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TRAVEL MARKETING

CAMPAIGN UPDATE

e During the month of December, the Tempest team optimized the Shopping Things to Do
page.

e The team optimized the Attractions Open New Years blog.

e The team also optimized the Romance in St. Augustine & Ponte Vedra blog.

e We optimized the PLAYERS Championship annual event page.

e Additionally, the team created and deployed the December email.
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SITE PERFORMANCE
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TOP-LEVEL PERFORMANCE
GOOGLE ANALYTICS 4

In December, we continued to see increases with all of your top level performance compared to last year.

350,768 Website Sessions 191,864 Engaged Sessions
256,757 Website Users 54700/0 Engagement Rate

610,064 Pageviews 00407 Average Engagement Time per Session
162,267 Organic Website Users
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SESSIONS

Total sessions to the website saw a 8 percent increase compared to December 2022.
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TOP TRAFFIC SOURGES

In December, Google organic was your top traffic source, up 21 percent year-over-year. We saw the highest

increase from Yahoo organic r up 111 percent and Bing organic up 83 percent compared to last year.
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ENGAGED SESSIONS

In December, we saw nearly 192k engaged sessions on the site, a 20 percent

increase compared to last year, with an average duration of 04:07.
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ENGAGEMENT RATE

In December, the engagement rate increased 11 percent compared to last year.
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KEY PERFORMANCGE INDICATORS

Compared to last year, we are seeing nice increases from the newsletter signups up 208
percent and a 135 percent increase from bookdirect clicks year-over-year.

662 Requests for Physical Guides

477 eNewsletter Signups

20,595 Clicks on Partner Listings
6,542 BookDirect Clicks
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PARTNER LISTING CLICKS

We continue to see the highest increase again from the Homewood Suites by Hilton up 894 percent and the

Alligator Farm Zoological Park up 158 percent compared to last year.

Old Town Trolley Tours St. Augustine
Red Express Tours

The Tasting Tours

St. Augustine Land & Sea Tours

Castillo de San Marcos National Monument

Embassy Suites by Hilton St. Augustine Beach
Oceanfront Resort

St. Augustine Eco Tours

St. Augustine Alligator Farm Zoological Park

Homewood Suites by Hilton St. Augustine San
Sebastian

Aviles Restaurant
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HISPANIC MICROSITE
PERFORMANGE

2,725 visits to Website 2,400 Organic Sessions
2,297 Users 00528 Average Time on Site
5,565 Pageviews 65030/0 Engagement Rate

1,772 Engaged Sessions
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ORGANIC PERFORMANCE

rch contributed 46 percent of the overall website visitatio

162,267 visits to website 64.88% cngagement rote
116,997 users 0:04:36 Average Time on site
281,998 rageviews 94.23%0 new sessions
105,283 £ngsged sessions 39.12% sounce rate



Sessions
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ORGANIC SEARCH

Organic search traffic increased by 22 percent compared to last year.
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TOP LANDING PAGES

In December, the Nights of Lights page continued as your top landing page (+26%). We also saw a huge increase

from the What’'s Open for Christmas blog (+55%) and Free Things to Do page (+117%) page.

/nights-lights/

/events/holidays/nye/

/events/holidays/christmas/
/nights-lights/noches-de-luces/
/blog/whats-open-for-christmas/
/nights-lights/nights-of-lights-free-shuttle/
/events/the-very-un-merry-grinchmas-ride/
/things-to-do/free/
/events/this-weekend-in-st-augustine-events-things-to-do/
/
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SESSIONS BY CITY

The Miami market continues to see huge increases, up 178 percent. We saw the highest

increase from the Austin market, up 562 percent increase year-over-year.
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TRAVEL MARKETING

LOOKING AHEAD

e During the month of January, the Tempest team will optimize the St.

Augustine Amphitheatre Live Music Venues page.

e The team will optimize the Nightlife page.

e The team will also optimize the Fort Mose Jazz & Blues Series Music
Festivals page.

e We will be optimizing the Biketoberfest annual event page.

e Additionally, the team will create and deploy the January email.

TASK TERMINOLOGY

Optimize - Tempest updates metadata, image alt text, publish date and link sculpts.
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