
               Flagler County 
 Tourist Development Council 

  Agenda 
October 18, 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) July 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) June 2023 Marketing Report 
b) July 2023 Marketing Report 
c) August 2023 Marketing Report 

 
5) Tourist Development Tax Update: 

Shelly Edmonson, Flagler County Tax Collector’s Office 
 

6) Fund 110 FY24 Discretionary Event Funding: Review and recommendation to the Board of County 
Commissioners for the following events: 
 
a) $10,000 – Florida Elite Soccer, Florida Elite Winter Invitational 2024, January 27-28, 2024 

 
7) Quarterly Marketing Update: 

Courtnee Brokaw, Marketing Manager 
 

8) Tourism Development Office Update: 
Amy Lukasik, Executive Director 

 
9) 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.  

 
10) Board Member Commentaries  

 
11) 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.  



FLAGLER COUNTY 

TOURIST DEVELOPMENT COUNCIL 

 Flagler County Government Services Building  

Board Chambers – First Floor 

July 12, 2023 

9:00 A.M. 

Minutes 
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Attendance 
 
Present: Chair David Sullivan, Felicia Cook, Eric Cooley, Pam Walker, Lisa Robinson, Stephen Baker, 
Nick Klufas and Daniel Mundrean.  
 
Excused Absent: John Lulgjuraj 
 
Staff: Amy Lukasik, Debra Naughton, Courtnee Brokaw, Christina Hutsell  
 

1) Chair Sullivan led the pledge to the flag and requested a moment of silence.  
 
Sullivan read into the record four Form 8B’s filed with the Board Secretary from the April 19, 2023, meeting 
per FS112.3143(4)(a). 

   
2) Meeting Minutes: 

a) Request the Board approve the meeting minutes from April 19, 2023, meeting. 
 
Baker/Cook- Motion to adopt the April 19, 2023, meeting minutes. Motion carries. 
 

3) Financial Reports: Request the Board approve the financial report(s) listed below: 
a) Revenue Report 
b) Budget to Actual 

 
Lukasik – Concerning the Revenue Report for the month the May we were down 6%. The State saw a 
soft April. We have received preliminary numbers for the next month, and we are back up by 6%. 

 
Cook/ Walker - Motion to accept the Revenue Report. Motion carries. 
Cook/Walker -  Motion to accept the Budget to Actual Report. Motion carries.  
 
 

4) Marketing Reports: Request the Board approve the marketing report(s) listed below: (See attached) 
a)   April 2023 Marketing Report 
b)   May 2023 Marketing Report 
 
    Klufas/Walker -  Motion to accept April 2023 Marketing Report. Motion carries. 
     Walker/Baker -  Motion to accept May 2023 Marketing Report. Motion carries. 
 
 

5) Tourist Development Tax Update: 
Shelly Edmonson, Flagler County Tax Collector’s Office. (Please see attached)  
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July 12, 2023, TDC Meeting Minutes  

 
 

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 

 
Patti King, Director, Flagler Beach Historical Museum, spoke concerning the change in venue due to 
the Flagler Beach Pier being closed. The event will be held at Veterans Park from 3:00 pm to 6:00 pm.  

 
Cook/Klufas - Motion to recommend to the Board of County Commissioners to fund $2,847.85 for 
Flagler Beach Historical Museum, Inc., Fall for Flagler, September 23,2023. Motion carries. 
. 

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

Commissioners for the following events:  
 

a) $15,000.00 – Flagler Auditorium Governing Board, Flagler Auditorium, 2023/2024 Show Season. 
 

Amelia Fulmer, Director, Flagler Auditorium, shared the auditorium had a great season last year and 
we have also rebranded our name to the Fitzgerald Performance Arts Center.  

 
Robinson - Declared conflict of Interest for 7a). Form 8b Completed and signed. Attached.  
Mundrean - Declared conflict of Interest for 7a). Form 8b completed and signed. Attached.  
  
Klufas /Cooley - Motion to recommend to the Board of County Commissioners to fund the $15,000.00 
for Flagler Auditorium Governing Board, Flagler Auditorium 2023/2024 show season. Motion carries, 
with Robinson and Mundrean abstaining.  

 
b) $8,000.00 – Flagler Broadcasting LLC, Creekside Festival 2023, October 7-8, 2023. 

 
Regan Hansen & Kirk Keller, Flagler Broadcasting, shared this is the 18th Annual Creekside Festival , 
we have billboards in Volusia County, St. Johns and of course Flagler. We utilize all six of our radio 
stations and 18 social media outlets. This is a two-day event.  

 
Cook/Baker – Motion to recommend to the Board of County Commissioners to fund the $8,000.00 for 
Flagler Broadcasting LLC, Creekside Festival 2023, October 7-8, 2023. Motion carries. 

 
c) $6,000.00 – City Lites Inc. LLC, Motown “n” Mo Show, December 2, 2023. 

 
Lukasik – The applicant did not show to the meeting. The application indicates that profits go 
toward scholarships. This is a nonprofit event. 
 
Klufas/Baker – Motion to recommend to the Board of County Commissioners to fund $6,000.00 
for City Lites Inc. LLC, Motown ‘n” Mo Show, December 2,2023. Motion carries.  
 

 
d) $15,000.00 – African American Cultural Society Inc. 2023-2024 Season.  

 
Lukasik – The applicant did not show. This would be their third year, last year (FY23) they 
requested $20,000 and we approved $10,000. The year before (FY22) they were awarded $10,000 
and they received reimbursement of $6,208.00.  
 
Walker/Cook – Motion to recommend to the Board of County Commissioners to fund $15,000.00 
for the African American Cultural Society FY23/FY24 Season.  
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8)   Fund 110 FY23 Discretionary Event Funding: Review and recommendation to the Board of County              
Commissioners for the following events:  
 

a) $4,900.00 Florida Elite Soccer, Boy’s Invitational August 18-20, 2023 
b) $4,900.00 Florida Elite Soccer, Girl’s Invitational August 25-27, 2023 

 
Ross Fitzpatrick, Florida Elite Soccer, Since we have arrived at Palm Coast, we are looking to 
rejuvenate Elite soccer, we have increased from 9 teams to 13 teams locally. This event will host 350 
teams here for the tournament.   
 
Robinson - Declared conflict of Interest for 8a). Form 8b completed and signed.  
Robinson - Declared conflict of Interest for 8b). Form 8b completed and signed.  
Baker - Declared conflict of Interest for 8a). Form 8b completed and signed.  
 
Klufas/Cook – Motion to recommend to the Board of County Commissioners to fund the $4,900.00 for 
Florida Elite Soccer, Boy’s Invitational, August 18-20,2023. Motion carries with Robinson and Baker 
abstaining.  
 
Cook/Klufas – Motion to recommend to the Board of County Commissioners to fund the $4,900.00 for 
Florida Elite Soccer, Girl’s Invitational, August 25-27,2023. Motion carries with Robinson abstaining.  
 

9) FY 2023 – 2024 Budget for Funds 1109,1110 & 1111:  Review and recommendation to the Board of 
County Commissioners for: (See attached) 

 
a) 1109 FY 2023-2024 
b) 1110 FY 2023-2024 
c) 1111 FY 2023-2024 

 
Lukasik – We are projecting for FY24, $4.25 million in revenue. 20% Fund 1109 projected FY24 
revenue to be $850,000; 60% Fund 1110 projected FY24 revenue to be $2,550,000; 20% Fund 1111 
projected FY24 revenue $850,000.  

• Fund 1109 has an estimated cash carry forward of $4,057.682. $3,084,530 is ear marked 
for existing projects, leaving a balance of $973,152. This does not include projected 
revenue.   

 
Walker/Cook – Motion to accept FY 2023-2024 budget for Fund 1109. Motion carries.   
 
Lukasik – Fund 1110 this is the day-to-day operation of our office. The FY24 projected revenue is 
$2,550,000 in this fund.  Provided breakdown with percentages of expenses, including advertising, 
support services and event funding. Estimated cash carry forward of $1,220,007 for FY24. 
  
Walker/Cook – Motion to accept FY 2023-2024 budget for Fund 1110. Motion carries. 
 
Lukasik – In Fund 1111, this is the beach renourishment fund. Projected FY24 revenue of $850,000. 
The annual report for Fund 1111 will be presented to the TDC Board in January 2024. 
 
Cook/Baker – Motion to accept FY 2023-2024 budget for Fund 1111. Motion carries. 
 

10) Quarterly Marketing Update: 
Courtnee Brokaw, Marketing Manager (see attached) 

 
Brokaw- In April we focused on sustainable /eco-tourism. In May the content centered around Mother’s 
Day and other events as well as dining. In June we focused on Father’s Day and summertime and the 
best fishing spots. We also had the following earned media, AARP, First Coast Living, Fox 35 and 
more.  
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11) Tourism Development Office Update: 

            Amy Lukasik, Executive Director  
 

Lukasik – Visit Florida was funded with $80 million. FC3 has selected a vendor for their website, ZGraph, 
and TDO staff has hired a vendor for the FC3 Strategic Plan, Executive Service Corp. The service 
agreement with FC3 is near completion. Concerning the Eco-Discovery Center, we have received a cost 
estimate for the facility, and it came in about $10 million dollars. Provided renderings of the building. TDO 
contracted with video company, CycleHere Media, to produce video and b-roll of Hang-8 Dog Surfing 
Event.  
 
 

12) Community Outreach: 
No one came forward. 
 
 

13) Board Member Commentaries 
 

Robinson – The Florida downturn is disappointing as April was very slow. What was missing was the 
family spring break. We will be working next year to advertise the family spring break business. May was 
normal, June was flat, but July is trending better.  
 
Baker – We found the same issue, have been doing target marketing. We need to fight for the business, as 
golf is a major indicator of our business.  
 
Mundrean.  – Being new to the area coming from Daytona, we did see a little downturn, but July looks 
better. The 3rd quarter is looking good, and we are undergoing a remodel and looking forward to a re-grand 
opening.  
 
Walker – Internationally tourism if down in July, due to interruption in airports and people are staying home. 
It is now picking back up in August and September.  
 

 Klufas – I would like to thank all the municipalities for their efforts for the  4th of July project.  
 

Cooley – Thank you for the help with Hang-8. Daytona and Ormond are looking at piloting a program to 
allow dogs on the beach.  
 
Cook – The revenge travel is a reality. When you have companies like the big three offering discounted 
tickets you know things are slow/ We are also seeing other States really market/promote and coming after 
Florida for the tourist dollar.  85th Anniversary for us was wonderful.  
 
Sullivan – Another Turtle, #19, was added to the Turtle Trail, located in Hammock Dunes. FC3 will now be 
managing the Turtle Trail and coordinating the dedications.   

  
14) Adjournment 

 
Cook/Walker - Motion to adjourn meeting at 11:06 am 
 
 

 
RECORDING OF MEETING CAN BE ACCESSED BY THE FOLLOWING LINK:  

TDC MEETING 07/12/2023 
If a person decides to appeal any decision made by the Tourist Development Council with respect to any matter 
considered at the meeting, a record of the proceedings may be needed and, for such purposes, the person may 

need to ensure that a verbatim record is made, which record includes the testimony and evidence upon which the 
appeal is to be based. 

 
 

https://www.youtube.com/watch?v=GO5qlyUszlQ
https://www.youtube.com/watch?v=GO5qlyUszlQ


FLAGLER COUNTY TAX COLLECTOR
TOURIST TAX DEPT.

QUARTERLY COLLECTION REPORT

JULY 2023
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Active Account Quarterly Comparison
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Slide 2

SRE7 Dave Sullivan likes this report
Shelly R Edmonson, 1/26/2022

SRE8 Numbers are constantly changes due to buying and selling.
Shelly R Edmonson, 1/26/2022

SRE9 Active accounts are increasing.  Granicus steady finding us new accounts
Shelly R Edmonson, 1/26/2022



Active Accounts as of  July 2023
1426

582 - Single Family (last quarter 539)

37 - Partial (Single Room) (last quarter 34)

20 - Duplex (last quarter 19)

717 - Condo / Town house (last quarter 716)

9 - RV / Campground (last quarter 9)

18 - Hotels / Motels / Chains (last quarter 17)

43 - Remaining Miscellaneous (last quarter 45)

(Manufactured Homes, Cooperatives, Misc Residentials 
(Boarding),Multi Unit Homes (3-9), Rental Memberships, Marinas,
Bed & Breakfast)



Rental Zones - July 2023
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Where are they located?

782 - Unincorporated (775 previous quarter)

442 – City of  Palm Coast (402 previous quarter)

178 – City of  Flagler Beach (178 previous quarter)

24 – City of  Bunnell / Town of  Marineland / 
City of  Beverly Beach (24 previous quarter)



Flagler County Total TDT Collections 
(includes TC Fee & Collection Allowance, all years adjusted for increase to 

5%, collection month)
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April TDT Collection Comparison
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May TDT Collection Comparison
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June TDT Collection Comparison
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Enforcements
Update:

In the last 90 days:

1 Enforcement Actions
1 Pending Tax Warrants
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Anonymous Reporting Update:
In the last 90 days:

6 Anonymous Reportings

*We average 1 to 2 month*



April Collection Allowance Comparison
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May Collection Allowance Comparison
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June Collection Allowance Comparison
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QUESTIONS?

Shelly Edmonson, CFCA, CEL, CBTO, RMLO

sedmonson@flaglertax.com

386-313-4165























FISCAL 2023-2024
BUDGET

FUND 1109
FUND 1110
FUND 1111







FY2023-2024 
TOURIST DEVELOPMENT ANNUAL BUDGET

FY22 Actual Revenue:                                              $4,432,215
FY23 YTD Revenue:                                                 +5.13%

FY24 Projected Revenue:                                        $4,250,000

Fund 1109- Capital Projects (20%)                        $850,000
Fund 1110- Operating/Promotional (60%)          $2,550,000
Fund 1111- Beach Renourishment (20%)             $850,000

 



FUND 1109 CAPITAL PROJECTS

   Eco-Discovery Center:                             $1,600,000
   City of Palm Coast Awarded:                 $739,158 
   Next Cycle will Open June 2024           $745,372

FY24 Projected Revenue:                                  $850,000

Est. Cash Carry Forward:                                   $4,057,682
Expenditures

Est. Balance                                                          $973,152                                              



FUND 1110 OPERATING & PROMOTIONS

FY24 Projected Revenue:           $2,550,000
 
Personnel                                       $599,080       24%
Tax Collector                                 $76,500           3%
Fixed Costs                                    $94,763           4%
Advertising                                    $700,000       27%
Support Services                          $434,690       17%
Event Funding/MOU'S               $253,000       10%
Reserve                                          $391,967       15%

*Est. Cash Carry Forward          $1,220,007          





FUND 1111
BEACH RENOURISHMENT

Revision of Funding Program
Annual Reporting (January 2024)

FY24 Projected Revenue :                        $850,000

Est. Cash Carry Forward:                          $809,067              

 



THANK 
YOU!



April Marketing Report

Out-of-state traffic saw a 21%
increase, with Atlanta continuing
to be the top driver of traffic.

Webcams and the Bucket List 
blog drove the highest number of
sessions in April.

There were 297 visitor guide
requests and 171 newsletter sign
ups.

 



May Marketing Report

The Hang 8 Dog Surfing Competition
event listing saw an 89% increase in
sessions and was the third most
popular blog post.

Out-of-state traffic saw a 7%
decrease. 

 



QUARTERLY
MARKETING
UPDATE



SUSTAINABLE/ECO-TOURISM

 

April



MAY FUN: MOTHER'S DAY, EVENTS, AND
DINING

May



SUMMERTIME: FISHING, FATHER'S
DAY AND BEACH WEDDINGS

June



EARNED MEDIAQ3

AARP.com Travel
First Coast Living 
Fox 35
And More...

https://www.fox35orlando.com/video/1222811
https://www.firstcoastnews.com/video/entertainment/television/first-coast-living/details-on-the-second-annual-hang-8-dog-surfing-event/77-bf69a680-3344-4685-bc83-ce88a20eb065


FIRST COAST OF GOLF FAM Q3

David Cooper (Trendsetter Travel Golf Tours - Australia)

Fernando Copete (Astro Tours Ltda - Columbia)

Michael Espino (Ameropa Golf Viajes - Spain)

Yash Soni (Par Excellence - United Kingdom)

James Martin (Let's Go Trips, LLC - USA)

Jason Kauflin (Wisconsin Golf Trips - USA)

6 Tour Operators in Attendance

Friday, June 23 at Hammock Beach Resort



THANK 
YOU!



 

 

 
 

 

Parcel ID 39-12-31-0000-04020-0000 
Prop ID 81161 
Location 
Address 

 
FLAGLER BEACH, 32136 

Brief Tax 
Description* 

0023.42 ACRES O.R. BOOK 22-PAGE 128 PARCEL LOCATED 2862.09' W OF 
INTERSECTION OF SLY R/W SR 100 & EAST SECTION 39 LINE, 1200 FT DEEP 850' 
ON SR 100 
(Note: *The Description above is not to be used on legal documents.) 

Property Use 
Code 

COUNTY (008600) 

Tax District UNINCORPORATED AREA WITH MOSQUITO CONTROL (District 01) 
Millage Rate 14.4191 
Homestead N 
GIS sqft 1,020,029.519 

SR100 

https://qpublic.schneidercorp.com/Application.aspx?AppID=598&LayerID=9801&PageTypeID=4&PageID=4330&Q=395724979&KeyValue=39-12-31-0000-04020-0000
https://qpublic.schneidercorp.com/Application.aspx?AppID=598&LayerID=9801&PageTypeID=4&PageID=4330&Q=395724979&KeyValue=39-12-31-0000-04020-0000
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Conceptual Estimate
Date: Wednesday, May 17, 2023

Project No: 23-01015

New Building SF: 10,000

DIVISION DESCRIPTION COST/ SF % OF WORK TOTAL BY DIVISION

01A General Requirements 25.00$                   2.46% 250,000.00$          250,000.00$          

02A Existing Conditions 19.50$                   1.92% 195,000.00$          195,000.00$          

03A Structural Concrete 17.00$                   1.67% 170,000.00$          170,000.00$          

04A Masonry 68.00$                   6.70% 680,000.00$          680,000.00$          

05A Structural & Miscellaneous Steel 125.00$                 12.31% 1,250,000.00$       1,250,000.00$       

06A Wood & Plastics -$                       0.00% -$                       -$                       

07A Caulking & Waterproofing 1.50$                     0.15% 15,000.00$            

07B Roofing 55.00$                   5.42% 550,000.00$          

07C Fireproofing 4.50$                     0.44% 45,000.00$            

07D Fiber Cement Siding 15.50$                   1.53% 155,000.00$          

08A Frames, Doors & Hardware 28.00$                   2.76% 280,000.00$          

08B Windows & Glazing 35.00$                   3.45% 350,000.00$          

08C Window Testing 2.00$                     0.20% 20,000.00$            

08D Specialty Doors 5.50$                     0.54% 55,000.00$            

09A Framing, Drywall & Stucco 48.00$                   4.73% 480,000.00$          

09B Tile 3.50$                     0.34% 35,000.00$            

09C Acoustical Ceilings & Wall Panels 4.20$                     0.41% 42,000.00$            

09D Resilient Flooring & Carpet 5.50$                     0.54% 55,000.00$            

09E Terrazzo Flooring 14.50$                   1.43% 145,000.00$          

09F Painting 12.00$                   1.18% 120,000.00$          

10A Specialties 5.50$                     0.54% 55,000.00$            

10B Signage 4.50$                     0.44% 45,000.00$            

10C Visual Display Boards 0.30$                     0.03% 3,000.00$              

10D Fire Extinguishers & Cabinets 0.20$                     0.02% 2,000.00$              

11A Food Service Equipment -$                       0.00% -$                       

11B Equipment Residential/Commercial 2.00$                     0.20% 20,000.00$            

12A Casework 1.50$                     0.15% 15,000.00$            

12B Window Treatment 0.30$                     0.03% 3,000.00$              18,000.00$            

13A Special Construction -$                       0.00% -$                       -$                       

14A Elevators -$                       0.00% -$                       -$                       

21A Fire Supression System 4.00$                     0.39% 40,000.00$            40,000.00$            

22A Plumbing 30.00$                   2.95% 300,000.00$          300,000.00$          

23A HVAC 55.00$                   5.42% 550,000.00$          

23B HVAC Test & Balance 1.00$                     0.10% 10,000.00$            

26A Electrical 60.00$                   5.91% 600,000.00$          600,000.00$          

31A Earthwork, Paving & Site Utilities 185.00$                 18.22% 1,850,000.00$       1,850,000.00$       

32A Fencing & Gates 8.00$                     0.79% 80,000.00$            

32C Landscape and Irrigation 15.50$                   1.53% 155,000.00$          

SUBTOTAL 862.00$                 84.88% 8,620,000.00$       8,620,000.00$       

Project Contingency 50.00$                   4.92% 500,000.00$          

General Conditions 35.00$                   3.45% 350,000.00$          

SDI (1.3% of Subtotal) 11.21$                   1.10% 112,060.00$          

Insurances (1.0% of Subtotal) 8.62$                     0.85% 86,200.00$            

SUBTOTAL - COST OF WORK 966.83$                 10.32% 9,668,260.00$       

CM Fee (4.5% Cost of Work) 43.51$                   4.28% 435,071.70$          

Bond (0.6% of Subtotal) 5.17$                     0.51% 51,720.00$            

TOTAL 1,015.51$              100.00% 10,155,051.70$     

560,000.00$          

Visitor & Eco-Discovery Center

KMA Design Group

SUMMARY OF COST BY BID PACKAGE

765,000.00$          

705,000.00$          

877,000.00$          

105,000.00$          

20,000.00$            

235,000.00$          

Flagler County Page 1 of 1



ESTIMATED BUDGET NARRATIVE

FLAGLER COUNTY VISITOR AND ECO‐DISCOVERY CENTER

Grant Flagler County Total

Design/Permitting $700,000 $700,000

Offsite Improvements/Utilities $800,000 $800,000

Construction, Engineering & Inspection $800,000 $800,000

Construction  $8,620,000 $8,620,000

Insurance $198,260 $198,260

Miscellaneous $836,791 $836,791

Contingencies $500,000 $500,000

TOTAL $8,620,000 $3,835,051 $12,455,051

CIP CASH $1,600,000 $1,600,000

APPRAISED PROPERTY VALUE $2,360,000 $2,360,000

TOTAL $3,960,000 $3,960,000

COST ITEM
Cost‐Share

MATCH SHARE
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Overall Tra�c Performance
The site received 51,000 sessions in total, which represents an 11% decrease from last year's 57,200. Most of the approximately 6,200-session decrease

can be attributed to losses from the Other and Social channels. Tra�c from Social decreased by 75%, or 2,300 sessions, and tra�c from the Other

channel decreased 97%, or 7,200 sessions. The webcams page and the homepage drove the highest number of sessions (15,900 and 7,900,

respectively), while blog posts drove 7,600 sessions.

Organic Tra�c Performance
Organic sessions numbered 31,100 in June, up 5%. Impressive growth to the Events page (+31%), Restaurants & Bars (+52%) and various blog posts

(+18%) outweighed slight decreases seen in individual organic landing pages. Organic clicks reached 24,000, up 10%, and organic impressions reached

1.3 million, up 14%. Click-through rate rose by 14%, and average ranking position improved 1%. Popular topics included webcams, things to do and

�reworks. 

Recommendations

Labor Day
Labor Day is Monday, September 4. Last year, Labor Day-related searches to the website started peaking in mid-August, with clicks peaking on

September 4. The only existing Labor Day content is a blog post titled Plan a Golfer’s Getaway to Palm Coast and the Flagler Beaches This Labor Day,

which did not see any organic sessions over the past year. Update the post to refresh the publish date so search engines and users know the content

is current, then add keywords into the copy. "Labor Day" only appears in the day, so ensure that phrase is sprinkled throughout the copy. Add the

following keywords. which are ranked by average monthly searches, to strengthen SEO:

labor day (1,830,000) | golf resort (12,100) | three day weekend (1,900) | labor day golf (50) | golf labor day (10)

Additionally, the 2023 Palm Coast and the Flagler Beaches Bucket List blog post mentions the holiday, so ensure the content surrounding it is up-to-

date. 

Extended stays
Many DMOs are using Google �ight trend data — which shows �ights are cheaper on Monday, Tuesday and Wednesday — to encourage travelers to

stay one more day. Coastal Mississippi's One More Day of Play page points out the economic reasons to stay past the weekend while

showcasing special deals/coupons for the value-minded traveler. Fort Worth's Extended Stay Ideas blog post highlights the top area attractions for an

extended stay. Consider creating a landing page or blog post that highlights what travelers can do when they book an extra day. This would also be a

good opportunity to drive users to the Free Things to Do and Things to Do With Kids blog posts.

Organic Sessions

31,124
 4.7%

Organic Sessions YTD

160,258
 3.4%

SEO EXECUTIVE SUMMARY

https://www.visitflagler.com/blog/post/plan-a-golfers-getaway-to-palm-coast-and-the-flagler-beaches-this-labor-day/
https://www.visitflagler.com/blog/post/palm-coast-and-the-flagler-beaches-bucket-list/
https://thriftytraveler.com/news/travel/google-flights-data-analysis/
https://www.gulfcoast.org/plan/one-more-day-of-play/
https://www.fortworth.com/blog/post/stay-longer-5-extended-stay-ideas-in-fort-worth/
https://www.visitflagler.com/blog/post/free-things-to-do-in-palm-coast-and-the-flagler-beaches/
https://www.visitflagler.com/blog/post/top-things-to-do-with-kids-in-palm-coast-and-the-flagler-beaches/
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OVERALL TRAFFIC
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Month Sessions % Δ Users Bounce Rate Pageviews Pages / Session Avg. Session D…

June 51,005 -10.9% 33,982 63.1% 80,900 1.59 00:01:25

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

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)

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

25K

50K

75K

100K

Analysis: In June, the site received 51,000 sessions in total, which represents an 11% decrease from last year's 57,200. Overall engagement metrics

experienced decreases: Pages per session decreased 9% (from 1.8 to 1.6), average session duration decreased 11% (1:36 to 1:25), and bounce rate

increased 6% (60% to 63%). Most of the approximately 6,200-session decrease can be attributed to losses from the Other and Social channels (see following

page). 
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Channel Sessions % Δ % of Sessions

Organic Search 31,124 4.7% 61.02%

Direct 11,080 -1.6% 21.72%

Display 5,921 1,323.3% 11.61%

Referral 1,843 -10.5% 3.61%

Social 774 -74.5% 1.52%

(Other) 224 -97.0% 0.44%

Email 26 - 0.05%

Grand total 51,005 -10.9% 100%

▼

What channels are my website visitors coming from?

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

Analysis: Organic search brought in 61% of sessions with 31,100, a 5% increase year-over-year.

Tra�c from Social decreased by 75%, or 2,300 sessions, and tra�c from the Other channel

decreased 97%, or 7,200 sessions. 

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 -19.48%

Organic Search 2.06 1.66 -19%

Paid Search 2.06 1.87 -9.28%

▲

Pages per Sessions

Channel Industry Visit Flagler % dif

All Channels 00:01:47 00:01:17 -27.85%

Organic Search 00:02:10 00:01:40 -22.68%

Paid Search 00:01:40 00:01:12 -27.74%

▲

Session Duration

Channel Industry Visit Flagler % dif

All Channels 54.82% 60.9% 11.1%

Organic Search 48.88% 51.26% 4.88%

Paid Search 52.32% 64.73% 23.73%

▲

Bounce Rate

Campaign Sessions

Evergreen 5,921

welcome-home 157

dm-�pcfb 52

ACQ_Flagler_Location_Speci�c 10

VTrips - June Week 3 1 8

Complete 6

VTrips - June Week 4 1 6

VTrips - June Week 4 2 4

cox-o-visit�agler 3

▼

What were the top campaigns that sent tra�c?

by Campaign and Sessions
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City Sessions % Δ

Palm Coast 7,466 -17.8%

Miami 3,404 191.9%

Orlando 3,211 -11.0%

Jacksonville 1,202 8.9%

Daytona Beach 585 -25.9%

Ormond Beach 290 -14.7%

Ocala 265 -31.3%

Tampa 245 -9.3%

DeLand 224 30.2%

Gainesville 182 -29.5%

Bunnell 174 5.5%

St. Augustine 156 0.0%

Port Orange 127 -16.4%

Palatka 122 74.3%

Flagler Beach 107 -21.3%

Tallahassee 94 9.3%

Jacksonville Beach 91 355.0%

▼

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 2% decrease for in-state tra�c (from 24,800 last year to 24,200 in 2023).   

111 7,4667,4667,466
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City Sessions % Δ

Atlanta 2,529 -42.6%

New York 584 -93.6%

Chicago 409 -72.4%

Ashburn 406 -33.8%

Columbus 404 92.4%

Dallas 185 -38.3%

Nashville 160 -48.4%

Charlotte 149 -55.0%

Clinton 144 2,780.0%

Boston 112 -1.8%

Raleigh 110 -16.0%

Houston 108 -6.1%

Washington 103 -24.8%

Perry 99 2,375.0%

Philadelphia 99 -68.8%

Phoenix 98 -61.7%

Las Vegas 96 -22.6%

Greenville 92 135.9%

▼

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 2,5292,5292,529

Analysis: Out-of-state tra�c saw an 18% decrease. Atlanta continued to be the top driver of

tra�c, with sessions concentrated on the webcams page (770 sessions) and the 25 Things to Do

blog post (200 sessions). 
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Device Category Sessions % Δ Bounce Rate Pages / Session Avg. Session D…

📱 Mobile 34,397 -7.7% 64.63% 1.51 00:01:17

🖥 Desktop 14,874 -15.3% 59.17% 1.77 00:01:46

📱Tablet 1,734 -27.9% 66.61% 1.51 00:01:20

Grand total 51,005 -10.9% 63.1% 1.59 00:01:25

▼

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/ 8,735 -4.8%

/ 6,124 20.9%

/blog/post/25-things-to-do-when-you-visit-palm-coast-and-t… 1,812 -28.6%

/events/ 1,759 38.6%

/blog/post/6-secret-beaches-to-explore-in-palm-coast-and-… 463 -

/things-to-do/outdoor-adventures/horseback-riding-on-the-… 442 6.3%

/beaches/pet-friendly-zones/ 427 3.6%

/things-to-do/restaurants-bars/ 389 44.6%

/blog/post/fourth-of-july-fun-in-palm-coast-and-the-�agler-… 375 -

/beaches/ 348 -55.4%

What are the top pages for mobile users?

by Page and Sessions Year over Year

Landing Page Sessio… % Δ

/beaches/webcams/ 6,301 8.5%

/ 1,595 -41.5%

/events/ 835 29.7%

/blog/post/25-things-to-do-when-you-visit-palm-coast-and-th… 418 -22.3%

/things-to-do/restaurants-bars/ 181 61.6%

/lodgings 180 -43.2%

/beaches/pet-friendly-zones/ 163 20.7%

/blog/post/fourth-of-july-fun-in-palm-coast-and-the-�agler-b… 126 -

/blog/post/6-secret-beaches-to-explore-in-palm-coast-and-t… 123 -

/beaches/ 109 -52.0%

What are the top pages for desktop users?

by Page and Sessions Year over Year

mobile

desktop

tablet

29.2%

67.4%
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Top Landing Pages Sessions Avg. Session
Duration

Bounce
Rate

/beaches/webcams/ 15,903 00:01:08 68.78%

/ 7,889 00:00:53 79.31%

/events/ 2,663 00:02:15 42.77%

/blog/post/25-things-to-do-when-you-visit-palm-coa… 2,267 00:02:57 51.92%

/beaches/pet-friendly-zones/ 600 00:02:00 55.33%

/blog/post/6-secret-beaches-to-explore-in-palm-coa… 597 00:01:58 64.32%

/things-to-do/restaurants-bars/ 595 00:02:37 45.04%

/things-to-do/outdoor-adventures/horseback-riding-… 547 00:01:26 54.84%

/blog/post/fourth-of-july-fun-in-palm-coast-and-the-… 516 00:01:19 71.32%

/beaches/ 466 00:02:09 47.85%

/lodgings 460 00:02:35 31.3%

/where-to-stay/campgrounds-rv-parks/ 393 00:02:11 49.11%

/beaches/faqs/ 362 00:01:21 67.96%

/blog/post/best-�shing-spots-in-palm-coast-and-the-… 350 00:01:48 66.29%

/listing/marineland-dolphin-adventure/270614/ 340 00:02:03 47.65%

/things-to-do/shopping/ 325 00:02:08 40.92%

/things-to-do/outdoor-adventures/swim-with-dolphi… 314 00:01:11 58.6%

/things-to-do/ 298 00:01:40 41.28%

/blog/post/top-things-to-do-with-kids-in-palm-coast-… 295 00:01:43 58.64%

/listing/princess-place-preserve/270329/ 292 00:01:33 56.85%

Landing & Exit Page Performance | Last Month

Analysis: Webcams and the homepage drove the highest number of sessions (15,900 and 7,900, respectively). Blog posts held four of the top 20 overall landing

pages, and the blog as a whole drove 7,600 sessions in June. See the Blog Tra�c & Sources and Blog Content Performance pages for a further insight into how

visitors get to and 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/ 15,903 19,313

/ 7,048 8,325

/events/ 1,796 3,025

/blog/post/25-things-to-do-when-you-visit-palm-coast-… 1,498 2,810

/blog/post/fourth-of-july-fun-in-palm-coast-and-the-�a… 526 844

/things-to-do/outdoor-adventures/horseback-riding-on… 511 947

/blog/post/6-secret-beaches-to-explore-in-palm-coast-… 510 764

/beaches/pet-friendly-zones/ 502 722

/lodgings 455 561

/things-to-do/restaurants-bars/ 442 747

/listing/marineland-dolphin-adventure/270614/ 420 854

/about/visitors-guide-brochures/ 416 1,213

/beaches/ 406 772

/blog/post/best-�shing-spots-in-palm-coast-and-the-�… 362 653

/beaches/faqs/ 336 469

/listing/equestrian-adventures-of-�orida/346583/ 330 760

/listing/princess-place-preserve/270329/ 327 563

/event/red-white-&-boom/21295/ 312 581

/listing/washington-oaks-gardens-state-park/270476/ 289 545

/where-to-stay/campgrounds-rv-parks/ 287 462

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/blog/post/25-things-to-do-when-you-visit-palm-coast-and-the-flagler-beaches/
https://www.visitflagler.com/beaches/pet-friendly-zones/
https://www.visitflagler.com/blog/post/6-secret-beaches-to-explore-in-palm-coast-and-the-flagler-beaches/
https://www.visitflagler.com/things-to-do/restaurants-bars/
https://www.visitflagler.com/things-to-do/outdoor-adventures/horseback-riding-on-the-beach/
https://www.visitflagler.com/blog/post/fourth-of-july-fun-in-palm-coast-and-the-flagler-beaches/
https://www.visitflagler.com/beaches/
https://www.visitflagler.com/lodgings
https://www.visitflagler.com/where-to-stay/campgrounds-rv-parks/
https://www.visitflagler.com/beaches/faqs/
https://www.visitflagler.com/blog/post/best-fishing-spots-in-palm-coast-and-the-flagler-beaches/
https://www.visitflagler.com/listing/marineland-dolphin-adventure/270614/
https://www.visitflagler.com/things-to-do/shopping/
https://www.visitflagler.com/things-to-do/outdoor-adventures/swim-with-dolphins/
https://www.visitflagler.com/things-to-do/
https://www.visitflagler.com/blog/post/top-things-to-do-with-kids-in-palm-coast-and-the-flagler-beaches/
https://www.visitflagler.com/listing/princess-place-preserve/270329/
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Page Pageviews Avg. Session Dur… Bounce Rate

/beaches/webcams/ 18,951 00:01:07 68.19%

/ 9,151 00:00:53 79.2%

/events/ 4,100 00:02:15 42.66%

/blog/post/25-things-to-do-when-you-visit-palm-coast-and-the-�agler-beaches/ 3,085 00:02:57 51.92%

/things-to-do/outdoor-adventures/horseback-riding-on-the-beach/ 1,196 00:01:26 54.64%

/about/visitors-guide-brochures/ 1,067 00:01:51 46.51%

/things-to-do/restaurants-bars/ 949 00:02:40 45.04%

/things-to-do/ 945 00:01:39 41.84%

/beaches/ 936 00:02:11 47.65%

/beaches/pet-friendly-zones/ 826 00:02:00 55.24%

/blog/post/6-secret-beaches-to-explore-in-palm-coast-and-the-�agler-beaches/ 822 00:01:56 64.43%

/blog/post/fourth-of-july-fun-in-palm-coast-and-the-�agler-beaches/ 817 00:01:19 71.32%

/listing/marineland-dolphin-adventure/270614/ 765 00:02:03 47.23%

/blog/post/best-�shing-spots-in-palm-coast-and-the-�agler-beaches/ 661 00:01:48 66.29%

/where-to-stay/campgrounds-rv-parks/ 572 00:02:11 48.86%

/lodgings 565 00:02:35 31.3%

/things-to-do/outdoor-adventures/swim-with-dolphins/ 565 00:01:11 58.6%

/event/red-white-&-boom/21295/ 552 00:01:05 58.96%

/listing/princess-place-preserve/270329/ 529 00:01:33 57.04%

/listing/equestrian-adventures-of-�orida/346583/ 516 00:01:04 56.84%

/things-to-do/shopping/ 505 00:02:08 40.67%

/beaches/faqs/ 495 00:01:20 67.77%

/listing/washington-oaks-gardens-state-park/270476/ 489 00:01:38 57.92%

▼

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 120

(direct) / (none) 62

visit�orida.com / referral 33

bing / organic 10

yahoo / organic 4

�aglercounty.gov / referral 3

sprout.link / referral 2

duckduckgo / organic 2

amostrasgratis.shop / referral 2

pinterest.com / referral 2

▼

Where are my visitor guide requests coming from?

by Source/Medium and Pageview

Source / Medium Views

google / organic 18

(direct) / (none) 5

VF-Google / Display 4

visit�orida.com / referral 2

bing / 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

237
 -16.3%

Unique Newsletter Sign Up

133
 43.0%

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

1,212
 48.0%

Visitor Guide Req. YTD

1,992
 11.1%
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Blog Tra�c & Sources | Last Month

Sessions Sessions (previous year)

Jul 2022 Aug 2022 Sep 2022 Oct 2022 Nov 2022 Dec 2022 Jan 2023 Feb 2023 Mar 2023 Apr 2023 May 2023 Jun 2023
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How are blog sessions trending over time?

by Sessions Year over Year

Channel Sessions % Δ % of Sessions

Organic Search 6,607 19.6% 73.98%

Direct 1,548 -26.6% 17.33%

Social 464 -59.9% 5.2%

Referral 224 14.9% 2.51%

Display 63 2,000.0% 0.71%

(Other) 16 -99.7% 0.18%

Grand total 8,931 -39.4% 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

June 8,931 -39.4% 53.69% 00:02:41 2.43

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

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… 3,107

/blog/post/6-secret-beaches-to-explore-in-palm-coast-and-the-�agler-be… 857

/blog/post/fourth-of-july-fun-in-palm-coast-and-the-�agler-beaches/ 818

/blog/post/best-�shing-spots-in-palm-coast-and-the-�agler-beaches/ 664

/blog/post/chow-down-on-an-american-classic-at-hot-diggity-dogs-in-pal… 428

/blog/post/top-things-to-do-with-kids-in-palm-coast-and-the-�agler-beach… 371

/blog/post/where-to-rent-a-boat-or-jet-ski-in-palm-coast-and-the-�agler-… 369

/blog/post/breathtaking-photos-of-palm-coast-and-the-�agler-beaches/ 361

/blog/post/15-things-to-do-along-a1a-scenic-and-historic-coastal-byway/ 321

/blog/post/dads-perfect-day-in-palm-coast-and-the-�agler-beaches/ 266

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/25-things-to-do-when-you-visit-palm-coast-and-the-�agler-beaches/ /listing/marineland-dolphin-adventure/270614/ 128

/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/ 122

/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/ 94

/blog/post/25-things-to-do-when-you-visit-palm-coast-and-the-�agler-beaches/ /events/ 92

/blog/post/fourth-of-july-fun-in-palm-coast-and-the-�agler-beaches/ /blog/post/fourth-of-july-fun-in-palm-coast-and-the-�agler-beaches/ 63

/blog/post/25-things-to-do-when-you-visit-palm-coast-and-the-�agler-beaches/ /things-to-do/outdoor-adventures/canoeing-kayaking/ 52

/blog/post/25-things-to-do-when-you-visit-palm-coast-and-the-�agler-beaches/ /listing/washington-oaks-gardens-state-park/270476/ 49

/blog/post/6-secret-beaches-to-explore-in-palm-coast-and-the-�agler-beaches/ /blog/post/6-secret-beaches-to-explore-in-palm-coast-and-the-�agler-beaches/ 37

/blog/post/25-things-to-do-when-you-visit-palm-coast-and-the-�agler-beaches/ /listing/sea-turtle-hospital/346562/ 36

/blog/post/6-secret-beaches-to-explore-in-palm-coast-and-the-�agler-beaches/ /beaches/webcams/ 35

▼

What are the top viewed blog posts for last month?

by Page and Pageviews



Jun 1, 2023 - Jun 30, 2023 ▼

Channel Sessions Pageviews Bounce Rate Avg. Session Duration Pages / Session

Referral 26 56 0% 00:01:35 2.15

Direct 5 10 0% 00:00:00 2

Social 1 2 0% 00:00:00 2

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

Grand total 33 70 0% 00:01:15 2.12

▼

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

35

Link Clicks

13

Link Titles Clicks

https://www.visit�agler.com/listing/equestri… 3

https://www.visit�agler.com/listing/washing… 3

https://www.visit�agler.com/where-to-stay/ 2

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

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

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

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

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

Grand total 13

▼

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



Jun 1, 2023 - Jun 30, 2023 ▼

ORGANIC TRAFFIC



Jun 1, 2023 - Jun 30, 2023 ▼

Organic Sessions

31,124
 4.7%

Pages / Session

1.67
 -0.4%

Percent of Total Sessions

61.02%
 17.5%

Avg. Session Duration

00:01:34
 -10.7%

% New Sessions

62.60%
 7.4%

Bounce Rate

58.02%
 3.9%

How are organic sessions trending?

by Sessions Year over Year

Landing Page Sessions… % Δ

/beaches/webcams/ 9,668 -7.5%

/blog/post/25-things-to-do-when-you-visit-palm-coast-and-the-�agler-beach… 2,185 -26.9%

/events/ 1,892 30.8%

/ 1,025 -0.7%

/things-to-do/restaurants-bars/ 564 51.6%

/blog/post/6-secret-beaches-to-explore-in-palm-coast-and-the-�agler-beach… 521 -

/beaches/ 403 -36.3%

/things-to-do/outdoor-adventures/horseback-riding-on-the-beach/ 375 -4.1%

/where-to-stay/campgrounds-rv-parks/ 353 -11.5%

/beaches/faqs/ 323 12.5%

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 31,100 in June, up 5%. Most top

organic landing pages saw slight decreases, including webcams (-8%),

and Beaches (-36%). These decreases, however, were outweighed by

impressive growth to the Events page (+31%), Restaurants & Bars

(+52%) and various blog posts (+18%). 

Organic engagement metrics saw slight decreases but remained at

healthy levels: session duration decreased 11% (from 1:46 to 1:34),

pages/session decreased .5% (from 1.68 to 1.67), and bounce rate

increased 4% (from 56% to 58%). 

Organic engagement on the Events page outperformed that of the rest

of the website: bounce rate was 41% (29% lower than site average),

and average session duration was 2:14 (43% higher). 

Sessions Sessions (previous year)

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

20K

40K

60K

80K



Jun 1, 2023 - Jun 30, 2023 ▼

Query Clicks Average Position Δ Site CTR

�agler beach cam 1,369 1 0 69.92%

�agler beach webcam 1,190 1 -0.02 71.82%

�agler beach live cam 305 1 0 61.74%

�agler beach 252 8.34 0.84 1.06%

�agler beach surf cam 221 1.01 -0.67 57.4%

�agler pier cam 189 1 0 54.15%

things to do near me 172 20.13 -2.46 7.81%

�agler surf cam 167 1.99 -0.84 26.94%

�agler live cam 167 1.08 0.08 70.76%

things to do in palm coast 151 3.95 2.8 11.5%

things to do in palm coast �orida 133 2.93 1.89 26.87%

things to do in palm coast � 126 3.7 2.5 9.52%

�agler beach web cam 120 1 0 69.77%

�agler webcam 119 1 0 63.98%

�agler beach camera 115 1 0 75.16%

palm coast beach 114 2.58 -0.39 8.81%

�agler beach pier cam 113 1 0 43.3%

palm coast 109 7.22 1.04 0.52%

visit �agler 104 1 -0.01 82.54%

palm coast webcam 100 1 0 77.52%

▼
Analysis: Organic clicks reached 24,000, up 10%,

and organic impressions reached 1.3 million, up

14%. Click-through rate rose by 14% and average

ranking position improved 1%.

Clicks increased by 2,200, with webcam-related

searches seeing the largest increases. Non-

webcam searches drove 8,000 clicks (-1%) and

761,000 impressions (+2%). The most popular of

those terms were related to things to do:

- "�agler beach": 252 clicks

- "things to do near me": 172 clicks

- "things to do in palm coast": 151 clicks

- "things to do in palm coast �orida": 133 clicks

- "things to do in palm coast �": 126 clicks

Things to do-related queries returned the

website, on average, in position 19, a 21%

movement from last year's 24. About 72% of

clicks to this topic led users to the 25 Things to

Do blog post, indicating users �nd relevant,

helpful content in the blogs. 

Queries related to �reworks made an earlier

than usual appearance in top 20. All queries

containing "�reworks" drove 600% more clicks

and 15% more impressions than last year. CTR

also improved exponentially to reach 8%, and

average ranking moved up to No. 5. About 80%

of clicks went to the Red, White and Boom

listing. 

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

24,061
 9.7%

Organic Impressions

1,269,861
 13.8%

Organic CTR%

1.89%
 -3.6%

Average Ranking Position

20.71
 10.1%

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/
https://www.visitflagler.com/event/red-white-%26-boom/21295/


Jun 1, 2023 - Jun 30, 2023 ▼

Organic Referral Performance | Last Month

Listing Name Clicks to Website

Marineland Dolphin Adventure 239

Equestrian Adventures of Florida 181

Princess Place Preserve 111

Swillerbee's Craft Donuts and Co�ee Bar 63

Oceanside Beach Bar & Grill 61

Princess Place Cottages 60

Jungle Hut Road Park - Pet Friendly 52

Golden Magnolia Resort 50

Washington Oaks Gardens State Park 49

Bulow Plantation RV Resort 47

Bull Creek Campground/Dead Lake 47

Beverly Beach RV Camptown Resort 46

Mala Compra Road Beachfront Park - Pet Friendly 45

Mystic Knot-Boat Tours 43

Hammock Beach Golf Resort & Spa 42

Treasure By the Sea Campgrounds 41

Tropical Kayaks of Palm Coast 41

Bings Landing County Park 41

Grand total 3,686

▼

How many referrals are my partners receiving?

by Listing and Clicks

Event Name Clicks to Website

Red, White & Boom 115

Wickline Center Park | Flagler Beach Farmers Market 81

First Friday 59

United Flagler 4th 2023 54

Madcaps 47

Flagler Beach Municipal Pier | Her Turn Surf Fest 41

Independence Day Celebration 34

FOOD TRUCK TUESDAY / PALM COAST 26

Guided Kayak Tour 15

Fall into The Holidays 15

Gamble Jam 11

Turtle Talk 11

African American Museum and Cultural Center of Flori… 10

Peps Art Walk 10

Flagler Auditorium | The Rat Pack and Marilyn Monroe… 10

Crabbing Basics 8

Central Park in Town Center | Fireworks in the Park 7

Island Fest 6 Palm Coast 7

Grand total 588

▼

How many referrals are my events receiving?

by Event and Clicks

Organic Listing Referrals YoY

3,686
 3.6%

Organic Event Referrals YoY

588
 47.7%
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Palm Coast & the Flagler Beaches

Engaged Sessions

30,073
 -22.1%

SEO EXECUTIVE SUMMARY

For overall tra�c, engaged sessions numbered 30,073 in July, a 22% decrease year-over-year. The top three pages

comprised a variety of content including webcams and blogs. Completed conversions totaled 4,000, and about 71% of

active users accessed the website on mobile. 

Organic search drove the majority of tra�c in July with 23,141 active users. Organic search also saw the highest

engagement time of all channels with 1:22. Organic engaged sessions — which are any session that include a

conversion event, a 10-second duration or another pageview — increased 5% year-over-year. Organic conversions

numbered 3,235 and comprised 81% of all conversions completed on the website. The top organic landing pages by

active users were webcams, 25 Things to Do blog post and the Events page. Active users are de�ned as any user with

an engaged session; therefore, active users and engaged sessions will have similar, but not identical, numbers. 

Top areas of organic search interest included webcams, things to do in Palm Coast and �reworks. Non-webcam

related searches saw a 10% increase in clicks and a 5% increase in impressions. In addition to being one of the month's

most popular topics, things to do-related searches ranked the site, on average, in position 17, a 23% improvement

over last year. Finally, �reworks searches drove a 370% increase in clicks, which in turn contributed to a 300% increase

in click-through rate for those terms. About 40% of clicks went to the Fireworks Over the Runway listing. 

Goals

Active Users

30,081

0 100K 200K 300K 400K

Top Pages

/beaches/webcams/

/events/

/

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

/things-to-do/restaurants-bars/

COMPLETED TASKS
• Sent top cities and states report 

• Completed monthly crawl error check

• Quarterly duplicate content check found no instances

• Corrected blog title link errors

ROADMAP
• Upcoming content: Scheduled blog posts Sweet Tooth,

Blueways and Unique Places to Shop. Other content (landing

pages, etc) to be established by client.

• Upcoming optimizations: Seafood Dishes, Beverly Beach

and Meet a Local blog posts. 

• Conversions: Currently, conversions being measured are

Visitor Guide requests, Newsletter signups, partner referrals

and �le downloads. Please let your analyst know if there are

other KPIs or website goals you would like to track. 

• Proposed CRO tests: To be established by client based on

KPIs and/or conversions. 

Jul 1, 2023 - Jul 31, 2023 ▼

https://www.visitflagler.com/event/fireworks-over-the-runways/21379/
http://beaches/webcams/
http://events/
http://blog/post/25-things-to-do-when-you-visit-palm-coast-and-the-flagler-beaches/
http://things-to-do/restaurants-bars/
https://www.visitflagler.com/blog/post/seafood-dishes-we-love-in-palm-coast-and-the-flagler-beaches/
https://www.visitflagler.com/blog/post/discover-rv-paradise-at-beverly-beach-camptown/
https://www.visitflagler.com/blog/post/meet-a-local-tony-florinda-corte-real-from-twisters-ice-cream-caf/As%20needed/per%20client%20request
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Conversions

3,992
 N/A

OVERALL TRAFFIC SUMMARY

Sessions over time (Last 12 months YoY)

Sessions Sessions (previous year)

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

25K

50K

75K

100K

Active Users

30,081
 N/A

Engaged Sessions

30,073
 -22.1%

Pageviews

84,124
 -24.1%

Engagement Rate

62.19%
 -0.9%

By Channel

Device Category (Users)

mobile desktop tablet smart tv

26.4%

70.8%

Channel Active Users Engaged Sessions Avg Engagement Time

organic search 23,131 23,246 00:01:22

direct 4,774 4,822 00:01:07

referral 2,209 1,848 00:01:18

display 128 88 00:00:44

other 81 63 00:00:46

email 6 3 00:00:24

paid search 3 3 00:00:13

paid other 1 0 -

▼

Avg Engagement Time

00:01:20
No data

Jul 1, 2023 - Jul 31, 2023 ▼
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INDUSTRY COMPARISON

Organic Search Sessions (Self, Region, All DMOs)

Pages per Sessions

Website performances versus DMO averages?

Bounce RateAverage Session Duration

Channel Industry Your Site % Di�

All Sessions 2.25 1.74 -22.65%

organic search 2.28 1.79 -21.46%

paid search 3.07 1.23 -59.9%

▲ Channel Industry Your Site % Di�

All Sessions 00:02:50 00:02:42 -4.82%

organic search 00:03:20 00:02:50 -15.01%

paid search 00:03:27 00:00:28 -86.44%

▲ Channel Industry Your Site % Di�

All Sessions 64.84% 75.03% 15.72%

organic search 65.14% 73.38% 12.66%

paid search 50.52% 85.95% 70.12%

▲

Flagler Southeast All DMOs

Jan 1 Jan 14 Jan 27 Feb 9 Feb 22 Mar 7 Mar 20 Apr 2 Apr 15 Apr 28 May 11 May 24 Jun 6 Jun 19 Jul 2 Jul 15 Jul 28
-40%

-20%

0%

20%

40%

Jul 1, 2023 - Jul 31, 2023 ▼
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ORGANIC TRAFFIC SUMMARY

Organic Users over time (Last 12 months YoY)

Sessions Sessions (previous year)

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

20K

40K

60K

80K

Engagement Rate

66.40%
 -7.1%

Engaged Sessions

23,246
 5.3%

Pageviews

62,618
 14.0%

Active Users

23,131
 N/A

Top Organic Landing Pages Conversion Events

Event Conversions

partner_referral 3,254

▼

Conversions

3,235
 N/A

Avg Engagement Time

00:00:55
 7.0%

Landing Page Active Users Conversions Engagement
Rate

Engagement
Time

/beaches/webcams/ 3,731 19 51.25% 00:00:31

/blog/post/25-things-to-do-when-you-visit-palm-coas… 2,146 340 84.43% 00:02:21

/events/ 1,696 183 85.46% 00:01:38

/ 733 114 75.89% 00:01:52

/things-to-do/restaurants-bars/ 726 216 82.73% 00:01:40

/event/�reworks-over-the-runways/21379/ 624 4 59.13% 00:00:37

/blog/post/6-secret-beaches-to-explore-in-palm-coa… 541 39 82.74% 00:01:44

/event/�reworks-in-the-park/18627/ 483 21 65.57% 00:00:42

/beaches/faqs/ 361 7 69.95% 00:01:11

/things-to-do/outdoor-adventures/horseback-riding-… 347 61 81.68% 00:01:04

▼

Jul 1, 2023 - Jul 31, 2023 ▼



Palm Coast & the Flagler Beaches

ORGANIC SEARCH QUERY PERFORMANCE

Organic Search Result Performance

Organic Clicks

26,809
 17.5%

Organic Impressions

1,335,502
 18.4%

Organic CTR%

2.01%
 -0.8%

Average Ranking Position

19.83
 12.5%

Query Clicks Average
Position Δ Site CTR

�agler beach cam 1,312 1 0 65.57%

�agler beach webcam 1,150 1.06 -0.02 69.99%

�agler beach live cam 344 1.01 0.01 67.45%

�agler beach 281 7.92 0.26 1.04%

things to do in palm coast 273 2.53 0.9 21.93%

�agler beach surf cam 263 1 -0.71 54.56%

palm coast �reworks 2023 188 2.98 - 15.91%

�agler live cam 173 1 0 67.32%

�agler surf cam 167 2.01 -0.28 20.82%

things to do near me 148 20.56 -3.62 4.73%

things to do in palm coast �orida 146 2.15 0.99 27.5%

palm coast 135 6.58 -0.42 0.62%

�agler beach pier cam 135 1.01 0.01 52.94%

things to do in palm coast � 126 3.35 1.77 13.97%

�agler pier cam 123 1 -0.01 47.13%

�agler beach web cam 116 1 0 67.44%

palm coast webcam 111 1 0 81.62%

�reworks palm coast 106 4.15 -1.4 11.03%

�agler beach camera 104 1 0 76.47%

▼

Jul 1, 2023 - Jul 31, 2023 ▼
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Palm Coast & the Flagler Beaches

SEO EXECUTIVE SUMMARY

For overall tra�c, engaged sessions numbered 28,843 in August, a 13% decrease year-over-year. Overall completed

conversions totaled 4,852, and about 66% of active users accessed the website on mobile. After organic, which drove

72% of tra�c, the next highest channel was Direct, with 4,341 active users, or about 16% of tra�c. Given the notable

increases in organic tra�c explicated below, the various decreases to overall tra�c can be attributed to di�erent

channels, including Paid, which decreased 71%, and Display, which decreased 97%.

Organic search drove the majority of tra�c with 33,215  sessions, 67% (22,304) of which were engaged sessions. The

20% increase in organic engaged sessions indicates that users are spending more time actively engaging with the

site (Engaged sessions include any session that includes a conversion event, a 10-second duration or another

pageview.), especially the Restaurants and Bars page, which saw a 63% increase in organic engaged sessions. Organic

tra�c peaked Aug. 30 with 2,313 active users, compared to an average of 500 users per day for the rest of the

month, likely due to Hurricane Idalia.

Top areas of organic search interest included webcams, things to do in Palm Coast and Flagler Beach. All together,

organic clicks numbered 24,100, up 28% year-over-year, while impressions increased increased 19%. Non-webcam

related searches saw a slight decrease in clicks (-4%), likely due to the hurricane. 

Blog performance

Simpleview expects to implement a custom page for blog performance on the next report; in the meantime, utilize

the "Client Copy" exploration within GA4, and see highlights for August below:

- Blog posts made up three of the top 10 organic landing pages, driving 10,180 organic pageviews (+27% yoy)

- Eight of the top 10 blog posts saw signi�cant growth in organic pageviews year-over-year, including 6 Secret

Beaches (+63%) and Pet Friendly Beach Destinations (+74%)

- Blogs as whole averaged a 78% engagement rate, 16% higher than the rest of the site

Organic Tra�c

Top Organic Pages

/beaches/webcams/

/events/

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

/things-to-do/restaurants-bars/

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

/search/

/

/beaches/

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

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

COMPLETED TASKS
• Sent top cities and states report 

• Completed on-page optimization on Seafood Dishes,

Beverly Beach and Meet a Local

• Monthly broken link scan led to two corrections

• Monthly crawl error check led to �ve corrections

ROADMAP
• Upcoming content: Scheduled blog posts Thanksgiving

and Coquina Coast. Other content (landing pages, etc) to

be established by client.

• Upcoming optimizations: Sweet Tooth, Backwater Cat

Adventures and Unique Places to Shop

• Conversions: Currently, conversions being measured

are Visitor Guide requests, Newsletter signups, partner

referrals and �le downloads. 

Aug 1, 2023 - Aug 31, 2023 ▼

Sessions

33,215
 25.7%

Engaged Sessions

22,304
 20.0%

Active Users

20,280
 N/A

https://www.visitflagler.com/things-to-do/restaurants-bars/
https://www.visitflagler.com/blog/post/6-secret-beaches-to-explore-in-palm-coast-and-the-flagler-beaches/
https://www.visitflagler.com/blog/post/best-pet-friendly-beach-destinations-in-palm-coast-and-flagler-beaches/
http://beaches/webcams/
http://events/
http://blog/post/25-things-to-do-when-you-visit-palm-coast-and-the-flagler-beaches/
http://things-to-do/restaurants-bars/
http://blog/post/6-secret-beaches-to-explore-in-palm-coast-and-the-flagler-beaches/
http://search/
http://beaches/
http://things-to-do/outdoor-adventures/horseback-riding-on-the-beach/
http://blog/post/best-fishing-spots-in-palm-coast-and-the-flagler-beaches/
https://www.visitflagler.com/blog/post/seafood-dishes-we-love-in-palm-coast-and-the-flagler-beaches/
https://www.visitflagler.com/blog/post/discover-rv-paradise-at-beverly-beach-camptown/
https://www.visitflagler.com/blog/post/meet-a-local-tony-florinda-corte-real-from-twisters-ice-cream-cafe
https://www.visitflagler.com/blog/post/satisfy-your-sweet-tooth-in-palm-coast-and-the-flagler-beaches/
https://www.visitflagler.com/blog/post/explore-beautiful-blueways-with-backwater-cat-adventures/
https://www.visitflagler.com/blog/post/unique-places-to-shop-in-palm-coast-and-the-flagler-beaches/
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OVERALL TRAFFIC SUMMARY

Overall tra�c by sessions, past 12 months

Sessions Sessions (previous year)

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

50K

100K

Active Users

27,722
 N/A

Engaged Sessions

28,843
 -12.5%

Pageviews

82,874
 -12.3%

Engagement Rate

61.06%
 -5.9%

By Channel

Device Category (Users)

mobile desktop tablet smart tv

30.5%

66.3%

Channel Sessions Engaged Sessions Active Users Avg Engagement Time

organic search 32,330 21,613 20,280 00:01:24

direct 10,024 4,915 4,341 00:01:07

referral 1,481 1,051 1,140 00:01:44

paid social 883 110 837 00:00:07

display 817 87 799 00:00:04

organic social 504 231 445 00:00:50

other 120 32 40 00:00:53

paid search 30 0 16 00:00:00

email 11 10 10 00:00:45

paid video 10 2 9 00:00:07

▼

Avg Engagement Time

00:01:18
No data

Aug 1, 2023 - Aug 31, 2023 ▼

Sessions

47,241
 -7.0%



Palm Coast & the Flagler Beaches

ORGANIC TRAFFIC SUMMARY

Organic tra�c by users, past 12 months 

Sessions Sessions (previous year)

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

20K

40K

60K

80K

Engagement Rate

67.15%
 -4.5%

Engaged Sessions

22,304
 20.0%

Pageviews

60,839
 28.1%

Active Users

20,280
 N/A

Top Organic Landing Pages Conversion Events

Event Conversions

partner_referral 3,826

▼

Conversions

4,097
 N/A

Avg Engagement Time

00:00:54
 7.3%

Landing Page Active Users Conversions Engagement
Rate

Engagement
Time

/beaches/webcams/ 5,924 58 60.26% 00:00:38

/blog/post/25-things-to-do-when-you-visit-palm-coas… 1,563 353 85.19% 00:02:20

/events/ 1,330 261 87.31% 00:01:37

/things-to-do/restaurants-bars/ 544 256 77.25% 00:01:36

/ 541 99 74.01% 00:01:47

/blog/post/6-secret-beaches-to-explore-in-palm-coa… 478 50 80.63% 00:02:02

/things-to-do/outdoor-adventures/horseback-riding-… 297 64 82.18% 00:01:07

/beaches/ 248 38 76.36% 00:01:32

/beaches/pet-friendly-zones/ 242 20 66.56% 00:01:07

/blog/post/best-�shing-spots-in-palm-coast-and-the-… 228 25 77.32% 00:01:28

▼

Aug 1, 2023 - Aug 31, 2023 ▼



Palm Coast & the Flagler Beaches

ORGANIC SEARCH QUERY PERFORMANCE

Organic Search Result Performance

Organic Clicks

24,127
 27.6%

Organic Impressions

1,176,290
 18.3%

Organic CTR%

2.05%
 7.8%

Average Ranking Position

21.1
 14.6%

Query Clicks Average
Position Δ Site CTR

�agler beach webcam 1,829 1.03 0.02 67.39%

�agler beach cam 1,704 1.02 -0.07 68.74%

�agler beach live cam 535 1.03 0.03 66.05%

�agler beach surf cam 369 1.09 -0.07 52.49%

�agler live cam 294 1.02 0.02 72.59%

�agler pier cam 248 1.03 0.03 63.59%

�agler surf cam 213 2.05 -0 18.02%

�agler beach pier cam 199 1.03 0.03 59.23%

things to do in palm coast 196 2.37 0.47 21.73%

�agler beach 188 8.24 0.98 0.88%

palm coast webcam 181 1 0 72.4%

things to do in palm coast � 152 2.15 0.39 25.63%

�agler beach camera 136 1.13 0.13 71.2%

�agler beach web cam 133 1.1 0.1 64.88%

�agler pier surf cam 124 1.02 -0.59 41.2%

�agler webcam 123 1.03 0.03 62.44%

things to do in palm coast �orida 121 2.08 0.63 27.56%

webcam �agler beach 116 1.01 0 81.12%

things to do near me 108 20.81 -2.85 5.26%

▼

Aug 1, 2023 - Aug 31, 2023 ▼



 

 
Tourist Development Council 

October 18, 2023 
Government Services Building 

Bunnell, FL – 9:00 am 
 

EVENT FUNDING 
PROJECT DETAILS 

 

Florida Elite Winter Invitational 2024 

Florida Elite 

January 27 – 28, 2024 
 

About:  This Invitational Tournament is a competitive tournament which hosts about 250 teams in the U9 

- U14 age groups for Boys and Girls soccer players. The Event brings in Teams from the Southeastern 

United States. 

 

Event History:  The event has been held for the past 6 years and this is our first request for funding. The 

Event itself is dedicated to U9 - U14 Competitive Youth Soccer teams from all over the Southeastern 

United States. Most of the teams coming into town (about 225 total and 65-70 in Palm Coast) use this 

Tournament as a "kick off" (pun slightly intended) for their Spring competitive season. Indian Trails is 

dedicated to the U13-U14 Age groups specifically and the entire event in Palm Coast has all teams 

competing only at Indian Trails. This means the families that come in will be staying and eating in Palm 

Coast their entire visit. 

Snapshot provided of past lodging including Room nights at the following hotels in Palm Coast: 

 
 Attendee information for Palm Coast 

  65 teams of 15.5 players per team (1010 players) 



  1010 players plus 2.25 average family members in attendance (2272 additional attendees) 

 

Event Highlights:  75 Boys and Girls competitive teams from across the Southeastern United States 

competing at the highest level possible in Youth Soccer. 

Event Location: Reserved with the County already 

 Indian Trails Sports Complex - 8 Full sided fields 

 

Estimated Attendance:  Over 3,282 total participants and family members 

Estimated Room Nights and ADR: 390 room nights at an ADR rate of $175.36 

 

Total Event Budget:  

 

 

Funding Request: - Requesting $10,000 bid fee to assist in covering expenses of the Event.  

TDC Prior Funding History:   

August 2022 - $4,900 – Boy’s Invitational Soccer 

August 2022 - $4,900 – Girl’s Invitational Soccer 

January 2023 - $10,000 – Winter Invitational 

August 2023 - $4,900 – Boy’s Invitational Soccer 

August 2023 - $4,900 – Girl’s Invitational Soccer 
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