
Tourist Development Council
Central Florida Zoo

August 19, 2021

1



Table of Contents 

Agenda ……………………………………………………………………………………………………………………………………………..……3 
 
Approval of April 2021 Minutes…..…………………………………………………………………………………………………………4 

Sanford Main Street Grant Application………………………………………………………………………………………………….7 

Sanford Main Street Presentation……………………………………………………………………………………………………..…13 

Staff Reports 
 

 
TDT Collection Update………………………………………………………………………………………………………..….…28 

 
 Tourism Update/Hotel Occupancy……………………………………………………………………………………….……29 
  
 Sports Event Performance …………………………………………………………………………………………….…..….…35 
 
 Greater Orlando Sports Commission…………………………………………………..……………………………..…….36 
 
TDT Supported Grants 
  
 Central Florida Zoo & Botanical Gardens…………………………………………………………………………………..41 

Marketing, Advertising, and Social Media Reports 
 
 Evok Summary Report………………………………………………………………………………………………….……........59 
 
 
 
 

 

 

 

2



Tourist Development Council 
Meeting Agenda 
August 19, 2021 

Central Florida Zoo 

I. Call to Order Chair Frank Cirrincione 

Pledge of Allegiance followed by Moment of Silence

II. Welcome and Introductions

III. Approval of April 2021 TDC Minutes*

IV. Sanford Main Street Grant Presentation* Christina Hollerbach 

V. Orlando North Tourism Updates

a. Administration Tricia Johnson 

b. Leisure Tourism Gui Cunha 

c. Sports Tourism Danny Trosset 

VI. Central Florida Zoo Update Dino Ferri 

VII. evok Advertising Update Allison Braunstein 

VIII. Old Business Chair Frank Cirrincione 

IX. New Business

X. Adjourn

Next Meeting 
Thursday, November 18, 2021 

Hilton Orlando/Altamonte Springs 
350 Northlake Blvd., Altamonte Springs, 32701 

* These items need formal action by the TDC.

PERSONS WITH DISABILITIES NEEDING ASSISTANCE TO PARTICIPATE IN ANY OF THESE PROCEEDINGS SHOULD CONTACT THE HUMAN 
RESOURCES DEPARTMENT, ADA COORDINATOR 48 HOURS IN ADVANCE OF THE MEETING AT 407-665-7941. 

PURSUANT TO FLORIDA LAW, THE PUBLIC HAS THE RIGHT TO BE HEARD ON ALL PROPOSITIONS. PUBLIC COMMENT TIME ON PROPOSITIONS 
SHALL BE THREE (3) MINUTES FOR INDIVIDUALS AND SIX (6) MINUTES FOR GROUP REPRESENTATIVES. PROPER DECORUM WILL BE 
OBSERVED.
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TOURIST DEVELOPMENT COUNCIL MEETING 

THURSDAY, APRIL 15, 2021 

Tourist Development Council meeting called to order by Chairman Frank Cirrincione at 3:03 pm 

A quorum was established 

In Attendance: 
Chairman Frank Cirrincione, General Manager Hilton/Orlando Altamonte Springs 
Sarah Reece, City of Altamonte Springs CALNO Representative  
Elizabeth Brown, President, TBI US Operations Inc./OSI Inc. (SFB)  
Commissioner Lee Constantine, Seminole County Board of County Commissioners,   District 3    
Rick Donohue, General Manager, Embassy Suites Orlando North  
Jamie Ross, General Manager, Residence Inn Orlando Lake Mary  
Mary Sue Weinaug, Owner, Wekiva Island  
Commissioner Patrick Austin, City of Sanford 

Excused: 
None 

Pledge of Allegiance and Moment of Silence 

Approval of January 21, 2021 TDC Meeting Minutes: 
Motion: Commissioner Patrick Austin 
Second: Rick Donohue 
Vote: Unanimous 

Central Florida Zoo Grant Application Presentation 
Dino Ferri- CEO Central Florida Zoo 

• Overview
• Sustainability Update
• Social and Public Relations
• Will Wellons-Wellons Communications discussed marketing strategy
• Upcoming events
• Potential future events
• Grant Request of $300,000
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Discussion regarding zoo funding correlating to TDT collections. 

Motion to approve Zoo Grant Request of $300,000: Commissioner Austin 
Second: Brenda Urias 
Vote: Unanimous 

Tourism Administration Update 
Budget Presentation 
Tricia Johnson-Deputy County Manager 

• Tourism Administration/Leisure will stay flat
• Sports Tourism Event Incentives increase. Will re-adjust mid-year if increase in incentives is

necessary
• Additional $50,000 for marketing special projects.

Question: Brenda Urias: Why was sports social media decreased?  
Answer: Tricia Johnson: Since we have brought social media in-house, we are moving all the social 
media efforts to one budget line under leisure. 

Question: Frank Cirrincione: What is the correlation of the increase in budget and TDT collections? 
Answer: Tricia Johnson: There is no correlation. We couldn’t sustain the budget during COVID. We need 
to make small increases to bring back those items that were cut during the pandemic. 
Gui Cunha: At this point in time, we are ahead of the forecast. We are mitigating the risk. 

Motion to Approve Tourism Budget: Commissioner Sarah Reece 
Second: Mary Sue Weinaug 
Vote: Unanimous 

Tourism Leisure Update 
Gui Cunha-Tourism Director, Orlando North, Seminole County Tourism 

• Occupancy update
• Forecast update

Sports Tourism Update 
Danny Trosset-Sports Tourism Director, Play Orlando North, Seminole County Tourism 

• Yearly recap
• Perfect Game agreement began January 1, 2021
• Upcoming Events

Question: Brenda Urias: When will the complex reach capacity for space? 
Answer: Danny Trosset: We are already there. We are looking to increase those we already have 

*Gui is jacked up for the next TDC meeting since the TDT numbers should be in black and no longer in
the red*

Greater Orlando Sports Commission Update 
Jason Seigel-President & CEO 
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• Recap
• Future events
• Special Olympics 2022: June 4-12
• World Cup update

Question: Commissioner Constantine: Please explain what you mean about the number of locations for 
World Cup versus the amount of locations in the US? 
Answer: Jason Seigel: There are 10 US locations with 23 cities bidding for those 10. Hope to have 
finalized selections by the fall. 

Evok Advertising 
Allison Braunstein-Account Executive 

• Advertising Agreement began in November 2020
• March Update highlights

Old Business: None 

New Business: None 

Meeting adjourned 4:15 pm 

6



Florida Main Street District

TDT Grant Application

Main Street District Name: Sanford Main Street, Inc. 

Main Street District Date Established: 1993 original; Reorganized in 2019 

Main Street District Director:   Christina Hollerbach    

Director Contact: christina@hollerbachs.com        407-417-7750

Main Street District Address: 111 South Magnolia Avenue, Sanford, FL 32771

Please use the following checklist as a guideline to ensure you are submitting and receiving all necessary paperwork 

for your Main Street: 

Complete Main Street Grant Application 

Provide Florida Main Street Letter/Certificate of current Accreditation 

Submit Tax ID or IRS letter of non-profit tax-exempt status

Submit certified letter of support from municipality leadership

Submit Tourism Impact study   (Hotel Room Count, Restaurant Count, Attractions, Visitor Surveys, any   

supplementing study to demonstrate impact of the tourism industry within your Main Street District)  

Submit current Marketing Plan, Organizational Outline (Board Members), and Detailed Grant Budget 

presentation

Demonstrate Private Industry Financial Support (Membership Dues)

Grant Requirements: The Seminole County Tourism Office will retain one non-voting seat in the applying Main Street 

Board of Directors. Grant Funding will only be dispersed once the services have been rendered. Approved Invoices are

to be submitted to the Seminole County Tourism Office for reimbursement.

Important dates/timeline to remember:

Marketing Committee Availability: Grant Applications must be approved by the TDC Marketing Committee. Grant 

applications will be subject to availability among the TDC Marketing Committee Agenda. Once approved by the 

marketing committee the Grant Application will then proceed to the TDC for review.

Tourist Development Council (TDC) Agenda Availability: Grant Applications must be approved by the TDC. Grant 

applications will be subject to availability among the TDC Agenda. Once approved by the TDC the Grant Application will 

then proceed to the Seminole County Board of County Commissioners for final review.

Note: Seminole County reserves the right to cancel any Main Street agreement at any time. Applications are to be 

submitted on a yearly basis. Decisions made by the TDC and/or Seminole County Board of County Commissioners are 
7
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final and will not be appealed in the same fiscal year. Applicants may reapply at the beginning of each fiscal year 

(October 1st).

SEMINOLE COUNTY TOURIST DEVELOPMENT TAX (Pulled from Orange County TDT Grants)

FLORIDA MAIN STREET GRANT APPLICATION FORM AND INSTRUCTIONS

INTRODUCTION

The purpose of this document is to allow applicants to seek excess Tourist Development Tax (TDT) funding to attract and

promote Florida Main Street District(s) held in Seminole County, Florida. Please be aware that excess TDT funding for 

new Main Street District(s) are NOT always available due to pre-existing funding commitments and changing TDT 

collections from year to year. Interested groups should contact Karen Aplin (KAplin@DoOrlandoNorth.com) to confirm 

that the Main Street District grant is available before submitting an application. This application is an evaluation tool 

only, and despite availability of funds at any given time, the County is not obligated to fund any Main Street District(s) at 

any time. The Seminole County Board of County Commissioners (BOCC) in consultation with the Seminole County Tourist

Development Council (TDC) has goals for the use of TDT: 1) ensure compliance with Florida TDT statutorily allowed uses, 

2) support Main Street District(s) that enhance the County economy by raising the profile of the community, attracting 

overnight visitors, and promoting the Seminole County economy including the vital tourism industry, and 3) provide 

partnership funding to the Main Street District that best use the TDT funding in connection with funding from other 

partners to deliver the proposed economic and/or promotional benefits. This application is a tool to evaluate the 

likelihood that proposals from Main Street District(s) will be able to best achieve the goals forth by the Seminole County 

BOCC and Seminole County TDC. The use of Florida TDT is governed by Section 125.0104 of the Florida Statutes. 

Seminole County has a preference for partnerships among Main Street District(s) that are currently partnering with 

other municipalities and private businesses. The BCC and/or TDC may request further information or clarifications 

related to information in the application or for issues that arise during the evaluation. Successful applicants will be 

required to enter into a funding agreement with the County setting forth the terms, conditions, timelines, and 

deliverables associated with receiving TDT funding from Seminole County. A funding process can take several months or 

more so please plan accordingly. This application is for Florida Main Street District(s) located in Seminole County seeking

TDT funds for their external marketing (over 75 mile radius) efforts. 
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Florida Main Street District
TDT Grant Application

Main Street District Name Sanford Main Street, Inc.

Address 111 South Magnolia Avenue

City Sanford

State FL

Zip Code 32771

Contact Person Name Christina Hollerbach

Contact Person Title President 

Contact Phone Number 407-417-7750

Main Street District Website www.sanfordmainstreet.com

Do any employees of your 
organization work in any 
capacity for Seminole County 
government?
(Any unresolved conflict of 
interest or conflict not 
reported in advance may result
in termination of funding).

No

Is this a non-profit 
organization?

Yes, organized as a 501(c)6

Tax Code Status 501(c)6

Is this organization tax 
exempt?

Yes

What is your Federal ID# as it 
appears on Form W-9?

59-3191854

What are your target 
audiences?

Target audiences primarily include FL and GA residents as well 
as individuals travelling into Sanford via the airlines serviced by 
Orlando Sanford International Airport

How do you intend to provide 
a valid estimated count of 
attendance and room nights at
Main Street District’s events? 

Combination of web traffic data, guest and visitor surveys, hotel
surveys and ticket sale information as applicable.

Total amount of grant funding 
being requested from the 
County TDT for this Main 
Street District

$50,000

Intended Use of Funds 
Note: Please remember to 

Promotion, marketing and programing expenses and paid 
advertising intended to reach beyond Seminole, Orange, Volusia
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attach itemized expenditures 
to be funded by this grant. If 
funding is for advertising, 
detail the media and/or 
publication(s), which will be 
used. Attach a complete pro 
forma budget for the event 
including a listing of all 
anticipated funding sources 
and expenditures. Will you be 
partnering for promotion with 
other local agency or group?

and Osceola Counties with the potential to drive overnight 
visitation.  

Media to be used includes, broadcast, web and regional print 
and distribution of promotional pieces.  

List all other actual 
city/county/state/federal 
funding sources for this Main 
Street District including any 
city/county funding.

NOTE: Failure to disclose other
funding sources may result in 
denying future TDT funding of 
events.

List all other non-
governmental contributors, 
sponsors, and sources of 
funding for this Main Street 
District other than government
funding provided above and 
the TDT from Seminole 
County.

NOTE: Failure to disclose other
funding sources may result in 
denying future TDT funding of 
events.

Local business owners

What additional sources of 
funding have you sought or do 
you intend to seek outside of 
those listed above?
NOTE: Failure to disclose other
funding sources may result in 
denying future TDT funding of 
events.

Recognized beneficiary of net proceeds from Jingle Jams annual 
event

List past Florida TDT funding 
(to include each year with 
Florida County, amount 
requested, amount granted, 
amount spent, and purpose).

Not applicable

In this space, please give other 
details on your Main Street 

Promotion of Sanford Main Street will drive additional business 
to Sanford thereby increasing the total spend at local  

Anticipated funding for the 2021-2022 budget year from 
the City of Sanford and CRA should not exceed $125000
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District that would add 
additional economic impact in 
Seminole County. 

businesses improving their real estate valuations (and 
corresponding tax basis), gainful employment of additional 
residents and better visibility of Seminole County and what it 
offers.   

What are your marketing, 
media, and advertising plans 
(local, regional, national, 
and/or international)? Will you
be partnering for marketing, 
media, and advertising with 
another local agency or group?

Plans to include local, regional and national marketing, media 
and advertising.  Some international advertising to the extent 
materials are included and/or considered by the international 
airlines serviced by Orlando Sanford International Airport.  

Target audiences primarily include FL and GA residents as well 
as individuals travelling into Sanford via the airlines serviced by 
Orlando Sanford International Airport

Tourist Development Tax 
Request

$50,000

Contributors, sponsors and 
other funding sources (include 
in-kind)

NOTE: Failure to disclose other
funding may result in denying 
future TDT funding of events.

City of Sanford $  100,000

Private Industry Support $    40,000

Signature Event $    65,000

Seminole County TDT Grant $    50,000

Advertising $    20,000

$

$

Total Contributor/Sponsor 
Funds

$275,000 (including $50,000 TDT grant);  
$225,000 (excluding TDT grant)

Other income sources (i.e. 
registration fees, ticket sales, 
concessions, vendor sales)

$

$

$

$

$

$

$

Total Other Income $     0

Total Income $275,000 (including TDT grant);  
$225,000 (excluding TDT grant)

Please list ALL Main Street 
District expenses and indicate 
which items will utilize TDT 
funds

Salary and Payroll cost $   52,000

General & Admin $     5,000

Advertising & Public Relations $ 145,000

Contingencies $     7,500

Reserves $   15,500

Signature Event $   50,000

Total Expense $  275,000
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Certifications (Pulled from Orange County TDT Grants)

I have reviewed this GRANT APPLICATION hereby submitted to Seminole County. I am in full agreement with the 
information contained in this application and its attachments as accurate and complete. I further acknowledge my 
understanding that Seminole County in making a grant for special promotions or other purposes does not assume 
any liability or responsibility for the ultimate financial profitability of the Main Street District for which the grant is 
awarded. The County, unless otherwise specifically stated, is only a financial contributor to the Main Street District 
and not a promoter or co-sponsor, and will not guarantee or be responsible or liable for any debts or financial 
liability incurred. All third parties are hereby put on notice that the County will not be responsible for payment of 
any costs or debts for the Main Street District that are not paid by the grant applicant. 

I understand the above guidelines and agree to comply with them. I understand full receipt of grant funding is 

based upon the organization's compliance with all regulations. 

Authorized Agent: Christina Hollerbach  

Title: President of Sanford Main Street Board of Directors

Authorized Agent Signature: _____________________________________________________Date:_10/28/2020

Additional Information and Clarification (Pulled from Orange County TDT Grants)

Grant Impact, Support & Bidding:

1. Main Street District applicants may be required to give a presentation to Tourist Development Council at a regularly 

scheduled Seminole County TDC meeting and also may be required to present to the Seminole County BOCC as well. 

2. The Main Street District applicant is required to list other financial support in addition to the requested TDT grant. 

Main Street District(s) that bring higher levels of partnership funding to leverage any TDT funding better meet the goals 

for TDT funding and may be more favorably evaluated than Main Street District(s) that do not.

The following requirements must be met in order to disburse funds:

1) The Grantee will expend funds in accordance with allowable expense items as indicated in the funding agreement: 

The use of Florida TDT is governed by Section 125.0104 of the Florida Statutes. 

Allowable Expenses (Outside of a 75 mile radius):

a. External Promotion, marketing & programming

b. External Paid advertising & media buys

c. Acquisition of agency to execute the external (Outside of 75 mile radius) marketing campaign

2) A successful grantee will be funded for and must demonstrate the proven payment of invoices that meet the 

allowable expenses in the funding agreement. 

Proof of payment includes:

a) A copy of the invoice billed and paid by the Grantee and the accompanying Key Performance Indicators of the 

marketing acquisition 

07/23/2021
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Who is Sanford Main Street?

Ch ristin a Hollerbach
Presiden t

CEO Hollerbach’s
President WDPAC

Paul Williams
Vice President

Owner West End Trading Co

Troy Antonik
Treasurer

Presidet & CFO for KPHM

Mary Moskowitz
Secretary

Planning Manager SC
Sanford HPB
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Who is Sanford Main Street?

Alex Williams
Board  Member

WDPAC VP of Sales

Ex-Officio Members

City of Sanford: Tom Tomerlin
Seminole County Tourism: Karen Aplin

CRA: Pam Lynch

Carralyce Buford
Board Member

Co-Founder Label Hoarders

Mary Penn
Board Member

Director of Business 
Development at Sync Insurance

Maguire Wise
Board Member

Owner Magpies Modern General 
Store

Bobby Clingan
Board Member

President/CEO at Clingan Capital 
Funding

Joe Dalton
Board Member

Managing Partner at SERVPRO
15



What has Main Street been up to?
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Funding and Allocations
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COS
• SIC website and facility 
• Merch Management
• Visitor Liason
• Manage Content Database
• Media Buying within 50–75-mile radius 
• Maintain google listings and SEO

CRA
• Main Street 

Website 
Management

• HDTS Visitor 
Partnership

• Tourist App
• Business 

Directory
• Marketing 

Committee

TDC
• Media and ad buys outside 

75-mile radius

SMST
• Special 

Events
• Historic 

Preservation 
Matching 
Grants

Visitor Guide

Staffing

Content Creation

Sanfording

CRA and SMST funding focus on Economic Vitality
COS and SMST focusing on Design and Organization
TDC and SMST focusing on Promotion

Funding Sources
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Allocated Funding

SFB, $15,000 , 25%

Boombah, $10,000 , 
17%

Florida Trend, $6,250 , 
10%

WMFE, $2,750 , 5%

Sunseeker, $3,000 , 
5%

Visitor's Guide, $3,000 , 
5%

Tampa Craft 
Campaign , $20,000 , 

33%

SFB Boombah Florida Trend WMFE Sunseeker Visitor's Guide Tampa Craft Campaign
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Now more than ever
◈ Pan d emic h as pu t Tou rism  an d  Hosp itality in  h u ge 

risk
◈ Cou n ty fu n d ed  gran t for Main  Street cou ld  make th e 

d ifferen ce in  ou r commu n ity
◈ Main  Street is a p roven  p rogram with  so  mu ch  local 

an d  n ation al su pport th at th ey can  give u s th e tools 
an d  h elp  we n eed  to  keep  ou r d own town  a vibran t 
d estin ation

◈ Ju st becau se we are th e first Main  Street in  th e 
cou n ty, we sh ou ld  n ot be th e last

◈ San ford  sh ou ld  be th e catalyst for en cou ragin g Main  
Street efforts in  all th e cities of ou r cou n ty

◈ Th e fou r poin t approach  for Econ omic Vitality, 
Design , Organ ization , an d  Promotion  will be th e 
essen tial b lu eprin t of su rvivin g th is pan d emic 
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Open for Questions

Ch ristin a Hollerbach
Presiden t

CEO Hollerbach’s
President WDPAC
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Monthly
Collections 

Total
Collections

Total
Collections

Total
Collections

Total
Collections

2
C
e
n
t

Total
Collections

Total
Collections

Total
Collections

Original
3 Cents 2 Cents Total

Collections

October 304,877            345,553            300,862               428,948               421,671               434,438               426,810         164,943      109,962      274,906      274,906         -35.6%
November 299,750            326,885            393,635               436,732               524,762               436,992               550,273         146,455      97,637        244,092      244,091         -55.6%
December 318,536            369,173            392,605               396,424               472,255               476,548               482,643         120,778      80,519        201,297      201,297         -58.3%
January 360,507            408,691            433,835               456,915               567,724               555,919               548,293         192,242      128,162      320,404      320,404         -41.6%
February 429,247            483,661            516,610               497,136               558,093               569,125               585,371         203,032      135,355      338,387      338,387         -42.2%
March 462,593            509,149            552,988               572,832               625,272               654,013               324,781         236,020      157,346      393,366      393,367         21.1%
April 364,161            404,355            407,783               461,492               497,187               520,483               197,530         243,556      162,370      405,926      405,927         105.5%
May 320,090            401,954            395,282               432,965               440,873               462,655               145,826         244,093      162,728      406,821      406,822         179.0%
June 325,397            382,227            395,373               399,489               467,655               474,337               232,610         304,357      202,905      507,262      507,262         118.1%
July 316,960            375,695            370,960               383,585               444,707               483,878               257,661         
August 300,955            324,474            339,798               333,761               391,058               401,322               230,144         
September 271,010            313,288            343,950               475,615               386,395               373,474               231,559         

Total 4,074,084         4,645,106         4,843,681           5,275,894          5,797,652          5,843,184          4,213,500      1,855,476 1,236,984 3,092,460 3,092,462    183.5%
11.40% 14.02% 4.27% 8.92% 9.89% 0.79% -27.89% Budgeted Revenue

% Chg from % Chg from % Chg from % Chg from % Chg from % Chg from % Chg from 2,010,000 1,340,000 3,350,000 
Prior Year Prior Year Prior Year Prior Year Prior Year Prior Year Prior Year

2,183,682 1,455,788 3,639,470 
% Change From PY -13.62%

Revenue Per Penny 814,817         929,021.24    968,736.20       1,055,178.80    1,159,530.40    1,168,636.78    842,700      618,492    

Estimated Revenue

Seminole County, Florida
TOURIST DEVELOPMENT TAX
Fiscal Year 2020/21 Revenue Report 

HISTORY CURRENT FISCAL YEAR COMPARISON

FY 2020/21 FY 20/21 vs FY 19/20

Month Over Month/
YTD Over YTD

Change In Collection

FY 2014/15 FY 2017/18FY 2015/16FY 2013/14 FY 2019/20FY 2018/19FY 2016/17

$100,000

$150,000

$200,000

$250,000

$300,000

$350,000

$400,000

$450,000

$500,000

$550,000

$600,000

$650,000

$700,000

October November December January February March April May June July August September

FY 19/20 Revenue

FY 18/19 Revenue

FY 17/18 Revenue

FY 16/17 Revenue

FY 15/16 Revenue

FY 14/15 Revenue

FY 13/14 Revenue

FY 20/21 Revenues

Tourist Development Tax Monthly Trend
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Tourism Update
Month 
2020

Occupancy
(%) (YOY)

ADR
($) (YOY)

Rev PAR
($) (YOY)

Rooms Sold
(YOY)

March 65.3 (20.3) 84.97 (20.5) 55.52 (4.3) 97,875 (25.2)

Forecast 62.9 92.24 58.01 93,635

April 65.9 (140.7) 88.92 (21.7) 58.60 (192.8) 95,530 (155.4)

Forecast 57.5 86.45 49.70 82,835

May 65.2 (93.7) 91.87 (28.3) 59.87 (148.5) 97,607 (120.4)

Forecast 56.5 83.64 47.25 84,107

June 70.6 (68.9) 93.30 (22.7) 65.89 (107.3) 102,379 (80)

Forecast 61.9 87.74 54.30 89,173
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Tourism Update

Percent Change from April 2020

2021 2020 2021 2020 2021 2020 Occ ADR RevPAR
Room 
Rev

Room 
Avail

Room 
Sold

Alachua County, FL 69.8 24.9 95.15 65.50 66.39 16.32 180.0 45.3 306.8 351.7 11.0 210.9
Flagler County, FL 68.3 23.4 154.23 78.01 105.41 18.25 192.2 97.7 477.6 549.3 12.4 228.4
Orange County, FL 61.8 15.2 119.76 63.87 74.03 9.74 305.3 87.5 660.0 1,346.3 90.3 671.4
Osceola County, FL 49.3 15.7 94.61 45.28 46.66 7.10 214.4 108.9 556.9 787.1 35.0 324.6
Polk County, FL 73.7 30.2 116.77 70.52 86.09 21.28 144.3 65.6 304.5 334.6 7.4 162.4
Volusia County, FL 74.6 20.0 140.95 71.63 105.17 14.31 273.4 96.8 634.8 722.5 11.9 318.0

RevPARADR

Current Month - April 2021 vs April 2020

Occ %

Percent Change from March 2020

2021 2020 2021 2020 2021 2020 Occ ADR RevPAR
Room 
Rev

Room 
Avail

Room 
Sold

Alachua County, FL 69.3 48.1 90.67 92.35 62.87 44.39 44.3 -1.8 41.6 50.4 6.2 53.2
Flagler County, FL 69.3 47.2 163.05 147.40 112.95 69.57 46.8 10.6 62.3 60.8 -1.0 45.3
Orange County, FL 59.2 38.5 115.11 132.05 68.19 50.83 53.9 -12.8 34.1 26.5 -5.7 45.1
Osceola County, FL 46.7 41.5 91.54 90.55 42.78 37.59 12.6 1.1 13.8 -15.1 -25.5 -16.1
Polk County, FL 70.6 53.1 109.21 107.93 77.07 57.27 33.0 1.2 34.6 38.9 3.2 37.2
Volusia County, FL 80.4 51.4 147.97 143.90 119.01 74.00 56.4 2.8 60.8 60.2 -0.4 55.8

Current Month - March 2021 vs March 2020

Occ % RevPARADR
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Tourism Update

Percent Change from June 2020

2021 2020 2021 2020 2021 2020 Occ ADR RevPAR
Room 
Rev

Room 
Avail

Room 
Sold

Alachua County, FL 71.5 51.0 95.49 74.45 68.25 37.97 40.1 28.3 79.7 92.5 7.1 50.1
Flagler County, FL 72.8 54.9 176.52 157.08 128.43 86.27 32.5 12.4 48.9 67.3 12.4 48.9
Orange County, FL 68.8 25.2 130.43 84.25 89.78 21.26 172.8 54.8 322.3 557.3 55.6 324.5
Osceola County, FL 61.4 20.9 88.52 60.48 54.36 12.61 194.4 46.4 330.9 351.2 4.7 208.3
Polk County, FL 69.7 45.1 107.88 79.43 75.19 35.85 54.4 35.8 109.7 111.7 1.0 55.9
Volusia County, FL 76.2 57.1 156.38 114.85 119.16 65.58 33.4 36.2 81.7 87.0 2.9 37.3

RevPARADR

Current Month - June 2021 vs June 2020

Occ %

Percent Change from May 2020

2021 2020 2021 2020 2021 2020 Occ ADR RevPAR
Room 
Rev

Room 
Avail

Room 
Sold

Alachua County, FL 68.0 38.4 95.54 68.37 65.00 26.25 77.2 39.7 147.6 172.4 10.0 94.9
Flagler County, FL 61.8 31.0 152.29 84.60 94.09 26.20 99.5 80.0 259.1 303.7 12.4 124.2
Orange County, FL 58.3 22.9 118.80 66.11 69.22 15.13 154.6 79.7 357.6 846.4 106.8 426.7
Osceola County, FL 46.9 18.3 91.09 51.26 42.70 9.37 156.4 77.7 355.6 460.5 23.0 215.4
Polk County, FL 67.4 37.2 104.85 67.13 70.64 24.94 81.3 56.2 183.2 195.7 4.4 89.3
Volusia County, FL 68.6 44.9 144.87 105.27 99.31 47.26 52.7 37.6 110.1 119.6 4.5 59.6

RevPARADR

Current Month - May 2021 vs May 2020

Occ %
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Updated Custom STR Forecast

Using the STR RevPAR projections the forecast for FY 20/21 TDT collections is ~$3.6 Million

FY 20-21 TDT Actual Forecast

March $393,366 $332,576

April $405,926 $312,797

May $406,821 $305,184

June $507,262 $406,835

Current FY 20-21 TDT Variance $381,752

2020 2021
Oct Nov Dec Jan Feb Mar Apr May Jun Jul Aug Sep

Occupancy (%) 52.2 50.2 42.9 51.7 55.0 62.8 56.3 56.1 61.9 66.1 57.3 56.7
Occupancy Percent Change -30.1 -34.2 -37.6 -31.1 -34.8 16.2 112.3 84.4 52.5 40.6 34.2 29.9

Next 12 Months

ADR ($) 79.43 79.37 80.45 85.54 93.53 93.96 87.50 83.20 87.15 86.12 81.41 83.26
ADR Percent Change -19.4 -21.4 -19.6 -23.2 -22.4 -11.9 19.9 16.3 14.7 9.6 10.2 12.1

RevPAR ($) 41.48 39.83 34.48 44.24 51.41 58.98 49.27 46.69 53.98 56.91 46.68 47.17
RevPAR Percent Change -43.7 -48.3 -49.8 -47.1 -49.4 2.4 154.5 114.5 74.9 54.1 47.9 45.6
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Welcome note
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#
CONTENT
SHOOTS

#
RFPS

 

#
GIVEAWAY
GETAWAY

#
CONFERENCES

 
 

April - August
25 Photo/Video

shoots
 
 
 
 
 

2021 FRLA Marketing +
Operations Summit

 
CONNECT SPORTS 2021

 
The 2021 Florida

Governor’s Conference on
Tourism

 
2021 Destinations Florida
Annual Meeting FADMO

SpringHill Suites by
Marriott Orlando

North/Sanford
 

Central Florida Zoo
 

Sanford Experiences

District Eat & Play
 

Mayfair Country Club
 

Orlando Pride
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Event Contract Status Contract Term Event Date Athletes
Total 

Visitors

Projected 

Room Nights

Actual 

Room Nights

Projected 

Eco Impact

Actual 

Eco Impact

ECNL Referee Development Program Renewed 2021 January 7, 2021                -               -                      70                       -    $                 27,749  $                 -   

Girls ECNL Florida Renewed 2021-2023 January 8-10, 2021          1,404      5,253              2,851                2,301  $            2,836,342  $   1,936,643 

Boys ECNL Florida Renewed 2021-2023 January 22-24, 2021          1,476      5,508              2,461                2,599  $            2,481,383  $   2,007,293 

Concacaf U-17 Qualifier New 2021 March 2021                -               -                   432                       -    $               150,552  $                 -   

HoganLax Florida Team Training Recurring 2020-2022 March 6-28, 2021                -               -                   770                       -    $               279,219  $                 -   

FHSAA Tennis State Championships Renewed 2021-2023 April 26-30, 2021             512      1,612                 409                    638  $               385,837  $      407,780 

Florida Rush Champions Cup Recurring 2017 - 2021 May 22-23, 2021          1,888      6,175                 652                    785  $               454,440  $      603,424 

ISM Journey - Stage 1 Talent Identification Day New 2021 July 24-25, 2021               90         105                    50  TBD                     22,988  TBD 

         5,370    18,548              7,645                6,323  $            6,615,522  $   4,955,141 

Color Key:

 Event completed 

 Event partially completed 

 Event cancelled 

Event Dates/Years

Concacaf U-17 Pre Qualifier
Various Dates in 2020, 2021 

and 2022
International Team Training for FIFA U-20 Women's 

World Cup 
July of 2020

Lacrosse College Combine January of 2021

Easter International Tournament
Easter Week of 2021, 2022, 

2023, 2024, 2025

FHSAA Tennis State Championships April of 2021, 2022, 2023

ISM Journey - Stage 1 Talent Identification Day July of 2021

USA Touch Rugby Nationals October of 2021

Copa Rayados Internacional
Thanksgiving Week of 2021, 

2022, 2023, 2024

USA Softball U-16 National Championships July of 2022

USA Artistic Swimming Convention
September of 2022, 2023, 

2024

USA Artistic Swimming FINA Judges School October of 2022, 2023, 2024

USA Field Hockey Festival Thanksgiving Week of 2022

USA Artistic Swimming National Judges School
December of 2022, 2022, 

2024

Flag Football World Championship Tour Various Dates in 2022, 2023

NCAA Women's College Cup Youth Showcase December of 2022-2025

NCAA DII Women's Tennis Festival Championship May of 2024

NCAA DII Men's Tennis Festival Championship May of 2024

NCAA DII Softball Festival Championship May of 2024

NCAA DII Women's Tennis Championship May of 2025

NCAA DII Men's Tennis Championship May of 2025

World Cup 2026 Summer of 2026

Greater Orlando Sports Commission - Seminole County TDC Report

Updated: August 5, 2021

Boombah-Soldiers Creek Park

Central Winds Parks, Moore's Station Road, Shane Kelly Park

Boombah Sports Complex, Seminole Soccer Complex, Sylvan 

Lake Park

StatusPossible Venue(s)

Sanlando Park, Red Bug Lake Park, Sylvan Lake Park Renewed and Extended

Seminole Soccer Complex, Sylvan Lake Park Postponed

Postponed in 2020 and 2021, Researching Dates in 2022Seminole Soccer Complex, Sylvan Lake Park

Boombah-Soldiers Creek Park, Seminole County Softball 

Complex, Merrill Park
Awaiting RFP

Bid AwardedSanlando Park

Sanlando Park

Sanlando Park

TBD Ongoing Bid Process

Seminole Soccer Complex, Sylvan Lake Park, Central Winds 

Park, Boombah Sports Complex
Not Awarded

Sanlando Park

Seminole Soccer Complex, Sylvan Lake Park Bid Submitted, Event Awarded to Osceola County

Boombah Sports Complex, Sylvan Lake Park, Moore's Station 

Road, Central Winds Park, Seminole Soccer Complex
No Field Availability, Event Awarded to Osceola County

Seminole Soccer Complex, Sylvan Lake Park, Boombah Sports 

Complex

Sylvan Lake Park

Orlando Marriott Lake Mary, Westin Lake Mary

Orlando Marriott Lake Mary, Westin Lake Mary

Orlando Marriott Lake Mary, Westin Lake Mary

Boombah Sports Complex Awaiting RFP

Business Development Status

FY 20/21 Calendar

Totals

No Field Availability

Bid Awarded

Bid Awarded

Bid Awarded

Bid Awarded

No Field Availability in 2022, Researching Dates in 2023

Not Awarded, Event Awarded to the Woodlands-Houston

Event Awarded

Bid Submitted

Bid Submitted

Bid Submitted
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CENTRAL FLORIDA ZOOLOGICAL SOCIETY, INC.

UNAUDITED MONTHLY RESULTS AS OF JUL 31, 2021

Jul-21 Jun-21 M-O-M % 
Unaudited Actuals Unaudited Actuals Jul/Jun Change

Revenues
Annual passholders 63,628$                  61,344$                 2,284$           4%

Gate 316,478$                313,401$               3,077$           1%

Group sales 9,327$                    15,234$                 (5,907)$          ‐39%

Concessions 7,008$                    7,609$                   (600)$             ‐8%

Gift shop 49,192$                  46,286$                 2,905$           6%

Government support -$                        23,355$                 (23,355)$        ‐100%

Education 9,589$                    16,465$                 (6,876)$          ‐42%

WMD net rental 2,270$                    861$                      1,409$           164%

Public support 16,554$                  42,629$                 (26,075)$        ‐61%

Net event revenues 6,396$                    36,829$                 (30,433)$        ‐83%

Zipline 25,468$                  26,423$                 (955)$             ‐4%

Train/Carousel 5,673$                    4,860$                   813$              17%

Other revenues 31,435$                  55,389$                 (23,954)$        ‐43%

Total revenues 543,016                  650,686                 (107,669)$      ‐17%

Operating expenses
Payroll 236,826$                295,677$               (58,852)$        ‐20%

Animal care 19,060$                  23,173$                 (4,113)$          ‐18%

Facilities repair and maintenance 19,285$                  19,270$                 15$                0%

Advertising 1,047$                    10,221$                 (9,174)$          ‐90%

Insurance 52,673$                  53,964$                 (1,291)$          ‐2%

Utilities 14,622$                  14,653$                 (32)$               0%

Professional fees 3,000$                    3,000$                   -$               0%

Employee expenses 3,511$                    2,867$                   644$              22%

Office expenses/website/credit card fees 16,573$                  32,648$                 (16,075)$        ‐49%

Project Expenses  52,444$                  39,900$                 12,545$         31%

Printing 34$                         -$                       34$                0%

Supplies 5,533$                    13,161$                 (7,628)$          ‐58%

Other operating expenses 9,248$                    10,835$                 (1,588)$          ‐15%

Total operating expenses 433,855                  519,370                 (85,516)$        ‐16%

Net operating income before depreciation 109,162$                131,315$               (22,154)$        ‐17%
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CENTRAL FLORIDA ZOOLOGICAL SOCIETY, INC.

UNAUDITED MONTHLY RESULTS AS OF JUL 31, 2021

Jul-21 Jul-20 Y-O-Y % 
Unaudited Actuals Unaudited Actuals 2021/2020 Change

Revenues
Annual passholders 63,628$                  38,475$                 25,153$         65%

Gate 316,478$                134,418                 182,060$       135%

Group sales 9,327$                    2,112                     7,214$           342%

Concessions 7,008$                    4,920                     2,088$           42%

Gift shop 49,192$                  16,856                   32,335$         192%

Government support -$                        2,034                     (2,034)$          ‐100%

Education 9,589$                    (194)                       9,782$           ‐5052%

WMD net rental 2,270$                    2,967                     (697)$             ‐24%

Public support 16,554$                  68,429                   (51,875)$        ‐76%

Net event revenues 6,396$                    3,205                     3,191$           100%

Zipline 25,468$                  7,169                     18,299$         255%

Train/Carousel 5,673$                    671                        5,002$           745%

Other revenues 31,435$                  10,730                   20,705$         193%

Total revenues 543,016                  291,794$               251,222$       86%

Operating expenses
Payroll 236,826$                237,629$               (803)$             0%

Animal care 19,060$                  15,775                   3,285$           21%

Facilities repair and maintenance 19,285$                  5,041                     14,243$         283%

Advertising 1,047$                    1,119                     (72)$               ‐6%

Insurance 52,673$                  42,448                   10,225$         24%

Utilities 14,622$                  14,913                   (291)$             ‐2%

Professional fees 3,000$                    3,483                     (483)$             ‐14%

Employee expenses 3,511$                    2,032                     1,479$           73%

Office expenses/website/credit card fees 16,573$                  16,454                   119$              1%

Project Expenses  52,444$                  31,142                   21,302$         68%

Printing 34$                         363                        (329)$             ‐91%

Supplies 5,533$                    2,271                     3,262$           144%

Other operating expenses 9,248$                    1,928                     7,320$           380%

Total operating expenses 433,855                  374,597$               59,257$         16%

Net operating income before depreciation 109,162$                (82,803)$                191,965$       176%
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CENTRAL FLORIDA ZOOLOGICAL SOCIETY, INC.

UNAUDITED MONTHLY RESULTS AS OF JUL 31, 2021

‐164314
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There’s No 
Zoo Without 

You

www.centralfloridazoo.org

45



13-Month Attendance Trend
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July Attendance Results
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Sonny’s to Graze
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Graze Menu

Mobile Ordering
Now Available
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New Dippin’ Dots Kiosk
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SOCIAL & PR Report 

• Last several months have been great for the Central Florida Zoo, especially 
in terms of our media outreach.

• The success of NZWY resulted in fantastic coverage of the Zoo’s fundraising 
efforts, earning both television and digital placements from a variety of local 
outlets. We also coordinated visits from Good Day Orlando and Spectrum 
News 13 to further highlight the zoo’s offerings this summer.

• With support from paid efforts, we saw numbers up on Instagram over June. 
In total, our content was on screens on Instagram more than 100,000 times. 
Our Facebook ads continued to perform exceedingly well, returning over 
1.3K results and being seen over 124K times, a large uptick compared to last 
month, especially considering the budget remained the same.

• Looking ahead to August, we have several great PR opportunities coming up, 
including the start of pushing Brews. We will also continue to push on the 
Sunset events and will begin planning for Asian Lantern.
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Upcoming Events
Sunset at the Zoo presented by Palm Beach Atlantic University and T-Mobile

• August – October
• Third Thursday of the Month
• $5.00 per person
• 21 and Up event

Family Sunset at the Zoo presented by VyStar Credit Union
• August – October
• Forth Friday of the Month
• $5.00 per person

Brews Around the Zoo
• September 18 & 19 

Zoo Boo Bash
• October 23, 24, 30, 31  

Asian Lantern Festival
• 40 nights (November – January)
• Estimated 40,000 visitors
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Thank You
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Client
Reporting

Seminole CVB
July 2021 
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Channel Group ▼

Insights

2019 2020 2021

0 5K 10K 15K 20K 25K 30K 35K 40K

January

February

March

April

May

June

July

August

Septem…

October

November

December

Sessions New Sessions

0 2K 4K 6K 8K 10K

(Other)

Direct

Display

Email

Organic
Search

Paid
Search

Referral

Social

Tra�c Trends: Total Sessions
Objective: Increase New Sessions YoY

Tra�c by Channel: Sessions & New Sessions
Objective: Comparison of Sessions and New Sessions by Channel

Tra�c by Source: Sessions and Engagement Metrics
Objective: Comparison YoY of New Sessions, Sessions and Engagement by Tra�c Source

Source / Medium New Sessions % Δ Sessions Bounce Rate Avg. Session

1. google / cpc    8,429 727.2%    9,343    38.08%    00:01:18

2. google / organic    5,038 595.9%    6,444    81.64%   00:00:46

3. m.facebook.com / referral    1,531 61.5%    1,619    77.64%   00:00:28

4. (direct) / (none)    943 164.9%   1,173    78.94%   00:00:41

5. lonely-planet / display   232 -   232    100%   00:00:00

▼

1 - 5 / 55 < >

Jul 1, 2021 - Jul 31, 2021 ▼

mobile
desktop
tablet

84.2%

Tra�c by Device: Total Sessions
Objective: Comparison of Tra�c by Device
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Sessions

19,835
 121.1%

% New Sessions

86.05%
 -1.9%

New Users

17,069
 116.8%

Pageviews

40,000
 194.9%

Avg. Sessions per User

1.13
 -0.2%

Pages / Session

2.02
 33.4%

Avg. Session Duration

00:01:00
 51.1%

Bounce Rate

60.22%
 -23.8%

Sessions

19,835
 64.7%

% New Sessions

86.05%
 -3.8%

New Users

17,069
 58.5%

Avg. Sessions per User

1.13
 2.0%

Pageviews

40,000
 47.9%

Pages / Session

2.02
 -10.2%

Avg. Session Duration

00:01:00
 -12.2%

Bounce Rate

60.22%
 17.5%

Website Score Cards: Site Tra�c Metrics
Objective: Increase Tra�c Metrics to gain more visitors to
website

Website Score Cards: Site Engagement Metrics
Objective: Increase Engagement Metrics to deliver a better user experience to website visitors

Insights

New Sessions Sessions

Jul 2020 Aug 2020 Sep 2020 Oct 2020 Nov 2020 Dec 2020 Jan 2021 Feb 2021 Mar 2021 Apr 2021 May 2021 Jun 2021 Jul 2021
0

10K

20K

30K

Top Tra�c Metrics: 12-Month Running Trend
Objective: Shows Yearly Growth Trend of New Sessions & Total Sessions

MoM

YoY

MoM

YoY

MoM

YoY

MoM

YoY

MoM

YoY

MoM

YoY

MoM

YoY

MoM

YoY

Channel Group ▼Jul 1, 2021 - Jul 31, 2021 ▼
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Region City New Users % Δ Sessions Bounce Rate Pages / Session Avg. Session Duration

Florida Orlando    3,337 809.3%    4,036    66.28%   1.79   00:00:55

Florida Sanford    1,231 1,348.2%    1,646    77.76%   1.65   00:00:59

Florida Oviedo    322 557.1%    381    70.6%   1.75   00:00:52

Florida Altamonte …    304 433.3%    368    72.01%   1.79   00:00:53

Florida Winter Spri…    275 310.4%    359    76.32%   1.64   00:01:05

▼

1 - 5 / 2411 < >

Geographical Breakdown of Audience: Region & City based on Geolocation IP
Objective: Increase demographic insights of future visitors to the website

Insights

Landing Page New Users % Δ Sessions Bounce Rate Pages / Session Avg. Session Duration

/things-to-do    7,342 5,220.3%    7,711    28.15%    2.85    00:01:28

/calendar/event/star-spangled-sanford-21    4,213 -    5,453    84.27%   1.33   00:00:43

/default.aspx    850 -76.3%    977    69.7%    2.14   00:00:53

/things-to-do/restaurants/default.aspx   678 -    751    80.03%   1.51   00:00:28

/things-to-do/nature-and-outdoors/default.aspx   351 -   377    77.45%   1.51   00:00:35

/things-to-do/nature-and-outdoors   138 -91.1%   225    84%   1.68   00:00:46

/things-to-do/restaurants   127 -90.0%   140    85%   1.46   00:00:21

/calendar/event/christmas-in-july-historic-downtown-sanford   103 -   152    79.61%   1.41   00:01:22

/blog/post/3-top-hidden-nature-trails-in-orlando-north/defaul…   90 -   99    97.98%   1.04   00:00:12

/calendar/event/oviedo-4th-of-july-�reworks   87 295.5%   92    48.91%    2.24   00:00:17

▼

1 - 10 / 1950 < >

Top Landing Pages: Tra�c and Engagement Metrics
Objective: Increase Sessions, Pages/Session and Session Duration while lowering Bounce Rates

Channel Group ▼Jul 1, 2021 - Jul 31, 2021 ▼
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Organic Search Term Impressions % Δ Clicks % Δ Site CTR % Δ Average Position

1. north orlando 333 -7.8% 25 38.9% 7.51% 50.6% 1.58

2. danville orlando 1,221 -34.0% 19 -56.8% 1.56% -34.5% 7.78

3. christmas in july sanford 297 - 16 - 5.39% - 4.23

4. lake mary community center 296 -10.8% 13 -35.0% 4.39% -27.1% 4.21

5. things to do in north orlando 78 -6.0% 12 71.4% 15.38% 82.4% 1.19

6. seminole aerial adventures 348 12.3% 11 57.1% 3.16% 40.0% 3.98

7. orlando north 168 3.7% 11 10.0% 6.55% 6.1% 1.91

8. things to do in seminole county this weekend 28 55.6% 8 100.0% 28.57% 28.6% 2.04

9. wekiva island 2,353 -2.0% 7 600.0% 0.3% 614.6% 18.39

10. things to do in seminole county 52 -31.6% 7 -56.3% 13.46% -36.1% 2.08

11. christmas in july orlando 41 - 5 - 12.2% - 8.41

12. north orlando �orida 56 100.0% 5 - 8.93% - 3.27

13. free orlando �orida travel guides by mail 101 -14.4% 5 -28.6% 4.95% -16.5% 7.58

14. winter springs civic center 45 -27.4% 5 400.0% 11.11% 588.9% 3.56

15. doorlandonorth 14 600.0% 5 - 35.71% - 1.43

16. winter springs community center 51 131.8% 5 400.0% 9.8% 115.7% 4

17. downtown sanford events 81 -11.0% 4 33.3% 4.94% 49.8% 2.62

18. seminole county events 41 -8.9% 4 100.0% 9.76% 119.5% 4.46

19. seminole county things to do 15 - 4 - 26.67% - 2

20. sanford christmas in july 151 - 4 - 2.65% - 4.74

▼

1 - 20 / 9267 < >

Google Search Console: Organic Tra�c Queries Compared MoM
Objective: Show Organic Search Tra�c by Search Query
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Channel Group ▼

Insights
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Tra�c Trends: Total Sessions
Objective: Increase New Sessions YoY

Tra�c by Channel: Sessions & New Sessions
Objective: Comparison of Sessions and New Sessions by Channel

Tra�c by Source: Sessions and Engagement Metrics
Objective: Comparison of New Sessions, Sessions and Engagement by Tra�c Source

Source / Medium New Sessions % Δ Sessions Bounce Rate Avg. Session

1. google / organic    3,295 43.1%    4,317    52.03%   00:01:30

2. google / cpc    1,997 -    2,236    89.85%   00:00:16

3. (direct) / (none)    618 -37.6%    766    65.14%   00:01:07

4. programmatic / ban…    559 -    648    87.04%   00:00:32

5. bottra�c921.xyz / re…   254 -    400   0.25%   00:00:07

▼

1 - 5 / 36 < >

Jul 1, 2021 - Jul 31, 2021 ▼

mobile
desktop
tablet

19.9%

78.6%

Tra�c by Device: New Sessions
Objective: Comparison of Tra�c by Device
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Sessions

9,045
 99.4%

% New Sessions

80.42%
 3.6%

New Users

7,274
 106.5%

Pageviews

16,670
 65.3%

Avg. Sessions per User

1.2
 -3.8%

Pages / Session

1.84
 -17.1%

Avg. Session Duration

00:01:00
 -33.0%

Bounce Rate
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 15.5%

Channel Group ▼

Sessions
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 11.1%

% New Sessions
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 -1.9%

New Users
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Website Score Cards: Site Tra�c Metrics
Objective: Increase Tra�c Metrics to gain more visitors to
website

Website Score Cards: Site Engagement Metrics
Objective: Increase Engagement Metrics to deliver a better user experience to website visitors

Insights

Jul 1, 2021 - Jul 31, 2021 ▼
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Top Tra�c Metrics: 12-Month Running Trend
Objective: Shows Yearly Growth Trend of New Sessions & Total Sessions
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Region City New Users % Δ Sessions Bounce Rate Pages / Session Avg. Session Duration

Florida Orlando    1,206 27.2%    1,556    66.97%    1.78   00:01:03

Georgia Atlanta    428 9.7%    511    78.47%    1.53   00:00:39

Florida Sanford    234 -1.7%    319    60.19%    2.01   00:01:29

Florida Tampa    144 -28.7%    171    73.68%    1.66   00:00:50

Florida Jacksonville    132 -33.3%    160    71.25%    1.73   00:01:00

▼

1 - 5 / 1717 < >

Geographical Breakdown of Audience: Region & City based on Geolocation IP
Objective: Increase demographic insights of future visitors to the website

Insights

Landing Page New Users % Δ Sessions % Δ Bounce Rate % Δ Pages / Session % Δ Avg. Session
Duration % Δ

/facilities/details/boo…    3,078 30.1%    3,963 32.1%    48.7% 5.0%    2.35 -6.1%   00:01:38 -9.0%

/facilities    2,077 1.3%    2,331 0.7%    88.8% 1.2%    1.23 -0.4%   00:00:20 -3.8%

/stay-play-extra-day    573 -24.8%    672 -29.0%    86.61% 1.8%    1.31 4.7%   00:00:34 30.2%

/    425 123.7%   627 178.7%    23.92% -62.9%    1.94 8.3%   00:00:25 -54.8%

/facilities/details/lake…   130 26.2%   136 23.6%    74.26% 3.4%    1.58 8.7%   00:00:44 120.5%

/events   104 25.3%   171 37.9%    51.46% 18.2%    2.39 1.7%   00:01:44 13.5%

/facilities/details/sem…   97 22.8%   107 25.9%    59.81% -25.2%    1.74 22.1%   00:01:04 233.8%

/facilities/details/sem…   63 -11.3%   69 -8.0%    60.87% -2.9%    1.81 -10.0%   00:00:50 -46.0%

/facilities/details/boo…   59 -34.4%   73 -39.7%    50.68% -4.2%    2.1 -2.5%   00:01:18 -38.9%

/facilities/details/sylv…   41 64.0%   47 51.6%    61.7% -13.1%    1.66 -4.7%   00:01:02 71.6%

▼

1 - 10 / 296 < >

Top Landing Pages: Tra�c and Engagement Metrics
Objective: Increase Sessions, Pages/Session and Session Duration while lowering Bounce Rates

Jul 1, 2021 - Jul 31, 2021 ▼ Channel Group ▼
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Organic Search Term Impressions % Δ Clicks % Δ Site CTR % Δ Average Position

1. boombah sports complex 4,412 19.9% 969 22.7% 21.96% 2.3% 1

2. boombah sports complex sanford � 456 14.6% 109 49.3% 23.9% 30.3% 1

3. boombah sports complex �orida 207 35.3% 58 48.7% 28.02% 9.9% 1

4. boombah complex 177 -16.1% 36 -16.3% 20.34% -0.2% 1

5. boombah sports complex sanford 191 24.0% 36 -12.2% 18.85% -29.2% 1

6. boombah sports complex tournaments 129 43.3% 27 22.7% 20.93% -14.4% 1

7. boombah 26,024 326.9% 19 171.4% 0.07% -36.4% 7.5

8. boombah sanford 70 -7.9% 18 -14.3% 25.71% -6.9% 1

9. boombah baseball tournaments 20 900.0% 14 1,300.0% 70% 40.0% 1

10. boombah baseball complex 65 41.3% 14 27.3% 21.54% -9.9% 1

11. boombah stadium 31 -22.5% 14 -12.5% 45.16% 12.9% 1

12. boombah tournament sanford 24 4.3% 14 16.7% 58.33% 11.8% 1

13. boombah complex sanford � 36 414.3% 13 550.0% 36.11% 26.4% 1

14. seminole county sports complex 57 -14.9% 13 44.4% 22.81% 69.8% 1.63

15. boombah sports complex in sanford �orida 44 91.3% 12 200.0% 27.27% 56.8% 1

16. sanford baseball complex 116 -45.0% 12 -47.8% 10.34% -5.1% 1.91

17. central winds park 428 -35.5% 12 0.0% 2.8% 55.1% 3.84

18. boombah �eld 19 35.7% 11 266.7% 57.89% 170.2% 1

19. boobah sports complex 46 557.1% 11 - 23.91% - 1

20. seminole soccer complex 222 -14.6% 10 -41.2% 4.5% -31.1% 1.79

▼

1 - 20 / 3616 < >

Google Search Console: Organic Tra�c Queries Compared MoM
Objective: Show Organic Search Tra�c by Search Query
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Impressions

202,482
 11.04%

Clicks

11,829
 12.85%

CTR

5.84%
 1.63%

Cost

$4,703.32
 1.42%

CPC

$0.40
 -10.13%

Campaign Impressions Clicks CTR

1. Do Orlando - Leisure    165,180    9,122    5.52%

2. Play Orlando - Sports    37,302    2,707    7.26%

▼

Google AdWords: Monthly Summary of All PPC Metrics
Objective: Increase Impressions, Clicks and CTR. Lower Cost and CPC.

Google AdWords: Summary of Search Campaigns this Month
Objective: Increase Impressions, Clicks and CTR.

Insights

Ad type Campaign name Ad group name Impressions Clicks CTR

1. Responsive search ad Do Orlando - Leisure Things to do    127,887    7,742    6.05%

2. Responsive search ad Play Orlando - Sports Baseball    10,359    969    9.35%

3. Responsive search ad Do Orlando - Leisure FOOD    24,212    748    3.09%

4. Responsive search ad Play Orlando - Sports Soccer    7,405   542    7.32%

5. Responsive search ad Play Orlando - Sports Sports   7,140   498    6.97%

6. Responsive search ad Do Orlando - Leisure Parks    8,576   391    4.56%

7. Responsive search ad Play Orlando - Sports Football   4,146   318    7.67%

8. Responsive search ad Play Orlando - Sports Tennis   4,013   207    5.16%

9. Responsive search ad Do Orlando - Leisure Nature Trails   1,811   91    5.02%

10. Responsive search ad Do Orlando - Leisure Family   944   57    6.04%

▼

1 - 10 / 22 < >

Google AdWords: Summary of Search Campaigns this Month
Objective: Summarize Impressions, Clicks and CTR by Ad Group

68



Campaign name Ad group name Keyword text Clicks Impressions CTR

1. Do Orlando - Leisure Things to do things to do in orlando    2,193    37,230    5.89%

2. Do Orlando - Leisure Things to do places to visit in Orlando    1,845    29,511    6.25%

3. Do Orlando - Leisure Things to do fun things to do in orlando    1,835    28,736    6.39%

4. Do Orlando - Leisure Things to do other things to do in Orlando    1,358    18,101    7.5%

5. Play Orlando - Sports Baseball Baseball Tournament    705    6,951    10.14%

6. Do Orlando - Leisure FOOD orlando restaurants    320    10,130    3.16%

7. Do Orlando - Leisure Parks parks in Orlando   288    5,496    5.24%

8. Play Orlando - Sports Soccer Soccer Tournament   280    3,650    7.67%

9. Play Orlando - Sports Sports Sports Tournament   247    3,685    6.7%

10. Do Orlando - Leisure FOOD best food in Orlando   186    6,965    2.67%

11. Do Orlando - Leisure Things to do things to do in central Florida   186    5,914    3.15%

12. Play Orlando - Sports Soccer Soccer Event   173   2,452    7.06%

13. Do Orlando - Leisure Things to do fun things to do in central Florida   169    4,335    3.9%

14. Play Orlando - Sports Sports Sports Event   148   2,233    6.63%

15. Play Orlando - Sports Football Football Tournament   142   1,894    7.5%

16. Do Orlando - Leisure Things to do places to visit in central Florida   134    2,780    4.82%

17. Play Orlando - Sports Tennis Tennis Tournament   129   2,242    5.75%

18. Play Orlando - Sports Baseball Baseball Event   125   1,818    6.88%

19. Play Orlando - Sports Football Football Event   116   1,686    6.88%

20. Play Orlando - Sports Sports Sports Complex   97   1,369    7.09%

▼

1 - 20 / 85 < >

Google AdWords: Summary of Search Keyword Performance
Objective: Summarize Impressions, Clicks and CTR by Keyword

Insights
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Insights

Amount spent

$922.55
 -3.0%

Reach

97,361
 1.2%

CPM Impressions
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Impressions

158,716
 0.1%

CPM

$5.81
 -3.1%

CTR Clicks
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15%

0

500

1K

1.5K

Link clicks

5,845
 13.4%

CTR (link click-through rate)

3.68%
 13.2%

CPC

$0.16
 -14.4%

Campaign na… Cost CPC (link) Reach Imp. CTR (link clic… Link clicks

2021 - Hotel
Booking LC

$268.67 0.1 48.1K 79.2K 4.92% 3.9K

2021 - Website
Tra�c

$453.88 0.2 28.6K 50.9K 3.82% 1.9K

2021 - Promoted
Posts

$200 25 20.7K 28.7K 0.03% 8

▼

1 - 3 / 3 < >

Actions Reach
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Ads: by Age - (Actions and Reach)Top Campaigns
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Insights

Amount spent

$1,069.97
 -3.4%

Impressions

126,432
 22.3%

Reach

64,081
 1.7%

CPM Impressions
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Impressions

126,432
 22.3%

CPM

$8.46
 -21.0%

CTR Clicks
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0%
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Link clicks

849
 59.0%

CTR (link click-through rate)

0.67%
 30.0%

CPC

$1.26
 -39.3%

Campaign na… Cost Cost/Action Reach Imp. CTR (link clic… Link clicks

2021 - Website
Tra�c

$426.37 $0.01 24.9K 53.4K 1.51% 807

2021 - Video
Views

$443.6 $0 18K 46.3K 0.08% 38

2021 Promoted
Posts

$200 $0.02 21.2K 26.7K 0.01% 4

▼

1 - 3 / 3 < >

Actions Reach
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Ads: by Age - (Actions and Reach)Top Campaigns
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Campaign name Emails sent Unique opens Unsubscribes Open rate Click rate Unique clicks

1. July Newsletter 2021 1,089 190 7 17.66% 1.58% 21

▼

1 - 1 / 1 < >

Open rate

17.66%
No data

Unique clicks

21
No data

Click rate

1.58%
No data

Bounce rate

1.19%
No data

Total clicks

24
No data

Unsubscribes

7
No data

Email Metrics Compared MoM

Jul 1, 2021 - Jul 31, 2021 ▼
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STR Report

ADR ($) Occupancy (%) RevPAR ($)
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Impressions

474,837
Impressions

285,465

Clicks

772

CTR

0.27%

Rich Media: YTD Sponsored Content: YTD

Campaign Name Media Type Ad Type Impr… Clicks CTR

1. Seminole County Retargeting Boombah
Sports Complex

Digital   134,927    732    0.54%

2. Seminole County Geo-Fence Boombah
Sports Complex

Digital   169,219    959    0.57%

Grand total 304,146 1,691 0.56%

▼

1 - 2 / 2 < >

Paid Media: Summary of Fiscal Campaigns
Objective: Summarize Impressions, Clicks and CTR by Keyword

Clicks

2,969

CTR

0.63%

Impressions

601,273

Clicks

3,598

CTR

0.60%

Geo-Fence: YTD

Impressions

528,003

Clicks

2,486

CTR

0.47%

Retargeting: YTD
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