VISITFLORIDA.

2012-2013 Annual Report

Strategic Priorities Annual Highlights

To successfully market a destination as diverse and expansive as the Sunshine
State requires the dedication and commitment of a host of resources. In order
to fulfill our mission of establishing Florida as the No. 1 travel destination in the
world, VISIT FLORIDA endeavors to serve as a catalyst for maximizing the impact
of the Florida tourism industry’s efforts to promote the state to potential visitors in
the U.S. and around the globe.

Measures of Success

Financial Overview Serving Our Stakeholders

As you review this online annual report, you will find a wealth of information about
the programs and partnerships VISIT FLORIDA created or enhanced this past fiscal
year. We hope you enjoy sharing in the accomplishments that VISIT FLORIDA
achieved in 2012-2013 because none of them would be possible without the
involvement of Florida’s residents and fans, the employees in the Florida tourism
industry and all our other partners and supporters.
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Providing Leadership

Being The Trusted Source Maximizing Marketshare

Leveraging Resources

VISIT FLORIDA'’s Mission, Vision, Values & Purpose

Established by the Florida Legislature in 1996 as the state’s official tourism marketing
corporation, VISIT FLORIDA serves as the sole statewide destination marketing

organization representing the entire Florida tourism industry. As we plan and carry out

this role, the VISIT FLORIDA team follows a mission, vision, values and purpose that 1.

serve as constant reminders of our core responsibilities.

VISIT FLORIDA’s Mission 2.
is to promote travel and drive visitation to and within Florida
VISIT FLORIDA's Vision 3.
is to establish Florida as the No. 1 travel destination in the world
VISIT FLORIDA's Values 4.
are Integrity, Excellence, Innovation, Inclusiveness, Welcoming, Fun and Teamwork

5.

VISIT FLORIDA’s Purpose

is to brighten the lives of all

VISIT FLORIDA'’s Strategic Goals

For the 2012-2013 fiscal year, five Strategic Goals were identified which informed all of
VISIT FLORIDA’'s marketing goals and efforts over the past year.

Provide leadership to ensure the Florida tourism industry is competitive and
sustainable

Become the trusted source of travel information that informs and inspires travel to
and within Florida

Protect and grow Florida’s share of destination travel through integrated sales and
marketing programs that drive visitation to and within Florida

Leverage VISIT FLORIDA resources through cooperative marketing programs that
create and add value for Partners within and outside the Florida tourism industry

Put all VISIT FLORIDA resources to their highest and most productive uses to
maximize operating efficiencies and the impact of all organizational efforts

The information in the four links above provide key examples of the ways in which
VISIT FLORIDA implemented these Strategic Goals and the following Marketing
Principles to achieve the overall priorities set forth for the 2012-2013 fiscal year.
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VISIT FLORIDA'’s Marketing Principles

VISIT FLORIDA's vision — to establish Florida as the No. 1 travel destination in the
world — is ambitious, but achievable. To succeed, VISIT FLORIDA must build a
strategic marketing platform that aligns the collective interests of the Florida tourism
industry and provides integrated marketing opportunities for the industry to leverage.

In order to ensure that VISIT FLORIDA is maximizing the impact of its marketing
resources (money, time and relationships), the organization has adopted a set of
Marketing Principles that drove all strategic thinking for this fiscal year and beyond.
While each principle has value on its own merit, the greatest value for VISIT FLORIDA
is in executing these principles consistently and in concert with one another.

1.

Create Value & Add Value — First and foremost, every VISIT FLORIDA program
or initiative must create value and add value for travelers and for Industry Partners.
If the industry can produce a program at the same cost and with the same impact,
then there is no reason for VISIT FLORIDA to invest resources in the program.
VISIT FLORIDA programs must provide the Florida tourism industry a strategic
advantage and must inspire consumers with valuable information or a valuable
service.

Everything Is Co-opable — At its core, VISIT FLORIDA is a cooperative marketing
company. Since 1996, Industry Partners have invested more than $1.04 billion in
VISIT FLORIDA co-op marketing programs. Florida tourism Industry Partners
have the opportunity to leverage VISIT FLORIDA's investment in marketing
programs to maximize the impact of their individual resources.

With Scarcity Comes Clarity — Given a choice, every marketer would prefer to have
more resources to implement marketing programs. VISIT FLORIDA must prioritize

its time, energy and budget to optimize the organization and maximize the impact of
our efforts by focusing only on programs that create and add value for travelers and
Industry Partners.

Something for Everyone — There is a tendency in membership organizations to
stick to the “Fairness Doctrine,” build programs to the lowest common denominator
and provide the same benefits to all members in all cases. The result is often a
marketing structure that tends toward mediocrity. VISIT FLORIDA represents an
industry that is remarkable in its breadth and diversity and a “one size fits all”
approach simply will not work. VISIT FLORIDA has made a strategic decision

to strive to provide valuable programs for all Partners, while recognizing and
communicating that not all programs will be a good fit for every Partner.

Quality vs. Quantity — Size matters, but impact matters more. The impact of

a promotion on consumer behavior is more important than the number of people
that promotion reaches. It is important to consider how many incremental visitors
to Florida were influenced in their decision making by any given press release,
promotion, advertisement or sales effort.
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VISIT FLORIDA’s Marketing Principles continued

6.

If It’'s Worth Doing, It’s Worth Doing Right — While wise financial stewardship is
critical in all that we do, VISIT FLORIDA will not sacrifice quality to save money;

nor will we initiate a new program or continue with an existing program without
dedicating the resources necessary to make the program a success. VISIT FLORIDA
will protect our brand promise and will commit to do it right or not do it at all.

Content Is Core — Regardless of whether stories are told in advertising, on
VISITFLORIDA.com, social media or any other traditional or digital media, stories
that inspire travel to Florida are core to VISIT FLORIDA’'s marketing efforts.

VISIT FLORIDA is committed to creating, curating and distributing compelling articles,
photographs and videos that tell the Florida travel story.

Innovation — VISIT FLORIDA is committed to building a culture that encourages staff
and Partners to create more effective products, services and technologies to give
Florida a competitive advantage in the global travel and tourism industry.

Best in Class Partnerships — Just as the Florida tourism industry expects

VISIT FLORIDA to create and add value to their independent marketing efforts,

VISIT FLORIDA expects our Partners to create and add value to our internal efforts.
As a result, VISIT FLORIDA has assembled a first-class team of marketing partners
to help us do our job better. These advertising, public relations, internet development
and publishing partners bring substantial resources and expertise to execute strategic
marketing plans. Working with partners, VISIT FLORIDA is able to implement
strategic co-op marketing that significantly leverages our budget and provides
Partners with access to programs on a scale not otherwise possible.

Serving Our Stakeholders
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Strategic Priorities

Providing Leadership

As the official tourism marketing corporation for the state,
VISIT FLORIDA is committed to providing leadership to
ensure that Florida’s tourism industry remains competitive
and sustainable. To accomplish this, it is important for
VISIT FLORIDA to position itself as a thought leader and
valuable resource to key Florida tourism stakeholders.

Expanding and increasing industry engagement is a

key component for providing leadership. Buy-in and
participation from Florida tourism businesses and industry
leaders are essential for the success of VISIT FLORIDA’s
marketing objectives. In order to better educate and
engage Florida’s tourism industry, VISIT FLORIDA hosted
two key events in 2012-2013.

Held in September, the 45th Annual Florida Governor’s
Conference on Tourism offered the opportunity for more
than 800 members of the travel industry from across the
state to learn the latest in marketing strategies, obtain
critical research data, share best practices and receive
powerful hands-on marketing solutions for destination
marketing challenges. Against the backdrop of increasing
international competition and technological advancements,
177 Florida tourism industry leaders met at the annual
VISIT FLORIDA Marketing Retreat in December to

begin to set the course for VISIT FLORIDA’'s 2013-2014
Marketing Plan. During this two-day event, members
of VISIT FLORIDA’s Board of Directors and Marketing
Committees, as well as key staff and agency partners,
discussed the upcoming year’s strategic and budgetary
planning process and provided valuable input on “The
Road Ahead.”

Another way VISIT FLORIDA serves as a thought leader
and valuable resource to the industry is through the
production of its “Log-In & Learn” educational webinar
program. This effort is designed to provide Florida tourism
businesses with access to industry trends and marketing
expertise, as well as resources to assist in maximizing
their partnership with VISIT FLORIDA. During the 2012-
2013 fiscal year, the Industry Relations team conducted
12 webinars attracting nearly 1,000 participants. Topics
for the program are selected based on suggestions

from VISIT FLORIDA staff, as well as input from tourism
business Partners and information requests that come
through our Industry Hotline. The webinars, which are
free of charge, are recorded and archived in our Learning
Library.
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Providing Leadership continued

Through a leadership role in the Partnership for

Florida’s Tourism, VISIT FLORIDA joins with the Florida
Association of Destination Marketing Organizations, the
Florida Association of RV Parks & Campgrounds, the
Florida Attractions Association and the Florida Restaurant
& Lodging Association to engage with Florida legislators
on issues pertaining to Florida travel and tourism. In
March, VISIT FLORIDA helped organize the 2013 Florida
Tourism Day at the Capitol, where a record 313 industry
representatives from 39 counties traveled to Tallahassee
to meet with more than 80 legislators and government
leaders about the importance of Florida’s tourism industry
and the rationale for public funding.

To share the Florida tourism message with meeting

and incentive travel professionals, VISIT FLORIDA hosts
Florida Encounter — our premier appointment-based
tradeshow showcasing Florida destinations.

For the December 2013 event, now in its 32nd year,
VISIT FLORIDA has planned a revamped and revitalized
show that will feature the addition of sports planners

to the list of attendees and will offer a new series of
educational sessions.

In 2013, VISIT FLORIDA announced the acquisition of
Florida Huddle. The event, which has been operating
for 37 years, is the longest running travel trade show

in Florida where suppliers from around the state meet

directly with domestic and international buyers of travel
and travel media. Relationship building events that allow
buyers and suppliers to have pre-arranged face-to-face
appointments are a vital component of the Florida tourism
industry’s marketing efforts. The acquisition of Florida
Huddle provides an opportunity for VISIT FLORIDA to add
value for our Partners and offer first-hand information to
travel trade professionals from around the globe.

In order to assist world-wide travel agents with boosting
their knowledge of the Florida product, VISIT FLORIDA
partners with Worth International Media Group and
Recommend magazine to host the Florida Specialist
Program. Through the study of course materials and

the successful completion of a test in two topic areas —
General Florida and Florida Weddings — travel agents are
qualified to be placed on our website as an official “Florida
Specialist.” The two courses in the Florida Specialist
Program are the only ones in North America being
featured on the Recommend Education website — one of
the travel trade’s leading brands.

VISIT FLORIDA will continue to refine our marketing
opportunities and programs, expand and increase industry
engagement and provide valuable leadership to ensure
that the best possible marketing strategies are in place to
make Florida the No. 1 vacation destination in the world.
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' FU Thanked Governor Scott and the Florida

Legislature for their extraordinary support

of the Florida tourism industry with the

announcement of a $9.5 million increase in

¥ | funding for VISIT FLORIDA, representing a
¥ record $63.5 million for FY 2013-2014

Established the new Marketing
o | Solutions & Sales Department
tasked with managing and

.| selling VISIT FLORIDA’'s owned
and operated assets, including

2 | e-newsletters, printed maps,

! | online Epic Vacation Maker

~Ill | and other web advertising
opportunities

Joined the rest of the nation in celebrating

NATID'NAL the importance of tourism during the
Q TRAVE L annual National Travel & Tourism D

&T‘O’U R I S M Week by participating in rallies, awards
luncheons and other events to help
WEEK i b Lo spotlight the power of travel
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Conducted 196 tours of the Florida Capitol for

more than 7,000 guests during the 2013 Legislative
Session, during which time VISIT FLORIDA's staff at
the Official Capitol Welcome Center handed out
over 31,000 visitor guides, maps and brochures

Announced that 26 million visitors came

to Florida in the first quarter of 2013 — an
increase of 4.7 percent over the same period
in 2012 — making it the biggest quarter for
visitation in the history of Florida tourism
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Awarded $378,353 to 85 tourism
organizations as part of

VISIT FLORIDA'’s grants program,
which received a record 126 applications
for Advertising, Minority Convention,
Small Business and Cultural, Heritage,
Rural and Nature Tourism

Unveiled the 2013-2014 Destination

Hosted the iHeartRADIO Ultimate Pool
Party presented by VISIT FLORIDA

— a two-day music festival held at the
Fontainebleau Miami Beach that generated
60 million impressions across more than
100 Clear Channel radio, digital and social

m o

VISITFLORIDA COM

@D iHeartRADIO

ULTIMATE

Marketing Plan, which serves as the road —
map that guides all VISIT FLORIDA sales
and marketing efforts for the upcoming fiscal
year based on guidance, input and insight
_ from the Florida tourism industry
Created a new Share a Little Sunshine . . '
o . Coordinated an event in France where
PSA reminding in-state residents of the : ,
I, . Governor Scott and Florida tourism
endless opportunities for summer fun in . . .
. . L o representatives met with a contingent of
Florida and sharing creative ideas for inviting . . - .
. : » international airline executives and tour
friends and family to visit ) !
operators to discuss efforts to increase
airlift to Florida
July August September October November December January February March April May
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2012-2013 Measures of Success

While VISIT FLORIDA's successes cannot always be
measured in numbers, the following highlights illustrate the
impact of VISIT FLORIDA efforts to position Florida as the
No. 1 travel destination in the world during the past year.
Unless otherwise indicated, the numbers in this section
represent totals for VISIT FLORIDA's fiscal year, which runs
July 1 to June 30.
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$18.7 million

7.1 billion

Total number of out-of-state and international visitors to Florida*
Total number of overseas visitors to Florida*

Total number of Canadian visitors to Florida*

Total number of in-state travelers*

Total spending infused into Florida’s economy by visitors*
Number of Floridians directly employed by tourism*

Number of VISIT FLORIDA Partners and web affiliates

Number of attendees who participated in VISIT FLORIDA’s 12 tourism industry
or Partner webinars

Amount awarded to 85 grant recipients through the Advertising Matching
Grant, the Minority Convention Grant, the Small Business Grant and the
Cultural, Heritage, Rural and Nature Tourism Grant programs

Number of industry representatives from 39 counties who met with more than
80 lawmakers on Florida Tourism Day at the Capitol to advocate for tourism
marketing public funding

Industry investment in VISIT FLORIDA co-op programs

Consumer impressions generated through co-op and dedicated
VISIT FLORIDA advertising in domestic and international markets

Measures of Success

Financial Overview Serving Our Stakeholders

$76.2 million .....Media value generated from the execution of 169 promotional programs

2.7 billion .......... Consumer impressions generated from 169 promotional programs

1.2 billion .......... Earned media impressions generated through public relations and corporate
communications efforts

7.4 million ......... Visits to the consumer website, VISITFLORIDA.com

2.5 million ......... Visits to the mobile version of VISITFLORIDA.com

52,601............... Followers on VISIT FLORIDA consumer Twitter account, @VISITFLORIDA

573,483............. Likes on VISIT FLORIDA consumer Facebook account, Facebook.com/
VISITFLORIDA and Insiders Facebook accounts

143,795............. Likes on Share a Little Sunshine Facebook account, Facebook.com/
FloridaSunshine

4 T Number of contributors to the content network

361 i, Number of freelance-created pieces of content

15 Number of domestic and international VISIT FLORIDA “Insiders” who blog,
tweet, post videos, answer questions and offer Florida travel tips to potential
visitors all around the world

3157, Number of questions asked of and answered by the VISIT FLORIDA “Insiders”
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2012-2013 Measures of Success continued
2011 Blogs posted by VISIT FLORIDA “Insiders”

2,096................. Number of “hot deals” and special offers posted by 633 Partners on
VISITFLORIDA.com and meetings.VISITFLORIDA.com

739,561............. Number of travel trade, meetings professionals and consumer attendees
reached collectively by 2,788 Florida tourism Partners who participated in
VISIT FLORIDA's 82 domestic and international sales programs

2.3 million ......... Travelers who visited VISIT FLORIDA’s five Official Florida Welcome Centers

1.3 million ......... Travelers who participated in 8 monthly themed celebrations hosted at the
Official Florida Welcome Centers

3,659 Visitors who were assisted with Florida travel planning through our live
operator
$290,574........... Tourism spending generated by 3,520 room nights booked through Official

Florida Welcome Centers for reservations at hotels, state parks, campgrounds
and attractions

14.5 million ....... E-mails distributed for the Dialogue Program and other e-mail marketing
programs highlighting Florida destinations

600,000............. Total number of printed copies distributed of the VISIT FLORIDA Magazine
and the Florida Insider Magazine

1 million ............ Number of 2013 Official Transportation Maps produced in-house with support
from 42 tourism clients

*Reflects calendar year 2012 4Back |
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2012-2013 Financial Overview

Over our 17-year history, VISIT FLORIDA has been a $1.5 billion destination marketing
cooperative, matching $474 million in public funding with $1.04 billion of private

investment by nearly 12,000 Florida tourism businesses and strategic alliance partners.

As a public/private corporation, VISIT FLORIDA adheres to stringent guidelines for the
proper stewardship of the public and private funding we receive. Each year, a third-
party audit is conducted on VISIT FLORIDA's financial statements and compliance with
our state contract. VISIT FLORIDA has received an unqualified opinion every year
since our founding in 1996.

Actual Revenue: 2006-2013

(in millions of dollars)
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Financial Overview

Actual Expenses: 2012-2013

Serving Our Stakeholders

[ General & Adminisralion

N indusky Relalions & Sales

 Markefing & Evenls
W Visitor Services

Adverising
B Markeling
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Customers

Florida Tourism Industry

State of Florida

Serving Our Stakeholders

VISIT FLORIDA, the official tourism marketing corporation
for the State of Florida, is responsible for serving a wide
variety of stakeholders. The audiences that

VISIT FLORIDA serves can be divided among three
categories: customers, the Florida tourism industry and the
State of Florida.

As the state’s official source for travel planning,

VISIT FLORIDA implements integrated sales and
marketing programs to protect and grow Florida’s share
of domestic and international travel. These programs
provide opportunities for the Florida tourism industry to
reach prospective customers, which include consumers,
travel trade professionals and meeting planners. The
resources are offered directly to them through various
outlets including specialized websites, major conventions
and tradeshows, as well as advertising, public relations and
promotions.

Through relationships with best-in-class strategic alliance,
marketing and media partners, VISIT FLORIDA is able to
leverage our budget and develop cooperative marketing
programs that create and add value for the Florida tourism
industry. VISIT FLORIDA Partners, and the industry as

a whole, benefit not only from the promotional marketing
opportunities we are able to provide at a significant cost
savings, but also through the representation and advocacy
we offer at the state and national levels.

VISIT FLORIDA's ability to successfully market the Florida
tourism product and bring in more visitors helps the state
of Florida and all our residents by building and growing
businesses, creating jobs and providing family-sustaining
wages. These efforts to attract more visitors also generate
increased tourist spending that provides funding to help
build roads, support schools and pay for vital programs.
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