






















Tourism in the City of Port St. Lucie

Presented by Charlotte Bireley, County Tourism Manager

St. Lucie County Tourist Development Council



Presentation Highlights

Tourism is one of the most important industries for 

Florida, St. Lucie County & the City of Port St. Lucie

Tourism is a key driver of economic development –

it is the “Quality of Life” component

Tourism growth by the numbers

Marketing the destination and its cities

Let’s collaborate, not duplicate



Tourism in Florida



Tourism in Florida

98.9 million visitors in 2014!

• $82 billion – tourism related spending

• $21.4 billion – amount generated in payroll

• $4.9 billion – state sales tax from tourism (23%)

• 1,145,800 – number employed in tourism-related categories

• $155.90 – average amount spent per day by each domestic 

visitor

Estimated to reach 100 million visitors in 2015!

Source:  VISIT FLORIDA & U.S. Travel Association



Local Tourism Funding

• The Tourist Development Tax (TDT) is levied by County 

Ordinance and pursuant to Florida State Statute, 

Chapter 125

• In St. Lucie County, a 5% tourist tax is applied to 

accommodations rented for a term of 6 months or less 

(i.e. hotel, motel, apartment, vacation homes, rooming 

house, RV sites, campsites, condo, etc.) 

• Pursuant to FS 125.0104, County’s levying the tourist tax 

must establish a Tourist Development Council as an 

advisory council to the Board of County Commissioners



Tourist Development Council

• Nine appointed seats:

 3 elected officials (BOCC, PSL & Fort Pierce)

 3 reps from accommodations collecting the tax

 3 reps from tourism-related industries

• Public meeting every 2
nd

Wednesday of the month 

at 12:30pm (location may vary)

• All agendas and meeting minutes are posted on 

the County’s website (www.stlucieco.gov)

http://www.stlucieco.gov/


Tourist Development Council

To market St. Lucie County and its Cities as a destination 

and to promote activities that will generate new or 

repeat visitors, thereby creating a positive economic 

impact for St. Lucie County.

Mission Statement



Tourist Development Council

• Provides leadership to ensure the SLC tourism industry 

is competitive & sustainable

• Is the trusted source of information that informs and 

inspires travel to SLC

• Protects and grows SLC’s share of travel through sales 

and marketing programs

• Promotes key constituents: Cities in the destination, 

accommodations, restaurants, attractions, events, 

transportation, guided tours and any other venue or 

activity appealing to visitors

What the TDC and Staff is NOT:
 Creator and administrator of travel packages

 Creator and planner of special events
 Booking engine



How is the 5% County Tourist           

Tax Revenue Allocated?

 1
st

& 2
nd

Cents - Operation and maintenance of 

Tradition Field 

 3
rd

Cent - Promote Tourism 

 4
th

Cent - Pay debt service on bonds used to finance 

the reconstruction and renovation of Tradition Field

 5
th

Cent – 67% of the 5
th

cent tax is allocated to pay 

debt service on bonds issued to finance the 

renovation and reconstruction of Tradition Field. 

The remaining 33% of the 5
th

cent tax is allocated 

for capital facilities that promote tourism located 

north of Midway Road.



Year Revenue % Change

2011 $2,368,539 16.1%

2012 $2,678,874 13.1%

2013 $2,590,245 -3%

2014 $3,015,199 14%

2015 $3,400,825* 12.7%
*Highest collected in the history of the tourist tax

Tourist Tax Revenue



Accommodations Inventory

Zone No. of Units

Port St. Lucie 1636

Fort Pierce 2166

Hutchinson Island 
(North & South)

504

Total 4306



SLC Tourism Industry Data

2010 2013 % Change

Travel Spending $290 million $321.3 million 10.7%

Travel Generated 
Payroll

$66.5 million $74.9 million 12.6%

Travel Generated 
Employment

3,560 $3,860 8.4%

Travel Generated 
State Tax Receipts

$14.5 million $15.7 million 8.2%

Travel Generated 
Local Tax Receipts

$7.5 million $8.7 million 15.7%

Source:  U.S. Travel Association
Travel is defined as activities associated with all overnight and day trips to places 50 miles away or more, 
one way, from the traveler’s origin and any overnight trips away from home in paid accommodations.



Key Partnerships

1. VISIT FLORIDA

2. Treasure Coast Sports 

Commission

3. SLC Chamber of Commerce

4. City of Port St. Lucie

5. City of Fort Pierce

6. Indian River County Tourism

7. Martin County Tourism

8. Local Hotels & Attractions



Treasure Coast Sports 

Commission 

Mission: To strengthen the quality of life and economic 

well being for the Treasure Coast region through 

recruiting, retaining and supporting sports-related 

events and activities that will enhance the region’s 

economy and exposure.

Receives annual grant funding from 

the 3
rd

cent of the SLC Tourist 

Development Tax.  



Treasure Coast Sports 

Commission’s Impact to PSL 

FISCAL YEAR 2015

• 10,657 estimated room nights generated

• $7.5 million estimated economic impact



New York Mets / Tradition Field

• Receives dedicated funding from the County’s 1
st

, 2
nd

, 4
th

and 5
th

Cents of 

the Tourist Development Tax (approx. $2.3 million in 2015)

• $35.6 million estimated annual economic impact*

*Source:
The Economic Value of Spring Training & St. Lucie County, 
University of Michigan Sport Management, 2013



PGA Village

• Employs 250 = $7 million payroll wages & taxes

• $500k annual property taxes

• Attracts 1,000s of domestic and international visitors 

generating hotel stays & economic impact

• Hosts approx. 60 events annually (90% multi-night stays)

• Hosts over 128k rounds of golf annually (up 14%)



2016 Marketing Objectives

 Increase annual tourist tax revenues by 5%  

 Increase number of web visits by 20%

 Increase Facebook followers to 50,000+ 

HIGHLIGHTS
 Big push on PR efforts
 More opportunities for co-ops & partners
 Off season media shift
 Relationship building through social media
 More digital, less traditional (ie. print)



2016 Marketing Goals

1. Increase off-season visitation
2. Redesign the website into a dynamic, responsive and engaging marketing tool
3. Generate and increase travel and information inquiries
4. Continue to expand partnerships & co-op marketing opportunities
5. Diversify the visitor base by attracting millennials, African Americans and 

group travel 
6. Generate earned media coverage through public relations and industry 

relations efforts
7. Expand social media presence and increase followers & engagement
8. Position the destination as a premier eco-tourist destination within Florida
9. Strengthen the  “value of tourism” message to constituents, stakeholders, 

elected officials and SLC residents 



 FAM Tour

 Web cams

 Summer Golf Promotion 

with PGA and partner hotels

 Visitor Study 

 Eco-tourism promotion & 

enhancements

• Greenways & Trails

• Walton Scrub Preserve

• Oxbow Eco-Center & Preserve

• Spruce Bluff Preserve

• North Fork / Ten Mile Creek 

Paddling Trail 

PSL-Focused Initiatives for 2016



Advertisement



Website – www.VisitStLucieFLA.com



Social Media

44 shares

5,003 people reached

As of 1/20/16, 1:11pm



Social Media

 287 Likes

 89 Shares

 21 Comments

 5,646 People Reached

As of 1/20/16, 1:06pm



Outdoor 

Billboard



Let’s collaborate.
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