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State Tourism Marketing

Feeding Florida’s Golden Goose

Dale A. Brill, Ph.D.



Basis of Perspective

Chief Marketing Officer, VISIT FLORIDA

Director, Governor’s Office of Tourism, 

Trade & Economic Development 

Not a lobbyist.

Thinkspot is in the “evidence-based policy development” 

business. We provide policy research and synthesis.

No potential benefit or harm depending on legislative action.

No client revenue derived from taxes.
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How State Tourism Marketing Works
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How State Tourism Marketing Works
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Keys

VS

Visitors (Tourists) Tourist $pending



Keys

Non-standard measurement of “visitors.”
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Keys

Not all visitors are created equal.
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Keys

States compete for tourist spending.

Tourist Spending is proxy for “market share.”
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Keys

Tourist spending in Florida

Tourist spending in U.S.
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FLORIDA

MARKET SHARE
=



Keys

“Share of voice”: Portion of total marketing funding.
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Keys

Share of voice drives share of market.
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Keys

Visitors/tourists vs. tourist spending:

Non-standard measurement of “visitors.”

Not all visitors are created equal.

Tourist spending is a proxy for market share.

When tourist spending increases, tax revenues increase.

Florida competes for market share (tourist spending).

Share of voice: competitive marketing funding.

Share of voice drives share of market.
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TALLAHASSEE--Lorem ipsum dolor 
sit amet, consectetuer adipiscing 
elit. Nulla justo. Phasellus quis 
justo in est hendrerit blandit. 
Quisque ante lorem, sagittis 
sagittis, vestibulum vitae, 
nonummy eget, turpis. Vestibulum 
eros urna, malesuada sit amet, 
vehicula dapibus, rutrum id, diam. 
Aliquam nonummy suscipit tellus. 
Proin lacinia enim in eros. Nulla 
facilisi. Duis commodo, tortor nec 
aliquam aliquam, lectus ipsum 
cursus enim, posuere pretium 
lorem ipsum sed risus. Donec nisl. 
Mauris metus eros, pharetra sed, 
consequat nec, fermentum in, 
ligula. Aliquam sodales, libero et 
sodales tempus, magna Duis 
commodo, tortor nec aliquam 
aliquam, lectus ipsum cursus enim, 
posuere pretium lorem ipsum sed 
risus. Donec nisl. Mauris metus 
eros, pharetra sed, consequat nec, 
fermentum in, ligula. Aliquam 
sodales, libero et sodales tempus, 
magnaQuisque ante lorem, sagittis 
sagittis, 

Tourism Industry Struggling Against 
Competitive Underinvestment

Lorem ipsum dolor sit amet, 
consectetuer adipiscing elit. Nulla 
justo. Phasellus quis justo in est 
hendrerit blandit. Quisque ante 
lorem, sagittis sagittis, vestibulum 
vitae, nonummy eget, turpis. 
Vestibulum eros urna, malesuada 
sit amet, vehicula dapibus, rutrum 
id, diam. Aliquam nonummy 
suscipit tellus. Proin lacinia enim in 
eros. Nulla facilisi. Duis commodo, 
tortor nec aliquam aliquam, lectus 
ipsum cursus enim, posuere 
pretium lorem ipsum sed risus. 
Donec nisl. Mauris metus eros, 
pharetra sed, consequat nec, 
fermentum in, ligula. Aliquam 
sodales, libero et sodales 
tempussit amet, vehicula dapibus, 
Lorem ipsum dolor sit amet, 
consectetuer adipiscing elit. Nulla 
justo. Phasellus quis justo in est 
hendrerit blandit. Quisque ante 
lorem, sagittis sagittis, vestibulum 
vitae, nonummy eget, turpis. 
Vestibulum eros urna, malesuada 

consectetuer adipiscing elit. Nulla 
justo. Phasellus quis justo in est 
hendrerit blandit. Quisque ante 
lorem, sagittis sagittis, vestibulum 
vitae, nonummy eget, turpis. 
Vestibulum eros urna, malesuada 
sit amet, vehicula dapibus, rutrum 
id, diam. Aliquam nonummy 
suscipit tellus. Proin lacinia enim in 
eros. Nulla facilisi. Duis commodo, 
tortor nec aliquam aliquam, 
Lorem ipsum dolor sit amet, 
consectetuer adipiscing elit. Nulla 
justo. Phasellus quis justo in est 
hendrerit blandit. Quisque ante 
lorem, sagittis sagittis, vestibulum 
vitae, nonummy eget, turpis. 
Vestibulum eros urna, malesuada 
sit amet, vehicula dapibus, rutrum 
id, diam. Aliquam nonummy 
suscipit tellus. Proin lacinia enim in 
tortor nec aamet, vehicula dapibus, 

-adipiscing elit. Nulla justo. 
Phasellus quis justo in est hendrerit 
blandit. Quisque ante lorem, 
sagittis sagittis, vestibulum vitae, 
nonummy eget, turpis. Vestibulum 
eros urna, malesuada sit amet, 
vehicula dapibus, rutrum id, diam. 
Aliquam nonummy suscipit tellus. 
Proin lacinia enim in eros. Nulla 
facilisi. Duis commodo, tortor nec 
aliquam aliquam, lectus ipsum 
cursus enim, posuere pretium 
lorem ipsum sed risus. Donec nisl. 
Mauris metus eros, pharetra sed, 
consequat nec, fermentum in, 
ligula. Aliquam sodales, libero et 
sodales tempus, magna Duis 
commodo, tortor nec aliquam 
aliquam, lectus ipsum cursus enim, 
posuere pretium lorem ipsum sed 
risus. Donec nisl. Mauris metus 
eros, pharetra sed, consequat nec, 
fermentum in, ligula. Aliquam 
sodales, libero et sodales tempus, 
magnaQuisque ante lorem, sagittis 
sagittis, Nulla facilisi. Duis 
commodo, tortor nec aliquam

Inside
Lorem ipsum
dolor sit amet,
consectetuer
adipiscing elit.
Nulla justo.
Phasellus quis
justo in est
hendrerit
blandit.
Quisque ante
lorem, sagittis
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Story Lines

Good News: Florida’s tourism industry has been 
doing great.

Bad News: California and Texas are doing better.

Florida lost market share from 2005 – 2012 within 
the “Big Three” sun destination competitor group.

To maintain share of market, Florida must—at a 
minimum—maintain a corresponding share of 
voice ($59 million) to +3% share of market ($68 
million).

$68 million investment equal 0.6% of tax revenues 
from tourist spending.
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Florida Competitor Sets

Primary:

California

Texas

Sun Group:

California Louisiana North Carolina

Texas Mississippi South Carolina

Nevada Alabama Georgia

Arizona Tennessee
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Total Tourist Spending (Market Size)

2005 2006 2007 2008 2009 2010 2011 2012 2013 2014
Florida 63,453.78 64,953.87 67,665.11 69,347.72 62,691.17 66,705.68 71,532.47 74,790.15 78,920.62 85,274.62
California/Texas Average 62,312.78 67,917.38 71,671.33 75,028.66 68,012.00 73,478.91 80,192.38 84,601.06 88,998.44 95,077.13
SUN GROUP AVERAGE 25,134 26,676 28,225 29,163 26,533 28,474 30,819 32,315 33,816 36,016
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Data source: US Travel Association
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Total State DMO Funding (“Voice”)

2005 2006 2007 2008 2009 2010 2011 2012 2013 2014
Florida 34,906,99 29,814,23 32,477,65 41,351,52 40,025,90 23,012,97 30,222,96 37,495,34 56,198,15 69,487,00
California/Texas Average 17,747,65 20,618,17 27,298,84 47,215,19 42,930,86 44,579,25 46,405,99 48,471,43 43,612,88 53,915,84
SUN GROUP AVERAGE 12,890,30 13,564,41 15,791,51 21,515,29 17,568,95 15,801,82 15,886,28 16,827,32 18,601,17 21,133,95
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Florida Gain/Loss in Share of Voice

2005 2006 2007 2008 2009 2010 2011 2012 2013 2014
Florida Gain or Loss of Big Three Market -7.620% -4.664% -6.844% 1.341% -11.279% 4.049% 3.326% 11.293% 0.004%
Florida Gain or Loss of Sun Group Market -4.25% -1.18% -1.12% 2.97% -6.85% 3.72% 2.71% 6.61% 2.22%

-13.00%
-12.00%
-11.00%
-10.00%

-9.00%
-8.00%
-7.00%
-6.00%
-5.00%
-4.00%
-3.00%
-2.00%
-1.00%
0.00%
1.00%
2.00%
3.00%
4.00%
5.00%
6.00%
7.00%
8.00%
9.00%

10.00%
11.00%
12.00%
13.00%

Pe
rc

en
t G

ai
n 

or
 L

os
s

Florida Gain or Loss in Share of Voice (State DMO Funding)
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Florida Gain/Loss of Market Share

2005 2006 2007 2008 2009 2010 2011 2012 2013 2014
Florida Gain or Loss of Big Three Market -1.39% -0.28% -0.46% -0.06% -0.33% -0.38% -0.19% 0.07% 0.24%
Florida Gain or Loss of Sun Group Market -0.75% -0.31% -0.16% -0.13% -0.17% -0.18% -0.05% 0.16% 0.28%
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1% in 2014 dollars = $4.32 billion.
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State Tourist Spending Dynamics

Data source: US Travel Association. 20--www.thinkspot.co--



State Tourist Spending Dynamics

Data source: US Travel Association. 21

3.1.

2.

--www.thinkspot.co--



Florida Tourism Funding ROI Curve

Data source: US Travel Association. 22--www.thinkspot.co--



Conclusions

Good News: Florida’s tourism industry has been 
doing great.

Bad News: California and Texas are doing better.

Florida lost market share from 2005 – 2012 within 
the “Big Three” sun destination competitor group.

To maintain share of market, Florida must—at a 
minimum—maintain a corresponding share of 
voice ($59 million) to +3% share of market ($68 
million).

$68 million investment equal 0.6% of tax revenues 
from tourist spending.
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Detail Slides



Florida Share of Voice

2005 2006 2007 2008 2009 2010 2011 2012 2013 2014
Florida Share of Big Three 49.6% 42.0% 37.3% 30.5% 31.8% 20.5% 24.6% 27.9% 39.2% 39.2%
Florida Share of Sun Group 22.6% 18.3% 17.1% 16.0% 19.0% 12.1% 15.9% 18.6% 25.2% 27.4%

0.0%

10.0%

20.0%

30.0%

40.0%

50.0%

60.0%

Pe
rc

en
t

Share of Total DMO Funding 
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Florida Share of Market

2005 2006 2007 2008 2009 2010 2011 2012 2013 2014
Florida Share of Big Three Market 33.7% 32.3% 32.1% 31.6% 31.5% 31.2% 30.8% 30.653% 30.718% 31.0%
Florida Share of Sun Group Market 21.0% 20.3% 20.0% 19.8% 19.7% 19.5% 19.3419% 19.2870% 19.4% 19.7%
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Chairman Latvala and fellow members of the Committee: 
 
Thank you for the opportunity to join you today. I am pleased to offer testimony on behalf of the 
U.S. Travel Association, representing all components of the travel industry that generates $2.1 
trillion in economic output and supports 15.1 million American jobs. I hope to share a national 
perspective on the current debate about public investment in destination marketing. In three simple 
words: travel promotion works.  
 
High Price of Risky Experiments  
 
Practically all state legislatures grapple with budget pressures and they rightfully scrutinize their 
spending. I’m here to document the value – in hard dollars and real numbers – of investing in 
destination marketing. And also to warn you against risky experiments that jeopardize Florida’s 
travel and tourism industry and the livelihood of hundreds of thousands of working-class Floridians. 
As I’ll describe in detail, other states have already committed the self-inflicted damage of cutting 
travel promotion budgets – and their economies and residents paid a high price for it.  
 
In today’s highly competitive global marketplace, where people have more choices than ever, 
companies, municipalities and even politicians themselves embrace the importance of brand 
promotion. Investing in marketing and advertising increases consumer awareness and drives 
business opportunity. Conversely, decreased marketing inhibits a brand’s capacity to compete – 
often with devastating results. 
 
This is certainly true within the travel sector. Destinations that cultivate a brand through effective 
travel promotion attract visitors whose spending creates jobs for its residents and generates tax 
revenue. Destination marketing can improve perception that accelerates business and workforce 
development, infrastructure improvements, real estate purchases, even population growth. Before 
booking a vacation or hosting a convention in Florida, before buying a second home or attending a 
college or starting a business here – first, it has to occur to you to visit.   
 
That beaches are a substitute for advertising requires a breathtaking naiveté. Breaking news: 
Beautiful beaches also line the coasts of California… and the Carolinas and Georgia and Texas. Yes, 
it’s common knowledge that Florida boasts some the nation’s best. But it is the sustained and 
creative work of VISIT FLORIDA that has attracted record numbers of visitors and travel-related 
revenue. And something tells me that no amount of success would keep a company such as Apple, 
Amazon or American Express from easing up on product marketing, even with such mass public 
awareness.  
 
It’s difficult to overstate the economic benefits of VISIT FLORIDA’s work. In 2015, out-of-state 
visitors spent $109 billion in Florida, directly and indirectly supporting 1.4 million jobs in the local 
economy. Without these jobs, the state’s unemployment rate of 5.4 percent in 2015 would have 
reached 20 percent. Furthermore, these visitors directly and indirectly generated $11.3 billion in state 
and local taxes, accounting for nearly 30 percent of total Florida state and local tax revenues – and 
enough to fund all teachers in Florida’s K-12 public schools, firefighters and police/sheriff patrol 
officers combined. If not for the tax revenue generated by out-of-state visitors, Florida residents 
would owe $1,535 more in local and state taxes to sustain the level of services they presently enjoy.   
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There are good reasons that VISIT FLORIDA has earned such respect nationally. Traveler spending 
in Florida accounts for more than 10 percent of total U.S. travel spending, ranking second among all 
50 states and the District of Columbia. Travel and tourism comprised six percent of Florida’s GDP, 
more than double travel’s share of the national economy. From 2010 to 2015, the increase in travel 
spending here outpaced 48 other states. And since 2010, travel-generated jobs in Florida have 
increased by 20 percent, the highest growth rate in the nation. It is no coincidence that when 
President Obama launched the groundbreaking National Travel and Tourism Strategy in 2012, his 
announcement speech occurred here in Florida.  
 
Eighteen Years Since Going Dark 
 
In Florida and across the nation, travel promotion is the essential catalyst for such success. Before 
you consider proposals to disrupt Florida’s tourism marketing program, I urge you to review the 
cautionary tales of other states that have gone in that direction. 
 
It may seem tempting to cut this spending. But the savings are illusory because the subsequent 
decrease in travelers—and the tax revenues generated by their spending—only leave state and local 
governments further in the hole.  
 
In 2009, the Pennsylvania state tourism office budget was reduced from $30 million to $7 million. 
Within five years, Pennsylvania saw a precipitous decline in its regional market share and tax 
revenues, and fell far behind the national pace in direct travel spending and overseas visitors. During 
legislative debate, the chair of the state’s House Tourism Committee had warned against relegating 
Pennsylvania’s branding to being “out of sight, out of mind when people are planning vacations.”  
 
The state of Pennsylvania, which also has a heavyweight tourism footprint, took the pennywise path 
and cut funding. They have lost ground to competitors while losing $3.60 in tax revenue for every 
dollar “saved.” If a hypothetical reduction in VISIT FLORIDA’s travel promotion budget resulted 
in just a two percent reduction in travel, the state would lose $2.2 billion in travel spending; 28,000 
jobs across all Florida industries; and $225 million in state and local tax receipts. In other words, the 
savings would be nothing more than fool’s gold.  
 
After the state of Washington took the drastic step of eliminating all tourism promotion efforts in 
2011, traveler spending in competing Montana grew 70 percent faster than in Washington after 
Montana ramped up its state promotion budget. Travel-related tax revenues also grew at a far faster 
rate in Montana compared to Washington. Also, the current head of the Colorado Tourism Office 
had a simple message: “Our lesson to [the state of] Washington is that it’s been 18 years since we 
went dark in 1993, and we still haven’t gotten back to the national market share we had.” 
 
When Colorado closed its state marketing office in 1993, the negative impacts were immediate and 
dramatic. Within a year, the state slipped from first to 17th place among summer resorts. By 1997, its 
share of the national leisure market plummeted by 30 percent, annual visitor spending fell by $2.4 
billion and tax receipts declined by $134 million. Recognizing its mistake, Colorado re-opened its 
state tourism office in 2000 with a budget of $5 million – which was increased in 2006 to $18.5 
million. The results were astonishing: from 2000 to 2015, travel spending in Colorado increased by 
74 percent. 
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Competitive Tactic of Choice 
 
Meanwhile, some states – including Florida’s biggest competitor for international visitors – have 
consistently stepped up their brand marketing. Recently, California doubled its financial 
commitment to travel promotion, which for the first time now exceeds $100 million. A key objective 
is to attract international visitors – and the tactic of choice is travel promotion.  
 
As you can see, like any competitive situation, it’s an arms race. My message to you is this: Before 
you unilaterally disarm, know that your competitors won’t be – and likely won’t be all that 
disappointed if you do.  

In 2012, the New Mexico Tourism Department realized that potential visitors perceived the state as 
an arid, barren desert. To reverse this misperception, the state launched New Mexico True, a $1.2-
million marketing campaign to showcase the real New Mexico experience. The campaign featured 
images of couples and families exploring cultural parks, driving on open roads through historic 
towns, trekking with llamas through the beautiful mountains. The impact was immediate, generating 
264,000 additional trips and $3.6 million in taxes. 

Success is also reflected in tourism promotion from Lake Eerie Love to Nashville Music City to This Is 
Cleveland. The parochial objectives vary by state, but the rationale for enhanced marketing is the 
same everywhere: high-yielding dividends every time. 
 
Millions Yield Billions 
 
In the context of the Florida debate over travel promotion, let me assert unequivocally that the use 
of any public funds always should be transparent and accountable. But that has little to do with the 
merits of travel promotion itself – and by any measure or metric, the work of VISIT FLORIDA is 
an unqualified success. 

There’s an interesting story to share when you examine state tourism promotion investment and 
traveler spending. Allow me to cite a couple of examples: From 2010 to 2015, Visit California’s 
promotion budget increased by $50 million. During this same period, traveler spending in California 
climbed by $32 billion. Travel marketing investment in Michigan increased by $10 million, while 
spending by travelers in the state rose by $3.5 billion. And in Florida, the budget for VISIT 
FLORIDA was increased by $43 million over these five years, while traveler spending in the state 
grew by $30 billion. While many factors are at play, these numbers tell a very compelling story.  

In fact, during this same period, spending by travelers to Florida grew faster (by 38%) than any of its 
major competitors: California (34%), Nevada (30%) and across the nation (27%).   
 
That said, it is important to note that state promotion programs work best when they are well-
conceived, adequately funded, sustained over time, well-coordinated with private sector and federal 
partners – and of course, branded around the region’s unique and compelling resources.  
 
Let’s be real, Florida has been subject to adversity in recent years. From terrorism to hurricanes, the 
Great Recession, the BP oil spill, Zika and other epidemics, travel professionals must navigate a 
landscape in which unforeseen circumstances get in the way of the state’s world-class assets and 
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depress travel. When you think about it, travel promotion is this state’s insurance policy against such 
incidents. We all know well that the state has been tested too many times in recent years, but it has 
weathered the storm and been resilient in large part due to Florida’s strategic and wise decision to 
put the ball in the hands of its best player during crunch time.  
 
It is the job of travel promotion to anticipate and respond effectively to this roiling landscape: to 
position a destination at the right time, at the right pace, with the right promotion tools to send the 
message that “we’re open for business.” It is not an option to stand still and hope for the best. In 
that vacuum, competitors will speed past.   
 
I’ll return to a previous point. When an elected official plans a campaign for office, he or she can’t 
wait until October to begin to contemplate the next month’s election. It’s an evolving and 
cumulative process that involves campaign advertising, public engagement and media appearances. 
You must be able to make a compelling argument to constituents that you are the right choice. And 
that takes promotion. 
 
Benefits to Small Businesses 
 
Some may cherry-pick a particular year to criticize VISIT FLORIDA for perceived high investment 
and low visitation; others suggest VISIT FLORIDA merely takes credit for record visitation that 
happens on its own. They are misguided. It’s about the long game, the trends over time and in 
context of a variety of external events, from natural disasters and health threats, to shifts in the 
economy and consumer confidence and, of course, competitors’ strategies.   
 
It’s an uncertain landscape but one thing is for sure: when a state promotion program is interrupted, 
it’s almost as bad as terminating it altogether. It takes many years to pick up the pieces.  
 
Some question the need for public tourism investment on the grounds that large commercial 
attractions, like big cities or iconic theme parks, do plenty of their own advertising. That’s true but 
not close to the whole story, because nationally, 84 percent of all travel-related firms are small or 
very small businesses. That’s who’s helped the most. By design, tourism promotion 
disproportionately benefits smaller municipalities and venues that otherwise could never reach a 
national or global audience. Let me be clear, the suggestion that travel promotion is corporate 
welfare is a naïve misnomer. As an aside, I’ve posed this question to industry watchers, and the 
common denominator is: Disney will be fine. It’s the state’s many small businesses and their 
employees and families that will feel the effect.  

Importantly, travel jobs also serve as a gateway to opportunity and a middle-class life for millions of 
Americans as well as a path to upward mobility for the under-employed. In addition to teaching 
essential job skills and offering rewarding careers, the travel industry also provides many employees 
with the flexibility they need to fulfill their higher education goals. In fact, U.S. Travel and many 
Florida tourism partners will soon collaborate on a campaign called Florida Faces of Travel, to highlight 
the careers of local travel workers – and their opportunities for upward economic mobility. 
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Raising the Tide for All  

Just a few short years ago, America was falling behind in the race to attract international tourism. 
Our market share had been snatched by our more aggressive competitors. There was recognition by 
industry leaders that we were the only player on the world stage who didn’t market itself as a nation 
to the world. So, we successfully built a bipartisan case in the U.S. Congress in 2009 for the Travel 
Promotion Act. This act founded the public-private Brand USA, which helps attract millions of new 
international visitors to the U.S. It’s been a powerful economic multiplier – especially for smaller 
communities and businesses – to leverage their existing marketing platform to vastly enhance 
engagement abroad. Brand USA received a much-deserved vote of confidence in 2014 when it 
earned reauthorization in a rare, bipartisan fashion. 
 
Brand USA is helping us restore our nation’s share of the booming global tourism market. It does its 
job by attracting international visitors to the United States. But it’s up to each state, destination or 
travel business to compete for them once they’re here. Much like the design of VISIT FLORIDA.  
 
I’m not only the CEO of the U.S. Travel Association, but also a proud resident of the state of 
Florida. From my perspective, it would be an enormous mistake to unilaterally disarm in the fierce 
competitive tourism marketplace. If Florida cuts promotion dollars, it not only will lose tourism 
market share, it will lose precious revenue, taxes and jobs for your state’s residents.  
 
On behalf of the hundreds of thousands of Floridians whose livelihood depends on a vibrant 
tourism industry, I urge you to resist a risky experiment and to continue to support the critical work 
of VISIT FLORIDA. 
 
Thank you.  

 
 













































































































































































































































































































































































































































































 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

This item is deferred. 



 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

This item is deferred. 
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Florida Hurricane 

Catastrophe Fund

Senate Appropriations Committee

January 26, 2017



Current Financial Strength

 $13.8B projected 2016 year-end fund balance

 No post-event bonds outstanding

 Emergency assessments have ended – 0% on all policies new or renewed 

on or after 1/1/15

 The FHCF continues to address long-term stability and resilience for 

current and subsequent seasons with the issuance of pre-event bonds and 

the use of risk transfer:

 Pre-event bonds outstanding:

 $1.5B in Series 2013A pre-event bonds 

 $1.2B in Series 2016A pre-event bonds 

 Risk transfer:

 $1B of reinsurance attaching at a loss of $11.5B for the 2016-17 contract year

2



$28.2                51                  1.96%

$7.0                9                    10.75%

$21.3               33                  3.05%

$22.6               36                  2.79%

$25.4               43                  2.36%

$7.0B Industry Retention*

$1.0B - Reinsurance

2016/2017 Contract Year

$17B FHCF Capacity
(Loss Adjustment Expense is included in the capacity)

Represents industry losses.  FHCF probabilities are lower at the top loss levels and higher at the lower loss levels.  All insurers would need to reach 

their maximum coverage limit in order to exhaust the last billion of FHCF Coverage.  Insurers can trigger coverage below the industry retention.

*Individual company retentions are their share of the industry retention.

Not Official 
(For Illustrative 

Purposes Only)

13.8B  Cash

1.0B  Reinsurance

1.5B  2013A Bonds

1.2B  2016A Bonds

$17.5B  Total Resources

- 17.0B   Statutory Limit
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Subsequent

Season

Not Drawn to Scale.

$0.7B of $1.2B – Series 2016A Pre-Event Bonds

$2.3B Remaining Projected 2016 

Year-End Fund Balance

Post-Event

Bonding Capacity

October 2016

$7.7B 

$2.2B Potential

Post-Event

Bonding

$11.5B of $13.8B Projected 2016 
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2017/2018 Subsequent Season
Preliminary Estimates

$1.1B Projected  2017 Year-End Cash Balance

$17B FHCF Potential Capacity
(Loss Adjustment Expense is included in the capacity)
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*Individual company retentions are their share of the industry retention.

**All insurers would need to reach their maximum coverage limit in order to exhaust the last billion of

FHCF Coverage. 

$7.0B Industry Retention*

Not Official 
(For Illustrative 

Purposes Only)

1.5B  2013A Bonds

1.2B  2016A Bonds

1.1B  Cash                

$3.8B Total Resources

-17.0B  Statutory Limit

$13.2B  Potential

Bonding

Needed

Not Drawn to Scale.

$13.2B Potential Bonding Needed

Industry Losses:

FHCF Probabilities are 
lower at the top loss 
levels and higher at the 
lower loss levels**
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$1.2B – Series 2016A Pre-Event Bonds preserved from prior year

$1.5B – Series 2013A Pre-Event Bonds preserved from prior year

Assumption:  Preserved all Pre-Event bonds after a $17B loss  in prior year

Post-Event

Bonding Capacity

October 2016

$ 7.7B 

As of November 28, 2016



1. Post-event debt

 Issued following a hurricane event that exhausts the cash balance

 Tax-exempt bonds may be used

 Proceeds are used to reimburse insurers for paid losses

 Primary source of revenue pledged to repay post-event bonds: 

Emergency assessments levied on property/casualty premiums (not 

including workers’ comp, medical malpractice, federal flood, or health 

and accident) 

 Emergency assessments ranging from 1.0% to 1.3% were 

collected from 2007 through 2015.

 Assessments are terminated when they have generated sufficient 

revenues to repay the bonds.

 Not a full faith and credit obligation of the State

 $2.651 billion post-event bonds issued to date
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Two Types of FHCF Debt



2. Pre-event debt

 Issued in the absence of a hurricane

 Taxable bonds only

 Primarily a source of liquidity to enable the FHCF to pay claims on a 

timely and sufficient basis

 Revenue sources pledged to repay pre-event revenue bonds:

 Reimbursement premiums – mandatory participation creates a 

substantial and stable premium base and are collected annually -

$1.1B for 2016

 Investment earnings - $16.2B portfolio invested according to 

conservative guidelines

 Secured by unspent proceeds invested by the SBA

 Not a full faith and credit obligation of the State

 $9.5 billion pre-event bonds issued to date

6

Two Types of FHCF Debt



Potential Maximum Statutory Limit and Historical 

Claims-Paying Resources
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FHCF Hurricane Losses
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FHCF Hurricane Loss History: 

1995, 2004, and 2005

Year Covered Events

Number of 

Insurers 

Reimbursed by 

FHCF

Total FHCF Reimbursement 

Paid in Excess of Retention 

($ millions)

1995 Erin, Opal 9 $13

2004
Charley, Frances, Ivan, 

Jeanne
136 $3,860

2005 Dennis, Katrina, Wilma 114 $5,536

9

Total residential losses reported to the FHCF for the 2004 and 2005 hurricanes: 

$28.7 billion. This number does not reflect the total value of residential losses, as 

insurers do not report losses to the FHCF after they have reached their coverage 

limit.



 Landfall on September 1, 2016

 No Hurricane Hermine loss reimbursement requests 

received to date, and none expected
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Hurricane Hermine



Hurricane Matthew

 Eye bypassed Florida on 

October 7.

 The FHCF covers losses 

from hurricanes that 

cause damage in Florida 

regardless of whether or 

not they make landfall.

 No Hurricane Matthew 

loss reimbursement 

requests received to date. 

Total FHCF 

reimbursement is 

expected to be minimal.
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Contact Information

12

12

 Anne Bert – Chief Operating Officer
 Telephone: (850) 413-1340

 E-mail: anne.bert@sbafla.com

 Website: www.sbafla.com/fhcf

 Address: Florida Hurricane Catastrophe Fund

State Board of Administration of Florida
1801 Hermitage Boulevard
Tallahassee, Florida 32308







Citizens Property Insurance Corporation 
Financial Overview

Barry Gilway
President, CEO and Executive Director



Financial Overview

YTD Change Change
Financial Summary (in billions) Q3-2016 2015 2014 Accounts Nov-16 Last Mth Last Yr
Surplus1 $7.5 $7.4 $7.4 Total Premium Inforce $922M -4.9% -13.6%
100-Yr PML2 $6.6 $7.8 $10.2 Average Premium - PLA $1,508 -0.7% -0.4%
Claims-Paying Capacity3 $15.8 $18.6 $18.8 Average Premium - Coastal $2,577 -1.7% -4.4%
Total Cash and Invested Assets $12.3 $13.1 $13.7 Average Premium - CLA $18,781 3.3% 4.2%

1 Accumulated Surplus is determined in accordance with Statutory Accounting Principles (SAP).
2 As of Q4‐2014, Single-event occurrence Probable Maximum Loss ("PML“) includes demand surge, excludes storm surge, and does not 
include LAE.
3 Claims Paying Capacity consists of (1) projected year-end surplus; (2) risk transfer (including FHCF coverage); and (3) remaining principal 
repayments on pre-event bonds.

2



Policy Count and 
Exposure Trend

350,000
550,000
750,000
950,000

1,150,000
1,350,000
1,550,000

Combined Policy Count

$90,000,000,000
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$490,000,000,000
$540,000,000,000

Total Exposure
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Financial Resources

Citizens has at its disposal both the traditional resources available to all property and casualty companies 
that conduct business in the state, as well as special assessment powers granted to Citizens by the state 
legislature.
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Risk and Assessment Reductions

(not to scale)

NOTES:
1. Storm Risk is as measured by 100-year probable maximum loss (PML) plus estimated loss adjustment expenses using the Florida Hurricane Catastrophe Fund (FHCF) account allocation 

where PLA and CLA are combined.  PLA/CLA combined PMLs are added to the Coastal PMLs to be consistent for surplus distribution.
2. Surplus, Florida Hurricane Catastrophe Fund (FHCF), and Assessments are as  projected at beginning of storm season.  Not all PLA/CLA surplus is needed to fund storm risk in 2014.  In 

2015 and  2016, not all surplus in PLA/CLA and the Coastal Account is needed to fund a 1-100 year event and is available to fund a second event.
3. Not all Private Risk Transfer is needed to fund a 1-100 year event in 2015 and 2016 and is available to fund a second event.
4. Depopulation PMLs are not included in storm risk totals.  2016 Depopulation PML includes January – September depopulation.  
5. PMLs from 2011-2014 use a weighted average of 1/3rd Standard Sea Surface Temperature (SSST) and 2/3rd Warm Sea Surface Temperature (WSST).  2015 and 2016 PMLs reflect only 

SSST event catalog. 



Overview of Accounts

When Citizens was created, each of the predecessor organizations had slightly different coverage offerings and outstanding indebtedness, 
requiring the premium associated with each to remain aligned.

Each of the following three accounts are separate statutory accounts and have separate calculations of surplus, plan-year deficit and 
assessment bases. Assets in one account may not be commingled or used to fund losses in another account. The three accounts are listed 
below with the types of policies written in each.

Personal Lines Account (PLA)
• Personal Residential Multiperil policies, including homeowners, dwelling fire, mobile home, tenants and condominium unit owners. These 

policies tend to be located further inland or in non-coastal areas of the state. 

Coastal Account (Formerly High-Risk Account)
• Wind-only and multiperil policies for personal residential, commercial residential and commercial nonresidential risks located in eligible 

coastal high risk areas.

Commercial Lines Account (CLA)
• Commercial Residential Multiperil policies, including condominium associations, apartment buildings and homeowners association 

policies.
• Commercial Nonresidential Multiperil (required to include wind coverage) policies (e.g., office buildings, retail, etc.) located outside of the 

coastal (HRA) eligible areas.
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Private Risk Transfer
(2011-2017)
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2016 Coastal Account Layer Chart
Single & Aggregate Event Occurrences

1-100 Surplus Exposed 61%

See Notes and Assumptions

Not drawn to scale
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2016 PLA/CLA Layer Chart
Single & Aggregate Event Occurrences

See Notes and Assumptions

Not drawn to scale
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ASSUMPTIONS
 Citizens’  2016 Budgeted DWP $909 Million (Coastal $488  Million; PLA/CLA $421 Million)
 Citizens’ Policyholder Surcharge Maximum % Per Account 15%
 2016 Regular Assessment Base (projected) $40.6 Billion
 Regular Assessment Maximum % Per Account 2% for Coastal; 0% for PLA/CLA
 2015 Emergency Assessment Base                    $41.5 Billion
 PMLs are based on modeled losses as of June 30, 2016 per AIR Touchstone, Version 3.1.0.   PMLs reflect the Standard Sea Surface Temperature (SSST) Event Catalog including 

Demand Surge, excluding Storm Surge, and include 10% of loss to account for loss adjustment expense (LAE). Interim Return Periods are derived by Linear Interpolation 
between 5 year increments.

 2016 Projected Surplus = unaudited 2015 surplus + 2016 budgeted net income 
 Citizens’ 2016 FHCF coverage is based on preliminary retention estimates and payment multiples.   Actual Citizens’ FHCF attachment and  limits of coverage could differ 

significantly from estimates.  

NOTES
These charts are imperfect! They attempt to show projected claims-paying resources, but they are approximations only.  Four significant complicating factors are described 
below:

1) Coastal PML vs. PLA/CLA PML: An actual 100-year PML event in Coastal Account may not be a 100-year PML event for PLA/CLA.  The relative magnitude of actual losses for 
Coastal and PLA/CLA will depend on the storm size and path

2) Combining PLA and CLA: The PLA and CLA are separate accounts for deficit calculation and assessment purposes, but are combined for FHCF and credit purposes.  It is 
impossible to accurately show the PML resources situation of these accounts on either separate or combined charts since simplifications must be made in either case that 
could prove materially inaccurate.  Although we show the combined accounts, there is no guarantee that they will have deficits at the same time or of similar magnitude

3) Non-residential exposure: Commercial non-residential  (CNR) exposures in the CLA and Coastal Account are not reinsured by FHCF.  Actual deficits and assessments may be 
significantly different than an aggregated PML would otherwise indicate.  The charts include a provisional estimate for CNR losses of 16% in the Coastal Account for all return 
times.  CNR is a negligible portion of the PLA/CLA Accounts and so is not considered in that chart

4) Liquidity: These charts do not show the liquidity needs of the accounts.  An account with ample PML resources may still require liquidity as many of the PML resources are not 
available immediately following a major hurricane.  The timing and magnitude of receivables such as FHCF recoveries and assessments are unknown.  

Notes and Assumptions
2016-2017 Storm Season
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“Keeping your money in your pocket, where it belongs.”

CFO’s Contract Reporting Website:
Florida Accountability Contract Tracking System 

(FACTS)

Senate Appropriations Committee
January 26, 2017
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Independent 
Contractor:  

$ 5,417,472,324 
10%

Grants, 
Contributions & 

Dist:  $ 
18,612,056,554 *

34%

Care & Subsistence:  
$ 25,042,148,152** 

46%

Buildings, Property, 
Construction, and 

Rentals:  
$ 4,512,689,884

8%

Supplies, Materials, 
& Consumables:  

$ 502,674,612
<1%

Other Contractual:  
$ 410,328,973 

<1%

Total Contracted
Payments: 
$54,497,370,499 

Breakdown of  Contracted Spending for Fiscal 
Year 2015-2016

*Includes Florida Education Finance Program (FEFP) payments totaling $11,079,523,336

**Includes Medicaid payments totaling $23,350,923,504
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Statutory Requirements - Transparency
 SB 2096 was adopted into Law (2011-49) during 

the 2011 Session.  

“The Chief Financial Officer shall provide public 
access to a state contract management system that 
provides information and documentation relating to 
contracts procured by all governmental entities”

 HB 5401 was adopted into Law (2013-54) during 
the 2013 Session and replaced reporting required 
for “all governmental entities” with “state entities”
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Statutory Requirements - Transparency

HB 5401 also included the following:
 Defines a contract as “a written agreement or 

purchase order issued for the purchase of goods or 
services or a written agreement for the receipt of 
state or federal financial assistance.” 

 Defines a procurement document as “any document 
or material provided to the public or any vendor as 
part of a formal competitive solicitation of goods or 
services undertaken by a state entity, and a document 
or material submitted in response to a formal 
competitive solicitation by any vendor who is awarded 
the resulting contract”
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Statutory Requirements - Transparency
 Added electronic copies of contracts and procurement 

documents to the reporting requirements
 Added a requirement for use of appropriate internet 

security
 Added a requirement for the redaction/removal of 

information that is exempt from public record
 Allows the Department of Legal Affairs and Department 

of Agriculture and Consumer Services to post 
information on their own Agency-managed website

 By January 1, 2014, each state entity shall post existing 
contracts that were executed before July 1, 2013, with 
payment from state funds made after June 30, 2013
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Benefits

 Eliminated three separate reporting requirements 
 Data elements are validated with State’s accounting 

system to provide integrity of the information
 Contract Information is validated during the audit 

of contractual payment/Error Rates have decreased 
by 24%

 Transparency on Vendor pricing and performance 
metrics

 Key Information for policy makers: current and 
future budget obligations, built in price escalators, 
revenue agreements, contracts exempt from 
competitive solicitation   
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FACTS Statistics
(as of 1/3/2016)

Purchase Orders 692,422

Contracts 53,349

Grant Disbursement Agreements 29,220

Grant Awards/Revenue Agree. 5,356
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FACTS is accessible from the CFO’s transparency homepage
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Main Search page is easy to use.

9



Contract summary information is always displayed at the top of  each page.
Details page groups contract information in boxes for easy identification.  

10



Details page also includes budget information, contract changes, and grant numbers 
(CFDA/CSFA) when applicable.
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Deliverables page provides details on the contract’s pricing, performance measures, and 
financial consequences.
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Payments page displays payment information that has been recorded to the contract 
number in the State’s accounting system (FLAIR).
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Documents page allows the public access to scanned images of  the original contract and 
any subsequent amendments.
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Audits page will display the results of  contract reviews completed by the CFO’s office.
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FACTS also provides interesting Charts and Reports associated with all the active 
contracts currently in the system.
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FACTS charts allow the public to click on the pie totals and see a report that provides 
details associated with the chart.
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FACTS – the public can use the advanced search page to pull a listing of  contracts for 
each method of  procurement identified on this report.
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Office of  Legislative Affairs
850.413.2863
LegAffairs@myfloridacfo.com

Questions?
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Vendor Title of Contract Statutory Authority Contract # How and When Procured
Date Contract 

Executed
Period of Contract (Base and Renewal 

Periods)
 FY 2016-17 Appropriation Base Contract Amount

 Renewal/Amended 
Contract Amount 

Paid as of                                                                                    
1/13/2017

K-12 Assessments
1 American Institutes for Research (AIR) Florida Standards Assessment Section 1008.22, F.S. 14‐652 ITN 2014‐47; issued October 25, 2013 6/3/2014 Base 6/3/14 ‐ 5/29/17 (3 years)  $                            33,538,987 107,469,428.00$                 129,456,850.00$                  104,134,012.58$                  

2 NCS Pearson, Inc.
Administration of Statewide Science Assessment and Florida End of Course 
Assessment aligned to the Next Generation Sunshine State Standards Section 1008.22, F.S. 16-660 ITN 2016-02 issued November 10,  2016 6/30/2016 Base 6/30/16 - 12/31/18 (2  years 6 months)  $                            18,691,199 30,625,286.83$                    $30,860,779.83 1,342,021.13$                       

3 Tallahassee Community College Test Development Services for the FCAT/FSA Section 1008.22, F.S. 372-99410-7P001 1008.22 Florida Statute 10/6/2016 Base 10/1/16 - 6/30/17 (8 months)  $                               1,562,563 2,163,104.00$                      -$                                          -$                                          

4 Florida State University

Three Graduate Interns to assist the Department in
solving practical and technical measurement
problems Section 1008.22, F.S. 371‐99410‐6P001 1008.22 Florida Statute 9/30/2015

Base 7/1/15 ‐ 6/30/16 with
Program period 7/1/15 ‐ 6/30/18 (3 years)  $                                  104,500 119,417.00$                          244,207.00$                           92,052.84$                             

5

School Board of Hillsborough County
and Florida Instructional Materials
Center for the Visually Impaired

Expert reviews of all braille test materials related to NGSSS and Florida Standards 
assessments Section 1008.22, F.S. IA‐641 Exempt, Governmental Entity 9/2/2015 Base 9/2/15 ‐ 6/30/18 (2 years 9 months)  $                                  196,893 390,740.00$                          -$                                          109,930.00$                           

6 University of Nebraska Audit of Statewide Assessments Section 1008.22, F.S. 17-658 Exempt, 287.057(3)(e)12, Florida Statute 12/16/2016 Base 12/16/16 - 11/30/18 (2 years)  $                                  256,710 805,979.00$                          -$                                          -$                                          

7
Leon County School Board Test
Development Center Test Development Services for the FCAT Section 1008.22, F.S. 370-99410-6P001 1008.22 Florida Statute 9/8/2015

Base 7/1/15 ‐ 6/30/16 with
Program period 7/1/15 ‐ 10/5/16 (1 year 3 
months)  $                                  445,508 1,953,007.00$                      $3,961,077.00 2,241,953.76$                       

8 McCann Associates Holdings, LLC
Implementation of a College and Career Readiness Placement Test to be 
purchased at fixed unit prices by Florida public educational institutiions (PERT) Section 1008.30, F.S. 10‐651 ITN 2010‐01; issued June 17, 2009 4/22/2010

Base 4/22/10 ‐ 3/31/15 (4 years 11 months); 
Renewal 4/1/15 ‐8/31/16 (16 months); 
Renewal 9/1/16 - 3/31/17 (6 months)  $                                              -   -$                                         12,500.00$                              $                             12,500.00 

Other PREK - 12 Assessments

9 University of Wisconsin

For English language learners, English language development assessments which 
include the four domains of speaking, listening, reading, and writing, and are 
based on the academic language content of preK–12 students Section 1003.56, F.S. IA‐643 Exempt, Governmental Entity 6/30/2015 Base 6/30/15 ‐ 6/30/18 (3 years)  $                               7,864,693 21,665,177.50$                    $22,244,731.50 6,473,888.50$                       

10 Worldwide Interactive Network Common Assessment Instrument for Florida Juvenile Justice Education Program Section 1003.52, F.S. 16-655 ITN 2015-59 issued December 19, 2014 8/31/2015 Base 8/31/15 - 8/31/18 (3 years)  $                                  110,000 270,000.00$                          310,000.00$                           157,000.00$                           

11 NCS Pearson, Inc. Florida Kindergarten Readiness Screener Section 1002.69, F.S. 14‐814
ITN 2014‐50; issued January 29,
2014 6/30/2014 Base 6/30/14 ‐ 7/2/17 (3 years)  $                                  869,387 2,720,250.00$                      -$                                          2,720,250.00$                       

12 Measured Progress
Florida Standards Alternate Assessment for students with significant cognitive 
disabilities Section 1008.22, F.S. 16-654 ITN 2015-43 issued October 6, 2014 9/24/2015 Base 9/24/15 - 6/30/18 (2 years 9 months)  $                            17,039,014 28,912,929.00$                    -$                                          8,885,974.38

13 ACT, Inc. ACT (PLAN) Testing Program Section 1007.35, F.S. 17-656
Exempt, 1007.35(5) Florida
Statute 11/4/2016 Base 11/4/16 - 4/30/17 (5 months)  $                                  745,000 745,000.00$                          -$                                          -$                                          

14 The College Board PSAT Testing Program Section 1007.35, F.S. 17-657
Exempt, 1007.35(5) Florida
Statute 11/15/2016 Base 11/15/16 - 4/30/17 (5 months)  $                               1,900,000 1,900,000.00$                      $0.00 -$                                          

15 American Institutes for Research (AIR) Value Added Model Section 1012.34, F.S. 16-659 ITN 2016-04 issued August 11, 2015 4/13/2016 Base 4/13/16 - 4/12/19 (3 years)  $                                  780,000 1,527,000.00$                      -$                                          479,000.00$                           

16 WESTAT, Inc.

Trends in International Mathematics and Science
Study ‐ MOU for information exchange,
confidentiality and data security Section 1008.22, F.S. IA‐631 Procurement not required 5/7/2015 Base 5/7/15 ‐ 5/6/19 (4 years)  $                                              -   -$                                         -$                                          -$                                          

Post Secondary Assessments

17 NCS Pearson, Inc. Evaluation Systems
Administration, Development, Scoring, and Reporting of the Certification 
Examinations for Florida Educators Section 1012.56, F.S. 12‐652 ITN 2011‐05; issued March 21, 2011 12/21/2011

Base 12/21/11 ‐ 12/31/15 (4 years); Renewal 
1/1/16 ‐ 12/31/17 (1 year)  $                            13,046,423 34,754,325.00$                    $56,706,713.50 43,893,785.86$                     

18 Tallahassee Community College

Provide services of nine contractor staff positions in
the Office of Assessment for use in the continued
implementation of the Florida Teacher Certification
Examinations Section 1012.56, F.S. 372‐93110‐6P001

1008.29, 1008.345, 1012.55 &
1012.56 Florida Statute 7/29/2015

Base 7/1/15 ‐ 6/30/16 with
Program period 7/1/15 ‐ 6/30/18 (3 years)  $                                  737,477 2,212,431.00$                      -$                                          648,228.07$                           

18 Number of Active Contracts Sub-Total Active Contracts 238,234,074.33$     243,796,858.83$      171,190,597.12$      

1 NCS Pearson, Inc. Administration of State Standards-Based Assessment Program FCAT Section 1008.22, F.S. 09‐658 RFP 2008‐17; issued April 4, 2008 6/22/2009

Base 6/22/09 ‐ 11/30/13 (4 years);
Renewal 12/1/13 ‐ 11/30/15 (2 years);
Extend to end 11/30/16 (1 year)  $                               8,264,698 254,100,000.00$                 353,844,500.00$                  346,271,304.75$                  

2 Questar Assessment, Inc.
Implementation and Administration of the Comprehensive English Language 
Assessment (CELLA) Section 1003.56, F.S. 09‐659 ITN 2009‐07; issued September 26,2008 6/19/2009

Base 6/19/09 ‐ 12/31/12 (3 years);
Renewal 1/1/13 ‐ 12/31/14 (1 year); Extend 
to end 6/30/15 (6 months)  $                                              -   12,373,966.00$                    22,936,513.00$                     22,720,137.00$                     

3 Measured Progress Florida Alternate Assessment for students with significant cognitive disabilities Section 1008.22, F.S. 11‐814 ITN 2011‐29; issued May 23, 2011 7/22/2011
Base 7/22/11 ‐ 6/30/14 (3 years); Renewal 
7/1/14 ‐ 6/30/15 (1 year)  $                                              -   4,759,530.00$                      6,250,804.00$                       5,789,189.30$                       

4 NCS Pearson, Inc. Florida Interim Item Bank and Test Platform (RTT through 7/31/15) Section 1008.22, F.S. 12‐818 RFP 2012‐48; issued February 15, 2012 6/25/2012

Base 6/25/12 ‐ 6/30/14 (2 years); Renewal#1 
7/1/14 ‐ 7/31/15 (1 year); Renewal #2 
8/1/15 ‐ 7/31/16 (1 year) 25,476,748.00$                    27,728,309.00$                     27,730,065.45$                     

5 Worldwide Interactive Network Common Assessment Instrument for Florida Juvenile Justice Education Program Section, 1003.52, F.S. 12‐921
ITN 2012‐17; issued October 12,
2011 6/14/2012 Base 6/14/12 ‐ 8/31/15 (3 years)  $                                              -   270,000.00$                          -$                                          270,000.00$                           

7 University of Nebraska Audit of Statewide Assessments Section 1008.22, F.S. 13‐658 ITN 2012‐55; issued April 24, 2012 1/25/2013
Base 1/25/13 ‐ 11/30/14 (22 months); 
Renewal #1 12/1/14 ‐ 11/30/16 (2 years)  $                                              -   394,081.00$                          811,758.00$                           811,756.00$                           

8 Florida State University Quality control Analysis of Statewide Assessment Programs Section 1008.22, F.S. 14‐659 ITN 2013‐13; issued May 14, 2013 11/25/2013 Base 11/25/13 ‐ 11/30/15 (2 years) 1,693,160.00$                      -$                                          986,321.72$                           

9 Human Resources Research Organization External Assessment Evaluator of the Interim Assessment materials Section 1008.22, F.S. 14‐670
RFP 2014‐22; issued January 17,
2014 6/13/2014

Base 6/13/14 ‐ 6/30/15 (1 year);     Extend to 
end 8/31/15 (3 months)  $                                              -   605,375.00$                          763,133.00$                           654,134.00$                           

10 American Institutes for Research (AIR) Value Added Model Section 1012.34, F.S. 15-651 Single Source 2015-33 1/14/2015
Base 1/14/15 - 7/31/15 (7 months); Extend 
to end & reduce 11/30/15 (4 months) 780,000.00$                          610,000.00$                           610,000.00$                           

ACTIVE CONTRACTS

EXPIRED CONTRACTS

Multi-Year Assessment Contracts and Grants FY2008/2009 through FY2016/2017



Vendor Title of Contract Statutory Authority Contract # How and When Procured
Date Contract 

Executed
Period of Contract (Base and Renewal 

Periods)
 FY 2016-17 Appropriation Base Contract Amount

 Renewal/Amended 
Contract Amount 

Paid as of                                                                                    
1/13/2017

11 ACT, Inc. ACT (PLAN) Testing Program Section 1007.35, F.S. 15‐656
Exempt, 1007.35(5) Florida
Statute 10/23/2014 Base 10/23/14 ‐ 4/30/15 (1 year)  $                                              -   350,000.00$                          -$                                          195,530.00$                           

12 The College Board PSAT Testing Program Section 1007.35, F.S. 15‐657
Exempt, 1007.35(5) Florida
Statute 9/11/2014 Base 9/11/14 ‐ 4/30/15 (1 year)  $                                              -   1,200,000.00$                      -$                                          1,200,000.00$                       

13 University of Nebraska
General Knowledge & Graduate Record Examination
Study Section 1012.56, F.S. 15‐658

Exempt, 1012.55, 1012.56,
1012.59 Florida Statute 11/14/2014

Base 11/14/14 ‐ 2/28/15 (3 months); Extend 
to end 4/30/15 (2 months)  $                                              -   94,611.54$                            -$                                          94,611.54$                             

14 Alpine Testing Solutions, Inc.
Psychometric Validity for the Florida Standards
Assessment Section 1008.22, F.S. 15‐660

HB 7069 as approved by the
Governor 6/4/2015 Base 6/4/15 ‐ 9/1/15 (3 months)  $                                              -   594,310.43$                          -$                                          594,310.41$                           

15 ACT, Inc. ACT (PLAN) Testing Program Section 1007.35, F.S. 16-656
Exempt, 1007.35(5) Florida
Statute 10/21/2015 Base 10/21/15 - 4/30/16 (6 months)  $                                              -   350,000.00$                          -$                                          82,862.50$                             

16 The College Board PSAT Testing Program Section 1007.35, F.S. 16-657
Exempt, 1007.35(5) Florida
Statute 10/12/2015 Base 10/12/15 - 4/30/16 (6 months)  $                                              -   1,650,000.00$                      -$                                          1,650,000.00$                       

17

Human Resources Research
Organization and Florida State
University Confidential Disclosure Agreement Section 1008.22, F.S. IA‐632 Procurement not required 4/15/2015 Base 4/15/15 ‐ 9/30/15 (5 months)  $                                              -   -$                                         -$                                          -$                                          

17 Number of Expired Contracts  $     304,691,781.97  $      412,945,017.00  $      409,660,222.67 

35 Grand Total Active and Expired Contracts Since 2009/09 542,925,856.30$     656,741,875.83$      580,850,819.79$      

Total Expired Amount of Contracts 

Grand Total Amount of Active and Expired Contracts Since 2008/09















DISCUSSION OF FLORIDA PALM
(FLAIR REPLACEMENT)

JANUARY 26, 2017



 Florida Accounting Information Resource (FLAIR) 

was implemented 30 years ago to provide 

accounting resources to State agencies

 FLAIR processes $90 billion in payments annually 

(including $3.5 billion in payroll) 

 FLAIR has over 16,000 users statewide

 FLAIR limitations include:

◦ Paper intensive processing  

◦ No predictability/forecasting  

◦ Lack of availability of IT support

Discussion of Florida PALM
Overview of FLAIR

1



 The FLAIR Study concluded the State of Florida 

should pursue the replacement of FLAIR and the 

Cash Management Systems (CMS) with a 

commercial off the shelf (COTS) enterprise 

resource planning solution (ERP) for the financial 

management processes to support the 

constitutional obligations of the CFO

Discussion of Florida PALM
FLAIR Study (March 2014)
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 The Florida PALM Project operates on three core 

principles:
1. Create a realistic plan to complete the FLAIR and CMS 

replacement project

2. Incorporate a number of smaller objectives along a 

deliberate timeline

3. Acknowledge the statewide aspect of the project and 

the impact to the other Florida agencies

Discussion of Florida PALM
Core Principles
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Pre-Design, Development, 

and Implementation

(Pre-DDI)

Design, Development and Implementation Phases

Procurement 

Activi ty

Florida PALM Project Phases

Pre-DDI – Pre-Design, Development, and Implementation focuses on project 

planning, Business Process Standardization and procurement of a Software and 

System Integrator (SSI)

DDI Phases – Design, Development, and Implementation Phases initially focused 

on core FLAIR and CMS processes then expanded functionality

Discussion of Florida PALM
Florida PALM Project Phases
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 FY2014-2015 (Year 1):
◦ Appropriated $9M

◦ Spent $2.2M

 FY2015-2016 (Year 2):
◦ Appropriated $11.3M

◦ Obtained released for $8.4M

◦ Spent $8.1M

 FY2016-2017 (Year 3):
◦ Appropriated $8.7M

◦ Obtained release for $7.7M

◦ Requested to re-appropriate $2M for FY2017-2018 DDI 
readiness

Discussion of Florida PALM
Budget
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 Staffed Project FTEs across four teams 

encompassing project management, people, 

process, and technology 

 Secured contract support staff across four teams 

and independent verification and validation 

services

 Conducted meetings with all 34 agencies that 

currently use FLAIR and CMS to establish and 

obtain approval on standardized business 

processes across ten financial process areas 

Discussion of Florida PALM
Completed Pre-DDI Milestones
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 Obtained approval of business requirements 
based on statewide-developed standardized 
business processes through governance process 
in September 2016

 Obtained approval of solicitation documents for 
the Software and System Integrator (SSI) through 
governance process in October 2016

 Released solicitation on November 1, 2016

 Started planning for evaluation and negotiation 
phases

 Anticipate vendor responses on January 24, 2017

Discussion of Florida PALM
Procurement Milestones
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Contact Information

Melissa.Turner@myfloridacfo.com

myfloridacfo.com/FloridaPALM
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