
Digital Paid Media 
Reporting Highlights
June 2023

Visit St. Pete/Clearwater



June Media Activity

● Impressions and clicks were up again MoM, this time due to 
high-volume from Visit Florida “Co-Op the Co-Op” program

● Summer Audio buy and Arts Co-Op programs also launched
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June Media-Driven Site Activities

● Pageviews were up MoM, while overall Engagement rate declined
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Media Highlights

● PadSquad drove the most pageviews this month, although the 
engagement rate was much lower than other placements (0.47% vs. 
7.18% campaign average excluding co-op)

● Ad+Genuity/Basis drove the most site engagements, followed by 
Sojern

● Newly launched Audio Ads delivered 1.3M impressions across 
Pandora, Soundcloud, and Spotify and had a 98% completion rate

PadSquad Press & Hold 
creative droves the most 
clicks (1.99% CTR!) and 
pageviews12,027,317

4,621,408

1,713,080

1,603,846

1,302,996
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Sojern – Check-In

● Always-On programmatic partner Sojern has been a 
consistent top performer across all key benchmarks, 
including C/PV, PV Rate, and Engagement Rate

● Pre-Roll Video Ads perform well on VCR (73%) and 
excellent on CTR and PV Rate, while Native Ads drove 
the most efficient Engagements

● Performance in Adara, particularly for flight bookings, 
is among the best of any individual partner – 
however, hotel results are likely skewed by the 
unplanned inclusion of Tampa in geo-targeting (an 
error corrected in May)

Tactic Impressions Clicks CTR CPC Cost PVs C/PV PV Rate Engagements C/Eng Eng Rate
PreRoll Video Ads 4,950,365                      75,775                1.53% 0.91$            69,305$        50,432                    1.37$            1.02% 956                      72.49$           1.90%
High Impact Billboard Ads 4,902,381                      3,855                    0.08% 10.17$        39,219$        16,548                    2.37$            0.34% 2,282                 17.19$           13.79%
Native Ads 3,794,859                      1,807                    0.05% 15.75$        28,461$        18,297                    1.56$            0.48% 2,812                 10.12$           15.37%
Display Ads AV 1,171,267                      960                         0.08% -$               -$                  12,235                    -$               1.04% 2,075                 -$                  16.96%

October 2022 – June 2023

IMPACT
October 2022– June 2023 Results

Total Hotel 
Bookings

% of 
Business 
Travelers ADR

Total 
Revenue

Revenue per 
1000 
impressions

Revenue 
Per 1000 
Uniques

2,919         42% 213.39$ 1,958,673$  163.21$        348.15$     

Total Flight 
Bookings

% of 
Business 
Travelers

Average 
Length 
of Stay Passengers

Passengers 
per 1000 
impressions

Passengers 
Per 1000 
Uniques

7,576         26% 5.10       10,819         0.90              4.65           



Undertone – System1 Study
● As an Added Value benefit of our 2022-

2023 media buy with Undertone, VSPC’s 
Bottom Adhesion rich media unit was 
tested by System1 for various emotional 
responses tied to decision-making 
behaviors

● The results were outstanding – 
outperforming all benchmarks and putting 
VSPC in the top 1% of all campaigns ever 
measured

● The ad also earned a 49% Unaided Brand 
Recall (3.5X Kantar norms) and 92% 
Consideration Intent (2x Kantar norms)

● Beach scenery drove highest attention & 
reported happiness among respondents

VSPC Bottom Adhesion creative



June MoM SEM Highlights

• June spend fell short of the $60k SEM budget for the first time. Spend was down 11% 
MoM but clicks and CPC both did well. Conversions paced with the drop in spent and 
everything is pacing correctly in July so far. 

• Clicks were down 1% MoM. Individual campaign performance was mixed but the P-
Max prospecting campaign is back up and performing very well. 

• CPC was down 11% MoM to $0.49. P-Max is back to driving the lowest CPCs at $0.29 
for remarketing and $0.0.35 for prospecting.

• GA4 became the default analytics platform July 1 replacing Universal Analytics. This 
will not create a break in continuity for most stats, but it is fundamentally different 
way Google is tracking data and could create some differences in conversion data 
comparisons in the near term.

• 435,686 Engaged Sessions (new GA4 stat) - The number of sessions that lasted longer 
than 10 seconds, or had a conversion event, or had 2 or more screen or page views.

• Overall, June saw improved results vs. May and is a bounce back from numbers that 
were a little off last month. 

* Industry benchmarking source: https://www.wordstream.com/blog/ws/2016/02/29/google-adwords-industry-benchmarks 

SEM did not hit its budget target but performed well despite this. Changes in 
conversion set up due to GA4 transition possibly affected results. 

https://www.wordstream.com/blog/ws/2016/02/29/google-adwords-industry-benchmarks


June YoY SEM Highlights

● All KPIs were up in June YoY except conversion rate (down 
11%). Clicks and conversions were both up on an 11% drop in 
spend.

● P-Max launched in August 2022, and we will see these 
increases until August 2023 when we get the first YoY P-
Max vs. P-Max results.

YoY results continue to be strong despite a drop in spend this month. 



June Performance Max Results

● Prospecting campaign generated 32,959 clicks at a CPC of $0.36 
(vs. $1.52 benchmark) and a CTR of 3.06% (vs. 4.63% benchmark) 

● The retargeting campaign generated 11,828 clicks at a CPC of $0.35 
(vs. $1.52 benchmark) and a CTR of 4.93% (vs. 4.63% benchmark) 

● Both campaigns saw drops in CTR which indicates upper funnel 
placements. 

● P-Max engagement continues to be steady but did increase a little. 

● Bounce Rate was 57% and page per session were 1.63. There were 
21,642 Engaged Sessions 

Performance Max came back strong in June (clicks up 16% MoM) but 
we are seeing more upper funnel placements.



June Video Results

• 270,137 views on YouTube for $0.035 CPV with a 76% 
VTR

• In Feed Ads had 39,520 clicks to view for an $.08 CPC

• Males 18–34 still drive the most views (15% not including 
“unknown” views) and is consistent with past months. 

• Consider switching creatives for video. New creative 
could help with possible creative fatigue.

Fixed costs deliver consistent results with little variation views 
MoM. Precise delivers strong VTRs.



Appendix

Glossary of Media Terms & Partners



Media Terms

● CPC: cost per click
● CPCV: cost per completed video view
● CPM: cost per mille (thousand) impression
● CTA: call to action
● CTA Rate: Click through rate from native article to client website – specific to Nativo programs
● CTR: click through rate
● CTV: Internet Connected TV devices
● DSA: dynamic search ad; SEM ad type ran on Google that uses content from the landing pages on your 

website to target your ads to searchers. Google creates relevant headlines based on website content and 
the search query, while we provide two lines of description. 

● DSP: demand side platform; software used to buy programmatic media
● Engagement Rate: engaged website sessions generated by display media divided by all pageviews 

generated by display media OR total engagements with an interactive rich media unit divided by total 
impressions

● Interaction Rate: percentage of unique interactions with an interactive rich media unit compared to total 
impressions

● OTT: Over-the-Top video content from streaming services; frequently viewed on CTVs 
(https://iabtechlab.com/blog/ott-vs-ctv-what-is-in-a-name/)

● PV Rate: website pageviews generated by display media divided by all display media impressions
● ROAS: return on ad spend

https://iabtechlab.com/blog/ott-vs-ctv-what-is-in-a-name/)


Media Partners

● Sojern: Managed service programmatic vendor with unique travel intent data
● Ad+genuity: Miles Partnership’s programmatic trading desk; taps into multiple Demand Side 

Platforms (DSPs) including Basis, Amazon, and DV360; data and inventory agnostic
● Nativo: Native advertising vendor that enables long-form content distribution at scale across 

network of premium publishers
● Atlas Obscura: Online magazine and publisher that catalogs unusual and obscure travel 

destinations across the world
● Expedia: Largest network of online travel agencies (OTAs), including Expedia.com, VRBO.com, and 

Hotels.com
● PadSquad: Rich Media vendor specializing in interactive, mobile units distributed across a network 

of premium publishers
● Undertone: Rich Media vendor specializing in high-impact, cross-device units distributed across a 

network of premium publishers
● Travelzoo: Online publisher of unique travel deals reaching 28M members worldwide.



Monthly Website Reporting
June 2023

Visit St. Pete/Clearwater



Executive Summary
The monthly Data Studio report is available here.

TRAFFIC & ENGAGEMENT

VSPC’s website had strong performance (Sessions) in June, with an increase of 23% compared to June-2022 (357,775 vs 291,408). Pageviews also 
climbed, up 19% (689,304 vs 577,559). Florida cities, as is typical in the summer months, were the top performers with Tampa St. Pete, Orlando, and 
Miami/Ft. Lauderdale all in the top five spots, and Florida overall representing one-third of all USA traffic. Georgia, Ohio, Virginia and New York were 
also top traffic sources with North Carolina (up 142%) and Michigan (up 513%) posting big year-over-year gains. There was however some moderate 
deterioration in Bounce rate, up a bit (3.5%) from 63.1% to 65.4%, as well as a slip in Average Session Duration, down 8 seconds or 10%. However, with 
strong growth in traffic, it’s not uncommon to see some moderate slips in engagement metrics.

Nearly all traffic channels had strong growth in Sessions. Organic, the largest channel with nearly double the traffic of the next largest (Paid Search) 
and 42% of all traffic had an impressive 24% increase. Here are the results for the top five channels:

● Organic Sessions: Up 24%: 187k versus 151k sessions;
● Paid Search: Up 11%: 96k versus 86k sessions;
● Social: Up 2%: 56k versus 55k sessions;
● Direct: Down 11%: 41k versus 46k sessions;
● Display: Up 794%: 27k versus 3k.

For International traffic, Canadian site visits had another big surge like last month, up 209% from 4.5k sessions last June to over 14k this year. Canada 
was added to the Geo Targeting over the past year, and it appears to be generating strong results. Other movers on the International scene included 
the United Kingdom (up 92%) and Germany (up 56%). 

More details around Organic can be see in the Organic Traffic Summary for July 

https://datastudio.google.com/s/mVpZyELph0Y


Executive Summary
The monthly Data Studio report is available here.

SIGNALS OF INTENT TO TRAVEL & PARTNER ENGAGEMENTS

Specific engagements that are measured by actions on the site were largely up in June year-over-year. There was another big uptick in 
Destination Magazine Orders (up 160% with 2.129 orders this June compared to 820 last year) and although the timing of the guide’s 
deployment carried a bit year/year - YTD from JAN-JUN of 2023 versus the same period in 2022 the trend is still strong, up 29%. Enews 
Sign-ups also had a moderate increase (up 7%), there was an uptick in Partner Referrals (up 19%) and finally Event Views had a robust increase 
of 25% (47k versus 41k). The only soft spots were for Deal Views, which had a significant decrease of 77% year-over-year for June and Travel Deal 
Discount Page Views which was down 17%.

CONTENT PERFORMANCE

As noted, there was a nice increase in Pageviews for the site, with some very solid Average time on Page performance for a variety of articles 
and landing pages that demonstrate great engagement with inspirational and trip-planning content. Here are the top performing pages in 
terms of total pageviews year-over-year for June and June-2023 stats (data reflects pageviews from Organic Search only, Average Time shown 
is in Seconds):

More details around Organic can be see in the Organic Traffic Summary for July 

https://datastudio.google.com/s/mVpZyELph0Y


Google Analytics



Total Leisure Site 
Traffic, Page Views & 
Engagement

Performance (MoM)

Total Visits:  447,885             4.3%

Total Unique Visitors: 357,775      6.75%

Total Page Views:  689,304           4.6%

Overall Bounce Rate:  65.39%           -0.2% 

Time on Site: 1m 19sec             -1.20%  



Total Leisure Site 
Traffic, Page Views & 
Engagement

Performance (YoY)

Total Visits:  447,885             23.9%

Total Unique Visitors: 357,775          19.12%

Total Page Views: 689,304           19.3% 

Overall Bounce Rate: 65.39%           -3.5% 

Time on Site:  1m 19sec           -9.95%  



Total Leisure Site Traffic, Page View & Engagement

Performance: Last 12 Months
July 1, 2022 through June 30, 2023

Total Traffic/Sessions: 5,267,861        14.00% 

Unique Visitors: 4,084,044       26.03%  

Page Views: 8,202,418       6.05%



KPIs
Performance (MoM)

● Partner Referrals: 55,492
● DM Orders: 2,263
● Tripadvisor Clicks: 860
● Newsletter Sign-Ups: 124
● Deals Views: 427
● Time on Site: 1m 19sec
● Pages per Session: 47,041



Top Pages Viewed

● Homepage: 654        10.1% (MoM)
● /info/staff-directory: 284          89.3% (MoM)
● /reporting/department-reports: 200         239.0% (MoM)

Total Industry Site Traffic, Page Views & Engagement

June Performance

Total Visits: 1,998            48.1% (MoM)
        47.2% (YoY) 

Total Organic Visits: 734           2.1% (MoM)
                     34.4% (YoY) 

Total Page Views: 3,534            43.0% (MoM)
                     42.7% (YoY) 



2023-2024 Gulf to 
Bay Digital Guide

Performance: Start May 4, 2023 - June 30, 2023

● PDF Downloads: 26
● Sessions: 2,342
● Pageviews: 112,474
● Pages/Session: 48.02
● Avg. Session Duration: 4m 53sec
● Device Category:

○ Mobile: 991 sessions
○ Desktop: 1,238 sessions
○ Tablet: 113 Sessions



Partner Digital Advertising: Website Performance 
Overview



Organic Traffic



Organic Traffic
The 187,338 organic landing page sessions in June 2023 represented a 
year-over-year increase of 23.6%. Organic sessions were down when 
compared to June 2021 by 36.0%. There were 66 more organic landing 
page sessions in June 2020 than there were in June 2023. The organic 
sessions in June 2023 represented a 0.9% decrease from the 31-day 
period covering May 1-31. Compared to the previous 30-day period of 
May 2-30, organic landing page sessions were up 2.5%. 

The Current Beach Conditions page reclaimed the top spot in terms of 
organic landing page sessions generated with 15,118 in June 2023. 
Those landing page sessions represented a 242.1% YoY increase and a 
decrease of 79.3% from June 2021.

After ranking first in organic landing page sessions in May 2023, the 
Clearwater Beach /communities page was behind the Current Beach 
Conditions page in June with 11,044 organic landing page sessions. That 
was a  YoY increase of 222.6% for the Clearwater Beach /communities 
pages, but all URLs containing /communities were just up 1.2% YoY.

Of the URLs ranked from third to 10th in organic landing page sessions 
in June 2023, only two saw a YoY decrease. The Events and Festivals 
landing page and the Webcams page ranked third and 10th, 
respectively. Those two pages had a YoY increase in sessions of more 
than 50 percent, while the Fourth of July celebrations page was fifth for 
the month with 6,133 sessions (a YoY increase of 1,637.4%).



Organic Traffic
Summary (Continued)
Organic traffic sessions for the homepage were down 7.1% YoY. The Things to Do landing page saw a 24.3% increase YoY in 

organic landing page sessions with 2,772. It was credited with an average session duration of 3:08 (vs. 2:50 in June 2022) and 

an average of 2.64 pages per organic session (vs. 2.47 in June 2022).

URLs containing /event were up 55.5% YoY in combined landing page sessions with 11,185. Those URLs had an organic 
bounce rate of 65.4, a YoY increase of 0.7%. In terms of average organic session duration and pages per organic session, the 
URLs with /event were down YoY 12.8% and 14.0%, respectively.

June’s organic bounce rate of 56.4% represented a YoY increase of 1.4% from June 2022’s 55.6% organic bounce rate. The 
average pages per organic session (1.62) was up by 0.2% YoY and the average organic session duration (1:42) was down two 
seconds from last June..

Organically, there were 104,635 goal completions compared to 82,475 goal completions in June 2022. Of the organic goal 
completions in June 2023, 36,893 were sessions lasting longer than 90 seconds, 25,016 were partner referrals, and 22,878 
were sessions of two pages or more.
Top 10 Locations for Organic Landing Page Sessions:

● Tampa - 13,258 (Up 0.4% YoY)                                          
● (not set) - 11,761 (Up 89.8% YoY)
● Atlanta - 9,683 (Down 26.4% YoY)
● St. Petersburg - 7,542 (Up 11.8% YoY)
● Miami - 7,184 (Up 110.5% YoY)
● Orlando - 5,999 (Up 33.9% YoY)
● Clearwater - 3,751 (Up 14.3% YoY)
● New York - 2,452 (Down 90.7% YoY)
● Chicago - 2,230 (Down 67.0% YoY)
● Largo - 1,917 (Up 19.8% YoY)



Top 10 Organic Landing Pages Performance vs. June 2022



URL Types June 2023 vs. June 2022

Google Spreadsheet with YoY Performance for June’s Top 10 Pages per URL Type (mentioned above) available here.

https://docs.google.com/spreadsheets/d/1933siXSncutAHPDPnFUNA_lz4j_Z88wzAxU9E5xM2CQ/edit?usp=sharing


Google Search Console Comparison vs. June 2022



Google Search Console (Queries w/ Largest YoY Click Increase)



Google Search Console (Queries w/ Largest YoY Click Decrease)



Google Search Console (Pages w/ Largest YoY Click Increase)



Google Search Console (Pages w/ Largest YoY Click Decrease)



Content Updates 
& Email 
Performance



June Content Updates
Strategic Projects

● Dog-Friendly Breweries

New/Rewritten Articles and Listings

● Juneteenth landing page
● The Sound at Coachman Park landing page
● Summer Events & Festivals page
● Black History Matters Block Party

Media-Related Projects

● Ultimate Grouper Sandwich
● Barbie itinerary



June Content Updates
Updates/Fact-Checks

● LGBTQ+ Owned Businesses
● Museum of Fine Arts listing
● Big Storm Brewing Co. listing
● Gulp Coast - Central Region
● Green & Sustainable Hotel article
● Sunsets at Pier 60 listing
● Clearwater Marine Aquarium listing
● Discover the Dali Museum article
● A Day at Clearwater Marine Aquarium
● Museum of Fine Arts listing
● Museum of the American Arts & Crafts Movement
● Fishing landing page
● Hubbard’s Marina Deep Sea Fishing listing
● Events & Festivals 
● Pet-Friendly Vacations
● Murals in the Deuces Live District article
● Deuces Live District page
● Sport Authority listing



VSPC June 2023 Enews 
Performance
Email Subject Line: Clearwater Beach wins #1 Beach in the South!

Featured Partner: TradeWinds Island Resort

Sponsored Content: Wyndham Grand Clearwater Beach

Send Date 6/15/23

Total Delivered 199,703

Sessions 1,072

Bounce Rate 57%

Total Unique Clicks 1,418

Total CTR 0.71%

Featured Clicks 268

Sponsored Clicks 382

Opt Outs 406



ActOn Database 
Sign-Ups

June Growth

● Total ActOn List Growth*: 496  
● Webform Sign-Ups: 124
● “Let’s Play All Day” Giveaway 

Sign-Ups:
○ 177 Entries
○ 76 Email Subscribed

*Includes email sign-ups and unsubscribes



Video 
Performance



VSPC Facebook Video Performance in June

Video Titles
Date 

Published

First 7 
Days’ 
Views

Total Video 
Views

(3+ seconds)

Avg. Daily 
Views 

[Total/Da
ys Live]

Video 
Length

Avg. 
Minutes 
Viewed

Engagement 
Metrics

Indulging With: 
William Dean 
Chocolates

6/07/23 2,684 3,129 112 2:51 0:06
93 reactions

16 shares
17 comments

Data pulled as of 7/5/23



VSPC Instagram Video Performance in June
Data pulled as of 7/05/23

Video Titles
Date 

Published

Total Video 
Views

(3+ seconds)

Avg. Daily 
Views 

[Total/Da
ys Live]

Video 
Length

Engagement 
Metrics

E-Foiling In St. 
Pete/Clearwater 6/04/23 8,444 302 1:06 141 likes

6 comments



VSPC YouTube Video Performance in June
*Data pulled as of 7/5/22

Video Titles
Date 

Published

First 7 
Days’ 
Views

Total Video 
Views

(3+ seconds)

Avg. Daily 
Views 

[Total/Da
ys Live]

Video 
Length

Avg. 
Minutes 
Viewed

Engagement 
Metrics

Discover the Thrill 
and Fun of 
E-foiling in St. 
Pete/Clearwater! 

05/31/23 35 66 2 1:07 0:39 4 likes
3 shares



VSPC YouTube: Top 5 Performing Videos Overall June 1-30, 2023  

Visit St. Pete/Clearwater 
Channel Teaser

Gulf or Bay? Planning a 
Visit to St. 
Pete/Clearwater, Florida

Natural Sound: Sand Key 
Park in Clearwater, Florida

Savor This: Alesia

Treat Yourself: Ultimate 
Cheat Meals of Florida | St. 
Pete



June Video Analysis 

Learnings

● Overall YouTube video performance is down 1.5% compared to May
○ With many of the videos produced in 2023 focusing on events (MLK Day, Holiday Lights, Sanding Ovations, Grand Prix, Pier 60 Sand 

Festival, Pride) views for will likely fluctuated as these events come around each year.
○ New series with more evergreen topics such as the Pillars videos aim to fill the gap between seasonal content and provide a 

longer format that is more informative.
● Many of the videos produced this year have yet to be posted on Facebook - likely due to the heavy events focus with finals coming out 

after the events are over.
○ While this has created a bank of content for next year, there haven’t been many Miles-produced videos posted or reposted to FB in 

2023. 
○ This is a great time to further discuss FB strategy for Miles-produced videos. In the past, we have created 4x5 exports of the final 

YouTube version for FB. Let’s discuss how to update this strategy to best support content needs for that platform.
● Similar to Facebook, posts and reposts of Miles-produced videos on Instagram have slowed compared to previous years. 

○ This is partly due to many of the videos produced this year being events and also partly due to the heavy focus on vertically-shot 
videos – making reposts of IG videos from previous years more difficult to do. 

○ While we have integrated shooting vertical footage into our shoots, now would be a great time to explore a specific look-and-feel 
for vertically shot footage and edits. 

   



Takeaways



Takeaways/Next Steps
As part of the initial media planning and strategy for the new 2023-2024 fiscal year, the Digital team is highly 
focused on reviewing a variety of analytics and business intelligence including but not limited to Zartico, 
Adara Impact, Website statistics, Key Performance Indicators regarding travel intent and Engagement for 
Media, STR data, and Destination Analysts research. Using different techniques to compare and contrast 
insights and reduce statistical noise, these insights will guide strategy relating to:

● Focus Market and Developmental Market selection
● Driving maximum spend / overnight stays
● Increasing engagements
● Building awareness
● Driving conversions

Work is also in progress to design and launch a new VSPC Partner Site. The primary goals are to enhance 
the tools and resources available to site visitors, and increase Partner engagement to better convey the full 
array of services provided by VSPC and the value that the organization provides in driving economic benefit 
to Pinellas County. 
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