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Compelling the world to discover Sarasota County

Who We Are
Visit Sarasota County is the official destination marketing organization for Sarasota County . 
As a 501(c)(6) organization, we operate as a public-private partnership, leveraging public 
funds derived from a small percentage of the Tourist Development Tax (TDT) with private 
sector investments from our tourism industry partners . This collaborative funding model 
enables us to amplify the impact of every public dollar, driving visitation and economic 
vitality across the region . Our vision is clear and enduring: to create a vibrant Sarasota 
County through tourism .

Why It Matters
The vitality of Sarasota County’s Tourism is supported in part by a portion of the 6% Tourist 
Development Tax (TDT) collected by visitors staying in overnight paid lodging, which directly 
contributes to Visit Sarasota County’s efforts . Tourism supports over 20,000 local jobs and 
contributes millions of dollars annually to Sarasota County’s economy .

Visitor  Spending Helps Fund

Beach 
Maintenance

Promotion  
& Marketing

Sports  
Stadiums

Capital 
Improvements

Beach 
Renourishment

Aquatic  
Nature Center

ArtsSports 
Tourism

Explore how VSC works and its organizational framework at VisitSarasotaCountyTransparency.com.

Transparency You Can Trust
Visit Sarasota County is committed to operating with integrity, accountability, and openness . 
As part of this commitment, we make a wide range of organizational resources easily 
accessible to the public . From our bylaws and strategic plan to in-depth marketing reports 
and governance framework, you can explore how VSC functions and delivers value at 
VisitSarasotaCountyTransparency .com . This platform provides insight into how we operate, 
make decisions, and partner with the tourism industry to support a thriving Sarasota County .
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Overview of the FY26 Plan
Everything we do in FY26 is rooted in intent—every tactic, dollar, and decision is 

designed to drive meaningful results . Visit Sarasota County is executing a disciplined, 
audience-first plan that ensures every investment supports our long-term mission while 
maximizing return . 

Our focus is on:
• Strategic Storytelling: Inspiring content that elevates Sarasota’s unique identity and 

connects authentically with travelers .
• Smart Engagement: Targeted efforts that guide visitors at every step—from interest   

to action .
• ROI-Driven Execution: Data-backed campaigns that turn budgets into bookings         

and impact .
• Building the Right Relationships: Attend key events and host the right clients when       

it matters most .
With every dollar, we ask: Does this move the needle? If not, it’s out . FY26 is about focusing 
our efforts with more intention—and seeing more in return . Our work is about advancing 
the County’s Strategic Plan .

Our Goals:
1 . Elevate Sarasota’s Identity Through Strategic Storytelling: Create inspiring content 

that authentically connects with travelers and showcases the county’s unique appeal .

2 . Drive Action Through Smart Engagement: Implement targeted efforts to effectively 
guide potential visitors through their journey, from initial interest to making bookings .

3 . Maximize Impact Through ROI-Driven Execution: Utilize data-backed campaigns 
and decision-making to ensure every investment translates into tangible results and 
advances the County’s Strategic Plan .

VSC Promised Deliverables
• Economic Impact
• Web Metrics- Number of engaged sessions as an indicator of reach
• PR Impressions-Total potential views from all earned media placements- print, online, broadcast
• Signals of Intent to Travel- Visitor Guide Orders & Virtual Visitor Guide Views
• Signals of Intent to Travel - Enewsletter Subscriptions & Enewsletter open rate
• Signals of Intent to Travel- Relocation Packets sent
• Meetings (Groups)- Definite Room nights booked
• Meetings (Groups)- Number of leads obtained organically at events
• Sports (Groups) -Future Sports Event Bids submitted
• Sports (Groups) - Economic Impact from events held
• Sports (Groups) - Leads
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Objectives and Tactics:

Elevating Areas of Opportunity
Reach an array of audiences
• Curate media imagery and messaging for each .
• Develop supporting content for each .

Maximize reach and impact
• Precisely target travelers based on their locations and behaviors .
• Extend Sarasota County’s reach by targeting industry shows to leverage leads 

and new business .
• Attract the rapidly growing sports teams & events market by awarding grants 

and incentives to build preference among competitors .
Communicate the Visit Sarasota brand: A place visitors feel at ease
• Amplify the stories of Sarasota County through media and influencers .

Areas of Focus
Priority Areas for Visit Sarasota County:

1. Emergency Preparedness to ensure community and visitor safety .

2. Business Engagement & Responsiveness to ensure area growth for years to come .

3. Positive Resident Sentiment to create a welcoming environment for visitors .

4 .  Focused Efforts to 7 Audiences to maximize our reach and impact .

a . Leisure

b . Nature & Outdoors

c . Arts & Culture

d . Sports

e . Meetings & Groups

f . Relocation & Workforce Development

g . New Air Service Development
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During an emergency, ensuring community and visitor safety is a top priority . While 
emergency services lead the response, Visit Sarasota County plays a vital behind-
the-scenes role by assessing the situation, adjusting messaging, and coordinating 
with area organizations and regional Destination Marketing Organizations (DMOs) to 
effectively support the community .

• VSC shares official communications through its Visitor Center  
and digital channels to keep the  informed .

• VSC coordinates with local authorities and businesses to provide  
emergency lodging for displaced residents, visitors and repair crews .

• VSC works with regional DMO offices to determine the appropriate time to resume 
promotional marketing, working with officials to ensure safety and readiness .

• VSC engages in continuous disaster preparedness planning, including local 
emergency planning, staff training and developing crisis management plans 
tailored to the tourism sector .

Siesta Key Beach

1. Emergency Preparedness To Ensure Community 
and Visitor Safety
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Visit Sarasota County collaborates closely with the local tourism industry to drive 
business and ensure area growth for years to come . We view this industry – consisting 
of hotels, restaurants, attractions and other local businesses who serve longer-term 
visitors (snowbirds) and future residents – as crucial stakeholders in our vision and 
mission to promote the destination, and we strive to support them in a number  
of ways .
• Collaboration and Support: Joint Marketing Initiatives, Supporting Local Events 

and Festivals, Trainings and Workshops .

• Keeping Businesses Full: Visitor Information Services, Promoting Area Deals and 
Packages, Generating Media Coverage About Industry Stakeholders .

• Listening to Partner Needs: Seeking Feedback, Surveys and Polls .

Venice Ave Sarasota

2. Business Engagement, 
Responsiveness & Collaboration
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To create a welcoming environment for visitors, fostering positive resident 
sentiment is imperative . When residents feel valued and included, they are more  
likely to embrace tourism, leading to a warm and positive atmosphere for everyone 
who visits .
• Programs: Our programs are also created with local residents in mind . Examples 

include Fun in the 941 deals, the Sarasota Beach Pass & Neighborhood Navigator  
app and Savor Sarasota .

• Information/Collateral: Our Visitor Centers are open to the public, the Area 
Visitor Assistant (AVA) Vehicle goes to community events, and content and maps 
produced are available to residents .

• Communication: We contribute articles to local media to explain our efforts and 
the importance of tourism . We keep residents informed and involved, empowering 
them to be active contributors to our initiatives .

• Positive Resident Sentiment: Campaigns like Savor Sarasota Restaurant Week 
and Fun in the 941 use programming and advertising to inspire locals to explore, 
support, and take pride in their community .

The Bay Sarasota

3. Positive Resident Sentiment Towards Tourism
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Paid Media
Website

Content & Social Media
Earned Media & Public Relations

Visitor Services
Meeting & Group Sales

International Sales
Sports

Incentives & Grants

To maximize our reach and impact, we strategically target 7 key audiences 
with carefully curated messaging and imagery delivered across multiple tactics 
and channels proven most effective for each audience .

This gives us the ability to communicate the Visit Sarasota brand to a variety 
of consumers year-round, from travelers interested in the arts & region to softball 
coaches and everyone in between .

Each area of practice is designed to engage one or more of our priority 
audiences—maximizing ROI for Sarasota County through strategic, impact-
driven outreach .

4. Focused Efforts to Our 7 Audiences
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Audiences (Behaviors, Demographics, Geographics, 
and More!)

Leisure

Indulge in  a  sense of  inner
and outer  well - being.

FloridasCulturalCoast.com

W here the ar t s 
come natural ly.

FloridasCulturalCoast.com

The leisure audience includes people 
planning vacations or fun trips . 
Multiple areas of our budget work 
together to inspire this group and 
influence their decision to choose 
Sarasota County as their destination .

Understanding and refining our target audiences means using behavior to identify who they are, while 
demographics and geography help us reach them with greater precision .

Behaviors: 
• Audiences are first identified by their behaviors—what they watch, buy, attend, search, or share
• These behavioral signals indicate intent and interest, which guide where we focus our marketing efforts

Narrow the Focus: 
Among SRQ flight markets of origin, we use Behavioral Insights to refine targeting through:

• Demographics: Age, Gender, Income, Household Status
• Geographics: Where they live, travel from, or frequent
• Psychographics: Interests, Values, Lifestyles
• Custom Segments: Past Visitors, Sports Fans, Arts Enthusiasts, etc .

Examples: 
• For arts & culture tourism, we often market to international travelers with a demonstrated interest in 

creative experiences .
• In sports tourism, we seek event-driven travelers across regions- even globally- based on their event 

engagement behavior .
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Audiences

Relocation 
& Workforce 

Development

The relocation and workforce 
development audience includes 
people thinking about moving to 
Sarasota County . Since every future 
resident starts as a visitor, we use our 
efforts to highlight the area’s quality of 
life and attract new talent .

Arts & Culture

The arts and culture audience 
includes visitors who are drawn to 
creative experiences like museums, 
performances, and local art . Our 
budget helps promote Sarasota’s 
rich cultural offerings to capture the 
interest of this group .

The uplif t ing and the 
i l luminating ,  per formed dai ly.
E x p e r i e n ce s t i r r i n g p e r fo r m a n ce s o n 
F l o r i d a ’s  Cu l t u r a l  C o a s t ®.  A n d fe e l  m o re 
at  e a s e a n d yet  m o re i n s p i re d i n  t h e s a m e 
m o m e nt .  P l a n yo u r  get a w ay to d ay.

Siesta Beach

Ringling Underground

Circus Sarasota FloridasCulturalCoast.com

Live inspired .  Work any where.  
Thrive in  Florida’s  Cultural  Coas t .
S a r asota Co unt y isn ’ t  jus t  a  p la ce to v is it— it ’s  a  p la ce 
to ca l l  h om e.  W ith s tun n ing G ulf  Coas t  v iews ,  a  th r iv ing 
b usin ess ecos ys tem ,  a n d a nat iona l ly  recogn ized a r t s 
a n d culture scen e ,  S a r asota of fer s  th e p er fec t  ba la n ce 
of  wor k a n d inspir at ion .  From co - wor k ing spa ces 
to wor ld - class th eater s ,  a r t  ga l ler ies ,  a n d cul ina r y 
excel len ce ,  F lor ida ’s  Cultur a l  Coas t  is  wh ere yo ur 
ca reer  a n d creat iv it y  f lo ur ish .  Wor k wh ere yo u w a nt  
to l ive — m a ke S a r asota h om e.

V is it  WorkWhereYouWantToLive.com  to l e a r n m o re 
a b o ut wo r k ing a n d l i v i ng in  S a r a s ot a Co u nt y.

Nature & 
Outdoors

The nature and outdoors audience is 
made up of travelers looking for scenic 
beauty and outdoor experiences . Our 
budget supports efforts that highlight 
Sarasota County’s natural assets to 
attract and engage this group .

B reathe in  nature, 
exhale joy.
Sarasota’s  abundant natural  wonders 
have a  way of  making you feel  both 
relaxed and elated in  the same moment .

VisitSarasota.com

Venice Pier

Myakka State Park

Sarasota Bay

Meetings & 
Groups

The meetings and group sales 
audience includes meeting and event 
planners . We promote our event 
spaces and amenities to attract 
their conferences and gatherings . 
We build relationships with meeting 
planners and others who influence 
group travel and connect them to 
applicable properties and venues . We 
offer incentives based on actual room 
nights and targeted concierge services 
to ensure we land the business against 
our competitive set .

Where meetings thrive
and connec tions come alive.

SarasotaMeetings.com

The Bay Park

The St. Regis Longboat Key Resort

Impress at tendees with Sarasota’s  
inspir ing backdrops ,  from bay front 
meetings to beachfront stays .

Longboat Key Club Resort
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Audiences

New Airline 
Service 

Development

Sports

Visit Sarasota County, the Bradenton 
Area Convention & Visitors Bureau and 
the Sarasota Bradenton International 
Airport continue to collectively 
spearhead the New Airline Service 
Development . This marketing initiative 
aims to boost the visibility and appeal 
of our local airport by targeting new 
routes into the area with strategic 
campaigns . With a collaborative 
community spirit, this program aims to 
elevate the region’s connectivity and 
tourism potential .

The sports audience includes sports 
rights holders and coaches looking for 
locations to host events, tournaments 
and training . Our team promotes our 
top-notch venues to bring in groups 
that drive strong economic impact . 
We build relationships with the 
right holders and coaching staff and 
connect them with the right venues for 
their needs . We offer grants based on 
actual room nights, and publicity value 
to ensure we land these groups that fill 
our accommodations .

Some places are just hard to beat .
From world- class competitions to team training camps , 
Sarasota Count y of fers the per fect blend of year-round 
sunshine and scenic backdrops .  With el ite venues and 
spor ting faci l it ies ,  our coastal  paradise attracts athletes 
and event organizers from al l  corners .  Whether you’re 
planning a tournament ,  training in the of f-season or 
attending a championship event ,  Sarasota del ivers  
an unbeatable experience.

Sports .VisitSarasota .com

N atha n B ender son Pa rk

1515 VISIT SARASOTA |  FLEX FULL WRAP MOCK-UP Please note: artwork may shift slightly based on make, model of the vehicle(s) selected.

Supporting Content
While we focus our high-level marketing and sales efforts on the previously 

mentioned key audiences, we know Sarasota County has many incredible stories to 
tell . We use content and pitching to media to help us tell these wonderful stories .



11

FY26 Annual Plan Tactics
Visit Sarasota County employs marketing and sales tactics that span a diverse 

array of audiences, and each is strategically targeted to maximize reach and impact . 
This chart shows how each VSC department will work to communicate the value of the  
Visit Sarasota brand to those audiences in Fiscal Year 2026 .

Paid Media
Digital X X X    X
Print X X X    X
Out of Home X X X    
New Airline Service Development X       X
Multichannel Campaigns X   X X X 
Regional Multichannel Campaigns        

Earned Media & Public Relations
Press Trips X X X    X
Media Missions X      
Press Outreach X X X  X X X
Community Outreach       

Digital Content & Social Media
Short-Form Videos X X X    
Long-Form Videos X  X  X  
Monthly Enewsletter  X      
Dedicated Enewsletter  X X    
Florida’s Cultural Coast® Podcast X  X    
Dedicated Social Posts X X X X X X X

VisitSarasota.com
Dedicated Landing Page  X X X X X X 
Dedicated Website Content X    X X 
Gallery of User-Generated Content X X     
Personalized Homepage Experiences X   X   
Florida’s Cultural Coast® Podcast Integration & Promotion X  X    
360 Photos of Hotels & Venues     X X 
Meetings Toolkit Microsite (AI Chatbot)     X X 
Sarasota Beach Pass and Neighborhood Navigator Pass       

Meetings & Group Sales
Elite Event Concierge Program X    X  
Luxury Leisure FAMs & MICE Tradeshows X      X
Local Industry Partnerships for Hosting & Exhibiting X      
Host Industry Association Meetings in Conjunction w/ Sporting Events      X 
Expand Meeting Sales Representation     X  
Pitch Area Assets at Tradeshows & Sales Missions & During FAMs  X X  X  X
Capture Leads for EDC to Meet w/ CEOs & Entrepreneurs    X   

International Sales
Pitch Area to Sports Rights Holders & Governing Bodies      X X
Pitch Area to Travel Trade & Media Focused on MICE Travel at Tradeshows X    X  X
Promote Assets to Travel Trade & Media at Tradeshows & FAMs X X X    X
Feature Offerings in Print & Digital Tour Operator Campaigns X X X    X

Visitor Services
Staff Visitor Centers X      X
Area Visitor Assistant (AVA) X     X X
Provide Welcome Bags to Visiting Athletes            X 
Distribute VSC/EDC Relocation Collateral in Relocation Packets       X      
Front Desk Training Programs for Industry       X
Sarasota Beach Pass and Neighborhood Navigator       
Pass Reward Management
Savor Sarasota On-site Activations       

Sports
Collateral for Attendees X      X
Pitch Area to Sports Rights Holders & Governing Bodies  X X  X X X
Promote Area as Relocation Option to Athletes,    X   
Coaches & Fans at Sporting Events

F Y26 Annual  Plan Tac tics
V i s i t  S a r a s ot a C o u nt y e m p l oy s m a r ket i n g a n d s a l e s t a c t i c s  t h at  s p a n a d i ve r s e 
a r r ay of  a u d i e n ce s ,  a n d e a c h i s  s t r ateg i c a l l y  t a rgete d to m a x i m ize re a c h a n d i m p a c t . 
T h i s  c h a r t  s h o w s h o w e a c h V S C d e p a r t m e nt w i l l  wo r k to co m m u n i c ate t h e v a l u e of 
t h e V i s i t  S a r a s ot a b r a n d to t h o s e a u d i e n ce s i n  F i s c a l  Ye a r  2 0 26 .

C O U N T Y

LeisureAUDIENCESTACTICS SportsMeetings 
& Groups

Nature & 
Outdoors

Arts & 
Culture

Relocation 
& Workforce 
Development

New Airline
Service

Development
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FY26 Strategy Budget
October 1, 2025 - September 30, 2026
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Website

Visit Sarasota County

WEB, CRM, ENEWSLETTER, MOBILE

 Detail  2026 
Budget 

 2025 
Budget 

CRM 27,500            27,500      28,700    
Domain renewals 1,500              1,500        1,800      

Adobe Renewals 600                 600           600         

Mobile Apps / Third Party Platforms / Event Calendar 5,000              5,000        4,000      

Monthly Web Services 106,250    106,250  
106,250          

Special Projects and web enhancements 60,000      60,500    
60,000            

Training on Trends / Tools 3,000              3,000        3,000      

Contingency 5,000              5,000        6,400      

Total Website Budget 208,850          208,850    211,250  

This budget includes maintaining our websites, and our customer relationship management tool . It also includes 
platforms needed to run our campaigns and promotional programming .
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Public Relations

Visit Sarasota County

EARNED MEDIA/PUBLIC RELATIONS

 Detail  2026 
Budget 

 2025 
Budget 

Media Development 38,000      70,000      
Media Monitoring Service 12,000 
Press Trip Expenses (Domestic & International) 20,000 
Image Bank 6,000 

Outreach 27,000      36,000      
Media events / Missions (VF, STS, & VSC) 15,000 
Public Relations Society of America (PRSA) 3,000 
Society of American Travel Writers (SATW) 2,000 
Award Entries (Compilation/fees) 1,000 
Bandwango (VIP Pass/Beach Pass) 6,000 

Media Development 7,000        7,000        
Florida Public Relations Association (FPRA) 4,000 
STS Marketing College 3,000 

International In-House PR 20,000      3,000        
IPW 20,000 

Projects: 40,000      40,000      
40,000 

Contingency 3,000        4,000        
3,000 

USA/National PR FIRM RETAINER  160,000 160,000    150,000    
INTERNATIONAL PR FIRM RETAINER - - - 

Total Earned Media/Public Relations Budget 295,000 295,000    310,000    

To generate positive media coverage, this budget allocates resources for outreach to media and influencers . 
Our tactics involve immersive familiarization tours for VIPs and targeted story pitches within key markets and 
industry shows .
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Content & Social Media
To grow audience engagement we invest in the creation of compelling, multi-format content and the dynamic 
management of social media platforms . These expenditures encompass the full lifecycle from planning and 
production to optimization and distribution .

New Airline Service Development Program
This budget allocates funds for our collaborative airline service development program with the Bradenton Area 
CVB and SRQ Airport . These funds support strategic advertising campaigns in new markets to drive awareness 
and ensure the long-term success of the routes, benefiting both visitors and residents .
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Paid Media & Creative
This budget includes all paid advertising efforts including SEO and SEM . This budget also includes creative needs 
such as print, broadcast and digital advertisements for our targeted audiences along with the design of collateral 
needed to attract visitors .

Research
This budget supports our third-party research firm in their efforts to capture accurate visitor data through various 
methods such as intercept surveys . The resulting insights deliver economic indicators and drive more effective   
and efficient marketing decisions .
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This budget encompasses three main categories: promotional printing, community support, and industry 
engagement . Promotional printing includes collateral and programs for events like Sarasota Day with the Orioles 
and Braves Spring Training . Community support extends to area fireworks and the Mote Beach Conditions report . 
Finally, the budget covers dues for various tourism associations, providing valuable opportunities to connect 
directly with travel influencers and conference organizers at key industry shows .

Promotion
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Visitor Services
This budget covers the operational expenses of our visitor centers and Area Visitor Assistant (AVA/RV) program, 
as well as visitor services, for which we rely heavily on volunteer support .
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Group Sales
Visit Sarasota County

MEETING AND LEISURE GROUP SALES

 Detail  2026 
Budget 

 2025 
Budget 

Tradeshows, FAMS & Site Visits, Event Sponsorships 237,750   128,250 
VSC Hosted FAMs & Site Visits 10,000       
EDC Collaborative Sales Efforts 10,000       
Incentive Live - Co-op 12,000       
Northstar Leadership 11,000       
Destination Southeaast 7,500         
Northstar Luxury and Wellness 7,000         
IPEC Independent Planner Ed Conf 8,250         
Smart Meetings 2 -  3 shows Co-op 24,000       
Small and Boutique meetings 7,000         
SITE Global/Classic/incentive 2 - 3 shows 20,000       
IMEX  4 partner- Co-op 80,000       
FSAE 7,000         
PCMA Educon 4,000         
NCBMP 5,000         
Sales Missions 5,000         
Connect Marketplace Booth 5,000         
Rendezvous South 5,000         

Resources & Tools 122,130   113,350 
Lead Generation Program 43,000
Meeting Incentive Program 35,000
DMAI Economic Impact Calculator 4,500
Virtual 360 Tour Platform 12,000
Prestige Partnership 12,030
Mileage 600            
Destination Services 15,000       

Memberships 163,300   33,830   
HelmsBriscoe Partnership 8,000         
MPI - Meeting Prof. International 530            
FSAE- Florida Society Association of Executives 275            
PCMA 970            
SITE - Society of Incentive Travel Execs. 500            
Brand USA 2,625         
NCBMP 400            
Meeting Representation 150,000     

TRAINING ON TRENDS 11,000     7,000     
Simpleview Summit - Sales Coordinator 4,000         
PCMA Education (2 tracks) 7,000         

Advertising & Promotion 6,000       6,000     
Printed Collateral 1,000         
Promo Items 5,000         

Contingency 10,000     11,570   
Contingency - Future Opportunities 10,000       

Total Meeting and Leisure Group Sales Budget 550,180     550,180   300,000 

Meeting & Leisure Group: Meeting Sales Representation -            -          200,000 
Meeting & Leisure Group: new meeting shows & econ dev trade events -            -          80,000   

Total Meeting and Leisure Group Sales Budget with One-Time Projects 550,180     550,180   580,000 

Continued on next page

This budget includes the expenses for outreach to those who bring group travel to Sarasota 
County such as meeting planners . We attend many shows where we build relationships 
with those who book group travel, and bring back leads to area hotels who then book 
business . We contract with a sales representative to help us in these efforts .
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Group Sales Continued
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International
This budget supports our international outreach efforts . Our FY26 revised strategy prioritizes 
engaging international tour operators and media at US-based industry shows, while maintaining UK 
and German travel trade and PR representation, along with in-market campaigns and activities .
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Sports

Continued on next page

This budget supports our efforts to attract sports business to Sarasota County by engaging with event rights 
holders and coaches . Through attendance at relevant industry shows, we build relationships with these 
influential figures, showcasing our sports facilities and offerings to generate business and increase demand 
for accommodations .
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Sports Continued



24

Postage

Telecommunications

This budget includes expenses for postage, including shipping visitor guides 
and relocation packets .

This budget includes expenses for our telecommunication needs such as phone services 
and wifi/internet .
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Administration

Management Fee

This budget includes expenses that provide us with computers, IT support, office supplies           
and legal expenses .

This amount is capped at $50,000 by Sarasota County Government and the actual expenses          
of our administrative offices, including our lease, is covered by private dollars .

This budget covers the salaries and a portion of the healthcare/benefits for the VSC team . A percentage 
of the team’s salaries is funded through private sources .
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