
PAID MEDIA PERFORMANCE
Overall

Clickthrough rate measures the percentage of delivered digital ads that are clicked on vs. the number of digital impressions served. The overall clickthrough rate for the Meetings campaign in Q3 
2018 is 0.30%, nearly four times the industry benchmark of 0.08%. In terms of individual media partners, MNI Programmatic, Convention South, SAE Texas, and MPI (New York) all posted 
clickthrough rates near or over 0.5%, with Pulsepoint and MNI Programmatic posting the best efficiencies.

QUARTERLY PERFORMANCE REPORT

Visit Jacksonville - Meetings

FY 2018 - Quarter 3 (April to June, 2018)

SITE TRAFFIC TO VISITJACKSONVILLE.COM/MEETINGS

SITE TRAFFIC BY MARKET + RFPs

Meetings Page - Traffic by Source

Visits to the VisitJacksonville.com Meetings page were up 111% in Q3 2018 versus Q3 2017, continuing on the strong gains we experienced in Q1 and Q2. Fiscal year to date, the 
Meetings page is up almost 200%. MNI Paid Search drove the highest level of traffic in Q3, with MNI banner also driving significant traffic to the meetings page as 
well. In the time since SEM went live in February, traffic to the meetings page has doubled.

Top Markets by Site Traffic RFPs (Cvent)

New York, Orlando, and 
Houston drove the most out-
of-market traffic to the 
Meetings page during Q3.

Dallas, which we targeted 
during Q3, entered the top five, 
and Boston and Miami showed 
the same strong growth YoY on 
the meetings side that they did 
with leisure.

Cvent is a media partner that specializes in tracking RFP submissions for meetings. 

Total RFPs were up 4% in Q3 2018, though as we’ve seen throughout the fiscal year, 
RFP values and event sizes have been consistently smaller this year than last.


