
Sarasota Convention & Visitors Bureau, Inc. dba VISIT SARASOTA COUNTY 

Request for Proposal (“RFP”) for Destination Strategic Planning, January 3, 2018 

(RFP#2018-1)  

 

VISIT SARASOTA COUNTY (“VSC”) invites submissions of proposals from qualified 

firms authorized to do business in the State of Florida for the creation of a destination 

strategic plan 2020-2025 for VSC and the community. 

 

Section A:  Visit Sarasota County General Background 

1. VSC is a 501 (c) 6 corporation located in Sarasota, FL.  VSC contracts with 

Sarasota County Government to provide tourism marketing and promotion 

services funded by a portion of the Tourism Development Tax (TDT) collected by 

all hotel and rental stays under six months in Sarasota County and four 

municipalities.  VSC operates on an October 1-September 30 fiscal year.  VSC’s 

FY 2018 Marketing Budget is $6.3 million in TDT funds matched with an 

addition $850,000 in private sector funding. 

2. In FY 2017, Sarasota County collected $21 million from its 5% TDT.  There are 

15,820 lodging units in Sarasota County with condos accounting for the largest 

number, 45.15% of all units.  Hotels/motels represent 32.33% of the inventory 

while houses are 11.49%.  However, hotels/motels surpassed condos in TDT 

revenue generation for the first time in FY2016.  Siesta Key and the City of 

Sarasota make up two-thirds of the TDT collections. 

3. To achieve its goals, the VSC markets Sarasota County as a leisure tourism 

destination with very strong cultural assets as well as natural assets, targets small 

meetings and conferences, leisure groups and has a significant emphasis on sports 

events.  In 2017, Sarasota hosted the World Rowing Championships.   

4. The mission of Visit Sarasota County is to make Sarasota County the must-

experience destination on Florida’s Gulf Coast. 

5. Overarching goals of the current marketing program are to increase Sarasota 

County brand awareness and consumer interactions, which are key demand 

generators.  Benchmarks include increase in the number of visitors and their 

spending, increase in TDT collections, growth in market share as measured by 

new visitors and growth in number of visitors influenced by VSC’s advertising 

campaigns. 

6. The VSC developed its current Tourism Strategic Plan 2020 in 2012-13.  A copy 

of that plan and the outcomes associated with the plan are in Attachment A.  The 

VSC Board of Directors and staff completed a Destination Next Assessment in 

2016 and that assessment is Attachment B. 

7. Since the development of the Tourism Strategic Plan in 2013, the destination has 

built the only internationally-sanctioned rowing facility in the U.S., a professional 

BMX course, a second MLB Spring Training baseball facility to open in 2019, a 

$21 million renovation to the Siesta Public Beach, named Number 1 U.S. Beach.  

The destination ended a drought of hotel construction, with 14 new hotels and a 

total of 1,700 rooms opening in Sarasota County in 2017-2018. 

8. Sarasota County has a significant number of professional cultural institutions with 

international reputations such as The Ringling, Sarasota Ballet, Sarasota Opera, 



Asolo Theatre, Florida Studio Theatre, Sarasota Orchestra, and Van Wezel Hall.  

It is home to Ringling College of Art & Design. 

9. Sarasota County has 40 miles of Gulf of Mexico coastline with miles of beach 

parks, its citizens have approved referendums that have preserved 35,000 acres of 

environmentally sensitive lands, and it is home to Florida’s most diverse natural 

areas in Myakka River State Park. 

10. In 2015-2016, VSC undertook a significant re-branding research and creative 

process.  Information on that process can be found on the VSC Brand Toolkit and 

the research will be available to the firm for the planning process. 

      http://www.visitsarasota.com/feel-ease-sarasota-county. 

11. VSC conducts a variety of research including monthly visitor profiles, quarterly 

and annual in-depth visitor profiles, STR, emotional mapping, annual 

partner/membership surveys, focus groups etc.  In addition, special studies have 

been conducted including a Visitor Mobility Survey and a Visitor Information 

Survey in FY 2017.  All of these studies will be available as part of the planning 

process. 

12. The FY2018 VSC Business Plan and Budget can be found here: 

http://www.visitsarasota.com/sites/default/master/files/VSC_2018%20Tourism%20M

arketing%20and%20Business%20Plan_FINAL_LO-

RES_SINGLE%20PAGES_0.pdf 

 

Section B:  Scope of Services 

1. The VSC is soliciting proposals from qualified firms to provide services to the 

VSC, the VSC Board of Directors, and the local tourism industry partners in the 

creation of a Destination Strategic Plan 2025 (the “Plan”).  The Plan will inform 

and guide the VSC as it grows its current tourism base in a very uncertain fiscal 

and political environment in Florida and at the local level.  The Plan will provide 

guidance to the Board of Sarasota County Commissioners on priorities for the use 

of TDT. 

2. The selected firm will provide consulting, research, report writing and 

presentation services to the VSC to develop the Plan.  

3. The Firm will provide the following services: 

a. Interviews with key stakeholders and influencers. 

b. Interviews with VSC leaders, staff members and partners. 

c. Tourism asset assessments. 

d. Lead strategic discussions with various community groups. 

e. Research various destinations against which our area should compare and 

benchmark itself. 

f. Final presentation powerpoint and Plan. 

 

Section C: Key Goals for the Plan 

1. Ensure that funding and program development are aligned among VSC, its 

partners, government entities, non-profits and that the Plan meets the long-term 

goals of the community. 

http://www.visitsarasota.com/feel-ease-sarasota-county
http://www.visitsarasota.com/sites/default/master/files/VSC_2018%20Tourism%20Marketing%20and%20Business%20Plan_FINAL_LO-RES_SINGLE%20PAGES_0.pdf
http://www.visitsarasota.com/sites/default/master/files/VSC_2018%20Tourism%20Marketing%20and%20Business%20Plan_FINAL_LO-RES_SINGLE%20PAGES_0.pdf
http://www.visitsarasota.com/sites/default/master/files/VSC_2018%20Tourism%20Marketing%20and%20Business%20Plan_FINAL_LO-RES_SINGLE%20PAGES_0.pdf


2. Identify and assess gaps in the tourism, sports, nature, and cultural infrastructure 

to include identification of potential new or enhanced tourism demand generators 

and strategies to enhance attractions, events or assets to drive demand. 

3. Recommend actions to increase visitor flow across all segments (leisure, 

meetings, sports etc). 

4. Assessment of the effectiveness of VSC’s marketing programs and 

recommendations to improve these initiatives.  Examine VSC impact in 

marketplace compared to its direct competitors with their much larger budgets. 

 

Section D: Deliverables and Timeline 

1. A comprehensive inventory of major existing and planned tourism amenities and 

product in Sarasota County that could be leveraged for the tourism industry.  This 

inventory should include the amenity name, description, address and discussion as 

to how it could be better leveraged to attract visitation to the destination. 

2. An assessment of the current tourism product in Sarasota County, analysis of 

areas of current strength and future opportunities and a comparison of Sarasota 

County to three peer or aspirational destinations. 

3. A study of regional infrastructure to support increased levels of visitation based 

upon industry norms. 

4. An evaluation of Sarasota County’s strengths, weaknesses, opportunities and 

threats. 

5. Identification, evaluation and prioritization of any key product or infrastructure 

deficiencies in the area.  This evaluation should provide recommendations for 

making the best use of current infrastructure and identifying what additional/new 

infrastructure is needed.  The goal would be for the Board of Sarasota County 

Commissioners and officials with the four municipalities to use this information 

to prioritize the types of products our area needs, ones that require additional 

investment and the uses of the TDT. 

6. Comparisons with similar destinations that have been successful in bringing 

multiple municipalities together to grow tourism. 

7. An assessment of the effectiveness and adequacy of the current destination 

marketing program and recommended strategies to improve these initiatives.  

Particular emphasis should be provided on how the VSC can enhance these efforts 

to ensure growing visitation and visitor spending.  This assessment should include 

recommended operating guidelines for the programs to achieve the desired 

development results and the contractual relationship between Sarasota County and 

VSC. 

8. Presentation of the approach will be given at the VSC Board Retreat on April 19, 

2018, a preliminary presentation of the Plan to the VSC Board on October 18, 

2018, a final presentation of the Plan to the Tourist Development Council in 

December 2018 or January 2019 and a final presentation to the Board of Sarasota 

County Commissioners in February or March 2019.  The final community 

presentation would be made in May 2019 as a part of the annual Tourism Week 

Luncheon.  Except for the April 19 VSC Board Retreat, all of these dates have 

some flexibility. 

 



 

Section E: General Information for Respondents 

1. VSC is committed to ethical behavior in its procurement processes, and requires 

all VSC employees and vendors adherence to VSC Code of Ethics. 

2. Reserved rights:  VSC reserves, in its sole discretion, the following rights: 

(a) To exclusively determine whether any aspect of the proposal, or the proposal 

in its entirety satisfactorily meets the criteria established in this RFP;  

(b) To seek clarification from any respondent;  

(c) To solicit subsequent proposals from any respondent or respondents 

submitting a response;  

(d) To modify the scope of work to be considered for this project, and determine 

which respondents will be notified, in order to resubmit a revised proposal 

meeting the modified scope of work as determined by VSC; and 

(e) To reject any or all responses with or without cause. 

3.   In the event that this RFP is withdrawn by VSC, or VSC elects not to proceed 

for any reason, VSC shall incur no liability to any respondent for any costs for 

expenses incurred in connection with the preparation and submittal of the 

respondent’s RFP response or any other submission prepared by respondent. 

4. Failure of the respondent to attend a mandatory conference regarding this RFP 

may result in being disqualified as a qualified respondent by VSC. 

5. The respondent selected by VSC shall be required to submit proof of insurance. 

6. The respondent shall have or obtain all necessary permits or licenses required for 

the operation of said business if performing services for VSC within Sarasota 

County, Florida. 

7. Any person or affiliate as defined by Florida Statute who has been placed on the 

convicted vendor list following a conviction for a public entity crime MAY NOT 

submit a bid or a contract to provide any goods or services to VSC. 

8. Indemnification requirements: 

a. The respondent shall pay on behalf of or indemnify and hold harmless VSC 

and Sarasota County Government from and against any and all claims, 

actions, damages, fees, fines, penalties, defense costs, suits or liabilities which 

may arise out of any act, neglect, error, omission or default of the respondent 

arising out of or in any way connected with the respondents or respondent’s 

sub-contractor’s performance or failure to perform under the terms of any 

contract resulting from the RFP. Depending upon the nature of the services 

being provided, additional indemnification requirements may apply. 

b. If professional services are to be provided, as defined by Section 287.055, 

Florida Statutes, the following indemnification requirements apply: 

Pursuant to Florida Statutes Section 725.08(1), the design professional shall 

indemnify and hold harmless VSC and Sarasota County Government from 

liabilities, damages, losses, and costs, including but not limited to, reasonable 

attorneys’ fees, to the extent caused by the negligence, recklessness, or 

intentionally wrongful conduct of the design professional and other persons 

employed or utilized by the design professional in the performance of the 

contract.  



c. The respondent shall pay all royalties and license fees for equipment or 

processes in conjunction with the equipment and/or services being furnished. 

Respondent shall defend all suits or claims for infringement of any patent, 

trademark or copyright, and shall save VSC and Sarasota County harmless 

from loss on account thereof, including costs and attorney's fees.  

9. Respondents located in Sarasota County must comply with the Local Business 

Tax ordinance.  It shall be the responsibility of the respondent to obtain a current 

local business tax receipt from the Sarasota County Tax Collector 

(www.sarasotataxcollector.com). 

10. Due Diligence:  Due care and diligence have been exercised in the preparation of 

this RFP, and all information contained within is believed to be substantially 

correct.  However, the responsibility for determining the full extent of the 

services or goods being solicited rests solely with the respondent. 

11. By submitting a response to the RFP, the respondent certifies that he/she has not 

divulged to, discussed or compared his response with any other respondent’s 

submittals and has not colluded with any other respondent or parties to this 

response whatsoever. 

12. The respondent shall be prohibited from assigning, transferring, conveying, 

subletting, or otherwise disposing of its responsibilities under the resulting 

Agreement, or its rights, title or interest therein or its power to execute such 

Agreement to any person, company, corporation, or partnership without prior 

written notice and consent and approval of VSC which may withhold consent 

and approval at its sole discretion. 

13. The respondent shall be required to execute a contract agreement prepared by 

VSC, which shall establish the rights and responsibilities of both parties in the 

final agreement.  The contents of the resulting contract may differ from the terms 

set forth in the RFP. 

14. All documents and plans provided to VSC by respondent as part of the response 

to said RFP shall become the exclusive property of VSC. 

15. Respondents acknowledge that all documents submitted with their response are 

subject to disclosure under Florida public records laws, Florida Statute Chapter 

119.  If a respondent wishes to claim exemption from disclosure to the public 

records law for any of its documents submitted, the respondent must cite the 

specific statutory exemption being asserted. 

http://www.leg.state.fl.us/Statutes/index.cfm?App_mode=Display_Statute&URL

=0100-0199/0119/0119.html 

16. Protests:  Any supplier that has submitted a proposal or a bid, and who believes 

that they have been aggrieved in connection with the solicitation or award of a 

contract, may protest the solicitation or the award action by communicating with 

VSC’s centralized point of contact for the procurement process, to request 

materials necessary for the filing of a formal protest.  Protestors must notify the 

VSC’s point of contact via email within three (3) business days of the electronic 

notice of recommended award. 

 

Section F:  Term 

http://www.sarasotataxcollector.com/
http://www.leg.state.fl.us/Statutes/index.cfm?App_mode=Display_Statute&URL=0100-0199/0119/0119.html
http://www.leg.state.fl.us/Statutes/index.cfm?App_mode=Display_Statute&URL=0100-0199/0119/0119.html


The term of the resulting contract will be for two (2) periods beginning on March 23, 

2018 until September 30, 2018 and from October 1, 2018 to May 30, 2019. 

 

Section G: Budget 

1. It is envisioned that this project will span FY 2018 and FY 2019.  The approved 

budget in FY 2018 is $80,000.  VSC is asking firms for their pricing to complete 

the Plan in FY 2019.  The cost of travel to Sarasota and work in Sarasota should 

be included in the overall firm fee. 

 

 

 

Section H:  Qualifications Sought 

1. In order to be considered a qualified supplier, all firms which VSC is considering 

to be included in this RFP should be normally engaged in performing the type of 

work specified by this Request for Proposal.  Firms should ideally be engaged in 

this type of work for a minimum of five (5) years to be considered a qualified 

supplier.  Determination of satisfactory evidence of responsibility and satisfactory 

ability to perform the required services by the respondent shall be made solely by 

VSC Review Committee. 

2. VSC Review Committee reserves the right to reject any or all proposals and to 

request on-site visits at the offices of any of the firms submitting proposals prior 

to making final recommendations to VSC management or VSC Board of 

Directors. 

3. Firm should be experienced working with tourism destination clients.  Interested 

firms must be able to demonstrate measurable success in projects on behalf of 

tourism destinations. 

4. Firm should have the size and resources to successfully handle the account the 

size of VSC.  

 

Section I:  Response Format and Deadlines 

1. Submission Deadlines:  All respondents shall include one original and seven (7) 

signed copies of the proposal plus one (1) digital copy on a USB containing a 

single PDF file which comprise the proposal and must be received no later than 

4:00 PM on February 2, 2018 EDT at the administrative offices of VSC, 1777 

Main Street, Suite 302, Sarasota, FL 34236.  Responses received after that time 

shall be deemed invalid, unqualified responses, shall not be considered, and shall 

be discarded.  It shall be the sole responsibility of the respondent to have its 

proposal delivered to VSC administrative office for receipt on or before the stated 

time and date. 

2. File Size Restrictions:  Every effort should be made by the respondents to ensure 

that the file size of the proposal does not exceed 10 MB, in order to accommodate 

electronic distribution and storage of documents. 

3. Interpretation/Addenda:  No interpretation or clarification of the meaning of the 

proposal documents will be binding if made to any respondent orally.  Every such 

request for clarification must be made by email, addressed to Shantel Norman, 

snorman@visitsarasota.org, designated as the centralized point of contact for this 

mailto:snorman@visitsarasota.org


RFP.  Telephone inquiries or individual meetings are not permitted.  VSC shall 

not be responsible for oral interpretations provided by any VSC employee, 

representative, or others.  As a result of receipt of written submissions to VSC 

requesting clarification or interpretation, VSC shall, if it deems necessary, provide 

clarification notices or addenda to said Request For Proposal on its website, and 

VSC will attempt to notify via email all prospective respondents who have 

provided their contact information to VSC.  Electronic written statements issued 

by VSC shall be the only official method whereby interpretation, clarification or 

additional information shall be provided to all potential respondents.  In all 

instances, it shall be the responsibility of each respondent, prior to submitting its 

proposal, to contact the VSC central point of contact, Shantel Norman at 

SNorman@visitsarasota.org to determine if addenda have been issued and to 

make such addenda a part of the respondent’s proposal.  Any questions regarding 

clarification or interpretation, etc., must be submitted to VSC central point of 

contact Shantel Norman prior to 4:00 PM on January 25, 2018. All questions and 

their answers will be posted to http://www.visitsarasota.com/information/public-

information under Request For Proposal #1801 on January 26, 2018.  No 

additional questions will be entertained after that date.  Respondents may not 

modify nor transfer their proposals to any other companies and/or respondents 

after the submission of same to VSC.  

4. All qualified proposals will be reviewed by a Review Committee made up of 

Sarasota area tourism industry professionals and VSC staff.  The review 

committee will meet on February 14, 2018, in Sarasota County, Florida to review 

and rank the RFPs.  Oral presentations by the respondents may be required at the 

discretion of the Review Committee.  The date for oral presentation, if required, 

will be February 27, 2018 in Sarasota County, Florida.  If no oral presentations 

are requested, the Committee’s selection and recommendation to the VSC Board 

of Directors shall be based on its assessment of the response that best meets the 

needs of VSC at the sole discretion of VSC. 

5. Determination of satisfactory evidence of responsibility and satisfactory ability to 

perform the required services by the respondent shall be made solely by VSC 

Review Committee.  The Review Committee reserves the right to reject any or all 

proposals, and to request on-site visits at the offices of any of the firms submitting 

proposals prior to making final recommendations to VSC Board of Directors. 

6. VSC may or may not request additional information or clarification of submitted 

materials during the evaluation process.  VSC may or may not request oral 

presentations and may award the contract based solely on the basis of written 

proposals. 

7. VSC Review Committee will submit information pertaining to the respondent 

with the highest aggregate score to VSC Board of Directors for approval at its 

March 15, 2018 meeting.   

 

Section J:  Selection Criteria 

Following is the description of VSC’s evaluation criteria, including the potential 

maximum number of scoring points that may be awarded in that category: 

mailto:SNorman@visitsarasota.org


20 points Clarity and thoroughness of proposal as it relates to accomplishing project 

goals. 

20 points Creative and comprehensive approach incorporating all components of 

tourism, economic and community development. 

15 points Qualifications of firm(s) and personnel assigned to project incorporating 

experience in destination planning. 

15 points Evidence of the ability to provide thorough, salient and practical plans and 

recommendations by providing examples of past relevant work of the firm 

(s). 

15 points Plan for community involvement and consensus building. 

15 points Pricing  

5 bonus points Business located in Sarasota County or neighboring counties of Manatee, 

Desoto or Charlotte.   

 

 

Section J:  Response Qualification Format 

Proposals submitted must contain, at a minimum, the information listed below.  The 

evaluation of proposals will consist of, but is not restricted to, these points.  Answers 

should be as succinct as possible.  Respondent, for purposes of review and evaluation, 

shall answer all questions.  Responses must be tabbed to match the requirements as set 

forth in the RFP. 

 

Tab A: Corporate information to include cover letter with company name, address, phone 

number and project contact and email is required.  The letter should include a statement 

of the firm philosophy, goals or guiding principles. 

Tab B: Firm’s approach to accomplishing the project goals to include recommended 

methods for engaging the VSC Board, staff, civic and community organizations and VSC 

partners. 

Tab C: Qualifications of the firm related to destination planning, resumes for key 

personnel that will be used on the VSC project.  An identification of all firms anticipated 

to comprise the final project team and biographical information on their assigned 

personnel. 

Tab D: Evidence of the ability to provide a thorough, salient and practical Plan and at 

least three (3) examples of past relevant work of the firm and project team in destination 

strategic planning. 

Tab E: A budget for services to be performed based upon the scope inclusive of all 

expenses.  It is preferred that any expenses related to travel to Sarasota be included in the 

fee. 

Tab F: If claiming local preference, please provide local business tax receipt issued from 

appropriate government entity in Sarasota, Manatee, Charlotte or Desoto Counties. 
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VSC VISION 
Sarasota County will be a vibrant, cutting-edge destination  

that offers the finest mix of culture, art, nature, sports,  
entertainment and business opportunities  

with the most beautiful, award-winning beaches in America. 
 
 
 
 
 

VSC MISSION 
To position Sarasota County  

as the must-experience destination on Florida’s Gulf Coast. 
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2020  
SARASOTA COUNTY 
TOURISM 
STRATEGY 
 
 

 
 
GOAL ONE: 
CONTINUE TO DEVELOP AND COMMUNICATE  
THE DESTINATION’S BRAND ESSENCE 
  
Objective A 
Analyze consumer and industry research regarding the Sarasota County Experience to 
identify shifts in visitor perceptions. 
 
 Tactic: In its annual business plans, VSC will budget for research programs  
  and focus group studies. 
 
 Timeline: 2014-2016 
 
 
Objective B 
Monitor global consumer and industry trends to identify new markets that would 
resonate with the Sarasota County experience. 
 
 Tactic: In its annual business plans, VSC will budget for research programs and  
 involvement with national and international tourism organizations to monitor  
 consumer and industry trends. 
 
 Timeline: 2014-2016 
 
 

 GOAL ONE 

 



 

Objective C 
Update and refine the brand message and marketing mediums, as dictated by 
research, to effectively tell the Sarasota County story. 
 
 Tactic: In its annual business plans, VSC will take the Colors campaign  
 and its public relations programs to a new level of engagement. 
 
 Timeline: 2014-2016 
 
 
Objective D 
Diversify the destination’s traditional domestic leisure visitor base with meetings, 
groups, sports and international business. 
 
 Tactic: In its annual business plans, VSC will plan for strong sales programs  
 for meetings, groups, sports and international markets. 
 
 Timeline: 2014-2016 
 
 
Objective E 
Develop collaborative promotions to highlight the arts and culture of Sarasota County. 
 
 Tactic: In its annual business plans, VSC will create opportunities for collaborations,  

cooperative marketing and public relations opportunities for this key market segment 
 
 Timeline: 2014-2016 
 
 
Objective F 
Establish Sarasota County as a premiere culinary destination. 
 

Tactic: Build on culinary promotions such as Savor Sarasota Restaurant Week and 
agri-tourism assets to reach national culinary media outlets. 
 
Timeline 2014-2016 
 

 
Objective G 
Develop new promotions for outdoor recreation and ecotourism. 
 

Tactic: Utilize popularity of bicycling and birding to expand Discover Natural Sarasota. 
 

Timeline 2014-2016 
 
 
ANTICIPATED OUTCOMES by 2020: 
 
 • Achieve 1 million overnight visitors per year. 
 • Achieve top-of-mind awareness as an international destination. 
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GOAL TWO:  
ADVOCATE FOR DESTINATION ENHANCING 
DEVELOPMENT 
  
Objective A 
Fully utilize regional assets to position Sarasota County as a national  
and international sports destination. 
 
 Tactic: Working with the Sarasota County Sports Commission and area facilities,  
 VSC will submit bids for international events that can best utilize  
 regional assets.  It is envisioned that there will be strong collaboration  
 in this effort with neighboring DMOs and the Florida Sports Foundation. 
 
 Timeline: 2014-2017 
 
 
Objective B 
Support development of additional eco-tourism  
and outdoor recreation opportunities. 
 
 Tactic: Working with Sarasota County Government, State Parks  
 and private entities such as Audubon, VSC will identify new  

or expanded eco-tourism and outdoor recreation opportunities using the Discover 
Natural Sarasota platform.  

 
 Timeline: 2014-2016 
 
 
Objective C 
Partner with the Sarasota County Arts Alliance to be more proactive  
in cultural tourism product development. 
 
 Tactic: VSC will engage and encourage the Arts Alliance to pursue opportunities  
 for the development of new arts projects throughout the County. 
 
 Timeline: 2015-2017 
 
 

 GOAL TWO 

 



 

Objective D 
Engage area colleges and universities as partners in enhancing the visitor economy. 
 
 Tactic: VSC will work with the County’s Colleges and Universities  
 to maximize campus attractions and facilities as well as attract visitors  
 to their campuses and events. 
 
 Timeline: 2015-2017 
 
 
Objective E 
Support efforts to increase hotel development in Sarasota County. 
 
 Tactic: VSC will provide research data to public and private sector concerns  
 that have an interest in appropriate hotel development in the County. 
 
 Timeline: 2014-2016 
 
 
Objective F 
Work to protect and promote existing air service into the Sarasota Bradenton 
International Airport (SRQ) and support strategic opportunities for new service to 
SRQ and seek partnerships with area DMOs for regional airlift. 
 
 Tactic: VSC will take a more proactive role in attempting to secure     
 additional routes into the region. 
 
 Timeline: 2014-2016 
 
 
Objective G 
Engage Sarasota County and municipal governments regarding  
the importance of enhancing the aesthetics of the destination. 
 
 Tactic: VSC will work with area governments to encourage  
 wayfinding signage programs and enhance entrances  
 and the aesthetics of major thoroughfares. 
 
 Timeline: 2017-2020 
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Objective H 
Support the continued maintenance and enhancement  
of the destination’s waterfront experiences. 
 

Tactic: VSC will work with area governments to elevate the Sarasota County 
Beach Experience to the highest possible level. 

 
 Timeline: 2017-2020 
 
 
Objective I  
Provide expertise in the community discussion of a public meeting facility  
and, if developed, ensure that government provides adequate and appropriate 
funding for the sales effort to position the facility for success. 
 
 Tactic: VSC will serve as the community’s resource for data and analysis  
 regarding the feasibility and viability of a public meeting facility. 
 
 Timeline: 2017-2020 
 
 
 
ANTICIPATED OUTCOMES by 2020: 
 
 • Sarasota County successfully hosts national and international sports events. 
 • Sarasota County is recognized as a preferred meetings destination. 
 • Enhanced visual and wayfinding aesthetics and signage 
  make Sarasota County a top destination. 
 • Sarasota County will see the addition of two full service hotels  
  and three select or limited service hotels. 
 
 

 



 

 
 
GOAL THREE:  
ELEVATE THE VISITOR EXPERIENCE  
THROUGH ENHANCED VISITOR SERVICES 
  
Objective A 
Encourage resident engagement in promoting Sarasota County. 
 
 Tactic: VSC will develop programs to utilize the passion of area residents  
 to invite and welcome visitors to Sarasota County. 
 
 Timeline: 2014-2016 
 
 
Objective B 
Utilize the Visitor Information Center and Visitor Information Vehicle  
to deploy trained destination ambassadors. 
 
 Tactic: VSC will develop training programs designed to enable ambassadors  
  to provide a superior level of customer service to visitors. 
 
 Timeline: 2014-2016 
 
 
Objective C 
Develop training programs to prepare residents to welcome  
an increasingly diverse visitor. 
 
 Tactic: VSC will develop education and training programs for area residents  
 to create a welcoming environment for visitors from around the world. 
 
 Timeline: 2014-2016 
 
 
Objective D 
Continue to utilize technology in delivering visitor services. 
 
 Tactic: VSC will continue to monitor and deploy the latest technologies  
 to attract and meet the needs of the travel consumer. 
 
 Timeline: 2014-2020 
 
Objective E 
Continue to make the online Calendar of Events on visitsarasota.org  

 GOAL THREE 
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the central source of information for destination events and activities  
and enhance services with a centralized ticketing program. 
 
 Tactic: VSC will develop the region’s premier source of event information  
 and ticketing. 
 
 Timeline: 2014-2020 
 
 
ANTICIPATED OUTCOMES by 2020: 
 
 • Attract one hundred more residents to be ambassadors for Sarasota County. 
 • Increase visitation and visitor spending through engagement of authentic  
  invitations from residents. 
 
 

 



 

 
 
GOAL FOUR: 
INCREASE INVESTMENT INTO TOURISM PROMOTION 
AND DEVELOPMENT 
  
Objective A 
Increase public and private investment into tourism marketing. 
 
 Tactic: VSC will research, analyze and propose funding strategies  
 to increase the destination’s competitiveness. 
 
 Timeline: 2014-2017 
 
 
Objective B 
Continue to work with the Florida Association of Destination Marketing 
Organizations (FADMO) on destination development initiatives and incentives  
on a Statewide level. 
 
 Tactic: VSC will provide leadership for Statewide efforts to develop new ways  
 to increase visitation to Florida and Sarasota County. 
 
 Timeline: 2016-2020 
 
 
Objective C  
Work with Destination Marketing Association International  
and the U.S. Travel Association on issues  
such as streamlining beach renourishment and visitor access to visas. 
 
 Tactic: VSC will engage both national and international trade associations  

in advocating for measures that will increase visitation to Florida and Sarasota 
County. 

 
 Timeline: 2014-2017 
 
 
ANTICIPATED OUTCOMES by 2020: 
 
 • Increase public and private Investment in VSC to at least $10 million. 

• Creation of destination development incentives that spur destination defining 
developments. 

 • State and national tourism priorities reflect Sarasota County’s needs. 

 GOAL FOUR 
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THE PROCESS 
In order to develop an actionable Strategic Planning process, recommendations and 
documentation, Visit Sarasota County, in collaboration with Zeitgeist Consulting, 
entered into the following process: 
 
1) Review of Existing Data and Planning Documents. Zeitgeist staff analyzed past 
research data, corresponding documentation (including past Strategic, Tactical, 
Business and Marketing Plans) and past and present marketing initiatives (including 
collateral materials, advertising and online/mobile/social efforts). From this data and our 
conversations with Management, the firm crafted the research instruments and 
questions required for this project. 
 
2) Industry Stakeholder Survey. Using email lists of local stakeholders and selected 
local residents provided by VSC, Zeitgeist launched an online survey to measure their 
opinions regarding the county’s future as a tourism destination...and their expectations 
for VSC’s role.  
 
3) Interviews with Key Stakeholders. Zeitgeist conducted over 20 face-to-face 
interviews (and a number of phone conversations) with key community leaders, as 
identified by VSC, to dive deeper into the opportunities before the destination.  
 
4) Strategic Planning Retreat with the VSC Board of Directors & Community 
Leaders. Zeitgeist led a fast-paced, interactive half-day retreat with the VSC Board and 
a select number of Community and Industry Stakeholders. During the session, the 
discussion focused upon a series of exercises and conversations to identify the 
markets, strategies, tactics, opportunities and threats seen by the Strategic Planning 
Team. By the close of the session, the participants had developed an extensive list of 
suggestions for further analysis, as well as a clear consensus on a handful of concepts 
and market opportunities. 
 
5) Analysis & Development of Draft Recommendations. Armed with the research 
findings and the wide-ranging discussions captured at the Board and Stakeholder 
Retreat, Zeitgeist culled the concepts down to those that were deemed the most viable  
of opportunities.  
 
6) Community Focus Groups. Zeitgeist facilitated three Focus Groups in Sarasota 
County to present draft recommendations for review and comment. From these 
sessions, the final draft recommendations for the Tourism Strategic Plan were 
developed. 
 
7) Presentation of the 2020 Strategic Plan to the VSC Board. The Draft Tourism 
Strategic Plan was presented to the VSC Board for review and comment. From that 
session, edits were made and the final draft was readied for review by the Board of 
County Commissioners.

 



 

ONLINE SURVEY 
During September and October of 2012, Zeitgeist Consulting administered an online 
survey of community leaders to form a basis of understanding for the development of 
the Tourism Strategic Plan. 201 responses were collected, and broken out by 
Hospitality Industry, Government and Other Business and Non-Profit interests. The 
following is a synopsis of findings: 
 
 • 99% of respondents classified Tourism as “Extremely Important” or  
  “Very Important” to Sarasota County’s economy. 
 
 • All three groups believed that targeting the Leisure Travel Market  
  was the most important for Visit Sarasota County to pursue. 
 
 • Beaches were identified as the top attraction to be marketed by all respondents,  
  followed by Arts & Culture and Outdoor Recreation. 
 
 • Hospitality and Other Businesses/Non-Profits believe that enhancing  
  Sarasota County Beaches is the most important development agenda for  
 the destination.  A Conference Center was the second-most       
 recommended addition from those two groups.    
 
 • Government respondents rated the development of Tournament-grade  
  Sports Complexes as the most important next step in enhancing the destination.  
 
 • All respondents rated Traffic Congestion as the most significant weakness  
  of the destination. Lack of Nightlife was the second-most mentioned concern. 
 
 • Respondents ranked Visit Sarasota County highly for its professional staff  
  and creative marketing success. All groups regarded its limited budget  
  as a significant challenge to successfully competing for visitors to the destination. 
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INTERVIEWS & COMMUNITY INPUT 
During October and November 2012, Zeitgeist Consulting conducted face-to-face interviews 
with 25 key community stakeholders, including members of the Tourism Development Council 
Board of Directors and the Board of County Commissioners. These conversations were 
designed to better understand the future visions of these community leaders as the Tourism 
Strategy was developed for the destination. Among the key findings from these interviews: 
 
 • Fairly unanimous support for developing more Tournament-grade Sports Facilities. 
 
 • Broad appreciation of the job that VSC is doing with its limited budget. 
 
 • Some support continues to exist for a high-end Conference Center. 
 
 • Tourism is viewed by many as a key tactic in attracting prospective new residents  
 and investors to “test drive” Sarasota County. 
 
 
Finally, Zeitgeist facilitated three Community Listening session in Sarasota County in 
January 2013. The first of these sessions was staged in Venice and produced the 
following ideas, opportunities and concerns:  
 
 • High number of volunteers are available thanks to exceptional community pride. 
 
 • VSC should target family relatives in their messaging. 
 
 • The destination needs a centralized Calendar of Events. 
 
 • Scheduling for festivals and sporting events need to be better coordinated  
  and spread throughout year.  
 
 • Bicycling (both touring and competitive) is a growing opportunity. 
 
 • Many county businesses could really benefit from education  
  on new marketing tactics and assistance in the coordination  
  of their marketing and packaging. 
 
 • More lodging development is needed for the southern half of the county. 
 
 • An eco-friendly resort would be a true asset. 
 
 • A heavier emphasis on drawing visitors in the summer should be considered. 
 
 • VSC should maximize Venice’s notoriety as the Shark Tooth Capital of the World. 
 

 



 

 • VSC should step up promotion of natural amenities, such as kayaking, birding  
 and fishing. 
 
 • Destination development around North Port should include a bridge  
  to Carlson Preserve and connecting the Legacy Trail to the city. 
 
 • Enhanced use of trolleys would both assist visitors to the destination  
  as well as ease vehicular congestion. 
 
 • Venice would benefit from additional lighting to counter safety concerns by some. 
 
 • Rest room facilities are desperately needed at Myakka State Park. 
 
 
The next of these Listening sessions was staged in Siesta Key and produced the 
following ideas, opportunities and concerns: 
 
 • VSC has the opportunity to engage the entire community to be ambassadors  
  and support the visitor economy. 
 
 • VSC should capitalize on the county’s culinary sophistication  
  and the growing interest in Food Tourism. 
 
 • Better signage could alleviate the perception of limited parking  
  in Downtown Sarasota, Siesta Key and St. Armands Circle. 
 
 • VSC should increase its focus on marketing the destination’s  
  Historic, Architectural and Cultural strengths. 
 
 • VSC should develop executive briefings to community association leaders  
 throughout the county to better quantify the ROI of its efforts. 
 
 • The destination needs a centralized Calendar of Events. 
 
 • Scheduling for festivals and sporting events need to be better coordinated  
  and spread throughout year. 
 
 • VSC should switch more resources to online, mobile and social media. 
 
 • Personal concierges should be in every hotel,  
  especially since international visitors prefer to interact with people. 
  
 • The destination should work to enhance the beach experience  
  (cabanas, rentals conveniently located & improved parking). 
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 • The destination should capitalize on opportunities at all regional airports  
  to welcome and inform the visitor.  
 
 • The destination needs an outdoor performing arts venue.   
 
 • The destination should develop a dedicated sports tournament facility for youth sports. 
 
 • Destination-wide wayfinding signage should be approached with Manatee County. 
 
 • Arts need to be more accessible and visible, possibly through artist relocation  
 incentives and arts/music districts. 
 
 
The final Listening session was staged in Sarasota and produced the following ideas, 
opportunities and concerns: 
 
 • Engage county residents through a “See it like a Native” program, capturing  
 testimonials from locals. 
 
 • VSC should develop a new poster each year to help generate local pride. 
 
 • VSC should market Sarasota to the arts communities in the Northeast  
  (“Like the arts scene here...you’ll love the arts in Sarasota County”). 
 
 • Residents need to gain a more sophisticated view of the impact of the visitor economy. 
 
 • The destination needs more sports volunteers  
  with additional destination information. 
 
 • VSC should increase resources in online, mobile and Social Media,  
 encouraging partners to like, link, retweet, etc. 
 
 • The destination needs more nightlife options for visitors and a bigger venue to  
 celebrate its circus heritage (maybe housing a Summer Circus Camp for kids). 
 
 • Increased public transportation to beaches and parks is needed. 
 
 • The destination is in critical need of enhanced wayfinding signage. 
 
 • A greater emphasis on eco-tourism is needed with more infrastructure, signage  
 and concessions. 
 
 • The destination would benefit from a boardwalk on the beach. 
 
 • More destination ambassadors should be deployed at all regional airports. 
 

 



 

 • Investigate opportunities to involve New College more effectively  
  in the meeting and convention market. 
 
 • The Heritage Trail system needs to be completed. 
 
 • The Tourism industry needs to be more engaged and show support at TDC 
meetings.   
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APPENDIX A 

PARTICIPANTS 
The Strategic Planning process included a broad cross-section of the Sarasota County 
community. From one-on-one interviews with key destination stakeholders and community 
leaders to listening sessions and workshops, over 160 people participated in the process. 
 
Community Leader 
Interviews   
Name Title Organization 

Nora Patterson Commissioner  
Sarasota County Board of County 
Commissioners 

Mark Huey President EDC of Sarasota County 

Jeff Maultsby 
Business & Economic 
Development Sarasota County Government 

Christine Robinson Commissioner  
Sarasota County Board of County 
Commissioners 

Randall Reid County Administrator Sarasota County Government 

Joseph Barbetta Commissioner  
Sarasota County Board of County 
Commissioners 

Carolyn Mason Commissioner  
Sarasota County Board of County 
Commissioners 

Jon Thaxton Commissioner  
Sarasota County Board of County 
Commissioners 

Laura Williams 
Director of Florida Operations 
and VSC Board Baltimore Orioles  

Brad Jencks GM and VSC Board Ritz-Carlton, Sarasota  

Paige Hartmann  Owner / Chair, VSC Board Inn on Siesta Key  

Maria Bankemper  GM and VSC Board Best Western Plus-Gateway Siesta Key  

Andy Dorr SVP and VSC Board Githler Development 

Kerry Kirschner Executive Director Argus Foundation 

Steve Quieor President/CEO 
Greater Sarasota Chamber of 
Commerce 

Pete Norden GM and VSC Board  Clear Channel Radio Sarasota  

Steven High 
Executive Director and VSC 
Board 

The John & Mable Ringling Museum of 
Art  

Rick Piccolo President  Sarasota Bradenton International Airport 

Michael Klauber Proprietor and Treasurer Michael's on East and VSC Board 

Paul Blackketter  Benderson Development Co. 

Elliott Falcione President 
Bradenton Area Convention & Visitors 
Bureau 

Kelly Romanoff 
Marketing Manager and VSC 
Board Gulf Coast Community Foundation  

John Ryan President/CEO Venice Area Chamber of Commerce 

Kat Quast Executive Director Venice MainStreet 

Linda Mansperger 
Executive Director and VSC 
Board Historic Spanish Point  

Sharon Cunningham President and TDC Member Cunningham Properties  

Ed Braunlich GM and TDC Member Hyatt Siesta Key Beach 

Jon Robinson 
Park Manager and VSC 
Board member Myakka River State Park 

 



 

Erin Bryce  
Community Outreach 
Manager City of North Port 

Carolyn Mason General Manager Sarasota County Parks & Recreation 

Danny Schult Assistant City Manager City of North Port 

Gene Vaccaro Manager Warm Mineral Springs 

Kevin Cooper Executive Director Siesta Key Chamber of Commerce 

Bob Waechter 
TDC member 
 Tourist Development Council 

   
   

Nov 15 Strategic Planning 
Kick-Off   
Debbie Allen Private Dining Director Fleming's Prime Steakhouse 

Maria Bankemper General Manager 
Best Western Plus - Gateway Siesta Key 
Hotel 

Joseph Barbetta County Commissioner Sarasota County Commission 

Richard Bradshaw  Bentley's Boutique Hotel 

David Brenner Commissioner Town of Longboat Key Commission 

Dave Bullock Town Manager Town of Longboat Key Commission 

Raymunda Burgman Associate Provost New College of Florida 

Douglas Cherry Attorney Shumaker Loop & Kendrick LLP 

Cihan Cobanoglu 
Dean, School of Hotel & 
Restaurant Mgmt. 

University of South Florida Sarasota-
Manatee 

Mark Cunningham Asst. County Administrator Sarasota County Government 

Martin Currie  atLarge, Inc. 

Amanda Drake  MMGY Global 

Erin Duggan Communications Director Visit Sarasota County 

Andrea Evans Account Director Miles Media 

Pamela Fendt 
Marketing Dir. & CHAIR of 
VSC Marketing Committee John & Mable Ringling Museum of Art 

Robert Ferguson Director of Sales Holiday Inn Lakewood Ranch 

Bernadette Gottschalk Partnership Devel. & Sales Visit Sarasota County 

Erin Gray Acct. Services Principal ChappellRoberts 

Stephanie Grosskreutz Managing Director Visit Sarasota County 

Virginia Haley President Visit Sarasota County 

Teri Hansen President/CEO 
The Gulf Coast Community Foundation 
of Venice 

Paige Hartmann Owner The Inn on Siesta Key 

Steven High Executive Director 
The John & Mable Ringling Museum of 
Art 

Lynn Hobeck Bates Culture & Intl. Sales Mgr. Visit Sarasota County 

John Holic Mayor Venice City Council 

Janis Holland Executive Asst. Visit Sarasota County 

Mark Huey President & CEO EDC of Sarasota County 

Holly Johnson Vice President Imagica Communications 

Kerry Kirschner Executive Director The Argus Foundation 

Walter Klages President Research Data Services, Inc.  

Michael Klauber Proprietor Michael's on East 
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Linda Mansperger Executive Director Historic Spanish Point 

Chuck Mardiks Managing Director MMGY Global 

Dawn Mims  Longboat Key Chamber of Commerce 

Pete Norden General Manager Clear Channel Communications 

Ashley Norman  MMGY Global 

Anand Pallegar President atLarge, Inc. 

Nora Patterson Commissioner Sarasota County Commission 

David Pierce  Venice Area Chamber of Commerce 

Steve Queior President/CEO 
Greater Sarasota Chamber of 
Commerce 

Jon Robinson Park Manager Myakka River State Park 
Kelly Romanoff Marketing Manager Gulf Coast Community Foundation 

Shauna Ruby Director of Sales McKibbon Hotel Management 

John Ryan President-CEO Venice Area Chamber of Commerce 

Drayton Saunders Member, Board of Directors Sarasota Association of Realtors 

Mary Smith Executive Director 
Englewood Cape Haze Area Chamber of 
Commerce 

Susan Strong  Strong Consulting 

Robert Waechter Member, Board of Directors Sarasota Bradenton Intl. Airport 

Michael Walley 
Director of Development & 
Community Relations  Sarasota Bradenton Intl. Airport 

Robyn Walters Acct. Services  ChappellRoberts 
Laura Williams Director, Florida Operations Baltimore Orioles 

Trent Young  Captain's Landing 

Anne Zavorskas Markeing & Sales Director Visit Sarasota County 

   
COMMUNITY LISTENING 
SESSION - January 16, 
2013   
Erin Bryce  City of North Port 

Linda Yates  Mayor City of North Port 

Pam Johnson  City of Venice 

Alison Belsan  Fairfield Inn & Suites by Marriott 

Robert Rosenberg  North Port EDC 

Donna Pirozzi  Venice Area Chamber of Commerce 

John Ryan President/CEO Venice Area Chamber of Commerce 

Jeanette F. Gates  Venice City Councilmember 

Bob Cushing  Venice Street Legal 

Bernie Gottschalk  VSC Staff 

Scott Lockwood   

J. Erick Phelps     
Corin Bay Real Estate Marketing and 
Sales 

Simone Coseo  Venetian Golf & River Club 

Cheryl Cook   North Port Commissioner  

Laurie Colton  Venice Theatre 

Ed Paxton  Venice Area Historical Society 

Kelly Defebo  VSC Staff 

 



 

David Pierce  Venice Area Chamber of Commerce 

Mary Smith  
Englewood Cape Haze Chamber of 
Commerce 

Sandy Spahn  Venice MainStreet  

Sue Chapman  Venice Area Historical Society 

Sigrid Gebel  Sun Weddings 

Larry Tolpin  Paradise 

Cedar Hames  Paradise 

Lynn Hobeck Bates  VSC Staff 

   
COMMUNITY LISTENING 
SESSION - January 17, 
2013   
John Kleiber  Florida Beach Trails 

Nancy Taussig  Barefoot Weddings 

Barbara Johnson  The Players Theatre 

Nicole Rissler  VSC Staff 

Grace Edwards   Comfort Suites - Sarasota 

Nick Mavrikas    Comfort Suites - Sarasota 

Jamie Jalwan  Michael's on East 

Joyce Waterby  Friends of the History Center 

Pam Fendt  John & Mable Ringling Museum of Art 

Valorie Hillerich  
Greater Sarasota Chamber of 
Commerce 

Jeni Clair  Midnight Cove Realty, Inc. 

Micky Taylor  
New Sustainability Criteria for 
Destinations (GSTC)  

Rod Thomas  Osprey Nokomis Chamber of Commerce 

Jonathan Poyner  Sarasota County Parks and Recreation 

Kevin Cooper  Siesta Key Chamber of Commerce 

Emmalee Legler  South Florida Museum 

Anne Zavorskas  VSC Staff 

Erin Duggan  VSC Staff 

Jim Shirley   
Arts & Cultural Alliance of Sarasota 
County 

John Alan Fischer  Artist Series Concerts 

Pat Calhoon  Sarasota County Government 

Sam Lowry   Sarasota Opera 

Greg Parry  Sarasota Opera 

Tim Jaeger  Ringling College of Art and Design  
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COMMUNITY LISTENING 
SESSION - January 18, 
2013   
Judith Lambert  Asolo Repertory Theatre 

Georgia Court  Bookstore1Sarasota 

Ivana Lazaro   
Courtyard by Marriott Sarasota 
University Park 

Judy Athari  
Hampton Inn & Suites 
Sarasota/University Park 

Carla Rayman  Carla Rayman, your global agent 

Dru Jones  City of Sarasota 

Shauna Ruby  Courtyard and Residence Inn by Marriott 

Bruce McDonald  Hyatt Regency Sarasota 

Sarah Ozgun  Ellenton Premium Outlets® 

Dee Zulauf  EnviZage PR & Project Mgmt. 

Linda Garcia  Historical Society of Sarasota County 

Katie Moulton  Hospitality Advisory Services 

Dawn R. Mims  
Longboat Key - Lido Key - St. Armands 
Key Chamber of Commerce 

Jeff Mayers   Longboat Key Club & Resort 

Sandra Rios  Longboat Key Club & Resort 

David Shafer  Science and Environment Council 

Jennifer Shafer  Science and Environment Council 

Jessica Ritter  Sarasota County Parks and Recreation 

Stacy Alexander  Mote Marine Laboratory & Aquarium 

Jono Miller  New College of Florida 

Rachel Denton  Rep. Ray Pilon's office 

Amy H. Meese  Sarasota County Natural Resources 

Brenda Fisher  Sarasota County Natural Resources 

Brie Ondercin  Sarasota County Parks and Recreation 

Patricia Lazar  Lido Islander 

 
 
 
 
 
 
 
 
 
 

 



 

APPENDIX B 

ONLINE SURVEY INSTRUMENT 

During September and October of 2012, Zeitgeist Consulting administered an online 
survey of community leaders to form a basis of understanding for the development of 
the Tourism Strategic Plan. 201 responses were collected and are summarized in the 
body of this document. 
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Multi-User Online Diagnostic Tool Results:  

Sarasota 
 

 

 
May 09, 2016 

 



16 Responses 

2 



Sarasota Overall Assessment 

3 



Sarasota Results - Stakeholder 

4 



Destination Strength Ranking 

Relative Importance Perceived Performance 

3rd 

4th 

1st 

2nd 

2nd 

7th 

4th 

1st 



Destination Strength: 

Relative Importance 

6 

Variable

Industry 

Average

Destination 

Average

Standard 

Deviation

Brand 13% 11.3% 1%

Destination Performance 12% 11.2% 1%

Attractions & Entertainment 12% 10.8% 1%

Accommodation 12% 10.2% 1%

Communication & Internet Infrastructure 7% 10.2% 2%

Mobility & Access 7% 10.1% 3%

Sports & Recreation Facilities 9% 9.6% 2%

Events 9% 9.5% 1%

Air Access 9% 9.3% 2%

Convention & Meeting Facilities 10% 7.8% 2%

Relative Importance

(0-100%)
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Destination Strength: 

Report Card 

Variable

Industry 

Average

Destination 

Average

Standard 

Deviation

Industry 

Average

Destination 

Average

Standard 

Deviation

Brand 13% 11.3% 1% 3.21 3.40 0.50

Destination Performance 12% 11.2% 1% 3.83 4.45 0.39

Attractions & Entertainment 12% 10.8% 1% 3.68 4.02 0.37

Accommodation 12% 10.2% 1% 3.42 3.29 0.67

Communication & Internet Infrastructure 7% 10.2% 2% 3.32 3.39 0.64

Mobility & Access 7% 10.1% 3% 3.04 2.20 0.80

Sports & Recreation Facilities 9% 9.6% 2% 3.32 3.33 0.93

Events 9% 9.5% 1% 3.73 3.72 0.58

Air Access 9% 9.3% 2% 2.90 2.58 0.48

Convention & Meeting Facilities 10% 7.8% 2% 3.12 2.64 0.79

DESTINATION STRENGTH - Sarasota 3.33

INDUSTRY AVERAGE DESTINATION STRENGTH 3.49

RESULTING SCENARIO VOYAGERS

Perceived Performance

(1-5 scale)

Relative Importance

(0-100%)



Brand 

8 



Destination Performance 

9 



Attractions & Entertainment 

10 



Accommodation 

11 



Communication & Internet Infrastructure 

12 



Mobility & Access 

13 



Sports & Recreation Facilities 

14 



Events 

15 



Air Access 

16 



Convention & Meeting Facilities 

17 



Community Support & Engagement Ranking 

Relative Importance Perceived Performance 

3rd 

4th 

1st 

2nd 

10th 

5th 

9th 

8th 

Workforce 

Effective Advocacy 
Program 

Local Community 
Support 

Funding Support 
and Certainty 



Community Support & Engagement: 

Relative Importance 
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Variable

Industry 

Average

Destination 

Average

Standard 

Deviation

Funding Support & Certainty 13% 10.7% 1%

Local Community Support 11% 10.5% 1%

Workforce 9% 10.3% 1%

Effective Advocacy Program 9% 10.2% 1%

Economic Development 9% 10.1% 1%

Hospitality Culture 10% 10.1% 1%

Industry Support 12% 9.6% 1%

Effective DMO Governance Model 11% 9.6% 2%

Membership Strength & Support 7% 9.5% 2%

Regional Cooperation 9% 9.4% 1%

Relative Importance

(0-100%)
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Community Support & Engagement: 

Report Card 

Variable

Industry 

Average

Destination 

Average

Standard 

Deviation

Industry 

Average

Destination 

Average

Standard 

Deviation

Funding Support & Certainty 13% 10.7% 1% 3.06 3.47 0.76

Local Community Support 11% 10.5% 1% 3.60 3.61 0.60

Workforce 9% 10.3% 1% 3.16 3.06 0.50

Effective Advocacy Program 9% 10.2% 1% 3.39 4.06 0.47

Economic Development 9% 10.1% 1% 3.91 4.03 0.42

Hospitality Culture 10% 10.1% 1% 3.55 3.94 0.56

Industry Support 12% 9.6% 1% 3.70 4.22 0.59

Effective DMO Governance Model 11% 9.6% 2% 3.74 4.47 0.48

Membership Strength & Support 7% 9.5% 2% 3.42 4.09 0.47

Regional Cooperation 9% 9.4% 1% 3.58 4.09 0.57

COMMUNITY SUPPORT & ENGAGEMENT - Sarasota 3.89

INDUSTRY AVERAGE COMMUNITY SUPPORT & ENGAGEMENT 3.60

RESULTING SCENARIO VOYAGERS

Relative Importance

(0-100%)

Perceived Performance

(1-5 scale)



Funding Support & Certainty 
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Local Community Support 
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Workforce 
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Effective Advocacy Program 
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Economic Development 

25 



Hospitality Culture 

26 



Industry Support 

27 



Effective DMO Governance Model 

28 



Membership Strength & Support 

29 



Regional Cooperation 
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Key Takeaways 

•

•

• Mobility & Access

• Air Access

• Convention & Meeting

Facilities

• Wi-Fi

• High-tech and innovative

• High quality shopping

• Appealing to diverse groups

• Large headquarter hotels

Destination Issues 

• Sufficient revenue source

• Corporate support

• Workforce

• Tourism Master Plan

Community Support & 

Engagement Issues 



In your opinion, what one thing could Sarasota County  

do to become a better or world-class visitor destination? 

32 

•

•

•

•

•

•

•

•



Are there any markets we are currently not capitalizing on? 
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•

•

•

•

•

•

•

•

•

•



What are the biggest opportunities for us to expand our 

tourism industry? 
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•

•

•

•

•

•

•



What are the biggest challenges we must address to 

improve our destination? 
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•

•

•

• •

•

•



What are the biggest issues our DMO must address? 
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•

•

•

•

•

•

•

•

•

•

•

•


	Section C: Key Goals for the Plan



