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See conversion breakdown below. 
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1. Home: 23,467
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2. Nights of Lights/Home: 17,579
3. Nights of Lights/Events: 12,463
4. Lodging: 8,203
5. Getaway Card: 7,863
6. Events Calendar: 6,828
7. About Nights of Lights: 6,563
8. Attractions: 6,062
9. Getaway Card iFrame: 5,723
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Top Campaigns:
September Email

CONVERSION BREAKDOWN VISITORS BY GEOGRAPHY

Guide Orders 232

Property Profile Views 21,625
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10. Events & Festivals: 5,721
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Visits by Month – 2008 vs. 2009
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International

USA                            23,909               8%
International                  2,366                27%

Unique visits for Month
Canada                          458

g

3%

Germany 72

UK               175

2%

11%


