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2011 Regular Session    The Florida Senate  

 COMMITTEE MEETING EXPANDED AGENDA 

   

    BUDGET SUBCOMMITTEE ON TRANSPORTATION, 
TOURISM, AND ECONOMIC DEVELOPMENT 

APPROPRIATIONS 

 Senator Gaetz, Chair 

 Senator Margolis, Vice Chair 

 
MEETING DATE: Thursday, February 24, 2011 

TIME: 8:00 a.m.—12:30 p.m. 
PLACE: Toni Jennings Committee Room, 110 Senate Office Building 

MEMBERS: Senator Gaetz, Chair; Senator Margolis, Vice Chair; Senators Alexander, Benacquisto, Bennett, 
Bogdanoff, Bullard, Dean, Diaz de la Portilla, Evers, Fasano, Hill, Latvala, Norman, Sachs, Smith, 
and Sobel 

 

TAB BILL NO. and INTRODUCER 
BILL DESCRIPTION and 

SENATE COMMITTEE ACTIONS COMMITTEE ACTION 

 
 
 

 
Budget Work Session 
 
 

 
 
 

 































Budget Subcommittee on Transportation, 
Tourism, and Economic Development 

Appropriations
January 11, 2011



• Private/public partnership created in 1996

• Statutorily created as “The Official Tourism Marketing 
Corporation for the State of Florida”

• Contracted with the state through the Florida Commission 
On Tourism & Office of Tourism, Trade & Economic 
Development (OTTED) 

• Florida Commission on Tourism - 35 members
– Governor as Chair, Senate and House Appointees (3)

– Appointed members (32)

– All industries represented and balanced geographically

• Florida Tourism Industry Marketing Corporation d.b.a. 
VISIT FLORIDA® – 32 board of directors members 

• 100 Employees

• 8300+ statewide industry involvement 

• Statutory required 1-to-1 match

VISIT FLORIDA® History



• $66.7 million budget

– $26.3 million in public funding (39%)

• Tourism Promotional Trust Fund

– 15.75% of $2/day rental car surcharge

– $17.8 million in recurring appropriation

• General revenue

– $8.5 million in non-recurring appropriation

– $40.4 million in private match (61%)

VISIT FLORIDA® Funding



VISIT FLORIDA®

Marketing Planning Process
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VISIT FLORIDA®

2009-13 Strategic Plan

• MISSION

To promote travel and 

drive visitation to and 

within  Florida

• VISION

VISIT FLORIDA®

establishes Florida as 

the Number 1 travel 

destination in the world



VISIT FLORIDA®

2009-13 Strategic Plan

• Goals

– Provide leadership to ensure the Florida tourism industry is 
competitive and sustainable

– Become the trusted source of travel information that informs 
and inspires travel to and within Florida

– Protect and grow Florida’s share of destination travel 
through integrated sales and marketing programs that drive 
visitation to and within Florida

– Leverage VISIT FLORIDA resources through cooperative 
marketing programs that create and add value for Partners 
within and outside the Florida tourism industry

– Put all VISIT FLORIDA resources to their highest and most 
productive uses to maximize operating efficiencies and the 
impact of all organizational efforts



VISIT FLORIDA® Marketing Principles

• With Scarcity Comes Clarity

• Create Value & Add Value

• Something for Everyone, But Not Everything for 
Everyone

• Quality vs. Quantity

• If It’s Worth Doing, It’s Worth Doing Right

• Everything Is Connected

• Everything Is Co-op-able

• Best in Class Partnerships



VISIT FLORIDA® Operational Structure
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VISIT FLORIDA®

2011-12 Marketing Platforms

• Business to Business

• “Your Florida Side” – Integrated Domestic 

Marketing

• International Marketing Co-op

• Destination Matters – Meetings & Incentives

• Share a Little Sunshine – In-State Advocacy



VISIT FLORIDA®

2009-13 Strategic Plan
• Objectives

1. Increase VISIT FLORIDA’s total annual budget to $125 million by June 
30, 2013

2. Increase engagement of Florida tourism industry Partners as measured 
by 10,000 listings on VISITFLORIDA.com by June 30, 2013

3. Increase engagement of the Florida tourism industry as measured by 
exceeding the legislatively mandated 1-to-1 match of public investment to 
private industry match by June 30, 2013

4. Increase the percentage of domestic visitors to Florida that were 
significantly influenced by VISIT FLORIDA’s primary marketing tools from 
15.8 percent to 20 percent by June 30, 2013

5. Increase the economic impact from VISIT FLORIDA destination marketing 
efforts from $32 to $40 for every $1 of public investment by June 30, 2013

6. Increase from 35.00 to 40.00 the index of Americans viewing VISIT 
FLORIDA as the trusted source for travel planning information by June 
30, 2013

7. Increase the value of the VISIT FLORIDA brand and affect a 5 percentage 
point increase by June 30, 2013

8. Maintain an 80 percent satisfaction level of VISIT FLORIDA as measured 
by the annual study of industry satisfaction through June 30, 2013.



• Sixty-one (61) tactical metrics across key strategic areas 
of focus that measure progress toward monthly and/or 
annual targets

• Please see handout

FY 2010-11 VISIT FLORIDA®

Performance and Productivity 

Measures



• Every 85 visitors to the Sunshine State support 1 Florida 
job

• VISIT FLORIDA® generates $147 in tourism spending and 
over $9 in new state sales tax collections within 60 days 
of campaign completion for every $1 in tourism 
advertising

• VISIT FLORIDA® marketing efforts significantly influenced 
26.7% of all Florida visitors

Tourism Marketing Works



• The Florida Tourism Industry has invested over $2 in 

VISIT FLORIDA® cooperative marketing programs for 

every $1 in state funding since 1996

• VISIT FLORIDA® is a $1,125 billion destination marketing 

cooperative matching $350 million of public investment 

by the state of Florida with $776 million of private 

investment by thousands of Florida tourism businesses 

and strategic partners since 1996

Tourism Marketing Works



2540 W. Executive Center Circle, Suite 200

Tallahassee, FL 32301

(850) 488-5607

www.VISITFLORIDA.org
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