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TRAVEL MARKETING

CAMPAIGN UPDATE

e During the month of June, the Tempest team optimized the Sing Out Loud annual event
page.

e The team optimized the Things to Do page.

e The team also optimized the Fountain of Youth page.

e \We optimized the Historic Forts page.

e Additionally, the team created and deployed the June email.

DISCLAIMER: We've begun reporting on more GA4 data within this monthly report, and will continue to replace

Universal Analytics (UA) data in the monthly reports in the months leading up to July 1.
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SITE PERFORMANCE
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TRAVEL MARKETING | GA4

TOP-LEVEL PERFORMANCE
GOOGLE ANALYTICS 4

In June, all of your top level performance saw great increases compared to last year.

199,189 website sessions 102,068 cngsged sessions

154,992 website users 91.24% engagement Rote

314,663 rageviews 0:02:235 Average Engagement Time per session
14,510 organic website Users
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TRAVEL MARKETING

TOP-LEVEL PERFORMANCE

UNIVERSAL ANALYTICGS

203,486 Visits to Website 0:01:19 Average Time on Site
156,094 Users 73690/0 New Sessions
320,232 Pageviews 72180/0 Bounce Rate

157 Pageviews per Visit 28580/0 50% Scroll Depth
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TRAVEL MARKETING | GA4

SESSIONS

Visits captured by the website saw a nice 46 percent increase compared to June 2022.
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TRAVEL MARKETING | GA4

TOP TRAFFIC SOURGES

In June, we continue to see strong traffic increases coming from most of your top channels.

google / organic

google / cpc

(direct) / (none)
facebook-instagram / video
facebook-instagram / social
visitflorida.com / referral
hybrid-theory / display
sojern / display
m.facebook.com / referral
newsletter / email
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TRAVEL MARKETING | GA4

ENGAGED SESSIONS

In June, we saw over 102k engaged sessions on the site, a8 57 percent increase

compared to last year, with an average duration of 02:25.
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ENGAGEMENT RATE

In June, the engagement rate increased 7 percent compared to last year.
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TRAVEL MARKETING

KEY PERFORMANCE INDICATORS

Compared to last year, we are seeing nice increase from BookDirect Clicks up 101 percent
year-over-year.

687 Requests for Physical Guides

72 eNewsletter Signups

10,400 Clicks on Partner Listings
2,283 BookDirect Clicks
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TRAVEL MARKETING

PARTNER LISTING CLICKS

Castillo de San Marcos National Monument your top partnerin June, and also saw the highest year-over-year

increase of 144.

Castillo de San Marcos National Monument
St. Augustine Alligator Farm Zoological Park
St. Augustine Lighthouse & Maritime Museum
Old Town Trolley Tours St. Augustine

Fort Matanzas National Monument
Marineland Dolphin Adventure

Red Express Tours

Ponce de Leon's Fountain of Youth Archaeological
Park

The Collector Luxury Inn & Gardens

Barney's Beach Service
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TRAVEL MARKETING

ORGANIC PERFORMANCE

rch contributed 38 percent of the overall website visitatio

77,847 visits to Website 001 44 Average Time on Site
64,314 Users 73460/0 New Sessions
131,407 Pageviews 63590/0 Bounce Rate

169 Pageviews per Visit



Sessions

TRAVEL MARKETING | GA4

ORGANIC SEARCH

Organic search traffic increased by 38 percent compared to last year.
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TRAVEL MARKETING

TOP LANDING PAGES

In June, the Florida’s Historic Coast 6 Best Beaches blog (+115%) and 4th of July event page

(+285%) recently optimized by the Tempest team saw a nice increase compared to last year.

www.floridashistoriccoast.com/things-to-do/

www.floridashistoriccoast.com/things-to-do/free/

www.floridashistoriccoast.com/blog/floridas-historic-coast-
6-best-beaches/

www.floridashistoriccoast.com/

www.floridashistoriccoast.com/events/this-weekend-in-st-
augustine-events-things-to-do/

www.floridashistoriccoast.com/events/holidays/july-4th/

www.floridashistoriccoast.com/events/

www.floridashistoriccoast.com/events/st-augustine-2023-
pride-parade/

www.floridashistoriccoast.com/blog/floridas-family-friendly-
coast/

www.floridashistoriccoast.com/things-to-
do/history/fountain-youth/
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TRAVEL MARKETING | GA4

SESSIONS BY CITY

The Miami market saw a huge increase of 95 percent, Tampa saw a 38 percent increase and

Jacksonville saw a 31 percent increase year-over-year.
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