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24,300 jobs

$652,041,900 in wages
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Tourism’s Impact on Employment
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$20,010,244 
TDT paid



I’ve got 
this

Visitors save Sarasota County residents $634 per household



Communicate

VSC Marketing ROI

Inspire

Inform Marketing

$1 of VSC marketing spending returns $284 in visitor spending



Cautionary Tale-Sausalito, CA



Showcasing Venice in Tourism 
Marketing



Fox Lea Farms generated $16.3 million in Economic Impact for FY16 which 
ranked them 4th among facilities we sponsored events at and 2nd in Sarasota 

County behind Lido Beach.  They also generated 9,956 room nights ranking 
them 5th overall and 3rd in Sarasota County.  

Sports Tourism



By-Pass Park hosted 4 Florida Half Century 
Softball Association events in FY16 generating 
$1.5 million in economic impact and 793 room 
nights.  More importantly these events 
promote physical activity to gentleman over 
the age of 50. 

GameDay USA hosted their inaugural Girls’ 
Fastpitch Junior All-American Games at By-Pass 
park generating 229 room nights at Venice 
hotels.   They held their opening ceremonies at 
Brohard Park and used Sharky’s for their 
catering.  They were also able to engage 
multiple businesses in Venice to offer discounts 
to families that visited.

Sports Tourism (Cont)



Chronicle of the Horse Bon Appetit



Small Market Meetings Ad







Silver Travel Advisor



Silver Travel Advisor (cont)



Fam Itinerary





Brand Advertising



1. September 14: Focus Group in NYC

2. September 17: Focus Group in Sarasota County (w/ industry and residents)

3. September 28: Focus Group in Chicago

4. October 14: Presentation & Focus Group with VSC Marketing Council

5. October 15: Presentation & Focus Group with VSC Board

6. October 28: Emotional Mapping Study Completed

7. November 10: Presentation & Focus Group with Sport Marketing Committee

8. November 16 Online consumer survey - Midwest and Northeast regions

9. December 8: Focus Group in DC

10. December 11: VSC Staff Focus Group

11. January 20: Presentation & Focus Group with VSC Marketing Council and Vendors

12. January 22: County Administrator Brand Presentation

13. April 4: International Focus Group in Toronto

14. April 20: Presentation & Focus Group with VSC Marketing Council and Vendors

15. April 27: Online Testing

16. May 19: Board of Directors Presentation

17. June 15: County Administrator Presentation for Naming Approval

18. September 27: Focus Group in NYC – Competitive testing and validation of branded assets

Research, Testing and Delivery



Emotional Mapping

Tested 72
attributes

Compared 9
competitive 
destinations 



Emotional Mapping

Refined the list of 72 attributes into a list of 10 value-based words



o Sides of Sarasota

o Sarasota Now

o Performances Daily

Tested Positions 

Tested “Sides of Sarasota” 
o The “Ahhhhh” Side

o The “Wandering” Side

o The “Mmmm” Side

o The “Expressive” Side



o Connect visitors to Sarasota County on an emotional level

o Promote regional ownership of Sarasota County attributes

o Promote Sarasota County as a collection of experiences

o Integrate Sarasota County’s arts culture as more approachable

Brand Objectives



On the beach or exploring the vast collection of Sarasota County 

experiences visitors are more relaxed taking each day as it comes 

free from expectations or sense of having to fit in.

Brand Benefit



Brand Positioning Statement

Sarasota County puts visitors at-ease so they can be themselves.



Competitive Landscape in Florida



Competitive Landscape in Florida



Thank You


