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Executive Summary
The monthly Data Studio report is available here.

TRAFFIC RESULTS:

Performance for October was solid, with a 19% increase over October of 2022 with 389k Sessions and edging up moderately versus the prior month 
by 2.3%. There were 543k total pageviews for the site, also up - an increase of 5% compared to October as well as compared to the prior month. From 
the paid advertising campaigns, slightly over half of paid traffic landed on the Beaches (52%), with 31% going to Outdoor Adventures, 9% to Arts, 6% to 
Attractions, and a small slice to LGBTQ+. 

Looking at the VSPC Partner Website, which is undergoing a redesign and relaunch, some statistics of note to guide development are the top 
trafficked pages include the Staff Directory, TDC information and meetings, Job Postings and the departmental reports. Sessions to the Partner Site 
are similarly up, jumping 31% versus October of last year and 7% versus last month. 

For the Default Channel Groupings there were largely YoY wins in Sessions for October, with (in order of Volume) Organic up 19%, Paid Search up 
107%, Cross-network up 108%, and Direct up 39%. Organic Social, the fifth largest channel fell moderately, with Sessions down 29%. 

ENGAGEMENT: 

The Average Engagement time was 54 seconds for October, down a bit versus last year (-5.7%) however Engaged Sessions per User was 86%, a solid 
result against a benchmark rate of 60 to 70 percent and up 39% versus October of 2022. The top pages viewed were 8 Reasons why Clearwater 
Beach is #1 (which racked up a whopping 10% of all views), the Communities page for St. Pete Beach (8% of all traffic), Events-Festivals (5%), 
Things-to-Do Beaches (4%), the overall Things-to-Do page (3.7%) and the Home page (3.5%). 

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


Executive Summary
The monthly Data Studio report is available here.

ORGANIC TRAFFIC:

Organic Traffic is one of the best sources of highly engaged traffic, with an above-average time on page of 1 minute 17 seconds - helping to 
boost the overall average Session duration which in turn helps drive search results and rankings. Across top performing pages there were 
some standouts in terms of performance, with many of these being Articles. Some top categories of content with above average time include:

● Things-to-do for specific communities (outdoor dining in a city, best restaurants in specific cities)
● Practical trip planning content (Redie the Beach Trolly, best places to stay)
● Best of themed articles (best waterfront restaurants, hidden-gem beaches, etc.)
● Event pages for specific dates (Fall Events, holiday events, events in a city)

CONVERSIONS:

With the migration from Universal Analytics to GA4, and a different method of collecting data, most conversion data is not available YoY. 
Comparing month/month is not terribly meaningful given that differences in site traffic and season are the big drivers here, however the 
month/momnth stats as follows:

Partner Referrals: 40,656          Up 15.2%
DM Orders: 513          Down -71.1% 
Newsletter Sign-Ups: 120          Down -23.6% 
Deals Views: 664          Down -19.7%
Average Engagement Time: 0m 54sec         Up 1.9%  
Events per Session: 10.13          Up 9.0%

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


Google Analytics



Performance (MoM)

Total Visits:  389,084             2.3%

Total Unique Visitors: 308,470     0.6%

Total Page Views:  542,719           1.6%

Engagement Rate:  68.45%           31.5% 

Average Engagement Time:  0min 54sec            1.9%  

Total Leisure Site 
Traffic, Page Views & 
Engagement (GA4)



Performance (YoY)

Total Visits:  389,084            19.0%

Total Unique Visitors: 308,470      24.4%

Total Page Views:  542,719           5.1%

Engagement Rate:  68.45%           37.0%

Average Engagement Time:  0min 54sec           -6.9%  

Total Leisure Site 
Traffic, Page Views & 
Engagement (GA4)



Total Leisure Site Traffic, Page View & Engagement (GA4)

Performance: Last 12 Months
November 1, 2022 through October 31, 2023

Total Traffic/Sessions: 5,681,893       39.8% 

Unique Visitors: 4,291,532        33.2%  

Page Views: 8,425,774       21.9%



KPIs (GA4)

Performance (MoM)

● Partner Referrals: 40,656          15.2%

● DM Orders: 513          -71.1% 

● Tripadvisor Clicks: 613          21.9% 

● Newsletter Sign-Ups: 120          -23.6% 

● Deals Views: 664          -19.7%

● Average Engagement Time: 0m 54sec         1.9%  

● Events per Session: 10.13          9.0%



Top Pages Viewed

● Homepage: 2,977        -4.0% (MoM)
● /info/staff-directory: 272          3.0% (MoM)
● /tourist-development-council: 143          -7.1% (MoM)

September Performance

Total Visits: 1,597          7.3% (MoM)
        30.6% (YoY) 

Total Organic Visits: 757          -0.3% (MoM)
                     22.5% (YoY) 

Total Page Views: 5,480            2.8% (MoM)
                     154.5% (YoY) 

Total Industry Site Traffic, Page Views & Engagement



2023-2024 Gulf to 
Bay Digital Guide (GA4)

Performance: Start May 4, 2023 - October 31, 2023

● PDF Downloads: 522
● Sessions: 4,206
● Views: 4,665
● Views/Session: 1.1
● Avg. Engagement Time: 0m 14sec
● Device Category (sessions):

○ Mobile: 2,046 sessions
○ Desktop: 1,873 sessions
○ Tablet: 338 Sessions



Partner Digital Advertising: Website Performance Overview



Organic Traffic



Organic Traffic
In early October 2023, Google Universal Analytics ceased 

processing data for the leisure site. According to Google Search 

Console data, VisitStPeteClearwater.com saw a 17.5% increase in 

organic clicks YoY (123,433 organic clicks compared to 105,057 in 

October 2022). The site garnered 8,232,720 organic impressions in 

October 2023 compared to 7,526,221 organic impressions in 

October 2022.

Of the top 10 pages by organic clicks in October 2023, only three 

(current-beach-conditions, the homepage and 

/communities/clearwater) saw YoY decreases in organic clicks. 

For organic clicks, the /events-festivals page was the top 

performer in October. The /fall-festivals-events and the 

/halloween-festivals-events pages were sixth and ninth for 

organic clicks.

The /current-beach-conditions page saw a YoY increase in 

excess of 76,000 impressions in October 2023, but the page 

received 3,939 fewer organic clicks than in October 2022.

URLs containing /communities saw a 12.7% YoY decrease in 

organic clicks. The /communities/clearwater-beach page, which 

ranked fourth for organic clicks in October, saw a YoY increase of 

3,105 organic clicks, while the /communities/clearwater page 

garnered 2,648 fewer organic clicks in October 2023 than in 

October 2022.

For the additional URL groups, here is a breakdown of their YoY 

organic click increases by percentage: /profile (+18.4%), /event/ 

(+51%), /article/ (+1.4%), /list/ (+5.8%), /things-to-do/ (+1.1% YoY), 

/eat-drink (+39.1%), and /places-to-stay (+93.2% YoY).



Google Search Console Comparison vs. October 2022



Top 10 Organic Queries (by Clicks) vs. October 2022
Google Search Console



Top 10 Organic Landing Pages (by Clicks) vs. October 2022
Google Search Console



URL Types October 2023 vs. October 2022
(Google Search Console)



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



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



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



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



Content Updates 
& Email 
Performance



October Content Updates
New or Rewritten

● The Ultimate Guide to Pizza

Updates/Fact-Checks

● The West Comes Alive at the James Museum
● Explore Central Ave, St. Pete’s Coolest Street
● CMA Halloween Spooktacular
● Best Birdwatching Spots
● Cross Bay Ferry profile
● The Museum of the American Arts & Crafts Movement
● Museum of Fine Arts
● Discover the Dali Museum

https://www.visitstpeteclearwater.com/list/ultimate-guide-to-pizza-st-pete-clearwater
https://www.visitstpeteclearwater.com/article/west-comes-alive-james-museum
https://www.visitstpeteclearwater.com/central-ave
https://www.visitstpeteclearwater.com/event/halloween-spooktacular-cma/48121
https://www.visitstpeteclearwater.com/itinerary/best-bird-watching-spots
https://www.visitstpeteclearwater.com/profile/cross-bay-ferry/138934
https://www.visitstpeteclearwater.com/article/museum-american-arts-crafts-movement
https://www.visitstpeteclearwater.com/profile/museum-fine-arts/138334
https://www.visitstpeteclearwater.com/article/discover-dali-museum


October Content Updates
Updates/Fact-Checks (continued)

● A Day at the Tampa Bay Rays
● Philadelphia Phillies Spring Training Schedule
● Baseball & Spring Training in St. Pete/Clearwater
● Blue Jays Spring Training Schedule
● Catch a Spring Training Game
● Rays Spring Training Schedule
● Imagine Museum

Landing Pages with New Intro Copy

● Places to Stay in Safety Harbor
● Places to Stay in Largo
● Places to Stay in Clearwater Beach

https://www.visitstpeteclearwater.com/article/day-tampa-bay-rays
https://www.visitstpeteclearwater.com/event/philadelphia-phillies-spring-training-schedule/43816
https://www.visitstpeteclearwater.com/things-to-do/baseball-spring-training-st-peteclearwater
https://www.visitstpeteclearwater.com/event/blue-jays-spring-training-schedule/43796
https://www.visitstpeteclearwater.com/article/catch-spring-training-game
https://www.visitstpeteclearwater.com/event/rays-spring-training-schedule/48796
https://www.visitstpeteclearwater.com/profile/imagine-museum/138847
https://www.visitstpeteclearwater.com/places-to-stay-safety-harbor#!grid~~~Featured~1
https://www.visitstpeteclearwater.com/places-to-stay-largo#!grid~~~Featured~1
https://www.visitstpeteclearwater.com/places-to-stay-clearwater-beach#!grid~~~Featured~1


VSPC October 2023 Enews 
Performance
Email Subject Line: UPDATE: It’s time to hit the beach!

Featured Partner: Mint House, St. Pete

Sponsored Content: Sheraton Sand Key Resort

Send Date 10/20/2023

Total Delivered 186,806

Sessions 417

Engagement Rate 72%

Total Unique Clicks 1,071

Total CTR 0.57%

Featured Clicks 152

Sponsored Clicks 160

Opt Outs 268



ActOn Database 
Sign-Ups
October Growth

● Total ActOn List Growth*: 131
● Webform Sign-Ups: 120
● Giveaway Sign-Ups: 1,461

○ Beach Boys Surfboard Giveaway: 1,445
○ Chris Young Concert at The Sound: 16

*Includes email sign-ups and unsubscribes



TAKEAWAYS & NEXT STEPS
One of the big changes for partners this year is an expanded 2024 co-operative marketing and advertising program that   
provides opportunities to participate in a variety of tried and true as well as new top-performing marketing campaigns 
ranging from print, online, social, email, out-of-home, broadcast and more. In addition, opportunities exist for arts and 
attractions partners to participate in programs designed to reach in-market visitors. Here is an overview of the 
scheduled rollout for 2024:

● November 6th: Partners can download the 2024 Cooperative Advertising Program Media Kit
● Thursday, Nov. 16 at 2 p.m: Partner Zoom Webinar to review all the program offerings
● Sales deadline is Friday, Jan. 19th. 
● Thursday, Nov. 30: Date that partners can submit program selections on the Visit St. Pete/Clearwater Partner 

Portal

In addition, the Partner website redesign and relaunch continues to progress.



Digital Paid Media 
Reporting Highlights
October 2023

Visit St. Pete/Clearwater



October Media Activity

● Impression and click volume up slightly MoM, with the launch of 
new FY23-24 always-on campaigns mid-month

● Expect volume to increase to more typical monthly levels in 
November with the launch of more media buys across several 
partners

Campaign Format Partner 10/30

Always On
Display, 

Native, Video
Ad+Genuity

Always On
Display, 
Native

Sojern

Co-Op
Custom 

Program
Travelzoo

Co-Op Display Expedia

Always On Social
Facebook/ 
Instagram

Always On SEM Google

Always On Video YouTube
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Media-Driven Site Activities

● Pageviews were down 20% MoM, whiel Engagement Rate (Engagement / Pageviews) was up

● Decline in pageviews likely due to a few reasons:
● Last month was a more active month for co-op media, which tend to target a lower-funnel audience who are 

more likely to convert
● New FY23-24 Always-On programmatic media only ran for 2-3 weeks in Oct, which is not a lot of time for 

optimizations to be implemented or take effect
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Display
42%

Native
28%

Video
30%

Media Highlights
● Ad+Genuity programmatic drove the most impressions and conversions, split across display, 

native, instream, and outstream video formats
○ Outstream video (Teads) was off to a mixed start, with a high 0.17% CTR but a low 58% VCR - 

working on optimizations to improve VCR

● Fly markets received 75% of spend and drove slightly more efficient CPMs, while Drive markets 
drove more efficient clicks & conversions Impressions by Format

The Arts Native creative 
drove the most 

conversions

Emails with 
Travelzoo drove the 
most clicks



October MoM SEM Highlights
Conversion comparisons YoY will continue to be inaccurate due to UA to GA4 transition.

• Spend was up 0.13% MoM and clicks were down 5.98%. CPC was down 2.79% and cost per conversion 
was down 19.59%. Impressions were up 14.97% due to Performance Max (correlation to MoM change in 
clicks and CTR discussed on PMax slide).

• CTR for Search campaigns was up 157.76%, showing improvement thanks to our efforts in removing 
search partners and display network. However, the over account CTR went down 18% due to the 
decrease in CTR from our Performance Max campaigns (they were the only campaigns to decrease 
MoM).

• CPC was down MoM to $0.35. P-Max drove the lowest CPCs at $0.15 (flat MoM).
• Cost Per Conversion was $0.34 in October which is down MoM. We also saw a 24.52% MoM increase in 

Conversions.
• 67,961 Engaged Sessions which is up 20.44% MoM - The number of sessions that lasted longer than 10 

seconds, or had a conversion event, or had 2 or more screen or page views.
• Overall, October was a steady month, with mostly solid increases in KPIs and only a few slight decreases.



October YoY SEM Highlights
Conversion comparisons YoY will continue to be inaccurate due to UA to GA4 transition

• Impressions and Clicks increased 
drastically YoY thanks to PMax ads.
• 933.27% increase in impressions
• 95.07% increase in clicks

• CPC saw a decrease of 48.8%. CTR 
saw a decrease of 81% (all campaigns 
saw decreases YoY except for Plan, 
just like the previous month’s YoY 
comparison).

Conversion Goal # of Conversions

Deal Views 210

Time on Site < 1:30 14,162

Travel Deals Discount Page Views 1,231

Total Partner Referrals 2,681

Events View 3,547

Pages Per Session > 2 5,720

Destination Guide Order 28

Newsletter Signup 3



October Performance Max Results
Performance Max campaigns saw huge increases in impressions and clicks but a decrease in CTR.

• Prospecting campaign generated 92,015 clicks at a 
CPC of $0.15 (vs. $1.52 benchmark) and a CTR of 
0.91% (vs. 4.63% benchmark)

• The retargeting campaign generated 31,327 clicks 
at a CPC of $0.17 (vs. $1.52 benchmark) and a CTR 
of 1.83% (vs. 4.63% benchmark)

• Both campaigns saw continued lower CTR and 
huge increases in impressions which indicates 
upper funnel placements that are most likely 
appearing on the display networks.

• Bounce Rate was 42% (GA4), flat MoM.There were 
35,028 Engaged Sessions (up MoM) with an 
average time on site of 1m57s (up MoM).

Conversion Goal # of Conversions

Deal Views 3

Time on Site < 1:30 10,480

Travel Deals Discount Page Views 7

Total Partner Referrals 893

Events View 787

Pages Per Session > 2 1,491

Destination Guide Order 20

Newsletter Signup 1



September YouTube Results
Precise focuses on brand safety by delivering contextually relevant ads in the moment that deliver 
high VTRs at a consistent cost.

• 291,998 views via TrueView (up MoM) for $0.04 CPV with a 75.33% VTR (up MoM).
• Top video for views was All Aboard the Sunrunner, while the top vide for VTR was Travel Vlog: 

Explore with GG in St. Pete Florida.
• Really great performance MoM
• Last month, Precise approached us with the idea of YouTube “shorts”, which is a new placement 

and will give VSPC additional exposure. We are still waiting on a detailed proposal about this 
from Precise and will pass along if we find it to be a good fit.



Appendix

Glossary of Media Terms & Partners



Media Terms

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

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

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

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

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

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

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

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


Media Partners

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

Platforms (DSPs) including Basis, Amazon, and DV360; data and inventory agnostic
● Expedia: Largest network of online travel agencies (OTAs), including Expedia.com, VRBO.com, and 

Hotels.com
● Travelzoo: Online publisher of unique travel deals reaching 28M members worldwide.
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Monthly Social Media Report - October 2023
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https://twitter.com/VSPC/status/1708658470382157965
http://www.pinterest.com/pin/53621051807138874
https://www.pinterest.com/pin/53621051783720761/
https://twitter.com/VSPC/status/1708658470382157965
https://twitter.com/VSPC/status/1708658470382157965
https://www.facebook.com/625857806253535/posts/713636587475656
https://www.facebook.com/625857806253535/posts/713636587475656
https://www.instagram.com/reel/Cyqxvdtutju/
https://www.instagram.com/reel/Cyqxvdtutju/
https://www.instagram.com/reel/CyYaB_YOxfV/
https://www.instagram.com/reel/CyYaB_YOxfV/
https://www.instagram.com/reel/CyEII8gOBdy/
https://www.instagram.com/reel/CyEII8gOBdy/
https://www.youtube.com/watch?v=1X9gKnx65-Y
https://www.youtube.com/watch?v=1X9gKnx65-Y
https://www.youtube.com/watch?v=5ibpVEGot9U
https://www.youtube.com/watch?v=5ibpVEGot9U
https://www.youtube.com/watch?v=vKHVlqz9mK4
https://www.youtube.com/watch?v=vKHVlqz9mK4
https://www.pinterest.com/pin/53621051783720761/
https://www.pinterest.com/pin/53621051783720761/
https://www.pinterest.com/pin/53621051807138874
https://www.pinterest.com/pin/53621051807138874
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