
TDC EXECUTIVE SUMMARY 
 

Review and make recommendation to the Board of County Commissioners to 
approve the Fiscal Year 2016 Strategic Marketing Plan for the Naples, Marco 
Island, Everglades Convention & Visitors Bureau (CVB) and make a finding that 
this item promotes tourism. 
______________________________________________________________________ 
 
OBJECTIVE:  Review the strategic plan for the destination for FY 16 commencing 
October 1, 2015.     
 
CONSIDERATIONS:  During 2015, the CVB conducted meetings with its marketing 
partners at quarterly Advisory Roundtables where numerous elements of our destination 
marketing efforts were discussed. Additional input was gained at our day-long strategic 
retreat on July 1, 2015; face to face meetings with hotel sales and marketing managers 
and PR representatives throughout the year. The CVB also created and rolled out in 
2014-15 a co-op marketing program featuring special cost saving opportunities to our 
tourism partners in shared advertising and trade show attendance, and feedback is 
requested from partners on those offerings. The information collected from all of these 
sources is analyzed and compiled into a one year marketing plan to promote the 
destination and a three year longer range plan to meet our destination marketing 
objectives in the future. All of the above efforts have laid the groundwork for the FY 16 
Strategic Marketing plan for TDC review and recommendation.  
 
This plan will be presented to the Collier County Lodging and Tourism Alliance meeting 
on September 29 for their input. That group has participated in the July 1 marketing 
summit and in our quarterly roundtable meetings and unanimous support of the plan is 
expected.  
 
The PowerPoint presentation included with this Executive Summary is an overview of 
the complete plan as presented in the printed books provided to each TDC member.  
The plan includes all aspects of the CVB’s initiatives to market Collier County worldwide 
as a tourism destination of choice for group and leisure vacations in 2015-2016. With 
TDC recommendation, the plan will be presented to Board of County Commissioners on 
October 13 for final approval. The entire plan will then be posted on our website for use 
by our Collier tourism industry partners.   
 
The plan includes Goals, Objectives, Situation Analysis, Strategies, Implementation 
details, and detailed planned expenditures for each marketing discipline in the Tourism 
Department Budget for FY 16. Those planned expenditures include Administrative 
Costs, Marketing and Advertising, Public Relations and Communications, Group and 
Leisure Sales, Sports Marketing, Film and Entertainment, International representation in 
the UK, Europe and Brazil, Marketing Grants and Museum Grants. 
 
FISCAL IMPACT: The projected destination marketing budget to support this strategic 
marketing plan is $5.0 million in paid advertising and promotion plus Contracted 
Services, Promotions, Administrative costs totaling an additional 4.3 million. These 
expenditures are funded by the FY 16 projected tourist tax revenue, collected monthly 
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by the Collier County Tax Collector. This budget reflects the new allocations in the 
tourist tax ordinance for marketing approved by the BCC in June 2013. These funds are 
a part of the Fund 184 and 194 approved Tourism Department budget for FY 16.  
 
GROWTH MANAGEMENT IMPACT:  There is no impact to the Growth Management 
Plan related to this action. 
 
RECOMMENDATION:  Review and make recommendation to the Board of County 
Commissioners to approve the Fiscal Year 2016 Strategic Marketing Plan for the 
Naples Marco Island, Everglades Convention & Visitors Bureau (CVB) and make a 
finding that this item promotes tourism. 
 
 
SUBMITTED BY:  Jack Wert, Tourism Director  

September 28, 2015 
New Business 7-d 

2 of 49



Strategic Marketing Plan 
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Plan Development Process 
• Quarterly Tourism Industry meetings to 

discuss marketing initiatives 
• Annual Marketing Planning Summit- July 1 
• Collier Lodging & Tourism Alliance review 9/29 
• Review and Recommendation of TDC  
• Present Final Plan to BCC October 13 
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Strategic Marketing Plan Content  
• Market Intelligence 
• Three Year Strategic 

Plan FY 16-19 
• Marketing Plan 2015-16 
• Group Market Plan 
• Leisure Market Plan 
• Florida State 

Association Plan 
• PR & Communications 

Plan 
 

• Sports Market Plan 
• Film & TV Plan 
• International Markets 

– UK/Ireland 
– European Plan 
– Brazil Plan 

• Arts, Culture, Heritage 
• Air Service Marketing 
• Implementation Plans 
• Budgets 
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Market Intelligence 
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Market Intelligence 
 

January – August 2015 
Visitor Analytics 
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Collier Tourism Metrics 
Collier YTD 2015 (Jan. – Aug.) 

Number of 
Visitors 

Room Nights 

Economic Impact 

• 1,285,900 
• +3.3 %∆ 

• 1,761,700 
• +1.7%∆ 

• $1,435,152,200 
• +8.5%∆ 
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Competitive Destinations Analytics 
YTD 2015 (Jan. – Aug.) 
 

Occupancy ADR RevPAR 
2015 % ∆ 2015 % ∆ 2015 % ∆ 

Naples MSA 71.2%  -0.2 $231.71  +7.7  $165.01  +7.5 

Naples Upscale 78.0%  -2.5 $295.06  +10.0  $230.22  +7.2 

Miami-Hialeah 79.8%  -0.2 $200.99  +6.7  $160.35  +6.5 

Florida Keys 82.9%  -0.7 $277.95  +5.9  $230.53  +5.1 

Ft. Myers 74.0%  +5.2 $156.75  +8.2  $115.98  +13.8 

Sarasota-Bradenton 72.9%  +0.3 $143.05  +10.2  $104.32  +10.6 

Clearwater 79.5%  +3.1 $136.17  +7.1  $108.20  +10.4 

St. Petersburg 74.1%  +4.0 $147.79  +9.2  $109.57  +13.5 

Palm Beach County 75.4%  +0.4 $175.61  +7.8  $132.34  +8.2 

Ft. Lauderdale 81.1%  +1.7 $139.73  +6.3  $113.39  +8.0 
SOURCE:  SMITH TRAVEL RESEARCH, INC. 
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Visitor Origins 
Collier YTD 2015 (Jan. – Aug.) 
 

# of Visitors 2015  ∆ % 

Florida  420,040  -0.3% 

Southeast  84,543  +7.3% 

Northeast  282,006  +5.5% 

Midwest  213,112  +2.5% 

Canada  35,328  +1.0% 

Europe  188,199  +6.2% 

US Opp Mkts  62,672  +10.1% 

YTD 2015  1,285,900  +3.3% 
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Collier Top DMA’s 
Market (% of 
domestic visitation) 

Fall  
2014 

Winter 
2015 

Summer 
2015 

Annual  
14/15 

Miami-Ft. Lauderdale 11.5 8.1 15.6 11.3 

Tampa-St. Petersburg 9.3 6.1 9.0 7.8 

New York 6.3 9.6 5.9 7.6 

Greater Orlando 5.5 3.7 6.0 4.9 

Chicago 3.1 6.6 3.8 4.8 

West Palm Beach 4.3 2.6 6.2 4.1 

Philadelphia 3.0 4.9 2.6 3.7 

Boston 3.5 4.8 2.2 3.7 

Minneapolis-St. Paul 2.3 2.9 1.8 2.4 

Detroit 2.2 2.5 2.1 2.3 

Atlanta 2.1 2.1 2.3 2.2 

Washington, D.C. 2.4 1.9 2.1 2.1 

Cleveland 1.5 2.4 2.0 2.0 

Pittsburgh 1.4 1.5 1.9 1.6 

Fall 2014 – Summer 2015 
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First Time Visitors (% Yes) 
Collier August 2015 
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Airports of Deplanement (Top Five) 
Collier August 2015 
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 2014 55.4% 
 2015 57.3% 
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Visitor Perceptions 

• 98.8% 
Satisfaction 98.2%  

• 92.9% 
Would Recommend 93.1% 

• 18.6% 
More Expensive 19.3% 

• 93.5% 
Plan to Return 94.5% 

 2014 2015 

September 28, 2015 
New Business 7-d 

15 of 49



Average Age/Median Income 
Collier August 2015 
 

• 44.4 
Average Age (years) 45.9  

• $141,003 
Median HH Income $149,835 

 2014 2015 
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Collier Direct Hospitality & Tourism 
Employment (Calendar Years)* 

Jan. Feb. Mar. Apr. May Jun. Jul. Aug. Sep. Oct. Nov. Dec 
2012 25,300 25,800 25,900 25,100 23,700 22,300 21,200 21,000 21,000 22,200 24,300 24,900 
2013 25,600 26,400 26,400 25,900 24,500 22,800 22,200 22,000 22,100 23,400 25,500 26,300 
2014 26,900 27,600 27,900 27,200 25,700 24,100 23,300 23,100 22,800 24,200 26,100 26,800 
2015 27,200 27,900 28,200 27,900 26,400 24,800 24,000 23,700         
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* SOURCE:  Florida Department of Economic Opportunity, Labor Market Information, Current Employment Statistic Program 
(CES), Collier County Leisure and Hospitality Sector. 

2014 

2013 

2012 2015 
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Visitor Comments 
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Strategic Marketing Plan FY 16-19 
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Long Term Goals FY 16-19 
• Provide tourism industry leadership to ensure we remain competitive 
• Maintain our trusted source status for travel information 
• Maintain and grow our market share of Florida visitors 
• Continue to build trust and engagement of local and regional  

 tourism partners 
• Influence our customers wherever they are in buying decision cycle 
• Grow the yield of our marketing efforts through increased tourism 

taxable sales (TDT & Sales Tax) 
• Engage our  visitors and encourage them to share their experiences 
• Deliver an increasing return on  our marketing  investments 
• Influence potential visitors’ intentions to travel to our destination 
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Long Term Objectives FY 16-19 
• Increase engagement of tourism partners in 

advertising co-ops to $200,000 by end of 2016 
• Increase group meeting visitors to 40% by 2017 
• Grow ROI on marketing investment to $125 by 2017 
• Maintain satisfaction level at 98% 
• Grow Economic Impact  by 5% per year  
• Grow annual visitation by 5% per year 
• Grow hotel room nights by 3% per year 
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Destination Marketing Plan 
2015-2016 
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Destination Marketing Plan for 2015-16 

•  Goal:  
• Implement strategies and tactics to increase both 

group and leisure travel to our destination.   

• Objective:  
• Implement a marketing plan to navigate our 

destination through the ever-changing world-wide 
tourism marketplace and attract record numbers of 
visitors to our community.  

• Flexibility: 
• Build in flexibility to react to trends and unexpected 

events in the year ahead. 
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Destination Objectives FY 16 
• Grow tourist tax revenue to $21 million 
• Increase inquiries to our tourism website by 10% 
• Grow requests for Official Visitor Guide by 5% 
• Grow year-round occupancy levels by 5%  
• Grow our Return on Investment of visitor 

spending to advertising dollars invested to an 
average of $110 
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Destination Strengths 
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Destination Weaknesses 
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Destination Opportunities 
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Destination Threats 
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Target Markets FY 16 
Domestic Leisure: 

Summer:  
• Florida residents and visitors from other Florida tourism destinations 

(Miami, Fort Lauderdale, Sarasota, St. Pete, Tampa, Orlando) 
Winter 
• Northeast U.S. (New York, Boston, Philadelphia, Washington DC) 
• Midwest U.S. (Chicago, Indianapolis, Columbus, Cleveland, Minneapolis 
• Southeast U.S. (Atlanta, Charlotte, Dallas/Ft. Worth) 

• Canada (Toronto) 

International: 
• Central Europe (Germany, Switzerland, Netherlands 
• UK/Ireland 

• Brazil 

Opportunity Markets: 
•  France & Scandinavia 
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Media Target Demos & Needs  
Leisure 
Primary: 

• Adults 35-64 
• HHI $150,000+  
• Favoring women, families , couples 
• Seek getaways to detach: quality with 
value 
• Seek pampering, entertainment, education, 
one of a kind experiences/adventure, 
sustainable opportunities 

Secondary: 
• Millennials- 17-34 age group 
•   Gen X & Gen Y 30-50 age groups 
•    Visitor age declines each year  
• Seek tech savvy experiences and 

destinations  
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Media Target Demos & Needs 
Group Market 

Primary Targets: 
– Corporate & Association Meeting planners, SMERF, 

Sports event organizers 
– Mid to large sized events with budgets of $100,000 

to $500,000 
– East Coast Corporate Parks, Tallahassee State Assoc.  
 
Strategy:  
– Seek meeting destinations with comfortable space, 

dining alternatives, unique recreation and resort 
booking perks 
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Strategies 
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Strategies 
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Strategies 
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PR & Communications Plan 
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PR & Communications Plan 
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Digital & Social Media Plan 
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Digital & Social Media 
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Film & Entertainment 
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Strategies 
• Dedicated Arts & Culture section of the CVB website: This will include 

expanded partner listings, descriptive information, images, hyperlinks and 
special offers. Webpage will also link to various arts & culture related web 
videos and articles.  

• Consumer e-Newsletter to promote the Celebrate the Arts Month in 
November. Content centers on arts, culture and history events with hyperlinks 
to the digital Arts, Culture & Heritage Guide content. 

• Arts, Culture & Museum Grantees: Encourage grantees to use our visitor 
feeder markets to place their event ads and to link to our CVB events web 
page. 

• County Museums Assistance: $100,000 dedicated to supporting events and 
marketing initiatives. Continue to build new revenue opportunities for our 
museums. Move Naples Visitor Center to Naples Depot rail car 

Arts, Culture & Heritage Plan 
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Air Service Support Plan  
 

Strategies: 
•   Attract new scheduled and chartered flights from western US 
•   Attract new International service from UK, Europe, 
 Scandinavia and South and Central America.  
•   Expand efforts targeting our primary fly-drive markets, including 
  Miami, Ft. Lauderdale, Palm Beach, Tampa, and Orlando.  
•  Distribute Visitor Guides and maps at RSW, Charlotte County 
  Regional, Naples Municipal Airport and Collier County Airports. 
•  Maintain and create new co-op programs with Lee VCB, RSW 
  Airport and VISIT FLORIDA marketing teams fore new service 
•   Attend air service trade shows with the RSW airport, Lee VCB and 
  VISIT FLORIDA marketing teams  
• Apply for air service grants through VISIT FLORIDA and International 
 destinations 

•Budget: $250,000 for FY 16 
•$50,000 additional funding for each fiscal year for the next two years 
for marketing support of new or existing service. 
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FY 15 TDT Budgets 
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Recommendation 

• Recommend approval of the FY 2015 -16 
Strategic Marketing Plan and related 
expenditures for the Naples, Marco Island, 
Everglades Convention & Visitors Bureau 
(CVB) and make a finding that these 
expenditures promote tourism 
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         Convention & Visitors Bureau  
 Destination Marketing Plan 

2015-2016 

Discussion/Suggestions 
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