
               Flagler County 
 Tourist Development Council 

  Agenda 
July 12, 2023 • 9:00 a.m. 

 
Government Services Building 2, Board Chambers, 1769 E. Moody Blvd., Bunnell, FL  32110 

 

Meetings streamed live on Spectrum Channel 492 and YouTube https://www.youtube.com/flaglercounty/live  
 

1) Pledge to the Flag and Moment of Silence 
 

2) Meeting Minutes: Request the Board approve the minutes from the following meeting(s): 
a) April 19, 2023, Regular Meeting 

 
3) Financial Reports: Request the Board approve the financial report(s) listed below: 

a) Revenue Report 
b) Budget to Actual 

 
4) Marketing Reports: Request the Board approve the marketing report(s) listed below: 

a) April 2023 Marketing Report 
b) May 2023 Marketing Report 

 
5) Tourist Development Tax Update: 

Shelly Edmonson, Flagler County Tax Collector’s Office 
 

6) Fund 110 FY23 Special Event Marketing Grant: Review and recommendation to the Board of County 
Commissioners for the following grants: 
 
a) $2,847.75 - Flagler Beach Historical Museum, Inc., Fall for Flagler, September 23, 2023 

 
7) Fund 110 FY24 Special Event Marketing Grant: Review and recommendation to the Board of County 

Commissioners for the following grants: 
 
a)  $15,000.00 - Flagler Auditorium Governing Board, Flagler Auditorium, 2023-2024 Show Season 
b)  $8,000.00 - Flagler Broadcasting LLC, Creekside Festival 2023, October 7-8, 2023 
c)  $6,000.00 - City Lites Inc. LLC, Motown ’n’ Mo Show, December 2, 2023 
d)  $15,000.00 - African American Cultural Society Inc. 2023 – 2024 Season  
 

 
8) Fund 110 FY23 Discretionary Event Funding: Review and recommendation to the Board of County 

Commissioners for the following events: 
 
a) $4,900 Florida Elite Soccer, Boy’s Invitational, August 18-20, 2023 
b) $4,900 Florida Elite Soccer, Girl’s Invitational, August 25-27, 2023 

 
9) FY 2023-2024 Budget for Funds 1109, 1110 & 1111: Review and recommendation to the Board of 

County Commissioners for: 
 
a) 1109 FY 2023-2024 Budget 
b) 1110 FY 2023-2024 Budget 
c) 1111 FY 2023-2024 Budget  

 
10) Quarterly Marketing Update: 

Courtnee Brokaw, Marketing Manager 
 

11) Tourism Development Office Update: 
Amy Lukasik, Executive Director 
 
a) Palm Coast Southern Recreation Center Capital Project Status Report 
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12) Community Outreach: Thirty-minute time has been allocated at the end of the meeting for public 
comment.  Each speaker will be allowed up to three minutes to address the Board on items not on the 
agenda.  

 
13) Board Member Commentaries  

 
14) Adjournment 

 
 

 
Please take notice that individual Commissioners of the Board of County Commissioners may attend this meeting.  
The Commissioners who attend, except for the Commissioners who serve on the designated board being noticed, 
will not take any action or take any vote at this meeting.   
 
This is not an official meeting of the Board of County Commissioners of Flagler County.  This notice is being 
provided to meet the spirit of the Sunshine Law to inform the public that commissioners may be present at these 
discussions. 

In accordance with the Americans with Disabilities Act, persons needing assistance to participate in this meeting 
should contact the number listed above at least 48 hours prior to the meeting.  
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FLAGLER COUNTY CULTURAL COUNCIL 

✓ 

Palme�,+ 
AND THE {}flV>f/ 

FLAGLER BEACHES 
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TOURISM DEVELOPMENT OFFICE 

✓ 

Organization name 

Vision statement 

Mission statement 

Purpose statement 

Membership structure 

By-Laws 

ARTICLES OF INCORPORATION 

0 Corporate name 

0 Principal place of business and 

Mailing address 

0 Specific purposes 

0 Election of Directors 

0 Initial Directors and Officers 

0 Registered agent office 

Stakeholder meeting to approve ALL 

drah documents 

Legal Review 

Sunbiz registration 

Obtain IRS tax ID number 

o Apply for IRS tax-exemption 

o APPROVED JULY 2022 

o Open IRS pay.gov account 

Open bank account 

TARGET COMPLETION DATE= 

SEPTEMBER 30, 2021 

�
;,

� 
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PHASE 2 

Install elected Board 

BOCC Resolution 

Identify Stakeholders 

0 Recruit members Register with 

relevant organizations at the 

state and national level 

Create partnerships IN PROCESS 

Obtain a URL 

Create informational brochure 

0 Logo design 

0 Content 

Plan a budget IN PROCESS 

Identify potential revenue sources 

Finalize Service Agreement with 

County 
0 IN PROCESS 

TARGET COMPLETION DATE= 

JULY 30, 2022 

� 
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PHASE 3 

Develop Strategic Plan IN PROCESS 

Communication Marketing Plan 

□ IN PROCESS

Apply for grants to support 

organizations - SEARCHING NOFO'S 

Continue recruitment of members 

Paid staff member 

Develop public arts, culture and history 

programs 

Develop grant programs to support 

local organizations 

Create promotional opportunities to 

draw tourists to the community 

Develop resources to be the "go to" 

expert and advocate spokesperson for 

members and the community 

Develop an Arts Festival during the 

shoulder season for tourism 

TARGET COMPLETION DATE= 

FY 2023-2024 
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Overall Tra�c Performance
In April, the site received 63,200 sessions in total, a 4% decrease from last year. Overall engagement metrics also saw slight

decreases: Pages per session decreased 3%, average session duration decreased 8%, and bounce rate increased 2%. Despite

decreases, both newsletter signups and Visitor Guide requests notably increased in the �rst part of the year (See goal performance

page for details.).  

Organic Tra�c Performance
Organic sessions numbered 31,700 in April, down 5% year-over-year. This 1,500-session decrease was most prominent in the 25

Things to Do blog post and the Blueberry Fest listing, which did not have a listing for 2023 and therefore registered a 100% decrease.

The topic of the Boat Show drove notable increases, with terms like "palm coast boat show" and "palm coast boat show 2023"

driving a total of 200 clicks, up 1,400% year-over-year. 

Recommendations
July 4

July 4 is by far the most popular day for DMOs across the country. Visitors use the website to �nd parades, �reworks and things to

do the day and weekend of the holiday. For Visit Flagler, July 4-centric searches started peaking last year around mid-June, but the

website currently does not have any July 4 content other than listings. Consider creating an annual event landing page that highlights

various events, celebrations and deals in the area. The H1 can be "July 4 in Palm Coast and the Flagler Beaches" or "Celebrate July 4

in Palm Coast and the Flagler Beaches". Organize content using H2s that are based on last year's top terms, putting the most popular

�rst:

1. Parades: "�agler beach 4th of july parade" (80 clicks on 120 impressions), "�agler 4th of july parade" (7 clicks on 30 impressions)

2. Fireworks: "palm coast �reworks july 4"  (1 click on 22 impressions); link to and from Fireworks in the Park listing.

3. Events + Activities: "july 4th events" (2 clicks on 11 impressions) and "july 4th activities" (2 clicks on 5 impressions); link to and from

the Fabulous Fourth Festival listing.

Pro Rodeo

In Q3 2022, the Pro Rodeo listing was among the top 10 organic landing pages, with 1,400 sessions from July to September.

Furthermore, the search term "�agler rodeo" drove 270 clicks on 391 impressions during the same time period and was also among

the top 10 organic search terms outside of webcam-related queries. The only mention of "rodeo" on the Visit Flagler site is on the

Things to Do page, meaning users are not likely to go to the website for this highly searched content. To take advantage of this

demonstrated user interest, consider creating a landing page or blog post that can be linked to and from the Annual Events page. 

Organic Sessions

31,653
 -4.6%

Organic Sessions YTD

129,177
 3.5%

SEO EXECUTIVE SUMMARY

https://www.visitflagler.com/event/flagler-county-pro-rodeo/21071/
https://www.visitflagler.com/things-to-do/
https://www.visitflagler.com/events/annual-events/
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OVERALL TRAFFIC
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Month Sessions % Δ Users Bounce Rate Pageviews Pages / Session Avg. Session D…

April 63,234 -3.9% 45,701 62.31% 97,980 1.55 00:01:19

March 81,794 16.1% 60,894 64.06% 126,803 1.55 00:01:19

February 66,124 15.6% 50,283 64.13% 104,493 1.58 00:01:19

January 55,341 18.7% 41,862 65.17% 86,362 1.56 00:01:20

December 57,316 51.8% 42,901 69.83% 83,653 1.46 00:01:08

November 94,260 150.4% 60,337 54.51% 129,971 1.38 00:01:21

Overall Tra�c Summary | 6 Months & YTD

How is my total tra�c performing over time?

by Sessions, Users, Bounce Rate, Pageviews, Pages per Sessions, and Avg. Session Duration

How are users from all sources trending over time?

by Sessions Year over Year

Sessions Sessions (previous year)

May 2022 Jun 2022 Jul 2022 Aug 2022 Sep 2022 Oct 2022 Nov 2022 Dec 2022 Jan 2023 Feb 2023 Mar 2023 Apr 2023
0

50K

100K

150K

Analysis: In April, the site received 63,200 sessions in total, which represents a 4% decrease from last year. Overall engagement metrics also saw slight

decreases year-over-year: Pages per session decreased 3% (1.59 to 1.55), average session duration decreased 8% (1:25 to 1:19), and bounce rate increased

2% (61% to 62%). Those same metrics, however, have either improved or remained steady over the past six months. 
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Channel Sessions % Δ % of Sessions

Organic Search 31,653 -4.6% 50.06%

Social 12,114 139.5% 19.16%

Direct 12,008 4.2% 18.99%

Paid Search 2,898 -11.2% 4.58%

Display 2,277 32,428.6% 3.6%

Referral 2,023 -10.3% 3.2%

(Other) 253 -97.6% 0.4%

Grand total 63,234 -3.9% 100%

▼

What channels are my website visitors coming from?

by Channel, Sessions, and Percent of Sessions Year over Year

Analysis: Organic search brought in 50% of sessions with 31,700, a 5% decrease year-over-year.

For the second consecutive month, Social tra�c increased, this month by 140%. The exponential

increase in Display tra�c mostly comprised an Evergreen campaign.

A full breakdown of the Other, Display and Social channels follows this report. 

Overall Tra�c Summary | Last Month

How does my website perform compared to the DMO averages?

by Pages per Session, Avg. Session Duration, and Bounce Rate for All Tra�c, Organic Search and Paid Search

Channel Industry Visit Flagler % dif

All Channels 1.92 1.54 -19.69%

Organic Search 2.05 1.67 -18.93%

Paid Search 2.07 1.87 -9.93%

▲

Pages per Sessions

Channel Industry Visit Flagler % dif

All Channels 00:01:47 00:01:17 -28.34%

Organic Search 00:02:09 00:01:41 -22.16%

Paid Search 00:01:40 00:01:12 -28.14%

▲

Session Duration

Channel Industry Visit Flagler % dif

All Channels 54.69% 60.86% 11.28%

Organic Search 48.93% 50.95% 4.14%

Paid Search 52.18% 64.74% 24.07%

▲

Bounce Rate

Campaign Sessions

Evergreen 2,274

ACQ_Flagler_Location_Speci�c 1,657

ACQ_Flagler 1,226

welcome-home 158

dm-�pcfb 55

Complete 13

dm��ag 12

melt_prevention 8

dm�pcfb 5

▼

What were the top campaigns that sent tra�c?

by Campaign and Sessions
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City Sessions % Δ

Palm Coast 8,388 -42.4%

Orlando 4,668 -22.7%

Jacksonville 1,730 5.7%

Miami 1,567 -24.5%

Tampa 699 55.3%

Daytona Beach 620 -41.8%

Ormond Beach 397 -45.0%

Ocala 360 0.3%

St. Augustine 298 -33.3%

DeLand 193 -37.1%

Gainesville 188 -39.5%

Palatka 160 17.6%

Flagler Beach 156 -20.4%

Bunnell 135 -36.6%

Port Orange 133 -44.6%

Altamonte Springs 132 -25.0%

Four Corners 132 20.0%

▼

What cities in Florida are users coming from?

by City, Sessions, and % Change Year over Year

Overall Tra�c In-State Summary | Last Month

Analysis: Overall, Google Analytics shows a 23% decrease for in-state tra�c (from 37,100 last year to 28,500 in 2023).  

111 8,3888,3888,388
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City Sessions % Δ

Atlanta 3,877 239.2%

New York 1,178 20.4%

Chicago 412 12.3%

Ashburn 407 142.3%

Nashville 361 -17.2%

Columbus 309 -2.8%

Philadelphia 265 12.8%

Charlotte 189 -65.6%

Clinton 163 757.9%

Boston 154 18.5%

Raleigh 152 -41.1%

Dallas 146 -7.6%

Washington 126 -30.8%

Greenville 119 170.5%

Pittsburgh 117 -19.9%

Johnson City 113 564.7%

Bloomington 110 478.9%

Lexington 104 108.0%

▼

What cities outside of Florida are users from?

by City, Sessions, and % Change Year over Year

Overall Tra�c Out of State Summary | Last Month

121212 3,8773,8773,877

Analysis: Out-of-state tra�c saw a 21% increase. Atlanta continued to be the top driver of tra�c,

with sessions concentrated on the webcams page (800 sessions) and the Bucket List blog post

(300 sessions). 

https://www.visitflagler.com/blog/post/palm-coast-and-the-flagler-beaches-bucket-list/
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Device Category Sessions % Δ Bounce Rate Pages / Session Avg. Session D…

📱 Mobile 44,044 1.8% 64.34% 1.49 00:01:11

🖥 Desktop 15,828 -18.5% 55.37% 1.74 00:01:42

📱Tablet 3,362 8.3% 68.23% 1.41 00:01:03

Grand total 63,234 -3.9% 62.31% 1.55 00:01:19

▼

What devices are users on my site using?

by Device Category, Sessions, Bounce Rate, Pages per Session, and Avg. Session Duration

Overall Tra�c Device Breakdown | Last Month

Landing Page Sessio… % Δ

/beaches/webcams/ 8,478 3.1%

/blog/post/palm-coast-and-the-�agler-beaches-bucket-list/ 6,323 -

/ 4,615 -28.3%

/events/ 1,929 20.8%

/things-to-do/ 1,623 142.6%

/blog/post/25-things-to-do-when-you-visit-palm-coast-and-t… 1,480 -37.1%

/where-to-stay/luxury-resort/ 1,187 842.1%

/blog/post/watch-rover-ride-the-waves-at-the-hang-8-dog-s… 826 -

/things-to-do/golf/ 783 3,815.0%

/beaches/ 546 -13.3%

What are the top pages for mobile users?

by Page and Sessions Year over Year

Landing Page Sessio… % Δ

/beaches/webcams/ 6,245 6.1%

/ 1,733 -46.2%

/events/ 756 14.9%

/blog/post/25-things-to-do-when-you-visit-palm-coast-and-th… 272 -48.3%

/blog/post/palm-coast-and-the-�agler-beaches-bucket-list/ 247 -

/lodgings 247 -27.4%

/blog/post/watch-rover-ride-the-waves-at-the-hang-8-dog-su… 176 -

/things-to-do/restaurants-bars/ 174 17.6%

/beaches/pet-friendly-zones/ 147 -9.8%

/where-to-stay/vacation-rentals/ 132 -40.8%

What are the top pages for desktop users?

by Page and Sessions Year over Year

mobile

desktop

tablet

5.3%

25%

69.7%
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Top Landing Pages Sessions Avg. Session
Duration

Bounce
Rate

/beaches/webcams/ 15,726 00:01:18 62.13%

/blog/post/palm-coast-and-the-�agler-beaches-buck… 6,994 00:00:32 74.01%

/ 6,543 00:01:13 69.88%

/events/ 2,803 00:02:24 41.74%

/things-to-do/ 1,790 00:00:58 70.22%

/blog/post/25-things-to-do-when-you-visit-palm-coa… 1,790 00:02:27 54.8%

/things-to-do/golf/ 1,532 00:00:06 92.36%

/where-to-stay/luxury-resort/ 1,259 00:00:46 53.38%

/blog/post/watch-rover-ride-the-waves-at-the-hang-… 1,078 00:01:05 77.27%

/lodgings 773 00:02:25 32.99%

/beaches/ 694 00:01:24 57.06%

/things-to-do/restaurants-bars/ 638 00:02:43 46.08%

/beaches/pet-friendly-zones/ 584 00:01:55 58.05%

/about/visitors-guide-brochures/ 516 00:01:20 61.24%

/things-to-do/outdoor-adventures/horseback-riding-… 500 00:01:39 53.6%

/blog/post/6-secret-beaches-to-explore-in-palm-coa… 399 00:01:50 64.41%

/where-to-stay/campgrounds-rv-parks/ 382 00:02:04 47.12%

/where-to-stay/vacation-rentals/ 341 00:02:32 51.61%

/event/easter-brunch-bu�et/21267/ 316 00:00:35 68.04%

/event/easter-helicopter-candy-drop/21294/ 313 00:01:21 73.16%

Landing & Exit Page Performance | Last Month

Analysis: Webcams and the Bucket List blog post drove the highest number of sessions (15,700 and 7,000, respectively). Blog posts held four of the top 20 overall

landing pages, and the blog as a whole drove 13,500 sessions in April. See the Blog Tra�c & Sources and Blog Content Performance pages for a further insight into

how visitors use the blog. 

How are users engaging with my landing pages?

by Sessions, Avg. Session Duration, and Bounce Rate

Exit Page Exits Views

/beaches/webcams/ 15,723 18,819

/blog/post/palm-coast-and-the-�agler-beaches-bucket… 5,741 6,555

/ 5,272 6,602

/events/ 1,870 3,184

/where-to-stay/luxury-resort/ 1,676 3,009

/things-to-do/golf/ 1,497 1,663

/things-to-do/ 1,480 2,135

/blog/post/25-things-to-do-when-you-visit-palm-coast-… 1,238 2,065

/blog/post/watch-rover-ride-the-waves-at-the-hang-8-… 989 1,245

/lodgings 767 958

/about/visitors-guide-brochures/ 753 1,734

/beaches/ 663 1,114

/where-to-stay/ 536 1,215

/things-to-do/restaurants-bars/ 528 962

/beaches/pet-friendly-zones/ 490 697

/things-to-do/outdoor-adventures/horseback-riding-on… 461 897

/blog/post/6-secret-beaches-to-explore-in-palm-coast-… 393 686

/event/3rd-annual-spring-�ing/21266/ 372 657

/listing/marineland-dolphin-adventure/270614/ 362 809

/event/15th-annual-turtle-fest/21232/ 351 579

Which pages are users exiting from?

by Exit Page, Exits, and Pageviews

https://www.visitflagler.com/beaches/webcams/
https://www.visitflagler.com/blog/post/palm-coast-and-the-flagler-beaches-bucket-list/
https://www.visitflagler.com/
https://www.visitflagler.com/events/
https://www.visitflagler.com/things-to-do/
https://www.visitflagler.com/blog/post/25-things-to-do-when-you-visit-palm-coast-and-the-flagler-beaches/
https://www.visitflagler.com/things-to-do/golf/
https://www.visitflagler.com/where-to-stay/luxury-resort/
https://www.visitflagler.com/blog/post/watch-rover-ride-the-waves-at-the-hang-8-dog-surfing-competition-in-flagler-beach/
https://www.visitflagler.com/lodgings
https://www.visitflagler.com/beaches/
https://www.visitflagler.com/things-to-do/restaurants-bars/
https://www.visitflagler.com/beaches/pet-friendly-zones/
https://www.visitflagler.com/about/visitors-guide-brochures/
https://www.visitflagler.com/things-to-do/outdoor-adventures/horseback-riding-on-the-beach/
https://www.visitflagler.com/blog/post/6-secret-beaches-to-explore-in-palm-coast-and-the-flagler-beaches/
https://www.visitflagler.com/where-to-stay/campgrounds-rv-parks/
https://www.visitflagler.com/where-to-stay/vacation-rentals/
https://www.visitflagler.com/event/easter-brunch-buffet/21267/
https://www.visitflagler.com/event/easter-helicopter-candy-drop/21294/
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Page Pageviews Avg. Session Dur… Bounce Rate

/beaches/webcams/ 18,686 00:01:17 61.04%

/blog/post/palm-coast-and-the-�agler-beaches-bucket-list/ 7,756 00:00:32 73.95%

/ 7,737 00:01:13 69.68%

/events/ 4,413 00:02:24 41.65%

/things-to-do/ 2,674 00:00:57 70.5%

/where-to-stay/luxury-resort/ 2,481 00:00:46 53.21%

/blog/post/25-things-to-do-when-you-visit-palm-coast-and-the-�agler-beaches/ 2,371 00:02:27 54.8%

/things-to-do/golf/ 1,689 00:00:06 92.36%

/about/visitors-guide-brochures/ 1,589 00:01:19 61%

/blog/post/watch-rover-ride-the-waves-at-the-hang-8-dog-sur�ng-competition-… 1,334 00:01:05 77.2%

/where-to-stay/ 1,259 00:02:00 49.32%

/beaches/ 1,241 00:01:24 56.81%

/things-to-do/restaurants-bars/ 1,103 00:02:43 46.01%

/things-to-do/outdoor-adventures/horseback-riding-on-the-beach/ 1,037 00:01:39 53.6%

/lodgings 964 00:02:25 32.99%

/beaches/pet-friendly-zones/ 805 00:01:55 57.95%

/blog/post/6-secret-beaches-to-explore-in-palm-coast-and-the-�agler-beaches/ 670 00:01:50 64.41%

/listing/marineland-dolphin-adventure/270614/ 650 00:02:38 45.28%

/things-to-do/attractions/ 617 00:03:12 45.54%

/where-to-stay/campgrounds-rv-parks/ 605 00:02:01 46.88%

/event/3rd-annual-spring-�ing/21266/ 594 00:01:53 50%

/things-to-do/outdoor-adventures/swim-with-dolphins/ 556 00:01:33 56.87%

/where-to-stay/vacation-rentals/ 534 00:02:33 51.92%

▼

Top Viewed Pages | Last Month

What are my most viewed pages?

by Page and Pageview

Analysis: The most viewed pages

align closely to the top landing

pages and are an indication of

the most popular topics on the

website. 
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Goal Performance | Last Month

Source / Medium Pageviews

google / organic 130

(direct) / (none) 41

google / cpc 27

m.facebook.com / referral 26

visit�orida.com / referral 25

l.facebook.com / referral 20

lm.facebook.com / referral 18

bing / organic 8

yahoo / organic 4

duckduckgo / organic 3

▼

Where are my visitor guide requests coming from?

by Source/Medium and Pageview

Source / Medium Views

google / organic 12

visit�orida.com / referral 3

(direct) / (none) 3

m.facebook.com / referral 2

google / cpc 2

sprout.link / referral 1

yahoo / organic 1

visit�agler.com / referral 1

bing / organic 1

lm.facebook.com / referral 1

▼

Where are my digital visitor guide views coming from?

by Source/Medium and Views

What interests did those who signed up for email have?

by Interest, Clicks and Percent of Total

Visitor Guide Requests

297
 2.1%

Unique Newsletter Sign Up

171
 30.5%

Email Signup Inte… Clicks % of Total

Arts & Culture 167 62.31%

Beach 198 73.88%

Camping 62 23.13%

Dining 194 72.39%

Events & Festivals 217 80.97%

Family Fun 118 44.03%

Marine Life & Conserv… 137 51.12%

Outdoor Activities 181 67.54%

Pet Friendly 117 43.66%

Weddings 12 4.48%

How many goal completions were there last month? 

by Unique Visitor Guide Requests and Newsletter Sign Ups

Note: As of the July report, this page has been re-added and includes year-to-

date information.

Unique Newsltr Sign Up YTD

925
 57.3%

Visitor Guide Req. YTD

1,542
 24.9%
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Blog Tra�c & Sources | Last Month

Sessions Sessions (previous year)

May 2022 Jun 2022 Jul 2022 Aug 2022 Sep 2022 Oct 2022 Nov 2022 Dec 2022 Jan 2023 Feb 2023 Mar 2023 Apr 2023
0

10K

20K

30K

How are blog sessions trending over time?

by Sessions Year over Year

Channel Sessions % Δ % of Sessions

Social 7,593 120.3% 51.01%

Organic Search 4,993 -9.4% 33.54%

Direct 1,732 -23.1% 11.64%

Paid Search 340 16.0% 2.28%

Referral 194 -18.8% 1.3%

Display 18 - 0.12%

Grand total 14,886 -16.4% 100%

▼

What channels are my blog visitors coming from?

by Channel, Sessions, and Percent of Sessions Year over Year

Month Sessions % Δ Bounce Rate Avg. Session
Duration

Pages /
Session

April 14,886 -16.4% 64.16% 00:01:35 1.91

March 18,050 20.7% 62.5% 00:01:50 2.07

February 20,096 111.3% 67.01% 00:01:32 1.89

January 13,397 141.0% 64.66% 00:01:48 1.94

December 9,068 68.0% 60.71% 00:02:01 2.16

November 11,690 117.4% 61.6% 00:01:59 2

How is my blog tra�c performing over time?

by Sessions, Bounce Rate, Pages per Sessions, and Avg. Session Duration
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Blog Content Performance | Last Month

Page PVs…

/blog/post/palm-coast-and-the-�agler-beaches-bucket-list/ 7,756

/blog/post/25-things-to-do-when-you-visit-palm-coast-and-the-�agler-bea… 2,399

/blog/post/watch-rover-ride-the-waves-at-the-hang-8-dog-sur�ng-compe… 1,363

/blog/post/6-secret-beaches-to-explore-in-palm-coast-and-the-�agler-be… 685

/blog/post/feast-on-seafood-favorites-at-high-tides-at-snack-jack-in-�agl… 365

/blog/post/moms-perfect-day-in-palm-coast-and-the-�agler-beaches/ 348

/blog/post/enjoy-baja-favorites-at-a1a-burrito-works-taco-shop-in-palm-c… 317

/blog/post/top-things-to-do-with-kids-in-palm-coast-and-the-�agler-beach… 307

/blog/post/15-things-to-do-along-a1a-scenic-and-historic-coastal-byway/ 288

/blog/post/best-pet-friendly-beach-destinations-in-palm-coast-and-�agler… 233

What pages are users visiting after landing on a blog post last month?

by Landing Page, Second Page and Sessions

Page PVs

/blog/post/palm-coast-and-the-�agler-beaches-bucket-list/ 5,936

/blog/post/25-things-to-do-when-you-visit-palm-coast-and-the-�agler-beaches/ 2,460

/blog/post/meet-a-local-jennifer-blumen�eld-from-ohana-food-co/ 2,087

/blog/post/5-valentines-day-activities-we-love-in-palm-coast-and-the-�agler-… 578

/blog/post/6-secret-beaches-to-explore-in-palm-coast-and-the-�agler-beach… 571

/blog/post/15-things-to-do-along-a1a-scenic-and-historic-coastal-byway/ 448

/blog/post/eat-well-at-ohana-food-co-in-palm-coast-and-the-�agler-beaches/ 370

/blog/post/our-favorite-wine-bars-in-palm-coast-and-the-�agler-beaches/ 255

/blog/post/top-things-to-do-with-kids-in-palm-coast-and-the-�agler-beaches/ 253

/blog/post/unique-proposal-spots-in-palm-coast-and-the-�agler-beaches/ 235

▼

What are the top viewed blog posts year-to-date?

by Page and Pageviews

Landing Page Second Page Sessions

/blog/post/palm-coast-and-the-�agler-beaches-bucket-list/ /where-to-stay/luxury-resort/ 521

/blog/post/palm-coast-and-the-�agler-beaches-bucket-list/ /blog/post/palm-coast-and-the-�agler-beaches-bucket-list/ 356

/blog/post/palm-coast-and-the-�agler-beaches-bucket-list/ /where-to-stay/ 287

/blog/post/watch-rover-ride-the-waves-at-the-hang-8-dog-sur�ng-competition-in-�… /blog/post/watch-rover-ride-the-waves-at-the-hang-8-dog-sur�ng-competition-in-�… 105

/blog/post/25-things-to-do-when-you-visit-palm-coast-and-the-�agler-beaches/ /listing/marineland-dolphin-adventure/270614/ 86

/blog/post/25-things-to-do-when-you-visit-palm-coast-and-the-�agler-beaches/ /things-to-do/outdoor-adventures/horseback-riding-on-the-beach/ 78

/blog/post/palm-coast-and-the-�agler-beaches-bucket-list/ /beaches/ 64

/blog/post/25-things-to-do-when-you-visit-palm-coast-and-the-�agler-beaches/ /events/ 64

/blog/post/25-things-to-do-when-you-visit-palm-coast-and-the-�agler-beaches/ /blog/post/25-things-to-do-when-you-visit-palm-coast-and-the-�agler-beaches/ 61

/blog/post/palm-coast-and-the-�agler-beaches-bucket-list/ /blog/post/6-secret-beaches-to-explore-in-palm-coast-and-the-�agler-beaches/ 55

▼

What are the top viewed blog posts for last month?

by Page and Pageviews
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Channel Sessions Pageviews Bounce Rate Avg. Session Duration Pages / Session

Referral 42 47 76.19% 00:01:27 1.12

Direct 7 7 85.71% 00:00:06 1

Organic Search 5 5 80% 00:00:12 1

Grand total 54 59 77.78% 00:01:10 1.09

▼

What channels are my website visitors coming from?

by Channel, Sessions, and Percent of Sessions Year over Year

A1A Tra�c Summary | Last Month

Tour Map Clicks

28

Link Clicks

0

Link Titles Clicks

No data

▼

What actions are my website visitors taking?

Tour map and link clicks last month

What were the most-clicked links?

Top 10 links and their total clicks
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ORGANIC TRAFFIC
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Organic Sessions

31,653
 -4.6%

Pages / Session

1.6
 -4.1%

Percent of Total Sessions

50.06%
 -0.8%

Avg. Session Duration

00:01:33
 -10.4%

% New Sessions

62.46%
 3.4%

Bounce Rate

55.54%
 1.2%

How are organic sessions trending?

by Sessions Year over Year

Landing Page Sessions % Δ

/beaches/webcams/ 9,660 0.0%

/events/ 2,124 12.6%

/blog/post/25-things-to-do-when-you-visit-palm-coast-and-the-�… 1,701 -39.3%

/ 1,136 -15.1%

/things-to-do/restaurants-bars/ 581 10.5%

/things-to-do/outdoor-adventures/horseback-riding-on-the-beac… 387 8.4%

/beaches/ 358 -33.2%

/beaches/pet-friendly-zones/ 329 -25.1%

/where-to-stay/vacation-rentals/ 309 -34.4%

/blog/post/6-secret-beaches-to-explore-in-palm-coast-and-the-… 307 -

▼

What pages are organic search visitors landing on?

by Landing Page, Sessions, and Percent of Total Sessions Year over Year

Organic Search Onsite Performance | Last Month

Analysis: Organic sessions numbered 31,700 in April, down 5% year-over-

year. This 1,500-session decrease was most prominent in the 25 Things to Do

blog post, which saw a decrease of 1,100 sessions, and the Blueberry Fest

listing, which decreased 435 sessions. Because there wasn't a Blueberry Fest

listing for 2023, that event listing registered a 100% decrease. For the blog post,

the decrease can be partially attributed to a 15% decrease in impressions,

meaning user interest was generally lower.

Things to Do pages held top organic spots in April and drove, in total, 2,500

organic sessions to the website. Organic engagement metrics saw slight

decreases but remained overall healthy, particularly bounce rate, which

registered an impressive 56%. 

Webcams experienced no change year-over-year, while the Beaches landing

page decreased 33%. See the February 2023 report for ways to improve the

Beaches page, including implementing the FAQ widget to capture search

interest via Google's structured data. 

Sessions Sessions (previous year)

May 2022 Jun 2022 Jul 2022 Aug 2022 Sep 2022 Oct 2022 Nov 2022 Dec 2022 Jan 2023 Feb 2023 Mar 2023 Apr 2023
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https://www.visitflagler.com/blog/post/25-things-to-do-when-you-visit-palm-coast-and-the-flagler-beaches/
https://www.visitflagler.com/event/blueberry-fest/20945/
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Query Clicks Average Position Δ Site CTR

�agler beach cam 1,246 1.04 0.04 60.78%

�agler beach webcam 1,209 1.02 0.01 67.73%

�agler beach 351 7.07 0.19 1.47%

�agler beach live cam 339 1.03 0.03 59.89%

�agler beach surf cam 251 1.04 -0.5 51.65%

�agler pier cam 229 1.02 0.02 60.74%

palm coast 192 6.69 0.92 0.92%

�agler surf cam 161 2.01 -0.27 21.1%

�agler live cam 137 1 0 60.89%

�agler beach pier cam 137 1.17 0.17 52.9%

things to do near me 129 22.17 0.1 6.97%

palm coast �orida 114 8.36 0.53 0.69%

�agler beach web cam 113 1.05 0.05 61.08%

things to do in palm coast 111 3.15 1.76 10.46%

�agler webcam 104 1.01 0.01 46.22%

�agler beach camera 104 1.02 0.02 70.75%

palm coast boat show 101 1.83 - 63.92%

things to do in palm coast � 100 3.24 2.06 13.51%

palm coast � 97 9.12 1.27 0.53%

�agler beach pier webcam 93 1.03 0.03 46.73%

▼
Analysis: Organic clicks reached 23,400, down

5%, and organic impressions reached 1.2

million, down 11%. 

Clicks only decreased by 300 and were

concentrated between terms related to things-

to-do queries:

- "things to do in palm coast �": -200 clicks

- "things to do in palm coast": -175 clicks

As expected, queries related to the Blueberry

Fest fell to 0 and impressions decreased 97%. 

The topic of the Boat Show drove notable

increases, with terms like "palm coast boat

show" and "palm coast boat show 2023" driving

a total of 200 clicks, up 1,400%, and 2,500

impressions, up 35%. Most clicks led to the event

listing. 

Webcam-related queries dominated the top

organic search terms, and click-through rate for

those terms increased about 40%. Webcam

searches returned the site, on average, in

position 26, a 13% upward movement from last

year's 31. 

Terms that drove clicks to blog posts were all

related to things to do, including "things to do

near me" (125 clicks), "things to do in palm

coast" (110 clicks) and "things to do in palm

coast �" (99 clicks).

How is my site performing organically on Google search results?

Top 20 Queries by Clicks,  Average Position, and Site Clickthrough Rate Year over Year

Organic Clicks

24,296
 -1.6%

Organic Impressions

1,193,371
 -8.4%

Organic CTR%

2.04%
 7.4%

Average Ranking Position

19.15
 -2.3%

Organic Search Ranking Performance | Last Month

https://www.visitflagler.com/event/boat-show/21283/
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Organic Referral Performance | Last Month

Listing Name Clicks to Website

Equestrian Adventures of Florida 160

Marineland Dolphin Adventure 152

Princess Place Preserve 123

Princess Place Cottages 78

Hammock Beach Golf Resort & Spa 68

Oceanside Beach Bar & Grill 62

Washington Oaks Gardens State Park 56

Treasure By the Sea Campgrounds 52

Bulow Plantation RV Resort 49

River To Sea Preserve 49

Bull Creek Campground/Dead Lake 46

Jungle Hut Road Park - Pet Friendly 46

The Turtle Shack Cafe 45

Swillerbee's Craft Donuts and Co�ee Bar 45

Old Salt Park - Pet Friendly 44

Bay Drive Park 44

Beverly Beach RV Camptown Resort 40

Golden Magnolia Resort 39

Grand total 3,269

▼

How many referrals are my partners receiving?

by Listing and Clicks

Event Name Clicks to Website

3rd Annual Spring Fling 136

Boat Show 117

10th Annual Spring Festival & Plant Sale 94

Palm Coast Spring Arts Festival 80

15th Annual Turtle Fest 80

First Friday 74

Easter Brunch Bu�et 63

Palm Coast Songwriters Festival 55

2nd Annual Hang 8 Dog Sur�ng Event 54

Easter Helicopter Candy Drop 54

Wickline Center Park | Flagler Beach Farmers Market 45

FOOD TRUCK TUESDAY / PALM COAST 28

Hispanic Cultural Festival of Palm Coast 2013 26

Barnum 22

Earth Day 19

Central Park in Town Center | Easter Egg'stravaganza 18

Touch A Truck 2023 17

Flagler Playhouse | Barnum 16

Grand total 1,201

▼

How many referrals are my events receiving?

by Event and Clicks

Organic Listing Referrals YoY

3,269
 -13.5%

Organic Event Referrals YoY

1,201
 16.3%
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Overall Tra�c Performance

In May, the site received 49,900 sessions in total, down 22% from last year. Most of the 15,000-session decrease can be attributed to losses from the

Other channel (see following page). Webcams and the homepage drove the highest number of sessions (15,800 and 3,100, respectively), while blog

posts held �ve of the top 20 overall landing pages. Overall engagement metrics saw varied changes year-over-year, with pages per session decreasing

2%, average session duration increasing 7% and bounce rate decreasing 6%.

Organic Tra�c Performance

Organic sessions numbered 32,700 in May, down just .1%, or about 30 sessions. Clicks increased by 4% to 27,500, mostly driven by terms related to

webcams and Hang 8. Things to do-related queries also appeared in the top 20 terms, driving, in total, 1,240 clicks to the website. Click-through rate

rose by 14% and average ranking position improved 1%. 

Recommendations
Family-Friendly landing page

Flagler's family-friendly landing page saw a 90% increase in organic sessions in May. Keyword research shows that related terms see signi�cant monthly volume,

including "family friendly" (3,600 AMS), "family friendly travel" (1,900 AMS) and "family travel" (49,500 AMS). Consider implementing the following changes to meet user

interest:

- Change the H1 from "Family Friendly" to "Family-Friendly Things to Do", which will give search engines a clearer, more speci�c idea of what's on the page 

- Currently, the content reads more like a blog, presenting in a listicle format reasons to visit the destination. In order to encourage users to scroll through to the listings,

consider condensing the copy down to one introductory paragraph. The existing copy does a great job of using internal links, so include those in the same manner in

the new, shorter intro paragraph.

- This relevant, useful information could be repurposed as a blog post. Consider expanding the copy within each of the top �ve reasons, adding a jump list and using an

H1 that incorporates the keywords above (for example, "Family-Friendly Things to Do this Summer in Palm Coast and Flagler Beaches").

Duplicate content  

The following two pages contain duplicate content. Change the content on one page to di�erentiate them: Groups and Services. 

Trip ideas 

The trip ideas landing page saw the highest number of sessions during summer 2022. While the page already contains valuable information, consider making the

following changes to help with user experience:

- Add more copy to the intro paragraph. This also allows for internal linking opportunities. Incorporate keywords below:

trip ideas (880) | vacation ideas (12,100) | winter vacation ideas (2,900) | weekend getaway ideas (1,600)

- The widgets at the top of the page link to blog posts, so including blog posts under the "Articles" section could be seen as redundant.

- See examples from other DMOs:

     · Visit Cedar Park, TX: Weekend Getaway

     · Experience Columbus, OH: Columbus Itineraries

     · Outer Banks, NC: Outer Banks Trip Ideas

Organic Sessions

32,731
 -0.1%

Organic Sessions YTD

160,258
 3.4%

SEO EXECUTIVE SUMMARY

https://www.visitflagler.com/things-to-do/family-friendly/
https://www.visitflagler.com/groups/
https://www.visitflagler.com/groups/services/
https://www.visitflagler.com/things-to-do/trip-ideas/
https://visitcedarparktexas.com/plan-your-visit/trip-ideas-itineraries/weekend-getaway/
https://www.experiencecolumbus.com/things-to-do/itineraries/
https://www.outerbanks.org/plan-your-trip/trip-ideas/
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Month Sessions % Δ Users Bounce Rate Pageviews Pages / Session Avg. Session D…

May 49,903 -22.3% 32,975 60.74% 77,301 1.55 00:01:27

April 63,234 -3.9% 45,701 62.31% 97,980 1.55 00:01:19

March 81,794 16.1% 60,894 64.06% 126,803 1.55 00:01:19

February 66,124 15.6% 50,283 64.13% 104,493 1.58 00:01:19

January 55,341 18.7% 41,862 65.17% 86,362 1.56 00:01:20

December 57,316 51.8% 42,901 69.83% 83,653 1.46 00:01:08

Overall Tra�c Summary | 6 Months & YTD

How is my total tra�c performing over time?

by Sessions, Users, Bounce Rate, Pageviews, Pages per Sessions, and Avg. Session Duration

How are users from all sources trending over time?

by Sessions Year over Year

Sessions Sessions (previous year)

Jun 2022 Jul 2022 Aug 2022 Sep 2022 Oct 2022 Nov 2022 Dec 2022 Jan 2023 Feb 2023 Mar 2023 Apr 2023 May 2023
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Analysis: In May, the site received 49,900 sessions in total, which represents a 22% decrease from last year. Overall engagement metrics also saw varied

changes year-over-year: Pages per session decreased 2% (1.58 to 1.55), average session duration increased 7% (1:22 to 1:28), and bounce rate decreased 6%

(64% to 61%). Most of the approximately 15,000-session decrease can be attributed to losses from the Other channel (see following page). 
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Channel Sessions % Δ % of Sessions

Organic Search 32,731 -0.1% 65.59%

Direct 10,072 -14.4% 20.18%

Social 4,009 59.9% 8.03%

Referral 1,738 -38.0% 3.48%

Display 1,084 - 2.17%

(Other) 219 -98.0% 0.44%

Paid Search 50 -98.6% 0.1%

Grand total 49,903 -22.3% 100%

▼

What channels are my website visitors coming from?

by Channel, Sessions, and Percent of Sessions Year over Year

Analysis: Organic search brought in 66% of sessions with 32,700, a .1% decrease year-over-year. A

10,750-session decrease to the Other channel (10,969 in 2022 versus 219 in 2023) caused overall

sessions to fall. Although Referral tra�c notably decreased (-38%), the number of sessions lost

was much smaller (approximately 1,000)

A full breakdown of the Other, Display and Social channels follows this report. 

Overall Tra�c Summary | Last Month

How does my website perform compared to the DMO averages?

by Pages per Session, Avg. Session Duration, and Bounce Rate for All Tra�c, Organic Search and Paid Search

Channel Industry Visit Flagler % dif

All Channels 1.92 1.54 -19.49%

Organic Search 2.05 1.66 -18.9%

Paid Search 2.06 1.87 -9.37%

▲

Pages per Sessions

Channel Industry Visit Flagler % dif

All Channels 00:01:47 00:01:17 -28%

Organic Search 00:02:10 00:01:40 -22.42%

Paid Search 00:01:40 00:01:12 -27.67%

▲

Session Duration

Channel Industry Visit Flagler % dif

All Channels 54.77% 60.87% 11.13%

Organic Search 48.87% 51.09% 4.56%

Paid Search 52.34% 64.73% 23.67%

▲

Bounce Rate

Campaign Sessions

Evergreen 1,084

welcome-home 158

ACQ_Flagler_Location_Speci�c 43

dm-�pcfb 40

Complete 10

ACQ_Flagler 4

dm�pcfb 3

Top-of-Funnel-Florida-Beach-Focused 2

cox-o-visit�agler 1

▼

What were the top campaigns that sent tra�c?

by Campaign and Sessions
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City Sessions % Δ

Palm Coast 8,205 -39.4%

Orlando 3,457 -36.8%

Miami 1,855 -10.0%

Jacksonville 820 -51.4%

Daytona Beach 771 -28.5%

Ormond Beach 497 4.6%

Tampa 283 -35.8%

DeLand 253 -7.0%

Ocala 230 -33.9%

Port Orange 207 -18.8%

Gainesville 184 -51.5%

St. Augustine 182 -48.0%

Flagler Beach 178 -7.8%

Bunnell 155 -20.5%

Tallahassee 126 0.0%

Palatka 100 -17.4%

Altamonte Springs 84 -49.7%

▼

What cities in Florida are users coming from?

by City, Sessions, and % Change Year over Year

Overall Tra�c In-State Summary | Last Month

Analysis: Overall, Google Analytics shows a 35% decrease for in-state tra�c (from 34,600 last year to 22,500 in 2023).  

111 8,2058,2058,205
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City Sessions % Δ

Atlanta 2,668 63.8%

New York 667 -66.6%

Chicago 427 -38.6%

Columbus 417 19.8%

Ashburn 365 31.8%

Philadelphia 210 -34.0%

Dallas 189 -32.7%

Nashville 187 -53.0%

Clinton 145 1,712.5%

Charlotte 129 -71.5%

Greenville 119 240.0%

Raleigh 114 -55.8%

Phoenix 112 9.8%

Boston 106 -4.5%

Los Angeles 105 -59.8%

Lexington 93 106.7%

Perry 88 780.0%

Denver 87 -26.3%

▼

What cities outside of Florida are users from?

by City, Sessions, and % Change Year over Year

Overall Tra�c Out of State Summary | Last Month

101010 2,6682,6682,668

Analysis: Out-of-state tra�c saw a 7% decrease. Atlanta continued to be the top driver of tra�c,

with sessions concentrated on the webcams page (770 sessions) and the Events landing page (140

sessions). 
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Device Category Sessions % Δ Bounce Rate Pages / Session Avg. Session D…

📱 Mobile 32,921 -21.2% 62.15% 1.48 00:01:21

🖥 Desktop 14,860 -25.1% 56.86% 1.71 00:01:42

📱Tablet 2,122 -19.3% 65.98% 1.44 00:01:19

Grand total 49,903 -22.3% 60.74% 1.55 00:01:27

▼

What devices are users on my site using?

by Device Category, Sessions, Bounce Rate, Pages per Session, and Avg. Session Duration

Overall Tra�c Device Breakdown | Last Month

Landing Page Sessio… % Δ

/beaches/webcams/ 8,617 -4.7%

/events/ 2,057 28.8%

/event/2nd-annual-hang-8-dog-sur�ng-event/21240/ 1,836 -

/ 1,592 -76.2%

/blog/post/25-things-to-do-when-you-visit-palm-coast-and-t… 1,526 -25.8%

/blog/post/enjoy-baja-favorites-at-a1a-burrito-works-taco-s… 1,384 -

/things-to-do/golf/ 678 3,290.0%

/beaches/pet-friendly-zones/ 453 1.1%

/blog/post/watch-rover-ride-the-waves-at-the-hang-8-dog-s… 427 -

/things-to-do/outdoor-adventures/horseback-riding-on-the-… 344 0.9%

What are the top pages for mobile users?

by Page and Sessions Year over Year

Landing Page Sessio… % Δ

/beaches/webcams/ 6,306 9.1%

/ 1,477 -62.9%

/events/ 722 5.1%

/blog/post/25-things-to-do-when-you-visit-palm-coast-and-th… 317 -37.8%

/event/2nd-annual-hang-8-dog-sur�ng-event/21240/ 284 -

/lodgings 199 -42.2%

/beaches/pet-friendly-zones/ 161 34.2%

/things-to-do/restaurants-bars/ 157 21.7%

/beaches/ 119 -32.4%

/where-to-stay/campgrounds-rv-parks/ 118 -28.5%

What are the top pages for desktop users?

by Page and Sessions Year over Year

mobile

desktop

tablet

29.8%

66%
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Top Landing Pages Sessions Avg. Session
Duration

Bounce
Rate

/beaches/webcams/ 15,815 00:01:15 65.46%

/ 3,148 00:01:37 66.74%

/events/ 2,864 00:02:31 38.16%

/event/2nd-annual-hang-8-dog-sur�ng-event/21240/ 2,160 00:01:10 60.74%

/blog/post/25-things-to-do-when-you-visit-palm-coa… 1,871 00:02:32 56.92%

/blog/post/enjoy-baja-favorites-at-a1a-burrito-works… 1,627 00:00:20 81.93%

/things-to-do/golf/ 859 00:00:09 91.15%

/beaches/pet-friendly-zones/ 632 00:02:13 52.37%

/blog/post/watch-rover-ride-the-waves-at-the-hang-… 558 00:00:55 70.61%

/things-to-do/restaurants-bars/ 516 00:02:17 46.9%

/lodgings 480 00:02:51 32.5%

/things-to-do/outdoor-adventures/horseback-riding-… 456 00:01:31 52.85%

/beaches/ 451 00:01:54 54.55%

/beaches/free-beach-parking-map/ 429 00:00:59 55.71%

/blog/post/6-secret-beaches-to-explore-in-palm-coa… 379 00:02:07 67.55%

/event/touch-a-truck-2023/21236/ 363 00:00:50 60.61%

/blog/post/moms-perfect-day-in-palm-coast-and-the… 355 00:00:34 79.15%

/where-to-stay/campgrounds-rv-parks/ 344 00:02:10 50%

/beaches/faqs/ 301 00:01:21 72.43%

/listing/marineland-dolphin-adventure/270614/ 274 00:02:04 45.99%

Landing & Exit Page Performance | Last Month

Analysis: Webcams and the homepage drove the highest number of sessions (15,800 and 3,100, respectively). Blog posts held �ve of the top 20 overall landing

pages, and the blog as a whole drove 8,000 sessions in May. See the Blog Tra�c & Sources and Blog Content Performance pages for a further insight into how

visitors use the blog. 

How are users engaging with my landing pages?

by Sessions, Avg. Session Duration, and Bounce Rate

Exit Page Exits Views

/beaches/webcams/ 15,804 18,894

/ 2,442 3,193

/event/2nd-annual-hang-8-dog-sur�ng-event/21240/ 2,138 2,688

/events/ 1,808 3,309

/blog/post/enjoy-baja-favorites-at-a1a-burrito-works-t… 1,517 1,755

/blog/post/25-things-to-do-when-you-visit-palm-coast-… 1,309 2,027

/things-to-do/golf/ 832 929

/blog/post/watch-rover-ride-the-waves-at-the-hang-8-… 596 911

/beaches/pet-friendly-zones/ 513 770

/lodgings 473 594

/beaches/free-beach-parking-map/ 440 670

/things-to-do/restaurants-bars/ 422 716

/beaches/ 410 722

/event/touch-a-truck-2023/21236/ 388 544

/things-to-do/outdoor-adventures/horseback-riding-on… 384 669

/event/memorial-day-celebration/21286/ 382 706

/event/memorial-day-bash-at-the-�orida-cracker-ranc… 355 643

/about/visitors-guide-brochures/ 340 1,069

/blog/post/moms-perfect-day-in-palm-coast-and-the-�… 334 436

/blog/post/6-secret-beaches-to-explore-in-palm-coast-… 331 467

Which pages are users exiting from?

by Exit Page, Exits, and Pageviews

https://www.visitflagler.com/beaches/webcams/
https://www.visitflagler.com/
https://www.visitflagler.com/events/
https://www.visitflagler.com/event/2nd-annual-hang-8-dog-surfing-event/21240/
https://www.visitflagler.com/blog/post/25-things-to-do-when-you-visit-palm-coast-and-the-flagler-beaches/
https://www.visitflagler.com/blog/post/enjoy-baja-favorites-at-a1a-burrito-works-taco-shop-in-palm-coast-and-the-flagler-beaches/
https://www.visitflagler.com/things-to-do/golf/
https://www.visitflagler.com/beaches/pet-friendly-zones/
https://www.visitflagler.com/blog/post/watch-rover-ride-the-waves-at-the-hang-8-dog-surfing-competition-in-flagler-beach/
https://www.visitflagler.com/things-to-do/restaurants-bars/
https://www.visitflagler.com/lodgings
https://www.visitflagler.com/things-to-do/outdoor-adventures/horseback-riding-on-the-beach/
https://www.visitflagler.com/beaches/
https://www.visitflagler.com/beaches/free-beach-parking-map/
https://www.visitflagler.com/blog/post/6-secret-beaches-to-explore-in-palm-coast-and-the-flagler-beaches/
https://www.visitflagler.com/event/touch-a-truck-2023/21236/
https://www.visitflagler.com/blog/post/moms-perfect-day-in-palm-coast-and-the-flagler-beaches/
https://www.visitflagler.com/where-to-stay/campgrounds-rv-parks/
https://www.visitflagler.com/beaches/faqs/
https://www.visitflagler.com/listing/marineland-dolphin-adventure/270614/
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Page Pageviews Avg. Session Dur… Bounce Rate

/beaches/webcams/ 18,709 00:01:14 64.62%

/events/ 4,417 00:02:30 38.15%

/ 3,829 00:01:38 66.15%

/event/2nd-annual-hang-8-dog-sur�ng-event/21240/ 2,663 00:01:09 60.21%

/blog/post/25-things-to-do-when-you-visit-palm-coast-and-the-�agler-beaches/ 2,397 00:02:33 56.86%

/blog/post/enjoy-baja-favorites-at-a1a-burrito-works-taco-shop-in-palm-coast-… 1,873 00:00:20 81.93%

/things-to-do/golf/ 948 00:00:09 91.15%

/about/visitors-guide-brochures/ 908 00:01:47 49.03%

/beaches/ 888 00:01:52 54.79%

/beaches/pet-friendly-zones/ 887 00:02:13 51.88%

/blog/post/watch-rover-ride-the-waves-at-the-hang-8-dog-sur�ng-competition-… 867 00:00:55 70.74%

/things-to-do/restaurants-bars/ 852 00:02:16 46.54%

/things-to-do/outdoor-adventures/horseback-riding-on-the-beach/ 850 00:01:31 52.85%

/things-to-do/ 789 00:02:13 47.44%

/lodgings 603 00:02:48 32.64%

/beaches/free-beach-parking-map/ 582 00:00:59 55.58%

/event/memorial-day-bash-at-the-�orida-cracker-ranch/21330/ 581 00:01:06 69.41%

/listing/marineland-dolphin-adventure/270614/ 578 00:02:05 45.49%

/event/memorial-day-celebration/21286/ 556 00:00:47 62.21%

/blog/post/6-secret-beaches-to-explore-in-palm-coast-and-the-�agler-beaches/ 545 00:02:07 67.55%

/where-to-stay/campgrounds-rv-parks/ 516 00:02:10 49.86%

/event/touch-a-truck-2023/21236/ 505 00:00:49 59.62%

/blog/post/moms-perfect-day-in-palm-coast-and-the-�agler-beaches/ 461 00:00:34 79.15%

▼

Top Viewed Pages | Last Month

What are my most viewed pages?

by Page and Pageview

Analysis: The most viewed pages

align closely to the top landing

pages and are an indication of

the most popular topics on the

website. 
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Goal Performance | Last Month

Source / Medium Pageviews

google / organic 135

(direct) / (none) 29

visit�orida.com / referral 28

m.facebook.com / referral 9

bing / organic 5

duckduckgo / organic 4

�aglercounty.gov / referral 4

yahoo / organic 3

�oridareview.co.uk / referral 3

l.facebook.com / referral 2

▼

Where are my visitor guide requests coming from?

by Source/Medium and Pageview

Source / Medium Views

google / organic 9

(direct) / (none) 2

yahoo / organic 2

m.facebook.com / referral 2

visit�orida.com / referral 1

duckduckgo / organic 1

▼

Where are my digital visitor guide views coming from?

by Source/Medium and Views

What interests did those who signed up for email have?

by Interest, Clicks and Percent of Total

Visitor Guide Requests

213
 -22.5%

Unique Newsletter Sign Up

154
 11.6%

Email Signup Inte… Clicks % of Total

Arts & Culture 114 68.67%

Beach 143 86.14%

Camping 48 28.92%

Dining 124 74.70%

Events & Festivals 148 89.16%

Family Fun 81 48.80%

Marine Life & Conserv… 95 57.23%

Outdoor Activities 124 74.70%

Pet Friendly 79 47.59%

Weddings 17 10.24%

How many goal completions were there last month? 

by Unique Visitor Guide Requests and Newsletter Sign Ups

Note: As of the July report, this page has been re-added and includes year-to-

date information.

Unique Newsltr Sign Up YTD

1,079
 48.6%

Visitor Guide Req. YTD

1,755
 16.2%
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Blog Tra�c & Sources | Last Month

Sessions Sessions (previous year)
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How are blog sessions trending over time?

by Sessions Year over Year

Channel Sessions % Δ % of Sessions

Organic Search 5,728 16.5% 63.01%

Social 2,304 373.1% 25.34%

Direct 847 -42.9% 9.32%

Referral 189 2.7% 2.08%

Paid Search 12 -96.2% 0.13%

(Other) 7 -99.9% 0.08%

Grand total 9,091 -38.0% 100%

▼

What channels are my blog visitors coming from?

by Channel, Sessions, and Percent of Sessions Year over Year

Month Sessions % Δ Bounce Rate Avg. Session
Duration

Pages /
Session

May 9,091 -38.0% 60.38% 00:02:09 2.1

April 14,886 -16.4% 64.16% 00:01:35 1.91

March 18,050 20.7% 62.5% 00:01:50 2.07

February 20,096 111.3% 67.01% 00:01:32 1.89

January 13,397 141.0% 64.66% 00:01:48 1.94

December 9,068 68.0% 60.71% 00:02:01 2.16

How is my blog tra�c performing over time?

by Sessions, Bounce Rate, Pages per Sessions, and Avg. Session Duration
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Blog Content Performance | Last Month

Page PVs…

/blog/post/25-things-to-do-when-you-visit-palm-coast-and-the-�agler-bea… 2,419

/blog/post/enjoy-baja-favorites-at-a1a-burrito-works-taco-shop-in-palm-c… 1,891

/blog/post/watch-rover-ride-the-waves-at-the-hang-8-dog-sur�ng-compe… 903

/blog/post/6-secret-beaches-to-explore-in-palm-coast-and-the-�agler-be… 562

/blog/post/moms-perfect-day-in-palm-coast-and-the-�agler-beaches/ 464

/blog/post/best-�shing-spots-in-palm-coast-and-the-�agler-beaches/ 425

/blog/post/top-things-to-do-with-kids-in-palm-coast-and-the-�agler-beach… 272

/blog/post/15-things-to-do-along-a1a-scenic-and-historic-coastal-byway/ 265

/blog/post/celebrate-mom-with-a-memorable-meal/ 239

/blog/post/breathtaking-photos-of-palm-coast-and-the-�agler-beaches/ 215

What pages are users visiting after landing on a blog post last month?

by Landing Page, Second Page and Sessions

Page PVs

/blog/post/palm-coast-and-the-�agler-beaches-bucket-list/ 5,936

/blog/post/25-things-to-do-when-you-visit-palm-coast-and-the-�agler-beaches/ 2,460

/blog/post/meet-a-local-jennifer-blumen�eld-from-ohana-food-co/ 2,087

/blog/post/5-valentines-day-activities-we-love-in-palm-coast-and-the-�agler-… 578

/blog/post/6-secret-beaches-to-explore-in-palm-coast-and-the-�agler-beach… 571

/blog/post/15-things-to-do-along-a1a-scenic-and-historic-coastal-byway/ 448

/blog/post/eat-well-at-ohana-food-co-in-palm-coast-and-the-�agler-beaches/ 370

/blog/post/our-favorite-wine-bars-in-palm-coast-and-the-�agler-beaches/ 255

/blog/post/top-things-to-do-with-kids-in-palm-coast-and-the-�agler-beaches/ 253

/blog/post/unique-proposal-spots-in-palm-coast-and-the-�agler-beaches/ 235

▼

What are the top viewed blog posts year-to-date?

by Page and Pageviews

Landing Page Second Page Sessions

/blog/post/enjoy-baja-favorites-at-a1a-burrito-works-taco-shop-in-palm-coast-and-… /blog/post/enjoy-baja-favorites-at-a1a-burrito-works-taco-shop-in-palm-coast-and-… 132

/blog/post/25-things-to-do-when-you-visit-palm-coast-and-the-�agler-beaches/ /listing/marineland-dolphin-adventure/270614/ 98

/blog/post/25-things-to-do-when-you-visit-palm-coast-and-the-�agler-beaches/ /events/ 84

/blog/post/25-things-to-do-when-you-visit-palm-coast-and-the-�agler-beaches/ /things-to-do/outdoor-adventures/horseback-riding-on-the-beach/ 64

/blog/post/25-things-to-do-when-you-visit-palm-coast-and-the-�agler-beaches/ /blog/post/25-things-to-do-when-you-visit-palm-coast-and-the-�agler-beaches/ 64

/blog/post/watch-rover-ride-the-waves-at-the-hang-8-dog-sur�ng-competition-in-�… /blog/post/watch-rover-ride-the-waves-at-the-hang-8-dog-sur�ng-competition-in-�… 60

/blog/post/watch-rover-ride-the-waves-at-the-hang-8-dog-sur�ng-competition-in-�… /event/2nd-annual-hang-8-dog-sur�ng-event/21240/ 46

/blog/post/25-things-to-do-when-you-visit-palm-coast-and-the-�agler-beaches/ /listing/sea-turtle-hospital/346562/ 40

/blog/post/enjoy-baja-favorites-at-a1a-burrito-works-taco-shop-in-palm-coast-and-… /listing/a1a-burrito-works-taco-shop/270411/ 39

/blog/post/25-things-to-do-when-you-visit-palm-coast-and-the-�agler-beaches/ /event/european-village-farmers-market/18545/ 27

▼

What are the top viewed blog posts for last month?

by Page and Pageviews
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Channel Sessions Pageviews Bounce Rate Avg. Session Duration Pages / Session

Referral 24 45 8.33% 00:00:54 1.88

Direct 1 1 100% 00:00:00 1

Social 1 2 0% 00:00:00 2

Organic Search 1 2 0% 00:01:15 2

Grand total 27 50 11.11% 00:00:51 1.85

▼

What channels are my website visitors coming from?

by Channel, Sessions, and Percent of Sessions Year over Year

A1A Tra�c Summary | Last Month

Tour Map Clicks

73

Link Clicks

14

Link Titles Clicks

https://www.visit�agler.com/listing/marinel… 4

https://www.visit�agler.com/listing/bings-la… 2

https://www.visit�agler.com/blog/post/turtl… 2

https://www.visit�agler.com/listing/equestri… 2

https://www.visit�agler.com/listing/sea-turtl… 1

https://www.visit�agler.com/listing/down-to… 1

https://www.visit�agler.com/listing/washing… 1

https://www.visit�agler.com/listing/�agler-b… 1

Grand total 14

▼

What actions are my website visitors taking?

Tour map and link clicks last month

What were the most-clicked links?

Top 10 links and their total clicks
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ORGANIC TRAFFIC
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Organic Sessions

32,731
 -0.1%

Pages / Session

1.62
 -2.0%

Percent of Total Sessions

65.59%
 28.6%

Avg. Session Duration

00:01:34
 -6.6%

% New Sessions

63.01%
 3.4%

Bounce Rate

56.24%
 -3.5%

How are organic sessions trending?

by Sessions Year over Year

Landing Page Sessions… % Δ

/beaches/webcams/ 9,669 -4.5%

/events/ 2,358 25.5%

/blog/post/25-things-to-do-when-you-visit-palm-coast-and-the-�agler-beach… 1,818 -26.9%

/event/2nd-annual-hang-8-dog-sur�ng-event/21240/ 1,760 -

/ 1,103 -8.4%

/things-to-do/restaurants-bars/ 484 9.5%

/beaches/ 387 -33.5%

/beaches/pet-friendly-zones/ 358 -5.0%

/things-to-do/outdoor-adventures/horseback-riding-on-the-beach/ 331 6.8%

/event/touch-a-truck-2023/21236/ 324 -

What pages are organic search visitors landing on?

by Landing Page, Sessions, and Percent of Total Sessions Year over Year

Organic Search Onsite Performance | Last Month

Analysis: Organic sessions numbered 32,700 in May, down just .1%, or

about  30 sessions. The top organic landing pages saw a mix of

increases and decreases, with the Events page seeing the most

growth (+26%) and the Beaches page seeing the least (-34%). 

The Hang 8 Dog Sur�ng Competition was under a di�erent URL last

year. When taking the change into account, the event saw an 89%

increase in sessions (from 929 to 1,760). Although not in the top 10,

the Hang 8 blog post was the third most popular blog post with 270

organic sessions, meaning this event is popular with users. 

See the February 2023 report for ways to improve the Beaches page,

including implementing the FAQ widget to capture search interest via

Google's structured data. 

Sessions Sessions (previous year)
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https://www.visitflagler.com/blog/post/watch-rover-ride-the-waves-at-the-hang-8-dog-surfing-competition-in-flagler-beach/
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Query Clicks Average Position Δ Site CTR

�agler beach webcam 1,291 1 -0.02 69.97%

�agler beach cam 1,212 1 0 60.21%

�agler beach surf cam 300 1.05 -0.08 56.71%

dog sur�ng �agler beach 299 1.58 0.52 57.5%

hang 8 dog sur�ng 280 2.43 0.38 45.9%

�agler beach live cam 279 1 0 54.6%

�agler beach 270 8.26 0.98 1.21%

�agler beach dog sur�ng contest 216 2.21 - 50.47%

�agler pier cam 211 1 0 55.82%

�agler live cam 185 1 0 71.43%

�agler surf cam 167 2 -0.08 17.13%

�agler beach pier cam 154 1 0 53.29%

things to do in palm coast 135 3.47 2.02 13.34%

�agler webcam 133 1 0 63.03%

palm coast 122 7.3 1.84 0.58%

things to do in palm coast � 116 3.37 2.22 8.86%

touch a truck 2023 116 5.98 - 37.42%

�agler beach pier webcam 112 1 0 52.58%

things to do in palm coast �orida 107 2.65 1.46 24.94%

�agler beach web cam 107 1 0 66.88%

▼

Analysis: Organic clicks reached 25,700, up 4%,

and organic impressions reached 1.2 million,

down 8%. Click-through rate rose by 14% and

average ranking position improved 1%.

Clicks increased by 1,100, mostly driven by terms

related to webcams and Hang 8. In fact, interest

in the dog sur�ng event drove, 1,900 clicks on

7,800 impressions and included the following

terms:

- "dog sur�ng �agler beach": 331 clicks

- "hang 8 dog sur�ng": 290 clicks

- �agler beach dog sur�ng contest": 233 clicks

Things to do-related queries made a notable

appearance in the top 20 terms, driving, in total,

1,240 clicks to the website. About 69% of those

clicks went to the 25 Things to Do blog post.

The term "�agler beach" returned a lower than

average click-through rate of 1.2%, and the CTR

for "palm coast" was .58. Both can be attributed

to a slight loss in clicks; however, neither metric

changed signi�cantly year-over-year and did not

hurt the website. 

Terms that drove clicks to blog posts were again

related to things to do, including "things to do in

palm coast", which drove 130 clicks. Blogs as a

whole saw a 23% increase in clicks and a 45%

increase in impressions, indicating they are a

vital component of the site's success.

How is my site performing organically on Google search results?

Top 20 Queries by Clicks,  Average Position, and Site Clickthrough Rate Year over Year

Organic Clicks

25,678
 4.4%

Organic Impressions

1,172,397
 -8.2%

Organic CTR%

2.19%
 13.7%

Average Ranking Position

19.5
 -1.4%

Organic Search Ranking Performance | Last Month

https://www.visitflagler.com/blog/post/25-things-to-do-when-you-visit-palm-coast-and-the-flagler-beaches/
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Organic Referral Performance | Last Month

Listing Name Clicks to Website

Marineland Dolphin Adventure 155

Equestrian Adventures of Florida 121

Princess Place Preserve 111

Princess Place Cottages 76

Bulow Plantation RV Resort 61

Golden Magnolia Resort 55

Old Salt Park - Pet Friendly 54

Oceanside Beach Bar & Grill 51

Treasure By the Sea Campgrounds 46

Swillerbee's Craft Donuts and Co�ee Bar 45

Bay Drive Park 45

Washington Oaks Gardens State Park 43

Gamble Rogers Memorial State Recreational Area 42

Jungle Hut Road Park - Pet Friendly 40

Hammock Beach Golf Resort & Spa 40

811 Salt & Vine 38

Flagler County Recreation Area and Fairgrounds 37

Suites on the Beach 37

Grand total 3,209

▼

How many referrals are my partners receiving?

by Listing and Clicks

Event Name Clicks to Website

2nd Annual Hang 8 Dog Sur�ng Event 633

Touch A Truck 2023 118

Palm Coast Songwriters Festival 110

Memorial Day Bash at the Florida Cracker Ranch 93

First Friday 90

Memorial Day Celebration 66

Wickline Center Park | Flagler Beach Farmers Market 65

13th Annual MayDay Memorial Surf Classic 48

Madcaps 47

Flagler Beach Municipal Pier | Her Turn Surf Fest 34

Job Fair 31

FOOD TRUCK TUESDAY / PALM COAST 30

Peps Art Walk 29

Arbor Day 27

Beach Front Grille Mother's Day Brunch 26

Red, White & Boom 18

Fall into The Holidays 14

Horses & Hats Kentucky Derby 12

Grand total 1,575

▼

How many referrals are my events receiving?

by Event and Clicks

Organic Listing Referrals YoY

3,209
 -9.5%

Organic Event Referrals YoY

1,575
 53.2%



Flagler Beach Hist Museum                 

Fall for Flagler                             

September 2023

15

15

15

25

TOTAL 70

15

             TDC Cooley 

10

10

15

TOTAL 50

10

           TDC Cooley 

15

10

5

TOTAL 40

20

            TDC Cooley 

20

20

15

TOTAL 75

235

59

COMMMITMENT TO THE OVERALL ECONOMIC 

IMPACT OF TOURISM IN FLAGLER

TDC Sullivan

TDC Walker

TDC Cooley

TDC Baker

TDC Lulgjuraj

TDC Cook

TDC Lulgjuraj

TDC Robinson

TDC Mundrean

TDC Klufas

SOUNDNESS OF SPECIAL EVENT

TDC Sullivan

TDC Walker

TDC Baker

TDC Cook

TDC Mundrean

TDC Robinson

TDC Mundrean

TDC Klufas

STABILITY AND MANAGEMENT CAPACITY

TDC Sullivan

TDC Walker

TDC Baker

TDC Cook

TDC Lulgjuraj

TDC Robinson

TDC Klufas

EVENT MARKETING PLAN

TDC Sullivan

TDC Walker

TDC Baker

TDC Cook

TDC Lulgjuraj

TDC Robinson

TDC Mundrean

TDC Klufas
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FY 2024                     

TDC FINAL SEMG RANKING  APPLICANT NAME AND EVENT 

TOTAL AVAILABLE 

FUNDING $50,000.00

81 African American Cultural Society ‐ 2023 ‐ 2024 Season 15,000.00$                         

79 Flagler Auditorium ‐ 2023‐2024 Show Season 15,000.00$                         

75 Flagler Broadcasting ‐ Creekside Festival ‐ October 7‐8, 2023 8,000.00$                           

62 City Lights ‐ Motown 'n' Mo Show December 2, 2023 6,000.00$                           

Total Requested 44,000.00$                         

Balance  6,000.00$                           



SEMG SCORING TOTALS ALL SOURCES
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Tourist Development Council 

July 12, 2023 
Government Services Building 

Bunnell, FL – 9:00 am 
 

EVENT FUNDING 
PROJECT DETAILS 

 

Boy’s Invitational U15‐U19 

Florida Elite 

August 18‐20, 2023 
 

About:  The Florida Elite Soccer Academy Invitational is a Competitive Youth Soccer tournament held at the beginning 
of every 10-month Youth soccer seasonal year. The Invitational is the premier soccer tournament for competitive teams in 
the Florida, Georgia, and South Carolina states. This Tournament is the event teams use as a guiding benchmark to their 
team’s preparation for the upcoming season. 
 
Event History: This is our 11th year running this Tournament. Starting with just over 100 teams attending, we now have 
had to split the event into a BOYS and GIRLS weekend to host the more than 400 teams that attend this tournament. 
 
Event Highlights:  The Invitational highlights 4 levels of competitive play. This allows all teams to compete on an even 
playing field and work on their summer rust. The older age groups, U15-U19 all compete in a "Showcase" style format. 
This allows those older age groups to compete in front of over 100 college coaches from across the country. The college 
coaches use this Pre-Season event as an opportunity to plan for their recruiting class the following year. 

Event Location: Indian Trails Sports Complex, Palm Coast, FL  
 
Estimated Attendance:  Palm Coast will host over 125 teams traveling from across the Southeastern United States. Each 
team has an average of 18 players on its roster and each player brings with them 2.5 additional attendees. This is an 
estimated on-site attendance of over 5600 players/family members. 

 

 

 

 

 

 
 



 
 
 
 
 
 
 
Estimated Room Nights and ADR: 2022 comparison to previous years 

 

 

 
 



 
Total Event Budget (same as 2022): 

 
 
 
Funding Request: Requesting $4,900 bid fee for hosting event. 



 

 
Tourist Development Council 

July 12, 2023 
Government Services Building 

Bunnell, FL – 9:00 am 
 

EVENT FUNDING 
PROJECT DETAILS 

 

Girl’s Invitational U15‐U19 

Florida Elite 

August 25‐27, 2023 
 

About:  The Florida Elite Soccer Academy Invitational is a Competitive Youth Soccer tournament held at 
the beginning of every 10-month Youth soccer seasonal year. The Invitational is the premier soccer 
tournament for competitive teams in the Florida, Georgia, and South Carolina states. This Tournament is 
the event teams use as a guiding benchmark to their team’s preparation for the upcoming season. 
 
Event History: This is our 11th year running this Tournament. Starting with just over 100 teams 
attending, we now have more than 200 teams that attend this tournament. 
 
Event Highlights:  The Invitational highlights 4 levels of competitive play. This allows all teams to 
compete on an even playing field and work on their summer rust. The older age groups, U15-U19 all 
compete in a "Showcase" style format. This allows those older age groups to compete in front of over 100 
college coaches from across the country. The college coaches use this Pre-Season event as an opportunity 
to plan for their recruiting class the following year. 

Event Location: Indian Trails Sports Complex, Palm Coast, FL  
 
Estimated Attendance:  Palm Coast will host over 125 teams traveling from across the Southeastern 
United States. Each team has an average of 18 players on its roster and each player brings with them 2.5 
additional attendees. This is an estimated on-site attendance of over 5600 players/family members. 

 

 
 
 



 
 
 
Estimated Room Nights and ADR: (2022 comparison to previous years) 
 

 

 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



 
 
 
Total Event Budget (same as 2022): 

 
 

 

Funding Request: - Requesting $4,900 bid fee for hosting event. 

 
 
 



Tourist Development ‐ Capital Projects Special Revenue Fund

Description Comments
Revenues

512101 Tourist Dev Tax ‐ Sales, Use & Fuel 721,701 886,443 800,000 850,000 50,000 Local Option Tourist Tax Levy is 5% (this Fund
361100 Interest 5,078 11,652 1,500 15,000 13,500      Receives 20% of Allocation)
386702 Excess Fees ‐ Tax Collector 4,968 7,423 0 0 0
399000 Cash Carry Forward 0 0 2,981,121 4,057,682 1,076,561 Overall Revenue Increase/Decrease:

Total Fund Revenues 731,747 905,519 3,782,621 4,922,682 1,140,061 30.14%

 Expenditures
575‐ Special Recreation Facilities 

531000 Professional Services 671 1,012 0 2,500 2,500
534008 Comm Fees ‐ Tax Collector 21,651 26,593 24,000 25,500 1,500 Tax Collector Commissions
549005 Bank Analysis Fees 42 56 100 2,500 2,400
581004 Flagler County Parks 0 0 28,370 0 (28,370) Princess Place Exhibit

Total Operating Expenditures 22,364 27,661 52,470 30,500 (21,970)

573‐ Cultural Services
581004 Aid to other GOVTS 90,436 59,564 0 0 0

Total Awards 90,436 59,564 0 0 0

581‐ Inter‐Fund Group Transfers Out
591008 Interfund Transfers 427,115 0 0 0 0 Transfer for Debt Service (completed)

Total Interfund Transfers 427,115 0 0 0 0

598020 Designated for Future Use 0 0 3,730,151 4,892,182 1,162,031 $1.6 Million for Visitor Center
Total Reserves 0 0 3,730,151 4,892,182 1,162,031

Overall Expenditure Increase/Decrease:
Total Fund Expenditures 539,915 87,225 3,782,621 4,922,682 1,140,061 30.14%

Actual

FY 20‐21

Actual

FY 21‐22

Adopted

FY 22‐23

Tentative

FY 23‐24

Changes 

+/(‐)

Fund 1109

Div. 4700



Account Type Account Line Amount Description

R 1109‐001‐0000‐000000‐390‐00‐000‐000‐399000‐ 10 ($4,057,682.00) Estimated CCF

R 1109‐001‐0000‐312100‐310‐00‐000‐000‐312101‐ 10 ($850,000.00) TDT

R 1109‐001‐0000‐361100‐360‐00‐000‐000‐361100‐ 10 ($15,000.00) Interest

Total Revenues ($4,922,682.00)

E 1109‐147‐4700‐575300‐570‐57‐000‐000‐531000‐ 10 $2,500.00 PFM Fees

E 1109‐147‐4700‐575300‐570‐57‐000‐000‐534008‐ 10 $25,500.00 Tax Collector Commissions

E 1109‐147‐4700‐575300‐570‐57‐000‐000‐549005‐ 10 $2,500.00 Bank Fees

E 1109‐150‐5000‐000000‐590‐00‐000‐000‐598020‐ 10 $1,600,000.00 Visitor Center

E 1109‐150‐5000‐000000‐590‐00‐000‐000‐598020‐ 20 $745,373.00 Future Projects

E 1109‐150‐5000‐000000‐590‐00‐000‐000‐598020‐ 30 $2,546,809.00 Unrestricted Reserves

Total Expenditures $4,922,682.00



Tourist Development ‐ Operating: Promos & Advertising Special Revenue Fund

Description Comments
Revenues

312101 Tourist Dev Tax ‐ Sales, Use & Fuel 2,165,103 2,659,329 2,400,000 2,550,000 150,000 Local Option Tourist Tax Levy is 5% (this Fund
361100 Interest 2,873 8,556 1,000 15,000 14,000      Receives 20% of Allocation)
366001 Contributions in Aid 13,103 0 0 0 0
369900 Refund‐Prior Year Expense 5,081 0 0 0 0
369900 Miscellaneous 0 0 1,500 0 (1,500) Billboard Rental
386702 Excess Fees ‐ Tax Collector 14,903 22,270 0 0 0
399000 Cash Carry Forward 0 0 2,667,357 1,220,007 (1,447,350) Overall Revenue Increase/Decrease:

Total Fund Revenues 2,201,063 2,690,156 5,069,857 3,785,007 (1,284,850) ‐25.34%

Expenditures
559‐ Other Economic Environment 

512000 Regular Salaries 282,500 341,471 385,212 407,524 22,312 5.475 FTE with 5.3% COLA
514000 Overtime 121 287 0 0 0
52XXXX Employee Benefits 108,423 125,778 159,648 191,556 31,908

Total Personnel Services 391,044 467,536 544,860 599,080 54,220  

531000 Professional Services 2,240 9,234 24,000 5,600 (18,400) Audit Fees w Tax Collector (Starry Nights moved to 549000) 
534006 Other Contracted Services 260,419 233,702 417,826 280,637 (137,189) Reduced contracted services by using in‐house
534008 Comm Fees ‐ Tax Collector 64,953 79,780 72,000 76,500 4,500 Tax Collector Commissions
540000 Travel Expenses 1,282 2,358 7,000 12,000 5,000
541001 Devices and Accessories 0 66 500 650 150
541002 Communications Recurring 7,074 10,639 7,720 9,456 1,736 Cable, Wireless, Surfcam
542000 Postage Expense 17,217 8,451 15,000 12,000 (3,000) Visitor Packages
543000 Utilities Expense 2,947 3,987 4,000 4,280 280
544000 Rentals & Lease 50,188 51,269 52,014 62,611 10,597 FC Airport office space & Rolling Stock Vehicle
545001 General Liability Insurance 1,180 1,112 1,190 1,309 119
545003 Vehicle Insurance 494 546 585 620 35
545006 Other Insurance & Bonds (10) 0 0 0 0
546001 Blding/Equip Repairs 8 149 0 0 0
546003 Vehicle Repair 608 374 1,300 550 (750)
546004 Maintenance Agreements 8,177 4,976 7,830 7,887 57 Canon Copier, Fortinet Fortiswitch
546006 Small Tools & Equipment 190 746 0 0 0
547000 Printing & Binding 24,626 20,468 30,000 50,000 20,000 Trek & Artwalk brochures, Dining Guide

Changes 

+/(‐)

Fund 1110

Div. 4700

Actual

FY 20‐21

Actual

FY 21‐22

(continued on next page)

Adopted

FY 22‐23

Tentative

FY 23‐24



Tourist Development ‐ Operating: Promos & Advertising Special Revenue Fund

Description Comments
Expenditures (continued)

548001 Promotional Activities 30,526 46,255 40,250 90,480 50,230 Promotional Items and SEMG
548003 Promotional ‐ City of Palm Coast 20,000 20,000 0 0 0
548004 Promotional ‐ Special Event 55,000 100,099 80,000 100,000 20,000 Sporting events, NCCAA, Jaga Charitable Trust
548001 Promotional ‐ SEMG 0 0 80,000 0 (80,000)
549000 Other Current Charges/Obligations 1,079 6,160 17,500 25,000 7,500 Friends of A1A Scenic Hist. & Starry Nights (moved here FY24)
549004 Advertising 514,247 628,992 600,000 700,000 100,000 Vist Fla, Florida's First Coast of Golf
549005 Bank Analysis Fees 1,065 1,016 1,300 800 (500)
551000 Office Supplies 936 1,524 2,000 2,000 0
551001 Office Equipment 4,126 8,663 5,000 5,000 0
552001 Gas, Oil, & Lubricants 201 572 2,000 1,000 (1,000)
552002 Other Operating Expenses 1,958 2,171 15,000 7,500 (7,500) Destination Signage/Improvements
552006 Data Processing Software 17,427 17,390 22,300 20,680 (1,620) CrowdRiff, Office 365, Copier Lease
554001 Publications and Memberships 40,740 39,369 55,736 67,122 11,386 Annual Subscription Increases
555001 Training & Education 495 1,244 2,000 2,000 0
555002 Conferences & Seminars 2,278 4,027 8,000 13,270 5,270

Total Operating Expenditures 1,131,671 1,305,339 1,572,051 1,558,952 (13,099)

598020 Designated for Future Use 0 0 2,952,946 1,626,975 (1,325,971)
Total Reserves 0 0 2,952,946 1,626,975 (1,325,971)

Overall Expenditure Increase/Decrease:
Total Fund Expenditures 1,522,715 1,772,876 5,069,857 3,785,007 (1,284,850) ‐25.34%

Changes 

+/(‐)

Fund 1110

Div. 4700

Actual

FY 20‐21

Actual

FY 21‐22

Adopted

FY 22‐23

Tentative

FY 23‐24



Account Type Account Line Amount Description

R 1110‐001‐0000‐000000‐390‐00‐000‐000‐399000‐ 10 ($1,220,007.00) Estimated CCF

R 1110‐001‐0000‐312100‐310‐00‐000‐000‐312101‐ 10 ($2,550,000.00) TDT

R 1110‐001‐0000‐361100‐360‐00‐000‐000‐361100‐ 10 ($15,000.00) Interest

Total Revenues ($3,785,007.00)

E 1110‐147‐4700‐559100‐550‐55‐000‐000‐512000‐ 10 $141,669.00 Tourism Development Director

E 1110‐147‐4700‐559100‐550‐55‐000‐000‐512000‐ 20 $63,107.00 Destination Dev & Comm Engagement Manager

E 1110‐147‐4700‐559100‐550‐55‐000‐000‐512000‐ 30 $68,765.00 Marketing Media Manager

E 1110‐147‐4700‐559100‐550‐55‐000‐000‐512000‐ 40 $71,677.00 Tourism Marketing Manager

E 1110‐147‐4700‐559100‐550‐55‐000‐000‐512000‐ 50 $46,696.00 Administrative Assistant

E 1110‐147‐4700‐559100‐550‐55‐000‐000‐512000‐ 60 $15,610.00 Tourism Visitor Services Specialist (0.475 FTE)

E 1110‐147‐4700‐559100‐550‐55‐000‐000‐521000‐ 10 $31,176.00 FICA (5.475 FTE)

E 1110‐147‐4700‐559100‐550‐55‐000‐000‐522000‐ 10 $84,981.00 Retirement (5.475 FTE)

E 1110‐147‐4700‐559100‐550‐55‐000‐000‐523000‐ 10 $74,706.00 Insurance (5.475 FTE)

E 1110‐147‐4700‐559100‐550‐55‐000‐000‐524000‐ 10 $693.00 Workers Comp 8810 (5.475 FTE)

E 1110‐147‐4700‐559300‐550‐55‐000‐000‐531000‐ 10 $4,600.00 PFM Asset Management Advisory Service Fee

E 1110‐147‐4700‐559300‐550‐55‐000‐000‐531000‐ 20 $1,000.00 Misc.

E 1110‐147‐4700‐559300‐550‐55‐000‐000‐534006‐ 10 $5,749.00 SIMPLEVIEW /JACK RABBIT FOR BOOK DIRECT 5% INCREASE PER CONTRACT

E 1110‐147‐4700‐559300‐550‐55‐000‐000‐534006‐ 20 $52,500.00 SIMPLEVIEW 5% INCREASE PER CONTRACT

E 1110‐147‐4700‐559300‐550‐55‐000‐000‐534006‐ 30 $25,000.00 CYCLE HERE MEDIA ‐VIDEO

E 1110‐147‐4700‐559300‐550‐55‐000‐000‐534006‐ 40 $60,000.00 MEDIA AGENCY SERVICE

E 1110‐147‐4700‐559300‐550‐55‐000‐000‐534006‐ 50 $2,388.00 AMERICAN JANITORIAL W/3% INCREASE

E 1110‐147‐4700‐559300‐550‐55‐000‐000‐534006‐ 60 $5,000.00 FLAGLER AUDITORIUM SERVICE AGREEMENT

E 1110‐147‐4700‐559300‐550‐55‐000‐000‐534006‐ 70 $5,000.00 FC HISTORICAL SOCIETY SERVICE AGREEMENT

E 1110‐147‐4700‐559300‐550‐55‐000‐000‐534006‐ 80 $5,000.00 PC HISTORICAL SOCIETY SERVICE AGREEMENT

E 1110‐147‐4700‐559300‐550‐55‐000‐000‐534006‐ 90 $5,000.00 FB HISTORICAL MUSUEM SERVICE AGREEMENT

E 1110‐147‐4700‐559300‐550‐55‐000‐000‐534006‐ 100 $40,000.00 FC CULTURAL COUNCIL SERVICE AGREEMENT

E 1110‐147‐4700‐559300‐550‐55‐000‐000‐534006‐ 110 $25,000.00 ANNUAL RESEARCH/IMPACT REPORT

E 1110‐147‐4700‐559300‐550‐55‐000‐000‐534006‐ 120 $50,000.00 * SUSTAINABILITY/ECO TOURISM PLAN *

E 1110‐147‐4700‐559300‐550‐55‐000‐000‐534008‐ 10 $76,500.00 3% PER INTERLOCAL AGREEMENT

E 1110‐147‐4700‐559300‐550‐55‐000‐000‐540000‐ 10 $1,000.00 DESTINATIONS FLORIDA ANNUAL (2) ATTENDEES.

E 1110‐147‐4700‐559300‐550‐55‐000‐000‐540000‐ 20 $1,500.00 DESTINATIONS FLORIDA MARKETING SUMMITT (3) ATTENDEES

E 1110‐147‐4700‐559300‐550‐55‐000‐000‐540000‐ 30 $2,500.00 VISIT FLORIDA GOVERNORS CONFERENCE (5) ATTENDEES

E 1110‐147‐4700‐559300‐550‐55‐000‐000‐540000‐ 40 $2,000.00 DESTINATIONS INTERNATIONAL ANNUYAL CONFERENCE

E 1110‐147‐4700‐559300‐550‐55‐000‐000‐540000‐ 50 $2,500.00 MARKETING COLLEGE (3) ATTENDEES

E 1110‐147‐4700‐559300‐550‐55‐000‐000‐540000‐ 60 $2,000.00 CDME CERTIFICATION

E 1110‐147‐4700‐559300‐550‐55‐000‐000‐540000‐ 70 $500.00 TOURISM DAY‐TALLY

E 1110‐147‐4700‐559300‐550‐55‐000‐000‐541001‐ 10 $650.00 ONE PHONE REPLACEMENT

E 1110‐147‐4700‐559300‐550‐55‐000‐000‐541002‐ 10 $750.00 FLAGLER SURF ‐ PER AGREEMENT

E 1110‐147‐4700‐559300‐550‐55‐000‐000‐541002‐ 20 $6,107.00 SPECTRUM ‐ PER IT DEPARTMENT

E 1110‐147‐4700‐559300‐550‐55‐000‐000‐541002‐ 30 $2,599.00 VERIZON ‐ PER IT DEPARTMENT



E 1110‐147‐4700‐559300‐550‐55‐000‐000‐542000‐ 10 $12,000.00 POSTAGE FOR VISITOR PACKAGES

FREIGHT FOR WELCOME CENTER VISITOR PACKAGES

E 1110‐147‐4700‐559300‐550‐55‐000‐000‐543000‐ 10 $4,280.00 FPL ‐ INCREASE IN BUDGET OF 7%

E 1110‐147‐4700‐559300‐550‐55‐000‐000‐544000‐ 10 $125.00 CULLIGAN ‐ EQUIPMENT RENTAL

E 1110‐147‐4700‐559300‐550‐55‐000‐000‐544000‐ 20 $1,335.00 STAPLES ‐ COPIER LEASE PER IT DEPARTMENT

E 1110‐147‐4700‐559300‐550‐55‐000‐000‐544000‐ 30 $53,351.00 FC AIRPORT OFFICE LEASE ‐ INCREASE RENT BY 3%  ‐ INCREASE CAM CHARGES BY 6% 

E 1110‐147‐4700‐559300‐550‐55‐000‐000‐544000‐ 40 $7,800.00 **Rolling Stock (Replace 2015 Ford Explorer)

E 1110‐147‐4700‐559300‐550‐55‐000‐000‐545001‐ 10 $1,309.00 LIABILITY INSURANCE ‐ 10% INCREASE PER RISK MANAGMENT.

E 1110‐147‐4700‐559300‐550‐55‐000‐000‐545003‐ 10 $620.00 2015 FORD EXPLORER FDIC 08915

2017 UTILITY TRAILER FDIC 09689

PER RISK MANAGMENT ADD 10%

E 1110‐147‐4700‐559300‐550‐55‐000‐000‐546003‐ 10 $550.00 2015 FORD EXPLORER

E 1110‐147‐4700‐559300‐550‐55‐000‐000‐546004‐ 10 $6,300.00 SIMPLEVIEW ‐ PER CONTRACT

E 1110‐147‐4700‐559300‐550‐55‐000‐000‐546004‐ 20 $925.00 STAPLES COPIER ‐ PER IT DEPARTMENT

E 1110‐147‐4700‐559300‐550‐55‐000‐000‐546004‐ 30 $662.00 FLAGLER SURF HOSTING ‐ PER AGREEMENT

E 1110‐147‐4700‐559300‐550‐55‐000‐000‐547000‐ 10 $2,648.00 DODGE THE DUNES BROCHURE ‐ APPROX 10,000 *31% COST INCREASE

E 1110‐147‐4700‐559300‐550‐55‐000‐000‐547000‐ 20 $6,468.00 FREE MAP BROCHURE ‐ APPROX 10,000

E 1110‐147‐4700‐559300‐550‐55‐000‐000‐547000‐ 30 $10,613.00 VISITOR GUIDE ‐ APPROX 15,000

E 1110‐147‐4700‐559300‐550‐55‐000‐000‐547000‐ 40 $2,977.00 ART WALK BROCHURE ‐ APPROX 6,000

E 1110‐147‐4700‐559300‐550‐55‐000‐000‐547000‐ 50 $2,899.00 TREK GUIDE ‐ APPROX 6,000

E 1110‐147‐4700‐559300‐550‐55‐000‐000‐547000‐ 60 $2,486.00 PADDLE GUIDE BROCHURE ‐ APPROX 6,000

E 1110‐147‐4700‐559300‐550‐55‐000‐000‐547000‐ 70 $845.00 DOG RACK CARD ‐ APPROX 6,000

E 1110‐147‐4700‐559300‐550‐55‐000‐000‐547000‐ 80 $2,028.00 WEDDING BROCHURE ‐ APPROX 6,000

E 1110‐147‐4700‐559300‐550‐55‐000‐000‐547000‐ 90 $9,620.00 FOODIE GUIDE ‐ APPROX 10,000

E 1110‐147‐4700‐559300‐550‐55‐000‐000‐547000‐ 100 $5,278.00 ENVELOPES FOR MAILING VISITOR  PACKAGE APPROX 5,500

E 1110‐147‐4700‐559300‐550‐55‐000‐000‐547000‐ 110 $660.00 BILLBOARD VINAL WRAP ‐ APPROX 1 PER YEAR

E 1110‐147‐4700‐559300‐550‐55‐000‐000‐547000‐ 120 $3,478.00 MISC PRINTING

E 1110‐147‐4700‐559300‐550‐55‐000‐000‐548001‐ 10 $2,480.00 VISIT FLORIDA BROCHURE SPACE  ‐ 5% INCREASE

E 1110‐147‐4700‐559300‐550‐55‐000‐000‐548001‐ 20 $18,000.00 COMMUNITY EVENT / NTTW

E 1110‐147‐4700‐559300‐550‐55‐000‐000‐548001‐ 30 $50,000.00 SPECIAL EVENT MARKETING GRANT (SEMG)

E 1110‐147‐4700‐559300‐550‐55‐000‐000‐548001‐ 40 $20,000.00 PROMOTIONAL ITEMS

E 1110‐147‐4700‐559300‐550‐55‐000‐000‐548004‐ 10 $26,400.00 LACROSSE

E 1110‐147‐4700‐559300‐550‐55‐000‐000‐548004‐ 20 $20,000.00 FLAG FOOTBALL

E 1110‐147‐4700‐559300‐550‐55‐000‐000‐548004‐ 30 $10,000.00 SOCCER

E 1110‐147‐4700‐559300‐550‐55‐000‐000‐548004‐ 40 $26,400.00 MEETINGS

E 1110‐147‐4700‐559300‐550‐55‐000‐000‐548004‐ 50 $17,200.00 MISC

E 1110‐147‐4700‐559300‐550‐55‐000‐000‐549000‐ 10 $5,000.00 STARRY NIGHTS

E 1110‐147‐4700‐559300‐550‐55‐000‐000‐549000‐ 20 $5,000.00 NATIVE AMERICAN FESTIVAL

E 1110‐147‐4700‐559300‐550‐55‐000‐000‐549000‐ 30 $5,000.00 PALM COAST SONGWRITERS FESTIVAL

E 1110‐147‐4700‐559300‐550‐55‐000‐000‐549000‐ 40 $5,000.00 CREEKSIDE

E 1110‐147‐4700‐559300‐550‐55‐000‐000‐549000‐ 50 $5,000.00 MISC

E 1110‐147‐4700‐559300‐550‐55‐000‐000‐549004‐ 10 $325,000.00 DIGITAL



E 1110‐147‐4700‐559300‐550‐55‐000‐000‐549004‐ 20 $195,000.00 SOCIAL

E 1110‐147‐4700‐559300‐550‐55‐000‐000‐549004‐ 30 $65,000.00 PRINT

E 1110‐147‐4700‐559300‐550‐55‐000‐000‐549004‐ 40 $115,000.00 MISC

E 1110‐147‐4700‐559300‐550‐55‐000‐000‐549005‐ 10 $800.00 BANK ANALYSIS FEES

E 1110‐147‐4700‐559300‐550‐55‐000‐000‐551000‐ 10 $2,000.00 OFFICE SUPPLIES

E 1110‐147‐4700‐559300‐550‐55‐000‐000‐551001‐ 10 $5,000.00 OFFICE EQUIPMENT

E 1110‐147‐4700‐559300‐550‐55‐000‐000‐552001‐ 10 $1,000.00 GAS, OIL

E 1110‐147‐4700‐559300‐550‐55‐000‐000‐552002‐ 10 $7,500.00 DESTINATION SIGNAGE/IMPROVEMENTS

E 1110‐147‐4700‐559300‐550‐55‐000‐000‐552006‐ 10 $18,900.00 CROWDRIFF ‐ 5% INCREASE PER CONTRACT

E 1110‐147‐4700‐559300‐550‐55‐000‐000‐552006‐ 20 $1,680.00 OFFICE 365 ‐ PER IT

E 1110‐147‐4700‐559300‐550‐55‐000‐000‐552006‐ 30 $100.00 ZAMAR ‐ SOFTWARE

E 1110‐147‐4700‐559300‐550‐55‐000‐000‐554001‐ 10 $1,000.00 VISIT FLORIDA

E 1110‐147‐4700‐559300‐550‐55‐000‐000‐554001‐ 20 $5,200.00 SMITH TRAVEL (CoStar Realty)

E 1110‐147‐4700‐559300‐550‐55‐000‐000‐554001‐ 30 $1,890.00 VISIT JACKSONVILL ‐ ANNUAL INCREASE

E 1110‐147‐4700‐559300‐550‐55‐000‐000‐554001‐ 40 $3,655.00 DESTINATIONS FLORIDA ‐ ANNUAL INCREASE

E 1110‐147‐4700‐559300‐550‐55‐000‐000‐554001‐ 50 $800.00 SOUTHEASE TOURISM SOCIETY  ‐ ANNUAL INCREASE

E 1110‐147‐4700‐559300‐550‐55‐000‐000‐554001‐ 60 $7,500.00 DESTINATIONS INTERNATIONAL IMPACT CALCULATOR AND MEMBERSHIP

E 1110‐147‐4700‐559300‐550‐55‐000‐000‐554001‐ 70 $2,757.00 FLORIDA SPORTS FOUNDATION  ‐ 5% INCREASE

E 1110‐147‐4700‐559300‐550‐55‐000‐000‐554001‐ 80 $2,625.00 US TRAVEL

E 1110‐147‐4700‐559300‐550‐55‐000‐000‐554001‐ 90 $1,195.00 SPORTS ETA

E 1110‐147‐4700‐559300‐550‐55‐000‐000‐554001‐ 100 $2,000.00 LONDON PUBLICATIONS

E 1110‐147‐4700‐559300‐550‐55‐000‐000‐554001‐ 110 $1,667.00 FLAGLER REGIONAL CHAMBER

E 1110‐147‐4700‐559300‐550‐55‐000‐000‐554001‐ 120 $9,000.00 AIR DNA

E 1110‐147‐4700‐559300‐550‐55‐000‐000‐554001‐ 130 $3,900.00 MAILCHIMP

E 1110‐147‐4700‐559300‐550‐55‐000‐000‐554001‐ 140 $2,050.00 SPROUT SOCIAL

E 1110‐147‐4700‐559300‐550‐55‐000‐000‐554001‐ 150 $473.00 SMARCH PER IT DEPARTMENT

E 1110‐147‐4700‐559300‐550‐55‐000‐000‐554001‐ 160 $160.00 CANVA

E 1110‐147‐4700‐559300‐550‐55‐000‐000‐554001‐ 170 $21,250.00 ARRIVALIST

E 1110‐147‐4700‐559300‐550‐55‐000‐000‐555001‐ 10 $2,000.00 EXCEL ADVANCED TRAINING, MARKETING COLLEGE

E 1110‐147‐4700‐559300‐550‐55‐000‐000‐555002‐ 10 $775.00 DESTINATIONS FLORIDA ANNUAL (2) ATTENDEES

E 1110‐147‐4700‐559300‐550‐55‐000‐000‐555002‐ 20 $775.00 DESTINATIONS FLORIDA MARKETING SUMMITT (3) ATTENDEES

E 1110‐147‐4700‐559300‐550‐55‐000‐000‐555002‐ 30 $2,500.00 VISIT FL GOVERNORS CONFERENCE (5) ATTENDEES

E 1110‐147‐4700‐559300‐550‐55‐000‐000‐555002‐ 40 $1,295.00 DESTINATIONS INTERNATIONAL ANNUAL CONFERENCE.

E 1110‐147‐4700‐559300‐550‐55‐000‐000‐555002‐ 50 $3,675.00 MARKETING COLLEGE (3) ATTENDEES

E 1110‐147‐4700‐559300‐550‐55‐000‐000‐555002‐ 60 $3,150.00 CDME ‐ CERTIFCATION

E 1110‐147‐4700‐559300‐550‐55‐000‐000‐555002‐ 70 $100.00 TOURISM DAY ‐ TALLY

E 1110‐147‐4700‐559300‐550‐55‐000‐000‐555002‐ 80 $1,000.00 MISC.

E 1110‐150‐5000‐000000‐590‐00‐000‐000‐598020‐ 10 $1,626,975.00 Reserves

Total Expenditures $3,785,007.00



Tourist Development ‐ Beach Restoration Special Revenue Fund

Description Comments
Revenues

312101 Tourist Dev Tax ‐ Sales, Use & Fuel 721,701 886,443 800,000 850,000 50,000 Local Option Tourist Tax Levy is 5% (this Fund
334390 TDT Beach Restore ‐ State Design 6,730 58,284 0 0 0      Receives 20% of Allocation)
361100 Interest Earnings 5,294 3,196 1,000 3,000 2,000
337200 Local Gov Grant‐ Public Safety  0 9,536 0 0 0
331390 Fed Grant ‐ Phys Env‐Other 0 57,217 0 0 0
386702 Excess Fees ‐ Tax Collector 4,968 7,423 0 0 0
399000 Cash Carry Forward 0 0 830,568 809,067 (21,501) Overall Revenue Increase/Decrease:

Total Fund Revenues 738,693 1,022,100 1,631,568 1,662,067 30,499 1.87%

     Expenditures

537‐ Conservation and Resource Management 
531000 Professional Services 150,508 38,149 0 220,000 220,000 Misc. Professional Services For Dune Repairs
534008 Comm Fees ‐ Tax Collector 21,651 26,593 24,000 25,500 1,500 Tax Collector Commissions
534010 Governmental Services 0 125,750 0 0 0 Project #105721 Dune Restoration Post Monitoring
549000 Other Current Chrgs/Oblig 99,798 149,374 0 0 0
549005 Bank Analysis Fees 133 96 0 2,000 2,000

Total Operating Expenditures 272,090 339,961 24,000 247,500 223,500

564000 Machinery and Equipment 0 0 0 137,500 137,500 50% of Drone
Total Grants and Aids 0 0 0 137,500 137,500

581007 Aid to Flagler Beach  0 107,895 0 0 0
582009 Other Entities 0 5,025 0 0 0

Total Grants and Aids 0 112,920 0 0 0

537‐ Conservation and Resource Management 
582009 Other Entities 0 76,290 0 0 0
581007 Grants/Aid/Contributions to Flagler Beach 9,025 58,284 0 0 0 FY 20 Project #090566, Shoreline Protection (ongoing)

Total Grants and Aids 9,025 134,574 0 0 0

581‐ Inter‐Fund Group Transfers Out
591001 Interfund Transfer for Debt Service  4,761,732 660,524 704,330 0 (704,330) TDT Series 2017 Paid off Early

Total Interfund Transfers 4,761,732 660,524 704,330 0 (704,330)

598020 Designated for Future Use 0 0 903,238 1,277,067 373,829
Total Reserves 0 0 903,238 1,277,067 373,829

Overall Expenditure Increase/Decrease:
Total Fund Expenditures 5,042,847 1,247,979 1,631,568 1,662,067 30,499 1.87%

Fund 1111

Div. 4700

Actual

FY 21‐22

Adopted

FY 22‐23

Tentative

 FY 23‐24

Changes 

+/(‐)

Actual

FY 20‐21



Account Type Account Line Amount Description

R 1111‐001‐0000‐000000‐390‐00‐000‐000‐399000‐ 10 ($809,067.00) Estimated CCF

R 1111‐001‐0000‐312100‐310‐00‐000‐000‐312101‐ 10 ($850,000.00) TDT

R 1111‐001‐0000‐361100‐360‐00‐000‐000‐361100‐ 10 ($3,000.00) Interest

Total Revenue ($1,662,067.00)

E 1111‐147‐4700‐537300‐530‐53‐000‐000‐531000‐ 10 $217,000.00 Misc. Engineering Costs

E 1111‐147‐4700‐537300‐530‐53‐000‐000‐531000‐ 20 $3,000.00 PFM Fees

E 1111‐147‐4700‐537300‐530‐53‐000‐000‐534008‐ 10 $25,500.00 Tax Collector Commission

E 1111‐147‐4700‐537300‐530‐53‐000‐000‐549000‐ 10 $137,500.00 50% of Drone Purchase

E 1111‐147‐4700‐537300‐530‐53‐000‐000‐549005‐ 10 $2,000.00 Bank Fees

E 1111‐150‐5000‐000000‐590‐00‐000‐000‐598020‐ 10 $1,277,067.00 Estimated Reserves

Total Expenditures $1,662,067.00



 

 

CAPITAL PROJECT FUNDING PROGRAM 

Project Status Report 

 

 

Name of Project:    Palm Coast Southern Recreation Center Expansion 

TDC and BOCC Approval Dates:  7/20/2022 and 8/15/2022 

Total Amount Awarded:  $739,158 

Project Start Date:   mid-February 2023 

Estimated Completion Date: 12/5/2023 (substantial completion) and 1/5/2024 (final 
completion) 

Status Report Date:   6/16/2023 

Overall Project Activities Update: The Southern Recreation Center is making steady progress 
to date. Permits were received in February 2023 and 
construction started shortly thereafter remaining on 
schedule. Highlights of this phase of construction include 
land clearing and grading, concrete pour for foundation of 
the building, steel framing, and most recently 1st floor 
rough ins and starting on the pre-engineered metal 
building. Palm Coast Parks & Recreation has been working 
internally on operations, a program schedule, and 
expenditure budget presentations. The previous Tennis 
Supervisor position has been reclassed into a Southern 
Recreation Center Supervisor position and is currently 
open for applications. This position will contribute to the 
success of the Southern Recreation Center and will provide 
much-needed support to room rentals, tennis and 



pickleball programming, maintenance of the facility, as 
well as court reservations and tournament scheduling. 

Project Expenditures to Date:  Design Fees: $624,685.59 

Construction Fees: $3,019,750.81 

Any Changes/Concerns:  No, the project remains on schedule. 

Photos:  
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