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• One out of every five people working in Sarasota 
County has a job supported by tourism.

• According to the new national study by Oxford 
Economics, destination marketing is an engine of 
economic development.

• There is a clear link to economic development success 
in those communities with strong investment in 
destination marketing.

• Destination Marketing Organizations both create the 
image of a community that is projected around the 
world and protect that image.

Why Does Tourism Marketing Matter?





A Look Back at FY 2015

• Record visitors in paid lodging of 1,084,140 in 

Sarasota County, a 9.3% increase over FY 14.

• Total Economic Impact of Tourism reached 

$2,662,422,701, a 12% increase over FY 14.
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• Average age head of household is 56.

• Median annual household income is $122,800.

• Ethnicity: 87% Caucasian, 4% African American, 2% 

Asian and 4% Hispanic.

• Top three occupations of Sarasota County visitors are 

Professional/Technical, Retired, Executive/Managerial.

• Days in market = 6.2.
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A Look Back at FY 2015



• 78% of Sarasota visitors received destination 

information from internet.

• Internet information consulted:

Hotel websites 32%

Airline 21%

VisitSarasota.org28%

Trip Advisor 24%
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A Look Back at FY 2015



• In 2015, U.S. room demand growth has been out-

pacing GDP.

• Since 2011, consumer spending grew 14% while 

spending on lodging grew 28%.
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• 2015 U.S. occupancy growth 2.9%.

• FY 2015 Sarasota occupancy growth 3.5%.

• 2015 U.S. ADR growth 5%.

• FY 2015 Sarasota ADR growth 7.6%.
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Domestic Visitation Outlook

• Low gas prices are putting an average of $1,000 extra 

disposable income in consumer wallets.

• Continued strong U.S. domestic travel but a tapering 

of that growth.

• Room demand growth of 2.2% nationally for 2016.
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International Travel to U.S.

• Weak Euro and CAD to the U.S. Dollar, British sterling 

remains strong.

• In 2015, despite international economic challenges, 

international air passenger traffic growth at 6.5%.

• Growth gap between emerging markets and 

developed markets has narrowed.  Emerging markets 

are no longer driving global growth.
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Sarasota European Visitation FY 2014 - 105,820

Sarasota European Visitation FY 2015 - 108,790
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• National outlook is for zero growth in European 

inbound visitation to the U.S.

• VSC saw some softening in bookings while at World 

Travel Market.

• New opportunities with additional international flight to 

region.

• VSC stronger investment in UK, German and South 

America.
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International Travel to U.S.



Combating Zero European Growth

– Increased desired product                                              

offerings for tour operators

– Creating more dynamic “experience”                                      

packages

– Target “Twin Centre” Holidaymakers,                             

Canada & S. America
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Travel Trends

• Consumers want personal service despite digital 

world.  High Tech and high touch and provide 

consumers with opportunity to share.

• Single households are growing in the U.S.  

People are getting married later and living longer 

as a single person.  Creation of a kinship 

economy.

• “Context is king, not content”.  What does it 

mean to me and what will the experience do for 

me.
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• 79% of people have their phone near them for all but 2 

hours of the waking day.

• In 2016, mobile device travel bookings are going to 

double to 36 million.

• 1 in 3 consumers do their purchase research on 

mobile. 69% finish their transaction on desktop.  Real 

impact on tracking your data. 

• Clicks may not necessarily be a solid measure of 

success.
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Travel Trends
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• Google is becoming a travel company.

• Google flight and the potential impact for 

Sarasota.

• Coming in mid-year 2016, Google hotels.

• Google rolling out a destination platform based 

upon Wikipedia.  VSC role in content.

• In one month, You Tube had 6 billion views.

• If a customer has not decided upon the 

destination, they will search video before 

traditional searches.
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• Trip Advisor had 1 billion impressions last year for 

Florida.

• There were 250 million unique views on Trip Advisor 

for Florida last year.

• Florida had a 32% growth in views on Trip Advisor in 

the past year.
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• Facebook and Instagram urge moving from metric of 

likes and shares to yield, volume and market share.  

Look at brand engagement.

• Facebook/Instagram are as big as Google and Twitter 

combined.

• 8 billion video views on Facebook daily with autoplay.  

Catch consumers in 3 seconds.

• 50% of people watching live television are also 

viewing a second screen.
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• Be timely with your content so it can be shared.

• On both Instagram and Facebook, use non-

commercial stunning video and serve up offer or 

message at the end.

• Remember that many people have sound off while 

watching initial video so visual must carry your 

message.
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• Twitter has become a real time information network.

• Vine is now integrated into Twitter.

• Twitter’s travel audience is 1.5x likely than average 

consumer to take 3 vacations per year.

• You can build customer service through Twitter but 

must be prepared to act immediately.
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Travel Threats

• U.S. government uncertainty with shut downs, closed 

national parks etc. were a threat but not as dominant.

• Open U.S. Presidential election cycle usually creates 

some consumer uncertainty.

• Soft target threats as seen in Paris.

• Red tide and “windy” season.
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The Sharing Economy

What is being shared: 

1. Entertainment and media.

2. Transportation.

3. Hospitality and dining.
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The Sharing Economy

• 72% of the U.S. population say they participate in the 

sharing economy.

• 83% of consumers say it is more convenient.

• 63% say it is more fun. 

• 86% makes things more affordable.

69% do not trust sharing economy companies until 

recommended by someone they trust.
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The Sharing Economy
• Airbnb has 425,000 guests per night, 22% more than 

Hilton Worldwide.

• Airbnb customers want to experience destinations as 

locals, not tourists.

• 74% of Airbnb properties are outside the main hotel 

districts.

• 81% of Airbnb hosts share the home in which they 

live. 
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Outlook for Sarasota County

016
• Sarasota County will see visitation growth of 5%.

• Sarasota County will see visitor spending grow by 3%.

• Fairly flat RevPAR for the year as we begun to absorb 

new lodging inventory. 
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