan 22 Jan 25 Jan 28 Jan 31

©® Social
@ Organic Search
@ Paid Search
@ Direct

Referral

Social 147
Organic Search 88
Paid Search 44
Direct 27
Referral 6

Limited to top 5



WEBGROUP

NNNNNNNNNNNNNNNNN

Goals Completed:
Getaway Signups

Total Completions

Compared to previous year

—— Total Completions
1

0.75
0.5
0.25
0
No data
Channel Total Completions ~
No data

Limited to top 5



WEBGROUP

INTERNET MARKETING

Goals Completed:
Contact Form

Total Completions

13

2 85.71%

Compared to previous year

—— Total Completions
2

1.5
1
0.5
0

Jan 1 Jan 4 Jan7 Jan 10 Jan 13 Jan 16 Jan 19 Jan 22 Jan 25 Jan 28 Jan 31

@ Organic Search
@ Direct

©® Referral

@ Paid Search

Channel Total Completions ~

Organic Search 6
Direct 5
Referral 1
Paid Search 1

Limited to top 5



WEBGROUP
Most Popular Pages

Page Sessions v Pageviews Bounce Rate
/st-george-island/ 13,059 16,499 64.38%
/ 6,247 8,186 68.51%
/apalachicola/ 5,337 6,674 64.17%
/things-to-see-do/ 2,254 3,625 56.92%
/things-to-see-do/webcams/st-george-island-florida-webca... 2,010 2,782 78.56%
/alligator-point/ 1,672 2,429 70.28%
/places-to-stay/ 1,521 3,969 31.23%
/places-to-stay/vacation-rentals/ 1,491 4,670 29.58%
/event/oyster-cook-off/ 1,460 1,945 60.07%
/carrabelle/ 1,347 2,064 61.17%
/event/butts-clucks-cook-off-on-the-bay-2/ 708 981 64.12%
/business/st-george-island-state-park/ 577 1,402 34.66%
/things-to-see-do/beaches/ 573 1,183 72.6%
/events/ 538 2,846 64.5%
/event/chili-cook-off/ 503 602 73.36%
/things-to-see-do/fishing/fishing-resources/seasonal-fishin... 395 478 72.15%
/eastpoint/ 392 629 66.58%
/event/forgotten-coast-plein-air/ 341 458 52.49%
/places-to-stay/campgrounds/ 338 1,087 30.18%
/event/st-george-island-tour-of-homes/ 333 437 66.07%
/things-to-see-do/food-drink/ 321 2,243 63.86%
/things-to-see-do/fishing/ways-to-fish/shore-fishing/ 281 368 75.8%
/event/mardi-gras-barkus-parade-2/ 257 304 80.16%
/e-newsletter/ 229 668 48.47%
/things-to-see-do/webcams/ 227 864 23.79%

Limited to top 25



WEBGROUP

INTERNET MARKETING

Top Cities

Sessions v

Bounce Rate

Orlando
Atlanta
Tallahassee
Eastpoint
Chicago
Port St. Joe
Jacksonville
(not set)
Nashville
New York
Tampa
Dallas
Charlotte
Indianapolis
Panama City Beach
Birmingham
Miami
Louisville
Columbus
Panama City
Knoxville
Minneapolis
Memphis
Washington

Houston

Limited to top 25

Florida
Georgia
Florida
Florida
lllinois
Florida
Florida
Florida
Tennessee
New York
Florida
Texas
North Carolina
Indiana
Florida
Alabama
Florida
Kentucky
Ohio
Florida
Tennessee
Minnesota
Tennessee
District of Columbia

Texas

3,322
2,594
1,760
1,373
1,100
984
908
746
689
584
511
498
368
355
347
345
336
332
311
300
274
258
246
245

241

Pageviews

5,353
4,734
3,126
2,406
2,047
2,049
1,585
1,533
1,441
960
866
798
701
671
786
666
533
723
622
562
631
474
483
465

460

64.87%

62.37%

63.81%

59.58%

66.18%

54.57%

64.43%

59.79%

64.44%

71.4%

66.54%

72.09%

67.93%

62.54%

53.31%

59.71%

70.54%

62.05%

71.7%

63.33%

60.58%

68.99%

65.45%

64.08%

67.22%



2021 VISITOR TRACKING

Month
Apalachicola EPVC SGI Carrabelle Total
January 1,238 207 480 169 2,094
February 1,032 254 812 142 2,240
March 1,940 336 1,280 263 3,819
April 1,426 270 1,396 54 3,146
May 2,006 272 1,276 232 3,786
June 1,520 346 1,372 391 3,629
July 1,416 403 1,382 309 3,510
August 905 216 944 223 2,288
September 1,814 152 836 206 3,008
October 1,452 210 1,126 230 3,018
November 1,005 211 841 141 2,198
December 848 202 779 88 1,917
TOTAL 34,653
2022 2020 24,263
January 1,048 317 853 220 2,438































FRANKLIN COUNTY TOURISM
PERFORMANGE REPORT

Copyright 2022 Carvertise Inc. All rights reserve
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QUANTITATIVE NASHVI I_I_E
PERFORMANGE DATA

CAMPAIGN CAMPAIGN DELTA
EXPECTATIONS PERFORMANCE

MILES/CARS +80

MILES/FLEET +399

IMPRESSIONS/CAR +11,651

IMPRESSIONS/FLEET +58,254
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QUANTITATIVE TAM PA
PERFORMANCE DATA

CAMPAIGN CAMPAIGN DELTA
EXPECTATIONS PERFORMANCE

MILES/CARS +89

MILES/FLEET +443

IMPRESSIONS/CAR +12,936

IMPRESSIONS/FLEET +64,678




QUANTITATIVE

THE DOORDASH DRIVERS

—— HAVE EXCEEDED EXPECTATIONS BY ——

+893 MILES AND
+130,378 IMPRESSIONS

RESULTINGINAN ——

ADDITIONAL $335

WORTH OF

BRAND AWARENESS



FRANKLIN COUNTY TOURISM
PERFORMANGE REPORT

Copyright 2022 Carver