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DESTINATION 
ACCOLADES

# 2 Be st Is land  in the  US, Trave l + Le isure
      Mag azine , 2nd  conse cutive  ye ar
# 1 Be st Is land  in the  US, Global Trave le r, 
      2nd  conse cutive  ye ar
# 10  Be st Be ach Town in the  South,  
      Southe rn Living
# 3 Most Charm ing  Sm all-town 
      Downtowns, HGTV
# 10 Be st Sum m e r Trave l De stina tion,
      USA Tod ay



DESTINATION
ACCREDITATION
Destination Marketing 
Accreditation Program (DMAP)  
serves as a visible industry 
distinction that defines quality 
and performance standards in 
destination marketing and 
management. 



DESTINATION 
ALLOCATION

Be ach - 10%
Trave l Trad e  -  10%
Ad m inis tra tion -  15%
Marke ting  -  65%

FY26 Bud ge t -  $11.6M



DESTINATION CHECK

Ove r the  pas t ye ar:
• We athe r im pacts                                      

(De bb ie , He le ne , Milton; Snow & Ice )
• Runaway Infla tion – s till 2.7% annually
• Econom ic  unce rta inty
• Inte rna tiona l boycotts
• Short ad vance  bookings



Headwinds

• Am e ricans  d ownsizing  sum m e r vaca tions  – 
shorte r/ c lose r to  hom e  (25% le ss  spe nd ing )

• Le ss  pe op le  taking  vaca tion tim e  in June . 
Lowe st le ve l s ince  pand e m ic

• Cre d it ba lance s  re cord  $1.2 trillion
• 56% trave l le ss  this  sum m e r (source : SSRS)
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Pre side nt & 
Partne r
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Analytics



DESTINATION 
OUTLOOK

De stina tion Pe rform ance

Trave l Tre nd s



TRAVEL TRENDS
Pe op le  a re  s till trave ling , but…

Inte rna tiona l Trave l

JOMO

Off-the -Be ate n Pa th Exp lora tion

Booke d  for the  e ve nt, s taye d  for the  be ach

Multige ne ra tiona l Trave l

Te chnology and  Pe rsonaliza tion



52.0  -  AVERAGE AGE of Vis itor

$146,200  -  Ave rage  Annual HOUSEHOLD INCOME

3.7 d ays  -  Ave rage  LENGTH OF STAY

2.8 pe op le  -  Ave rage  PARTY SIZE

39% - FIRST TIME VISITORS

99% - WOULD RECOMMEND AMELIA ISLAND

99% - VISITOR SATISFACTION

97% - PLAN TO RETURN
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A BRAND ON A MISSION



Emotional Connection = Memorability





BRAND EVOLUTION



TRUTH-FINDING EXERCISE













FACT FINDING & AUDIENCE 
UNDERSTANDING 



Endless 
welcome

Reality and 
fantasy

You’re in control 
of time

Be a stylish 
original

No emotional 
positioning



Top-Ranking Tangible Benefit Statements 



EMOTIONAL POSITIONING



Relaxation, 
refined

Your kind of 
unwind

Your kind of 
unwind

Your kind of unwind 
vs Clearly for you

Your kind of unwind 
vs What comes 

naturally

Relaxation, refined vs 
What comes naturally

Relaxation, refined vs 
Wander well

Your kind of 
unwind

Clearly for you

What comes 
naturally
Making 

memories
Relaxation, 

refined

Wander well

Manifesto Statements 



WINNING BENEFITS STATEMENT

There’s a place where the gentle pull of the tides inspires you to 
wander more freely. To relax. To let go. To do you. To simply be 

present with yourself, your loved ones, and with the world around 
you. Let the ocean breeze guide you as the feeling of total 

relaxation takes hold. This is your kind of unwind.







FY2026 MARKETING PLAN
Am e lia  Is land  Conve ntion & Vis itors  Bure au Te am



Our commitment to sustainable tourism is not just an 
am bition; it is  a  colle c tive  re sponsib ility towards the  

p re se rvation of our natural tre asure s, the  e m powe rm e nt of 
our com m unity, and  the  cultivation of m e aningful conne ctions 

with e ve ry trave le r who g race s our shore s.

STRATEGIC MARKETING



DESTINATION TEAM

Com m unity -  Maurie  Dug g e r

Me ssag ing  (channe ls , m arke ts , aud ie nce ) -  Kare n Had le y

Socia l & PR - Mad ison Jozsa

Spe c ia l Eve nts  & Sponsorships  -  Marie la  Murphy

Re se arch, Analytics / Partne r Re la tions  -  Nate  Aron



OBJECTIVES
Prote c t Stre ng th Within Pe ak Sum m e r 

Vis ita tion

De ve lop  Should e r Se ason

Optim ize  Eve nts

Drive  De stina tion Groups  and  Me e ting s  

Busine ss

Expand  Ind ustry Exposure  of the  

De stina tion



OBJECTIVES
Optim ize  Inte rna tiona l Efforts

Inte g ra te  and  Expand  Mainland  Offe ring s

Support, Le ad , and  Insp ire  Tourism  Ind ustry 

Partne rs

Op tim ize  Marke ting / Me ssag ing

Boost Positive  Vis itor Re la te d  Econom ic  

Im pact



Q & A



Presentation Communications

Acce ss  to  p re se nta tion and  
vid e os  a t

Am e lia Is land .com / Partne rs

Scan to  re ce ive  m onthly 
partne r ne wsle tte rs  and  s tay 

ac tive  with your CVB



THANK YOU!
Friendly reminder to tip your valet.
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