
 

 

 
 

LEON COUNTY 
Tourist Development Council 

 

Thursday, November 12, 2020 at 9:00 a.m. 
County Commission Chambers - Leon County Courthouse, Fifth Floor 

301 South Monroe Street, Tallahassee FL 32301 
 

MEETING AGENDA 
 
I. Call to Order – Bo Schmitz, Chairman 
 

II. Special Recognition for TDC Members County Commissioner Bryan Desloge 

and City Commissioner Elaine Bryant  
 

III. Request for Additional Agenda Items – Bo Schmitz 
 

IV. Public Comment 
 

V. Items for Consent Approval – Bo Schmitz 

• September 17, 2020 Meeting Minutes 

• Financial Reports: Division Budget September 2020 Year-to-Date,  
Tourism Development Tax Collections and Smith Travel Report 

• Advertising/PR Activity Report/Digital Activity 

• Direct Sales, Communications, Visitor Services, and Sports Staff Reports 
 

VI. General Business – Bo Schmitz 

• Research Presentation – 4th Quarter Visitor Study & Year-End Report - Joseph 
St. Germain, Downs & St. Germain Research 

• Year-in-Review Presentation  

• Sports Events Update  

• Discussion on Development of New Tourism Strategic Plan 

• Proposed 2021 TDC Meeting Dates     

• Tallahassee Sports Council Update 

• COCA Update 
 

VII. Executive Director’s Report – Kerri Post 

• Amphitheater Support Space Update at NAP Cascades Development 
 

VIII. Additional Business: “For the Good of the Cause” – Bo Schmitz 
 

Next TDC Meeting:  
Tentative - January 21, 2021 at 9:00 a.m. 

County Commission Chambers 
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LEON COUNTY  TOURIST DEVELOPMENT COUNCIL 
REGULAR MEETING  
September 17, 2020 

  

The Leon County Tourist Development Council met virtually for a regular meeting with Chairman Bo Schmitz 

presiding. Council members present were City Commissioner Elaine Bryant, Mike Collins, Kathleen Spehar, Dr. 

Amanda Stringer, City Commissioner Dianne Williams-Cox, Sharon Priester, Sam Patel, Matt Thompson, Michelle 

Personette and County Commissioner Bryan Desloge. 

 

Tourism Staff present: Kerri Post, Aundra Bryant, Katie Gardocki, Dionte Gavin, Amanda Heidecker, Renee Jones, 

Katie Kole, Scott Lindeman, Terri Messler, Janet Roach and Joseph Piotrowski. 

 

Guests present: Dr. Joseph St. Germain representing Downs & St. Germain Research and Mr. Curtis Zimmerman 

representing the Zimmerman Agency. 

 

I. CALL TO ORDER: Chairman Schmitz called the meeting to order at 9:03 a.m. 

Chairman Schmitz read for the record Governor DeSantis’ Executive Order 20-69 issued March 20, 2020, and 

extended by Executive Order 20-112 April 30, 2020, authorizing legal governing bodies, including counties to 

conduct meetings without having a quorum physically present or at a specific location. He stated the order also 

authorizes the use of communications media technology for virtual meetings, such as audio and video conferencing. 

Kerri Post conducted a roll call of TDC members and announced a quorum. TDC members present remotely using 

Zoom as the meeting platform: Commissioner Elaine Bryant, Mike Collins, Kathleen Spehar, Dr. Amanda Stringer, 

Commissioner Dianne Williams-Cox, Sharon Priester, Sam Patel, Matt Thompson, Michelle Personette and County 

Commissioner Bryan Desloge. Ms. Post provided information regarding Leon County’s Proclamation 2020-7 in 

advance of the meetings which amended Board Policy 01-05 temporarily established procedures for Leon County 

to hold virtual meetings as authorized by Executive Order 20-69. She also provided a statement regarding public 

notice of the virtual public meeting. 

 

II. REQUEST FOR ADDITIONAL AGENDA ITEMS: Chairman Schmitz confirmed there were no requests 

for additional agenda items.  

 

III. PUBLIC COMMENT: Chairman Schmitz confirmed there were no comments submitted.  

 

IV. ITEMS FOR CONSENT APPROVAL:  

• July 10, 2020, Meeting Minutes 

• Financial Reports: Division Budget July 2020 Year-to-Date,  

      Tourism Development Tax Collections and Smith Travel Report 

• Advertising/PR Activity Report/Digital Activity 

• Direct Sales, Communications, Visitor Services and Sports Staff Reports 
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Commissioner Desloge moved, duly seconded by Commissioner Bryant, approval of the Items for Consent. The 

motion passed unanimously. 

V. GENERAL BUISNESS  

Research Presentation - 3rd Quarter Visitor Study 

Joseph St. Germain, Ph.D., representing Downs and St. Germain Research presented to the Council the research 
results for April – June 2020 Visitor Tracking Report. He provided an overview of economic impact, direct spending 
year-over-year and provided an explanation of the visitor journey.  
 

FY21 Tourism Event Grants Recommendations 

Matt Thompson reviewed the recommendations for FY21 Signature Event Grants and Special Event Grants. He 
thanked fellow Grant Review Committee members Sharon Priester and Michelle Personette for their service. 
Sharon Priester made note of the new grant system and shared how much it improved the overall process. Mr. 
Thompson requested that the TDC members support the recommended funding levels that were presented. 
Commissioner Dianne Williams-Cox questioned discussion regarding one applicant that did not meet the minimum 
score threshold to receive funding to which it was determined the TDC would readdress shortly next. 

 
Commissioner Desloge moved, seconded by Commissioner Williams-Cox, approval of the FY21 Signature 
Events/Emerging Signature Grants and Special Event Grant funding recommendations as presented by the Grant 
Review Committee. The motion passed 8-0 with Matt Thompson abstaining from the vote due to conflict of 
interest.  

 
Kerri Post thanked the Grant Review Committee and reaffirmed the grant budget had been reduced over 40%. 

Due to the numerous event cancellations in FY20 due to COVID-19, she shared that the remaining grant funds 

from FY20 will be requested to carry forward into FY21 to be able to provide a second cycle of grants in January 

2021. She proposed providing a budget update during the November TDC meeting as well as the potential to 

review a proposed second grant cycle at the beginning of the year.  

Commissioner Williams-Cox moved, seconded by Commissioner Bryant to review the possibility for a second 

grant cycle at November’s TDC meeting, using grant funds that will be carry forward from FY20. The motion 

passed unanimously. 

FY21 Marketing and Sales Plans Highlights 

Ms. Katie Kole highlighted the Marketing and Communications Sales Plan, and Visitor Services Work plan for FY21, 

promoting Tallahassee as a safe destination for travel on all platforms. She shared that the Agency Marketing Plan 

would be presented shortly and continued to highlight marketing staff plans to support partners through hosting 

quarterly meetings, whether virtual or in-person, creating a new Community Event Awareness Program 

generating community awareness when a large event or meeting  is in town, the new Online Grant Management 

system, a new satellite Visitor Information Center at North American Properties/Amphitheater Support Space. She 

noted the travel budget has been strategically reduced while maintaining high exposure events and VISIT FLORIDA 

Media Missions.  

 

Amanda Heidecker then highlighted changes in the Sales industry due to COVID-19 and the Sales team plans 

moving forward through building success with meeting planners in key markets, partner involvement and 

expanding on sports success with events and meetings. She shared the Sales team is looking to capitalize on 

marketing the new and renovated hotels for both leisure and meetings as well as working to position Tallahassee 
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as an outdoor hiking, biking and kayaking destination to Sports and event planners. Ms. Heidecker noted she is 

looking to fall and spring to expand sports with the re-opening of Apalachee Regional Park and potential IMBA 

designation from the International Mountain Biking Association. Kerri Post added that with the additional new 

properties in the market Tallahassee will have an increase in hotel capacity of 20% this year and that staff is 

targeting to fill those rooms with group and leisure bookings that are a good fit for our community. 

 

Marketing Plan Presentation – CARES Act Funding 

To introduce the Marketing Plan presentation, Kerri Post shared the positive news that the Division of Tourism 

received $700,000 in C.A.R.E.S. Act funding from Leon County to safely and responsibly market the destination, it 

must be spent before the end of the 2020 calendar year. Mr. Curtis Zimmerman, representing the Zimmerman 

Agency and Ms. Katie Kole presented an overview of the Marketing Plan utilizing C.A.R.E.S. Act Funding. He shared 

the specifics of the C.A.R.E.S. Act Creative Campaign that has been and will be directed by health and safety 

guidelines as well as consumer sentiment in five stages: Respond, Engage, Rebound and Expand and finally, the 

New Normal. Michelle Personette requested information regarding the status of media familiarization tours and 

Katie Kole shared journalists are beginning to show interest in travel again and staff has begun to engage in 

“virtual desk side” meetings with media via Zoom. She shared that the Marketing staff also has a VISIT FLORIDA 

FAM trip planned for November, as well as a few confirmed media stays in October.  

 

FY21 Sports Grants Recommendations and Tallahassee Sports Council Update 

Mike Collins, Tallahassee Sports Council Chairman provided updates on the Tallahassee Sports Council. He 
presented the FY 21 Sports Grant recommendations in the amount of $60,000 in grants for 43 events. 
 
Michelle Personette moved, seconded by Sharon Priester, approval of the Tallahassee Sports Council FY21 Sports 
Event 1st Cycle Grant funding recommendations. The motion passed unanimously. Mike Collins stated for the 
record his conflict of interest and recusal..  
 
Mr. Collins stated that IMBA will be coming in November as part of the application process for designation as a 
Bronze level Ride Center with the International Mountain Biking Association Destination and shared the upcoming 
sports events schedule. 
 

Request to Move Next TDC Meeting to November 12 from November 5  

Kerri Post requested to move the next TDC meeting from November 5, to November 12 due to several scheduling 

conflicts. The request was granted by the TDC. 

 

COCA Update 

Kathleen Spehar shared COCA highlights working with artists to assist with grant programs. She shared the new 

mobile-friendly arts guide has been made available online. Ms. Spehar reported area artists continue to shift to 

create select live and virtual experiences and programs that tell the COCA story as well as help build the COCA brand 

through a new “get out and get artsy” program.  

 

 

VI. EXECUTIVE DIRECTOR’S REPORT  

• Kerri Post shared that earlier in the week the BOCC voted to allow cross-country events to take place with 

additional safety protocols with the requirement that Tourism staff bring back a post-race report update at 

the BOCC’s October 13, 2020 meeting. Considerable discussion ensued regarding the future of organized 
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sports and safety protocols. 

• Ms. Post recognized Janet Roach and Katie Gardocki to present the renewed Meetings & Groups 

expanded section on VisitTallahassee.com website. 

• Ms. Post reported that the Division has hosted 30 consecutive virtual weekly meetings/webinars to date 

since COVID-19 began and featuring over 90 guest speakers between March 19 and September 9, 2020, as 

a means sharing resources and best practices for tourism industry partners in Leon County.  

 

VII.  ADDITIONAL BUSINESS: “FOR THE GOOD OF THE CAUSE” – Bo Schmitz 

Chairman Schmitz and the Council recognized and thanked Commissioner Bryant for her service on the TDC. 

Commissioner Bryant will be honored formally for her service on the council at the November meeting.  

 

ADJOURN: 

 

There being no further business to come before the Council, the meeting was adjourned at  11:06 a.m. 

 

________________________________ 

Attest: Bo Schmitz,  

Chairman 

 

 

________________________________ 

Attest: Renee Jones,  

Public Relations & Marketing Specialist 

 
 

 



Leon County Tourist Development Council

Period Ending September 30, 2020

YTD September FY 2019/20 % Revenue

Acct # REVENUES Actuals Actuals Budget Received Variance

312100 Local Option Tax (4-cents) 1 3,779,099.41$     306,099.04$       4,673,848$        81% (894,749)         

361320 Tax Collector FS 125.315 -$                       -                       -                      -                   

361111 Pooled Interest Allocation 129,510.00$         42,702.00           102,600             

365000 Merchandise Sales 4,805.15$             434.83                 3,634                  

366500 Special Event Grant Reimbursements -$                       -                       12,500                

366930 Other Contributions/Partnerships -$                       -                       2,400                  

361300 Interest Inc/FMV Adjustment -$                       -                       -                      

369900 Miscellaneous Revenue 19,534.19$           -                       72,500                

399900 Appropriated Fund Balance -$                       -                       414,525             

Total Estimated Receipts 5,282,007          

-                   

3,932,948.75$     349,235.87$       

Acct # EXPENDITURES YTD September FY 2019/20 FY 2019/20 % Budget Under/

Administration (301) Actuals Actuals Adopt. Budget Adj. Budget Spent (Over)

51200 Salaries & Wages 235,128.39$         20,124.51$         228,062$           228,062$            103% (7,066)$           

51250 Regular OPS Salaries & Wages 16,618.87$           1,479.35             16,386                16,386                101% (233)                 

51500 Special Pay -$                       -                       1,100                  1,100                   0% 1,100               

52100 FICA 18,580.60$           1,588.62             18,980                18,980                98% 399                  

52200 Retirement Contributions 45,886.63$           4,231.38             42,359                42,359                108% (3,528)             

52210 Deferred Compensation 489.72$                42.60                   766                     766                      64% 276                  

52300 Life & Health Insurance 33,755.98$           3,152.80             33,444                33,444                101% (312)                 

52400 Workers Compensation 453.08$                38.87                   378                     378                      120% (75)                   

53400 Other Contractual Services 104,037.48$         1,662.50             160,700             160,700              65% 56,663             

54000 Travel & Per Diem 163.24$                -                       7,500                  7,500                   2% 7,337               

54101 Communications - Phone System 265.00$                265.00                 480                     480                      55% 215                  

54300 Utilities-160-950-591001-552 -$                       -                       -                      -                       0% -                   

54400 Rental & Leases 46,834.75$           8,845.00             50,000                50,000                94% 3,165               

54505 Vehicle Coverage 366.00$                366.00                 366                     366                      100% -                   

54600 Repair & Maintenance 80.00$                   -                       34,000                34,000                0% 33,920             

54601 Vehicle Repair 162.92$                156.00                 580                     580                      28% 417                  

54900 Other Current Charges 908.32$                -                       1,971                  1,971                   46% 1,063               

55100 Office Supplies 429.45$                -                       1,000                  1,000                   43% 571                  

55200 Operating Supplies 801.98$                -                       3,000                  3,000                   27% 2,198               

55210 Fuel & Oil 23.90$                   23.90                   415                     415                      6% 391                  

55400 Publications, Memberships 360.00$                -                       2,300                  2,300                   16% 1,940               

55401 Training 2,720.00$             -                       3,000                  3,000                   91% 280                  

Advertising/Public Relations (302) -                       

53400 Other Contractual Services 1,017,434.91$     142,382.49$       1,616,473$        1,843,473$         55% 826,038$        

Marketing (303) -                       -                   

51200 Salaries & Wages 496,000.84$         43,427.23$         456,399$           456,399$            109% (39,602)$         

51210 Regular OPS Salaries & Wages 16,619.11$           1,479.37             16,386                16,386                101% (233)                 

51500 Special Pay -$                       -                       2,000                  2,000                   0% 2,000               

52100 FICA 38,247.44$           3,346.33             37,276                37,276                103% (971)                 

52200 Retirement Contributions 43,277.44$           4,326.66             40,308                40,308                107% (2,969)             

52210 Deferred Compensation -$                       -                       -                      -                       -                   

52300 Life & Health Insurance 38,179.50$           3,509.30             73,799                73,799                52% 35,620             

52400 Workers Compensation 1,704.85$             149.25                 1,417                  1,417                   120% (288)                 

53400 Other Contractual Services 65,552.40$           7,350.00             125,500             125,500              52% 59,948             

54000 Travel & Per Diem 10,506.07$           147.00                 72,925                72,925                14% 62,419             

54100 Communications Services 2,507.58$             -                       7,823                  7,823                   32% 5,315               

54101 Communications - Phone system 1,140.00$             1,140.00             1,140                  1,140                   100% -                   

54200 Postage 1,220.55$             -                       43,700                43,700                3% 42,479             

54400 Rental & Leases 9,431.99$             8,420.00             8,420                  8,420                   112% (1,012)             

54700 Printing 7,600.84$             -                       16,500                16,500                46% 8,899               

54800 Promotional Activities 52,148.40$           9.98                     67,000                67,000                78% 14,852             

54860 TDC Direct Sales Promotions 4,025.00$             30.00                   52,290                60,790                7% 56,765             

54861 TDC Community Relations 5,395.82$             -                       38,000                38,000                14% 32,604             

Statement of Cash Flow

4-Cents Collections



54862 TDC Merchandise 5,383.50$             342.84                 7,500                  7,500                   72% 2,117               

54900 Other Current Charges 404,308.95$         2,266.85             540,000             590,000              69% 185,691          

54948 Other Current Chrg - Amphitheater 213,514.29$         -                       315,000             410,000              52% 196,486          

55100 Office Supplies 1,896.73$             34.99                   3,700                  3,700                   51% 1,803               

55200 Operating Supplies 129.59$                -                       5,000                  5,000                   3% 4,870               

52250 Uniforms 233.36$                -                       4,500                  4,500                   5% 4,267               

Acct # EXPENDITURES YTD September FY 2019/20 FY 2019/20 % Budget Under/

Administration (303)(Continued) Actuals Actuals Adopt. Budget Adj. Budget Spent (Over)

55400 Publications, Memberships 10,753.08$           4,258.11$           24,028$             24,028$              45% 13,275             

55401 Training (735.00)$               -                       10,000                10,000                -7% 10,735             

56400 Machinery & Equipment -$                       -                       -                      -                       -                   

58160 TDC Local T&E 1,468.17$             -                       1,500                  1,500                   98% 32                    

58320 Sponsorship & Contributions 26,590.00$           25,840.00           36,000                53,000                50% 26,410             

Special Events/Grants (304)

58300 Grants & Aids 424,547.28$         29,160.62           765,000             765,000              55% 340,453          

Welcome Center CIP (086065)

56200 Building -$                       -                       -                      -                       -                   

Countywide Automation (470)

54110 Com-net Communications 4,735.00$             4,735.00             4,735                  4,735                   100% -                   

54600 Repairs and Maintenance 3,087.00$             3,087.00             3,087                  3,087                   100% -                   

Risk Allocations (495)

54500 Insurance 3,587.67$             3,587.67             5,364                  5,364                   67% 1,776               

Indirect Cost (499)

54900 Indirect Cost Charges 221,000.00$         221,000               221,000             221,000              100% -                   

Line Item Funding -  (888)

58214 Cultural Facilities Grant Program 346,151.64$         -                       -                      317,000              109% (29,152)           

58215 Local Arts Agency Program 945,003.01$         -                       1,168,462          1,168,462           81% 223,459          

Transfers (950)

591220 Transfer to Fund 220 -$                       -                       -                      -                       0% -                   

591220 Transfer to Fund 305 291,666.70$         29,166.67           350,000             350,000              0% 58,333             

Salary Contingency (990)

59900 Other Non-operating Uses -$                       -                       50,000                50,000                0% 50,000             

Reserve for Fund Balance -$                       -                      -                       -                   

Total Expenditures 5,222,380.02$     581,173.89$       6,799,019$        7,513,519$         

YTD Revenues Less Expenditures (1,289,431.27)$   

YTD September FY 2019/20 FY 2019/20 % Revenue

Acct # REVENUES Actuals Actuals Adopt. Budget Adj. Budget Received Variance

312110 Local Option Resort (1 -cent) 2 944,774.83$         76,524.76$         1,168,462$        1,168,462$         81% 223,687          

361111 Pooled Interest -$                       -                       -                      -                       

361320 Tax Collector FS 125.315 -$                       -                       

366930 Refund from Prior Years -$                       -                       -                      -                       

Total Revenues 944,774.83           76,524.76           1,168,462$        1,168,462$         

YTD September FY 2019/20 FY 2019/20 % Budget Under/

Acct # EXPENDITURES Actuals Actuals Adopt. Budget Adj. Budget Spent (Over)

58100 Aids to Government Agencies -$                       -$                     5,107,770$        5,107,770$         0% 5,107,770       

Total Expenditures -$                       -$                     5,107,770$        5,107,770$         0% 5,107,770       

1-Cent Collections

REVENUES

1- Revenue for the 4-cent collections $ 306,099.04
2 - Revenue for the 1-cent collections $ 76,524.76

EXPENSES

Grant program payments for FY20 - $ 29,160.62  during this period.

NOTES TO THE FINANCIAL STATEMENT
As of September 30, 2020



Acct # EXPENDITURES FY20 Adopted Budget

FY20 Adjusted 

Budget

YTD Actuals 

as of 9/30/20

Projected 

Expenditures 

Remainder of 

FY Total

Projected 

Year-End 

Savings 

% of Adjusted 

Budget 

Savings as of 

9/30/20

51200 Salaries & Wages 684,461                                            684,461                  731,129.23        -                             731,129.23        (46,668)            -6.82%

51250 Regular OPS Salaries & Wages 32,772                                              32,772                    33,259.53          -                             33,259.53          (488)                  -1.49%

51500 Special Pay 3,100                                                3,100                      -                      -                             -                      3,100                100.00%

52100 FICA 56,256                                              56,256                    56,829.69          -                             56,829.69          (574)                  -1.02%

52200 Retirement Contributions 82,667                                              82,667                    90,081.05          -                             90,081.05          (7,414)              -8.97%

52210 Deferred Compensation 766                                                    766                          489.72               -                             489.72               276                   36.07%

52300 Life & Health Insurance 107,243                                            107,243                  71,935.49          -                             71,935.49          35,308             32.92%

52400 Workers Compensation 1,795                                                1,795                      2,157.97            -                             2,157.97            (363)                  -20.22%

53400 Other Contractual Services 286,200                                            286,200                  203,064.73        -                             203,064.73        83,135             29.05%

54000 Travel & Per Diem 80,425                                              80,425                    19,637.81          -                             19,637.81          60,787             75.58%

54101 Communications - Phone System 1,405                                                1,405                      1,405.00            -                             1,405.00            -                        0.00%

54100 Communications Services 8,303                                                8,303                      5,114.93            -                             5,114.93            3,188                38.40%

54102 DMS Centrex 1,185                                                1,185                      1,185.00            -                             1,185.00            -                        0.00%

54200 Postage 43,700                                              43,700                    1,690.71            -                             1,690.71            42,009             96.13%

54400 Rental & Leases 58,420                                              58,420                    53,767.45          -                             53,767.45          4,653                7.96%

54500 Insurance 5,364                                                5,364                      3,587.67            -                             3,587.67            1,776                33.12%

54505 Vehicle Coverage 366                                                    366                          366.00               -                             366.00               -                        0.00%

54600 Repair & Maintenance 37,087                                              37,087                    5,147.41            -                             5,147.41            31,940             86.12%

54601 Vehicle Repair 580                                                    580                          633.20               -                             633.20               (53)                    -9.17%

54700 Printing and Binding 16,500                                              16,500                    8,412.06            -                             8,412.06            8,088                49.02%

54800 Promotional Activities 67,000                                              67,000                    46,954.65          -                             46,954.65          20,045             29.92%

54860 TDC Direct Sales Promotions 52,290                                              60,790                    11,340.23          -                             11,340.23          49,450             81.35%

54861 TDC Community Relations 38,000                                              38,000                    6,005.82            -                             6,005.82            31,994             84.20%

54862 TDC Merchandise 7,500                                                7,500                      7,208.15            -                             7,208.15            292                   3.89%

54900 Other Current Charges 540,000                                            591,971                  438,296.74        20,000                  458,296.74        133,674           22.58%

54948 Other Current Chrg - Amphitheater 315,000                                            410,000                  213,514.29        -                             213,514.29        196,486           47.92%

55100 Office Supplies 4,700                                                4,700                      3,583.44            -                             3,583.44            1,117                23.76%

55200 Operating Supplies 8,000                                                8,000                      3,905.97            -                             3,905.97            4,094                51.18%

55210 Fuel & Oil 415                                                    415                          75.66                  -                             75.66                  339                   81.77%

55400 Publications, Memberships 26,328                                              26,328                    10,408.03          -                             10,408.03          15,920             60.47%

55401 Training 13,000                                              13,000                    2,470.00            -                             2,470.00            10,530             81.00%

58160 TDC Local T&E 1,500                                                1,500                      1,468.17            -                             1,468.17            32                     2.12%

58320 Sponsorship & Contributions 36,000                                              53,000                    27,590.00          -                             27,590.00          25,410             47.94%

Advertising/Public Relations 

53400 Other Contractual Services 1,616,473                                        1,843,473               1,017,434.91    -                             1,017,434.91    826,038$         44.81%

Special Events/Grants 

58300 Grants & Aids 765,000                                            765,000                  350,921.57        -                             350,921.57        414,078$         54.13%

Amphitheater Support Buildout-FFE 200,000                  -                      200,000                200,000.00        -$                  0.00%

Total 4,999,801                            5,599,272        3,431,072    220,000         3,651,072    1,948,200  34.79%

Indirect Costs:

Countywide Automation (470)

54110 Com-net Communications 4,735                                                4,735                      4,735.00            -                             4,735.00            -$                  0.00%

54600 Repairs and Maintenance 3,087                                                3,087                      3,087.00            -                             3,087.00            -$                  0.00%

Risk Allocations (495)

54500 Insurance 5,364                                                5,364                      3,587.67            -                             3,587.67            1,776$             33.12%

Indirect Cost (499)

54900 Indirect Cost Charges 221,000                                            221,000                  221,000.00        -                             221,000.00        -$                  0.00%

Transfers (950)

591220 Transfer to Fund 220

591220 Transfer to Fund 305 -                                                         350,000                  350,000.00        -                             350,000.00        -$                  0.00%

Salary Contingency (990)

59900 Other Non-operating Uses

Reserve for Fund Balance 50,000                                              50,000                    -                      -                        -                      50,000$           100.00%

Total 5,283,987                                        6,233,458               4,013,482          220,000                4,233,482          1,999,976        32.08%

As of 11/06/20



Leon County Tourist Development Council 

Local Option Tourist Development Tax Collections

(Bed Tax Revenues)

October November December January February March April May June July August September Totals

FY2015/2016 (3-cents) 228,332.36      362,035.48         250,128.83         201,511.55        258,206.32            298,807.96         257,975.77         292,428.16         227,755.66         246,658.44            234,636.94         283,649.73          3,142,127.20              

    (1-cent - 4th Penny) 76,110.79        120,678.49         83,376.28           67,170.52          86,068.77              99,602.65           85,991.92           97,476.05           75,918.55           82,219.48              78,212.31           94,549.91            1,047,375.73              

    (1-cent - 5th Penny) 76,110.79        120,678.49         83,376.28           67,170.52          86,068.77              99,602.65           85,991.92           97,476.05           75,918.55           82,219.48              78,212.31           94,549.91            1,047,375.73              

Total 380,553.93      603,392.46         416,881.39         335,852.59        430,343.87            498,013.26         429,959.61         487,380.27         379,592.76         411,097.40            391,061.57         472,749.55          5,236,878.66              

Gain/Loss - Month: 3 cent  (3%) 16%  (13%) 16% 30% 17%  (20%) 10%  (17%)  (6%) 4% 4%

Gain/Loss - YTD: 3 cent  (3%) 8% 1% 3% 8% 9% 4% 5% 2% 1% 2% 2%

Year to date:  3-cent 228,332.36      590,367.83         840,496.67         1,042,008.22     1,300,214.54         1,599,022.50      1,856,998.27      2,149,426.43      2,377,182.08      2,623,840.52         2,858,477.47      3,142,127.20       

Year to date:  1-cent (4th) 76,110.79        196,789.28         280,165.56         347,336.07        433,404.85            533,007.50         618,999.42         716,475.48         792,394.03         874,613.51            952,825.82         1,047,375.73       

Year to date: 1-cent (5th) 76,110.79        196,789.28         280,165.56         347,336.07        433,404.85            533,007.50         618,999.42         716,475.48         792,394.03         874,613.51            952,825.82         1,047,375.73       

FY2016/2017 (3-cents) 279,350.57      402,675.76         286,875.89         220,992.43        229,301.07            268,643.22         352,496.71         312,977.43         305,523.32         266,100.52            247,835.77         297,206.39          3,469,979.07              

    (1-cent - 4th Penny) 93,116.86        134,225.25         95,625.30           73,664.14          76,433.69              89,547.74           117,498.90         104,325.81         101,841.11         88,700.17              82,611.92           99,068.80            1,156,659.69              

    (1-cent - 5th Penny) 93,116.86        134,225.25         95,625.30           73,664.14          76,433.69              89,547.74           117,498.90         104,325.81         101,841.11         88,700.17              82,611.92           99,068.80            1,156,659.69              

Total 465,584.28      671,126.26         478,126.49         368,320.71        382,168.45            447,738.70         587,494.51         521,629.05         509,205.53         443,500.87            413,059.61         495,343.99          5,783,298.45              

Gain/Loss - Month: 3 cent 22% 11% 15% 10%  (11%)  (10%) 37% 7% 34% 8% 6% 5%

Gain/Loss - YTD: 3 cent 22% 16% 15% 14% 9% 6% 10% 9% 12% 11% 11% 10%

Year to date:  3-cent 279,350.57      682,026.32         968,902.22         1,189,894.64     1,419,195.71         1,687,838.93      2,040,335.64      2,353,313.07      2,658,836.39      2,924,936.91         3,172,772.68      3,469,979.07       

Year to date:  1-cent (4th) 93,116.86        227,342.11         322,967.41         396,631.55        473,065.24            562,612.98         680,111.88         784,437.69         886,278.80         974,978.97            1,057,590.89      1,156,659.69       

Year to date: 1-cent (5th) 93,116.86        227,342.11         322,967.41         396,631.55        473,065.24            562,612.98         680,111.88         784,437.69         886,278.80         974,978.97            1,057,590.89      1,156,659.69       

FY2017/2018 (3-cents) 306,604.91      346,998.29         309,354.70         239,200.84        304,608.86            307,873.28         296,026.60         286,577.45         311,458.36         294,109.70            264,301.21         332,629.80          3,599,743.99              

    (1-cent - 4th Penny) 102,201.64      115,666.10         103,118.23         79,733.61          101,536.29            102,624.43         98,675.53           95,525.82           103,819.45         98,036.57              88,100.40           110,876.60          1,199,914.66              

    (1-cent - 5th Penny) 102,201.64      115,666.10         103,118.23         79,733.61          101,536.29            102,624.43         98,675.53           95,525.82           103,819.45         98,036.57              88,100.40           110,876.60          1,199,914.66              

Total 511,008.18      578,330.49         515,591.16         398,668.06        507,681.43            513,122.13         493,377.66         477,629.09         519,097.27         490,182.83            440,502.02         554,383.00          5,999,573.32              

Gain/Loss - Month: 3 cent 10%  (14%) 8% 8% 33% 15%  (16%) -8% 2% 11% 7% 12%

Gain/Loss - YTD: 3 cent 10%  (4%)  (1%) 1% 6% 8% 3% 2% 2% 3% 3% 4%

Year to date:  3-cent 306,604.91      653,603.20         962,957.90         1,202,158.73     1,506,767.59         1,814,640.87      2,110,667.47      2,397,244.92      2,708,703.28      3,002,812.98         3,267,114.19      3,599,743.99       

Year to date:  1-cent (4th) 102,201.64      217,867.73         320,985.97         400,719.58        502,255.86            604,880.29         703,555.82         799,081.64         902,901.09         1,000,937.66         1,089,038.06      1,199,914.66       

Year to date: 1-cent (5th) 102,201.64      217,867.73         320,985.97         400,719.58        502,255.86            604,880.29         703,555.82         799,081.64         902,901.09         1,000,937.66         1,089,038.06      1,199,914.66       

FY2018/2019 (3-cents) 331,953.51      495,074.97         387,162.79         307,879.78        327,779.10            365,775.19         445,899.80         369,126.76         352,707.77         312,656.20            291,044.54         365,660.11          4,352,720.53              

    (1-cent - 4th Penny) 110,651.17      165,024.99         129,054.26         102,626.59        109,259.70            121,925.06         148,633.27         123,042.25         117,569.26         104,218.73            97,014.85           121,886.70          1,450,906.84              

    (1-cent - 5th Penny) 110,651.17      165,024.99         129,054.26         102,626.59        109,259.70            121,925.06         148,633.27         123,042.25         117,569.26         104,218.73            97,014.85           121,886.70          1,450,906.84              

Total 553,255.85      825,124.95         645,271.32         513,132.96        546,298.50            609,625.32         743,166.34         615,211.26         587,846.29         521,093.67            485,074.23         609,433.52          7,254,534.21              

Gain/Loss - Month: 3 cent 8% 43% 25% 29% 8% 19% 51% 29% 13% 6% 10% 10%

Gain/Loss - YTD: 3 cent 8% 27% 26% 27% 23% 22% 26% 26% 25% 23% 22% 21%

Year to date:  3-cent 331,953.51      827,028.48         1,214,191.27      1,522,071.05     1,849,850.15         2,215,625.34      2,661,525.14      3,030,651.90      3,383,359.67      3,696,015.88         3,987,060.41      4,352,720.53       

Year to date:  1-cent (4th) 110,651.17      275,676.16         404,730.42         507,357.02        616,616.72            738,541.78         887,175.05         1,010,217.30      1,127,786.56      1,232,005.29         1,329,020.14      1,450,906.84       

Year to date: 1-cent (5th) 110,651.17      275,676.16         404,730.42         507,357.02        616,616.72            738,541.78         887,175.05         1,010,217.30      1,127,786.56      1,232,005.29         1,329,020.14      1,450,906.84       

FY2019/2020 (3-cents) 363,217.88      348,125.77         323,679.36         255,150.76        331,287.48            331,867.65         198,333.52         90,098.91           117,764.12         156,843.67            168,940.46         236,674.52          2,921,984.08              

    (1-cent - 4th Penny) 121,072.63      116,041.92         107,893.12         85,050.25          110,429.16            110,622.55         66,111.17           30,032.97           39,254.71           52,281.22              56,313.49           78,891.51            973,994.69                 

    (1-cent - 5th Penny) 121,072.63      116,041.92         107,893.12         85,050.25          110,429.16            110,622.55         66,111.17           30,032.97           39,254.71           52,281.22              56,313.49           78,891.51            973,994.69                 

Total 605,363.13      580,209.61         539,465.60         425,251.26        552,145.80            553,112.75         330,555.87         150,164.85         196,273.53         261,406.11            281,567.43         394,457.53          4,869,973.47              

Gain/Loss - Month: 3 cent 9%  (30%)  (16%) -17% 1% -9%  (56%) -76%  (67%)  (50%) -42% -35%

Gain/Loss - YTD: 3 cent 9%  (14%)  (15%) -15% -12% -12% -19% -26% -30% -32% -33% -33%

Year to date:  3-cent 363,217.88      711,343.64         1,035,023.00      1,290,173.76     1,621,461.24         1,953,328.89      2,151,662.41      2,241,761.32      2,359,525.44      2,516,369.11         2,685,309.56      2,921,984.08       

Year to date:  1-cent (4th) 121,072.63      237,114.55         345,007.67         430,057.92        540,487.08            651,109.63         717,220.80         747,253.77         786,508.48         838,789.70            895,103.19         973,994.69          

Year to date: 1-cent (5th) 121,072.63      237,114.55         345,007.67         430,057.92        540,487.08            651,109.63         717,220.80         747,253.77         786,508.48         838,789.70            895,103.19         973,994.69          

FY2020/2021 (3-cents) -                   -                      -                      -                     -                         -                      -                      -                      -                     -                         -                      -                      -                             

    (1-cent - 4th Penny) -                   -                      -                      -                     -                         -                      -                      -                      -                     -                         -                      -                      -                             

    (1-cent - 5th Penny) -                   -                      -                      -                     -                         -                      -                      -                      -                     -                         -                      -                      -                             

Total -                   -                      -                      -                     -                         -                      -                      -                      -                     -                         -                      -                      -                             

Gain/Loss - Month: 3 cent  (100%)  (100%)  (100%) -100% -100% -100%  (100%) -100%  (100%)  (100%) -100% -100%

Gain/Loss - YTD: 3 cent  (100%)  (100%)  (100%) -100% -100% -100% -100% -100% -100% -100% -100% -100%

Year to date:  3-cent -                   -                      -                      -                     -                         -                      -                      -                      -                     -                         -                      -                      

Year to date:  1-cent (4th) -                   -                      -                      -                     -                         -                      -                      -                      -                     -                         -                      -                      

Year to date: 1-cent (5th) -                   -                      -                      -                     -                         -                      -                      -                      -                     -                         -                      -                      

Notes:

(1) Gain/Loss for month and year-to-date are percentage change comparisons to the previous year.

(2) The collection of the 3rd Penny Bed Tax began January 1, 1994.

(3) These figures represent the total bed taxes collected.  Of the total collections, 97% is actually deposited in the Tourist Development Trust Fund.

(4) The collection of the 4th Penny Bed Tax began November, 2004 (Revenues reported for December, 2004) and are designated for the proposed Performing Arts Center.

(5) The Tourist Tax collection percentages may fluctuate greatly for the 1st quarter of the fiscal year.  The fluctuations usually "true-up" after the end of the 2nd quarter of the fiscal year. 

  Example:  FY2006/2007:  1st quarter, Gain/Loss - YTD: 3-cent is 17%.  2nd quarter, Gain/Loss -YTD: 3-cent is 6%.

(6) Due to holiday schedule, $105,864.94 of December 2007 total collections were not included in the December 2007 Tax Collectors Report.  The $105,864.94 will be included in the January 2008 Tax Collectors Report.

(7) Collection of 5th Penny began May, 2009.  Collection reflected in June Tax Collection report.

3,008,875.28                                             

3,368,090.41                                             

-0.106652462
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Tab 2 - Trend Leon County, FL
Currency: USD - US Dollar

Visit Tallahassee

For the Month of September 2020

Apr May Jun Jul Aug Sep Oct Nov Dec Jan Feb Mar Apr May Jun Jul Aug Sep 2018 2019 2020 2018 2019 2020

This Year 72.2 65.3 70.5 66.4 69.5 64.0 63.3 60.8 53.4 60.5 70.1 43.3 23.7 35.8 41.2 43.1 51.7 45.7 67.5 71.6 45.9 66.8 73.4 49.2

Last Year 66.7 63.3 71.5 64.4 67.8 61.6 86.3 84.1 66.5 73.1 81.2 83.2 72.2 65.3 70.5 66.4 69.5 64.0 68.3 67.5 71.6 67.4 66.8 73.4

Percent Change 8.2 3.1 -1.4 3.1 2.5 4.1 -26.6 -27.7 -19.8 -17.2 -13.7 -47.9 -67.1 -45.1 -41.6 -35.1 -25.7 -28.6 -1.2 6.2 -35.9 -0.9 10.0 -33.0

Apr May Jun Jul Aug Sep Oct Nov Dec Jan Feb Mar Apr May Jun Jul Aug Sep 2018 2019 2020 2018 2019 2020

This Year 121.11 115.35 95.35 92.05 106.90 123.45 119.16 116.52 95.71 116.12 120.05 94.12 66.47 69.44 72.14 72.52 86.92 79.96 101.51 111.35 90.65 103.01 113.15 96.76

Last Year 98.28 107.20 91.28 86.77 99.80 119.59 128.68 121.01 101.19 106.07 114.47 125.12 121.11 115.35 95.35 92.05 106.90 123.45 98.51 101.51 111.35 101.43 103.01 113.15

Percent Change 23.2 7.6 4.5 6.1 7.1 3.2 -7.4 -3.7 -5.4 9.5 4.9 -24.8 -45.1 -39.8 -24.3 -21.2 -18.7 -35.2 3.0 9.7 -18.6 1.6 9.9 -14.5

Apr May Jun Jul Aug Sep Oct Nov Dec Jan Feb Mar Apr May Jun Jul Aug Sep 2018 2019 2020 2018 2019 2020

This Year 87.42 75.34 67.19 61.10 74.31 79.07 75.45 70.82 51.07 70.24 84.17 40.80 15.77 24.89 29.71 31.23 44.92 36.56 68.47 79.77 41.64 68.78 83.09 47.61

Last Year 65.59 67.90 65.23 55.85 67.72 73.61 111.03 101.75 67.34 77.52 93.00 104.04 87.42 75.34 67.19 61.10 74.31 79.07 67.25 68.47 79.77 68.32 68.78 83.09

Percent Change 33.3 11.0 3.0 9.4 9.7 7.4 -32.0 -30.4 -24.2 -9.4 -9.5 -60.8 -82.0 -67.0 -55.8 -48.9 -39.6 -53.8 1.8 16.5 -47.8 0.7 20.8 -42.7

Apr May Jun Jul Aug Sep Oct Nov Dec Jan Feb Mar Apr May Jun Jul Aug Sep 2018 2019 2020 2018 2019 2020

This Year 173,850 179,645 173,850 179,645 179,645 173,850 179,645 176,490 182,373 182,373 164,724 184,388 178,440 184,388 178,440 184,388 188,821 182,730 1,522,550 1,582,156 1,628,692 2,015,670 2,107,833 2,167,200

Last Year 169,500 175,150 169,500 175,150 175,150 169,500 175,150 170,820 179,707 179,707 162,288 179,676 173,850 179,645 173,850 179,645 179,645 173,850 1,486,290 1,522,550 1,582,156 1,989,654 2,015,670 2,107,833

Percent Change 2.6 2.6 2.6 2.6 2.6 2.6 2.6 3.3 1.5 1.5 1.5 2.6 2.6 2.6 2.6 2.6 5.1 5.1 2.4 3.9 2.9 1.3 4.6 2.8

Apr May Jun Jul Aug Sep Oct Nov Dec Jan Feb Mar Apr May Jun Jul Aug Sep 2018 2019 2020 2018 2019 2020

This Year 125,493 117,330 122,504 119,253 124,878 111,348 113,749 107,266 97,324 110,312 115,494 79,922 42,331 66,079 73,490 79,414 97,579 83,535 1,027,071 1,133,385 748,156 1,345,920 1,547,724 1,066,495

Last Year 113,119 110,929 121,129 112,732 118,837 104,329 151,124 143,630 119,585 131,336 131,837 149,406 125,493 117,330 122,504 119,253 124,878 111,348 1,014,612 1,027,071 1,133,385 1,340,264 1,345,920 1,547,724

Percent Change 10.9 5.8 1.1 5.8 5.1 6.7 -24.7 -25.3 -18.6 -16.0 -12.4 -46.5 -66.3 -43.7 -40.0 -33.4 -21.9 -25.0 1.2 10.4 -34.0 0.4 15.0 -31.1

Apr May Jun Jul Aug Sep Oct Nov Dec Jan Feb Mar Apr May Jun Jul Aug Sep 2018 2019 2020 2018 2019 2020

This Year 15,198,642 13,533,942 11,680,279 10,977,198 13,349,516 13,745,655 13,554,687 12,498,442 9,314,577 12,808,969 13,865,112 7,522,614 2,813,614 4,588,754 5,301,809 5,758,883 8,481,807 6,679,754 104,253,679 126,202,089 67,821,316 138,638,199 175,130,319 103,189,022

Last Year 11,117,844 11,891,919 11,056,771 9,781,267 11,860,346 12,476,360 19,447,253 17,380,231 12,100,745 13,931,203 15,092,007 18,693,647 15,198,642 13,533,942 11,680,279 10,977,198 13,349,516 13,745,655 99,947,918 104,253,679 126,202,089 135,936,697 138,638,199 175,130,319

Percent Change 36.7 13.8 5.6 12.2 12.6 10.2 -30.3 -28.1 -23.0 -8.1 -8.1 -59.8 -81.5 -66.1 -54.6 -47.5 -36.5 -51.4 4.3 21.1 -46.3 2.0 26.3 -41.1

Apr May Jun Jul Aug Sep Oct Nov Dec Jan Feb Mar Apr May Jun Jul Aug Sep

Census Props 61 61 61 61 61 61 61 61 61 61 61 62 62 62 62 62 63 63

Census Rooms 5795 5795 5795 5795 5795 5795 5795 5883 5883 5883 5883 5948 5948 5948 5948 5948 6091 6091

% Rooms Participants 89.5 89.5 89.5 89.5 89.5 89.5 89.5 90.9 90.9 90.9 90.9 91.0 91.0 87.0 91.0 91.0 91.2 91.2

A blank row indicates insufficient data.
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Tab 3 - Response Leon County, FL

Visit Tallahassee

For the Month of September 2020

STR Code Name of Establishment City & State Zip Code Aff Date

Open 

Date Rooms

Chg in 

Rms J F M A M J J A S O N D J F M A M J J A S O N D J F M A M J J A S O N D

60107 aloft Hotel Tallahassee Downtown Tallahassee, FL 32301 Aug 2009 Aug 2009 162 ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ●

12025 Autograph Collection Hotel Duval Tallahassee, FL 32301 Jul 2010 Jun 1986 117 ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ●

5117 Baymont Inn & Suites Tallahassee Central Tallahassee, FL 32301 Apr 2014 Jul 1986 134 ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ●

26958 Best Western Tallahassee Downtown Inn & Suites Tallahassee, FL 32301 Jan 1989 Jan 1989 74 ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ●

31254 Closed - Independent Dutch Inn Tallahassee, FL 32301 Sep 2010 0

60613 Closed - Independent Tallahassee Center Condos & Hotel Tallahassee, FL 32301 Mar 2012 Jun 2006 0

749 Closed Capital Inn Tallahassee, FL 32301 Apr 1997 Sep 1959 0

2998 Closed Heritage House Inn Tallahassee, FL 32301 Sep 2000 Jun 1959 0

22365 Closed Lafayette Guest Club Tallahassee, FL 32301 Sep 2002 0

39316 Comfort Suites Tallahassee Downtown Tallahassee, FL 32301 Nov 1999 Nov 1999 64 ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ●

3494 Courtyard Tallahassee Downtown Capitol Tallahassee, FL 32301 Aug 1987 Aug 1987 154 ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ●

9751 DoubleTree by Hilton Hotel Tallahassee Tallahassee, FL 32301 Feb 1997 May 1971 242 ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ○ ● ● ● ●

14542 Econo Lodge Tallahassee Tallahassee, FL 32301 May 2006 May 1970 40 ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ●

61622 Fairfield Inn & Suites Tallahassee Central Tallahassee, FL 32301 Dec 2011 Dec 2011 97 ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ●

748 Four Points by Sheraton Tallahassee Downtown Tallahassee, FL 32301 Jun 2012 Jun 1960 164 ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ●

19999 Governors Inn Tallahassee, FL 32301 Jun 1984 Jun 1984 41

38223 Hampton by Hilton Inn Tallahassee-Central Tallahassee, FL 32301 Aug 1999 Aug 1999 78 ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ●

53922 Hilton Garden Inn Tallahassee Central Tallahassee, FL 32301 Mar 2006 Mar 2006 85 ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ●

67330 Holiday Inn Tallahassee E Capitol - Univ Tallahassee, FL 32301 Dec 2018 Dec 2018 103 ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ●

64547 Home2 Suites by Hilton Tallahassee State Capitol Tallahassee, FL 32301 Oct 2015 Oct 2015 132 ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ●

42309 Homewood Suites by Hilton Tallahassee Tallahassee, FL 32301 Jun 2002 Jun 2002 94 ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ●

19997 Motel 6 Tallahassee Downtown Tallahassee, FL 32301 Jul 1991 May 1965 100 ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ●

27187 Quality Inn & Suites Capital District Tallahassee Tallahassee, FL 32301 Sep 1993 May 1985 90 ● ● ● ● ● ● ● ●

58225 SpringHill Suites Tallahassee Central Tallahassee, FL 32301 Oct 2008 Oct 2008 88 ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ●

66264 Tru by Hilton Tallahassee Central Tallahassee, FL 32301 Apr 2018 Apr 2018 90 ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ●

7671 Wyndham Garden Hotel Tallahassee Capitol Tallahassee, FL 32301 Feb 2015 Sep 1969 147 Y ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ●

29239 Baymont Inn & SuitesTallahassee Tallahassee, FL 32303 Sep 2008 Apr 1993 93 ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ●

23947 Best Western Plus Tallahassee North Tallahassee, FL 32303 Mar 2014 Jun 1993 96 ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ●

12022 Budgetel Tallahassee, FL 32303 Sep 2018 Nov 1965 28

747 Closed - Independent Monroe Motor Lodge Tallahassee, FL 32303 May 2014 Jun 1984 0

6983 Closed - Independent Tallahassee Inn Tallahassee, FL 32303 Mar 2013 Jun 1974 0

26521 Closed - Rodeway Inn Tallahassee Tallahassee, FL 32303 Sep 2017 Apr 1988 0

5401 Closed Master Hosts Inns Tallahassee Tallahassee, FL 32303 Jul 1994 0

10110 Closed Villager Lodge Tallahassee Tallahassee, FL 32303 Nov 2000 Jun 1985 0

57591 Country Inn & Suites Tallahassee Northwest I 10 Tallahassee, FL 32303 Dec 2008 Dec 2008 65 ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ●

7672 Days Inn & Suites Tallahassee Conference Center I 10 Tallahassee, FL 32303 Mar 2018 Jun 1985 120 Y ○ ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ●

8282 Econo Lodge North Tallahassee Tallahassee, FL 32303 Feb 1988 Feb 1988 82 ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ●

40207 Fairfield Inn Tallahassee North I 10 Tallahassee, FL 32303 Jun 2000 Jun 2000 79 ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ●

53623 Holiday Inn & Suites Tallahassee Conference Center NorthTallahassee, FL 32303 Oct 2005 Oct 2005 132 ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ●

29183 Howard Johnson Express Inn Tallahassee Tallahassee, FL 32303 Feb 1997 Jun 1989 51 ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ●

5116 La Quinta Inns & Suites Tallahassee North Tallahassee, FL 32303 Dec 1979 Dec 1979 154 ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ●

35441 Microtel Inn & Suites by Wyndham Tallahassee Tallahassee, FL 32303 Mar 1998 Mar 1998 89 ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ●

10221 Motel 6 Tallahassee West Tallahassee, FL 32303 Apr 1991 Oct 1986 101 ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ●

12665 Quality Inn Tallahassee Near University Tallahassee, FL 32303 Dec 2003 Jun 1985 73 ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ●

6642 Red Roof Inn Tallahassee Tallahassee, FL 32303 Mar 1985 Mar 1985 108 ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ●

19996 Seven Hills Suites Tallahassee, FL 32303 Dec 2015 Jan 1985 160 Y ● ● ● ● ● ● ● ● ● ● ●

12004 Sleep Inn University Tallahassee Tallahassee, FL 32303 Jan 1992 Jan 1992 78 ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ●

19998 Suburban Extended Stay Hotel Tallahassee Near UniversityTallahassee, FL 32303 Jan 2004 Jun 1983 120 ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ●

27937 Tallahassee North Inn & Suites Tallahassee, FL 32303 Sep 2017 May 1978 108

51838 Budget Inn Tallahassee, FL 32304 Jun 1966 Jun 1966 32

61024 Cactus Motel Tallahassee, FL 32304 15

7670 Closed - Independent Collegiate Village Inn Tallahassee, FL 32304 Apr 2013 Jun 1973 0

45871 Closed - Independent Lafayette Motel Tallahassee, FL 32304 Jun 2015 Feb 1977 0

12021 Closed Ponce De Leon Tallahassee, FL 32304 Jun 2001 0

20001 Closed Skyline Motor Lodge Tallahassee, FL 32304 Dec 2003 0

4066 Closed Tallahassee Inn Tallahassee, FL 32304 Jun 2008 Jun 1958 0

2997 Days Inn Tallahassee University Center Tallahassee, FL 32304 Feb 1993 Jun 1964 47 ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ●

68999 Holiday Inn Express Tallahassee-University Capitol Tallahassee, FL 32304 Mar 2020 Mar 2020 65 ○ ● ● ● ● ● ●

68863 Hotel Indigo Tallahassee - CollegeTown Tallahassee, FL 32304 Aug 2020 Aug 2020 143 ● ●

54888 Residence Inn Tallahassee Universities @ The Capitol Tallahassee, FL 32304 Dec 2006 Dec 2006 135 ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ●

7307 University Motel Tallahassee, FL 32304 Nov 2000 Jun 1960 56

55778 WoodSpring Suites Tallahassee Northwest Tallahassee, FL 32304 Oct 2016 Aug 2007 121 ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ●

48631 El Camino Motel Tallahassee, FL 32305 Aug 1960 Aug 1960 27

39577 Courtyard Tallahassee North I 10 Capital Circle Tallahassee, FL 32308 Oct 2000 Oct 2000 93 ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ●

35286 Extended Stay America Tallahassee - Killearn Tallahassee, FL 32308 Feb 2013 Jan 1998 59 ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ●

52322 Hampton by Hilton Inn & Suites Tallahassee I-10-Thomasville RdTallahassee, FL 32308 Sep 2004 Sep 2004 122 ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ●

35410 Hilton Garden Inn Tallahassee Tallahassee, FL 32308 Nov 1997 Nov 1997 99 ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ○ ● ● ● ● ●

20926 Holiday Inn Express Tallahassee East Tallahassee, FL 32308 Sep 2014 Jun 1991 134 Y ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ●

12020 Killearn Country Club & Inn Tallahassee, FL 32308 Jun 1969 Jun 1969 37
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Tab 3 - Response Leon County, FL

Visit Tallahassee

For the Month of September 2020
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Date Rooms
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2018 2019 2020

20000 Quality Inn & Suites Tallahassee East I-10 Tallahassee, FL 32308 Apr 2016 Aug 1984 59 ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ○ ● ● ● ● ●

31447 Residence Inn Tallahassee North I 10 Capital Circle Tallahassee, FL 32308 May 1996 May 1996 78 ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ●

57072 Tallahassee Inn Tallahassee, FL 32308 Oct 2015 Mar 2008 100

36928 TownePlace Suites Tallahassee North/Capital Circle Tallahassee, FL 32308 Oct 1998 Oct 1998 93 ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ●

66760 Hampton by Hilton Inn & Suites Tallahassee Capitol - UniversityTallahassee, FL 32310 Mar 2018 Mar 2018 124 ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ●

70348 Hyatt House Tallahassee Capitol - University Tallahassee, FL 32310 U/C 120

6984 Days Inn Tallahassee Government Center Tallahassee, FL 32311 Oct 1974 Oct 1974 80 ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ●

57074 WoodSpring Suites Tallahassee East Tallahassee, FL 32311 Nov 2016 Dec 2007 121 ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ●

59942 Candlewood Suites Tallahassee Tallahassee, FL 32312 Mar 2010 Mar 2010 114 ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ●

6387 Closed - Motel 6 Tallahassee North Tallahassee, FL 32312 Oct 2011 Jul 1983 0

44444 Closed - Wingate by Wyndham Tallahassee FSU Tallahassee, FL 32312 Jan 2016 Apr 2002 0

70028 SpringHill Suites Tallahassee North Tallahassee, FL 32312 U/C 128

56269 Closed - Country Inn & Suites Tallahassee I 10 East Tallahassee, FL 32317 Jul 2017 May 2008 0

54808 Staybridge Suites Tallahassee I-10 East Tallahassee, FL 32317 Feb 2007 Feb 2007 104 ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ● ●

Total Properties: 83 6339 ○ - Monthly data received by STR

● - Monthly and daily data received by STR

Blank - No data received by STR

Y - (Chg in Rms) Property has experienced a room addition or drop during the time period of the report

A blank row indicates insufficient data.

This STR Report is a publication of STR, LLC and STR Global, Ltd., CoStar Group companies, and is intended solely for use by paid subscribers. The information in the STR Report is provided on an “as is” and “as available” basis and should not be construed as investment, tax, accounting or legal advice. Reproduction or distribution of this STR Report, in 

whole or part, without written permission is prohibited and subject to legal action. If you have received this report and are NOT a subscriber to this STR Report, please contact us immediately. Source: 2020 STR, LLC / STR Global, Ltd. trading as "STR". © CoStar Realty Information, Inc.
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Despite a pandemic that stalled tourism for 6 months of 2020, Visit Tallahassee enjoyed several 
positive increases as the marketing efforts were readjusted and realigned around the consumer 
travel lockdown. Due to CARES Act funding which allowed us to keep media, PR and social media 
spending at a functional level, our efforts continued to drive interest in the destination.

•  Developed and launched a new VisitTallahassee.com website and Visit Tallahassee mobile app 
designed to appeal to today’s mobile user.

•  Developed and launched a new “Pretty. Unexpected.” brand campaign designed to feature the 
beauty of Tallahassee and the unexpected aspects of the destination.

•  Trailahassee.com flourished during the pandemic, with an increase in traff ic by 18%.

•  While overall traff ic decreased, VisitTallahassee.com saw a rise in usage as a trip planning source 
(+6% vs. YAG).

•  Public Relations publicity value surpassed goal by 97% ($1.9MM in value).

•  Instagram followers increased by 18% as consumer wanderlust thrived during lockdown.

•  Paid search (e.g. Google text ads) campaigns garnered a 12.33% CTR, a 28% increase YoY and well 
above the industry average of 9.87%.

•  Across all platforms, paid social efforts generated more than 5.5M impressions, 266,415 
engagements and 29,522 clicks to the website.

FY2020 KPIs FY2020 RESULTS
Increase traffic to VisitTallahassee.com by 4% Achieved 35% of goal (234,986) X
Increase page views on VisitTallahassee.com by 4% Achieved 37% of goal (477,020) X
Increase traffic to Trailahassee.com by 5% Achieved 112% of goal (38,960) √
Increase page views on Trailahassee.com by 5% Achieved 116% of goal (73,453) √
Increase open rate for emails to 17% Achieved 47% of goal (8%) X
Improve click rate to 7% Achieved 200% of goal (14%) √
Increase Instagram engagements by 10% Achieved 67% of goal (181,352) X
Increase Instagram followers by 16,000 Achieved 174% of goal (17,265) √
Increase Facebook engagements by 10% Achieved 72% of goal (224,312) X
Increase Facebook followers to 72,500 Achieved 12% of goal (66,934) X
Increase Twitter engagements by 20% Achieved 15% of goal (39,295) X
Increase Twitter followers to 14,500 Achieved 39% of goal (14,140) X
Increase #iHeartTally engagements by 15% Achieved 81% of goal (50,398,855) X
Increase PR earned media placements to 200 Achieved 185% of goal (370) √
Increase PR impressions to 100MM Achieved 500% of goal (503M) √
Increase PR publicity value to $1MM Achieved 197% of goal ($1.9M) √
Increase PR media experiences to 18 Achieved 88% of goal (14) X
Increase PR radio promotions to 8 Achieved 113% of goal (9) √
Increase PR co-op promotions Achieved 100% of goal (1) √

HighlightsFISCAL YEAR 2020
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•  Visit Tallahassee received a total of 503,431,123 impressions, 
valued at $1,970,005 - resulting in an 18:1 ROI.

•  370 total earned media placements were secured  
highlighting Tallahassee within key outlets including  
Southern Living, MSN, Forbes, Okra Magazine,  
US News & World Report and more.

•  Hosted 14 media + influencer stays, driving excitement  
for future travel through personalized experiences.

•  Negotiated nine broadcast radio promotions in key drive 
markets including Jacksonville, Pensacola, Tampa,  
West Palm Beach and Birmingham.

•  Secured national media mission appointments with  
Southern Lady and The Cottage Journal.

•  Landed a national broadcast TV opportunity with  
CBS No. 1 gameshow,’ Let’s Make a Deal - reaching  
4.5 million viewers.

•  Partnered with Birdwatching Magazine for an in-book 
promotion, valued at nearly $80,000.

HighlightsFY 2020 PUBLIC RELATIONS
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•  While VisitTallahassee.com traff ic was hit hard after the start of the COVID-19 pandemic,  
Trailahassee.com flourished during the pandemic due to users looking for safe outdoor activities.  
There was an 18% increase in traff ic YoY.

•  Organic Search was up almost 100%.

•  Thanks to the new website content, social media engagement and email newsletter updates,  
the site was able to outperform last year.

Top Viewed Trails:
Miccosukee Greenway Trail
Wakulla River Trail
Lafayette Heritage Trail

Top Markets:
Tallahassee increased 57% YoY
Miami increased 53% YoY
Orlando increased 15% YoY

•  Developed and launched a new VisitTallahassee.com website and Visit Tallahassee mobile app 
designed to appeal to today’s mobile user. Both will be the instrumental driving force behind all 
digital efforts going forward with a contemporary design and user-friendly experience.

•  For 2020 all traff ic sources were down due to the effects of Covid-19. Organic and Display were the 
main contributors toward the decrease.

— Locals stayed home and tourists halted travel for the majority of the year.
— Paid media was suspended for 6+months having a signif icant impact on traff ic.

•  The highest viewed page (behind the homepage), Events was down 73% due to events being 
cancelled for the year.

•  However, engagement for the site was up - longer time of site and more pages being viewed.

Top Markets:
Atlanta
Jacksonville
Orlando

Top Pages:
Home
Events
Arts and Culture

SESSIONS: 234,986
AVERAGE PAGES VISITED: 2.03
AVERAGE SESSION DURATION: 2:21

SESSIONS: 38,960
AVERAGE PAGES VISITED: 1.90
AVERAGE SESSION DURATION: 1:19

HighlightsFY 2020 VISITTALLAHASSEE.COM

HighlightsFY 2020 TRAILAHASSEE.COM
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•  New VisitTallahassee.com website went live 2 weeks before pandemic, so ½ year was full paid support 
with the old website, and ½ year was re-adjusted support with the new website. The digital success 
can largely be attributed to the improved website, new content, new email and social support.

•  14,789,000+ total digital media impressions delivered.

•  Digital media accounted for 27% of website click-through traff ic.
—  Paid Search was the strongest performing medium this year in terms of click-through traff ic, 

generating almost 14% of VisitTallahassee.com’s web traff ic alone (9% Native, 4% Display).

•  The digital display ads operated at an average of 0.32% CTR over the course of the year.
—  The display campaign also garnered an additional 16,954 view-through sessions mostly 

attributed to programmatic display banners.

— Top performing creative centered around the outdoors and outdoor activities.

•  Paid search campaigns garnered a 12.33% CTR, a 28% increase YoY and well above the industry 
average of 9.87%.

—  Paid Search also garnered a total of 22,487 conversions (clicks to secondary pages on the site i.e. 
Stay, Events, Seasonal, and Email sign-up pages), operating at a strong 68% conversion rate.

— Top performing campaigns centered around events and concerts related searches.

•  Email design was re-tooled for consistency within the new brand campaign, and 
the visitor database was scrubbed for greater eff iciency and up-to-date lists.

•  Local target emails perform better than overall consumer database with an 
average email open rate of 11% and click rate of 15%.

•  Featured Trail emails receive 8.5% open rate and click rate of 13%.

•  Full consumer database (100k +) averages a 2% open rate and a 12% click rate.

•  The “Pretty. Unexpected.” campaign was largest email contributor.

•  63% of emails were viewed on desktop which is much higher than last year’s 37%.

The Highest Viewed Area Was:
Promotions and Blogs

•  Average  
Open Rate: 

8%
•  Average  

Click Rate: 

14%

HighlightsFY 2020 DIGITAL MEDIA

HighlightsFY 2020 EMAIL MARKETING
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•  Even with COVID impacting the tourism industry, Visit Tallahassee’s social media  
presence saw positive results.

—  This can be attributed to an increase of “staycations” and day-tripping messaging.

•  Four of the key primary goals for the FY were more than 65% to goal without the assistance  
of paid media for more than a third of the year.

—  Instagram followers exceeded the goal by 73%.

  Spikes in account growth aligned with ticket giveaways, paid advertising resuming  
in August, and college freshman students arriving in the Tallahassee area.

•  Followers were most engaged with content that featured trails, greenways, murals and  
notable local gems (such as canopy roads and Bradley’s Country Store).

—  Additionally, spotlighting partner accolades and events received positive reactions  
and high engagement.

  For example, the announcement of Tallahassee being named Southern Living’s  
Top 10 City of the South for the second consecutive year. Also named a Best  
College Town and home to the Best Garden Center (Tallahasee Nurseries).

•  The top markets that engage with Visit Tallahassee’s social media platforms include  
Atlanta, Jacksonville, Tampa, and Orlando.

—  Pensacola and Panama City also garnered a high amount of engagement.

•  #iHeartTally continues to enjoy signif icant organic growth and usage across  
Visit Tallahassee’s audiences.

•  Across all platforms, paid social efforts generated more than 5.5M impressions,  
266,415 engagements and 29,522 clicks to the website.

FY 2020 SOCIAL MEDIA  

Snapshot
Total  
Fans

98,339

Total  
Reached

4,689,595

Total 
Engagements

444,959

Total 
Impressions

8,659,306

Total 
#iHeartTally

50,398,855

HighlightsFY 2020 SOCIAL MEDIA
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•  Visit Tallahassee’s Instagram reached a total 
of 2.2M potential visitors and garnered 3.4M 
impressions during the year.

—  1.2M potential visitors and 2.2M impressions  
are from paid efforts.

•  Visit Tallahassee hosted six organic FSU basketball 
ticket giveaways via Instagram. These posts 
garnered a total of 2,732 engagements and 
29.6k impressions.

—  While hosting these giveaways, many new 
followers were gained.

•  Top performing posts included outdoor scenery  
(canopy roads, greenways, and Wakulla Springs)

FY 2020 Instagram HIGHLIGHTS

•  NEW FOLLOWERS: 

2,985
•  TOTAL FOLLOWERS: 

17,265
•  ENGAGEMENTS: 

181,352
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•  Visit Tallahassee’s Facebook posts garnered 6.64M 
impressions and 1.64M unique users engaged  
with the page.

•  Followers are primarily women between 45 and 54 years 
old, located in Florida. 71% women vs. 28% men.

—  Users that engaged with our content on Facebook 
were primarily 25-34 years old, located in Florida, 
46.9% women vs. 44.9% men.

•  The top videos based on engagement were the paid  
Reengagement Campaign (“That’s the Beautiful Thing 
About Tallahassee”) Video ads and Wakulla River 
(organic) video.

•  The top reacted posts on Facebook included a shout out  
of The Kool Beanz Cafe Pastry Chef for being nominated 
for a James Beard award and the announcement of the 
February Boyz II Men show.

FY 2020 Facebook HIGHLIGHTS

•  NEW FOLLOWERS: 

725
•  TOTAL PAGE LIKES: 

66,934
•  ENGAGEMENTS: 

224,312
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•  Visit Tallahassee’s top Tweets included event 
spotlights like Market Days, FSU Basketball shout 
outs, and nature imagery such as Lake Jackson  
and canopy roads.

•  There were over 7,600 #iHeartTally mentions  
YTD via Twitter.

•  Top users interests include:

— Family

— Food and Drink

— Arts and Crafts

— Photo and Video

— Travel

FY 2020 Twitter HIGHLIGHTS

•  NEW FOLLOWERS: 

541
•  TOTAL FOLLOWERS: 

14,140
•  ENGAGEMENTS: 

39,295



 

 

 MARKETING COMMUNICATIONS 
AUGUST / SEPTEMBER 2020 

Katie Kole, Senior Marketing Director 
Scott Lindeman, Marketing Communications Director 

Renee Jones, PR/Marketing Specialist 

AT A GLANCE 
 
 
 

 
FY2020 Media Stories  

Goal: 200 
FY2020 Media Stories: 390 

Media Stories 
Aug. & Sept. = 22 

 

 
FY2020 Media Value  

Goal: $1 Million 
YTD Media Value 

$3,444,154 
Media Value for 

June & July = $193,573 
 

 
 

YTD Social Media 
Engagements: 225,350 

 
Facebook Likes: 66,934 

Instagram Followers: 17,000 
Twitter Followers: 14,100 

 
 
 
 
 
 
 

Powerful Women 
On August 26, we celebrated 

local “Leading Ladies” via a Zoom 
call on the 100th Anniversary of the  
19th Amendment granting women 

the right to vote. 

 
MISSION STATEMENT 
Position Tallahassee/Leon County as a desirable destination to targeted 
geographic, demographic and psychographic markets through public 
relations, owned & earned media, marketing, promotional campaigns, 
advertising and local industry relations. 

HIGHLIGHTS 
• Continued hosting weekly industry conference calls / Zoom Meetings 

with partners to discuss COVID-19 and the status of the tourism 
industry. In August and September we hosted 9 meetings featuring 33 
guest speakers.  

• Hosted writer/photographer Patrick Connolly on assignment from the 
Orlando Sentinel for an “Explore Florida” piece featuring our biking, 
hiking and paddling trails. 

• Participated in two site visits including the new Hotel Indigo that 
opened in August in College Town and the Amphitheater Support 
Space & Visitor Center under construction at the Park View project at 
Cascades Park. 

• Generated 8 new articles for our website including 6 that focused on 
highlighting African-American businesses, artists, attractions and 
events through our partnerships with Zimmerman and ESP Media. 

• Hosted virtual deskside meetings with editors from Southern Lady 
Magazine and Cottage Journal for possible future media coverage. 

• Held professional photoshoots for new content at SoDough, Food 
Glorious Food, Wakulla Springs, Table 23 and Eve on Adams. 

• Executed partner promotion with radio stations WQIK-FM (99.1) & 
WWJK-FM (107.3) in Jacksonville, offering prize packages including 
hotel stays, meals and outdoor activities. Promotions resulted in 15:1 
and 18:1 ROI respectively. 

ON THE HORIZON 
• Working with VISIT FLORIDA, Visit St. Augustine and Visit Panama City 

to bring in several prominent writers for a Women’s Outdoor 
Adventure FAM trip scheduled for November. 

OUT & ABOUT 
In September, Visit Tallahassee hosted 
PinkBike writer/photographer Brice 
Shirbach for several days of trail rides 
and interaction with our mountain 
biking community. PinkBike is a global 
leader in mountain biking information 
with millions of visitors to their website 
each year. Coverage from the media 
stay includes editorial, new imagery 
and video.  

 



 

 

 MEETING & GROUPS 
AUGUST/SEPTEMBER 2020 

Janet Roach, Director of Meetings 
Katie Gardocki, Director of Leisure 

GOAL AT A GLANCE 
FY2020 

Room Nights Goal: 
18,866 

 
YTD Room Nights: 9,021 

ON THE HORIZON 

Our team is hosting the Florida 
Society of Association 
Executives (FSAE) Meeting 
Planner Roundtable on 
November 10 at the University 
Center Club discussing safe 
options for food & beverage. 

OUT & ABOUT 

On Aug. 6 the Meetings & 
Leisure Departments hosted 
an Event & Meeting Facility 
Roundtable attended by 
over 25 partners via Zoom to 
discuss the current state of 
live events including safer 
practices for events held in 
our community.   

 
MISSION STATEMENT  

MEETINGS: Promote meetings, conferences and 
conventions through direct sales efforts to meeting 
planners, decision makers and coordinating efforts with the 
local industry to positively impact the local economy. 
 
LEISURE: Increase visibility to specific audience segments, 
i.e., reunions or bike riders, to generate visitation from 
leisure groups and assist industry partners with experiences 
for group customers. 

HIGHLIGHTS 

• Submitted a bid to host the US Trail Running Conference In 
2021and created a US Trail Running landing page on 
VisitTallahassee.com to showcasing Tallahassee’s strong 
running community.   

• Collaborated with the marketing team and the Zimmerman 
Agency to create an Epro Direct email blast that went to 
5,230 meeting planners (Association, State and Corporate 
market segments) promoted safely meeting in Tallahassee’s 
newest event spaces. 

• Attended the 2020 MPI Southeastern Educational Summit 
virtually along with meeting professionals from around the 
southeast. 

• Assisted with the FY 2021 Special and Signature Event Grant 
process by creating documents and compiling review 
committee scores used during the public workshop.  

• Held meetings with the Director of Events & Marketing for 
FSU College Town and the General Manager of Complex 
Sports & Entertainment to discuss future events and 
meetings & events venues.  

• Oversaw registration and assisted in planning for the 2020 
FSU Invite/Pre-State Cross Country Meet including health 
and safety protocols, recording a PSA for the Jumbotron, 
and creating all printed materials for coaches’ packets 
and the VisitTallahasseee.com event page.  

• Continuing to approve the calendar of events listings, 
create and distribute Happenings Around Town and 
manage the virtual events category on 
VisitTallahassee.com.  

 



 

 

 SPORTS MARKETING 
AUGUST/SEPTEMBER 2020 

Amanda Heidecker, Director of Sales & Sports                                                    
Joseph Piotrowski, Director of Sports 

GOAL AT A GLANCE 
FY2020 

Room Nights Goal: 
39,520 

YTD Room Nights: 10,511 

ON THE HORIZON 
In partnership with the Florida 
High School Athletic 
Association, Visit Tallahassee 
Sports will be hosting the 2020 
State Cross Country 
Championships November 13th 
– 14th.  Over 1,200 runners from 
throughout the state will be 
competing over the three-day 
event.  

 

 

 

 

 

OUT & ABOUT 
Attended the unveiling of the 
new finish line structure out at 
Apalachee Regional Park just 
in time for the start of the 2020 
season.  

 

 

 

 
MISSION STATEMENT 

Maximize sporting events and business that have a positive 
impact on Leon County by supporting and strengthening 
existing events and expanding our capacity to host additional 
events. February  

HIGHLIGHTS 

• Assisted in the coordination of the fiscal year 20/21 1st 
Cycle Sports Grant program that saw 45 applications.  

• Took part in a weekly Zoom meeting hosted by the Sunshine 
Sports Council where the state of the industry and best 
practices in dealing with industry impacts from COVID 19 
were discussed. 

• Hosted a virtual Zoom Tallahassee Sports Council Meeting.  
The 2020/2021 Sports Grant recommendations where 
presented and approved by the Sports Council.  

• Participated in the SportsETA, SPORTSBIZ virtual conference.  
Had multiple meetings with industry event rights holders over 
a three-week period.  Promoted the community and 
discussed potential future business with industry peers.  

• Coordinated the rescheduling of the International Mountain 
Bike Association (IMBA) Ride Center Designation review for 
November 2020. 

• Completed Fiscal Year 20/21 sales plan and budgets.  

• Worked with the Florida Sports Foundation to update 
applications that were previously submitted for the FSU Pre 
State Cross Country meet, FHSAA State Cross Country meet, 
AAU Cross Country National Championships, and the FHSAA 
State Football Championships, all of which were accepted 
and awarded financial grants.  

• Planned and coordinated the 2020 Florida State University 
Invitational Cross-Country Meet.  This included the normal 
planning process as well as working through new COVID 
requirements and precautions.  

• Worked with the following event rights holders to discuss the 
potential of hosting future events in Leon County: 

o Kayak Bass Fishing Championships  
o Women’s Professional Football League 
o Goodies Lacrosse 
o PGA (Korn Ferry Tour) 
o Tallahassee Soccer Club  

  

 
 



 

 

 VISITOR SERVICES & GRANT MANAGEMENT 
AUGUST / SEPTEMBER 2020 

Terri Messler, Director 

AT A GLANCE 
 

Hosted the TDC Grant 
Application Review 

Committee Public Meeting 
on September 10th. 

 

TDC Approved Grant 
Funding Recommendations 

on September 17th. 

 
FY2021 Grant Applications 

Funded 
Signature/Emerging 

Signature = 5 for $95,000 
Special = 20 for $54,933 
Sports = 43 for $60,000 

 
 

__________________ 

 
Visitor Information Center 

Closed to Public in 
August & September 

 
Services are still being 

provided by Visitor Center 
staff via phone, email, and 

through our website. 
 

Visitor Guide Requests: 101 
 

Group Services and 
Welcome Bags: 95 

 

 
HIGHLIGHTS 

• Hosted three virtual grant application workshops for Tourism 
grant programs and conducted virtual orientation program 
for TDC Grant Review Committee members. 

• Participated in on-site tour of the North American Properties 
Cascades Amphitheatre Support Space and Satellite Visitor 
Information Center. 

• Worked with Tourism Senior Operations Manager to close out 
all remaining open FY20 Grant Contracts before the end of 
the fiscal year on September 30th.  

• Continued to work with WizeHive, Inc. as we moved through 
our first application cycle for the new Zengine grant 
management system. Assisted applicants and the review 
team as they learned how to navigate the system.  

• Coordinated removal of last remaining items from the Visitor 
Information Center located at 106 East Jefferson and 
conducted final walkthrough of the empty building with the 
landlord. 

• Facilitated transition of Visitor Information Center staff to 
temporary new office space and adjusted duties following 
closing of the Jefferson Street location. 

ON THE HORIZON 

• Coordinate the review, processing, tracking and 
organization of Signature, Emerging Signature, Special and 
Sports grant applications and grant contracts for FY21. 

• Plan and coordinate move to new Satellite Visitor 
Information Center at the North American Property location 
adjacent to Cascades Park.  

• New TLH face masks for use in gift bags, promotional 
materials, and online gift shop sales are coming soon.  
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WHAT HAPPENED IN TALLAHASSEE: JULY-SEPT

» COVID-19 Pandemic
» Events cancelled due to COVID-19

» FAMU Football Season
» Limited Capacity and Tailgating at 

FSU Football games
» Downtown Getdown
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EXECUTIVE SUMMARY
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TOURISM SNAPSHOT: JULY–SEPT 2020*

July – Sept 2019 July – Sept 2020 Percent Change
Occupancy*** 66.9% 46.8% -30.0%

Room Rates*** $107.19 $79.80 -25.6%

RevPAR*** $71.70 $37.35 -47.9%

Room Nights*** 373,437 260,528 -30.2%

TDT Collections**** $1,615,601 $937,431 -42.0%

July – Sept 2019 July – Sept 2020 Percent Change

Visitors 528,900 328,200 -37.9%

Direct Expenditures** $152,845,700 $102,581,600 -32.9%

Total Economic Impact $241,496,200 $162,078,900 -32.9%

* Significant year-over-year differences due to COVID-19 in 2020 
** Includes spending for: accommodations, restaurants, entertainment, shopping, transportation, groceries, and “other” expenses.
*** From STR Report
**** From Leon County Division of Tourism/Visit Tallahassee
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TRIP PLANNING CYCLE

» 70% of visitors planned 
their trip to Leon County a 
month or less in advance

» Tallahassee was 85% of 
visitors’ primary destination
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20% Search on Google 19% Online Travel Agency22% Hotel/Resort Website
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TRIP PLANNING SOURCES

I Hilton I 
Where to? 

ft}£Mt 

Ta£i~ 
Pretty. Unexpected. 

Go.-9~ 

~Expedia 

t: downs & st. germain 
I -



TOP REASONS FOR VISITING

41% Visit 
Friends/Family

22% Business
Conference/Meeting

24% Education-
related

10% Watch a 
Sporting event

10

14% Family time



TRANSPORTATION

» 87% of visitors drove to 
Leon County
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REGION OF ORIGIN

26%

9% 13%7%

43%

2% of visitors were from areas outside the U.S.
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TOP MARKETS OF ORIGIN

15% Miami – Ft. Lauderdale 9% Atlanta 6% Jacksonville

14

6% Orlando
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TRAVEL PARTIES

The typical visitor traveled in 
a party composed of 2.5

people

28% traveled with at least one 
person under the age of 20, while 
10% traveled with children age 12 

or younger
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VISITOR PROFILE

» The typical Leon County Visitor:

» Is 44 years old

» Has a household income of $98,500 per year

» Is female (51%)

» Has a college degree (71%)

» Is married (55%)

» Is Caucasian (67%)
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ACCOMMODATIONS

51% Hotel/Motel 29% Friends’/Family home 13% Day Tripper
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OVERNIGHT VISITORS

» Typical visitors spent 3.5
nights in Leon County
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VISITS TO TALLAHASSEE – LEON COUNTY

» 26% were first time-visitors 
to Leon County

» 31% had previously visited 
more than 10 times
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ACTIVITIES DURING VISIT

74% Restaurants 50% Visit Friends/Family 40% Family time44% Relax and Unwind
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TRAVEL PARTY SPENDING

» Travel parties spent $275 per 
day in Leon County on lodging, 
dining, groceries, 
entertainment, transportation, 
and other expenditures

» Typical travel parties spent 
$963 over the course of their 
trip
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FINDING THEIR WAY AROUND

» 98% of visitors to Leon 
County owned a 
smartphone/tablet

» 3 in 4 visitors used their 
smartphone/tablet to get 
around Leon County and find 
things to do
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VISITOR SATISFACTION

» Visitors gave Leon County a 
rating of 7.9 out of 10 as a 
place to visit

» 90% of visitors will return to 
Leon County
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PERCEPTIONS OF TALLAHASSEE – LEON COUNTY 

26

“It’s a fun college town 
with really nice 

campuses. I love the 
revitalized Railroad 

District.”

“Tallahassee is such a 
great city and is very 
clean. I will definitely 

be back!”

“Tallahassee is so 
small and cozy! It’s a 
cute little southern 

town.”



DETAILED FINDINGS
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TRIP PLANNING CYCLE

29

41%

29%

18%

5%

5%

2%

A week or two

A month or so

2 to 3 months

4 to 5 months

6 months or more

Not sure

Tallahassee is an impulse destination for 
7 in 10 visitors whose planning 
windows are a month or less

Only 1 in 10 visitors take longer than 
3 months to plan their trips to Leon 
County

Tallahassee was 85% of visitors’ primary 
destination



TRIP PLANNING SOURCES*

30

22%

20%

19%

13%

6%

6%

4%

4%

2%

1%

16%

Hotel/Resort Website

Search on Google

Online Travel Agency

Talk to Family/Friends

Airline Website

Trip Planning App

Social Media

Travel Agent

VisitTallahassee.com

Look at travel magazines

Other

*Multiple responses permitted.

Over 1 in 5 visitors used a 
hotel/resort website to plan their trips 
to Leon County

Online searches and online travel 
agencies were also used by about 1 
in 5 visitors



REASONS FOR VISITING*

31

41%
24%

22%
14%

10%
9%

6%
5%

3%
2%
2%
2%

1%
1%
1%
1%

5%

Visit friends and family
Education-related

Business conference/meeting
Family time

Watch a sporting event
Special occasion

Government-related
Relax and unwind

Shopping/antiquing
Special event

Attractions
Nature/parks/birding

Historical sites
Fishing/golfing/hunting

Participate in a sporting event
Biking/hiking/running

Other *Multiple responses permitted.

41% of visitors came to Leon 
County to visit their friends and 
family
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VISITORS GUIDE

Did not request guide
97%

Requested guide
3%

3% of visitors requested a Visitors Guide 
prior to their trip to Leon County



TRANSPORTATION

33

More than 8 in 10 visitors indicated that Leon 
County was the primary destination for their 
trip

87% of visitors drove to Leon County 
for their trip (+4% from 2019)
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REGION OF ORIGIN

Florida
43%

Southeast
26%

Northeast
13%

Midwest
9%

West
7%

International
2%

Southeast: TX, AR, LA, TN, MS, AL, NC, SC, GA
Northeast: VA, MD, DE, PA, NJ, NY, CT, RI, MA, VT, NH, ME
Midwest: WV, KY, OH, IN, MI, WI, IL, MN, IA, MO, ND, SD, NE, KS, OK
West: WA, OR, CA, NV, ID, MT, WY, CO, UT, AZ, NM, AK, HI
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TOP MARKETS OF ORIGIN

36

Market July–Sept 2019 July–Sept 2020

Miami - Ft. Lauderdale 15% 15%
Atlanta 8% 9%
Orlando 7% 6%

Jacksonville 6% 5%
Tampa Bay area 5% 4%
New York City 2% 3%

Surrounding areas 2% 3%
Dallas - Ft. Worth 2% 3%

Washington DC - Baltimore 2% 2%
Charlotte 2% 2%

Sarasota - Bradenton 1% 2%
Thomasville - Valdosta 1% 2%

56% of Leon County visitors 
lived in 12 markets



TRAVEL PARTIES

37

45%
27%

12%
9%

3%
4%

1 person
2 people
3 people
4 people
5 people

6+ people

Typical visitors traveled in a 
party of 2.5 people

28% of visitors traveled with 
children age 20 or younger, 
while 10% traveled with 
children age 12 or younger

Travel Party Size

Compared to most other 
Florida destinations, 
comparatively more visitors to 
Leon County come alone



AGE OF VISITORS

38

23%

40%

34%

3%

Under 30

30 to 50

50 to 70

Over 70

Typical visitors to Leon 
County were 44 years old



HOUSEHOLD INCOME OF VISITORS

39

6%

11%

17%

17%

23%

26%

Less than $25,000

$25,000 - $49,999

$50,000 - $74,999

$75,000 - $99,999

$100,000 - $149,999

$150,000 or higher

Typical visitors to Leon 
County had a household 
income of $98,500 per year

Nearly half of visitors earn 
over $100,000



RACE/ETHNICITY OF VISITORS

40

67%

17%

11%

2%

3%

Caucasian or White

African American or Black

Hispanic

Asian

Other

2 in 3 visitors to Leon County 
were Caucasian or white



EDUCATIONAL ATTAINMENT OF VISITORS

41

8%

21%

44%

27%

Some High School/High
School Degree

Some College/Associate
Degree

College Graduate

Post Graduate Work or
Degree

7 in 10 visitors to Leon County 
had a college degree



MARITAL STATUS OF VISITORS
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Married
55%

Single
45%

Over half of visitors to Leon 
County were married



GENDER OF VISITORS
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Male
49%

Female
51%

51% of visitors to Leon 
County were female



Pre-Visit
Travel Party 

Profile
Trip

Experience
Post Trip 

Evaluation

Economic
Impact on

Destination

STUDY OBJECTIVES: VISITOR JOURNEY
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ACCOMMODATIONS
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51%

29%

13%

3%

2%

2%

Hotel/Motel

Friends/Family Home

Day Tripper

Vacation Rental Home/Airbnb

Personal Second Home

Camping/RV

1 in 2 visitors stayed in a 
hotel/motel

Airbnb, HomeAway, VRBO, etc., 
which have significant presence 
in other Florida destinations, 
have a much smaller presence in 
Leon County

13% of visitors to the area came 
just for the day



OVERNIGHT VISITORS
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18%

23%

19%

12%

8%

20%

1 night

2 nights

3 nights

4 nights

5 nights

6 + nights

Typical overnight visitors 
stayed 3.5 nights in Leon 
County

2 in 5 overnight visitors stayed 
1 or 2 nights in Leon County, 
while 1 in 5 stayed 6 nights or 
more



VISITS TO TALLAHASSEE – LEON COUNTY
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26%
30%

13%
5%
4%

22%

1st Time Visitor
2 to 5

6 to 10
11 to 15
16 to 20

More than 20 visits

1 in 4 visitors were visiting 
Leon County for the first time

Tallahassee has a loyal visitor 
segment, as 3 in 10 visitors have 
previously visited more than ten times
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VISITORS CENTER*

Did not stop at VC
100%

Stopped at VC
0%

No one stopped at the Visitors Center as it 
was closed this quarter due to COVID-19



ACTIVITIES DURING VISIT*
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74%
50%

44%
40%

32%
24%
24%

18%
15%

13%
10%

7%
7%
7%
6%
6%

4%
2%
2%
1%

5%

Restaurants
Visit friends and family

Relax and unwind
Family time

Shopping/antiquing
Business conference/meeting

Education-related
Nature/parks/birding

Bars/nightclubs
Watch a sporting event

Attractions
Historical sites

Biking/hiking/running
Government-related

Special event
Fishing/golfing/hunting
Art galleries/museums

Participate in a sporting event
Spas

Performance art show
Other *Multiple responses permitted.

3 in 4 visitors dined out at 
restaurants during their trip

Tallahassee is a family and friends-
oriented destination, as half of 
visitors visited friends and family

Compared to other destinations in 
Florida, comparatively more visitors 
come to transact business



REASONS FOR VISITING VS. VISITOR ACTIVITIES
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Visit Friends and Family

Education-Related

Business Conference/Meeting

Family Time

Watch a Sporting Event

Government-Related

Relax and Unwind

Shopping & Antiquing

Special Event

Attractions

Nature/Parks/Birding

Historical Sites

Fishing/Golfing/Hunting

Participate in a Sporting Event

Biking/Hiking/Running

Other

Trip 
Enhancers

Key 
Motivations

*Multiple responses permitted.

50%

24%

24%

40%

13%

7%

44%

32%

6%

10%

18%

7%

6%

2%

7%

5%

41%

24%

22%

14%

10%

6%

5%

3%

2%

2%

2%

1%

1%

1%

1%

5%

Reasons for Visiting* Visitor Activities*
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VISITOR SPENDING

Spending per Day Spending per Trip
Lodging $103 $361

Restaurants $54 $189
Groceries $19 $67
Shopping $38 $133

Entertainment $21 $73
Transportation $29 $101

Other $11 $39
Total $275 $963



FINDING THEIR WAY AROUND
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98% of visitors have a 
smartphone or tablet

3 in 4 visitors used their smartphone 
or tablet to get around Leon County

Used smartphone
78%

Did not use smartphone
22%



Pre-Visit
Travel Party 

Profile
Trip

Experience
Post Trip 

Evaluation

Economic
Impact on

Destination

STUDY OBJECTIVES: VISITOR JOURNEY
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VISITOR SATISFACTION

54

69%

21%

4%

0%

6%

Definitely will return

Probably will return

Probably will not return

Definitely will not return

Don't know

*4% of visitors will not return for the following reasons: 
1) Event/occasion for visit is over
2) Relative/Child graduated from college

Visitors gave Leon County an average 
rating of 7.9 as a place to visit

90% of visitors will return to Leon 
County for a future visit or vacation*
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66%

65%

64%

56%

54%

54%

53%

50%

47%

32%

29%

33%

32%

37%

42%

44%

41%

42%

48%

57%

5%

2%

4%

7%

4%

2%

6%

8%

5%

11%

Quality of Hotel

Hospitality

Attractions/Events

Nightlife

Service at Hotel

Food Quality

Entertainment

Customer Service

Environment/Atmosphere

Shopping

Exceeded expectations

Met Expectations

Did not meet expectations

RATING EXPERIENCES IN TALLAHASSEE

Hotel quality, hospitality and 
attractions in Leon County were more 
likely than other experiences to 
exceed expectations

Shopping options in Leon County 
were rated low by visitors, in general



PERCEPTIONS OF TALLAHASSEE – LEON COUNTY* 
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29%
27%

24%
15%

12%
11%

10%
7%

6%
5%
5%

3%
3%

2%
2%

1%

College Town
Small, Southern Town

Nice Place to Visit
Friendly People

Lots of Attractions/Activities
Quiet/Relaxing

Nature-Oriented
Beautiful City

Good Weather
Good Restaurants/Shopping

Government Town
Good Atmosphere

Easy to Navigate
Lots of Traffic

Fun Outdoor Activities
Good Nightlife *Coded open-ended responses. 

Multiple responses permitted.

A plurality of visitors describe Leon 
County as a “College Town”

Almost all descriptors of Leon 
County as a destination were 
positive
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PERCEPTIONS: “COLLEGE TOWN”

“It’s a fun college town with really 
nice campuses. I love the 

revitalized Railroad District.”

“Tallahassee is a great college town! 
But Tallahassee is also very family 

oriented with a lot of history.”

“A pretty college town that is 
scenic with a bunch of nature 

activities around.”

“It’s a college town with a lot of 
other stuff to do if that really isn’t 

your scene. Tallahassee is beautiful!”
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PERCEPTIONS: “SMALL SOUTHERN TOWN”

“Tallahassee is so small and 
cozy! It’s a cute little southern 

town.”

“It’s a small southern city with a 
good amount of things to do 

here in town.”

“Tallahassee has the things you 
need in a big city, but with a 

small town feel.”

“Tallahassee is more like South 
Georgia than North Florida. There 

is real southern charm here.”
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PERCEPTIONS: “NICE PLACE TO VISIT”

“Tallahassee is nice. It has hills 
and nature around the area but 
isn’t too far from the beach.”

“You have to go visit Tallahassee! 
It’s really nice and we were 

pleasantly surprised.”

“Tallahassee is such a great city 
and is very clean. I will definitely 

be back!”

“Tallahassee would be a nice 
place to retire. I was really 

impressed with everything.”



YEAR–TO–YEAR 
COMPARISONS
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Visitor Profile July – Sept 2019 July – Sept 2020

Median Age 48 44

Gender (Female) 53% 51%

Household Income $110,400 $98,500

College Degree or Higher 76% 71%

White/Caucasian 69% 67%

Married 64% 55%

YEAR–TO–YEAR COMPARISONS
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Region of Origin July – Sept 2019 July – Sept 2020

Southeast 75% 69%

Northeast 10% 13%

Midwest 7% 9%

West 6% 7%

International 2% 2%



Travel Parties July – Sept 2019 July – Sept 2020

Travel Party Size 2.5 2.5

Traveled with Other Visitors 60% 52%

Traveled with Children 27% 28%

Drove to Leon County 83% 87%

Nights Stayed 3.5 3.5

Trips to Tallahassee - Leon County July – Sept 2019 July – Sept 2020

Tallahassee was Primary Destination 88% 85%

Definitely/probably will return 87% 90%

Rating of Overall Experience 7.9 7.9

1st Time Visitor 29% 26%

10+ Prior Visits to Leon County 26% 31%

YEAR–TO–YEAR COMPARISONS
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Average Total Trip Spending July – Sept 2019 July – Sept 2020
Accommodations $434 $361

Restaurants $224 $189
Groceries $77 $67
Shopping $179 $133

Entertainment $84 $73
Transportation $112 $101

Other $56 $39
Total $1,166 $963

YEAR–TO–YEAR COMPARISONS
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Average Daily Spending July – Sept 2019 July – Sept 2020
Accommodations $124 $103

Restaurants $64 $54
Groceries $22 $19
Shopping $51 $38

Entertainment $24 $21
Transportation $32 $29

Other $16 $11
Total $333 $275



METHODOLOGY
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Visitor Tracking Study
» Interviews were completed in person and online with 684 

visitors at local hotels, the airport, parks, and attractions 
between July 1st 2020 and September 31st 2020
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STUDY METHODS
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Visitor Tracking Study
» Economic impact of tourism for Leon County Division 

of Tourism/Visit Tallahassee was based on data from 
the following sources:

» 2,285 interviews conducted by Downs & St. Germain    
Research with visitors to Leon County

» Twelve (12) monthly STR Reports

» Downs & St. Germain Research’s tourism database

» Various government agencies and data sources

» IMPLAN Online Economic Impact Modeling software

» TDT Collections provided by Leon County



YEAR-OVER-YEAR DIFFERENCES FROM FY2019 TO FY2020

» COVID-19 Pandemic and subsequent event 
cancellations

» FAMU 2020 Football season cancellation
» New Legislators and staffing during session
» Four fewer Florida State Home Football Games

» Lower attendance at 2020 games  
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EXECUTIVE SUMMARY
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TOTAL ECONOMIC IMPACT 
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Economic Impact 
$766,180,400

(-26.4% from FY2019)



VISITORS 
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Visitors
1,683,000

(-31.0% from FY2019)



VISITORS TO LEON COUNTY 
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1,683,000

1,005,400

404,700

272,900

Total

Visitors staying in Paid Accommodations

Visiting Friends and Relatives (VFRs)

Day Trippers

» 3 in 5 visitors stayed in Paid Accommodations



TOP MARKETS OF ORIGIN
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Market FY 2019 FY 2020

Miami – Ft. Lauderdale 11% 13%
Atlanta 11% 10%
Orlando 6% 6%
Jacksonville 6% 6%
Tampa Bay area 5% 6%
Surrounding areas 6% 5%
Panama City – Destin 4% 3%
Pensacola – Mobile 4% 3%
Washington DC – Baltimore 1% 3%
New York City 2% 3%
Dallas – Ft. Worth 3% 2%
Naples – Ft. Myers 1% 2%

62% of Leon County visitors 
lived in 12 markets



JOB CREATION
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11,943 Jobs

$308,386,700 in wages

(-26.1% from FY2019)

(-25.6% from FY2019)
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An additional Leon County job is supported by every

141
visitors

VISITORS CREATE JOBS
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Visitors to Leon County save local residents

$450
per household every year in taxes

HOUSEHOLD SAVINGS
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Every dollar spent by Visit Tallahassee on 
marketing is associated with

$517
in visitor spending within Leon County

MARKETING SPENDING



TDT COLLECTIONS FY2016 – FY2020
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$4,869,973 

$7,254,534 

$5,999,573 $5,783,298 
$5,236,879 

FY 2020FY 2019FY 2018FY 2017FY 2016

» TDT collections decreased 32.9% in FY2020



DETAILED FINDINGS
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KEY PERFORMANCE INDICATORS 
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Economic Indicators FY 2019 FY 2020 % Change

Visitors 2,438,900 1,683,000 -31.0%
Direct expenditures $659,079,600 $484,924,300 -26.4%
Total economic impact $1,041,345,800 $766,180,400 -26.4%
Room nights generated 1,555,469 1,074,851 -30.9%
Jobs created 16,150 11,943 -26.1%
Wages paid $414,448,400 $308,386,700 -25.6%
Taxes paid¹ $68,747,500 $50,899,500 -26.0%
Tourist Development Tax $7,254,534 $4,869,973 -32.9%

¹Sales, use, and property taxes.



KEY PERFORMANCE INDICATORS 
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Economic Indicators FY 2019 FY 2020 % Change

Visitors 2,438,900 1,683,000 -31.0%
Occupancy 73.5% 49.4% -32.8%
Room rates $113.10 $92.44 -18.3%
RevPAR $83.13 $45.66 -45.1%
Travel party size 2.5 2.7
Nights spent 3.3 3.3
Will return 82% 89%

Rating of experience 7.81 8.01

1On a 10-point scale.



VISITORS DIRECT SPENDING
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$115,084,300 

$97,399,500 

$90,288,000 

$58,653,500 

$51,641,500 

$40,380,800 

$31,476,700 

Restaurants

Accommodations

Shopping

Transportation

Entertainment

Groceries

Other

» Leon County Visitors spent $484,924,300 in FY2020



DIRECT SPENDING BY VISITOR TYPE

20

$484,924,300 

$303,200,900 

$156,582,500 

$25,140,900 

Total

Visitors staying in Paid
Accommodations

Visiting Friends and Relatives (VFRs)

Day Trippers

» Visitors who stay in paid accommodations account for 63%
of visitor spending



KPIs – OCT-DEC 2019 (Q1)
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Economic Indicators Oct-Dec 2018 (Q1) Oct-Dec 2019 (Q1) % Change

Visitors 567,200 487,700 -14.0%

Direct Expenditures $165,392,800 $155,244,600 -6.1%

Economic Impact $261,320,600 $245,286,500 -6.1%

Occupancy 79.0% 59.2% -25.1%

Room Rates $116.89 $110.50 -5.5%

RevPAR $92.34 $65.42 -29.2%

Travel party size 2.9 2.7

Nights spent 3.0 3.4

Will return 85% 85%

Rating of experience 8.71 8.21

1On a 10-point scale.



KPIs – JAN-MAR 2020 (Q2)
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Economic Indicators Jan-Mar 2019 (Q2) Jan-Mar 2020 (Q2) % Change

Visitors 713,200 490,600 -31.2%

Direct Expenditures $185,358,400 $142,622,200 -23.0%

Economic Impact $292,866,300 $225,343,100 -23.0%

Occupancy 79.2% 58.0% -26.8%

Room Rates $115.27 $110.09 -4.5%

RevPAR $91.29 $63.85 -30.1%

Travel party size 3.1 3.1

Nights spent 3.3 3.4

Will return 88% 91%

Rating of experience 8.01 7.91

1On a 10-point scale.



KPIs – APR-JUN 2020 (Q3)
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Economic Indicators Apr-Jun 2019 (Q3) Apr-Jun 2020 (Q3) % Change

Visitors 629,600 376,500 -40.2%

Direct Expenditures $155,482,700 $84,475,900 -45.7%

Economic Impact $245,662,700 $133,471,900 -45.7%

Occupancy 69.3% 33.6% -51.5%

Room Rates $110.68 $69.35 -37.3%

RevPAR $76.70 $23.30 -69.6%

Travel party size 2.5 2.5

Nights spent 3.1 2.9

Will return 88% 93%

Rating of experience 7.81 7.81

1On a 10-point scale.



KPIs – JULY-SEPT 2020 (Q4)
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Economic Indicators July-Sept 2019 (Q4) July-Sept 2020 (Q4) % Change

Visitors 528,900 328,200 -37.9%

Direct Expenditures $152,845,700 $102,581,600 -32.9%

Economic Impact $241,496,200 $162,078,900 -32.9%

Occupancy 66.9% 46.8% -30.0%

Room Rates $107.19 $79.80 -25.6%

RevPAR $71.70 $37.35 -47.9%

Travel party size 2.5 2.5

Nights spent 3.5 3.5

Will return 87% 90%

Rating of experience 7.91 7.91

1On a 10-point scale.



VISITORS BY QUARTER
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487,700

490,600

376,500

328,200

Oct-Dec 2019

Jan-Mar 2020

Apr-Jun 2020

July-Sept 2020

Total Visitors: 1,683,000

29% of total

29% of total

22% of total

20% of total



VISITORS DIRECT SPENDING BY QUARTER
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$155,244,600 

$142,622,200 

$84,475,900 

$102,581,600 

Oct-Dec 2019

Jan-Mar 2020

Apr-Jun 2020

July-Sept 2020

30% of total

17% of total

21% of total

Total Direct Spend: $484,924,300

32% of total



ROOM NIGHTS BY QUARTER
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326,672

305,751

181,900

260,528

Oct-Dec 2019

Jan-Mar 2020

Apr-Jun 2020

July-Sept 2020

Total Room Nights: 1,074,851

(-17.3% from FY2019)

(-25.9% from FY2019)

(-51.4% from FY2019)

(-30.2% from FY2019)



FISCAL YEAR 2020: 
VISITOR TRACKING 
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QUARTERLY COMPARISIONS
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Economic Indicators Oct-Dec 2019 
(Q1)

Jan-Mar 2020 
(Q2)

Apr-Jun 2020 
(Q3)

July-Sept 2020 
(Q4)

Visitors* 487,700 490,600 376,500 328,200
Occupancy 59.2% 58.0% 33.6% 46.8%
Median age 46 47 44 44
Median HH income $98,500 $97,200 $83,300 $98,500
From Southeast 74% 76% 84% 69%
From Florida 49% 48% 60% 43%
Travel party size 2.7 3.1 2.5 2.5
Drove 75% 76% 88% 87%
Length of stay 3.4 3.4 2.9 3.5
1st time visitor 21% 21% 16% 26%

* Includes day trippers and visitors staying with friends and relatives (VFRs) 



QUARTERLY COMPARISIONS
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Economic Indicators
Oct-Dec 2019 

(Q1)
Jan-Mar 2020 

(Q2)
Apr-Jun 2020 

(Q3)
July-Sept 2020 

(Q4)

Rating of Leon County* 8.2 7.9 7.8 7.9

Likelihood of returning 85% 91% 93% 90%

Spending per travel party $1,057 $1,146 $770 $1,047

Used VisitTallahassee.com 2% 2% 15% 2%

Used hotel website 23% 23% 22% 22%

Used smartphone on trip 77% 74% 70% 78%

Married 61% 66% 61% 55%

Has college degree 74% 73% 67% 71%

* Using a 10-point scale



37%
27%

16%
17%

11%
26%

31%
10%

7%
23%

11%
13%

7%
4%

8%
5%

3%

30%
24%

15%
14%

9%
9%
8%
7%
7%

4%
3%
2%
2%
1%
1%
1%
1%

FY 2020 REASONS FOR VISITING VS. VISITOR ACTIVITIES

31

Visit friends and family
Conference or meeting
Sporting event - watch

Education-related
Government-related

Family time
Relax and unwind

Special event
Sporting event - participate

Shopping, antiquing
Attractions

Nature, environment
Historical sites

Fishing, golfing, hunting
Biking, hiking, running
Art galleries, museums
Performance art show

Trip 
Enhancers

Key 
Motivations

*Multiple responses permitted.

Reasons for Visiting* Visitor Activities*
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Destination Vision and Organizational Mission 
 

The Leon County Tourism Development Council (TDC) and the Leon County Division of 
Tourism/Visit Tallahassee, the County’s official Destination Marketing Organization (DMO), 
exist to increase and enhance the region’s visitor economy.   

When TDC members met on the 9th of April, 2018, to discuss and ideate the future growth and 
direction for the destination and the Leon County Division of Tourism/Visit Tallahassee, they 
first reviewed the existing Vision and Mission statements to ensure they remained accurate 
and relevant. Thoughtful discussion and evaluation followed and the revised statements below 
are being presented for the TDC’s consideration:  

 
NEW Vision for the Destination: 

 
The Tallahassee Region will be recognized and appreciated  

as one of the most diverse and vibrant destinations in the Southeast. 
 
 

 
NEW Mission of the Leon County Division of Tourism/Visit Tallahassee: 

 
To enhance the region’s economic growth and quality of life  

by collaboratively inspiring the vitality of Tallahassee’s Visitor Economy. 
 
 
 
 
The destination Vision is what Leon County aspires to be in the eyes of the TDC. The Mission 
statement identifies how the Division of Tourism/Visit Tallahassee works to achieve that Vision.  
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TDC Members have committed themselves to the three year goals and objectives in the FY 
2019-2021 Tourism Strategic Plan in order to inspire innovative growth of the community and 
provide expert counsel to the Leon County Board of County Commissioners (BOCC). The 
goals align with Leon County priorities, economic goals, community desires and industry needs 
to create a synergistic plan to grow the region’s visitor economy and enhance the quality of life 
for all residents of Leon County. 
 
The goals and strategic initiatives on this page are included in the Leon County Board of 
County Commissioners (BOCC) FY 2017-2021 Strategic Plan. Each year, the County updates 
its Strategic Plan as the County continues to evolve, engage and execute the strategies.  

 

Leon County BOCC 5-Year Tourism Target Goals 
 

• Realize $5 billion in Visitor Spending between FY 2017 & FY 2021 

 

• Attract 80 State, Regional or National Sports Championships between FY 2017 & FY 
2021 

 

• Host 100,000 attendees as part of the Amphitheater Concert Series between FY 2017 & 
FY 2021 

 

Leon County BOCC Tourism Initiatives 
Responsibility: Leon County Division of Tourism/Visit Tallahassee  

 
• Host 2021 NCAA Cross-Country Championship 

• Explore NFL Pre-Season and Other Events at Doak Campbell Stadium 

• Enhance Competitiveness by Investing in Apalachee Regional Park 

• Support Choose Tallahassee’s Retirement Marketing 

 

Responsibility: Leon County TDC (addressed in this Strategic Plan) 
 

• Work with FSU on the potential Convention Center development 

• Work with stakeholders to revise State Statute 125.0104 to include Leon County in the 
High Tourism Impact Tax designation 
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FY 2019-2021 Strategic Plan 

Executive Summary 

The Strategic Planning Process 

In developing the new three-year Strategic Plan, the Leon County Tourism Development 
Council (TDC) designed a collaborative process to gather a broad understanding of resident 
needs and expectations to ensure that its future work would increase visitor spending 
consistent with the County’s priorities, economic goals, community desires and industry needs. 

Working through DMOproz, the TDC reached out through online surveys, face-to-face 
interviews with community and governmental leaders and focus groups of industry 
stakeholders. Almost 300 points of view were registered in the intelligence gathering portion of 
the strategic planning process - more than 190 individuals responded to the online survey and 
over 100 interfaced directly with Mr. Bill Geist, president of DMOproz, the principle consultant 
on this project. This level of community input was invaluable in the TDC’s ultimate decisions on 
its recommended path forward with this Strategic Plan 

The TDC met on the 9th of April, 2018, to discuss and ideate the future growth and direction 
for the destination and the Leon County Division of Tourism/Visit Tallahassee. During their 
time together, TDC members considered research that identified the realities of the present 
and the visions for tomorrow, as they considered new ways to increase visitor spending 
throughout the county. 

This document was developed after a substantive discussion of present environments, threats 
and opportunities that followed online surveys of industry partners and stakeholders, as well as 
individual conversations and focus groups with community and government leaders, to better 
understand the expectations of and opportunities before the Leon County Division of 
Tourism/Visit Tallahassee and the destination. The subsequent goals developed in this 
document are designed to power future discussions and actions of the TDC, community 
leaders and industry stakeholders to develop collaborative opportunities to enhance the impact 
of visitor spending in the region. 
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FY 2019-2021 Tourism Strategic Plan Contains Four Main Goals: 
- Advocate for destination enhancing development  

- Enhance the awareness, interest and support of Leon County’s visitor economy  

- Work to enhance the visitor experience throughout Leon County 

- Analyze opportunities to increase the marketing budgetary resources of the Leon 
County Division of Tourism/Visit Tallahassee 

 

Abbreviated Destination Assessment of Leon County  
Lead consultant Bill Geist toured the area in April to better understand the changes in the 
destination from his previous visit to Leon County in 2009 as the consultant that developed 
Leon County’s initial Tourism Strategic Plan. Significant enhancements to the destination have 
since occurred – with many new hotels and restaurants, and thriving new “districts” (i.e. Gaines 
Street/College Town, Midtown, Uptown, etc.) have been established providing enhanced 
entertainment and dining options throughout the community, each with unique qualities 
targeting different market segments. Success in the Sports marketing area continues to grow 
exponentially, especially hosting Cross Country championship events, and has elevated the 
destination profile. Additional hotel developments are currently planned, a Convention Center 
is again in discussion with $20 million in public funds committed, along with numerous 
enhancements to parks and outdoor amenities are in various stages of implementation. 
Further, extensive stakeholder feedback indicates the tourism industry, community 
organizations, and local leadership have a favorable view of the Leon County Division of 
Tourism/Visit Tallahassee as the Destination Marketing Organization (DMO) and illustrates a 
very effective transition from a non-profit DMO in 2009 to a successful government DMO. One 
comment received in the feedback fully encapsulated the overall thought of community 
stakeholders: “We are at a Tipping Point. This is our Moment.” 

 
TDC Review of Opportunities 
TDC discussions during the first half of the Strategic Planning Workshop focused on potential 
opportunities expressed during the extensive intelligence gathering and were developed for 
further consideration in the list below in no particular order. This list of opportunities served as 
a guide for discussion with prioritization indicated on the following page. 
  

• Convention Center 
• Performing Arts Venue 
• Shuttle/Trollies 
• Increase Leon County Division of Tourism/Visit Tallahassee Marketing Budget 
• Further develop the Destination’s Calendar of Events 
• Increase Outreach & Coordination with Tourism Industry and Residents 
• National Tournament-Grade Sports Complex and developing emerging sports leagues 
• Advocate for New Product Development  
• Visitor Information Center on I-10 / Mobile Visitor Information Center 
• Wayfinding Signage/Entryway Enhancement 
• Work with FSU/ACC and FAMU/MEAC on Event Scheduling 
• Review all vendor and grantee contracts for upgrades and ROI 
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Using a prioritization tool designed by Stanford researcher B.J. Fogg, the TDC then ranked 
each opportunity based upon impact and difficulty. After averaging the responses, the following 
visual representation was created. 

 

The point of the exercise was to identify those opportunities that were deemed too difficult or 
not important enough (ideas that would fall to the left of the diagonal line) in order to focus on 
those things of more importance (those ideas to the right of the diagonal). 
 
In this instance, one of the identified opportunities (Performing Arts Center) ended up to the left 
of the diagonal. While such a venue could significantly enhance the magnetism of the 
destination, TDC members collectively agreed that much like the Convention Center, the 
County did not have the resources to take the lead on this initiative. The TDC will encourage 
other interests to take the lead on enhancing Leon County’s Arts and Cultural offerings.  
 
The need for an additional National Tournament-Grade Sports Complex and supporting 
emerging sports was seen as very important by the TDC. However, the perceived level of 
difficulty at this point in time, given other priorities, resulted in the TDC choosing to explore 
various options rather than taking the initiative on as a goal and will defer to the Tallahassee 
Sports Council for recommended actions to move ahead. 
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HOW TO USE THIS DOCUMENT 
 

This document is divided into three main sections. The first section is the Executive 
Summary of the TDC’s Strategic Plan. This section can be shared to partners and 
stakeholders, as appropriate. 
 
The second section, beginning on Page 7, contains the full Strategic Plan and identifies the 
program of work for the TDC and senior organizational management for its long-range future and 
includes suggested tactics. As some of these are competitively and politically sensitive, this 
section is not expressly intended to be actively distributed outside the organization. 
 
The final section, beginning on page 14, contains a recap of the Board and Stakeholder surveys, 
community leader interviews, public meetings/focus groups and the discussions from the 
Strategic Planning Session, laying the groundwork for the Plan’s Goals and Objectives. This 
section can be utilized for clarification or rationale for particular opportunities. 
 
Once the TDC and BOCC has reviewed and adopted the final version of the Strategic Plan, 
the TDC may consider establishing a Work Group or Task Force for deeper analysis and 
implementation on any of the goals. This working document, reflecting the ideas and 
opportunities before the organization and the destination, can be used as a roadmap to guide 
the TDC’s future work on behalf of Leon County.   
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FY 2019-2021 Strategic Plan 
 

GOAL 1 - Advocate  For  Destination Enhancing  
Development 
 
Objective A 
Serve as the Voice of the Visitor and the Hospitality Industry in development discussions 
 
Suggested Tactics: 

• Regularly monitor and support progress on the region’s Blueprint Intergovernmental Agency 
project plans 

• Review consumer research for potential asset development opportunities that would make 
the destination more attractive to visitors  

• Serve as the County’s trusted expert on tourism and destination marketing 

• Continue to serve the public as the voice of the region’s hospitality industry, explaining the 
positive impacts of tourism on the county 

 
 

Objective B 
Serve as a Trusted Resource to potential developers of destination enhancing public 
assembly facilities 
 
Suggested Tactics: 

• Provide research and information about the Leon County visitor economy to assist 
developers to meet the needs of the destination, such as (but not limited to): 

- Meeting space that is required to effectively compete with other Florida or regional 
destinations 

- Sports facility design that qualifies for NCAA-level competition 

• Advise FSU on their interest in Convention Center development 
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Objective C 
Advocate for new and expanded Festivals and Events that position Tallahassee as the 
Event Capital of the Southeast 
 
Suggested Tactics: 

• Analyze the potential ROI of events that can effectively power visitation during shoulder 
seasons, such as (but not limited to): 

- America’s First Christmas Event (not necessarily at the historic site) and the Site when it 
is ready 

- The city’s upcoming Bicentennial (2024) 

- Others, as identified 

• Continue to review and enhance the guidelines behind all Event grants funded by TDT to 
ensure the highest possible ROI 

 
 

GOAL 2 - Enhance The Awareness, Interest and 
Support of Leon County’s Visitor Economy 

 

Objective A 
Develop Messages that resonates with Policy Makers, the Business Community, Tourism 
Industry and Residents 
 
Suggested Tactics: 

• Promote the “traditional” impact statistics (e.g., jobs, taxes generated, spending totals) 

• Identify other impacts made by tourism businesses 

- Connect visitation to the health of restaurants, nightspots, retail and attractions that 
residents enjoy 

- Communicate the property and sales taxes generated by tourism businesses (and what 
the residential tax burden would be without the Visitor Economy) 

- Communicate the percent of local residents that derive a paycheck from the Visitor 
Economy 

- Establish the relationship between destination image, visitation and corporate investment 
(utilize Longwoods International’s “Halo Effect” Study) 

- Develop talking points for the TDC and Staff that translates the direct connection to the 
average citizen’s quality of life 

• Develop a series of videos to better explain the importance of the Visitor Economy and Visit 
Tallahassee’s role in its maintenance and growth 

- Identify and utilize multiple distribution channels for the videos (Social Media, local Cable 
Channel, etc.) 
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Objective B 
Work with area media outlets to tell the broader story of how the destination is evolving, 
highlight hidden gems, and the connection between the Visitor Economy, Economic 
Vitality and Quality of Life 
 
Suggested Tactics: 

• Schedule regular visits with Owners, Managers and Editors of local media outlets 

- Encourage an understanding of the community’s need for media to be part of the 
solution in creating the kind of pride that will attract investors 

• Build relationships with Social Media influencers in the community 

• Share more impact and success stories through news conferences and media releases 
(more than just the announcements of “big wins”) 

• Use “real life” stories to connect the dots for local media, bloggers and businesses 

• Continue to work with the local media (i.e. Tallahassee Democrat) to establish a regular 
column and/or coverage on destination products, the TDC and the Visitor Economy 

  
 
Objective C 
Utilize TDC Members and Leon County Division of Tourism/Visit Tallahassee Staff as 
Destination Brand and DMO Ambassadors to Communicate the Importance of the 
Visitor Economy 
 
Suggested Tactics: 

• Stage celebratory events for Visitor Industry workers and Economic Development leaders 

- Service Industry events 

- Breakfasts and Lunches for Community Leaders 

• Look for opportunities to co-op events with other Community Development Organizations, 
including the Office of Economic Vitality and Chambers of Commerce.  

• Encourage individual TDC Members to accompany staff when briefing elected officials, the 
media and others on the importance of the Visitor Economy  
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Objective D 
Strengthen collaboration with other Community Development and Tourism Promotion 
agencies throughout the region 
  
Suggested Tactics: 

• Search for opportunities to build support and advocacy for each other’s agendas 

- Be willing to take a stand for what is right for the region 

• Build integrated local communications strategies for coordinating priority messages among 
partner agencies 

• Identify ways that the Leon County Division of Tourism/Visit Tallahassee’s marketing and 
sales efforts could complement the work of others 

- Continue to support the marketing efforts of Choose Tallahassee 

- Work with OEV to coordinate messaging in their target markets with the Leon County 
Division of Tourism / Visit Tallahassee convention sales targets 

- Work with FSU, FAMU and TCC to place students in hospitality industry work environments 
 
 
Objective E 
Enhance Networking with and between Industry Partners 
 
Suggested Tactics: 

• Consider staging meetings between Industry Partners and the TDC in months in which the 
TDC does not meet (e.g., Attractions in February, Hotels in April, Arts & Culture in June, etc.) 

• Analyze opportunities to bring all partners together for a Tourism Summit in addition to the 
Annual Marketing Roll-out. 

 
 
Objective F 
Search for mutually beneficial Partnerships with education and businesses 
 
Suggested Tactics: 

• Identify messages and market segments in which local companies have a mutual interest 
(e.g., Healthcare companies and the support of a healthy lifestyle through marketing of 
Trailahassee.com) 

• Work with FSU (and the ACC) and FAMU (and the MEAC) on the critical need for more 
collaborative scheduling 

• Consider ways to partner with Business and Hospitality Schools 
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GOAL 3 - Work To Enhance The Visitor Experience 
Throughout Leon County 

 

Objective A 
Analyze the most effective ways to personally deliver Visitor Information 
 
Suggested Tactics: 

• Consider the future of Visitor Information Centers 

- Along I-10 

- At high traffic areas such as Cascade Park 

- A Mobile Visitor Center at events and on the road 

- Partnering with other organizations to provide service on the weekends 

- Evaluate highest and best use of current Tourism building 

• Work to engage those that directly interact with visitors to be Destination Ambassadors and 
distribute Leon County Division of Tourism / Visit Tallahassee information 

- Hotel Front-Desk 

- Servers and Bartenders 

- Uber and Taxi Drivers 

- Airbnb Hosts 

- Others, as identified 
 
 
Objective B 
Enhance the comprehensive destination-wide Calendar of Events 
 
Suggested Tactics: 

• Build partnerships between entities that are currently producing online Calendars of Events 
to gain wider use for the calendar posted on VisitTallahassee.com  

• Identify ways to enhance the Calendar for expanded use by consumers and benefit to 
businesses, events rights holders, etc.  
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Objective C 
Suggest opportunities to enhance the region’s infrastructure to better welcome visitors 
and investors 
 
Suggested Tactics: 

• Support efforts to develop the numerous Districts (i.e., Gaines Street, Midtown, Uptown, 
etc.) throughout the destination 

• Advocate for more effective destination wayfinding signage 

- Destination Welcome Signs 

- Directions to Attractions, Major Parks/Greenways & Neighborhoods/Districts 

- Trailhead Signage 

- Parking Signage 
 
 
Objective D 
Work to enhance the Service Culture of the Destination 
 
Suggested Tactics: 

• Consider ways to offer Customer Service training to employees of industry partners 

- Analyze opportunities to develop partnerships with area Hospitality programs (FSU’s 
Dedman School, Florida Restaurant & Lodging Association)   

- Investigate National Training programs 

• Consider developing a video series for front-line staff to better educate them on all the 
attractions and experiences Tallahassee has to offer 
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GOAL 4 - Analyze Opportunities To Increase The 
Marketing Budgetary Resources  

 

Objective A 
Work to revise State Statutes to include Leon County in the High Tourism Impact Tax 
Legislation for the proposed Convention Center 
 
Suggested Tactic: 

• Work with the area’s Legislative Delegation to support efforts to expand the Leon County 
Division of Tourism/Visit Tallahassee Budget 

 
Objective B 
Review new revenue streams being successfully utilized across the nation 
 
Suggested Tactics: 

• Consider developing programs for destination businesses to secure enhanced visibility 

• Expand sponsorship opportunities, especially in  the Sports Market 

• Consider ways to monetize the Leon County Division of Tourism/Visit Tallahassee Website 
and Visitor Center 

 
 
Objective C 
Continue to ensure that TDT revenues are targeted toward the highest possible ROI 
 
Suggested Tactics: 

• Continue to review all facets of the uses of TDT  

• Regularly review Grant guidelines for ROI 

• Explore opportunities to achieve higher ROI through policy changes 
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SUMMARY OF TOPICS DISCUSSED AT THE PUBLIC MEETINGS 
 

With almost 300 points of view registered in the preliminary intelligence gathering phase, two 
comments from the online survey stood out as the call to action for the TDC and Leon County: 
 

“We are at a Tipping Point. This is our Moment.” 
 

“Tallahassee is Hungry to Win; Hungry to Love Itself; Hungry to Show Off.” 
 
 
Destination Opportunities: 
 •  To develop a “Sense of Place” that is a source of pride for residents. 
 •  Convention / Conference / Full-Service Hotel complex. 
 •  More culinary and nightlife options.  
 •  The Programming of Cascades could be so much more than it currently is. 
 •  Encourage better Customer Service. 
 •  Put a Visitor Center on I-10. 
 •  Creation of a more comprehensive online Calendar of Events.  
 •  Market our Neighborhoods / Districts as an asset. 
 •  We need more pedestrian friendly areas; an Arts & Heritage District. 

•  Can we be the Festival Capital of the Southeast? Can we be America’s First 
Christmas? 

 •  Can we turn our 70,000 students into Brand Ambassadors.  
 •  How to maximize 400,000 FSU Alumni. 500 Campus visits/day in Summer.  
 •  How to get parents & graduates to return. 

•  Expand efforts to build a Tournament economy to Student-run and non-traditional 
sports events. 

 
Destination Weaknesses: 
 •  Lack of Airlift 
 •  Transportation, Congestion and Parking in and around the county 
 •  The trolley system is invisible to visitors and doesn’t stop at several attractions. 
 •  Lack of a Convention Center 
 •  Destination Wayfinding and Welcome points are a huge issue. 
 •  Lack of a higher concentration of Full-Service Hotels 
 •  Blight (and a lack of zoning enforcement) along the major corridors into our city. 
 •  A perceived lack of things to do to retain Young Professionals. 
 •  A Downtown that is designed for business and not as a gathering place. 
 •  A Downtown Visitor Information Center that is closed on weekends 
 •  A Destination Website that doesn’t tell the Tallahassee Story; doesn’t inspire. 
 •  The lack of growth in the Leon County Division of Tourism/Visit Tallahassee Budget  
 while being faced with increasing expectations 
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Community Challenges: 
• The community operates in a myriad of Silos, both relational and informational.  
• We don’t network well. We need to get the hospitality industry more unified 
• We are a community that still struggles with Segregation and Diversity.  
• We are socially and economically divided. 
• We could be a hotbed for Music…but existing venues don’t pay performers well 

enough. 
• Lack of Performance venues. We are losing our top talent to other cities for lack of a 

place to perform. 
• Local Media hurts our efforts. Hurts FSU’s efforts. Hurts everybody. Our image 

impacts everyone. 
• High rents are killing the entrepreneurial spirit here. 
• Getting past our traditional attitude that everything here is “good enough.” 

 
The Leon County Division of Tourism/Visit Tallahassee: 
 •   Needs a more robust budget and additional professional staff. 
 •   Needs more local visibility. Locals don’t have a clue as to the importance of its work. 
 •   The Hospitality Industry needs and wants more interaction with Professional Staff. 
 •   Hotels need more communication on Group Status, Lost Business, ROI, IDSS, etc. 
 •   Needs better coordination with OEV. 
 •   Needs to be more entrepreneurial. 
 •   Needs to be included in all community development conversations. 
 •   Needs to be more of a “story-teller” and less of a list of things to do. 
 •   Needs to provide assistance to develop better hotel packaging. 
 •   Needs to better highlight the region’s Arts, Cultural and Heritage offerings. 
 
The Sports Market: 

• A concern that the destination is facing a capacity issues with hotels that may block 
further growth in this market 

• A suggestion that the Leon County Division of Tourism/Visit Tallahassee should 
focus on emerging and non-traditional sports such as Disc-Golf, Mountain Biking 
and Student-run Tournaments are a huge opportunity.  

• Could Leon County become the “Outdoor Sports Capital of Florida?” 
 
Requests of the TDC: 

• The TDC should be an Advocate for Destination Development 
• Be more engaged in the current conversations surrounding branding but from a 

tourism destination perspective. 
• Continue to review and update Event Grant rules and guidelines to achieve the 

highest ROI 
• Fight harder against any use of the TDT that does not produce a higher ROI. 

 
 



 

 

 

LEON COUNTY 

Tourist Development Council 
 
 

2021 Proposed Meeting Schedule 
 

Thursday, January 21, 2021 
 

 
Thursday, March 11, 2021 

 

 
Thursday, May 6, 2021 

 

 
Thursday, July 15, 2021 

 

 
September 9, 2021 

(Labor Day is on Monday, September 6, 2021) 
 

 
Thursday, November 4, 2021 
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Trailahassee 
Bike, hike, paddle, drive North Florida's hundreds of miles of trails 

By Patrkt Con•Xllly 

''Not til oH'1ori<U b llat!" ft'ads a map dtt.lil.ing 1'aJir.M~"s nrtwor\ol trru.l!.. Uat b¢COII.lC$ llppitt'nt ~·bc>n driving tht":rC'.C'nlt'nng 
a city tb • hu il)(fiDtS aod .ilop('J wry unliU other part.s of the Sun~oC' Stille. 

The ttrraln ~com(1 n't'n mort' obvlou.' ~·hen m uschng u p a ~otcq> tiUnt on a mountain b!kC'. Butthafs Just part of the fun 
when ddvins in1tt offeringll surround ing .. lhil"h:all!!oet;" t~ nickn:tmc gi\'tn to J.1c~rida:~ capital fur its hunclr~t of m ild of p:at}u to aplore. 

"The o(f'kiaJ account i.s 74l mil~ o( total trails in our are.1. That mdudes 01.1r b).al<Jng trails. biking tnul.s. h!lung trails. ~A•alkmg 
trails," said Scou Undmun. marketing conliUunkatJons dir.:ctor at VWt Tallab:li>5C'<':. "\\'('just W)' O\'er 700 ~QU.W tbt numbC"r 
chan&« almo" t'\'ery wtck."' 

Tallaba.utt has long b«n known a.s a coUcgr: and t;.O\'munrnt town. bul the North Florid.l city is 00\\' tabng on a new identity "''ith 
more loc:ll bu.~i.nt~es and ..-tO·t01uUm. 
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"We'rr •KJ~ thc-bndl communi lie§. ~l:'renot the tOOne ~rb ... Our 
troib and .all of 01.1r N IW'Ai I'¢SOUtetll are ""'Oven into CVC'f)'thiog ~·c
~ .. Lindenlal\ said "1ht potmtial1s the.rr 10 become an eaHourism 
de.mnahtll:'l~ WI." ba .. l: the~ f.-A tl..t oocmuunity ;al b.r~ as wd1 
al> oor d«tcd offici.lh.. We' A: not Orl.indo. tnd we-'re not t.r}'lllg to be.• 

Mountain biking, Florida style 
On a '"·clrerlng iummer d•y, I got 11 ghrnp&t at North FIOf"ida's 
muunt.Un bike trail.s ~·ith Jimmy <Ani. prtsi<knt ol the Tallaha~cc
Mount.un Bike Assodauon. Taking ofl'from do"'otown, we 10110"-"C'd 
ll\'t:.Ji.l)td ~wd lr.tilS t.erun: rt:lll.'b.utg an b:lc.•ns.h C' l)t(Wu.-k or Off· 
roud biking opportunitiel>. 

.. We h1wr a uylns hC"tt, I(' 11de to the rlde We hate setlng people 
rut hikes cln thdr car)l;;Ul(l dri .. i ng Ill> ll lrailht:cd." Carel A ieL 

We rode al0Qg$C'Y'<'I'<ll miles o( urban single-trac .. lxbe n:-.t~Ch.ing 
'Ibm Urun 11ft (4A2 £sittiYtii&l Ori\it. lillilu.J4H). 5 hi\1d\ (ur 
enoumam bike emhuilaSI.5. Oanlng btewenl 1~-ering II'«$, whkh 
provided much nced«< w...de, I k•llow~d Card a~ """C whillkA:d al<lflg 
the Magooll.a. Trail. Hopping o''" ruts and root.s.sb.rcddlog through 
downhill soctioom m d Jumping olf day benm mude m}' heart race 
with joy aDd adftnali.Jw:. 

78 EllPD"et Flew-Ida a The Car ibbean 

M.lrtted by rw.tf Clli"S and hubups. the CadiU.ac Trail ytekied 
~;halengn and krr.rin that can't be o:pc-ri<'O«'d in tnlny oth.cr parts 
oftbc state.\~ deco mpr<':Sstd during a shady punt around !Pioq• Z 
laU bdOre rolling a.loJ'S a ~tnicboarJw..Jk andccw,•:rl.'d bnd~ that 
Cro$Scd railro.d truc::k~>. 

l hcn il wa' 1 rae.- back to towo 10 bn t FloriW,$ afiC'moon ~IOrnu. 
"'"hich 'f\'e narrowly ll\'oid~d lksple a broktn spoke and Slfi>"Cat· 
soaked shirt. the' smile ncv<'t ldt mv (ac<'. 

1hc.' next d;,n, I ~d out the.' iud Bu~ Trail («83 N. ~, ... rldlan 
R(lad, T.;llahas~). (>(lr'lstderc..l umc:mg tht,ity'smou uyin&mounlll ~n 
bi:ke tr.a.iitl. Roots jutlc.'d oot at e .. 'C!ry turn :&nd rock gardens pi'O\•td 
chaDcnpng to navig;a.t<'. whd~ SWltchbacband "'--oodco k.uureskecp 
tiJ ttS C)U lhett IOU . 

For bqp,n •~r§. Mun.son I-IIIIs in the ~lachacoa National Fott
(505? Woodvllk H lgh'f\·ay. Tallahui«") glvc.4 families and c.asu.\1 
ritl~ ;a bid b:ct:k :~cenk ride. 

M a lobb}ist b)· tr._ Card iw ""'Wk<-d hard dunng his "''O )'t&rS 

as TMBA ptnkltLlt. p c.'litlonlng lO U~\llld lh<' IO .... l.f! llc.'t""-ldt or tr.llls 
for the association'' hundred$ of memberJ and the gmeral pub11i: 

~Wt'vc probably had jlul ).hy f.-A ;a million clc,llan in bike relattd 
e.ltp('ndxur<'S in the l.a.st t'-''0 or three- y<'m, "'iticb is ucmelldouS: he 
wkl.adding that oddilionallu OOll.antn the d«i.dn to come will be 
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:~lbc:ut:d for p.arb and tr.ails. •Just dust ~be old bikr ol[ lf~'s" 
trail near you when: you un rido:yow bikc-Af'dy. you·I"C' much IIIOI"C' 
likely to do it than if you·r~ riding oo a road.. 

Talbhass« balso bopng tob«otnl' «nllitd a an~ 
~lount:Jin Bike As,s.ocialion Ril.k Cencer. rih 7l miles of tr.aib 
cons.ido:r<'d (or mount»n bike UWig1". 1lw ~ poiDu oua. 
dC$tinOttions with cztensi\1: tr;ail nttworb and infn:stnactun:' 110 
support off-road cycling. wc:h as bi.k: shops and~ 

"We're just trying to make this a riding dc1on:ariM. It a.l:mrdy is. 
~'t'·rc: just try1ng to rmh 11 bdtn," Cud sa.d. "'\"{(''~a powder bos 
rody to czplcxle. It's a pmty Jp«QQ lime' here _ a's JUSC a m..cter o( 

g<tting it bo"'--n outside olhttc:" 

A walk through the park 
Although mountain baking iseo(' irx-n of tht -r~· mantra. 
hikingandrunningopportunitk.sarcplmtiful~lhcstaS 
capital In f'act. many trails used by c:4-road cycisG #(' ~-UISot ..J 
em be('njo,·ed by blUrs. trad nm.nm and ~rldm as wdL 

TaU ~short dri\1: north 110 Alf~d B. )bdaf Garclca.i- Sl;;a~c
P;l.rfrt (3540 Thomasville R~. Tali.omst~«") 110 ftflon: mlnicwed 
gardens on th('ground:sonaownt:dbytbt SrwY~~ 
A short w;alk yic:lds vic"'"S of La~ H~. ~ K'Cf'd prdm. a rdl«1ioD 
pool and hundrtds of camdias and aulo:.u.. 

1hc puk * pr'O\'Idcs ac.cca IO the muki·uk Lak(' 0\'('rslr«l 
tnih •itb Ka1ic Cl''o:rioob and birding opportWlitiC'$ along lh(' 
.....,.. Across tM fU«t. ..andt1 the 610-aac FJinor Kl•pp .. Pbipps 
Parte: (4600 :S. ~kndtao Road. 'Ullahass«). wh.idt sivn: hikers and 
tr.ail runners the- dw:l« 110 apenena mon: t~n k\'C1l miles of 
ckdinlcd loocpotho. 

l..a.&)~e ~'Trail (4900 Httit. P.ui: 81\'d., TaUahassu) 
md J.R.. Atford GretD'I'I'I)' (2.500 IWrick R01d. T~;lbh.&s..s«) pr('S('1ll 

riWIY miks o(b'ds i>r running or hiking "'ith shad)' Clllopks and 
wautfront \Yws. 

When tak~oKfromlht c:ily, ~·ech."J;I:w")'~ m Cascades Park 
(1001 S. ~St. Tllb..h.as.s«) and tht St. Ma.rk::s Tr~;il (4773 
Woodvilk Highway. Tallabasud ¢'·e ri!Cre.ationists mor(' than 20 
miks ot tnilto ~ 

Paddling the Panhandle 
0.. .11 mild P~;Dbmdl(' ~g. tht majts:t)' o( th~ misty Wadssa 

Rhw rnakd 1tsdf to nx. I launcbcd my kayak neat the cool 
b 1 fiiiip lhat ftowintotJ\e 0\'er nght a$:1. thin rogbq;;ln IOfOf"m, 
Ja:dr ~ rcsak of wum hunid air mixing "'ith c:hiUed "-'ili0:1'5. 

I fint paddled north to~ rushc fi).b amps alo~ide cardinal 
6o•D Uld C)l"f'CN tft'Q. K<neJ lwtcni ng back to old J.'lorid.a. 
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A ltth bltH ht-fon on the Wadtu 

78 ~lore Florida a. The Certlbeen 

Head!ngsoutb,numm:JW ~de spnngs, 1tdudi ng 8t1; Blue Spring 
mel Gamer Sprir~p. ~how thcmsd\u to curious rcc;rQtioni~oU 
cxploriog th< hidden .,..m. 

l.itt maar fl North Flcncb.'s rh·en. tlt w•crway n·rntually 
joiD5 the Gill'. 1M WacisA btn' mttts tlr Audll~ Ri\·cr and the 
float could bt lUt'I'Wd into a multi~ camping advcmun:. Launch 
• .. JJ Waaua Spnngs Road 1n Gr«nv~lle 

11x \\Uulll. St. M~rb. Ec:o6M, Sopcl:oppy and (Xhlod:.on« 
tn""ttS od'tt simib.rly "'ild and ~~11iful opportunities tor ""'at«· 
b-.ed 1«'4 - -thift an bourof'Tslhh-.uc. 

F« u.rtw1, cality acot:Ulblt day tnps, oonsider tht Lafayect~ 
Pu.:ue: ~ Trail on Lakt I..J;ayrttt md Pine)• Z L:al:.e. Lake 
Jaebon. Ukt Hall or tbt Bradiwd Cha1n d Lakt:s. 

Canopies by car 
Somtofflortdis roads a.rc- li.OI!d "''lth ande:n oab tha strdch their 
bntac:hcs en a-can, readuns for thar s;lhlm&i on th~ othtr side. In 
~ t.bett is ~ ~gJU.tion for tbcK trpn of motorways: 
c:atMipf roads. lbcs< W'·en sd«ttd d:rM!IIJ lrails mcornpas.s 73 
miles I~ wilh ~ oab. ~d gums, hid.ory trus md Jines t~l 
pnMd< m..i< c.J SC<n<l')' 

Each road han ll«' prottetiOn ata thallncludd allla.nd within 
1 00 fm (:/ tht road$ centerfanc. 

TW Meridian Road north &om the cit)' to find st'renit)' 
_, tbr CUI.<lp)', « gn aw-r trom t0\lo1l by taking CcntctVIllt' Of 

~l.k'towku roads oonhetit. To Tilihas:sotU sot~hras:l, taltt a }aw\t 
o1cJas Old SO. Augasdn< Road. 

I Jo:a; n a )'0'1.1 choost to travd. "TNil.basS«" provtdrs no 
t.horugot of optiOns for cxplonng Floricb'.s mtunl iii de. And while 
$OCial di.suncinJ hu provi<kd a SUfi!: of lntm$t in tr.ills and 
ouldoor l«W'.ation. some think this trtnd is htte to stay. 
~~·ruo wuqudy~t.oncd. ap«ulytiJ;bt now. Whm Lh~ reS! 

(:/ t.ht wodJ• ah"Hng 00.-n. like themt pork.s.. we c5dn~ rc:all)' shut 
down htrt, .. $l:id \ 'asrt Tall.alw6«S Lndeman. "P«<plurt gect,ng 01..11 

mdc:q*>,..._ \Ou gd people: out on these trul.s .and they're not going 
., .............. il OD«" ibizlp 8ct back to a scnst ol normaL" 

VISit tnriW ftttt..wn to 6nd trails for puldling. hiking. running.. 
t',.run;. hot 11~ ad: and men. 

Ra4,.._ T•irkrf'P'Cottn~~ lnsl"f"''" f' P{AnnPie or 
Hwd...,. • t'IMil: ~fMittJD,.._,.,.d.ou'lftiPN"f.rom. 
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''THE BRADFORD VILLE BLUES CLUB 
IS HUMBLE YET HALLOWED GROUND FOR 

PURISTS SEEKING A MUSICAL PATINA THAT'S 
FAST FADING INTO MEMORY. '' 
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As darkness gathers in the woods outside of Tallahassee, Florida, 1 turn 

onto Moses Lane. Slowing my car to a mule cart's pace, I steer between 

pot holes, gu1ded by my headlights and a few tiki torches. Just when I've 

surely lost my way, the object of this ptlgnmage appears: a cinder-block 

roadhouse tllummated by a roaring pallet fire. 

Ever srnce I moved to Tallahassee, locals had urged me to visit Brad

fordville Blues Club. 'The BBC" as it's locally known, 1s one of only two 

Florida sites on the Mississippi Blues Trail, which highlights locations 

linked to the genre. "James 'Super Ch1kan' Johnson told me it's one of the 

last juke joints in the country. That's high praise, coming from a musician 

from Clarksdale, Mtssissippi," says Mike Bass, a patron from Georgia. Lil' 

Ed Williams, a Chtcago blues gurtarist, echoes the sentiment. "You on ly 

find clubs like Bradfordville here and there. I love that club and hope it 

never closes down." 

The BBC rs a vestige of the Chitlin' Circuit, a string of Southern venues 

deemed safe for Black musicians during the Jim Crow era. In Tallahas

see, the Circuit included the now-defunct Red Bird Cafe. When the Cafe 

closed at 2 a.m., musicians like B.B. King and Ray Charles made their 

way to Moses Lane by moonlight. Arriving at a shack that served as a store 

by day and roadhouse by night, they sat in with local bands, picking and 

singrng 'til sunnse. 

A VENERABLE lANDSCAPE In 1964, Allen Henry, Jr. built the cinder-block 

buildrng on his family's land, naming it the C.C. Club after the segregated 

C.C. Sarnts baseball team that played in an adjacent field. Allen ran the 

club with his w1fe Marion and sister Inez. Eventually, they leased the 

building to David Claytor who attracted acts like Percy Sledge. In 2001, 

Claytor turned his lease over to Gary Anton and the BBC was born . "The 

first time I drove up Moses Lane, it was like turning the clock back. I knew 

I'd found nirvana," Anton says. 

Beyond blues fans, what keeps the club kicking is something every true 

Southerner clings to: continuity. It sits on land owned by the Henry family 

since the 1880s. Descendants of enslaved people, the Henrys have held 

gathenngs here for generations. Every fall, they still grind sugar cane into 

syrup. "It's quite the tradition. Friends and family gather and throw a 
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Southern feast the last weekend of the grinding," Anton says. 

Ernest Henry, the self-proclaimed "Keeper of the Flame," lives on the 

property with his brothers. When the octogenarian isn't piling pallets on 

the bonfire, he's heating up the dance floor. During set breaks, the bands 

and fans gather around his handiwork. They feast on catfish fried in an 

open-a1r shack by the appropriately named Ernestine Fryson, affectionate

ly known as "Miss Ernestine." 

A MUSICIAN'S MECCA When I turned down Moses Lane, I left the pavement 

and 21st century behind. Parking in the field that once rang with cries of 

"Batter out!'' I walk past oaks planted before the Civil War. The club si ts 

at the end of a tarpaulin tunnel that's part rain shield, part portal to the 

past. Inside, the one-room juke joint pulses with 4/4 rhythm. Picking my 

way past patrons seated at tabletops grinning with the portraits of past 

performers, I take my seat. Dancers shuffle and sway under the neon blue 

light. "A lot of souls passed a lot of good times here," says musician John 

"JB" Babich. 

For Babich and others like him, the BBC is a gig prized for its place in 

blues history, even if it's off the beaten path and below pay grade. "Musi

cians come from all over the world to play here," Babich says. 

Kati Schardl, who covers music for the Tallahassee Democrat, recalls a 

band from Scotland falling "crazy in love" with the club. "They were in 

town performing at a festival and wanted to experience real roots music. 

As their de facto tour guide, that's what I gave them. That was in 2012 

and they're still talking about that night at the BBC." 

Tallahassee native Katie Skene played her first gig here. She now lives 

in Los Angeles and has performed with members of the Grateful Dead. 

"Gary gives musicians the freedom to try anything they like," Skene says. 

At a recent show, Skene sang Rita Coolidge's tribute to Robert Johnson. 

She received a tearful 

standing ovation from 

Coolidge, who hap

pened to be in the au

dience. 

It was another of those 

Top: Chicago musicians, lil' Ed and The Blues Imperials, 
traveled to Tallahassee to play at Brad fordville Blues Club. 

Bottom left: A camper creates a themed decoration 
to dress the table for the end of the week Friday banQuet. 
Bottom right: Lil' Ed of Chicago's Blues Imperials 

band flashes his signature smile at the BBC. 





SOUTHERN SNAPSHOTS 

··you had to be there" moments regulars rave about. As Kat1 Schardl 

commenh. 'Somet1mes a place 1s more than JUSt a place. The BBC 

s Vvoven tnto the fabric of Tallahassee's music scene l1ke a w1ld red 

thread. It's essential to the h1story of the community and the mus1c 

community in particular." 

SUSPENDED IN A STARRY NIGHT When the band takes a break, I step into 

the damp ch1ll of a North Florida night. I head for the bonfire and Miss 

Ernestme's catfish, fned one filet at a time to succulent perfection. 

So perfect. I let 1t linger on my tongue before mmglmg the flavor with 

the cold tang of beer Tonrght 's f1res1de chats lean more toward soccer 

games and film festivals than farmmg and baseball. Even so, the scene 

is a microcosm of all that Southerners hold dear. food, fellowship, mu-

SIC, and trad1 t1on. 
Kat1e Skene calls blues mus1c "raw and real, a l1vmg, breathing 

thmg." The same can be said of Brad fordville Blues Club, a quirky 

holdout m a world hurtlmg toward gentnf1cat1on. 

Suddenly, a slide guitar beckons me back to the dance floor. Dnfting 

from the fire, 1 glance up. The night sky, draped in a mantle of Milky 

Way, seems to hover JUSt overhead. It's like being ins1de a snow globe, if 

snow globes contained beer, cigarettes, and wood smoke. 

Let the outside world rush toward an uncertain future. For now, I'll 

dance w1th all whoever relished the raw beauty of the blues in a tiny 

juke JOint at the end of a dark country lane. 

bradfordvilleblues.com 
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This p age top left: Every weekend , a bonfire burns 1n the same spot as 1t has for generations, thanks to Ernest Henry, a descendant of people who have owned the land smce the 19th century 
This page bottom left: Bu1lt 1n 1964, the one-room cinderblock juke joint sits under 250-year-old oaks. This page right: Miss Ernestine Fryson (her real name) serves fried catfish 
by the bonfire every weekend Opposite top : Miss Ernestine's cook shack serves some of the best fried catfish found in Tallahassee, Florida. Opposite bottom: Eddie Shaw, who began his 
career playmg w1th Muddy Waters and Howlm' Wolf, personifies the quality of acts playing the BBC. Photo: Colin Hackley 
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Black Food Heritage: Tallahassee Black-Owned Foodie Travel 
Guide 

Tallahassee Black Own ed Foodie Travel Guide 

lntro{History of Food in Tallahassee 

Florida is one of many states that provides a variety of food choices. From their navel oranges to their freshwater 

largemouth bass, Florida is held at the top of the list for foodie travelers. Tallahassee, which is also Florida's state capital, 
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IntrofHistory of Food in Tallahassee 

Florida is one of many states that pro\ides a ,·ariety of food choices. From their navel oranges to their freshwater 

largemouth bass. Florida is held at the top of the list for foodie travelers. Tallahassee, which is also Florida's state capital, 

demonstrates what all tra,·elers are looking for; mouthwatering Florida cuisine, comfort food 11ith exquisite taste, or 

eateries 11ith delicious desserts. \\'ith a local SouthSide Farmers ::\Iarket containing fresh food for the Tallahassee 

community and the pride the State of Florida takes in agriculture, Tallahassee truly has the most dh·erse and delicious 

cuisine to offer. From tra,·elers to local HBCU students of Florida Agricultural and Mecharucal Lm • it) F \M'), 

Tallahassee has enough food to share for any food lover. 

Farming 

Tallahassee, which is an Apalachee word for "abandoned fields" or "'old to11n," dates back to the 17th century and 

represents an area where there was the ability to farm and serve as agriculturist. With many Apalachee Indians 

flou rishing in the area early on and displaying a flair for agriculture, Tallahassee continues the legacy that was left behind 

and remains steadfast to farming, gro11~ng produce, and creating a way for food to be enjoyed. Tallahassee has grown its 

agriculture resourcefulness and has numerous farms that allo11·s for restaurant owners to bring the farm straight to the 

table. Farming in Tallahassee has reshaped the way in which food is presented to local HBCU students, community 

members, and tra,·elers. With so many ingredients being locally grO\m, restaurant o11ners and business 01111ers are 

providing the best quali!)· of food to their community and tra\·elers. 

Restaurants 

Restaurants in Tallahassee are expected to ha\·e delicious cuisine and appetizing treats. With produce being gro1111 fresh 

and locally in their back yard or neighborhood. enjo}ing a fla,·orsome dish is what all locals. students. and \isitors can 

e.xpect. If it's classic american dishes 11ith sweet assortments or sa\·ory soul food 11ith hea,·enly be\·erages. indhiduals 

tra\·eiing near and far can find a restaurant. eatery. shop, or cafe that fits their needs. Tallahassee. Florida has many 

places to choose from and today I am going to pro\ ide a few Black <hmed eateries to add to your foodie list. 

Black Owned Guide 

Enjo}ing food while tra,-eling is a requirement for any family, Southern Belle, or Southern Beau. Therefore, it is 

important to be aware of the staple restaurants and eateries in the area in which you are tra,·eling and if you are tra\·eling 

to Tallahassee. Florida, then this Black 011ned Foodie Tra\·el Guide 11ill get you through your journey smoothly. From 

restaurants to shops, Tallahassee has a plethora of places for travelers, local community members, or collegiate students 

to enjoy. 

Gurlies Lem.onade & Sweets 

If you are a foodie who enjoys sweets along with more sweets, Gurlies Lemonade & Sweets, is the dessert shop you must 

try in Tallahassee. Demetrius Murray and Marquis Williams, two African American local business mens, started this idea 

by selling ice-cold lemonade on a street corner in Tallahassee. The lemonade recipe, from Maquis grandmother, Gurlie 

Wells, was a hit in the community. Through continuous support and love of lemonade, the entrepreneurs were able to 

raise enough money to begin their business, Gurlies Lemonade and Sweets. Now kno11n for sening their classic fried 

Oreos, vanilla ice cream ,.-;th multiple toppings, and Gurlies Famous lemonade, the eatery is a place that everyone enjoys. 

Besides the sweet drinks and treats Gurlies Lemonade and Sweets pro\ide, they also believe in investing into the youth. 

Once a month, the dessert shops im·est S 1,ooo into a local young entrepreneur through their World Cl. 'le Me o hip 
hopes build kids build Tallahassee community. 

Owners of Gurlies Lemonade and Sweets 
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Owners of Gurlies Lemonade and Sweets 

The Chocolate Dandies 

Another organization known for their s\\·eets is The Chocolate Dandies. This new brownie company was developed by 

three young African American entrepreneurs. Noble who is 13, Royal who is 12, and Knight who is 10 created The 
Chocolate Dandies and named it after their great-grandfather Noble Sissie, who co-"Tote a musical entitled "The 
Chocolate Dandies." With The Chocolate Dandies being so popular to the Tallahassee community, travelers can anticipate 

to enjoy a sweet array of brownies "ith flavors ranging from fudge and nuts to red velvet and peanut butter fudge. 
Currently, the company is offering pickup and delivery 1\~th the hopes to raise $1o,ooo for their Yery own food truck to 
meet the brownie demands of locals and travelers. 

0\mers of The Chocolate Dandies 

Bourne Brilliant 

Bourne Brilliant is a new vegan eatery created by the Leo sisters aged 13, 12 and 9- These three sisters offer home-made 
baked goods, such as cupcakes, cookies and bread, along "ith herbal teas, fresh fruit juices and preserves. Lyrica, Zaira 
and Nadira Leo launched the food business several years ago, catering and selling their food at local festivals, farmers' 
markets and events, and recently opened their physical shop in town. With new cookies including the chocolate caramel 

brites,red velvet brites, and lemon poppy seed brites, one can see that the Leo sisters are expanding their menu and 
remaining focused on using natural ingredients. Despite the economic effects of COVID-19, the Leo family felt confident 
in the opening of their new eatery and are expected to see much growth in their business. 

Choco Chip Brites Lemon Poppy Seed Brites 
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Bourne Brilliant 

Bourne Brilliant is a new vegan eatery created by the Leo sisters aged 13, 12 and 9· These three sisters offer home-made 
baked goods, such as cupcakes, cookies and bread, along " ;th herbal teas, fresh fruit juices and preserves. Lyrica, Zaira 
and Nadira Leo launched the food business several years ago, catering and selling their food at local festivals, farmers' 
markets and events, and recently opened their physical shop in town. With new cookies including the chocolate caramel 

brites,red velvet brites, and lemon poppy seed brites, one can see that the Leo sisters are expanding their menu and 
remaining focused on using natural ingredients. Despite the economic effects of COVID-19, the Leo family felt confident 
in the opening of their new eatery and are expected to see much growth in their business. 

Choco Chip Brites Lemon Poppy Seed Brites 

The Leo Sisters-Founders of Bourne Brilliant 

Steph's Sou thern Soul Restaurant at Flor ida's Sports Coast- Dade City, Fla. 

Steph's Southern Soul Restaurant provides authentic southern fare, prepared ";th a touch of soul and served " ; th warm 
welcoming hospitality (as one would only expect from the South). Owned and operated by chef Stephanie Reaves, Steph's 

offers only the best in traditional southern style soul food, from liver and onions to battered chicken to meatloaf and 
more. Dessert is a must here whether it be a scoop of banana pudding or a slice of one of several varieties of cakes. In the 
words of Steph, "I love to cook as God uses and guides my mind and my hands to prepare delicious food." For more 
information ,; sit www.stephssouthernsoul.com. 

As you can see, Tallahassee has a variety of black owned restaurants, eatiers, shops, and companies to partake in. 
Whether it's s\\·eet desserts or southern style soul food, Tallahassee, Florida prides themselves on creating and sen;ng 
quality food. So use this Black Owned Foodie Travel Guide to explore the Tallahassee community and the great food it has 

to offer. 
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Sweet treats from Lofty Pursuits (above); 
Miccosukee Canopy Road (be/ow). 
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destination florida 

Breakfast: Canopy Road Cafe 
Try the signature plate-sized blueberry cobbler 
pancakes or some classic b iscuits and g ravy at 
this AAA Approved eatery. 

Do: Tallahassee Museum 
Explore 52 acres of Florida flora and fauna at this 
outdoor museum. There's even a zip line and 
ropes course with mo re than 70 obstacles. 

Lunch: Midtown Caboose 
Th1s AAA Approved restaurant creates some of the 
most daring burgers in town. Enjoy one on the patio 
or get it to-go for a picnic in nearby Lake Ella Park. 

Do: Miccosukee Canopy Road Greenway 
Hike, bike and stroll uniquely canop ied trail s, 
open pasture and forested woodlands alongside 
Miccosukee Canopy Road . 

Dinner: Andrew's Downtown 
Unwind with a pan-sea red grouper etouffee 
and a side of atmosphere at this AAA Approved 
capital city icon. 

Dessert: Lofty Pursuits 
Th is 1950s throwback serves up 50 flavors of 
ice cream, p lus malts, egg creams and sodas. 

Stay: Aloft Tallahassee Downtown 
Th is AAA Three Diamond hotel delivers on style 
a~d.fun ,. with a contemporary-industrial design, 
m1n1mal1st decor and a pool table in the lobby. 

Every hotel and restaurant in the AAA 
~iamo~d Program has met AAA's high 
tnspect10n standards. Use the "Best of House
keept~g " filter to find hotels in the top 25% for 
clean/mess and condition. Scan to get started . 

Remember to call ahead to the places you plan to visit to confirm th · h . 
for continuing to follow all state and local COVID-19 guidelines. elr ours of operation. And thank you 
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