
ADA ASSISTANCE: If you are a person with a disability who needs special accommodations in order to participate in this proceeding, 
please contact the County Administrator's Office, by phoning (305) 292-4441, between the hours of 8:30 a.m. - 5:00 p.m., no later than 
five (5) calendar days prior to the scheduled meeting; if you are hearing or voice impaired, call "711". 

AGENDA 
MONROE COUNTY TOURIST DEVELOPMENT COUNCIL 

DISTRICT IV ADVISORY COMMTTEE 
REGULAR SESSION, TUESDAY, APRIL 9, 2024 2:00 p.m. 

Join Zoom Meeting https://us02web.zoom.us/j/87688258935 

The meeting may also be accessed: 
Meeting ID: 876 8825 8935 
 
One tap mobile 
+13052241968,,87688258935# US 
+13017158592,,87688258935# US (Washington DC) 
 
*Any person that wishes to be heard on any agenda item shall notify administrative staff prior to the start of the meeting. 
A. CALL TO ORDER 
B. ROLL CALL 
C. AGENDA: 
 1. Additions to and Approval of the Agenda/Bulk Items 
 
D. APPROVAL OF THE MINUTES: 

1. March 12, 2024  Regular Meeting Minutes 
2. January 30, 2024  TDC Meeting Minutes - FYI 

 
E. Budget: 
 1. FY 2024 Budget 
 2. Four Penny Revenue Report 
 
F. District IV Public Relations 
 1. Monthly Report from NewmanPR – FYI  
 
G. ADVERTISING: 

1. Advertising Recap – FYI 
 
H.        MARKET RESEARCH: 

1.           D360 Report and Key Data Vacation Rental Report – FYI  

I. VIS REPORTS: 
 1. Visitor Information Services Report – FYI 
  
J. WEBSITE: 

1. Two Oceans Digital Report – FYI 
2. District Google Analytics 
3. Consideration and Action re: District Webcams 

 
K. OLD BUSINESS: 
 
 
 
 
 

https://us02web.zoom.us/j/87688258935


 
L. NEW BUSINESS: 

1. Operations Manual Update - FYI 
2. Update re: March 26, 2024 TDC Meeting 
3. Consideration and Action re: Amendment to Agreement with Islamorada Chamber for Visitor 

Information Services  
4. Review of Recent Events Funded by DAC  

 

M. GENERAL DISCUSSION 
N. PUBLIC/INDUSTRY INPUT 
O. ADJOURNMENT 
PLEASE ADVISE THE ADMINISTRATIVE OFFICE IF YOU ARE UNABLE TO ATTEND THE MEETING 
AT 305-296-1552 OR 1-800-648-5510 



D.1.
District IV Advisory Committee Meeting   

The March 12, 2024 Meeting of the District IV Advisory Committee of the Monroe County Tourist 
Development Council was called to order by Chairperson John Harrison at 2:00 p.m. via Zoom. 

DAC Members Present Were: Ms. Deborah Gillis, Ms. Mary Beth Harris, Ms. Tiffiany Holmes, Mr. 
Hunter Kinney, Mr. Lou Sena (arrived at 2:02), Ms. Margie Smith (arrived at 2:02), and Mr. Rob 
Stober 

DAC Members Absent Were: Mr. Michael Walsh (2nd absence in a row) 

Agencies Present Were: Mr. John Underwood, Mr. Eric Gitlin and Ms. Jaclyn Fortier – Tinsley 
Advertising, Ms. JoNell Modys - Web Editor and Public Relations Stringer NewmanPR, Ms. Elaine 
Cooke and Ms. Karissa Hamilton – Two Oceans Digital 

Administrative Staff Present Were: Ms. Maxine Pacini and Ms. Ammie Machan 

Approval of the Agenda and Agenda Bulk Agenda Items: Ms. Gillis moved approval of the agenda as 
presented with the following bulk agenda items: 

D.1. January 23, 2024 Regular Meeting Minutes
D.2. December 19, 2023 TDC Meeting Minutes – FYI
E.1. FY 2024 Budget
E.2. Four Penny Revenue Report
F.1. Monthly Report from NewmanPR – FYI
G.1. Advertising Recap - FYI
H.1.  D360 Report and Key Data Vacation Rental Report - FYI
I.1. Chamber Visitor Information Services Report – FYI
J.1. Two Oceans Digital Report – FYI
J.2. District Google Analytics
L.1. Operations Manual Update – FYI
L.2. Annual Report – FYI
L.3. Updated DAC Meeting Schedule – FYI
L.4. Update re: January 30, 2024 TDC Meeting
L.5. Update re: February 20, 2024 Special TDC Meeting
L.6. Consideration and Action re: Amendment to Agreement with Reef Renewal USA, Inc. for Reef

Renewal – Coral Restoration – Islamorada 2024 
L.10. Consideration and Action re: Amendment to Agreement with Mote Marine Laboratory, Inc. for

the – Mote – Coral Restoration – Islamorada 2024 Project 
L.11.  Consideration and Action re: Amend Previously Approved Amendment to Agreement with The

Coral Restoration Foundation, Inc. for the CRF – Coral Restoration – Islamorada 2024 Project 

Mr. Stober seconded. Motion passed unanimously.  

Capital Application Workshop: TDC Staff were in attendance and provided a workshop for those 
persons interested in applying for funding. 

Event Application Workshop: TDC Staff were in attendance and provided a workshop for those 
persons interested in applying for funding. 

DRAFT
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Consideration and Action re: Additional Summer Media: Mr. Eric Gitlin presented a proposal to utilize 
$72,000 DAC IV Advertising Resources to protect summer and early fall business. The proposal 
included digital advertising targeted to the Florida drive market. Mr. Sena recommend adding the 
Naples market to the campaign. 
 
Ms. Gillis moved approval of the Additional Summer Media proposal as presented with the addition of 
the Naples market, Ms. Smith seconded. Motion passed unanimously.  
 
Media Plan Workshop: Mr. Gitin reviewed the FY 2024 Media plan and sought input for the 
development of the FY 2025 Media plan. 
 
Mr. Sena suggested removing spot market television from the District IV plan and reallocating those 
funds to digital marketing efforts. Mr. Gitlin responded that he felt as if there is value in the branding 
of the District with spot market television, but that the agency would take whichever direction the DAC 
wanted. Mr. Harrison said that he felt that the District should keep the spot market advertisements as 
it does help brand the District to visitors. Ms. Gillis was in agreement. Ms. Holmes commented that it 
is important to let visitors know about all the different locations in the Keys.  
 
Review of Recent Events Funded by the DAC: The following event had taken place since the last 
DAC meeting: 
 
Island Boat Show: Island Community Church, Inc. was allocated $10,000 for Island Boat Show in 
January 2024. A written report was provided in the meeting packet.  
 
Consideration and Action re: Amendment to Agreement with Friends of the Pool, Inc. for the Alligator 
Light Station Phase I Project and Alligator Light Station Phase I Part II Project: Friends of the Pool, 
Inc. is requesting to extend the completion date of the projects to September 30, 2025. 
 
Ms. Gillis moved approval to extend the completion date of the Agreements with Friends of the Pool, 
Inc. for the Alligator Light Station Phase I and Alligator Light Staton Phase I Part II Project to 
September 30, 2025, Ms. Holmes seconded.  
 
There being no further business the meeting was adjourned at 3:08 p.m. 

DRAFT



Monroe County Tourist Development Council Meeting    
The January 30, 2024 meeting of the Monroe County Tourist Development Council was called to 
order by Chairperson Rita Irwin at 10:00 a.m. at the Murray Nelson Government Center in Key Largo. 

TDC Members in Attendance: Mr. George Fernandez, Mayor Teri Johnston, Ms. Peg Laron, Mayor 
Holly Raschein, Ms. Diane Schmidt, Ms. Patti Stanley (arrived at 10:12) 

TDC Members Absent: Mr. Timothy Root (1st absence in Fiscal Year) and Ms. Gayle Tippett (1st 
absence in Fiscal Year) 

District Advisory Committee Chairpersons Present Were: Mr. Steve Robbins (DAC I), Ms. Vicki 
Tashjian (DAC III), Mr. John Harrison (DAC IV), and Ms. Suzanne Holmquist (DAC V) 

District Advisory Committee Representative/Chairperson Absent Were: Ms. Penny Underwood (DAC 
II) 

Agencies Present Were: Mr. John Underwood and Mr. Eric Gitlin - Tinsley Advertising; Mr. Andy 
Newman, Ms. Ashley Serrate, and Ms. JoNell Modys,– NewmanPR; Ms. Karissa Hamilton – Two 
Oceans Digital 

Staff Present Were:  Ms. Christine Limbert – Assistant County Attorney, Ms. Kelli Fountain – TDC 
Director of Market Research, Ms. Maxine Pacini and Ms. Ammie Machan  

Approval of the Agenda: Mayor Johnston moved approval of the agenda as presented, Mr. 
Fernandez seconded.  Motion passed unanimously. 

Approval of the Minutes: Mr. Fernandez moved approval of the December 19, 2023 TDC meeting 
minutes as presented, Ms. Laron seconded.  Motion passed unanimously. 

Approval of the Agenda Bulk Items: Mr. Fernandez moved approval of the following bulk items:   

F. Administrative
1. Status Report
3. Operations Manual Update – FYI
4. TDC Annual Report - FYI

G. Budget
1. Four Penny Revenue Report

H. Advertising
1. Review of monthly accounting breakdown & FY 2024 Generic Destination & Umbrella campaign recap
2. Response Report – FYI
3. Advertising Recap – FYI
4. Search Engine Marketing Report – FYI
6. Consideration and Action re: Messaging on the 18-mile Stretch Outdoor Board

I. Film Commission
1. Status Report

J. Public Relations
1. Status Report
2. Ameurop Report

K. Sales and Marketing
1. Status Report

D.2.
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L. Research 
    1. Status Report 

2. Review of VIS Call Reports 
3. Monitoring Economic Status Update 
 

M. Website 
1. Website Status Report 

 
N. TDC Related Items 
 1. Consideration and Action re: Approval of Waivers of Standard of Conduct  
 2. Revised Capital Project Funding Application – FYI 
 3. Consideration and Action re:  Revised FY 25 Destination/Turnkey Event Funding Application  
    
O. District Advisory Committee Items 

1. District I  
a). DAC I December 6, 2023 Regular Meeting Minutes – FYI 

2. District II 
a). DAC II December 5, 2023 Regular Meeting Minutes – FYI 

3. District III 
a). DAC III December 6, 2023 Regular Meeting Minutes – FYI 

4. District IV 
a). DAC IV December 5, 2023 Regular Meeting Minutes – FYI 
b). Consideration and Action re: Mr. Hunter Kinney/Tourist Related Representative 

5. District V 
a). DAC V December 5, 2023 Regular Meeting Minutes – FYI 

 
P. Cultural Umbrella 

1. Minutes of Cultural Umbrella Meeting – FYI 
 
Q. Fishing Advisory Committee 
 1. Minutes of Fishing Advisory Committee Meeting – FYI 
  
R. Dive Umbrella 

1. Minutes of Dive Umbrella Meeting – FYI 
 

Ms. Schmidt seconded. Motion passed unanimously. 
 
Interim Director’s Report: Mr. George Fernandez provided an update on his activities as Interim 
Marketing Director. He stated that he has been signing off on invoices and meeting with staff as 
needed.  
 
Ms. Tina Boan provided a brief update on the audit. She stated that the audit was approximately 
halfway completed and running on schedule. Ms. Christine Limbert stated that she anticipated that 
the risk assessment would be completed after the audit has been completed, as the audit might guide 
some of the recommendations in the risk assessment.  
 
Ms. Irwin stated that she had called the Clerk of the Court for an update on the various audits. She 
stated that the Clerk stated that the 1st audit has been completed and published. The forensic audit 
was in process. The audits of the three agencies were currently ongoing. Ms. Irwin reported that as 
the Clerks office did not have an expert on social media on staff, that Cherry Bekaert Advisors LLC. 
had been retained to assist with the social media aspects of the audit of Two Oceans Digital.  
 
Ms. Irwin expressed concern over the development of the FY 2025 budget in the absence of the 
Marketing Director. Ms. Boan responded that she anticipated that the same timeline for the 
development of the budget would be utilized. 
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Ms. Schmidt asked about the development of the annual Marketing Plan. Ms. Boan responded that as 
with the budget, the normal procedure for the Marketing Plan would be followed. Ms. Pacini was in 
agreement that the normal timeline would be followed.  
 
Mr. Fernandez as Interim Marketing Director would lead the process for both the Budget and 
Marketing Plan.  
 
Consideration and Action re: Winter Media Spend: Mr. Gitlin presented a proposal to utilize $384,745 
Generic Advertising Resources to target international overseas markets in the consumer and travel 
trade markets to run March and April 2024.  
 
Mr. Fernandez moved approval of the proposed Winter Media spend in an amount not to 
exceed $384,745 FY 2024 Generic Advertising Resources, Ms. Schmidt seconded. Motion 
passed unanimously.   
 
Presentation: Current PR: Mr. Andy Newman presented recent Public Relations activities including 
sponsorship of Florida Keys Days in Tallahassee which coincided with Jimmy Buffett day in the 
House and the Senate. Mr. Newman also showed coverage of underwater Santa in Marathon, a 
Monroe County Sherrif officer acting the Grinch in Key Largo, Key West High school band marching 
in the London New Year’s Day parade, CNN coverage of New Years in Key West, and a turtle 
release.   
 
Coverage of Public Relations segment of the Own a City Minneapolis/St Paul marketing campaign 
was also presented. Ms. Ashley Serrate presented a content creators campaign which featured three 
content creators from the Minneapolis/St. Paul area. This campaign produced 3 blog posts, 25 social 
media posts and one long form YouTube video. The campaign has more than 3.2M impressions and 
a reach of 2.7M. A video from each creator was shown. Mr. Andy Newman presented a trip giveaway 
in partnership with Kare11 News in Minneapolis/St. Paul.  
 
There being no further business, the meeting was adjourned at 11:13 a.m.    
 

Visit Florida Keys Meeting 
 
The January 30, 2024 meeting of Visit Florida Keys was called to order by Chairperson Rita Irwin at 
11:13 a.m. at the Murray Nelson Government Center in Key Largo.  
 
TDC Members in Attendance: Mr. George Fernandez, Mayor Teri Johnston, Ms. Peg Laron, Mayor 
Holly Raschein, Ms. Diane Schmidt, Ms. Patti Stanley  
 
TDC Members Absent: Mr. Timothy Root and Ms. Gayle Tippett 
 
Consideration and Action re: Visit Florida Keys Portion of the December 19, 2023 meeting minutes: 
Ms. Laron moved approval of the Visit Florda Keys Portion of the December 19, 2023 meeting 
minutes as presented, Mr. Fernandez seconded. Motion passed unanimously.   

 
There being no further business of the corporation, the meeting was adjourned at 11:13 a.m. 



DAC IV MONROE COUNTY TOURIST DEVELOPMENT COUNCIL E.1.
FISCAL YEAR 2024

March 25, 2024
Revenue 3,310,800

5% Reserve State Statute 129.01 (165,540)

3,145,260

Fund Balance Forward Revenue / Expense Variance (679,872)

Fund Balance Forward - Contracted Commitments (EVENTS/CAPITAL) 767,015

Event Resources Forward 75,000

Capital Resources Brought Forward 0

Fund Balance Forward - Promotional Resources 87,039

Fund Balance Forward - Capital Economic Disaster 600,000

Fund Balance Forward - Special Public Faciliteis 2,996,377

6,990,819

Spend Category Cost Centers Appropriations Expenses Emcumbrances Balance

SC_00069 COMMISSIONERS & FEES (FINANCE) 70003 0 0

SC_00039 ADMINISTRATION RESOURCES 70003 60,723 60,723

SC_00046 UTILITIES 70003 6,000 (350) 5,650

SC_00036 ADMINISTRATION SERVICES 70003 130,000 (40,628) 89,372

ST_CA007 COUNTY COST ALLOCATION 86534 13,002 13,002

SC_00036 DISTRICT TELEMARKETING  (VIS) 70010 165,375 (68,906) (96,469) 0

SC_00066 DAC IV AD CAMPAIGN 70020 677,576 (676,801) (775) 0

SC_00036 DAC IV WEBCAM 70020 21,000 (10,400) (10,600) 0

SC_00039 DAC IV PROMOTIONAL RESOURCES 70020 87,039 87,039

SC_00039 DAC IV CAPITAL PROJECTS RESOURCES 70040 0 0

SC_00062 ALLIGATOR REEF LIGHT STATION PHASE 1 FY23 70041 115,000 115,000

SC_00062 LIBRARY BEACH PARK PLAYGROUND FY23 70041 245,960 245,960

SC_00062 NATIONAL MARINE SANCTUARY ANCHOR INSTALLATION FY23 70041 140,000 (120,264) 19,736

SC_00062 REEF CONSERVATION CENTER FY23 70041 201,805 201,805

SC_00062 GREEN TURTLE HAMMOCK NATURE PRESERVE EXTERIOR WAYSIDES F 70041 14,250 (9,357) 4,893

SC_00062 ISLAMORADA BEACH CLEANING 70041 99,000 (31,403) 67,597

SC-00062 ALLIGATOR REEF LIGHT STATION FY24 70041 100,000 100,000

SC_00062 FOUNDERS PARK SPLASH PAD FY24 70041 61,500 61,500

SC_00062 GREEN TURTLE SHORELINE FY24 70041 693,165 693,165

SC_00062 FLORIDA KEYS HISTORICAL STATION FY24 70041 4,422 4,422

SC_00062 MOTE CORAL RESTORATION FY24 70041 215,000 215,000

SC_00062 REEF MARINE CONSERVATION CENTER FY24 70041 200,000 200,000

SC_00062 RENEWING LITTLE CONCH REEF FY24 70041 34,500 . 34,500

SC_00062 CRF CORAL RESTORATION FY24 70041 39,375 39,375

SC_00062 HISTORY OF DIVING MUSEUM FY24 70041 19,750 19,750

SC_00039 ECONONIC NATURAL DISASTER RESOURCE 70045 600,000 600,000

SC_00062 SPECIAL PUBLIC FACILITIES PROJECTS (FY22 Fund Balance) 86576 2,996,377 2,996,377

SC_00039 DAC IV EVENT RESOURCES 70030 0 0

SC_00039 FLORIDA KEYS LIONFISH DERBY FY23 70030 10,000 10,000

SC_00039 SWIM FOR ALLIGATOR LIGHTHOUSE FY23 70030 40,000 (40,000) 0

Total 120 6,990,819 (958,109) (147,844) 5,884,866

GENERIC TWO PENNY

SC_00036 FANTASY FEST FY24 75360 10,000 10,000

SC_00036 FLORIDA KEYS ISLAND FEST 32ND ANNUAL FY24 75364 15,000 (13,000) 2,000

SC_00036 FLORIDA KEYS LIONFISH DERBY & FESTIVAL FY24 75364 20,000 (20,000) 0

SC_00036 HOLIDAY FEST 20TH ANNUAL FY24 75364 10,000 (10,000) 0

SC_00036 I.CARE TRASH DERBY FY24 75360 20,000 (9,500) 10,500

SC_00036 ISLAND BOAT SHOW FY24 75364 10,000 (10,000) 0

SC_00036 ISLAMORADA HALF MARATHON, 10K, RUMRUNNER RUN 5K AND BEACH N' BEER MILE 75364 40,000 (40,000) 0

SC_00036 SWIM FOR ALLIGATOR LIGHTHOUSE FY24 75360 40,000 40,000

SC_00036 UM SPORTS HALL OF FAME & MUSEUM CELEBRITY FISHING TOURNAMENT 75364 40,000 40,000

SC_00036 UPPER KEYS ROTARY GIGANTIC NAUTICAL MARKET 75364 20,000 20,000

SC_00036 WIND GAMES 75364 20,000 (20,000) 0

245,000 (9,500) (113,000) 122,500



FOUR PENNY REVENUE REPORT
Fiscal Year 2024

MARKET SHARE FY 2014 FY 2015 FY 2016 FY 2017 FY 2018 FY 2019 FY 2020 FY 2021 FY 2022 FY 2023 FY 2024

Year To Date

DISTRICT    I 56.64% 55.87% 55.88% 54.16% 59.08% 54.09% 48.31% 46.46% 47.75% 46.58% 51.27%

DISTRICT     II 5.91% 6.03% 5.46% 6.58% 6.16% 6.34% 7.40% 8.24% 7.97% 8.12% 8.69%

DISTRICT    III 14.34% 14.99% 15.82% 15.60% 13.00% 15.88% 18.17% 18.35% 18.05% 18.48% 16.25%

DISTRICT   IV 11.03% 10.71% 10.60% 10.48% 7.38% 9.80% 11.04% 11.27% 10.68% 11.22% 8.92%

DISTRICT    V 12.09% 12.40% 12.23% 13.18% 14.38% 13.89% 15.08% 15.67% 15.54% 15.60% 14.87%

TOTAL 100.00% 100.00% 100.00% 100.00% 100.00% 100.00% 100.00% 100.00% 100.00% 100.00% 100.00%

This is a management report to reflect tourist tax revenues collected and remitted in Monroe County. Revenue is shown in the month generated in Monroe County.

DISCLAIMER:  The figures are provided by DOR/Finance Department/Tax Collector's Office. 
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FOUR PENNY REVENUE REPORT
Fiscal Year 2024

DISTRICT I

DISTRICT I FY 2024 VS  FY 2023

FY 2014 FY 2015 FY 2016 FY 2017 FY 2018 FY 2019 FY 2020 FY 2021 FY 2022 FY 2023 FY 2024 $ INC/DEC % INC/DEC

OCTOBER 1,183,046.37$   1,276,637.24$   1,395,162.32$   1,391,695.72$   1,109,774.39$   1,364,034.19$   1,424,750.16$   1,084,205.41$   2,060,616.25$   1,825,021.09$   1,823,321.40$   (1,699.69)$          -0.1% OCTOBER

NOVEMBER 1,244,140.11$   1,332,535.55$   1,540,238.53$   1,552,520.72$   1,320,155.25$   1,674,064.31$   1,655,860.89$   1,193,432.99$   2,512,232.36$   2,229,625.59$   2,337,788.35$   108,162.76$       4.6% NOVEMBER

DECEMBER 1,487,798.06$   1,648,530.05$   1,809,413.78$   1,853,527.02$   1,635,800.98$   2,015,970.59$   2,050,493.26$   1,809,575.59$   3,201,559.53$   2,774,519.35$   2,803,806.39$   29,287.04$         1.0% DECEMBER

JANUARY 1,738,436.32$   1,935,016.81$   2,010,243.59$   2,030,585.36$   1,822,735.79$   2,210,961.82$   2,375,637.81$   1,850,876.87$   3,363,875.48$   3,103,222.73$   3,229,267.35$   126,044.62$       3.9% JANUARY

FEBRUARY 1,890,532.67$   2,133,283.81$   2,289,575.40$   2,207,505.55$   2,187,393.49$   2,439,351.52$   2,724,208.81$   2,414,156.84$   3,720,975.71$   3,348,524.19$    0.0% FEBRUARY

MARCH 2,157,366.81$   2,355,616.65$   2,569,415.10$   2,456,267.49$   2,448,007.99$   2,783,503.85$   1,594,212.42$   3,227,981.09$   4,162,258.72$   3,628,479.40$    0.0% MARCH

APRIL 1,668,180.22$   1,838,222.78$   1,896,718.76$   2,033,684.14$   1,892,742.12$   2,150,505.70$   49,253.68$        2,971,170.00$   3,368,508.14$   2,902,934.83$    0.0% APRIL

MAY 1,500,912.49$   1,571,948.28$   1,680,112.35$   1,663,926.89$   1,577,980.29$   1,777,033.97$   39,110.99$        2,874,624.32$   2,746,442.50$   2,209,053.93$    0.0% MAY

JUNE 1,216,309.39$   1,319,486.96$   1,388,079.98$   1,400,684.56$   1,484,642.28$   1,531,254.52$   905,221.49$      2,562,695.08$   2,224,897.71$   1,890,690.84$    0.0% JUNE

JULY 1,297,506.35$   1,519,807.37$   1,634,608.58$   1,643,684.06$   1,579,024.35$   1,660,665.94$   1,054,068.76$   2,811,452.93$   2,465,046.29$   2,043,870.80$    0.0% JULY

AUGUST 1,168,846.54$   1,244,740.91$   1,251,135.82$   1,279,695.82$   1,306,828.59$   1,221,506.63$   802,853.99$      1,914,257.90$   1,751,145.00$   1,435,739.18$    0.0% AUGUST

SEPTEMBER 811,908.31$      998,879.46$      1,045,254.06$   386,596.83$      895,801.24$      779,150.79$      855,725.10$      1,582,417.69$   1,295,713.07$   1,167,576.40$    0.0% SEPTEMBER

TOTAL 17,364,983.64$ 19,174,705.87$ 20,509,958.27$ 19,900,374.16$ 19,260,886.76$ 21,608,003.83$ 15,531,397.36$ 26,296,846.71$ 32,873,270.76$ 28,559,258.33$ 10,194,183.49$ 261,794.73$       2.6%

% INC/DEC PREVIOUS YEAR 10.2% 10.4% 7.0% -3.0% -3.2% 12.2% -28.1% 21.7% 25.0% -13.1%   

 

DISTRICT II DISTRICT II

FY 2024 VS  FY 2023

FY 2014 FY 2015 FY 2016 FY 2017 FY 2018 FY 2019 FY 2020 FY 2021 FY 2022 FY 2023 FY 2024 $ INC/DEC % INC/DEC

OCTOBER 77,019.70$        95,755.27$        87,363.54$        103,796.34$      84,034.61$        127,946.10$      135,758.89$      200,653.21$      307,547.78$      237,915.29$      252,651.44$      14,736.15$         5.8% OCTOBER

NOVEMBER 91,003.66$        102,166.56$      121,644.36$      117,078.46$      114,059.49$      164,928.20$      166,558.09$      225,908.38$      403,166.40$      348,767.05$      370,067.98$      21,300.93$         5.8% NOVEMBER

DECEMBER 154,662.02$      187,880.96$      178,697.15$      182,056.07$      173,013.31$      235,035.09$      250,410.94$      355,959.31$      518,605.52$      487,382.11$      497,037.56$      9,655.45$           1.9% DECEMBER

JANUARY 209,177.08$      258,954.74$      248,892.56$      258,515.27$      194,811.57$      290,088.18$      321,112.04$      398,291.96$      621,282.80$      594,425.26$      608,903.88$      14,478.62$         2.4% JANUARY

FEBRUARY 211,376.81$      239,333.58$      239,976.75$      285,885.39$      223,504.83$      279,536.61$      331,312.51$      436,187.29$      625,251.82$      567,347.59$       0.0% FEBRUARY

MARCH 254,357.49$      280,479.47$      275,720.75$      328,705.63$      265,635.47$      340,786.51$      262,985.73$      555,905.77$      690,544.12$      622,624.10$       0.0% MARCH

APRIL 158,565.57$      180,265.69$      172,288.01$      241,056.23$      179,747.97$      230,469.91$      35,076.34$        503,204.47$      518,292.94$      473,820.40$       0.0% APRIL

MAY 135,369.18$      150,539.07$      138,942.58$      218,061.79$      155,681.99$      190,065.63$      28,597.37$        473,454.08$      433,596.02$      389,449.93$       0.0% MAY

JUNE 134,018.34$      156,044.62$      146,293.97$      200,273.42$      159,185.03$      186,844.86$      214,025.26$      471,523.98$      416,103.64$      383,611.32$      0.0% JUNE

JULY 160,648.05$      185,300.25$      175,736.00$      258,264.76$      197,372.86$      223,816.43$      241,816.57$      459,063.02$      437,719.37$      412,491.52$       0.0% JULY

AUGUST 141,455.59$      151,199.62$      127,980.32$      182,352.84$      154,768.75$      169,474.52$      211,415.17$      316,975.98$      302,827.70$      274,161.69$       0.0% AUGUST

SEPTEMBER 83,995.25$        80,289.59$        91,389.90$        42,991.21$        107,389.60$      92,329.85$        181,168.73$      264,916.83$      211,186.34$      189,475.53$       0.0% SEPTEMBER

TOTAL 1,811,648.74$   2,068,209.42$   2,004,925.89$   2,419,037.41$   2,009,205.48$   2,531,321.89$   2,380,237.64$   4,662,044.28$   5,486,124.45$   4,981,471.79$   1,728,660.86$   60,171.15$         3.6%

% INC/DEC PREVIOUS YEAR 32.6% 14.2% -3.1% 20.7% -16.9% 26.0% -6.0% 84.2% 17.7% -9.2%

  

    

Monroe County Tourist Development Council 
Administrative Office

Bed Tax Revenue Through January 31, 2024
        03/13/2024

E.2.



FOUR PENNY REVENUE REPORT
Fiscal Year 2024

DISTRICT III DISTRICT III

FY 2024 VS  FY 2023

FY 2014 FY 2015 FY 2016 FY 2017 FY 2018 FY 2019 FY 2020 FY 2021 FY 2022 FY 2023 FY 2024 $ INC/DEC % INC/DEC

OCTOBER 172,058.80$      196,717.24$      234,800.48$      239,626.06$      196,810.44$      215,613.40$      270,733.47$      355,974.78$      540,200.64$      492,643.84$      436,580.75$      (56,063.09)$        -12.8% OCTOBER

NOVEMBER 212,316.44$      243,103.28$      293,276.57$      302,122.70$      211,083.73$      316,194.06$      401,207.51$      416,234.27$      703,589.73$      649,176.35$      645,589.53$      (3,586.82)$          -0.6% NOVEMBER

DECEMBER 377,798.51$      437,829.39$      500,556.19$      491,045.96$      314,255.12$      521,259.98$      644,822.25$      735,482.43$      1,097,404.98$   1,030,161.60$   1,057,565.74$   27,404.14$         2.6% DECEMBER

JANUARY 396,663.53$      514,898.57$      577,463.89$      537,332.79$      379,610.14$      573,178.65$      677,390.02$      784,247.40$      1,236,923.38$   1,078,513.77$   1,090,349.22$   11,835.45$         1.1% JANUARY

FEBRUARY 465,614.59$      552,209.37$      616,201.24$      613,053.78$      435,173.18$      651,587.84$      863,911.04$      933,023.77$      1,311,148.93$   1,260,631.98$    0.0% FEBRUARY

MARCH 613,421.92$      709,114.15$      822,108.31$      762,282.11$      576,101.32$      879,468.17$      582,866.26$      1,369,082.28$   1,648,157.35$   1,542,249.84$    0.0% MARCH

APRIL 436,396.80$      490,810.39$      493,491.53$      617,909.65$      354,791.73$      648,587.95$      26,801.41$        1,118,289.51$   1,372,606.55$   1,193,398.22$    0.0% APRIL

MAY 323,260.62$      379,017.06$      410,244.76$      412,509.88$      289,670.84$      465,817.91$      30,122.52$        1,002,573.63$   917,553.87$      759,504.98$       0.0% MAY

JUNE 392,641.82$      458,055.21$      521,540.61$      532,364.79$      432,280.61$      667,771.53$      596,181.12$      1,135,759.96$   1,121,015.81$   1,025,971.38$    0.0% JUNE

JULY 459,087.56$      514,967.14$      655,572.62$      675,735.36$      477,059.98$      730,788.00$      768,626.72$      1,305,792.44$   1,315,771.30$   1,216,504.58$    0.0% JULY

AUGUST 387,554.12$      424,874.40$      431,148.60$      425,687.44$      355,607.57$      484,992.36$      616,936.61$      773,763.54$      755,384.93$      698,608.11$       0.0% AUGUST

SEPTEMBER 160,313.55$      223,120.29$      249,246.50$      122,101.24$      213,290.81$      189,918.78$      361,251.41$      458,032.39$      406,195.49$      383,905.72$       0.0% SEPTEMBER

TOTAL 4,397,128.26$   5,144,716.49$   5,805,651.30$   5,731,771.76$   4,235,735.47$   6,345,178.63$   5,840,850.34$   10,388,256.40$ 12,425,952.96$ 11,331,270.37$ 3,230,085.24$   (20,410.32)$        -0.6%

% INC/DEC PREVIOUS YEAR 15.3% 17.0% 12.8% -1.3% -26.1% 49.8% -7.9% 63.7% 19.6% -8.8%

 

DISTRICT IV DISTRICT IV

FY 2024 VS  FY 2023

FY 2014 FY 2015 FY 2016 FY 2017 FY 2018 FY 2019 FY 2020 FY 2021 FY 2022 FY 2023 FY 2024 $ INC/DEC % INC/DEC

OCTOBER 163,954.29$      189,586.23$      203,708.76$      187,483.79$      48,468.25$        177,267.30$      199,023.24$      264,309.62$      412,139.82$      380,044.08$      317,803.45$      (62,240.63)$        -19.6% OCTOBER

NOVEMBER 209,506.18$      215,503.59$      238,457.06$      255,420.09$      79,310.36$        219,895.32$      270,499.04$      264,153.89$      487,625.34$      441,889.18$      383,427.12$      (58,462.06)$        -15.2% NOVEMBER

DECEMBER 278,137.87$      306,994.40$      332,507.52$      325,665.79$      129,330.56$      322,257.22$      369,530.10$      444,009.15$      681,291.02$      620,227.54$      532,250.91$      (87,976.63)$        -16.5% DECEMBER

JANUARY 280,147.35$      326,738.22$      342,598.14$      335,344.27$      167,868.31$      332,246.78$      400,698.97$      452,695.22$      679,985.42$      659,084.15$      539,922.27$      (119,161.88)$      -22.1% JANUARY

FEBRUARY 354,463.37$      385,093.39$      411,513.02$      402,238.17$      214,361.88$      425,556.48$      517,143.25$      591,379.29$      810,730.20$      798,633.42$       0.0% FEBRUARY

MARCH 456,781.38$      491,711.58$      529,613.07$      514,325.81$      307,749.67$      572,096.56$      360,069.48$      820,173.52$      957,842.31$      905,178.57$       0.0% MARCH

APRIL 341,596.49$      365,609.48$      360,336.51$      424,111.01$      257,767.18$      402,265.36$      8,170.57$          703,640.59$      798,560.29$      725,871.85$       0.0% APRIL

MAY 296,498.43$      307,789.03$      312,691.40$      320,810.69$      239,051.34$      334,696.29$      7,208.71$          637,739.25$      585,970.91$      539,914.47$       0.0% MAY

JUNE 276,157.62$      297,304.17$      324,493.52$      344,516.53$      286,220.09$      344,804.58$      408,994.83$      682,196.30$      583,973.86$      552,375.25$       0.0% JUNE

JULY 310,633.70$      335,251.35$      377,348.55$      389,692.01$      297,959.88$      376,819.23$      428,343.17$      713,043.52$      634,429.33$      594,607.76$       0.0% JULY

AUGUST 265,810.41$      266,991.96$      264,156.76$      287,942.22$      232,443.73$      261,115.80$      327,886.41$      455,425.80$      438,725.72$      386,053.89$       0.0% AUGUST

SEPTEMBER 147,858.34$      185,892.51$      193,806.51$      64,445.58$        146,936.56$      145,742.17$      251,855.55$      352,180.03$      280,739.89$      275,804.85$       0.0% SEPTEMBER

 

TOTAL 3,381,545.43$   3,674,465.91$   3,891,230.82$   3,851,995.96$   2,407,467.81$   3,914,763.09$   3,549,423.32$   6,380,946.18$   7,352,014.11$   6,879,685.01$   1,773,403.75$   (327,841.20)$      -15.6%

% INC/DEC PREVIOUS YEAR 10.0% 8.7% 5.9% -1.0% -37.5% 62.6% -9.3% 63.0% 15.2% -6.4%

  

    

Monroe County Tourist Development Council 
Administrative Office

Bed Tax Revenue Through January 31, 2024
        03/13/2024

E.2.



FOUR PENNY REVENUE REPORT
Fiscal Year 2024

DISTRICT V DISTRICT V

FY 2024 VS  FY 2023

FY 2014 FY 2015 FY 2016 FY 2017 FY 2018 FY 2019 FY 2020 FY 2021 FY 2022 FY 2023 FY 2024 $ INC/DEC % INC/DEC

OCTOBER 163,097.71$    206,942.55$    220,948.31$    236,954.37$    218,556.06$    240,047.97$    279,268.35$    374,579.58$    585,371.12$    537,768.36$    497,227.49$    (40,540.87)$    -8.2% OCTOBER

NOVEMBER 221,073.96$    255,439.24$    285,020.89$    314,137.03$    278,431.11$    327,219.33$    396,587.21$    388,937.00$    693,741.18$    629,253.43$    639,165.22$    9,911.79$     1.6% NOVEMBER

DECEMBER 322,366.04$    375,645.98$    400,154.58$    431,139.01$    396,167.18$    475,711.60$    579,320.29$    615,757.76$    1,036,621.01$   859,079.11$    858,656.95$    (422.16)$     0.0% DECEMBER

JANUARY 352,042.53$    428,051.96$    438,677.45$    452,675.57$    439,629.80$    518,511.82$    621,581.56$    620,016.44$    962,575.73$    911,621.30$    961,479.28$    49,857.98$     5.2% JANUARY

FEBRUARY 412,444.88$    492,443.37$    512,999.35$    531,661.33$    512,348.56$    625,384.28$    765,828.01$    831,248.32$    1,195,573.50$   1,089,761.54$   0.0% FEBRUARY

MARCH 543,228.57$    620,400.43$    669,846.81$    713,304.60$    706,752.92$    890,067.11$    523,456.91$    1,202,261.81$   1,464,321.32$   1,291,892.81$   0.0% MARCH

APRIL 380,435.29$    415,348.46$    402,667.00$    527,340.52$    444,356.33$    603,105.20$    25,976.61$    989,499.85$    1,134,272.21$   973,952.03$    0.0% APRIL

MAY 280,714.64$    304,895.49$    337,678.13$    379,382.83$    337,939.46$    422,821.05$    19,954.56$    873,896.74$    858,300.69$    733,125.47$    0.0% MAY

JUNE 281,398.92$    329,332.15$    335,367.88$    382,518.49$    391,442.99$    477,672.68$    383,405.77$    936,157.02$    817,660.38$    773,692.98$    0.0% JUNE

JULY 312,707.52$    371,186.88$    396,657.70$    429,700.11$    432,432.81$    475,252.37$    510,374.13$    932,690.48$    906,135.40$    807,102.53$    0.0% JULY

AUGUST 264,144.99$    257,962.46$    259,935.34$    296,029.00$    326,459.34$    306,181.45$    386,335.00$    605,948.45$    569,007.71$    516,232.20$    0.0% AUGUST

SEPTEMBER 171,956.45$    199,510.34$    229,121.76$    147,414.53$    204,747.55$    185,840.29$    354,716.79$    497,306.60$    476,800.51$    439,878.48$    0.0% SEPTEMBER

TOTAL 3,705,611.50$   4,257,159.31$   4,489,075.20$   4,842,257.39$   4,689,264.11$   5,547,815.15$   4,846,805.19$   8,868,300.05$   10,700,380.76$ 9,563,360.24$   2,956,528.94$   18,806.74$     0.6%

% INC/DEC PREVIOUS YEAR 15.0% 14.9% 5.4% 7.9% -3.2% 18.3% -12.6% 59.9% 20.7% -10.6%

MONROE COUNTY MONROE COUNTY

FY 2024 VS  FY 2023

FY 2014 FY 2015 FY 2016 FY 2017 FY 2018 FY 2019 FY 2020 FY 2021 FY 2022 FY 2023 FY 2024 $ INC/DEC % INC/DEC

OCTOBER 1,759,176.87$   1,965,638.53$   2,141,983.41$   2,159,556.28$   1,657,643.75$   2,124,908.96$   2,309,534.11$   2,279,722.60$   3,905,875.61$   3,473,392.66$   3,327,584.53$   (145,808.13)$    -4.4% OCTOBER

NOVEMBER 1,978,040.35$   2,148,748.22$   2,478,637.41$   2,541,279.00$   2,003,039.94$   2,702,301.22$   2,890,712.74$   2,488,666.53$   4,800,355.01$   4,298,711.60$   4,376,038.20$   77,326.60$     1.8% NOVEMBER

DECEMBER 2,620,762.50$   2,956,880.78$   3,221,329.22$   3,283,433.85$   2,648,567.15$   3,570,234.48$   3,894,576.84$   3,960,784.24$   6,535,482.06$   5,771,369.71$   5,749,317.55$   (22,052.16)$    -0.4% DECEMBER

JANUARY 2,976,466.81$   3,463,660.30$   3,617,875.63$   3,614,453.26$   3,004,655.61$   3,924,987.25$   4,396,420.40$   4,106,127.89$   6,864,642.81$   6,346,867.21$   6,429,922.00$   83,054.79$     1.3% JANUARY

FEBRUARY 3,334,432.32$   3,802,363.52$   4,070,265.76$   4,040,344.22$   3,572,781.94$   4,421,416.73$   5,202,403.62$   5,205,995.51$   7,663,680.16$   7,064,898.72$   0.0% FEBRUARY

MARCH 4,025,156.17$   4,457,322.28$   4,866,704.04$   4,774,885.64$   4,304,247.37$   5,465,922.20$   3,323,590.80$   7,175,404.47$   8,923,123.82$   7,990,424.72$   0.0% MARCH

APRIL 2,985,174.37$   3,290,256.80$   3,325,501.81$   3,844,101.55$   3,129,405.33$   4,034,934.12$   145,278.61$    6,285,804.42$   7,192,240.13$   6,269,977.33$   0.0% APRIL

MAY 2,536,755.36$   2,714,188.93$   2,879,669.22$   2,994,692.08$   2,600,323.92$   3,190,434.85$   124,994.15$    5,862,288.02$   5,541,863.99$   4,631,048.78$   0.0% MAY

JUNE 2,300,526.09$   2,560,223.11$   2,715,775.96$   2,860,357.79$   2,753,771.00$   3,208,348.17$   2,507,828.47$   5,788,332.34$   5,163,651.40$   4,626,341.77$   0.0% JUNE

JULY 2,540,583.18$   2,926,512.99$   3,239,923.45$   3,397,076.30$   2,983,849.88$   3,467,341.97$   3,003,229.35$   6,222,042.39$   5,759,101.69$   5,074,577.19$   0.0% JULY

AUGUST 2,227,811.65$   2,345,769.35$   2,334,356.84$   2,471,707.32$   2,376,107.98$   2,443,270.76$   2,345,427.18$   4,066,371.67$   3,817,091.06$   3,310,795.07$   0.0% AUGUST

SEPTEMBER 1,376,031.90$   1,687,692.19$   1,808,818.73$   763,549.39$    1,568,165.76$   1,392,981.88$   2,004,717.58$   3,154,853.54$   2,670,635.30$   2,456,640.98$   0.0% SEPTEMBER

TOTAL 30,660,917.57$ 34,319,257.00$ 36,700,841.48$ 36,745,436.68$ 32,602,559.63$ 39,947,082.59$ 32,148,713.85$ 56,596,393.62$ 68,837,743.04$ 61,315,045.74$ 19,882,862.28$ (7,478.90)$    0.0%

% INC/DEC PREVIOUS YEAR 12.6% 11.9% 6.9% 0.1% -11.3% 22.5% -19.5% 41.7% 21.6% -10.9%

    

Monroe County Tourist Development Council 
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2140 S. Dixie Hwy., Suite 209 
Miami FL 33133 
305-461-3300
FloridaKeys@newmanpr.com      

F.1. 
      March 22, 2024 

TO: District IV Advisory Committee 
FROM: NewmanPR 
RE: Report of ongoing activities Feb. 18, 2024, through March 22, 2024

The following report highlights ongoing public relations activities on behalf of District IV 
from Feb. 18, 2024, through March 22, 2024. 

• Agency representatives attended the TDC meeting.
• Agency representatives attended the DAC IV meeting via Zoom.

• U.K. representative KBC’s Rachael Mathewson represented the Keys at a Social With
Media networking event Feb. 21, meeting with representatives of outlets including The
Sun, National Geographic Traveller, The Arbuturian and TONIC.

• German associate Claasen Communication finalized all plans and participated on
behalf of the Florida Keys & Key West at the annual International Media Marketplace
(IMM) held March 4 in Berlin. This was timed to coincide with representation at the
ITB show that began the following day.

• Claasen coordinated arrangements for and represented the destination at ITB in
Berlin, and participated in the annual Visit USA Media Breakfast that typically
attracts more than 200 journalists interested in the U.S. Claasen also was the
headline sponsor for the annual Spartacus Travel Awards, a major event at ITB and
on the LGBTQ+ calendar. All efforts were undertaken to ensure strong Florida Keys
exposure to this pivotal travel audience.

• KBC is following up with BBC Wildlife former editor and regular contributor Paul
McGuinness, who visited the Keys to investigate wildlife and sustainable highlights.
A resulting eight-page feature is to appear later this year in the magazine, together
with an online article, reaching a combined audience of 820,000.

• KBC continues to assist Lulu Grimes, group managing editor for BBC Good Food
magazine, who traveled to the Keys in February researching an online guide to
luxury family travel. She is also producing a standalone digital piece on 10 things to
taste in the destination, with reference to local producers and sustainable activities,
to appear later in 2024.



• When broadcaster and writer Dominique Krauskopf visited the destination Feb. 27 
through March 1, KBC and NewmanPR arranged a series of interviews with French-
speaking representatives of Keys tourism and hospitality businesses. They are to be 
broadcast on radio station RCF, which has 500,000 daily listeners across France. 
Krauskopf will also produce a series of Keys reviews on the Voyager Magazine 
website, which attracts 650,000 unique monthly visitors. 

• Claasen continues to develop the German Facebook page. During the reporting 
period, follower numbers increased from 21,120 to 21,778, aided by a short 
advertising campaign that reached more than 27,000 Facebook users. 

• KBC issued releases during the reporting period that focused on new developments 
in the destination and upcoming spring events. Claasen Communication issued 
releases covering the Eco-Experience Trail pass, upcoming events and the re-
illumination of the Alligator Reef Lighthouse. All releases were uploaded to the 
relevant Keys market websites and to the Visit USA Association news portals.  

• KBC and NewmanPR are planning a media visit for Lis Bellamy, freelance travel 
writer for Woman and Woman’s Own magazines. 

• Canadian affiliate LMA continued preparations to represent the Keys at the 2024 
Travel Media Association of Canada (TMAC) Media Marketplace. The TMAC event 
is to be held June 12-16 in Saint Johns, Newfoundland, with a two-day split media 
marketplace to mark the 30th anniversary of the association. LMA is planning to 
finalize media appointments in early April. 

• LMA has completed two radio show remotes from the Keys and plans for a third are 
underway. The completed visits were for Region 105.9 with Robert Pagetto and The 
Travel Radio Show Ontario with Greg Hetherington, and both took place in February. 
The outstanding visit for The Informed Traveller with Randy Sharman is scheduled 
April 11-16 and LMA is working on an itinerary for the visit. 

• LMA continued to work closely with representatives of media outlets and influencers to 
increase their awareness of the Florida Keys. They included Barry Choi, Things to 
Know T.O. reporter; freelance writer Catalina Margulis; Jim Byers, “Canada’s Travel 
Guy”; and Adventure Awaits influencer Jami Savage. 

• LMA had discussions with a number of media members that are interested in future 
individual press trips: Maggie Mei, Vancouver influencer who won the Key lime pie 
cooking event in November 2023; content creator Kristen Wendlandt; and influencer 
Brian Macintosh. 

• During the reporting period, LMA confirmed Keys coverage with OpenJaw eBlast, the 
Sault Star Newspaper, Fredericton Daily Gleaner Newspaper, Saint Johns Telegraph 
Journal Newspaper, Moncton Times Transcript Newspaper, Western Producer 
Magazine, TravelPress, Travel Industry Today, St. Mary’s Independent Newspaper, 
Wilmot-Tavistock Gazette Newspaper, Ingersoll Echo Newspaper, Goderich Sun 
Newspaper and the Stratford Tribune Newspaper.  

• LMA is to represent the Keys at the Travel Media Association of Canada event 
scheduled for the end of March 2024. 



• LMA distributed a release to targeted Canadian media titled New Florida Keys Eco-
Experience Trail Pass Connects Visitors to Environment. 

• NewmanPR continues to produce and manage regular contributions to social media 
content on the TDC’s Facebook, X or Twitter, Instagram, TikTok, Pinterest and 
YouTube channels, during both business hours and evening and weekend hours as 
needed. Keys social media channels feature videos and photographs of local nature 
and sunset scenes, content on new offerings and cultural elements, special event 
messaging and posts supporting pre-planned themed campaigns. In addition, the 
agency’s LGBTQ+ stringer Daniel Gilbert posts almost daily on the Keys’ LGBTQ+-
specific Instagram channel and continues working to grow its audience. For 
information about Keys channels’ top performing posts, see the detailed social 
media report that follows this document.  

• Agency’s Laura Myers began preparing for IPW 2024, to be held May 3-7 in Los 
Angeles, to provide media support to the TDC sales team and to promote the Keys 
during the media marketplace, appointments at the Keys booth and drop-by-talks. 
Myers is also preparing a special edition of “What’s New in the Florida Keys & Key 
West” to be given to attending media. 

• In accordance with its contract with South Florida PBS’ “Art Loft,” agency continued 
providing logistical support, B-roll and video footage, and other assistance as 
required for the public television program’s segments. “Art Loft” segments cover 
different aspects of the art and cultural scene throughout the Keys.  

• NewmanPR’s Cultural Heritage Quest social media giveaway, conceived and carried 
out to increase awareness of the Keys’ creative heritage and contemporary 
offerings, ended March 15 after attracting 3,099 entries. The giveaway featured a 
trivia-based quiz format, with the winner to receive a four-night Keys stay to explore 
the area’s cultural offerings. The Cultural Heritage Quest was promoted through a 
release distributed to targeted media and posted on the website, a story in the 
March 2024 issue of the e-newsletter, two dedicated eBlasts to opt-in e-news 
subscribers that were created in collaboration with TwoOceansDigital.com and 
reached more than 74,000 people, and an extensive social media campaign that 
resulted in over 297,000 impressions and a reach of more than 422,000.  

• NewmanPR continued working with TwoOceansDigital.com on a searchable 
component and graphic identification to make it easier for Keys website visitors to 
identify Florida Green Lodging accommodations and Florida Keys National Marine 
Sanctuary-designated Blue Star fishing and dive operators. The goal of the ongoing 
project is to encourage visitors to make sustainable lodging and recreation choices.  

• Working with TwoOceansDigital.com, agency produced, distributed and posted the 
March issue of the “Keys Traveler” e-newsletter and finalized copy for the April 
issue. Each regular issue generally features Keys cultural, fishing, dive and special 
event stories as well as a video segment, a Q&A profile of a designated “Steward of 
the Keys” and a “Local’s Choice” piece. “Local’s Choice” pieces introduce Keys 
residents who showcase aspects of the island chain’s way of life and its value, 
paired with suggestions for visitors on how they can experience it. Agency also 



worked with Two Oceans to develop and debut a “Local’s Choice” icon to identify 
these stories on the website.  

• Agency wrote and posted weekly insider columns for the “Keys Voices” online feature 
blog and promoted them via social media outlets. Each blog column offers insights 
into the attractions and attributes that characterize one or more Keys districts, with 
periodic in-depth stories on events and regular “Stewards of the Keys” profiles. 
Strategies for maximizing the blog’s SEO, visibility and reader growth are continuing.  

• Agency wrote, distributed to widespread media and posted on the website the spring 
2024 issue of “What’s New in the Florida Keys & Key West.” 

• Agency produced social media coverage of the Gigantic Nautical Market at 
Islamorada’s Founders Park when it took place. 

• Agency wrote, distributed to media and posted on the website a release on 
Islamorada’s 2024 Afro Roots Fest. 

• Agency wrote, distributed to media and posted on the website a release on the 
“Ladies, Let's Go Fishing!” on-the-water weekend of education and Screamin’ Reels 
tournament. 

• Each Thursday, Andy Newman provides a live report on Keys events on U.S. 1 
Radio’s Morning Magazine.   

• Agency wrote and distributed to tourism interests an advisory on reports of abnormal 
fish behavior and smalltooth sawfish deaths, based on information from Florida Fish 
and Wildlife Conservation Commission officials. 

• Agency wrote, featured in the e-newsletter and posted on the website a piece on 
FloridaKeysTV’s quality dive programming.  

• Agency wrote, featured in the e-newsletter and posted on the website a piece on 
procedures that enhance dive safety and environmental protection. 

• Agency coordinated and aided with media visits by individual journalists and social 
media influencers including Paul Knowles of Vacay.ca and the Toronto Star 
newspaper, content creator Mari Vidigal of Ideias Na Mala, Christiane Neubauer of 
cycling magazine Radtouren and other outlets, Dominique Krauskopf of VOYAGER-
Magazine and French radio station RCF, and Markus Scheck of GOLF TIME 
magazine.  

• As a result of agency-arranged media visits, assistance to journalists and/or release 
distribution, during the report period the Keys received coverage including a story in 
Luxury Travel Advisor on new developments in the Keys by Susan Young; and two 
articles in Travel Awaits by Sarah Morgensen, with one highlighting Conscious 
Escapes and less-traveled destinations.  

• Event information and photography are regularly posted on the Keys website. 

• Agency cooperated with the Monroe County Clerk of the Court with its audit of the 
TDC’s public relations agency of record and is also getting assimilated to new 
expense reimbursement procedures with the TDC administrative office. 



DAC Social Media Report February 2024
@floridakeysandkeywest @thefloridakeys @thefloridakeys @thefloridakeys

Note: Impressions from paid posts are not included on this graph but are reflected in the total numbers on the 
following page. 
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ADVERTISING
REPORT

Apri l  9  DAC IV MEETING

DISTRICT ADVISORY COMMITTEE

G.1

TINSLEY ADVERTISING 2024 | APRIL



M E D I A  R E C A P  &  R E P O R T I N G  -  M A Y  &  J U N E

T E L E V I S I O N

Out-Of-State Spot Market TV - 5/1 - 6/30
New York DMA
Atlanta DMA
Dallas-Ft. Worth DMA

TINSLEY ADVERTISING 

G.1

In-State Spot Market TV - 5/6 - 6/30
Miami-Ft. Lauderdale DMA
Tampa-St. Petersburg DMA
Orlando-Melbourne DMA
West Palm Beach DMA
Jacksonville DMA
Ft. Myers-Naples DMA

National Cable TV - 5/1 - 6/30
The Fish Guyz
Into the Blue (Discovery)

2024 | APRIL



D I G I T A L

Datafy OLV/CTV - 5/1 - 6/30
Epsilon-Conversant - 5/1 - 6/30
Adara - 5/1 - 6/30
GumGum - 5/1 - 5/31
Outside Online - 5/1 - 5/31
Afar - 5/1 - 5/31

TINSLEY ADVERTISING 

G.1

2024 | APRIL

M E D I A  R E C A P  &  R E P O R T I N G  -  M A Y  &  J U N E



S E M

P R I N T

Google Ad Words - Annual
Microsoft Advertising (Yahoo/Bing/AOL) - Annual

Bon Appetit  -  May
Marlin Magazine  -  June

I N T E R N A T I O N A L

TripAdvisor UK/Canada - 5/1 - 5/31

TINSLEY ADVERTISING 

G.1

2024 | APRIL

M E D I A  R E C A P  &  R E P O R T I N G  -  M A Y  &  J U N E



V I D E O

TINSLEY ADVERTISING 

G.1

2024 | APRIL

M E D I A  R E C A P  &  R E P O R T I N G  -  F E B R U A R Y



B A N N E R S

TINSLEY ADVERTISING 

G.1

2024 | APRIL

M E D I A  R E C A P  &  R E P O R T I N G  -  F E B R U A R Y



A U D I O

TINSLEY ADVERTISING 

G.1

2024 | APRIL

M E D I A  R E C A P  &  R E P O R T I N G  -  F E B R U A R Y



N A T I V E

TINSLEY ADVERTISING 

G.1

2024 | APRIL

M E D I A  R E C A P  &  R E P O R T I N G  -  F E B R U A R Y



S O C I A L

TINSLEY ADVERTISING 

G.1

M E D I A  R E C A P  &  R E P O R T I N G  -  F E B R U A R Y



G O O G L E  A D W O R D S

TINSLEY ADVERTISING 

G.1

2024 | APRIL

M E D I A  R E C A P  &  R E P O R T I N G  -  F E B R U A R Y



B I N G ,  Y A H O O  &  A O L  S E A R C H

TINSLEY ADVERTISING 

G.1

2024 | APRIL

M E D I A  R E C A P  &  R E P O R T I N G  -  F E B R U A R Y



P R O J E C T  R E C A P
Current & Ongoing Projects

TINSLEY ADVERTISING 

G.1

2024 | APRIL

MEDIA PROJECTS

COLLATERAL PROJECTS

Current ly  in  product ion of  Dive sunscreen bott le
Current ly  des igning the new Dive Dest inat ion Brochure
Prepar ing topics  for  Cul ture  Magazine 2025

Implement ing FY 23/24 Market ing Plan and monitor ing campaign per formance
Coordinat ing media  author izat ions ,  spot  rotat ions  and t raf f ic  inst ruct ions  for
summer Nat ional  Cable  and Addressable  Telev is ion
Col lect ing per formance reports  & campaign screenshots  across  media  partners
and plat forms
Proof ing a l l  campaigns  (Pr int ,  Dig i ta l ,  Soc ia l  Media ,  Nat ive  Content ,  Out-of-
Home,  Col lateral )  before  they are  re leased to  the pubs and/or  vendors
FY 23/24 co-op program and part ic ipant  coordinat ion
Reviewing creat ive  f rom local  partners  for  appropr iate  logo usage
Prepar ing creat ive ,  media  and report ing for  DAC packets
Col lect ing d ig i ta l  analyt ics
Col lect ing SEM analyt ics



TINSLEY ADVERTISING 

P R O J E C T  R E C A P
Current & Ongoing Projects

G.1

2024 | APRIL

CREATIVE PROJECTS
Resiz ing Keys  v ideos  according to  vendor  onl ine v ideo and CTV/OTT specs
Created and deployed new London UK Digi ta l  B i l lboards
Ad coordinat ion for  Eps i lon/Conversant  Carousel  custom units
Ad coordinat ion for  var ious  pr int  magazines  such as  Coastal  L iv ing ,  Conde Nast ,
Afar ,  Spartacus ,  PADI ,  Travel  & Leisure ,  Food & Wine ,  Mar l in  Magazine ,  B ig  Game
Fishing ,  Wi ld  Sam RV,  Sal t  Water  Sportsman,  AOPA Pi lot  Magazine
Ad coordinat ion with  Conde Nast  Traveler  for  advertor ia ls  and custom e-blasts
Ad coordinat ion with  TheKnot .com for  custom ad uni t  banners ,  emai ls ,  and dark
socia l  posts
Completed and t raf f icked v ideo spots  to  be used in  Germany,  I ta ly ,  and France for
OLV/CTV and Paid  Socia l
Ad development  of  interact ive  map uni t  with  Mobi leFuse
Ad development  of  F ishing gaming uni t  ad with  Groundtruth
Ad coordinat ion with  Afar .com for  advertor ia ls ,  custom emai ls ,  banner  placements ,
and custom hub on websi te
Ad development  of  co-op e-newsletters  for  Luxury  L ink ,  T ime Out  Miami ,  Ar t  News,
Outs ide Onl ine ,  Travel  & Leisure ,  Coastal  L iv ing
Ad coordinat ion of  BrandUSA internat ional  v ideo and banner  campaigns
Ad coordinat ion with  TravelWeekly  and TravelPulse  for  t ravel  t rade ads  in
internat ional  German,  Canadian and UK markets
Ad development  of  Undertone ad uni t  for  mobi le  and desktop
Ad coordinat ion of  Sport  F ishing soc ia l  v ideo and e-newsletter  campaigns
Ad development  of  Men’s  Journal  Dive custom edi tor ia l
Ad development  for  PADI  soc ia l  posts  and e-newsletters
Ad development  of  dedicated landing page “micros i te”  with in  the Hopper  t ravel  app
Ad development  of  New York  T imes Family  Travel  Advertor ia l



P R O J E C T  R E C A P
Current & Ongoing Projects

TINSLEY ADVERTISING 

G.1

2024 | APRIL

MEETINGS
Agency at tended the 3/12 and 3/13 DAC Meet ings  and received approval  for
addi t ional  summer media  add-ons based on exist ing budgets  and also
requested input  for  FY 25 media  planning
Agency at tended the 3/14 TDC Market ing Plan Meet ing
Agency at tended the 3/26 TDC Meet ing and presented the Coral  Restorat ion
Foundat ion pro-bono v ideo
Agency at tended the 3/27 Cultural  Umbrel la  Meet ing and presented the FY
25 Cultural  Media  Plan and also sought  approval  of  addi t ional  media  based
on the exist ing budget  
Agency at tended the 3/27 F ishing Advisory  Committee meet ing and
requested input  for  FY 25 media  planning and received approval  of
addi t ional  media  based on the exist ing budget

SPECIAL PROJECTS

:15  and :30 Epicurean d in ing spots
:15 and :30 Meet ings  spots
St i l l  photo and v ideo shoot  for  Meet ings  market  footage
:15 and :30 Co-op program spots
1-minute long-form Dive spot
1-minute long-form Fishing spot
1-minute long-form Cultural  spot
2-minute long-form Gener ic  spot
:30 and :60 Gener ic  “S izz le”  Reels  for  Sales
Flagler  Awards  submiss ions
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TINSLEY ADVERTISING 
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DAC 4/Islamorada
MCTDC FY 2024 Media Plan 1 Rev #4 3/20/24

 = To Be Ordered Media  = Ordered Media 
H o l i d a y s / E v e n t s *Christmas (12/25)

*MLK Day (1/15)

S c h o o l  B r e a k s Fall Break Winter Break Spring Break Summer Break
Miami-Dade County Public Schools:

Broward County Public Schools:
Palm Beach County Public Schools:

Martin County Public Schools:
Hillsborough County Public Schools:

Pinellas County Public Schools:
Orange County Public Schools:

Osceola County Public Schools:
Seminole County Public Schools:

Duval County Public Schools:
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Unit Size
S P O T   T E L E V I S I O N (Local News Dayparts)

•  New York DMA :30 $202,440

•  Los Angeles DMA :30 $103,576

•  Chicago DMA :30 $83,268

•  Philadelphia DMA :30 $77,198

•  Minneapolis-St. Paul DMA :30 $20,728

•  Charlotte DMA :30 $35,689

•  Atlanta DMA :30 $64,486

•  Dallas-Ft. Worth DMA :30 $51,734

•  Tampa-St. Petersburg DMA :30 $37,950

•  Orlando-Melbourne DMA :30 $43,700

2/26-5/26

2/26-5/26

1/8-4/21

10/9-12/17

5/6-8/18

5/6-8/18

10/9-12/17

1/8-3/31

4  T  H  Q U A R T E R

GROSS 
TOTAL

3/15-3/24
3/21-3/27

A P R  ' 2 4 M A Y ' 2 4 S E P  ' 2 4

10/9-12/17

10/9-12/17

J A N  ' 2 4  F E B  ' 2 4 M A R  ' 2 4
1 S T  Q U A R T E R

 A U G ' 2 4
2 N D  Q U A R T E R 3 R D  Q U A R T E R

J U N  ' 2 4

FY 2024 MEDIA PLAN

J U L '  2 4D E C   '2 3O C T  ' 2 3 N O V  ' 2 3

5/31-8/18

1/8-5/19

10/9-12/17

1/8-4/21

1/8-4/21

*Thanksgiving (11/23) *President's Day 
(2/19)

*Easter 
(3/31)

 12/22-1/7 3/22-3/31

10/9-12/17

*Ind. Day 
(7/4)

*Lobster Mini Season 
(7/24-25) *Labor Day (9/2)

*Halloween 
(10/31)

*New Year's Day 
(1/1) *Memorial Day 

(5/27)

 11/18-26  12/23-1/7 3/16-3/24 5/24-8/11
3/9-3/17

10/9-12/17

5/29-8/8

 11/18-26 12/16-1/2 3/9-3/17

*Columbus 
Day (10/9)

*Art Basel      (12/7-
12/9)

*Lobster Season (8/6-3/31)

 11/18-26 6/6-8/18
 11/18-26  12/23-1/7 3/17-3/26 6/6-8/18

5/31-8/9
 11/18-26  12/21-1/3 5/24-8/8
 11/22-26 12/16-1/2

 11/18-26  12/23-1/8 3/17-3/26 5/30-8/8
 11/22-26  12/23-1/3 3/9-3/17 5/23-8/8
 11/18-26  12/23-1/7 3/9-3/17 5/24-8/8
 11/18-26  12/22-1/7



DAC 4/Islamorada
MCTDC FY 2024 Media Plan 2 Rev #4 3/20/24

 = To Be Ordered Media  = Ordered Media 
H o l i d a y s / E v e n t s *Christmas (12/25)

*MLK Day (1/15)

S c h o o l  B r e a k s Fall Break Winter Break Spring Break Summer Break
Miami-Dade County Public Schools:

Broward County Public Schools:
Palm Beach County Public Schools:

Martin County Public Schools:
Hillsborough County Public Schools:

Pinellas County Public Schools:
Orange County Public Schools:

Osceola County Public Schools:
Seminole County Public Schools:

Duval County Public Schools:
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4  T  H  Q U A R T E R

GROSS 
TOTAL

3/15-3/24
3/21-3/27

A P R  ' 2 4 M A Y ' 2 4 S E P  ' 2 4J A N  ' 2 4  F E B  ' 2 4 M A R  ' 2 4
1 S T  Q U A R T E R

 A U G ' 2 4
2 N D  Q U A R T E R 3 R D  Q U A R T E R

J U N  ' 2 4

FY 2024 MEDIA PLAN

J U L '  2 4D E C   '2 3O C T  ' 2 3 N O V  ' 2 3

5/31-8/18

*Thanksgiving (11/23) *President's Day 
(2/19)

*Easter 
(3/31)

 12/22-1/7 3/22-3/31

*Ind. Day 
(7/4)

*Lobster Mini Season 
(7/24-25) *Labor Day (9/2)

*Halloween 
(10/31)

*New Year's Day 
(1/1) *Memorial Day 

(5/27)

 11/18-26  12/23-1/7 3/16-3/24 5/24-8/11
3/9-3/17 5/29-8/8

 11/18-26 12/16-1/2 3/9-3/17

*Columbus 
Day (10/9)

*Art Basel      (12/7-
12/9)

*Lobster Season (8/6-3/31)

 11/18-26 6/6-8/18
 11/18-26  12/23-1/7 3/17-3/26 6/6-8/18

5/31-8/9
 11/18-26  12/21-1/3 5/24-8/8
 11/22-26 12/16-1/2

 11/18-26  12/23-1/8 3/17-3/26 5/30-8/8
 11/22-26  12/23-1/3 3/9-3/17 5/23-8/8
 11/18-26  12/23-1/7 3/9-3/17 5/24-8/8
 11/18-26  12/22-1/7

S P O T   T E L E V I S I O N (Local News Dayparts)

•  West Palm Beach DMA :30 $24,150

•  Jacksonville DMA :30 $18,400

•  Ft. Myers-Naples DMA :30 $18,400

F I S H I N G  C A B L E  T E L E V I S I O N
•  Saltwater Experience    3 episodes filmed in Islamorada  + :30 spots & billboards in all airings $57,500
     Airs on Discovery Channel, Sportsman Channel, World Fishing Network and Bally Sports Sun, SE Multimedia
•  The Fish Guyz    :30 + billboard $17,250
    Airs on Discovery Channel Nationally  +1 episode filmed in Islamorada

TELEVISION TOTAL: $856,469

D I G I T A L 
Connected TV (CTV) / Over-The-Top (OTT):

•  Datafy OLV+CTV :15 & :30 4,444,444 $237,245
Spring/Summer:  Targeted to Affluent zip codes in Miami Beach, Ft. Lauderdale and Palm Beach

•  Journera OLV+CTV - Targeting leisure travelers who have booked  :15OLV/ :30CTV 3,147,890 $28,750
luxury hotels in FL markets in the past, premium leisure travelers who have spent $400+ on airline tickets or hotel per night.  Geo targeted.

:15 2,438,424 $136,620

5/6-8/18

5/6-8/18

5/6-8/18

•  Adara OLV+CTV - Targeting luxury leisure travelers searching for 
hotels in Florida/Caribbean. Geo: Fall/Winter:  NY, BOS, DC, PHL, CHI, 
MN, CLT  Summer:  NY, FL, GA, TN, NC, SC, TX

5/6-7/31

3/1-5/31 6/3 - 7/28

10/2-11/30

Q2 April-June

Q2 April-June

1/8-3/31

12/4-4/30

10/2-11/30



DAC 4/Islamorada
MCTDC FY 2024 Media Plan 3 Rev #4 3/20/24

 = To Be Ordered Media  = Ordered Media 
H o l i d a y s / E v e n t s *Christmas (12/25)

*MLK Day (1/15)

S c h o o l  B r e a k s Fall Break Winter Break Spring Break Summer Break
Miami-Dade County Public Schools:

Broward County Public Schools:
Palm Beach County Public Schools:

Martin County Public Schools:
Hillsborough County Public Schools:

Pinellas County Public Schools:
Orange County Public Schools:

Osceola County Public Schools:
Seminole County Public Schools:

Duval County Public Schools:

Weeks begin on 
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4  T  H  Q U A R T E R

GROSS 
TOTAL

3/15-3/24
3/21-3/27

A P R  ' 2 4 M A Y ' 2 4 S E P  ' 2 4J A N  ' 2 4  F E B  ' 2 4 M A R  ' 2 4
1 S T  Q U A R T E R

 A U G ' 2 4
2 N D  Q U A R T E R 3 R D  Q U A R T E R

J U N  ' 2 4

FY 2024 MEDIA PLAN

J U L '  2 4D E C   '2 3O C T  ' 2 3 N O V  ' 2 3

5/31-8/18

*Thanksgiving (11/23) *President's Day 
(2/19)

*Easter 
(3/31)

 12/22-1/7 3/22-3/31

*Ind. Day 
(7/4)

*Lobster Mini Season 
(7/24-25) *Labor Day (9/2)

*Halloween 
(10/31)

*New Year's Day 
(1/1) *Memorial Day 

(5/27)

 11/18-26  12/23-1/7 3/16-3/24 5/24-8/11
3/9-3/17 5/29-8/8

 11/18-26 12/16-1/2 3/9-3/17

*Columbus 
Day (10/9)

*Art Basel      (12/7-
12/9)

*Lobster Season (8/6-3/31)

 11/18-26 6/6-8/18
 11/18-26  12/23-1/7 3/17-3/26 6/6-8/18

5/31-8/9
 11/18-26  12/21-1/3 5/24-8/8
 11/22-26 12/16-1/2

 11/18-26  12/23-1/8 3/17-3/26 5/30-8/8
 11/22-26  12/23-1/3 3/9-3/17 5/23-8/8
 11/18-26  12/23-1/7 3/9-3/17 5/24-8/8
 11/18-26  12/22-1/7

D I G I T A L 
•  MNI Motto - CTV w/attribution of arrivals in Islamorada :30 931,966 $63,250
      A35-64 $150k+ targeted.  Geo-targeted to Los Angeles, NY, BOS, CHI, DC, PHL

•  Epsilon CTV :30 1,710,527 $74,750
   Targeting A35-64 $150k+ HHI w/hotel credit card spend history
     Geo: Fall/Winter:  NY, BOS, DC, PHL, CHI, MN, CLT  Summer:  FL, GA, TN, NC, SC, TX
Contextual Advertising:

:15 In-Screen 4,634,483 $69,000
Expandable Video Unit

Automatic Content Recognition (ACR) 
ACR recognizes users who have streamed on their connected TV and re-targets them on their othe digital devices (smartphone, laptop, etc.)

•  Vizio :15 833,333 $28,750

Weather Triggered:
1,693,138 $28,750

Streaming Audio:
:30 audio ads 3,846,154 $57,500
 +300 x 250 & 640 x 640 200kb

1/9-3/31

2/5-4/30

•  Accuweather.com    Custom Mobile Hero/App Background Integration/:15 Pre-roll/320 x 50    
Target Affluent Travelers; Trigger: Rain/Cold/Severe Weather/Snow.   Geo Targeted: NY, IL, MA, PA, DC

•  GumGum - Video unit targeted in articles and online content about 
adventure travel, relaxation travel, luxury travel Geo: Fall/Winter:  NY, BOS, DC, 
PHL, CHI, MN, CLT  Summer:  FL, GA, TN, NC, SC, TX

12/4-2/28

1/8-4/30 5/1-7/31

•  Katz Digital Audio (includes Spotify, Pandora, Iheart & streaming radio 
stations) Geo-targeted to NY, Los Angeles, BOS, DC, PHL, CHI, MN, CLT 

3/4-4/30

10/2-12/18

1/8-3/3110/2-11/30

10/2-11/30
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 = To Be Ordered Media  = Ordered Media 
H o l i d a y s / E v e n t s *Christmas (12/25)

*MLK Day (1/15)

S c h o o l  B r e a k s Fall Break Winter Break Spring Break Summer Break
Miami-Dade County Public Schools:

Broward County Public Schools:
Palm Beach County Public Schools:

Martin County Public Schools:
Hillsborough County Public Schools:

Pinellas County Public Schools:
Orange County Public Schools:

Osceola County Public Schools:
Seminole County Public Schools:

Duval County Public Schools:
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Mondays: 2-

O
ct

9-
O

ct
16

-O
ct

23
-O

ct

30
-O

ct

6-
No

v

13
-N

ov

20
-N

ov

27
-N

ov

4-
De

c
11

-D
ec

18
-D

ec
25

-D
ec

1-
Ja

n
8-

Ja
n

15
-J

an

22
-J

an
29

-J
an

5-
Fe

b
12

-F
eb

19
-F

eb
26

-F
eb

4-
M

ar
11

-M
ar

18
-M

ar

25
-M

ar
1-

Ap
r

8-
Ap

r
15

-A
pr

22
-A

pr
29

-A
pr

6-
M

ay
13

-M
ay

20
-M

ay
27

-M
ay

3-
Ju

n
10

-J
un

17
-J

un
24

-J
un

1-
Ju

l

8-
Ju

l
15

-J
ul

22
-J

ul
29

-J
ul

5-
Au

g
12

-A
ug

19
-A

ug
26

-A
ug

2-
Se

p
9-

Se
p

16
-S

ep
23

-S
ep

4  T  H  Q U A R T E R

GROSS 
TOTAL

3/15-3/24
3/21-3/27

A P R  ' 2 4 M A Y ' 2 4 S E P  ' 2 4J A N  ' 2 4  F E B  ' 2 4 M A R  ' 2 4
1 S T  Q U A R T E R

 A U G ' 2 4
2 N D  Q U A R T E R 3 R D  Q U A R T E R

J U N  ' 2 4

FY 2024 MEDIA PLAN

J U L '  2 4D E C   '2 3O C T  ' 2 3 N O V  ' 2 3

5/31-8/18

*Thanksgiving (11/23) *President's Day 
(2/19)

*Easter 
(3/31)

 12/22-1/7 3/22-3/31

*Ind. Day 
(7/4)

*Lobster Mini Season 
(7/24-25) *Labor Day (9/2)

*Halloween 
(10/31)

*New Year's Day 
(1/1) *Memorial Day 

(5/27)

 11/18-26  12/23-1/7 3/16-3/24 5/24-8/11
3/9-3/17 5/29-8/8

 11/18-26 12/16-1/2 3/9-3/17

*Columbus 
Day (10/9)

*Art Basel      (12/7-
12/9)

*Lobster Season (8/6-3/31)

 11/18-26 6/6-8/18
 11/18-26  12/23-1/7 3/17-3/26 6/6-8/18

5/31-8/9
 11/18-26  12/21-1/3 5/24-8/8
 11/22-26 12/16-1/2

 11/18-26  12/23-1/8 3/17-3/26 5/30-8/8
 11/22-26  12/23-1/3 3/9-3/17 5/23-8/8
 11/18-26  12/23-1/7 3/9-3/17 5/24-8/8
 11/18-26  12/22-1/7

D I G I T A L 
Podcasts:

3,230,000 $28,750

High Impact:
•  TripAdvisor.com - Custom Hub Page for Islamorada and Alexa voice 1,826,666 $57,500
    assistant skill.  Native ad driver, 300 x 600, 300 x 250, 728 x 90, 320 x 50

Diving:
700,000 $14,461

Fishing:
650,000 $22,236

•  Sportfishingmag.com E-Newsletter (Bonnier) 600 px. 17,000 $2,893
•  Saltwatersportsman.com E-Newsletter (Bonnier) 600 px. 53,000 $4,681
Native - Weddings/Honeymoons:
•  TheKnot.com Wedding/Honeymoon Custom Content Package: 2,770,537
 -Two (2) Custom Content Islamorada Weddings/Honeymoons Brand Integrated Articles $57,500
 -Roadblock Banners Promoting Custom Content- 970 x 90/970 x 66/728 x 90, 300 x 600, 300 x 250, 320 x 50

 -Run of Site Banners - 970 x 90/970 x 66/728 x 90, 300 x 600, 300 x 250, 320 x 50
 -Co-promo driving back to custom content article 1 & 2 on either Facebook or Instagram
 -Network Email Banner - 11/29/2023 29
 - Display Banners - 970 x 90/970 x 66/728 x 90, 300 x 600, 300 x 250, 320 x 50

:30 audio ad +      
300 x 250

November December February March April

JuneOctober

October

26-Feb

January February

12/1-2/28

April May

•  SportFishingMag.com/Saltwater Sportsman.com (Bonnier) Video banner 
(video created by Bonnier on Islamorada fishing + conservation to be covered) and Instagram social posts

February
February

May
NovemberOctober

•  ScubaDiving.com/PADI.com - Custom article about families, new divers and 
experienced divers in Islamorada. Sponsored emails & Facebook posts (created by PADI) 

October-September

•  Audacy Podcast Network - Podcasts targeting affluent 
adults/travel enthusiasts geo-targeted to NY, BOS, CHI, DC, PHL, Los Angeles

15-Nov

July

July

July

March

May
November June

October

December

12/1-5/31

August
July

December January
June

August

December January

June
MayMarch April

January

August
AugustMarch AprilNovember

February-June
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 = To Be Ordered Media  = Ordered Media 
H o l i d a y s / E v e n t s *Christmas (12/25)

*MLK Day (1/15)

S c h o o l  B r e a k s Fall Break Winter Break Spring Break Summer Break
Miami-Dade County Public Schools:

Broward County Public Schools:
Palm Beach County Public Schools:

Martin County Public Schools:
Hillsborough County Public Schools:

Pinellas County Public Schools:
Orange County Public Schools:

Osceola County Public Schools:
Seminole County Public Schools:

Duval County Public Schools:

Weeks begin on 
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4  T  H  Q U A R T E R

GROSS 
TOTAL

3/15-3/24
3/21-3/27

A P R  ' 2 4 M A Y ' 2 4 S E P  ' 2 4J A N  ' 2 4  F E B  ' 2 4 M A R  ' 2 4
1 S T  Q U A R T E R

 A U G ' 2 4
2 N D  Q U A R T E R 3 R D  Q U A R T E R

J U N  ' 2 4

FY 2024 MEDIA PLAN

J U L '  2 4D E C   '2 3O C T  ' 2 3 N O V  ' 2 3

5/31-8/18

*Thanksgiving (11/23) *President's Day 
(2/19)

*Easter 
(3/31)

 12/22-1/7 3/22-3/31

*Ind. Day 
(7/4)

*Lobster Mini Season 
(7/24-25) *Labor Day (9/2)

*Halloween 
(10/31)

*New Year's Day 
(1/1) *Memorial Day 

(5/27)

 11/18-26  12/23-1/7 3/16-3/24 5/24-8/11
3/9-3/17 5/29-8/8

 11/18-26 12/16-1/2 3/9-3/17

*Columbus 
Day (10/9)

*Art Basel      (12/7-
12/9)

*Lobster Season (8/6-3/31)

 11/18-26 6/6-8/18
 11/18-26  12/23-1/7 3/17-3/26 6/6-8/18

5/31-8/9
 11/18-26  12/21-1/3 5/24-8/8
 11/22-26 12/16-1/2

 11/18-26  12/23-1/8 3/17-3/26 5/30-8/8
 11/22-26  12/23-1/3 3/9-3/17 5/23-8/8
 11/18-26  12/23-1/7 3/9-3/17 5/24-8/8
 11/18-26  12/22-1/7

D I G I T A L 
Native - Travel Enthusiasts:
•  Afar.com  Afar Journeys Sponsorship - Intinerary on Islamorada on Keys content hub. 971,000 $34,500
Email, 300 x 250, 300 x 600 custom avalanche unit,  320 x 50, 728 x 90, 970 x 250, 300 x 250 970 x 250 video billboard

1,200,000 $52,517

Active/Adventure Enthusiasts:
•  OutsideOnline.com Content Package FY 2024: 503,334 $46,000
 -Re-Promotion of Custom Article for Islamorada on FL Keys "Art of Disconnecting" Hub on OutsideOnline.com
 -:15 Key West pre-roll video for use on OutsideTV in-stream
 -30 and 60-second custom content video placed into Outside TV+ programming/promotion.  Content lives on FL Keys Hub
 -Facebook video embed post. Posted organically and targeted to Outside's audience, an Outside 5% Look-alike audience and/or custom demographic/geographic audience
 -Instagram Reel -drive awareness and traffic to custom content. Targeted to relevant audiences

Included
Search Engine Marketing

•  Google Ad Words  Search Engine Marketing Copy $30,959

•  Microsoft Advertising (Yahoo/Bing/AOL)  Search Copy $13,312

 - Geo Targeted to NY, LA, BOS, CHI, PHL & DC

December

December July August

July AugustJanuary

June

March JuneOctober

October

February MayNovember

March

•  CNTraveler.com - Conde Nast Traveler Islamorada native content story lives on a special FL 
Keys content hub; promoted with high impact custom created unit plus 728 x 90, 300 x 600, 300 x 250 & 
320 x 50.

November

10/2-12/31

January

April

11/1-4/30

September

September

12/4-5/31

February April May

1/1-1/31

SPE
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 = To Be Ordered Media  = Ordered Media 
H o l i d a y s / E v e n t s *Christmas (12/25)

*MLK Day (1/15)

S c h o o l  B r e a k s Fall Break Winter Break Spring Break Summer Break
Miami-Dade County Public Schools:

Broward County Public Schools:
Palm Beach County Public Schools:

Martin County Public Schools:
Hillsborough County Public Schools:

Pinellas County Public Schools:
Orange County Public Schools:

Osceola County Public Schools:
Seminole County Public Schools:

Duval County Public Schools:

Weeks begin on 
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4  T  H  Q U A R T E R

GROSS 
TOTAL

3/15-3/24
3/21-3/27

A P R  ' 2 4 M A Y ' 2 4 S E P  ' 2 4J A N  ' 2 4  F E B  ' 2 4 M A R  ' 2 4
1 S T  Q U A R T E R

 A U G ' 2 4
2 N D  Q U A R T E R 3 R D  Q U A R T E R

J U N  ' 2 4

FY 2024 MEDIA PLAN

J U L '  2 4D E C   '2 3O C T  ' 2 3 N O V  ' 2 3

5/31-8/18

*Thanksgiving (11/23) *President's Day 
(2/19)

*Easter 
(3/31)

 12/22-1/7 3/22-3/31

*Ind. Day 
(7/4)

*Lobster Mini Season 
(7/24-25) *Labor Day (9/2)

*Halloween 
(10/31)

*New Year's Day 
(1/1) *Memorial Day 

(5/27)

 11/18-26  12/23-1/7 3/16-3/24 5/24-8/11
3/9-3/17 5/29-8/8

 11/18-26 12/16-1/2 3/9-3/17

*Columbus 
Day (10/9)

*Art Basel      (12/7-
12/9)

*Lobster Season (8/6-3/31)

 11/18-26 6/6-8/18
 11/18-26  12/23-1/7 3/17-3/26 6/6-8/18

5/31-8/9
 11/18-26  12/21-1/3 5/24-8/8
 11/22-26 12/16-1/2

 11/18-26  12/23-1/8 3/17-3/26 5/30-8/8
 11/22-26  12/23-1/3 3/9-3/17 5/23-8/8
 11/18-26  12/23-1/7 3/9-3/17 5/24-8/8
 11/18-26  12/22-1/7

C O - O P  P R O G R A M S SUMMER CO-OP
Carousel Ad 800,000  $18,630

Potential Reach   Geo: Los Angeles, NY, BOS, DC, PHL, CHI + WI, MN & MI   Geo: NY, BOS, DC, PHL, CHI + WI, MN & MI Geo: NY, BOS, DC, PHL, CHI, WI, MN, MI
Targeting travel intenders, luxury travelers A35-64 in high end zip codes  

•  Coastal Living     National Circulation Full Page, 4C 447,000 $17,250
•  CNTraveler.com E-Newsletter 35,026 per 

email 10 20 $11,500
    National send.  Featuring each hotel, copy and url/click-through.

•  LuxuryLink.com E-Newsletter 500,000 per 
email 17 $5,175

    National send.  Featuring each hotel, copy and url/click-through.

•  Time Out Miami E-Newsletter 35,000 12 $2,070

Less estimated co-op to be collected: -$3,200
Digital Co-op Sub-Total: $51,425

DIGITAL TOTAL: $1,141,350
P R I N T
•  Saltwater Sportsman       National Circulation (Published by Bonnier)Full Page, 4C 100,000 $9,269

•  Florida Sportsman Magazine   (Published by KSE) Full Page, 4C 73,414 $3,273
       National Circulation

•  Big Game Fishing Journal     National Circulation Full Page, 4C 45,000 $5,750

•  Marlin Magazine        National Circulation (Published by Bonnier) Full Page, 4C 25,000 $17,250

Dedicated E-
News

1/8-2/28•  Facebook/Instagram Co-op - Carousel expands to showcase 
up to 9 hotels & clickable to each partners site.   

10/2-12/30
FALL CO-OP SPRING CO-OP

Dedicated E-
News

Dedicated E-
News

March

November/December

Estimated 2 co-ops @$400= $800 
(I1009)

Closed 2 co-ops @$400= $800 
(I1008)

Closed 2 co-ops @$400= $800 
(I1007)

June/July
March/April

Closed 2 co-ops @$400= 
$800 (I1006)

Winter

3/4-4/30 5/6-6/30
Geo:  Atlanta, Florida, Dallas, Charlotte

WINTER CO-OP

April

November/December March

SPE
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 = To Be Ordered Media  = Ordered Media 
H o l i d a y s / E v e n t s *Christmas (12/25)

*MLK Day (1/15)

S c h o o l  B r e a k s Fall Break Winter Break Spring Break Summer Break
Miami-Dade County Public Schools:

Broward County Public Schools:
Palm Beach County Public Schools:

Martin County Public Schools:
Hillsborough County Public Schools:

Pinellas County Public Schools:
Orange County Public Schools:

Osceola County Public Schools:
Seminole County Public Schools:

Duval County Public Schools:

Weeks begin on 
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4  T  H  Q U A R T E R

GROSS 
TOTAL

3/15-3/24
3/21-3/27

A P R  ' 2 4 M A Y ' 2 4 S E P  ' 2 4J A N  ' 2 4  F E B  ' 2 4 M A R  ' 2 4
1 S T  Q U A R T E R

 A U G ' 2 4
2 N D  Q U A R T E R 3 R D  Q U A R T E R
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FY 2024 MEDIA PLAN

J U L '  2 4D E C   '2 3O C T  ' 2 3 N O V  ' 2 3

5/31-8/18

*Thanksgiving (11/23) *President's Day 
(2/19)

*Easter 
(3/31)

 12/22-1/7 3/22-3/31

*Ind. Day 
(7/4)

*Lobster Mini Season 
(7/24-25) *Labor Day (9/2)

*Halloween 
(10/31)

*New Year's Day 
(1/1) *Memorial Day 

(5/27)

 11/18-26  12/23-1/7 3/16-3/24 5/24-8/11
3/9-3/17 5/29-8/8

 11/18-26 12/16-1/2 3/9-3/17

*Columbus 
Day (10/9)

*Art Basel      (12/7-
12/9)

*Lobster Season (8/6-3/31)

 11/18-26 6/6-8/18
 11/18-26  12/23-1/7 3/17-3/26 6/6-8/18

5/31-8/9
 11/18-26  12/21-1/3 5/24-8/8
 11/22-26 12/16-1/2

 11/18-26  12/23-1/8 3/17-3/26 5/30-8/8
 11/22-26  12/23-1/3 3/9-3/17 5/23-8/8
 11/18-26  12/23-1/7 3/9-3/17 5/24-8/8
 11/18-26  12/22-1/7

P R I N T

•  Scuba Diving (Padi)     National Circulation Full Page, 4C 65,000 $8,815

•  Afar Magazine    National Circulation Full Page, 4C 275,000 $25,300

•  Art in America    National Circulation (Publisher: Art News) Full Page, 4C 25,600 $3,393
•  Bon Appetit   National Circulation Full Page, 4C 1,500,000 $51,750

•  Garden & Gun    National Circulation Full Page, 4C 400,000 $26,450

•  The Knot Magazine        National Circulation Full Page, 4C 50,000 $8,625

PRINT TOTAL: $159,874

October/November

July/Aug
November/December

Volume 1 issue (publishes 4/30)

December
May
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 = To Be Ordered Media  = Ordered Media 
H o l i d a y s / E v e n t s *Christmas (12/25)

*MLK Day (1/15)

S c h o o l  B r e a k s Fall Break Winter Break Spring Break Summer Break
Miami-Dade County Public Schools:

Broward County Public Schools:
Palm Beach County Public Schools:

Martin County Public Schools:
Hillsborough County Public Schools:

Pinellas County Public Schools:
Orange County Public Schools:

Osceola County Public Schools:
Seminole County Public Schools:

Duval County Public Schools:
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4  T  H  Q U A R T E R

GROSS 
TOTAL

3/15-3/24
3/21-3/27

A P R  ' 2 4 M A Y ' 2 4 S E P  ' 2 4J A N  ' 2 4  F E B  ' 2 4 M A R  ' 2 4
1 S T  Q U A R T E R

 A U G ' 2 4
2 N D  Q U A R T E R 3 R D  Q U A R T E R

J U N  ' 2 4

FY 2024 MEDIA PLAN

J U L '  2 4D E C   '2 3O C T  ' 2 3 N O V  ' 2 3

5/31-8/18

*Thanksgiving (11/23) *President's Day 
(2/19)

*Easter 
(3/31)

 12/22-1/7 3/22-3/31

*Ind. Day 
(7/4)

*Lobster Mini Season 
(7/24-25) *Labor Day (9/2)

*Halloween 
(10/31)

*New Year's Day 
(1/1) *Memorial Day 

(5/27)

 11/18-26  12/23-1/7 3/16-3/24 5/24-8/11
3/9-3/17 5/29-8/8

 11/18-26 12/16-1/2 3/9-3/17

*Columbus 
Day (10/9)

*Art Basel      (12/7-
12/9)

*Lobster Season (8/6-3/31)

 11/18-26 6/6-8/18
 11/18-26  12/23-1/7 3/17-3/26 6/6-8/18

5/31-8/9
 11/18-26  12/21-1/3 5/24-8/8
 11/22-26 12/16-1/2

 11/18-26  12/23-1/8 3/17-3/26 5/30-8/8
 11/22-26  12/23-1/3 3/9-3/17 5/23-8/8
 11/18-26  12/23-1/7 3/9-3/17 5/24-8/8
 11/18-26  12/22-1/7

I N T E R N A T I O N A L - UK/Germany
695,000 $23,000

•  Spearfish (Phoenix Intl) - UK & Germany Pre-Roll :15 3,641,176 $57,500

INTERNATIONAL TOTAL: $80,500

Gross    
TOTAL BUDGET: $2,279,576

MEDIA SPEND TO DATE: $2,238,193
PRODUCTION/RESOURCES UTILIZED: $23,126

 PRODUCTION/RESOURCES REMAINING: $18,257

•  TripAdvisor.co.uk and TripAdvisor.de custom hub w/Islamorada Page - 
Native Drivers on Tripadvisor will promote Islamorada hub page

12/1-5/31

11/6-2/28

ISLAMORADA FY 2024 BUDGET SUMMARY

Please note separate from the above budget there is also $87,039 in Emergency (Promotional/Storm) 
resources.



DAC 4/Islamorada
MCTDC FY 2024 Media Plan 9 Rev #4 3/20/24

 = To Be Ordered Media  = Ordered Media 
H o l i d a y s / E v e n t s *Christmas (12/25)

*MLK Day (1/15)

S c h o o l  B r e a k s Fall Break Winter Break Spring Break Summer Break
Miami-Dade County Public Schools:

Broward County Public Schools:
Palm Beach County Public Schools:

Martin County Public Schools:
Hillsborough County Public Schools:

Pinellas County Public Schools:
Orange County Public Schools:

Osceola County Public Schools:
Seminole County Public Schools:

Duval County Public Schools:
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4  T  H  Q U A R T E R

GROSS 
TOTAL

3/15-3/24
3/21-3/27

A P R  ' 2 4 M A Y ' 2 4 S E P  ' 2 4J A N  ' 2 4  F E B  ' 2 4 M A R  ' 2 4
1 S T  Q U A R T E R

 A U G ' 2 4
2 N D  Q U A R T E R 3 R D  Q U A R T E R

J U N  ' 2 4

FY 2024 MEDIA PLAN

J U L '  2 4D E C   '2 3O C T  ' 2 3 N O V  ' 2 3

5/31-8/18

*Thanksgiving (11/23) *President's Day 
(2/19)

*Easter 
(3/31)

 12/22-1/7 3/22-3/31

*Ind. Day 
(7/4)

*Lobster Mini Season 
(7/24-25) *Labor Day (9/2)

*Halloween 
(10/31)

*New Year's Day 
(1/1) *Memorial Day 

(5/27)

 11/18-26  12/23-1/7 3/16-3/24 5/24-8/11
3/9-3/17 5/29-8/8

 11/18-26 12/16-1/2 3/9-3/17

*Columbus 
Day (10/9)

*Art Basel      (12/7-
12/9)

*Lobster Season (8/6-3/31)

 11/18-26 6/6-8/18
 11/18-26  12/23-1/7 3/17-3/26 6/6-8/18

5/31-8/9
 11/18-26  12/21-1/3 5/24-8/8
 11/22-26 12/16-1/2

 11/18-26  12/23-1/8 3/17-3/26 5/30-8/8
 11/22-26  12/23-1/3 3/9-3/17 5/23-8/8
 11/18-26  12/23-1/7 3/9-3/17 5/24-8/8
 11/18-26  12/22-1/7

MEDIA SPEND TO DATE: $2,238,193

Television $856,469
38%

Digital $1,221,850
55%

Print
$159,874, 7%

D A C  I V / I S L A M O R A D A
FY 2024 PLAN DISTRIBUTION BY MEDIA

Television

Digital

Print



DAC 4/Islamorada
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 = To Be Ordered Media  = Ordered Media 
H o l i d a y s / E v e n t s *Christmas (12/25)

*MLK Day (1/15)

S c h o o l  B r e a k s Fall Break Winter Break Spring Break Summer Break
Miami-Dade County Public Schools:

Broward County Public Schools:
Palm Beach County Public Schools:

Martin County Public Schools:
Hillsborough County Public Schools:

Pinellas County Public Schools:
Orange County Public Schools:

Osceola County Public Schools:
Seminole County Public Schools:

Duval County Public Schools:

Weeks begin on 
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4  T  H  Q U A R T E R

GROSS 
TOTAL

3/15-3/24
3/21-3/27

A P R  ' 2 4 M A Y ' 2 4 S E P  ' 2 4J A N  ' 2 4  F E B  ' 2 4 M A R  ' 2 4
1 S T  Q U A R T E R

 A U G ' 2 4
2 N D  Q U A R T E R 3 R D  Q U A R T E R

J U N  ' 2 4

FY 2024 MEDIA PLAN

J U L '  2 4D E C   '2 3O C T  ' 2 3 N O V  ' 2 3

5/31-8/18

*Thanksgiving (11/23) *President's Day
(2/19)

*Easter
(3/31)

 12/22-1/7 3/22-3/31

*Ind. Day
(7/4)

*Lobster Mini Season 
(7/24-25) *Labor Day (9/2)

*Halloween 
(10/31)

*New Year's Day
(1/1) *Memorial Day

(5/27)

 11/18-26  12/23-1/7 3/16-3/24 5/24-8/11
3/9-3/17 5/29-8/8

 11/18-26 12/16-1/2 3/9-3/17

*Columbus
Day (10/9)

*Art Basel      (12/7-
12/9)

*Lobster Season (8/6-3/31)

 11/18-26 6/6-8/18
 11/18-26  12/23-1/7 3/17-3/26 6/6-8/18

5/31-8/9
 11/18-26  12/21-1/3 5/24-8/8
 11/22-26 12/16-1/2

 11/18-26  12/23-1/8 3/17-3/26 5/30-8/8
 11/22-26  12/23-1/3 3/9-3/17 5/23-8/8
 11/18-26  12/23-1/7 3/9-3/17 5/24-8/8
 11/18-26  12/22-1/7

Revision #4 Changes:
 - Journera Feb-April programmatic video/ctv moved to Epsolin Feb-Apr CTV/OLV (p. 2)
 - Added summer additional media memo approved at 3/12 meeting with addition of Naples targeting. Added Datafy and Adara OLV (p. 2)



H.1 DAC 4 Dashboard

Occupancy for Monroe County for January was 78.7% which is a -2.8% 

decrease over 2023. The Average Daily Rate (ADR) for January was 

$390.37, representing a 3.9% ADR increase over 2023 and a 1.0% 

change in RevPAR.  

Islamorada had an occupancy of 73.3% and ADR of $391.76

representing a -1.2% loss in RevPAR.

Monroe County STR Report – January 2023
Source – Smith Travel Research



Visitor Volume Estimates

Visitors: Excluding Monroe County Residents & Day-trips 
Areas geofenced capture a sample size of devices and are statistically modeled to estimated visitor volumes.      

January
2023 vs. 2024

Distance: Excludes country residents, and day-trips to 
Monroe county, 50+ Miles, December 1 - 30 

Reporting Filters



Share of Visitors By State by Trips 

Visitors: Excluding Monroe County Residents & Day-trips 
Areas geofenced capture a sample size of devices and are statistically modeled to estimated visitor volumes.      



Share of Trips By Market - Monroe County    
(Top Feeder Markets) 

Top Feeder market by State 
January

2023 vs. 2024 

Visitors: Excluding Monroe County Residents & Day-trips 
Areas geofenced capture a sample size of devices and are statistically modeled to estimated visitor volumes.      

2023 2024



Share of Trips By Market - Monroe County    
(Top States) 

Top States
January

2022 vs. 2023 

Visitors: Excluding Monroe County Residents & Day-trips 
Areas geofenced capture a sample size of devices and are statistically modeled to estimated visitor volumes.      

2023 2024



Share of Trips - Districts

Percentage of trips to 
Districts 

Visitors: Excluding Monroe County Residents & Day Trips
Areas geofenced capture a sample size of devices and are statistically modeled to estimated visitor volumes.      

January 2024



Average Trip Length – Excluding Day Trips 

Visitors: Excluding Monroe County Residents & Day-trips 
Areas geofenced capture a sample size of devices and are statistically modeled to estimated visitor volumes.      

January 2024



Household Demographics Jan 2023 vs. 2024



Demand 360



Demand 360



Geolocation Origin Markets  - County & Hotels

Visitors: Excluding Monroe County Residents & Day-trips 
Areas geofenced capture a sample size of devices and are statistically modeled to estimated visitor volumes.      

● Point of Interest (POI) - A physical boundary drawn on a map and utilized to capture mobile device activity within the boundary.
● Cluster - A grouping of POIs based on venue type, visit purpose, etc.
● Distance Filter - Calculated as the distance between the center point of a POI and the center point of a device’s Home Zip Code. 

This is a dynamic filter that allows real-time adjustments and flexibility to segment Visitors, Visitor Days, and Trips based on the 
distance between home location, and the POI. Calculated as flight distance, not drive distance.

● Unique Device - A unique mobile device determined by unique identifiers
● Visitor Days - An estimate of the number of visitors to a given POI or cluster of POIs based on our proprietary volume estimate 

methodology. The Visitor Days calculation uses unique device identifiers as a baseline and a daily estimate is generated factoring 
in many points of data including year-over-year changes in mobile device data availability, device behavior, local factors, unique 
POI characteristics, etc.. The daily estimate is added up for whichever date range is selected by the filters. 

● Number of Trips - The number of distinct trips to a destination by a distinct Visitor. Utilizes a combination of observation patterns, 
distance travelled, etc. For example, if a Visitor visits on Thursday through Sunday, that would be considered one single trip. If the 
visitor returns later that month, it would be counted as a second trip.

● Visitors - An estimate of the number of visitors to a given POI or cluster of POIs that factors in logic for Trips. For example, if one 
visitor visited the same attraction three days in a row, they would count as three Visitor Days, but only one Visitor. If that same 
visitor returned one month later and was observed at that same attraction for three more days in a row, then the cumulative results 
would be 6 Visitor Days, 2 Visitors and 2 Trips.



Geolocation Origin Markets  - County & Hotels

Visitors: Excluding Monroe County Residents & Day-trips 
Areas geofenced capture a sample size of devices and are statistically modeled to estimated visitor volumes.      

● Household Level Demographics - Calculated based on a positive match between a device and a household with a demographic profile. For example, if a 
college student lives at home with a parent and visits an attraction, then the household profile would report the income, education levels, and age brackets of 
everyone in the household, including the parent. These are aggregated, weighted, and averaged across all the household members and all of the POIs visited 
and dates observed within the selected filters. Most of the values reported are at the household level, with a few exceptions that are device-level.

○ Education Levels - Bachelor+ includes all bachelors, masters, and doctoral degrees and technical college degrees. These are grouped together due to 
limitations of the household level aggregation.

○ Gender: Based on inferred probability that each device is owned/operated by someone of the specified gender. 
○ Age Categories: Based on the age groups of known members of a household. This is aggregated and weighted based on the probability of someone of 

each age being present in the household. For example, if the report shows 15% in the 65+ age category, that should be interpreted as 15% of the 
visitors have someone 65+ in their household.

○ Generation Categories: Uses the same process as Age Categories, but is broken down by generation rather than age.
○ Households with Children: Should be interpreted as the % of visitors who have someone under the age of 18 in the household.

● How is POI Correlation Calculated? POI Correlation is calculated at the device level, and then aggregated up using our proprietary visitor volume algorithm. A 
unique device must be observed at both the reference location and the comparison location within the same week of each other. Weeks run Monday through 
Sunday.

● How is your data cleaned? Our cleaning process is among the best in the industry. Between our internal processes and those that are implemented, or co-
developed with our data partners, we are confident that our data cleaning process is as robust as any other available. Cleaning generally falls into two categories: 
data integrity cleansing and use-case/destination-specific adjustments. General cleaning includes removing data artifacts such as device teleportation (being in 
two places within a timespan that is physically impossible), duplication, spoofing, etc. Use-case/destination-specific adjustments include local factors such device 
sample size normalization, regional app popularity adjustments, etc. Use-case/destination-specific adjustments can also include customized filters such as 
employee filters, commuters, construction workers, college students, etc. These types of filters are implemented in collaboration with clients based on local 
knowledge to ensure that the filters are transparently defined and applied.

● How big is your sample size? There are lots of companies out there that like to claim that they have the biggest sample in the industry. That’s a pretty hard
claim to back up because of the arms race of sorts to always improve the sample size. But we like to put it this way, we’re not. Sample size ranges from 7-15% 
depending on the Cluster/POI referenced.  



Visitor Volume Estimates

Visitors: Excluding Monroe County Residents & Day-trips 
Areas geofenced capture a sample size of devices and are statistically modeled to estimated visitor volumes.      

Areas geofenced capture a sample 
size of devices and are statistically 
modeled to estimated visitor volumes. 

The Datafy dashboard is active and 
dynamic. Additional action items may 
be identified during the review of this 
report. If appropriate and requested, 
a revised report will be generated to 
reflect historical updates.

Distance: Excludes country residents, 
and day-trips to Monroe county



Monroe County I.1.

AT&T Call Report* 
Feb. 19- March 18, 2024 
1-800-FLA-KEYS and District 1-800 Numbers

Chamber 1-800 
FLA-KEYS 

District 
800 

Completed Calls 
Count 

Key West 32 29 61 
Lower Keys 14 6 20 
Marathon 38 35 73 
Islamorada 18 20 38 
Key Largo         28 19 47 

*Does not include Chamber phone lines that are not funded by the TDC; such as the Chambers’ local 30 5 business number 

. 



Feb 1, 2024 - Feb 29, 2024 ▼

Islamorada VIS Responses

Transportation

See details

Have you been to the Keys Before?                                                    Was your previous visit via a cruise ship?

No

Yes

35.8%

64.2%

Personal Vehicle

Fly/Drive Combination

Commercial Airline

Recreational Vehicle

Tour Bus

49%
45.2%

Length of trip in days

1

3

2

4

7

5

6

8

9

20.1%

19.2%

6.3%

8.8%

9.6%

13.4%

17.2%

No

Yes

5.7%

94.3%



Feb 1, 2024 - Feb 29, 2024 ▼

Islamorada VIS Responses

Number of Adults

2

4

3

1

5

6

6.8%

19.6%

68%

Number of Children

0

2

1

3

4

5

8.8%

80.8%



Feb 1, 2024 - Feb 29, 2024 ▼

Islamorada VIS Responses

Advertising Source

0 10 20 30 40 50 60 70

Friends or Return Visitor

Internet

Internet, Friends or Return Visitor

Travel Agent

Billboard

TV Advertisement

Tourist Directory or Guide

TV Advertisement, Internet

Travel Agent, TV Show or Story

Internet, Tourist Directory or Guide

Magazine Advertisement

TV Show or Story

Internet, Tourist Directory or Guide, Magazine Article

Tourist Directory or Guide, TV Show or Story

Magazine Advertisement, Newspaper Article, Keys Business, Billboard

TV Advertisement, Friends or Return Visitor

Internet, Friends or Return Visitor, Magazine Article

Friends or Return Visitor, TV Show or Story

TV Advertisement, Tourist Directory or Guide

Internet, Tourist Directory or Guide, Friends or Return Visitor

68

68

8

5

5

4

4

4

3

3

2

1

1

1

1

1

1

1

1

1

Type of Accommodations

0 20 40 60 80 100 120 140 160 180

Hotel/Motel

None

B&B/Guest House

Vacation Rental Home

Campground/RV

Hotel/Motel, Vacation Rental Home

Hotel/Motel, B&B/Guest House

Hotel/Motel, None

Campground/RV, Vacation Rental Home

168

42

30

23

10

3

2

1

1



Feb 1, 2024 - Feb 29, 2024 ▼

Islamorada VIS Responses

Interests

0 10 20 30 40 50 60 70 80

Attractions

Attractions, Weather

Attractions, Dining/Entertainment

Attractions, Dining/Entertainment, Weather

Weather

Attractions, Dining/Entertainment, Cultural Events/Theatre/Music

Dining/Entertainment

Attractions, Water Sports, Weather

Snorkeling

Attractions, Kids/Family Vacation

Attractions, Cultural Events/Theatre/Music

Attractions, Water Sports, Kids/Family Vacation

Dining/Entertainment, Cultural Events/Theatre/Music, Weather

Attractions, Guided Nature Tour

Water Sports

None

Attractions, Dining/Entertainment, Marinas

Attractions, Snorkeling, Weather

Attractions, Dining/Entertainment, Snorkeling, Weather

Water Sports, Weather

71

28

18

12

12

7

6

5

4

3

3

3

3

3

3

3

3

3

2

2



Feb 1, 2024 - Feb 29, 2024 ▼

Islamorada VIS Responses

State or Country

0 5 10 15 20 25 30

Canada

Michigan

Florida

Ohio

Illinois

Pennsylvania

France

Indiana

New York

United Kingdom

Germany

North Carolina

Kentucky

Minnesota

Missouri

Massachusetts

Virginia

Oregon

Iowa

California

Wisconsin

New Jersey

Maryland

Nebraska

Italy

Maine

Georgia

South Carolina

Australia

Texas

Alabama

Colorado

Kansas

Tennessee

Czech Republic

Washington

Idaho

Utah

Netherlands

Arkansas

Connecticut

Norway

Austria

New Hampshire

Delaware

Denmark

Switzerland

North Dakota

Arizona

Washington D.C.

Belguim

Other

Louisiana

Spain

Wyoming

Argentina

Alaska

28

21

20

14

13

12

11

10

10

10

8

8

7

7

7

6

6

5

5

5

4

4

4

4

3

3

3

3

3

3

2

2

2

2

2

2

2

2

2

2

2

1

1

1

1

1

1

1

1

1

1

1

1

1

1

1

1



Feb 1, 2024 - Feb 29, 2024 ▼

Islamorada VIS Responses

Month Traveling

February

January

March

April

94.1%

The survey was filled out:

In person

In response to a phone call

In response to a voice mail

98.9%



Website Status Report 
Fla-Keys.com

February 2024 Data for the 
April  9 & 10, 2024 DAC 

Meetings

Section 1: Website Traffic Report
 Section 2: Geographic Data on Website Visitors

J.1.



Active users

Feb 1 Feb 4 Feb 7 Feb 10 Feb 13 Feb 16 Feb 19 Feb 22 Feb 25 Feb 28
10K

12K

14K

16K

Section 1: Website Traffic Report

Website Traffic Overview

Language Active users % Active Users

1. English 297,233 91.06%

2. Spanish 9,806 3%

3. French 4,712 1.44%

4. German 4,541 1.39%

5. Swedish 2,397 0.73%

6. Italian 2,251 0.69%

7. Portuguese 748 0.23%

8. Chinese 622 0.19%

9. Norwegian Bokmål 615 0.19%

10. Danish 536 0.16%

Grand total 326,410 100%

▼

1 - 10 / 71 < >

Active users

326,410

Views

22,694

New users

316,096

Views per session

0.06

Sessions

372,400

Average session duration

00:17:41

Sessions per user

1.14

Bounce rate

45.70%

new returning

5.8%

94.2%

J.1.



Website Traffic Sources

Active users

Feb 1 Feb 4 Feb 7 Feb 10 Feb 13 Feb 16 Feb 19 Feb 22 Feb 25 Feb 28
10K

12K

14K

16K

First user source / medium Active users % Active Users

1. google / organic 83,443 25.56%

2. google / cpc 68,193 20.89%

3. (direct) / (none) 57,004 17.46%

4. visitflorida.com / referral 12,845 3.94%

5. KeyWestDirectFlightFacebookInstagramTinsleyCa
mpaign / referral

7,227 2.21%

6. moneyweb.io / referral 5,442 1.67%

7. bing / organic 5,112 1.57%

8. Key Largo Winter FB Tinsley Ad / referral 4,689 1.44%

9. example.com / referral 4,368 1.34%

10. search.4stardealz.com / referral 4,347 1.33%

▼

25.6%

20.9%

23.7%

17.5%

J.1.



Most Visited Sections of Website

Views

Feb 1 Feb 4 Feb 7 Feb 10 Feb 13 Feb 16 Feb 19 Feb 22 Feb 25 Feb 28
0

1K

2K

3K

4K

Full page URL Views % Views

1. fla-keys.co.uk/ 2,401 10.58%

2. flakeys.com/ 554 2.44%

3. fla-keys.com/ 454 2%

4. fla-keys.com/welcome-to-the-florida-keys/ 210 0.93%

5. fla-keys.com/?asset=3587-ig-
17974223732341442

174 0.77%

6. fla-keys.com/family-travel/ 153 0.67%

7. fla-keys.com/?asset=3587-ig-
17950852369953216

148 0.65%

8. fla-keys.com/?asset=3587-ig-
17982269372237192

146 0.64%

9. fla-keys.com/key-west/ 123 0.54%

Grand total 22,694 100%

▼

20.1%

14.7%

6.5%

43.1%

J.1.
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Device Usage

Active users

Feb 1 Feb 4 Feb 7 Feb 10 Feb 13 Feb 16 Feb 19 Feb 22 Feb 25 Feb 28
10K

12K

14K

16K

Device category Active users % Active Users

1. mobile 226,065 69.26%

2. desktop 82,505 25.28%

3. tablet 16,375 5.02%

4. smart tv 54 0.02%

▼

25.4%

69.6%

J.1.



Section 2: Geographic Data on Website Visitors

J.1.



World

111 284,328284,328284,328

Country Active users New users Sessions Bounce rate Views per session Average session duration

1. United States 284,328 277,866 332,567 45.28% 0.05 00:18:10

2. Canada 9,359 8,998 10,596 45.05% 0.07 00:17:43

3. United Kingd… 5,481 5,354 6,001 45.31% 0.11 00:14:40

4. Germany 4,616 4,421 5,177 38.48% 0.07 00:09:45

5. France 3,803 3,722 4,090 68.78% 0.06 00:07:18

6. Sweden 2,772 2,737 2,975 73.24% 0.01 00:05:16

7. Italy 2,480 2,439 2,669 74.75% 0.03 00:04:01

8. India 1,690 1,667 1,710 72.22% 0.11 00:02:55

9. Poland 735 721 773 77.23% 0.77 00:07:12

10. Norway 692 672 731 60.19% 0.03 00:07:09

11. Finland 614 338 689 46.44% 0.01 00:07:57

12. Denmark 548 530 616 56.66% 0.01 00:16:45

13. Netherlands 433 411 483 31.26% 0.03 00:18:15

14. Brazil 425 395 475 25.68% 0.27 00:18:21

15. Indonesia 421 378 460 43.26% 0.17 00:15:18

16. Australia 364 344 393 26.21% 0.22 00:07:57

17. Switzerland 324 309 355 21.97% 0.12 00:21:32

18. Ireland 320 315 342 19.3% 0.01 00:13:01

19. Spain 276 269 294 41.5% 0.66 00:20:27

20. Mexico 271 264 284 51.41% 0.06 00:14:47

21. Austria 234 213 300 28.67% 0.01 00:29:31

22. Hungary 195 184 236 26.69% 0.21 00:35:16

23. (not set) 132 132 131 57.25% 0.23 00:01:00

24. Belgium 128 118 169 26.04% 0 00:30:26

25. Czechia 118 113 137 40.88% 0 00:10:19

Grand total 326,410 316,096 372,400 45.7% 0.06 00:17:41

▼

J.1.



USA

000 71,19971,19971,199

Region Active users New users Sessions Bounce rate Views per
session

Average session
duration

1. Florida 71,199 67,187 82,112 42.54% 0.03 00:15:37

2. New York 26,656 25,362 29,833 52.02% 0.05 00:14:12

3. Texas 16,774 15,863 18,839 54.59% 0.05 00:13:27

4. Illinois 16,696 15,766 18,770 51.81% 0.03 00:16:16

5. Virginia 14,760 13,434 16,721 45.55% 0.05 00:21:04

6. Georgia 14,652 13,020 16,529 45.51% 0.04 00:18:08

7. Pennsylvania 11,477 10,501 13,863 40.14% 0.05 00:19:46

8. California 10,326 9,802 11,089 51.68% 0.07 00:12:26

9. North Carolina 9,539 8,564 10,978 40.86% 0.05 00:20:17

10. Michigan 8,964 7,745 9,976 37.93% 0.06 00:19:33

11. Massachusetts 8,561 8,090 10,192 44.95% 0.06 00:16:27

12. Ohio 8,506 7,342 10,658 33.82% 0.05 00:25:40

13. New Jersey 8,226 7,820 9,973 45.39% 0.04 00:19:22

14. Kansas 5,789 5,527 5,965 28.28% 0.02 00:06:02

15. Indiana 5,452 4,545 6,263 36.31% 0.05 00:19:14

16. Tennessee 4,907 4,337 5,502 44.4% 0.09 00:13:38

17. Maryland 4,293 3,958 5,364 42.06% 0.04 00:26:28

18. Minnesota 4,207 3,874 4,825 39.81% 0.09 00:15:31

19. South Carolina 3,931 3,364 4,427 37.34% 0.06 00:28:01

20. Wisconsin 3,741 3,363 4,408 36.86% 0.11 00:23:51

21. Missouri 3,179 2,765 3,800 34.08% 0.08 00:23:23

22. Kentucky 2,922 2,335 3,428 34.92% 0.06 00:20:11

23. Alabama 2,810 2,542 3,217 44.26% 0.07 00:13:21

24. Iowa 2,671 2,370 3,070 37.39% 0.13 00:29:35

25. Colorado 2,513 2,323 3,180 36.89% 0.09 00:27:47

26. Washington 2,438 2,266 2,803 40.78% 0.09 00:17:00

27. Connecticut 2,416 2,213 2,795 40.32% 0.04 00:22:32

28. Arizona 1,983 1,839 2,374 37.45% 0.06 00:18:10

29. (not set) 1,941 1,870 1,996 51.8% 0.04 00:03:31

30. New Hampshire 1,661 1,414 1,842 34.74% 0.08 00:18:58

31. Oklahoma 1,639 1,375 1,898 37.99% 0.09 00:23:10

32. Louisiana 1,558 1,383 1,746 41.87% 0.05 00:14:43

33. West Virginia 1,556 1,218 1,745 34.67% 0.04 00:15:53

34. Maine 1,426 1,154 1,599 32.77% 0.11 00:20:13

35. Oregon 1,336 1,229 1,495 38.13% 0.1 00:12:47

36. Arkansas 1,290 1,082 1,435 41.88% 0.14 00:14:06

37. Mississippi 1,239 1,042 1,369 42.95% 0.05 00:28:22

38. District of Columbia 1,173 1,100 1,348 45.7% 0.04 00:15:00

39. Nebraska 1,151 982 1,310 36.64% 0.06 00:17:44

40. Delaware 1,012 898 1,254 38.28% 0.04 00:27:37

41. Utah 826 747 949 38.57% 0.23 00:16:26

42. Nevada 766 692 840 44.88% 0.15 00:12:20

43. Idaho 571 480 655 36.64% 0.09 00:16:59

44. Rhode Island 547 477 735 27.89% 0.14 00:29:29

45. New Mexico 498 433 540 40.19% 0.13 00:15:45

46. Vermont 494 388 547 31.63% 0.05 00:18:57

47. South Dakota 493 419 557 36.98% 0.08 00:27:00

48. Montana 488 396 559 33.63% 0.14 00:19:41

49. North Dakota 420 363 470 39.79% 0.14 00:12:54

50. Wyoming 279 222 333 34.23% 0.04 00:19:48

Grand total 284,328 277,866 332,567 45.28% 0.05 00:18:10

▼

J.1.



Florida

888 28,32328,32328,323

City Active users New users Sessions Bounce rate Views per
session

Average session
duration

1. Miami 10,806 9,769 12,350 30.48% 0.04 00:25:18

2. (not set) 8,904 7,958 9,786 41.37% 0.04 00:17:24

3. Tampa 5,789 5,478 6,279 42.63% 0.01 00:09:54

4. Orlando 3,554 3,354 3,806 45.74% 0.01 00:08:39

5. Jacksonville 3,302 3,166 3,510 50.14% 0 00:07:12

6. Key West 1,446 1,181 1,975 17.52% 0.04 00:39:53

7. Pembroke Pines 988 979 1,008 90.48% 0 00:04:33

8. Ocala 814 731 870 45.4% 0.05 00:11:39

9. Key Largo 793 651 1,104 17.39% 0.06 00:46:36

10. Islamorada 768 669 887 16.8% 0.01 00:28:18

11. Miami Beach 766 677 851 23.27% 0.02 00:18:30

12. Sarasota 737 709 834 47.12% 0.02 00:15:04

13. Marathon 733 605 888 14.86% 0.02 00:28:20

14. Cape Coral 727 669 785 41.15% 0.13 00:08:24

15. Bradenton 688 639 743 46.7% 0.01 00:05:34

16. Tallahassee 658 591 716 38.13% 0 00:09:05

17. Fort Myers 645 589 700 33.29% 0.01 00:09:26

18. St. Petersburg 522 497 597 42.38% 0.01 00:15:18

19. North Port 511 478 545 48.07% 0.02 00:06:11

20. Brandon 504 480 532 47.56% 0.02 00:05:14

21. Lakeland 476 456 520 46.35% 0.02 00:05:37

22. Port St. Lucie 447 432 502 47.01% 0.03 00:19:33

23. Clearwater 418 403 453 47.46% 0.01 00:04:44

24. Gainesville 413 377 452 44.91% 0.03 00:06:00

25. Spring Hill 394 379 416 54.33% 0 00:02:37

26. Palm Coast 371 361 394 50% 0.01 00:02:42

27. Big Pine Key 351 315 419 17.18% 0.02 00:23:20

28. Wesley Chapel 343 332 368 48.91% 0 00:07:40

29. Venice 326 313 344 50.58% 0 00:03:41

30. Palm Bay 322 295 365 42.47% 0.01 00:09:34

31. Largo 317 302 374 46.52% 0 00:27:44

32. Daytona Beach 316 270 340 42.06% 0.07 00:08:24

33. Pompano Beach 303 268 346 25.14% 0.04 00:27:02

34. Winter Haven 297 248 314 43.95% 0.01 00:10:58

35. Fort Lauderdale 292 255 345 19.42% 0.07 00:27:58

36. The Villages 266 259 279 45.88% 0 00:02:10

37. Bonita Springs 249 229 297 33.33% 0.03 00:47:44

38. Melbourne 248 235 281 45.55% 0.07 00:07:55

39. Boca Raton 247 221 289 28.03% 0.42 00:26:16

40. Port Charlotte 241 225 272 46.69% 0.01 00:07:11

41. Sebring 226 213 239 47.28% 0.02 00:04:29

42. Ruskin 225 216 241 49.79% 0 00:09:18

43. Leesburg 224 187 242 41.74% 0 00:09:23

44. Four Corners 220 209 233 47.64% 0.21 00:04:42

45. Port Orange 220 207 249 38.55% 0 00:22:05

46. Boynton Beach 218 208 236 38.98% 0 00:08:56

47. Hialeah 217 183 241 21.16% 0 00:21:59

48. North Fort Myers 215 194 239 50.21% 0 00:08:07

49. Palatka 215 159 232 43.1% 0 00:14:15

50. West Palm Beach 212 195 255 33.33% 0.19 00:29:51

Grand total 71,199 67,187 82,112 42.54% 0.03 00:15:37

▼

J.1.



Canada

000 1,7771,7771,777

City Active users New users Sessions Bounce rate Views per
session

Average session
duration

1. Toronto 1,777 1,679 1,931 48.52% 0.05 00:15:38

2. Vancouver 836 806 899 67.07% 0.01 00:13:06

3. Montreal 454 414 481 30.15% 0.11 00:13:18

4. (not set) 420 363 449 37.86% 0.05 00:08:39

5. Ottawa 292 274 324 46.91% 0.06 00:16:05

6. Hamilton 208 194 230 48.7% 0.01 00:10:07

7. London 197 185 236 47.46% 0.15 00:07:05

8. Mississauga 176 169 196 56.12% 0.01 00:08:28

9. Brampton 145 144 155 76.13% 0 00:05:38

10. Calgary 139 130 174 27.59% 0 00:14:35

11. Windsor 124 109 141 41.84% 0.01 00:11:06

12. Kitchener 105 102 115 64.35% 0 00:09:17

13. Edmonton 103 92 117 26.5% 0.11 00:15:27

14. Vaughan 95 84 101 51.49% 0.04 00:20:54

15. Burlington 78 72 83 45.78% 0.04 00:10:48

16. Kawartha Lakes 77 70 93 32.26% 0.04 00:32:56

17. Winnipeg 77 73 88 19.32% 0.02 00:10:12

18. Barrie 75 70 79 55.7% 0 00:05:31

19. Halifax Regional Municipality 68 59 77 25.97% 0.16 00:17:42

20. Oakville 67 60 73 35.62% 0 00:16:15

21. Quebec City 67 62 71 35.21% 0.15 00:01:31

22. Markham 62 61 68 52.94% 0.5 00:11:06

23. Oshawa 61 59 64 68.75% 0.02 00:10:25

24. Sarnia 59 59 66 45.45% 0.03 00:08:15

25. Greater Sudbury 58 55 68 55.88% 0.03 00:08:14

Grand total 9,359 8,998 10,596 45.05% 0.07 00:17:43

▼

J.1.



UK

111 2,0232,0232,023

City Active users New users Sessions Bounce rate Views per
session

Average session
duration

1. London 2,023 1,940 2,197 49.66% 0.14 00:11:20

2. (not set) 673 603 764 41.1% 0.08 00:13:52

3. Manchester 104 97 108 50% 0.06 00:06:02

4. Birmingham 99 85 105 42.86% 0.02 00:20:14

5. Cardiff 87 74 96 36.46% 0 00:04:50

6. Plymouth 83 63 88 29.55% 0.03 00:15:34

7. Bristol 78 74 82 50% 0 00:07:53

8. Edinburgh 75 59 84 27.38% 0.02 00:17:06

9. Milton Keynes 73 54 78 34.62% 0 00:10:58

10. Wolverhampton 69 57 75 22.67% 0.37 00:09:42

11. Norwich 59 50 63 28.57% 0.86 00:10:53

12. Newcastle upon Tyne 58 43 67 22.39% 0.16 00:37:33

13. Belfast 52 42 53 22.64% 0.06 00:26:11

14. Croydon 52 49 57 36.84% 0.37 00:08:37

15. Luton 42 33 43 27.91% 0 00:05:45

16. Liverpool 38 35 40 32.5% 0.2 00:09:15

17. Glasgow 36 35 42 40.48% 0.05 00:07:01

18. Slough 33 31 37 48.65% 0 00:01:21

19. Worthing 30 30 30 86.67% 0 00:01:26

20. Sheffield 29 28 30 46.67% 0 00:03:42

21. Brighton 27 24 30 50% 0.07 00:01:49

22. Leeds 26 21 30 33.33% 0 00:09:55

23. Maidstone 24 23 24 33.33% 0 00:05:06

24. Oxford 22 22 25 32% 0 00:27:39

25. Basingstoke 19 19 19 36.84% 0 00:02:40

Grand total 5,481 5,354 6,001 45.31% 0.11 00:14:40

▼

J.1.
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Section 2: Geographic Data on Website Visitors

J.2.



Islamorada - World

000 18,13318,13318,133

Country Active users New users Sessions Bounce
rate

Views per
session

Average session
duration

1. United States 18,133 11,586 19,550 23.02% 0.07 00:11:29

2. Canada 342 123 391 6.65% 0.09 00:17:37

3. Germany 271 126 281 14.95% 0.1 00:07:28

4. United Kingdom 230 92 276 9.78% 0.14 00:20:17

5. France 67 20 69 8.7% 0.07 00:02:38

6. Sweden 51 13 65 1.54% 0.02 00:49:34

7. Indonesia 34 23 36 41.67% 0 00:02:39

8. India 30 19 31 48.39% 0 00:04:28

9. Denmark 28 8 32 15.63% 0.03 00:11:12

10. Netherlands 27 16 27 14.81% 0 00:02:11

11. Italy 25 5 25 8% 0 00:06:08

12. Brazil 24 12 24 0% 0 00:03:33

13. Norway 22 8 22 4.55% 0 00:01:28

14. Spain 22 15 22 54.55% 0 00:01:42

15. Switzerland 22 12 22 4.55% 0 00:08:41

16. Australia 20 7 20 20% 0 00:14:37

17. (not set) 18 18 18 61.11% 0 00:00:02

18. Hungary 17 10 17 41.18% 0 00:00:48

19. Mexico 13 9 13 15.38% 0 00:20:27

20. Austria 12 9 12 8.33% 0 00:46:00

21. Finland 12 8 12 41.67% 0 00:00:12

22. Poland 12 5 13 15.38% 0 00:02:31

23. Belgium 7 4 7 14.29% 0 00:02:11

24. Ireland 7 5 8 0% 0 00:02:56

25 Philippines 7 3 10 20% 0 00:10:47
Grand total 19,450 12,212 21,017 22.33% 0.07 00:11:40

▼

J.2.



Islamorada - USA

555 7,7827,7827,782

Region Active users New users Sessions Bounce rate Views per
session

Average session
duration

1. Florida 7,782 5,787 8,096 31.48% 0.02 00:09:33

2. New York 1,222 671 1,339 16.73% 0.1 00:14:33

3. Georgia 797 462 858 17.48% 0 00:12:35

4. Illinois 794 403 866 18.36% 0.04 00:12:22

5. Texas 709 355 742 18.73% 0.04 00:07:43

6. Virginia 708 383 747 16.73% 0.06 00:07:24

7. Pennsylvania 660 352 734 17.57% 0.08 00:10:40

8. North Carolina 503 292 538 16.17% 0.16 00:17:18

9. Ohio 475 265 503 7.95% 0.17 00:09:42

10. Massachusetts 461 238 515 13.4% 0.17 00:16:07

11. Michigan 443 208 473 8.25% 0.04 00:13:10

12. New Jersey 409 231 468 16.67% 0.15 00:21:53

13. California 332 161 359 19.78% 0.29 00:10:33

14. Indiana 268 132 291 11% 0.06 00:14:52

15. Tennessee 252 132 261 12.26% 0.1 00:08:18

16. South Carolina 232 125 243 9.05% 0.39 00:10:05

17. Minnesota 225 100 236 5.93% 0.09 00:10:38

18. Maryland 224 140 255 20.78% 0.07 00:13:23

19. Missouri 179 83 197 10.15% 0.23 00:09:06

20. Wisconsin 178 87 188 7.45% 0.01 00:07:11

21. Colorado 165 92 193 24.87% 0 00:08:56

22. Kentucky 154 84 160 8.75% 0.44 00:10:47

23. Connecticut 125 55 136 10.29% 0.03 00:14:14

24. Kansas 121 49 121 21.49% 0.05 00:11:58

25. Washington 118 52 126 7.94% 0.1 00:11:10

26. New Hampshire 116 55 131 19.08% 0 00:10:33

27. Iowa 116 52 120 11.67% 0 00:10:04

28. Alabama 109 56 114 9.65% 0.31 00:07:32

29. Arizona 82 33 91 10.99% 0.12 00:08:50

30. Oklahoma 80 36 92 15.22% 0.02 00:26:02

31. West Virginia 77 43 79 13.92% 0.14 00:02:34

32. Maine 76 36 84 15.48% 0.04 00:05:14

33. Louisiana 66 31 68 7.35% 0.12 00:03:35

34. (not set) 65 45 66 43.94% 0 00:12:11

35. Nebraska 61 26 63 11.11% 0.06 00:10:27

36. District of Columbia 60 37 64 26.56% 0.02 00:05:38

37. Delaware 55 22 58 6.9% 0.03 00:12:46

38. Mississippi 53 23 56 16.07% 0.11 00:07:31

39. Arkansas 51 19 54 16.67% 0 00:20:44

40. Oregon 45 21 46 6.52% 0.07 00:16:36

41. Utah 36 10 36 13.89% 3.11 00:15:54

42. Idaho 35 14 35 2.86% 0.03 00:07:36

43. Vermont 34 11 41 14.63% 0 00:36:46

44. Rhode Island 31 12 35 8.57% 0.11 00:17:13

45. Nevada 29 8 30 6.67% 0 00:07:30

46. Montana 26 8 28 10.71% 0.11 00:19:33

47. Wyoming 25 9 27 3.7% 0 00:03:16

48. South Dakota 24 11 26 7.69% 0 00:12:00

49. New Mexico 23 13 23 0% 0 00:06:37

50. North Dakota 19 8 23 13.04% 0 00:11:03

Grand total 18,133 11,586 19,550 23.02% 0.07 00:11:29

▼

J.2.



Islamorada - Florida

111 867867867

City Active users New users Sessions Bounce rate Views per
session

Average session
duration

1. Miami 867 593 940 10.64% 0.02 00:18:44

2. Tampa 720 548 753 40.5% 0 00:06:27

3. (not set) 703 473 736 26.63% 0.01 00:09:42

4. Orlando 465 375 477 46.96% 0 00:06:12

5. Islamorada 449 398 491 14.05% 0 00:24:55

6. Jacksonville 428 343 444 41.89% 0 00:00:52

7. Cape Coral 96 76 99 44.44% 0.06 00:03:55

8. Key Largo 93 54 101 13.86% 0.02 00:11:28

9. Fort Myers 91 66 94 37.23% 0 00:04:12

10. Sarasota 79 62 81 33.33% 0.02 00:07:26

11. Brandon 75 55 78 39.74% 0 00:01:24

12. Ocala 72 53 77 40.26% 0.39 00:01:06

13. Lakeland 71 57 72 33.33% 0 00:01:01

14. Bradenton 69 50 72 40.28% 0 00:00:28

15. North Port 68 48 69 34.78% 0 00:05:47

16. Spring Hill 62 53 66 50% 0 00:00:15

17. St. Petersburg 56 36 57 40.35% 0 00:04:02

18. Clearwater 55 45 58 37.93% 0 00:00:22

19. Palm Coast 55 46 56 51.79% 0 00:00:33

20. Doral 51 40 55 16.36% 0 00:08:47

21. Wesley Chapel 48 35 51 39.22% 0 00:01:24

22. Miami Beach 47 28 52 11.54% 0.04 00:35:53

23. Lehigh Acres 46 39 48 52.08% 0 00:00:26

24. Winter Haven 46 28 46 41.3% 0 00:02:39

25. Daytona Beach 44 37 46 30.43% 0.24 00:02:17

26. Fort Lauderdale 44 28 45 8.89% 0 00:06:36

27. Palm Bay 43 33 44 54.55% 0 00:00:14

28. Sebring 43 34 45 46.67% 0 00:00:18

29. The Villages 43 32 43 39.53% 0 00:03:23

30. Key West 40 22 46 10.87% 0.02 00:09:11

31. Venice 40 29 41 43.9% 0 00:00:51

32. Four Corners 37 34 37 59.46% 0 00:00:23

33. Largo 37 25 38 26.32% 0 00:10:32

34. Melbourne 37 28 45 40% 0.42 00:12:58

35. Port Charlotte 37 27 38 50% 0 00:02:48

36. Pinellas Park 36 28 38 47.37% 0 00:03:14

37. Ruskin 35 26 35 42.86% 0 00:00:26

38. Zephyrhills 34 24 37 40.54% 0 00:02:19

39. Haines City 32 27 32 34.38% 0 00:00:27

40. Bonita Springs 29 24 29 48.28% 0 00:00:45

41. Marathon 29 14 30 6.67% 0 00:36:50

42. Pompano Beach 29 17 34 11.76% 0 00:24:46

43. Tallahassee 28 10 30 10% 0 00:23:54

44. Trinity 28 19 29 58.62% 0 00:00:24

45. Gibsonton 27 20 29 41.38% 0 00:00:16

46. Deltona 27 23 29 51.72% 0 00:00:20

47. North Fort Myers 27 20 30 36.67% 0 00:01:43

48. St. Augustine 27 20 28 42.86% 0 00:00:13

49. Kissimmee 26 22 26 53.85% 0 00:04:02

50. Palm Harbor 26 17 31 51.61% 0 00:27:26

Grand total 7,782 5,787 8,096 31.48% 0.02 00:09:33

▼
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Islamorada - Canada

111 626262

City Active users New users Sessions Bounce rate Views per
session

Average session
duration

1. Toronto 62 23 63 3.17% 0.3 00:04:47

2. Montreal 22 7 22 13.64% 0 00:02:38

3. (not set) 15 5 15 0% 0 00:00:57

4. Vancouver 12 3 12 25% 0 00:33:35

5. Ottawa 11 0 12 8.33% 0.08 00:06:48

6. Calgary 9 3 9 11.11% 0 00:01:40

7. Barrie 7 2 7 14.29% 0 00:01:26

8. London 7 0 7 0% 0 00:03:21

9. Burlington 6 2 6 0% 0 00:57:36

10. Mississauga 6 3 6 0% 0 00:00:41

11. Vaughan 6 0 6 16.67% 0 00:00:15

12. Arnprior 5 3 5 0% 0 00:00:52

13. Hamilton 5 2 6 0% 0 00:38:03

14. Matane 4 2 4 0% 0 00:01:04

15. Oakville 4 3 4 0% 0 01:09:03

16. Windsor 4 2 4 0% 0 00:02:55

17. Bolton 3 2 3 66.67% 0 00:00:12

18. Brantford 3 2 3 0% 0 00:00:41

19. Edmonton 3 2 3 0% 0 00:05:32

20. Guelph 3 0 3 0% 0 00:02:11

21. Kitchener 3 1 7 0% 0 00:01:17

22. Langley Township 3 3 3 100% 0 00:00:00

23. Markham 3 2 4 25% 0 00:08:11

24. Port-Cartier 3 1 3 0% 0 00:27:29

25. St. Catharines 3 0 4 0% 0 00:01:23

Grand total 342 123 391 6.65% 0.09 00:17:37

▼
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Islamorada - UK

111 939393

City Active users New users Sessions Bounce rate Views per
session

Average session
duration

1. London 93 41 105 17.14% 0.31 00:10:32

2. (not set) 33 12 57 12.28% 0 01:08:45

3. Plymouth 9 3 9 11.11% 0.33 00:09:03

4. Cardiff 5 3 5 0% 0 00:01:43

5. Edinburgh 5 0 5 0% 0 00:01:35

6. Wolverhampton 5 3 5 0% 0 00:00:49

7. Birmingham 4 0 4 0% 0 00:00:32

8. Dorking 4 3 4 0% 0 00:46:34

9. Glasgow 4 1 4 0% 0 00:17:54

10. Newcastle upon Tyne 4 1 4 0% 0 00:01:59

11. Slough 4 3 4 0% 0 00:00:41

12. Godalming 3 0 3 0% 0 00:01:09

13. Luton 3 1 3 0% 0 00:00:34

14. Manchester 3 0 3 0% 1.33 00:03:49

15. Milton Keynes 3 0 3 0% 0 00:00:40

16. Norwich 3 0 3 0% 0 00:01:29

17. Abergavenny 2 2 2 0% 0 00:00:44

18. Coventry 2 1 2 0% 0 00:06:47

19. Derby 2 0 2 0% 0 00:00:36

20. Evesham 2 0 2 0% 0 00:01:09

21. Newbury 2 0 2 0% 0 00:01:38

22. Tonbridge 2 0 2 0% 0 00:00:15

23. Doncaster 1 0 1 0% 0 00:00:28

24. Whitstable 1 1 1 0% 0 00:00:37

25. Barnsley 1 0 1 0% 0 00:00:11

Grand total 230 92 276 9.78% 0.14 00:20:17

▼
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‭DATE:‬ ‭April 9, 2024‬

‭To:‬ ‭District Advisory Committee Members‬

‭FROM:‬ ‭Elaine Cooke - Two Oceans Digital‬

‭RE:‬ ‭Consideration and Action re: District Webcams‬

‭During‬ ‭the‬ ‭April‬ ‭DAC‬ ‭meeting‬ ‭Two‬ ‭Oceans‬ ‭Digital‬ ‭will‬ ‭review‬ ‭the‬ ‭District‬ ‭funded‬
‭webcams‬‭with‬‭the‬‭DAC‬‭and‬‭seek‬‭approval‬‭to‬‭continue‬‭with‬‭the‬‭current‬‭webcams‬‭and/or‬
‭make any changes.‬

‭A copy of the analytics for the webcams is attached.‬

‭Current District IV Webcam and cost:‬

‭Name‬ ‭Location‬ ‭Amount per‬
‭month‬

‭Amount per‬
‭year‬

‭Islamorada‬
‭Streaming Cam‬ ‭Whale Harbor‬ ‭$1,233.33‬ ‭$14,799.96‬
‭Islamorada‬
‭Worldwide‬
‭Sportsman‬
‭Streaming Cam‬ ‭Worldwide Sportsman‬ ‭$500.00‬ ‭$6,000.00‬

‭DAC 4 Webcam Cost Total‬ ‭$1,733.33‬ ‭$20,799.96‬
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2023 - 2024 Webcam Data for the
April DAC Meetings

Webcam Status Report

J.3.



Page title Page path and
screen class Full page URL Views % Δ Total users % Δ

1… Islamorada Streaming
Cam - Webcams in the
Florida Keys

/webcams/islamo
rada-cam/stream/

fla-keys.com/webcams/islamorada-
cam/stream/

4,737 19.9% 5,348 283.6%

2… Webcams in the Florida
Keys | Islamorada
Webcams

/webcams/islamo
rada/

fla-
keys.com/webcams/islamorada/

3,652 137.8% 5,492 553.8%

3… Islamorada Worldwide
Sportsman Streaming
Cam - Webcams in the
Florida Keys

/webcams/islamo
rada-wws/stream/

fla-keys.com/webcams/islamorada-
wws/stream/

2,706 14.6% 3,508 206.4%

4… Islamorada Streaming
Cam - Webcams in the
Florida Keys

/webcams/islamo
rada-cam/stream/

fla-keys.com/webcams/islamorada-
cam/stream/?
utm_cam=islamorada

701 -22.9% 1,269 197.2%

5… Islamorada Cam -
Webcams in the Florida
Keys

/webcams/islamo
rada-cam/

fla-keys.com/webcams/islamorada-
cam/

395 46.8% 740 306.6%

6… Islamorada Worldwide
Sportsman Cam -
Webcams in the Florida
Keys

/webcams/islamo
rada-wws/

fla-keys.com/webcams/islamorada-
wws/

295 13.5% 396 189.1%

▼
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Last Calendar Year  2023
DAC 4 Webcam Pageviews

Jan 1 - March 19, 2024 compared to Jan 1 - March 19, 2023

Views

131,938
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Date: March 28, 2024 
To: All Recipients of the Monroe County Tourist Development Council Operations Manual 
Re: OPERATIONS MANUAL UPDATES 

The latest set of updates to the Operations Manual are now available on the Monroe County 
TDC webpage: 

http://www.monroecounty-fl.gov/tdc 

Operations Manual – description of updates 
Each section can be downloaded from the webpage in PDF format, or you can print the pages 
directly from the webpage. 

1. Section III District Advisory Committees
o Updated DAC II Chairperson to reflect election of Ms. Kim Wilkerson as

Chairperson

2. Section IV-A Destination/Turkey Events
o Updated Application (BOCC 2/21/24)



DATE: March 28, 2024 

To: District Advisory Committee Members  

FROM:  Ammie Machan, Administrative Assistant 

RE: Update re: March 26, 2024 TDC Meeting  

Attached is a copy of the last TDC meeting agenda and a copy of the draft minutes to provide 
you an update on the business that took place at the meeting.  

Please do not hesitate to reach out to the TDC administrative office with any questions. 

L.2.
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March 26, 2024 

*ADD ON AGENDA
MONROE COUNTY TOURIST DEVELOPMENT COUNCIL 

TUESDAY, MARCH 26, 2024, 10:00 A.M. 
DOUBLE TREE, KEY WEST 

A. Call to Order
B. Roll Call
C. Mission Statement
D. 1. Additions to and Approval of the Agenda  

E. Approval of the Minutes
1. January 30, 2024, Regular Meeting Minutes 
2. February 20, 2024 Special Meeting Minutes 

BULK APPROVALS (Recommended Bulk Items are BOLD) 

F. Administrative
1. Status Report
2. Interim Director’s Report
3. Operations Manual Update – FYI
4. Updated DAC Meeting Schedule – FYI
5. Marketing Plan Schedule - FYI

G. Budget
1. Four Penny Revenue Report

H. Advertising
1. Review of monthly accounting breakdown & FY 2024 Generic Destination & Umbrella

campaign recap
2. Response Report – FYI
3. Advertising Recap – FYI
4. Search Engine Marketing Report – FYI
5. Presentation: Pro-Bono Video Developed for Coral Restoration Foundation

I. Film Commission
1. Status Report

J. Public Relations
1. Status Report
2. Presentation: Current PR

K. Sales and Marketing
1. Status Report
2. Consideration and Action re: Sales Resolution

L. Research
1. Status Report
2. Review of VIS Call Reports
3. Monitoring Economic Status Update



2 
March 26, 2024 

M. Website
1. Website Status Report
2. Consideration and Action re: Task Order – CrowdRiff ($30,000)
3. Consideration and Actin re: Task Order - Domain Name Renewal ($616.20)

N. TDC Related Items
1. Consideration and Action re: Agreement for Multilingual Tourist Assistance Service
2. Consideration and Action re: Approval of Waiver of Standards of Conduct
3. Ratification of Amendment to Agreement with Two Oceans Digital – Task Orders for Special

Projects
4. Ratification of Amendment to Agreement with Tinsley Advertising – Awards and Conference

Attendance
5. Ratification of Amendment to Agreement with Tinsley Advertising – Task Orders for Special

Projects
6. Consideration and Action re: Allowing Payment for Key West Regatta (Turnkey Event)
7. Discussion and Direction re: Audit Recommendations in Clerk’s Audit of Tinsley Advertising
8. Discussion and Direction re: Holding TDC Meetings in BOCC Chambers to Allow for the

Public to also Attend TDC Meetings by Communication Media Technology/Zoom

O. District Advisory Committee Items
1. District I

a). DAC I January 24, 2024 Regular Meeting Minutes – FYI 
b). Consideration and Action re: Amendment to Agreement with The Coral Restoration 

Foundation, Inc. for the CRF – Coral Restoration – Key West 2024 Project 
c). Consideration and Action re: Amendment to Agreement with City of Key West for 

Beach Cleaning 
d). Consideration and Action re: Amendment to Agreement with Key West Art and 

Historical Society, Inc. for the Custom House Elevator Project  
e). Consideration and Action re: Amendment to Agreement with City of Key West for the 

Smathers Beach Pavilion Project  
f). Consideration and Action re: Amendment to Agreement with City of Key West for the 

Southernmost Plaza (Public Facilities) Project  
g). Consideration and Action re: Agreement with Key West Business Guild, Inc. for Visitor 

Information Services  
h). Consideration and Action re: Amendment to Agreement with Mote Marine Laboratory, 

Inc. for the Mote – Coral Restoration – Key West 2024 Project  
i). Consideration and Action re: Amendment to Agreement with Reef Renewal USA, Inc. 

for Reef Renewal – Coral Restoration – Key West 2024 Project 
j). Consideration and Action re: Amendment to Agreement with San Carlos Patriotic and 

Educational Institute, Inc. for the San Carlos Institute Structural Repairs Project 
2. District II

a). DAC II January 23, 2024 Workshop Meeting Minutes – FYI 
b). Consideration and Action re: Amendment to Agreement with The Coral Restoration 

Foundation, Inc. for the CRF – Coral Restoration – Lower Keys 2024 Project 
c). Consideration and Action re: Amendment to Agreement with Reef Renewal USA, Inc. 

for Reef Renewal – Coral Restoration – Lower Keys 2024 
d). Consideration and Action re: Amendment to Agreement with Mote Marine Laboratory, 

Inc. for the Mote – Coral Restoration – Lower Keys 2024 Project  
e). Consideration and Action re: Mr. Troy Talpas/Lodging Representative 

3. District III
a). DAC III January 24, 2024 Regular Meeting Minutes – FYI 
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b). Consideration and Action re: DAC III FY 2024 3rd Round Capital Project Funding 
Allocations totaling $602,082 

c). Consideration and Action re: Amendment to Agreement with The Coral Restoration 
Foundation, Inc. for the CRF – Coral Restoration – Marathon 2024 Project 

d). Consideration and Action re: Amendment to Agreement with Pigeon Key Foundation, 
Inc. for the Paint Foremans Dorm Roof Project 

e). Consideration and Action re: Amendment to Agreement with Pigeon Key Foundation, 
Inc. for the ADA Ramp Installation Project 

f). Consideration and Action re: Amendment to Agreement with Pigeon Key Foundation, 
Inc. for the Train Gate Entry Project 

g). Consideration and Action re: Amendment to Agreement with Florida Keys Land & Sea 
Trust, Inc. for the Crane Point Bird Center Pathways Project  

h). Consideration an Action re: Amendment to Agreement with Reef Renewal USA, Inc. 
for Reef Renewal – Coral Restoration – Marathon 2024 

i). Consideration and Action re: Amendment to Agreement with City of Marathon for the 
Quay Restroom II (Public Facilities) Project  

j). Consideration and Action re: Amendment to Agreement with Mote Marine Laboratory, 
Inc. for the Mote – Coral Restoration – Marathon 2024 Project  

k). Consideration and Action re: Amendment to Agreement with Dolphin Research 
Center, Inc. for the DRC Restore Dolphin Lagoons Project  

4. District IV
a). DAC IV January 23, 2024 Regular Meeting Minutes – FYI 
b). Consideration and Action re: Amendment to Agreement with The Coral Restoration 

Foundation, Inc. for the CRF – Coral Restoration – Islamorada 2024 Project 
c). Consideration and Action re: Amendment to Agreement with Friends of the Pool, Inc. 

for the Alligator Reef Light Station Restoration Phase I Project 
d). Consideration and Action re: Amendment to Agreement with Friends of the Pool, Inc. 

for the Alligator Reef Light Station Restoration Phase I Part II Project 
e). Consideration and Action re: Amendment to Agreement with Reef Renewal USA, Inc. 

for Reef Renewal – Coral Restoration – Islamorada 2024 
f). Consideration and Action re: Amendment to Agreement with Mote Marine Laboratory, 

Inc. for the Mote – Coral Restoration – Islamorada 2024 Project  
5. District V

a). DAC V January 23, 2024 Regular Meeting Minutes – FYI 
b). Consideration and Action re: Amendment to Agreement with The Coral Restoration 

Foundation, Inc. for the CRF – Coral Restoration – Key Largo 2024 Project 
c). Consideration and Action re: Amendment to Agreement with Mote Marine Laboratory, 

Inc. for the Mote – Coral Restoration – Key Largo 2024 Project  
d). Consideration and Action re: Ms. Jaclyn Kelley/Lodging Representative 

P. Cultural Umbrella
1. Minutes of Cultural Umbrella Meeting – FYI
2. Consideration and Action re: Ms. Barbara Hann/District V Representative

Q. Fishing Advisory Committee
1. Minutes of Fishing Advisory Committee Meeting – FYI

R. Dive Umbrella
1. Minutes of Dive Umbrella Meeting – FYI

S. Public/Industry Input
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T. General Discussion 
 
Adjourn the meeting of the Monroe County Tourist Development Council 
Convene meeting as Visit Florida Keys   

Call to Order 

Roll Call 

U. Visit Florida Keys   

1. Consideration and Action re: Visit Florida Keys portion of the January 30, 2024 meeting 
minutes 

2. Consideration and Action re: Visit Florida Keys portion of the of the February 20, 2024 special 
meeting minutes 

          *3. Consideration and Action re: The Marketing Director’s Employment Status 
 

Adjourn the meeting of Visit Florida Keys  



Monroe County Tourist Development Council Meeting    
The March 26, 2024 meeting of the Monroe County Tourist Development Council was called to order 
by Chairperson Rita Irwin at 10:00 a.m. at the DoubleTree Resort in Key West. 

TDC Members in Attendance: Mr. George Fernandez, Mayor Teri Johnston, Ms. Peg Laron, Mayor 
Holly Raschein (arrived at 10:33), Ms. Diane Schmidt, Mr. Timothy Root, Ms. Patti Stanley, and Ms. 
Gayle Tippett 

District Advisory Committee Chairpersons Present Were: Mr. Steve Robbins (DAC I), Ms. Kim 
Wilkerson (DACII), Ms. Vicki Tashjian (DAC III), Mr. John Harrison (DAC IV) (arrived at 10:09), and 
Ms. Suzanne Holmquist (DAC V) 

Agencies Present Were: Mr. John Underwood and Mr. Dorn Martel - Tinsley Advertising; Mr. Andy 
Newman and Ms. Carol Shaughnessy– NewmanPR; Ms. Elaine Cooke and Ms. Karissa Hamilton – 
Two Oceans Digital 

Staff Present Were:  Ms. Christine Limbert – Assistant County Attorney, Ms. Kelli Fountain – TDC 
Director of Market Research, Mr. Markham McGill – TDC Director of Sales, Mr. Chad Newman – Film 
Commissioner, Ms. Maxine Pacini and Ms. Ammie Machan  

Approval of the Agenda: Ms. Schmidt moved approval of the agenda as presented, Mr. Root 
seconded.  Motion passed unanimously. 

Approval of the Minutes: Ms. Schmidt moved approval of the January 30, 2024 TDC meeting 
minutes as presented, Ms. Laron seconded.  Motion passed unanimously. 

Ms. Schmidt moved approval of the February 20, 2024 Special TDC meeting minutes as 
presented, Mr. Root seconded. Motion passed unanimously.  

Approval of the Bulk Agenda Items: The following item was pulled from the bulk agenda due to a 
voting conflict: 

O.1.j. Consideration and Action re: Amendment to Agreement with San Carlos Patriotic and
Educational Institute, Inc. for the San Carlos Institute Structural Repairs Project

Mr. Fernandez moved approval of the following bulk items:   

F. Administrative
1. Status Report
3. Operations Manual Update – FYI
4. Updated DAC Meeting Schedule – FYI
5. Marketing Plan Schedule - FYI

G. Budget
1. Four Penny Revenue Report

H. Advertising
1. Review of monthly accounting breakdown & FY 2024 Generic Destination & Umbrella campaign recap
2. Response Report – FYI
3. Advertising Recap – FYI
4. Search Engine Marketing Report – FYI

I. Film Commission
1. Status Report

DRAFT



Monroe County Tourist Development Council 
March 26, 2024 
Page 2  
J. Public Relations            

1. Status Report                                    
 

K. Sales and Marketing  
1. Status Report 
2. Consideration and Action re: Sales Resolution  

 
L. Research 
    1. Status Report 

2. Review of VIS Call Reports 
3. Monitoring Economic Status Update 
 

M. Website 
1. Website Status Report 
2. Consideration and Action re: Task Order – CrowdRiff ($30,000) 
3. Consideration and Actin re: Task Order - Domain Name Renewal ($616.20) 

 
N. TDC Related Items 
 1. Consideration and Action re: Agreement for Multilingual Tourist Assistance Service  
 2. Consideration and Action re: Approval of Waiver of Standards of Conduct 

3. Ratification of Amendment to Agreement with Two Oceans Digital – Task Orders for Special Projects  
4. Ratification of Amendment to Agreement with Tinsley Advertising – Awards and Conference Attendance  
5. Ratification of Amendment to Agreement with Tinsley Advertising – Task Orders for Special Projects  
6. Consideration and Action re: Allowing Payment for Key West Regatta (Turnkey Event) 

    
O. District Advisory Committee Items 

1. District I  
a). DAC I January 24, 2024 Regular Meeting Minutes – FYI 
b). Consideration and Action re: Amendment to Agreement with The Coral Restoration Foundation, 

Inc. for the CRF – Coral Restoration – Key West 2024 Project 
c). Consideration and Action re: Amendment to Agreement with City of Key West for Beach Cleaning 
d). Consideration and Action re: Amendment to Agreement with Key West Art and Historical Society, 

Inc. for the Custom House Elevator Project  
e). Consideration and Action re: Amendment to Agreement with City of Key West for the Smathers 

Beach Pavilion Project  
f). Consideration and Action re: Amendment to Agreement with City of Key West for the 

Southernmost Plaza (Public Facilities) Project  
g). Consideration and Action re: Agreement with Key West Business Guild, Inc. for Visitor 

Information Services  
h). Consideration and Action re: Amendment to Agreement with Mote Marine Laboratory, Inc. for the 

Mote – Coral Restoration – Key West 2024 Project  
i). Consideration and Action re: Amendment to Agreement with Reef Renewal USA, Inc. for Reef 

Renewal – Coral Restoration – Key West 2024 Project 
2. District II 

a). DAC II January 23, 2024 Workshop Meeting Minutes – FYI 
b). Consideration and Action re: Amendment to Agreement with The Coral Restoration Foundation, 

Inc. for the CRF – Coral Restoration – Lower Keys 2024 Project 
c). Consideration and Action re: Amendment to Agreement with Reef Renewal USA, Inc. for Reef 

Renewal – Coral Restoration – Lower Keys 2024 
d). Consideration and Action re: Amendment to Agreement with Mote Marine Laboratory, Inc. for the 

Mote – Coral Restoration – Lower Keys 2024 Project  
e). Consideration and Action re: Mr. Troy Talpas/Lodging Representative 

3. District III 
a). DAC III January 24, 2024 Regular Meeting Minutes – FYI 
c). Consideration and Action re: Amendment to Agreement with The Coral Restoration Foundation, 

Inc. for the CRF – Coral Restoration – Marathon 2024 Project 
d). Consideration and Action re: Amendment to Agreement with Pigeon Key Foundation, Inc. for the 

Paint Foreman’s Dorm Roof Project 
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e). Consideration and Action re: Amendment to Agreement with Pigeon Key Foundation, Inc. for the 
ADA Ramp Installation Project 

f). Consideration and Action re: Amendment to Agreement with Pigeon Key Foundation, Inc. for the 
Train Gate Entry Project 

g). Consideration and Action re: Amendment to Agreement with Florida Keys Land & Sea Trust, Inc. 
for the Crane Point Bird Center Pathways Project  

h). Consideration an Action re: Amendment to Agreement with Reef Renewal USA, Inc. for Reef 
Renewal – Coral Restoration – Marathon 2024 

i). Consideration and Action re: Amendment to Agreement with City of Marathon for the Quay 
Restroom II (Public Facilities) Project  

j). Consideration and Action re: Amendment to Agreement with Mote Marine Laboratory, Inc. for the 
Mote – Coral Restoration – Marathon 2024 Project  

4. District IV 
a). DAC IV January 23, 2024 Regular Meeting Minutes – FYI 
b). Consideration and Action re: Amendment to Agreement with The Coral Restoration Foundation, 

Inc. for the CRF – Coral Restoration – Islamorada 2024 Project 
c). Consideration and Action re: Amendment to Agreement with Friends of the Pool, Inc. for the 

Alligator Reef Light Station Restoration Phase I Project 
d). Consideration and Action re: Amendment to Agreement with Friends of the Pool, Inc. for the 

Alligator Reef Light Station Restoration Phase I Part II Project 
e). Consideration and Action re: Amendment to Agreement with Reef Renewal USA, Inc. for Reef 

Renewal – Coral Restoration – Islamorada 2024 
f). Consideration and Action re: Amendment to Agreement with Mote Marine Laboratory, Inc. for the 

Mote – Coral Restoration – Islamorada 2024 Project  
5. District V 

a). DAC V January 23, 2024 Regular Meeting Minutes – FYI 
b). Consideration and Action re: Amendment to Agreement with The Coral Restoration Foundation, 

Inc. for the CRF – Coral Restoration – Key Largo 2024 Project 
c). Consideration and Action re: Amendment to Agreement with Mote Marine Laboratory, Inc. for the 

Mote – Coral Restoration – Key Largo 2024 Project  
d). Consideration and Action re: Ms. Jaclyn Kelley/Lodging Representative 
e). DAC V December 5, 2023 Regular Meeting Minutes – FYI 

 
P. Cultural Umbrella 

1. Minutes of Cultural Umbrella Meeting – FYI 
2. Consideration and Action re: Ms. Barbara Hann/District V Representative 

 
Q. Fishing Advisory Committee 
 1. Minutes of Fishing Advisory Committee Meeting – FYI 
  
R. Dive Umbrella 

1. Minutes of Dive Umbrella Meeting – FYI 
 

Mr. Root seconded. Motion passed unanimously. 
 
Interim Marketing Director’s Report: Mr. George Fernandez provided a report on his activities as 
Interim Marketing Director, including a meeting with staff to begin the development of the annual 
Marketing Plan. 
 
Presentation: Pro-Bono Video Developed for Coral Restoration Foundation: Mr. Dorn Martel 
presented a Pro-Bono video the Agency produced for the Coral Restoration Foundation highlighting 
efforts to preserve corals during last summer’s record setting ocean temperatures.  
 
Mayor Raschein arrived at 10:33 a.m. 
 
The meeting of the Tourist Development Council was adjourned at 10:34 a.m. 
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Visit Florida Keys Meeting 
 
The March 26, 2024 meeting of Visit Florida Keys was called to order by Chairperson Rita Irwin at 
10:34 a.m. at the DoubleTree Resort in Key West.  
 
TDC Members in Attendance: Mr. George Fernandez, Mayor Teri Johnston, Ms. Peg Laron, Mayor 
Holly Raschein, Mr. Timothy Root, Ms. Diane Schmidt, Ms. Patti Stanley, and Ms. Gayle Tippett 
 
Approval of the Agenda Bulk Items: Ms. Stanley moved approved of the following bulk items: 

U.1.  Consideration and Action re: Visit Florida Keys Portion of the January 30, 2024 meeting 
minutes 

U.2. Consideration and Action re: Visit Florida Keys Portion of the February 20, 2024 Special 
meeting minutes 

Mr. Fernandez seconded. Motion passed unanimously.  
 
Consideration and Action re: The Marketing Director’s Employment Status: Mayor Raschein stated 
that a discussion had taken place at the March BOCC meeting regarding the employment status of 
the Marketing Director, Ms. Stacey Mitchell. She said that there had been a loss of confidence in the 
Marketing Director and that the community is craving accountability.  
 
Ms. Christine Limbert reviewed the memo provided in the meeting packet outlining the options that 
the Corporation had regarding the contract with the Marketing Director. She stated that the contract 
allows for termination with or without cause with a severance of four months salary. The Corporation’s 
Personal Policies and Procedures manual also allows for payment of vacation leave upon separation. 
It was Ms. Limberts recommendation that if the Corporation wished to terminate the agreement, to do 
so without cause. Mr. Root asked if the Corporation decided to terminate the Marketing Director 
agreement, if there were legal ramifications if upon completion of the audits if no wrongdoing was 
found. Ms. Limbert stated no, that with the termination of the Agreement a release would need to be 
signed by Ms. Mitchell releasing the Corporation of any claims.  
 
Mayor Johnston asked if the scenario had changed as Ms. Mitchell had retained legal counsel. Ms. 
Limbert stated that no, the only difference would be that she would be communicating with the 
attorney instead of directly with Ms. Mitchell. Mr. Root asked if it was known why Ms. Mitchell had 
obtained legal counsel. Ms. Limbert stated that she was not aware why. 
 
Mr. Zachary Zermay, attorney for Ms. Mitchell, was in attendance. Mr. Zermay stated that he wished 
to correct the record that Ms. Mitchell refused to cooperate with the auditors. Mr. Zermay stated that 
he had requested that the auditors submit their questions in writing and the auditors declined to do 
so. He had then requested to be presented during Ms. Mitchell’s audit interview. Mr. Zermay stated 
that it is his position today that there are some members of the BOCC that may or may not have an 
“axe to grind” with Ms. Mitchell. Mr. Zermay continued that denial of funding for Monroe County’s 
200th Anniversary Celebration may be the pretext for the animosity towards Ms. Mitchell. Mr. Zermay 
stated that there should not be a rush to judgment.  
 
Ms. Irwin stated that after the March BOCC meeting the direction was clear that the Commissioners 
wished for their appointments to the TDC to support the item that Mayor Raschein had brought 
forward today.  
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Mr. Fernandez asked if Ms. Mitchell had been provided with an opportunity to respond to the 
allegations in the audit. Ms. Limbert stated that the Clerk’s Audit had been concluded and that the 
only ongoing Audit was the forensic audit, which was the meeting that Ms. Mitchell did not attend. Ms. 
Limbert stated that it is the intent for the forensic audit to be released before the next TDC meeting.  
 
Ms. Irwin stated that when Ms. Mitchell was placed on administrative leave, that the Board members 
and Staff had been instructed not to communicate with Ms. Mitchell. She stated that upon hearing 
that Ms. Mitchell had been requested to have a meeting with the auditors she requested that she be 
allowed to speak with Ms. Mitchell to suggest that she attend the meeting with the auditors. Mr. Root 
stated that Ms. Mitchell is on paid administrative leave, that therefore she should answer questions 
with the auditors. Ms. Tippett asked what would happen if Ms. Mitchell did not sign the release. Ms. 
Limbert stated that if that happened, she would not receive her severance pay and that the issue 
would then be litigated.  
 
Mayor Raschein moved approval to terminate the Marketing Director Agreement with Ms. 
Stacey Mitchell without cause effective immediately and approval of payment of compensation 
and vacation leave upon tender of release, Mayor Johnston seconded.  
 
Ms. Stanely asked for clarification that this clause for the release was in the Marketing Directors 
contract that Ms. Mitchell signed. Ms. Limbert responded yes.  
 
A roll call vote was taken with the following results: 
Mr. George Fernandez  Yes 
Mayor Teri Johnston  Yes 
Ms. Peg Laron   Yes 
Mayor Raschein   Yes 
Mr. Timothy Root   Yes 
Ms. Diane Schmidt   Yes 
Ms. Patti Stanley   Yes 
Ms. Gayle Tippett   Yes 
Ms. Rita Irwin   Yes  Motion passed. 
 
Ms. Limbert asked the Board for direction on how to proceed with hiring a new Marketing Director. 
Ms. Irwin suggested creating a selection committee that was comprised of more than just TDC 
members and hire a search firm to conduct a national search for a new Marketing Director.  
 
Ms. Limbert stated that a consultant/firm could assist with developing a scope/job description for the 
position and advertising the position.  
 
Mayor Raschein asked how a firm would be selected. Ms. Limbert proposed that the prospective 
firms be vetted and then go through the County’s small contract process (a streamline process for 
contracts under $100,000) for approval of a contract. She recommended that a representative from 
the Board be available to consult with Staff during this process. Ms. Limbert recommend Ms. Schmidt 
for this position as she had previously had the confidence of the Board to serve as the Interim 
Director and experience and expertise in this area. Ms. Schmidt stated that she was willing to do this.  
 
Ms. Limbert reviewed the direction from the board that was to move forward with hiring of a 
firm/consultant to assist with the search for a new Marketing Director, move the contract with the 
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firm/consultant through BOCC approval (likely as a small contract), bring a schedule back to the 
Board for approval, and to have Ms. Schmidt act as a liaison for the board throughout the process.  
 
There being no further business of the corporation, the meeting was adjourned at 11:25 a.m. 
 

Monroe County Tourist Development Council Meeting    
 
The March 26, 2024 meeting of the Monroe County Tourist Development Council was reconvened by 
Chairperson Irwin at 11:39 a.m. 
 
TDC Members in Attendance: Mr. George Fernandez, Mayor Teri Johnston, Ms. Peg Laron, Mayor 
Holly Raschein, Ms. Diane Schmidt, Mr. Timothy Root, Ms. Patti Stanley, and Ms. Gayle Tippett 
 
District Advisory Committee Chairpersons Present Were: Mr. Steve Robbins (DAC I), Ms. Kim 
Wilkerson (DACII), Ms. Vicki Tashjian (DAC III), Mr. John Harrison (DAC IV) (arrived at 10:09), and 
Ms. Suzanne Holmquist (DAC V) 
 
Presentation: Current PR: Mr. Andy Newman presented recent Public Relations activities including 
coverage of the groundhog’s day, Conch in Marathon, the 61st Annual Conch Shell Blowing Contest 
in Key West, and a discussion with descendants of former presidents at Trumans Little White House 
in Key West.  
 
Ms. Carol Shaughnessy highlighted coverage of culture and the arts including the Keys Traveler e-
newsletter, the Cultural Heritage Quest, and an episode of George Poveromo’s World of Saltwater 
Fishing featuring local singer/songwriter Howard Livingston.  
 
Mr. Root left the meeting at 11:58 a.m. 
Mayor Raschein left the meeting at 12:00 p.m. 
 
Discussion and Direction re: Audit Recommendations in Clerk’s Audit of Tinsley Advertising: Ms. Irwin 
stated that many of the recommendations within the audits are already being addressed. 
 
Mayor Johnston asked if there was a timeline provided for the recommendation on rebidding the 
Adverting Agency contract. Ms. Limbert replied that there was not a timeline provided. She stated that 
there are some reasons that would warrant the contract not being rebidded at this time. One being 
timing as the Agreement is set to expire on September 30, 2024 and with moving forward with a new 
Marketing Director she would prefer that the new Marketing Director have input on any changes that 
may need to be made with the bidding process. She stated that the RFP’s for agency of record are 
staggered so that if a new Agency is contracted it allows time for transition. Her recommendation 
would be to move forward with extending the current agreement with Tinsley Advertising in order to 
continue to operate in the way that we need to.  
 
Discussion and Direction re: Holding TDC Meetings in BOCC Chambers to Allow for the Public to 
also Attend TDC Meetings by Communication Media Technology/Zoom: Ms. Irwin stated that Staff 
had been working with the County IT Department regarding holding TDC meetings in BOCC 
chambers in order to allow the public to participate via zoom. Ms. Limbert stated that a tentative hold 
had been placed on the BOCC chambers and upon the direction of the TDC, Staff would confirm the 
meeting rooms and provide the revised schedule in the next meeting packet. It was the direction of 
the TDC to procced with this.  
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Consideration and Action re: Amendment to Agreement with San Carlos Patriotic and Educational 
Institute, Inc. for the San Carlos Institute Structural Repairs Project: Ms. Tippett moved approval to 
Amend the Agreement with San Carlos Patriotic and Educational Institute, Inc. for the San Carlos 
Institute Structural Repairs project to extend the completion date to September 30, 2025, Ms. Schmidt 
seconded.  
 
A roll call vote was taken with the following results: 
Mr. George Fernandez  Abstain* 
Mayor Teri Johnston  Yes 
Ms. Peg Laron   Yes 
Ms. Diane Schmidt   Yes 
Ms. Patti Stanley   Yes 
Ms. Gayle Tippett   Yes 
Ms. Rita Irwin   Yes  motion passed. 
*Mr. Fernandez abstained due to sitting on the Board of the San Carlos Patriotic and Educational 
Institute, Inc.  
 
Ms. Irwin passed the gavel to Mr. Fernandez  
 
Consideration and Action re: DAC III FY 2024 3rd Round Capital Project Funding Allocations totaling 
$602,082: Mayor Johnston moved approval of the DAC III FY 2024 3rd Round Capital Project Funding 
Allocations totaling $602,082, Ms. Tippett seconded.  
 
Mr. George Fernandez  Yes 
Mayor Teri Johnston  Yes 
Ms. Peg Laron   Yes 
Ms. Diane Schmidt   Yes 
Ms. Patti Stanley   Yes 
Ms. Gayle Tippett   Yes 
Ms. Rita Irwin   Abstain*  Motion passed. 
Ms. Irwin abstained due to being employed by Dolphin Research Center, Inc. Form 8B Memorandum 
of Voting Conflicts is attached.  
 
Consideration and Action re: Amendment to Agreement with Dolphin Research Center, Inc. for the 
DRC Restore Dolphin Lagoons Project: Ms. Tippett moved approval to amend the Agreement with 
Dolphin Research Center, Inc. for the DRC Restore Dolphin Lagoons Project to extend the 
completion date of the project to September 30, 2025, Ms. Laron seconded.   
 
Mr. George Fernandez  Yes 
Mayor Teri Johnston  Yes 
Ms. Peg Laron   Yes 
Ms. Diane Schmidt   Yes 
Ms. Patti Stanley   Yes 
Ms. Gayle Tippett   Yes 
Ms. Rita Irwin   Abstain*  Motion passed. 
Ms. Irwin abstained due to being employed by Dolphin Research Center, Inc. Form 8B Memorandum 
of Voting Conflicts is attached.  
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Mr. Fernandez returned the gavel to Ms. Irwin 
 
General Discussion: Ms. Limbert provided an update on Senate Bill 1456 which provides for surplus 
TDC funds to be utilized for affordable housing for tourism related businesses. She stated that the 
TDC and BOCC had set aside funds for public facilities in the hopes that they could be used for 
affordable housing. It was determined that affordable housing did not fall under the public facilities 
category, so this legislation was enacted to allow a one time surplus of up to $35M to be allocated to 
affordable housing. The bill had passed but had not yet been signed by the governor. Ms. Pacini 
stated that last year $25M had been allocated and if this is passed an additional $10M will be added 
to this fund.  
 
Ms. Limbert also reported in response to one of the recommendations within the Audit, that the 
County had entered into a contract with the Florida Ethics Institute to assist with coming up with 
policies and procedures and to offer training to employees as needed.  
 
There being no further business the meeting of the Tourist Development Council was adjourned at 
12:27 p.m. 
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L.3.

DATE: March 28, 2025 

To: District IV Advisory Committee Members 

FROM:  Maxien Pacini, Office Manager 

RE: Consideration and Action re: Amendment with Agreement with Islamorada 
Chamber of Commerce, Inc. for Visitor Information Services 

The District IV Advisory Committee at your meeting of February 24, 2021 moved approval to 
enter into an Agreement with the Islamorada Chamber of Commerce, Inc. in an amount not to 
exceed $165,375/year to provide Visitor Information Services (VIS) to answer potential visitor 
inquiries and to promote tourism for a three (3) year period from October 1, 2021 to 
September 30, 2024. Within the Agreement is an option to extend the Agreement for an 
additional two (2) year period with the same compensation.  

Attached is a copy of their current Agreement. 

Approval is requested to extend the current Agreement to September 30, 2026. If approved by 
the DAC, this item will be placed on the April TDC and May BOCC meeting agendas.  



































L.4.

DATE: April 9, 2024 
TO: District IV Advisory Committee  
FROM: Ammie Machan, Administrative Assistant 
RE:           Review of Recent DAC Funded Events   

The DAC has determined that it could be useful to review TDC funded events as soon as possible after the 
event takes place.  The review will provide the committee the opportunity to evaluate the financial impact these 
events created while it is fresh in their minds.   

The review may include the following categories:  Attendance; Draw of Out-of-County Visitors (Heads in Beds); 
Room Nights; Things To Do (entertainment); Marketing; Economic Impact; Security; Trash/Recycling…etc.     

Below are the events that have taken place since your last DAC meeting (for review at this meeting).   We 
have contacted the event coordinators and requested a written report for this meeting.   

Below is a list of current and upcoming events so you can plan ahead to attend and keep an eye 
on the impact on your community. 

Wind Games 
The Otherside Boardsports LLC 
Review Attached 

2/9/2024 – 2/17/2024 Destination $20,000  

Upper Keys Rotary Gigantic Nautical 
Market 
Upper Keys Rotary Foundation Inc. 
Review Attached/Will Attend 

2/24/2024 – 2/25/2024 Turnkey $20,000  

St. Patty’s Day 5K & 10K 
Islamorada Running Company LLC 3/16/2024 – 3/17/2024 Turnkey $20,000 

Florida Keys Island Fest – 32nd Annual 
Islamorada Chamber of Commerce, Inc. 

3/23/2024 – 3/24/2024 Destination $15,000 

I.CARE Trash Derby
I.CARE Corporation 

5/3/2024 – 5/5/2024 Destination $45,000 



1. What was the primary purpose of your event?


	     	 To draw out-of-county visitors to the destination and put “Heads in Beds”. 

	     x	 To provide something to do for the visitor who is already here and enhance 

	 	  their experience while visiting the destination. 
2.   Estimated total number of attendees:  600    


3.   How many room nights were provided to this district? *Total Room nights will calculate automatically 
upon pressing the tab key on your key board or answering the next question):


4.   What method was used to estimate out-of-county visitors entered above (a)?

Check all that apply.

	 Capacity of venue(s)	 	 	 	 	 Ticket Sales from last event

X	 Survey of attendees from last event	 	 	 Registration from Last Event

	 (Attach Survey Results)	 	 	 	 Social Media Analytics from Last Event 


5.   What method was used to estimate number of nights out-of-County visitors stayed (c)?

Bookings through TDC’s Website booking engine


Based on host hotel group pick up


6.	 Did your event utilize TDC funding towards sponsored social media posts? If yes, please 
attach social media analytics report showing your target audience demographics.  Please describe 
your target audience in the box below:	


Continued on next page….


EVENT NAME: Wind Games
EVENT WEBSITE ADDRESS: www.WindGames2024.com
DATE(S) OF EVENT: 2/9/24-2/11/24

a. How many out of County visitors to this district?               a.      378

b. How many visitors to a room?               b.      2

c. How many nights will the visitors stay?               c.      4

d. Calculate:  Room Nights =  (a/b) x c 

    Divide line a by line b. Then multiple by line c *Room Nights:      756

X	 	 Other, please specify      photos of crowd

 Other, please specify     survey  

   We used TDC funding for 3 instagram boosts totaling $250.04. We chose to utilize instagram’s 
suggested audience as our intention was to reach both riders/participants from out of town as well 
as spectators of all ages who may be geographically nearby. The audience is chosen based on 
interest, browsing behavior and basic demographics. Reports Attached.  
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http://www.WindGames2024.com


7.   Other comments (economic impact, marketing efforts, changes that will be made, etc.):


U:\TDC\Front Office\Meeting Packets\Memos\Event Reviews\Event Review Form.docx



     Feedback from this event has been tremendously positive both from within the wind sports 
industry as well as the local community. Our room block at Sunset Inn was 100% filled. Our hosting 
venue has said,”It was really a Fantastic Event.  Very impressive. I met tons of really nice people 
just out to have fun. I'm a huge supporter of trying to continue this event. Revenues from the beach 
bar was very strong. Significantly more than expected.

Friday night registration at the SandBar was awesome.  Friday nights are very strong at 
SandBar and I wondered how our regulars would feel about the change of vibe and 
potential lack of seating. They loved it all. Overall it was a great event from our perspective.”


Separately, we were approached by two other local property owners/event sites asking if 
we’d consider using their property to host this event or something similar.


Please watch our recap video here:
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How did you hear about Wind Games? (check all that apply)

182 responses

Wind Games 2024
182 responses

0 20 40 60

Facebook
Instagram

Radio
Newspaper

Word of Mouth (locally)
Word of Mouth (wind in…
Digital Ads and/or web…

SandBar Rooftop
Posters Around Town

I didn't! Driving by and…
Friends
Friend

Boyfriend
I’m a helper

West Marine
Remy’s Dad
Islamorada

Windgames
Freuns

Otherside boardsports
Otherside

I was here last year
Otherside homie

Sponsored
Key west news letter e…

Kite surfing eveny

24 (13.2%)24 (13.2%)24 (13.2%)
32 (17.6%)32 (17.6%)32 (17.6%)

1 (0.5%)1 (0.5%)1 (0.5%)
8 (4.4%)8 (4.4%)8 (4.4%)

57 (31.3%)57 (31.3%)57 (31.3%)
31 (17%)31 (17%)31 (17%)

16 (8.8%)16 (8.8%)16 (8.8%)
6 (3.3%)6 (3.3%)6 (3.3%)
7 (3.8%)7 (3.8%)7 (3.8%)

10 (5.5%)10 (5.5%)10 (5.5%)
4 (2.2%)4 (2.2%)4 (2.2%)

2 (1.1%)2 (1.1%)2 (1.1%)
1 (0.5%)1 (0.5%)1 (0.5%)
1 (0.5%)1 (0.5%)1 (0.5%)
1 (0.5%)1 (0.5%)1 (0.5%)
1 (0.5%)1 (0.5%)1 (0.5%)
1 (0.5%)1 (0.5%)1 (0.5%)
1 (0.5%)1 (0.5%)1 (0.5%)
1 (0.5%)1 (0.5%)1 (0.5%)
1 (0.5%)1 (0.5%)1 (0.5%)
1 (0.5%)1 (0.5%)1 (0.5%)
1 (0.5%)1 (0.5%)1 (0.5%)
1 (0.5%)1 (0.5%)1 (0.5%)
1 (0.5%)1 (0.5%)1 (0.5%)
1 (0.5%)1 (0.5%)1 (0.5%)
1 (0.5%)1 (0.5%)1 (0.5%)



Are you competing in the games?

181 responses

How far was your journey to this event?

179 responses

No, I am here to help
No, I came to watch
Yes, 1-2 games
Yes, 3-5 games
What games? I like the colorful
things...

8.3%

16%

68.5%

Keys Local
I'm Floridian
Out of State
Out of country

34.1%

25.1%

36.9%



How many nights will you stay in the Keys?

182 responses

How many people came to the event with you?

180 responses

I live here
None, just came for the day
1 night
2 nights
3 nights
4 nights
5 or more nights
2 months

1/3

24.7%

10.4%

13.7%

30.2%

Just me, I'm a solo rider
+1!
3-5
5-10
Squad goals

9.4%

8.3%

51.1%

30%



Did you come to the Keys specifically for this event?

179 responses

Untitled Section

Do you participate in other industry (Kite, Wing, Foil) events?

180 responses

Yes
No
I live here26.8%

44.1%

29.1%

I'm not a rider
Typically this is the only event…
Yes, whenever I can; 5-10 ev…
Yes, 1-4 other events per year
First event ever!
We ride occasionally w/ friend…

First event

1/2

13.3%
13.9%

60%



What is MOST important to you when purchasing wind equipment?

182 responses

0 50 100 150

I'm not a rider

Brand

Performance

Colors/Aesthetics

Price

101 (55.5%)101 (55.5%)101 (55.5%)

23 (12.6%)23 (12.6%)23 (12.6%)

60 (33%)60 (33%)60 (33%)

5 (2.7%)5 (2.7%)5 (2.7%)

14 (7.7%)14 (7.7%)14 (7.7%)

3 (1.6%)3 (1.6%)3 (1.6%)



Welcome to my Ted Talk: (leave us a note, anything you want)

57 responses

Great event!

Purse

Woot woot so excited for our first competition!! Thanks for having us!!

Awesome event!!

Amazing wvent

Thank you for that hat: )

Love the hats

Love the freestyle!

Great job!

Great event

Here to help my mom

Can't wait for next year

Great event bring it back

This event is awesome!

Thanks for being so friendly and welcoming!

Very fun event



Fun!!!

Enjpy

How’s it brah

Fun event to watch

This event is awesome! Well laid out and organized.

Super cool event.

Awesome event!

Got with the flow 

Always a great time in the Keys…so lucky to be here!

So exciting!

Thanks for being here

Great vibes here at the wind games! Thanks for the great energy and smiles all around

Great event!!

I love this event! So fun! It’s a great event for everyone…friends, family, dogs, riders and
spectators ! Already excited for next year!

It’s the best!

We love Otherside and The Sanbar! Thank you for being great hosts!

Y’all rock!

Love your products



Good questions

Year 2! Great job! So fun!

Love this event!! Keep it going

Yewwwwww thanks for the event!
Dylan Shewfelt kite Puerto Rico

Thank you

Yall rock!

Rad event thanks!

Thanks for the hat. I’ll rep you at work, REI

Love this!

We are so glad that bote products are such high quality!!!!

This wa sick!

Sick event

Hey

Yew!!

James Moran

Kiteboarding

Awesome event! From Minnesota, this is amazing!

Great event, cheers to many more!!



Hi

Good

Awesome

Hi here to watch the event.

This content is neither created nor endorsed by Google. Report Abuse - Terms of Service - Privacy Policy
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EVENT NAME: Upper Keys Rotary Gigantic Nautical Market 
EVENT WEBSITE ADDRESS: https://rotarynauticalmarket.com/ 
DATE(S) OF EVENT: 2/24/24  -- 2/25/24 

1. What was the primary purpose of your event?

To draw out-of-county visitors to the destination and put “Heads in Beds”. 

xx    To provide something to do for the visitor who is already here and enhance 
 their experience while visiting the destination. 

2. Estimated total number of attendees: 15,000

3. How many room nights were provided to this district? *Total Room nights will calculate automatically
upon pressing the tab key on your key board or answering the next question):

a. How many out of County visitors to this district? a. 300

b. How many visitors to a room? b. 1

c. How many nights will the visitors stay? c. 2

d. Calculate:  Room Nights =  (a/b) x c
Divide line a by line b. Then multiple by line c *Room Nights: 600

4. What method was used to estimate out-of-county visitors entered above (a)?
Check all that apply.

Capacity of venue(s) Ticket Sales from last event 

xx Survey of attendees from last event Registration from Last Event 
(Attach Survey Results) Social Media Analytics from Last Event 

xx Other, please specify 370 vendors: 60% out of Keys addresses: more than 1 person per 
5. What method was used to estimate number of nights out-of-County visitors stayed (c)?

Bookings through TDC’s Website booking engine 

Based on host hotel group pick up 

xx  Other, please specify    370 vendors with 60% out-of-Keys addresses… none were 
single person. So 300 is an estimate. They stayed 2 nights.    

6. Did your event utilize TDC funding towards sponsored social media posts? If yes, please attach
social media analytics report showing your target audience demographics.  Please describe your target
audience in the box below:

    Our social media and Internet campaigns include paid ads on Facebook, Instagram, and 
YouTube along with paid banner ads in online newspapers and magazines. Our paid audience 
demographic on Meta was age-limited (above 21) and geographic: Marathon to Hollywood.  We 
also did paid Interest demographics for specific boating ads. We joined with four social media 
“Influencers” who have followers numbering in the many hundreds of thousands on major media 
outlets.  (The smallest has over 600,000 followers.) We produced ten 15 second “Reels” (or 
“Shorts”) and five minute long videos using Facebook, Instagram, YouTube, and paid email blasts 
from Coastal Angler, two radio networks, and Keys Weekly.  Organizations such as the Village of 
Islamorada produced their own promotional video using our material.    
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Continued on next page…. 

7. Other comments (economic impact, marketing efforts, changes that will be made, etc.):
   With 29 years of experience, our Marketing Campaign has defined goals and subgoals.  

Primary goals are:  1. Put faces in front of our vendors (while everyone has a good time).  2. Create 
a “Destination Activity” for the Upper Keys.  3. Spread a positive story about our community.   
Our annual marketing slogan is: “A Boat Show with a Beach”.  In other words, a family event.  

We use every available marketing channel except banner towing airplanes. We use multiple radio 
stations, multiple social media and Internet outlets including Facebook, Instagram, and YouTube. 
We use social media influencers, extensive newspaper publications, banners on vehicles, and signs 
along the highway.  The newspaper, magazine, and radio outlets have their own established email 
newsletters and Websites with loyal followers and we pay to be on those outlets too.   

We focus our paid marketing with Meta, Google, and radio from Marathon to Hollywood. But the 
reach of the Internet is infinite and both radio and newspapers cover Key West.  

We encourage you to look at our attendee survey results.  We only do surveys every other year 
because the results are uniform over a decade.  Note that we only ask for a $5 “donation” at the 
gate and many people enter through the soccer fields or come by boat, so the gate receipts are far 
below the actual attendance. We can prove 10,000 visitors by gate receipts, but “head counters’ run 
over 15,000.  (No, we don’t think it’s worth chasing people across the soccer fields to ask for $5.)     

We have many video interviews with visitors, including international visitors,  who claim they 
schedule their time in Islamorada to coincide with this show.  The farthest we have on video came 
from Hong Kong. 

The positive story we tell revolves around the success of or high school graduates who received 
Rotary scholarships.  The funds derived from producing the Gigantic Nautical Market go to 
scholarships for students at Coral Shores High School.  We provide support to students through 
their bachelor’s degree or certification in a trade.  Our annual “Show Guide” tells the stories of these 
students.  We project and promote the image, which has the advantage of being true, of a strong 
and caring community.   

The Gigantic Nautical Market is a planned destination for visitors from across the United States and 
for visitors from many places outside the US. We had significant success with a day trip crowd from 
up “Across the Blue Bridge”.  Please look at the survey report.  It’s interesting reading.   

Thank you for the support of the TDC.  Your funding helped us raise our marketing to a new level. 



GNM 
2024

Attendee 
Survey 

Note: we 
usually survey 
every other 
year.  



“Where Are You 
From? “Sample Size=  950 

South Korea
Nigeria, Bulgaria, 
Chile, Russia 
Ireland, Australia 
Cuba, Brazil 
UK, Mexico 
New Zealand  



“Where Are You From? “
UPPER KEYS                 28%
MIAMI / DADE             26%
MIDDLE/LOWER KEYS   6%
UPPER FL                         5%
MICHIGAN                       5%
 NEW JERSEY                    3.5%
PENNSYLAVANIA             2.4%
MINNESOTA                      2.1%
NEW YORK STATE           2%
TEXAS                               1.6%
ILLINOIS                             1.8%
VIRGINIA                           1.3%
                            

NOTE: We pull strongly from our 
“Day Tripper” area to the north. Our 
survey shows Michigan with very 
strong attendance.    



NOTE: Of course, the people 
who learned from friends, 
family, neighbors received 
information originating from 
other sources. Unfortunately, 
asking, “But how did they 
know?”  doesn’t provide useful 
results!  



2022

2024



SOCIAL MEDIA INFLUENCERS







Note:  This radio spot played on multiple stations from Key West to Miami.  
Multiple plays in prime time every day for a week.   
 
UPPER KEYS ROTARY GIGANTIC NAUTICAL MARKET 
60 SECONDS 
 
PIRATE PETE: WELL AHOY, ME HEARTIES! PIRATE PETE, HERE... 
 
POLLY: *SQUAWK* AND POLLY, TOO! 
 
PIRATE PETE: ...INVITIN' YE TO THE UPPER KEYS ROTARY / KEYS DECK & DOCK 
SUPPLY'S GIGANTIC NAUTICAL MARKET, PRESENTED BY THE POOL SPA BILLIARD 
STORE,SATURDAY AND SUNDAY FEBRUARY 24TH AND 25TH AT FOUNDERS PARK, MILE 
MARKER 87 BAYSIDE IN ISLAMORADA. 'TIS THE BOAT SHOW WITH A BEACH! 
 
POLLY: *SQUAWK* BOAT SHOW WITH A BEACH! 
 
PETE: YOU'LL FIND A TREASURE TROVE OF NAUTICAL ITEMS WITH OVER 300 
VENDORS! NEW AND USED BOATS, FISHING AND DIVE GEAR, CLOTHING, MARINE 
EQUIPMENT AND PRODUCTS, AND DOCKING EQUIPMENT! PLUS, NAUTICAL ARTS AND 
CRAFTS, ANTIQUES, AND SO MUCH MORE! AND SHIVER ME TIMBERS, THERE BE FOOD 
TRUCKS ALL AROUND THE PARK! 16 OF 'EM, WITH DELICACIES FOR EVERY PALATE! 
 
POLLY: *SQUAWK* EVERY PALATE! EVERY PALATE! 
 
PETE: BE YOU AN AVID BOATER, OUTDOOR ENTHUSIAST, OR JUST LOOKIN' FOR A 
GREAT DAY OUT WITH THE FAMILY, THIS IS THE EVENT YE BEEN WAITIN' FER! SET A 
COURSE FOR THE UPPER KEYS ROTARY / KEYS DECK & DOCK SUPPLY'S GIGANTIC 
NAUTICAL MARKET, PRESENTED BY THE POOL SPA BILLIARD STORE, SATURDAY AND 
SUNDAY FEBRUARY 24TH AND 25TH AT FOUNDERS PARK, MILE MARKER 87 BAYSIDE IN 
ISLAMORADA.THE BOAT SHOW WITH A BEACH! 
 
POLLY: *SQUAWK* FOR MORE INFORMATION, VISIT ROTARYNAUTICALMARKET.COM! 
 
PETE: BROUGHT TO YOU BY THE MONROE COUNTY TOURIST DEVELOPMENT COUNCIL.  



GIGANTICNautical Market
KEYS DECK & DOCK SUPPLY’S

Presented by The Pool Spa Billiard Store

FEBRUARY 24TH & 25TH FOUNDERS PARK ISLAMORADA

SAT 8 AM - 5 PM SUN 9 AM - 3 PM

Purchase
50/50 Raffle

�ckets!

“�e 
Boat Show

With A Beach!”

FIRST STATE BANK • TRICIA & JEFF HYNES • CUSTOM ELECTRICAL • BRIAN’S LANDSCAPING • ASAP MARINE CONSTRUCTION
FIRST HORIZON BANK • HOUSTON INSURANCE AGENCY • NATURE CRAFT JEWELERY & TEES BY BO

FREE SHUTTLE BOTH DAYS DURING SHOW HOURS FROM CORAL SHORES HIGH SCHOOL, MM 90
DONATION: $5 Contribution to the Scholarship Fund • ALL PROCEEDS BENEFIT AREA YOUTH

This full page ad ran in multiple issues 
of Keys Weekly newspaper throughout 
the Keys 
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