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February Media Activity

● Prospecting efforts expand and produced a 14% and 
20% increase in impression and click volume 
respectively
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February Media Activity

● Pageviews MoM were up 11% while Engagements remained flat

● Initial increases in prospecting efforts is the primary cause for the increase 
in pageviews, which affected MoM Engagement Rate.
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Media Highlights

● Expedia/TripAdvisor/Nativo are the highest site engagement 
rate drivers

● Sojern drove the highest volume of site pageviews this month

● Ad+Genuity saw great improvement in engagement rate MoM 
(almost 2% increase)

New Nativo Native Canvas 
Quiz Unit activated this on 
2/23 where people can 
choose their VSPC trip
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Teads In-Feed Video Initial Performance

● Impressions trend upward MoM 5% in the third 
month running this tactic

● Teads performance has stabilized now that we are 
in month 3 of running the tactic

● With the VCR stabilized with this tactic, we still see 
value in keeping both Vertical and Horizontal video 
tactics included

Landscape Vertical

Placement Impressions CTR VCR

Drive 177,789           0.27% 77%

Fly 174,265           0.18% 84%

February 2023 - Teads



PadSquad Check-In

● Overall, PadSquad has seen slight downticks in 
performance for CTR and Engagement Rate; 
however, no alarming changes

● Press & Hold unit has been a top performer, with a
8.18% Engagement Rate, about 2X the 4-5% 
benchmark range

● Scroller Gallery has also performed well, with a 
4.83% Engagement rate, at the top end of the 2-4% 
benchmark

Press & Hold Scroller Gallery



Top Performing Audiences

Tactic Audience Segment Engagement Rate
Video Completion 
Rate (CTV/OLV)

Display/Native VSPC 1st Party Data - Website Retargeting 29%

Display/Native Adara - In-Market to Florida State 25%

Display/Native VSPC 1st Party Data - In-market to Florida 27%

Display/Native Adara - In-Market to Clearwater 25%

Video VSPC 1st Party Data - Website Retargeting 84%

Video Adara - In-Market to Clearwater 94%**

Video Lotame - Food & Beverage 94%**

Video Adara - In-Market to Florida State 84%
*Data will be cleaned up in future months based on conversations with Adara
**VCR Datapoint is primarily CTV audience, which has a higher VCR than OLV



TikTok Organic Boosts (KPI: Followers)

● For January and February, we focused on boosting 
organic posts to drive in-platform followers

● Top performing creatives were the Madison Ave 
Pizza and Egmont Key with a collective 17,501 
followers

● Overall, all creatives performed at a low 
cost/follow between $0.40-$0.46

Madison Ave Pizza Egmont Key

Placement Name Impressions Follows Cost/Follow

TikTok 379,946        23,795         $0.42



February MoM SEM Highlights

• 1,328,416 search impressions and 125,121 clicks from $60k 
spend

• 408,898 views on YouTube for $0.035 CPV with a 66% VTR

• In Feed Ads had 39,547 clicks to view for an $.08 CPC

• Search generated 80,132 conversions – decreased 1% MoM

• Conversion Rate was flat MoM

• CPC - $0.47 – increased 3% ($0.1)
• Travel Industry Benchmark $1.53

• CTR – 9.42%- increased 15%
• Travel Industry Benchmark 4.7%

• Bounce rate was up 2%

• Pages per session was down 4%



February YoY SEM Highlights

● Clicks were up 55%

● Conversions increased 46% (80,132 vs 54,913)

● Conversion rate decreased 5% 

● CPC decreased 22% ($0.47 vs. $0.61)



February Performance Max Results

● In February, the prospecting campaign generated 33,783 clicks at a CPC of $0.35 
and a CTR of 14.08%

● The retargeting camaping generated 14780 clicks at a CPC of $0.27 and a CTR 
of 15.33%

● The prospecting campaign had 37,983 conversions and a conversion rate of 75%.

● The remarketing campaign had 10,428 conversions and a conversion rate of 66%

● Bounce Rate was 55% and page per session were 1.65 

● Prospecting was the top performing campaign overall for clicks, users, sessions, 
and conversions in February. The retargeting campaing had the lowest CPC 
overall at $0.27



February SEM DSA Highlights

● 100,616 impressions and 15,373 clicks

●CTR – 15.28%

●CPC - $0.60

●Generated 6,514 conversions

●Communities generated the most 
conversions (2,713) followed by Things 
To Do (1,755)



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 division; 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
February 2023

Visit St. Pete/Clearwater



Executive Summary
The monthly Data Studio report is available here.

TRAFFIC

VSPC’s website hit an all-time record for Traffic (Sessions) in February, with an increase of 57% compared to Feb-2022. It should be noted that 
although a somewhat unseasonal outbreak of Red Tide did generate substantial site visits and pageviews through Organic Search, there was still 
strong growth in Organic traffic despite this anomaly. Another factor in the strong growth came through Paid Search (text and video advertising) 
which grew 42% compared to Feb-22, as well as Social traffic which climbed a whopping 219%. Note that for Paid Search, there was a 20% increase in 
spend, however, the cost-per click was 22% lower, and Clicks climbed 54% - so paid search efforts were not only more efficient, but more effective as 
well. Spend was up on Social channels as well ($30k versus $14k in Feb-2022), but with an overall increase of 219% it’s clear that non-paid Social traffic 
was extremely strong. Only email traffic, a small contributor to total traffic was off, down 32% year-over-year.

ENGAGEMENTS

Overall, some engagement metrics fell moderately for the month - however this was highly correlated to the mix of traffic as opposed to any 
concerning trends. First, with respect to overall Bounce Rate (up 11.5%), site traffic to the Beach Conditions page typically has a relatively high bounce 
rate, and paid channels such as Display and Social also tend to have a higher than average bounce rate. With respect to Paid Search however, which 
did grow considerably, Bounce was slightly down (-0.6%) further confirming that Paid Search is performing exceptionally well. Average Session 
Duration did however fall moderately for every channel (down 23% overall year-over-year) with the exception of Email but again, this was largely a 
function of much more paid traffic to the site which are channels that commonly have shorter site visits. By comparison, Organic Traffic’s Average 
Session Duration fell a modest 7%.

PARTNER ENGAGEMENTS

The website did a an excellent job of connecting site visitors to partners in February, with Partner Referrals up 24.5% or 47K this year versus 37.7K in 
Feb-2022. Partner clicks from co-op advertising opportunities were flat however with just under 10k clicks YoY although viewable impressions were 
up over 32K with a total of 463K viewable ad impressions and a strong click-through rate of 1.91% - which is well over what an advertiser would expect 
through alternative display advertising options. 

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


Executive Summary
The monthly Data Studio report is available here.

SEO / CONTENT PERFORMANCE

VSPC’s website continues to do very well in terms of SEO, with solid site health and core web vital scores, excellent progress for Organic Keywords 
over the past two years (graph below showing “performing” keywords in the top 10 positions) and content that is driving engagement with the the 
destination’s beaches, things-to-do, events and communities. Here are top results for pageviews (Organic Only) followed by Keyword performance::

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:  550,840              1.6%

Total Unique Visitors: 436,193       10.68%

Total Page Views: 868,455            1.4%

Overall Bounce Rate: 64.91%          -0.3% 

Time on Site:  1:22            1.78%  



Total Leisure Site 
Traffic, Page Views & 
Engagement

Performance (YoY)

Total Visits:  550,840               57.1%

Total Unique Visitors:  436,193              57.08%

Total Page Views: 868,455            37.85% 

Overall Bounce Rate: 64.91%            11.5% 

Time on Site:   1:22           -23.52%  



Total Leisure Site Traffic, Page View & Engagement

Performance: Last 12 Months
March 1, 2022 through February 28, 2023

Total Traffic/Sessions: 4,638,034         -17.89% 

Unique Visitors: 3,598,361         -0.15%  

Page Views:  7,429,276         -23.13%



KPIs
Performance (MoM)

● Partner Referrals: 67,581
● DM Orders: 771
● Tripadvisor Clicks: 1,130
● Newsletter Sign-Ups: 146
● Deals Views: 420
● Time on Site: 1:22
● Pages per Session: 59,960



Total Industry Site Traffic, Page Views & Engagement

February Performance

Total Visits: 1,382           -3.3% (MoM)
        27.3% (YoY) 

Total Organic Visits: 628          9.8% (MoM)
                     30.6% (YoY) 

Total Page Views: 2,628          2.0% (MoM)
                     29.1% (YoY) 

Top Pages Viewed

● Homepage: 614           15.0% (MoM)
● /info/staff-directory: 154          -13.0% (MoM)
● /reporting/bed-tax: 142          108.8% (MoM)



2022-2023 Gulf to 
Bay Digital Guide

Performance: Start June 24 - February 28, 2023

● PDF Downloads: 356
● Sessions: 3,884
● Pageviews: 174,250
● Pages/Session: 44.86
● Avg. Session Duration: 4:59
● Device Category:

○ Mobile: 1,604 sessions
○ Desktop: 1,976 sessions
○ Tablet: 304 Sessions



Partner Digital Advertising: Website Performance 
Overview



Organic Traffic



Organic Traffic
Summary
With 203,762 organic sessions, traffic in February 2023 was up 20.7% looking 
year-over-year. February’s organic sessions were up 11.6% from the 31-day period 
of January 1-31, 2023. Organic sessions were also up when compared to February 
2020 (14.4%) and February 2021 (21.0%). Organic sessions accounted for 37.0% of 
all website traffic in February 2023 compared to 48.1% in February 2022.

The “Current Beach Conditions” page generated the most organic landing page 
sessions in February 2023 with 19,728, which was a 684.7% increase from 
February 2022’s 2,514 organic landing page sessions.

The “Events & Festivals” landing page ranked second in organic sessions for 
February 2023 with 12,268, which was an increase of 69.0% YoY. 

The “Catch a Spring Training Game” article was the ninth in organic landing page 
sessions in February 2023 with 2,513 (vs. 644 in February 2022). That page had an 
organic bounce rate of 34.3%, while being credited with an average of 1.97 pages 
per organic session and an average organic session of 1 minute, 57 seconds.

The homepage saw a YoY decrease in organic landing page sessions of 33.2% 
with 6,791. The homepage was credited with an average session duration of 2:46 
(compared to 2:47 in February 2022) and an average of 2.64 pages per organic 
session (compared to 2.57 in February 2022).

The Clearwater Beach and Clearwater /communities pages ranked third and 
fifth, respectively, in organic landing page sessions for February 2023. The 
Clearwater Beach /communities page had 8,310 organic sessions (a 119.1% 
increase YoY), an organic bounce rate of 57.4%, an average of 1.99 pages per 
organic session, and an average organic session duration of 1:54.



Organic Traffic
Summary (Continued)
The Clearwater /communities page had 5,609 organic landing page sessions (vs. 530 in 
February 2022), an organic bounce rate of 63.9%, an average of 1.97 pages per organic 
session and an average organic session duration of 1:54.

The St. Pete Beach communities page lost 15.7% of its organic sessions YoY and was seventh 
with 2,955. That page was credited with an average of 2.24 pages per organic session, a 
52.8% organic bounce rate, and an average organic session duration of 2:40.  

February’s organic bounce rate of 54.9% represented a YoY increase of 5.2% from February 
2022’s 52.2% organic bounce rate. The average pages per organic session (1.70) and average 
organic session duration (1:50) were lower YoY by 3.8% and 6.8%, respectively. The average 
pages per organic session in February 2022 was 1.76 and the average organic session 
duration was 1:58.

Of the top 10 pages by organic sessions, three had a bounce rate under 51% (two of those 
under 35%), four additional pages had a bounce rate under 60%, and nine were credited with 
an average organic session duration of at least 1:43. The average organic session duration 
for the “Current Beach Conditions” page was 1:13.
The top 10 organic landing pages in February were: 

● /current-beach-conditions
● /events-festivals
● /communities/clearwater-beach
● /profile/pier-60-clearwater-beach/139755
● /
● /communities/clearwater
● /communities/st-pete-beach
● /profile/johns-pass-village-boardwalk/138598
● /article/catch-spring-training-game
● /article/fort-de-soto-park

Of the top 10 pages by organic sessions, two had a bounce rate under 51%, four 
additional pages had a bounce rate under 60%, and seven were credited with an 
average organic session duration of at least 1:44.
The top 10 organic landing pages in January were:      

● /events-festivals
● /current-beach-conditions
● /
● /event/2023-tarpon-springs-epiphany/1236
● /profile/pier-60-clearwater-beach/139755
● /communities/clearwater
● /communities/clearwater-beach
● /event/johns-pass-seafood-festival/1691
● /communities/st-pete-beach
● /things-to-do



Top 10 Organic Landing Pages Performance vs. February 2022

Note:  February 2022 Performance in yellow



URL Types February 2023 vs. February 2022

Note: February 2022 Performance in yellow
Google Spreadsheet with YoY Performance for February’s Top 10 Pages per URL Type (mentioned above) available here.

https://docs.google.com/spreadsheets/d/1OeYLztFscPL8A_PH__cA-eOyNqqg9u1lznD11BL1AHg/edit?usp=sharing


Google Search Console Comparison vs. February 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



February Content Updates
New or Rewritten Content

● Accessible Museums article
● Clearwater Marine Aquarium profile
● Shell Key Preserve profile
● Caladesi Island State Park profile
● Honeymoon Island State Park profile
● Fort De Soto Park profile

Updates/Fact-Checks: Landing Pages 

● Homepage
● Beach Updates & Conditions
● America’s Best Beaches 
● Events & Festivals 
● Family Vacations 
● Dining 
● Things to Do
● Attractions 
● St. Pete community page

Continued on next slide



February Content Updates
Updates/Fact-Checks: Articles 
(continued)

● Family Vacation Ideas for Spring 
Break and Summer Trips 

● Family Beach Vacation Ideas 
● Free & Cheap Family-Friendly 

Activities 
● Family Fun Ways to Beat the Heat 
● Family-Friendly Places to Stay
● A Day at Clearwater Marine 

Aquarium 
● Fort De Soto Park 
● James Museum 
● Leisure Accolades 
● Meetings Accolades 
● Transportation FAQs
● Airports & Local Transportation

Updates/Fact-Checks: Profiles

● Imagine Museum 
● James Museum 
● Dr. Carter G. Woodson African 

American Museum 
● Museum of Fine Arts St. Petersburg



VSPC February 2023 
Enews Performance
Email Subject Line: 9 Ahhhmazing Reasons to Visit ASAP ☀ 

Featured Partner: Museum of Fine Arts, St. Petersburg

Sponsored Content: TradeWinds Island Resorts

Send Date 2/09/23

Total Delivered 130,612

Sessions 1,204

Bounce Rate 46%

Total Unique Clicks 1,018

Total CTR 0.78%

Featured Clicks 102

Sponsored Clicks 236

Opt Outs 417



VSPC February 2023 
Enews Performance
TEST A - Winner

Send Date 2/09/23

Total Delivered 34,286

Sessions 1,204

Bounce Rate 0.8%

Total Unique Clicks 175

Total CTR 0.51%

Featured Clicks -

Sponsored Clicks -

Opt Outs 100

Email Subject Line: 9 Ahhhmazing Reasons to Visit ASAP ☀ 

Featured Partner: Museum of Fine Arts, St. Petersburg

Sponsored Content: TradeWinds Island Resorts



VSPC February 2023 
Enews Performance 
TEST B

Send Date 2/09/23

Total Delivered 34,275

Sessions 1,204

Bounce Rate 0.8%

Total Unique Clicks 198

Total CTR 0.58%

Featured Clicks -

Sponsored Clicks -

Opt Outs 105

Email Subject Line: Hey {{={{First Name}}|- -Friend- -}} - Let's Soak Up 
Some Sunshine… ASAP ☀

Featured Partner: Museum of Fine Arts, St. Petersburg

Sponsored Content: TradeWinds Island Resorts



ActOn Database 
Sign-Ups
February Growth

● Total ActOn List Growth*: 2,804  
● Webform Sign-Ups: 146

*Includes email sign-ups and unsubscribes



Video 
Performance



VSPC Facebook Video Performance in February

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

Spring Training 
Baseball in St Pete 
Clearwater

2/4/23 836 914 37 1:00 0:03

42 Reactions
10 Shares

3 Comments

Can’t Miss: 
Philadelphia 
Phillies Spring 
Training

2/6/23 1,055 1,392 61 0:57 0:03
81 Reactions

19 Shares
13 Comments

Savor This: 
Madison Avenue 
Pizza

2/9/23 934 1,059 53 1:00 0:04
44 Reactions

4 Shares
 7 Comments

Outdoor 
Immersion: John 
Chestnut Sr Park

2/21/23 1,007 1,034 115 1:00 0:04
49 Reactions

8 Shares
 5 Comments

Data pulled as of 3/1/23



VSPC Facebook Video Performance in February

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

Can’t Miss: 
Philadelphia 
Phillies Spring 
Training

2/22/23 929 953 119 0:57 0:03

47 Reactions
14 Shares

3 Comments

Can’t Miss: Blue 
Jays Spring 
Training

2/23/23 941 960 120 1:00 0:03
50 Reactions

9 Shares
1 Comments

Data pulled as of 3/3/23



VSPC Instagram Video Performance in February
Data pulled as of 3/07/23

Video Titles
Date 

Published

Total Video 
Views

(3+ seconds)

Avg. Daily 
Views 

[Total/Da
ys Live]

Video 
Length

Engagement 
Metrics

Savor This: 
Madison Ave Pizza 2/09/23 3,080 123 60s 72 likes

5 comments

SPC Events: 
Localtopia 2/15/23 6,802 340 60s 160 likes

5 comments



VSPC YouTube Video Performance in February
*Data pulled as of 3/3/23

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

Outdoor 
Immersion: John 
Chestnut Sr. Park

2/21/23 86 96 9 1:06 0:34 5 Likes
1 Share



February- Video Analysis 
Video Analysis – YouTube* 
    
Since only one video was posted this 
month towards the end of the month, 
we will hold off on analysis until next 
month and will include this month’s 
video in that analysis.

Video Analysis – Instagram
    
Most viewed video (based on average 
daily views): SPC Events: Localtopia

Most engaged-with video (based # of 
likes, comments, shares): SPC Events: 
Localtopia

Video of the Month: SPC Events: 
Localtopia

Video Analysis – Facebook 
   
Most viewed video (based on 7-day 
views): Can’t Miss: Philadelphia Phillies 
Spring Training

Most watched video (based on average 
minutes viewed): Tie between: Savor 
This: Madison Avenue Pizza & Outdoor 
Immersion: John Chestnut Sr Park

Most engaged-with video (based # of 
likes, comments, shares): Can’t Miss: 
Philadelphia Phillies Spring Training

Video of the Month: Can’t Miss: 
Philadelphia Phillies Spring Training



February Video Analysis 

Learnings
    
● With February being a shorter month and our recent focus on developing new concepts, posting was light on all 

channels except for Facebook.
● On both Facebook and Instagram, events videos performed better than other content types.

○ This could indicate audiences are looking for things to do in the upcoming spring months.
● On IG, simple, short videos created by VSPC consistently outperform Mile’s more informative and longer videos 

○ This supports the discussions we’ve been having about moving away from using the YouTube versions for IG 
and instead, planning content specifically for that platform.

● Overall, this feels like a great opportunity to revisit Video Analysis – including how we measure success for video 
posts per channel. 

● Recommended next steps:
○ Discuss desired goals for video content on YouTube, Instagram and Facebook
○ Revisit Video Analysis format to better track desired goals
○ Discuss strategy for planning content by channel vs by topic or location



Takeaways



Takeaways/Next Steps

Although SEO is in good shape, there is always opportunity for improvements. VSPC’s efforts will continue to focus on site health, improving 
core web vitals (site speed) for Mobile, and addressing content opportunities to continue the solid trend in Keyword performance as well as 
driving Organic Traffic. 

The Spring/Summer digital advertising media plan is in the final stages for review with plans to request proposals from advertisers upon 
finalization later this month. Performance across paid channels, as well as site traffic, has been strong, so the team will primarily leverage 
performance gains from media optimizations and the upward performance trends from media buys for Fall/Winter and maximize the 
flexibility enabled by extending existing media buys as opposed to making any dramatic shifts.

Social Media programs continue to be a very strong traffic driver to the website, with excellent engagement. In late February the VSPC digital 
team completed a deep dive into every social channel to review performance, best practices, content recommendations, format 
recommendations, editorial strategy, and much more. With VSPC performing better than any other Florida DMO on YouTube, as well as 
making big gains on several of the newer platforms, this will be a continued effort throughout the year to keep Social a top channel for 
inspiration, engagement, as well as site traffic.
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#LetsShineSPC Monthly Social Media Report – Feb 2023
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