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Consumers Exposed to Discover Puerto Rico’s Media are  

88% More Likely to Arrive on the Island 

San Juan, Puerto Rico, June 16, 2021- Numbers from a variety of independent sources suggest that Puerto 

Rico is seeing the benefits of Discover Puerto Rico’s strategy, with a positive rebound in our local tourism 

economy and many positive signs pointing to continued recovery on the horizon. Much of the Island’s 

Destination Marketing Organization’s (DMO) success can be attributed to the exceptional digital 

marketing strategies and tactics that form the foundation of Discover Puerto Rico’s marketing and 

branding efforts. During the monthly Industry Update, together with Nate Huff, the Senior Vice President 

of Miles Partnership, Discover Puerto Rico presented their latest efforts with a focus on digital activity and 

results. 

Leisure booking trends continue to exceed expectations, with above-average occupancy rates delivering 

strong yield in both the hotel and independent rental sectors. These demand numbers are confirmed by 

airport arrivals from Aerostar. There is an 89% correlation between arrivals and occupancy, which is a very 

strong indicator that these increasing arrivals are what is driving rising occupancy. 

“Using online tracking technology, Adara is able to track consumers after exposure to Discover Puerto 
Rico digital advertising. This tracking includes monitoring searches and bookings for Puerto Rico flights 
and hotels. Since the beginning of 2021, Adara has tracked more than $460 million in hotel bookings after 
exposure to Discover Puerto Rico digital marketing. In addition to the total hotel revenue generated after 
consumers saw our advertising, it shows how many flight and hotel searches that generated as well as the 
number of bookings,” explained Alisha Valentine, Director of Research and Analytics of Discover Puerto 
Rico. 

Since Adara only tracks hotel bookings and knowing that the rental market now makes up more than a 
third of the Island’s lodging demand, it is expected that those consumers Discover Puerto Rico has reached 
in the first five months of the year with digital advertising will spend more than $3 billion on their trips to 
Puerto Rico. Which means, that in the first five months of the year, the DMO has been able to influence 
more bookings than all of 2019.   
 
The advertising being placed by Discover Puerto Rico with the federal funding received is pushing demand 
higher. Demand is driving record revenues and tax collections, while at the same time the average daily 
rate (ADR) of local hotels for May was $241, 29% higher than 2019. The data from Adara shows the ADR 
of consumers exposed to the DMO’s digital marketing is 29% higher than the average paid in the market 
last month.    
 
“Discover Puerto Rico is currently in the market with a very robust media program, with both CDBG-DR 
and CARES Act funds. Those investments have allowed us to generate unprecedent demand and traffic, 
with over 86.8 million impressions across digital video and over-the-top (OTT) for the month. In May, we 
were able to tie over $3 million worth of revenue in hotel bookings that were attributed directly to our 
media efforts. According to Arrivalist, lift has risen to nearly 88%, which means those who are exposed to 
our media are 88% more likely to arrive on the Island. This is a 13% increase month over month,” 
mentioned Liz Mabe, Digital Marketing Director of Discover Puerto Rico. 
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The Discover Puerto Rico website continues to perform exceedingly well with strong increases tied to the 
DMO’s media campaigns. May had more than 2 million pageviews. All sessions are up, bounce rate is 
down and time on site is up, both month-over-month and year-over-year. Seeing these numbers, the DMO 
is certain that they are reaching the right audiences with their advertising.   
 

Finally, Nate Huff, the Senior Vice President of Miles Partnership, which is the DMO’s digital marketing 
agency, provided an overview of the changing search landscape, explaining Google's new Core Web Vitals 
Update and what it means to local businesses. He also provided an update on what related to the ever-
changing world of online privacy and advertising tracking and attribution.  
 
“While we are encouraged by these very positive indicators, we know we cannot celebrate just yet. This 
pent-up demand will eventually level off, and reality will set in. The key question is, will our Island be 
prepared to remain competitive when that happens? Therefore, it is so key for us to lock down 
promotional funding for the rest of 2021 and into 2022. Other destinations are stepping up their efforts 
and we cannot afford to be left behind. I am hopeful we’ll receive the resources needed to continue 
setting records. We believe our best days in tourism lie before us, and not behind us, and we are 
committed to making that our shared reality,” finalized Brad Dean, CEO of Discover Puerto Rico.  
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