
Marion County
Tourist Development Council

Meeting Agenda

Tourist Development Conference 
Room

Friday, March 28, 2025 9:00 AM

Microsoft Teams: 
https://teams.microsoft.com/l/meetup-join/19%3ameeting_NWU0N2MxZjUtYjUyOC00M2
E1LTk3MjItMmU0MWFkMjMxMmU0%40thread.v2/0?
context=%7b%22Tid%22%3a%2225a1914d-7aca-40d5-91d5-cd84a5137a31%22%2c%22
Oid%22%3a%228b5f45ba-a0b4-4a92-af98-109ad26934b1%22%7d

Meeting ID:  272 367 453 042

Password:  Tk6YT3aP

Phone Number:  +1 321-245-5074

Phone Conference ID:  420 177 200#

MEMBERS OF THE PUBLIC ARE ADVISED THAT THIS MEETING/HEARING IS A PUBLIC
PROCEEDING, AND THE CLERK TO THE BOARD IS MAKING AN AUDIO RECORDING
OF THE PROCEEDINGS, AND ALL STATEMENTS MADE DURING THE PROCEEDINGS,
WHICH RECORDING WILL BE A PUBLIC RECORD, SUBJECT TO DISCLOSURE UNDER
THE PUBLIC RECORDS LAW OF FLORIDA. BE AWARE, HOWEVER, THAT THE AUDIO
RECORDING MAY NOT SATISFY THE REQUIREMENT FOR A VERBATIM TRANSCRIPT
OF THE PROCEEDINGS, DESCRIBED IN THE NOTICE OF THIS MEETING, IN THE
EVENT YOU DESIRE TO APPEAL ANY DECISION ADOPTED IN THIS PROCEEDING.

1. Roll Call

2. Meeting Materials

Meeting Materials

3. Motion: Approval of Minutes

MOTION:  Approval of January 2025 Tourist Development Council Minutes

MOTION:  Approval of February 2025 Tourist Development Council Minutes

4. Motion: Acknowledgement of Financials

MOTION: Acknowledgement of Financials - February 2025

5. Report from Chair

MOTION:  TDC Chairman/Vice-Chairman Vote
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Tourist Development Council Meeting Agenda March 28, 2025

MOTION:  Gateway Signage Update, Kimley-Horn

Reminder: Marion County Day - March 29th at McPherson Complex and 
Marion at the Capitol - April 10th in Tallahassee

6. Funding Requests

Fiscal Year 2025 Event Funding Allocations

MOTION:  Cal Ripken T-Ball/Rookie B State Tournament - $10,500 (Room 
Night Generating Events Funding)

MOTION:  Dixie Softball State Tournament - $12,012 (Room Night 
Generating Events Funding) ..Body

DESCRIPTION/BACKGROUND:
Recommended Action:  Motion to approve funding for the Dixie Softball State 
Tournament for recommendation to the Marion County Board of County 
Commissioners.

7. Staff Updates

Update on Funding Programs

PRESENTATION:  Quarterly Economic Impact/Visitor Tracking Report - 
October - December Data

PRESENTATION:  Quarterly Public Relations and Analytics Reports - 
October - December Data

PRESENTATION:  Florida Huddle and Encounter Recap

Marketing and Communications Update

Sales Update

TDT Collections/STR and Key Data Update

TDC Events Calendar

8. Notation for Record

Sales Report

TDC Attendance Report

9. Old Business

10. New Business

Page 2 of 3 

2

https://marionfl.legistar.com/gateway.aspx?m=l&id=/matter.aspx?key=20645
https://marionfl.legistar.com/gateway.aspx?m=l&id=/matter.aspx?key=20676
https://marionfl.legistar.com/gateway.aspx?m=l&id=/matter.aspx?key=20646
https://marionfl.legistar.com/gateway.aspx?m=l&id=/matter.aspx?key=20647
https://marionfl.legistar.com/gateway.aspx?m=l&id=/matter.aspx?key=20648
https://marionfl.legistar.com/gateway.aspx?m=l&id=/matter.aspx?key=20650
https://marionfl.legistar.com/gateway.aspx?m=l&id=/matter.aspx?key=20651
https://marionfl.legistar.com/gateway.aspx?m=l&id=/matter.aspx?key=20652
https://marionfl.legistar.com/gateway.aspx?m=l&id=/matter.aspx?key=20653
https://marionfl.legistar.com/gateway.aspx?m=l&id=/matter.aspx?key=20677
https://marionfl.legistar.com/gateway.aspx?m=l&id=/matter.aspx?key=20654
https://marionfl.legistar.com/gateway.aspx?m=l&id=/matter.aspx?key=20655
https://marionfl.legistar.com/gateway.aspx?m=l&id=/matter.aspx?key=20656
https://marionfl.legistar.com/gateway.aspx?m=l&id=/matter.aspx?key=20657
https://marionfl.legistar.com/gateway.aspx?m=l&id=/matter.aspx?key=20658


Tourist Development Council Meeting Agenda March 28, 2025

11. Public Comment
If you would like to address the council during public comment you may submit 
your comments in advance to sales@marionfl.org by Tuesday, March 25, 2025, at 
5:00PM.

The next Tourist Development Council Meeting will be held on April 24, 2025 at 9:00
AM.
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Marion County 
Board of County Commissioners 
———————————————————————————— 
Visitors and Convention Bureau 
 
109 W Silver Springs Blvd. 
Ocala, FL 34475 
Phone: 352-438-2800 
Fax: 352-438-2801 

CONFLICT OF INTEREST STATEMENT 
 
All members of the Tourist Development Council (TDC), including general members and 
the Board of Directors, shall comply with applicable Florida law in their dealings with the 
TDC. In addition, all members shall declare any and all conflicts of interest and refrain 
from voting on any issue involving such conflicts.  
 
Under Section. 112.3143, Fla. Stat. (2012) Voting conflicts. –  
(1) As used in this section: 
(a) “Public officer” includes any person elected or appointed to hold office in any 
agency, including any person serving on an advisory board.     
. . . 
        (3)(a)  No county, . . . or other local public officer shall vote in an official capacity 
upon any measure which would inure to his or her special private gain or loss; which he or 
she knows would inure to the special private gain or loss of any principal by whom he or 
she is retained or to the parent organization or subsidiary of a corporate principal by which 
he or she is retained, . . . or which he or she knows would inure to the special private gain 
or loss or a relative or business associate of the public officer.  Such public officer shall, 
prior to the vote being taken, publicly state to the assembly the nature of the officer’s 
interest in the matter from which he or she is abstaining from voting, and, within 15 days 
after the vote occurs, disclose the nature of his or her interest as a public record in a 
memorandum filed with the person responsible for recording the minutes of the meeting, 
who shall incorporate the memorandum in the minutes.    
    Under subsection (4), an appointed public officer shall not participate in any matter 
which would inure to the officer’s special private gain or loss (and those other persons and 
entities listed above), without first disclosing the nature of his or her interest in the matter.     
Under (4)(a), this disclosure is a written memorandum filed with the person keeping the 
minutes before the meeting in which the matter will be discussed or voted on.     
“Participate” does not mean “vote” – it means “any attempt to influence the decision by 
written or oral communication, whether made by the officer or at the officer’s direction.”    
See (4)(c).       That is, you cannot “participate” in the discussion of the matter unless you 
comply with the requirements of the statute.    But, even if you comply with these 
requirements to “participate,” you still cannot vote if you have a conflict.     
. 
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Select Year:   2024  Go

The 2024 Florida Statutes

Title XI
COUNTY ORGANIZATION AND INTERGOVERNMENTAL RELATIONS

Chapter 125
COUNTY GOVERNMENT

View Entire Chapter

125.0104 Tourist development tax; procedure for levying; authorized uses; referendum; enforcement.—
(1) SHORT TITLE.—This section shall be known and may be cited as the “Local Option Tourist Development Act.”
(2) APPLICATION; DEFINITIONS.—
(a) Application.—The provisions contained in chapter 212 apply to the administration of any tax levied pursuant to this

section.
(b) Definitions.—For purposes of this section:
1. “Promotion” means marketing or advertising designed to increase tourist-related business activities.
2. “Tourist” means a person who participates in trade or recreation activities outside the county of his or her permanent

residence or who rents or leases transient accommodations as described in paragraph (3)(a).
3. “Retained spring training franchise” means a spring training franchise that had a location in this state on or before

December 31, 1998, and that has continuously remained at that location for at least the 10 years preceding that date.
(3) TAXABLE PRIVILEGES; EXEMPTIONS; LEVY; RATE.—
(a)1. It is declared to be the intent of the Legislature that every person who rents, leases, or lets for consideration any

living quarters or accommodations in any hotel, apartment hotel, motel, resort motel, apartment, apartment motel,
roominghouse, mobile home park, recreational vehicle park, condominium, or timeshare resort for a term of 6 months or less is
exercising a privilege which is subject to taxation under this section, unless such person rents, leases, or lets for consideration
any living quarters or accommodations which are exempt according to the provisions of chapter 212.

2.a. Tax shall be due on the consideration paid for occupancy in the county pursuant to a regulated short-term product, as
defined in s. 721.05, or occupancy in the county pursuant to a product that would be deemed a regulated short-term product if
the agreement to purchase the short-term right were executed in this state. Such tax shall be collected on the last day of
occupancy within the county unless such consideration is applied to the purchase of a timeshare estate. The occupancy of an
accommodation of a timeshare resort pursuant to a timeshare plan, a multisite timeshare plan, or an exchange transaction in
an exchange program, as defined in s. 721.05, by the owner of a timeshare interest or such owner’s guest, which guest is not
paying monetary consideration to the owner or to a third party for the benefit of the owner, is not a privilege subject to
taxation under this section. A membership or transaction fee paid by a timeshare owner that does not provide the timeshare
owner with the right to occupy any specific timeshare unit but merely provides the timeshare owner with the opportunity to
exchange a timeshare interest through an exchange program is a service charge and not subject to taxation under this section.

b. Consideration paid for the purchase of a timeshare license in a timeshare plan, as defined in s. 721.05, is rent subject to
taxation under this section.

(b) Subject to the provisions of this section, any county in this state may levy and impose a tourist development tax on the
exercise within its boundaries of the taxable privilege described in paragraph (a), except that there shall be no additional levy
under this section in any cities or towns presently imposing a municipal resort tax as authorized under chapter 67-930, Laws of
Florida, and this section shall not in any way affect the powers and existence of any tourist development authority created
pursuant to chapter 67-930, Laws of Florida. No county authorized to levy a convention development tax pursuant to s.
212.0305, or to s. 8 of chapter 84-324, Laws of Florida, shall be allowed to levy more than the 2-percent tax authorized by this
section. A county may elect to levy and impose the tourist development tax in a subcounty special district of the county.
However, if a county so elects to levy and impose the tax on a subcounty special district basis, the district shall embrace all or
a significant contiguous portion of the county, and the county shall assist the Department of Revenue in identifying the rental
units subject to tax in the district.

(c) The tourist development tax shall be levied, imposed, and set by the governing board of the county at a rate of 1
percent or 2 percent of each dollar and major fraction of each dollar of the total consideration charged for such lease or 6

http://www.leg.state.fl.us/statutes/index.cfm?App_mode=Display_Index&Title_Request=XI#TitleXI
http://www.leg.state.fl.us/statutes/index.cfm?App_mode=Display_Statute&URL=0100-0199/0125/0125ContentsIndex.html
http://www.leg.state.fl.us/statutes/index.cfm?App_mode=Display_Statute&URL=0100-0199/0125/0125.html
http://www.leg.state.fl.us/statutes/index.cfm?App_mode=Display_Statute&Search_String=&URL=0700-0799/0721/Sections/0721.05.html
http://www.leg.state.fl.us/statutes/index.cfm?App_mode=Display_Statute&Search_String=&URL=0700-0799/0721/Sections/0721.05.html
http://www.leg.state.fl.us/statutes/index.cfm?App_mode=Display_Statute&Search_String=&URL=0700-0799/0721/Sections/0721.05.html
http://www.leg.state.fl.us/statutes/index.cfm?App_mode=Display_Statute&Search_String=&URL=0200-0299/0212/Sections/0212.0305.html


rental. When receipt of consideration is by way of property other than money, the tax shall be levied and imposed on the fair
market value of such nonmonetary consideration.

(d) In addition to any 1-percent or 2-percent tax imposed under paragraph (c), the governing board of the county may levy,
impose, and set an additional 1 percent of each dollar above the tax rate set under paragraph (c) for the purposes set forth in
subsection (5) by referendum of the registered electors within the county or subcounty special district pursuant to subsection
(6). A county may not levy, impose, and set the tax authorized under this paragraph unless the county has imposed the 1-
percent or 2-percent tax authorized under paragraph (c) for a minimum of 3 years before the effective date of the levy and
imposition of the tax authorized by this paragraph. Revenues raised by the additional tax authorized under this paragraph may
not be used for debt service on or refinancing of existing facilities as specified in subparagraph (5)(a)1. unless approved by
referendum pursuant to subsection (6). If the 1-percent or 2-percent tax authorized in paragraph (c) is levied within a
subcounty special taxing district, the additional tax authorized in this paragraph shall only be levied therein. The provisions of
paragraphs (4)(a)-(d) shall not apply to the adoption of the additional tax authorized in this paragraph. The effective date of
the levy and imposition of the tax authorized under this paragraph is the first day of the second month following approval of
the ordinance by referendum or the first day of any subsequent month specified in the ordinance. A certified copy of such
ordinance shall be furnished by the county to the Department of Revenue within 10 days after approval of such ordinance.

(e) The tourist development tax shall be in addition to any other tax imposed pursuant to chapter 212 and in addition to all
other taxes and fees and the consideration for the rental or lease.

(f) The tourist development tax shall be charged by the person receiving the consideration for the lease or rental, and it
shall be collected from the lessee, tenant, or customer at the time of payment of the consideration for such lease or rental.

(g) The person receiving the consideration for such rental or lease shall receive, account for, and remit the tax to the
Department of Revenue at the time and in the manner provided for persons who collect and remit taxes under s. 212.03. The
same duties and privileges imposed by chapter 212 upon dealers in tangible property, respecting the collection and remission of
tax; the making of returns; the keeping of books, records, and accounts; and compliance with the rules of the Department of
Revenue in the administration of that chapter shall apply to and be binding upon all persons who are subject to the provisions
of this section. However, the Department of Revenue may authorize a quarterly return and payment when the tax remitted by
the dealer for the preceding quarter did not exceed $25.

(h) The Department of Revenue shall keep records showing the amount of taxes collected, which records shall also include
records disclosing the amount of taxes collected for and from each county in which the tax authorized by this section is
applicable. These records shall be open for inspection during the regular office hours of the Department of Revenue, subject to
the provisions of s. 213.053.

(i) Collections received by the Department of Revenue from the tax, less costs of administration of this section, shall be
paid and returned monthly to the county which imposed the tax, for use by the county in accordance with the provisions of this
section. They shall be placed in the county tourist development trust fund of the respective county, which shall be established
by each county as a condition precedent to receipt of such funds.

(j) The Department of Revenue is authorized to employ persons and incur other expenses for which funds are appropriated
by the Legislature.

(k) The Department of Revenue shall promulgate such rules and shall prescribe and publish such forms as may be necessary
to effectuate the purposes of this section.

(l) In addition to any other tax which is imposed pursuant to this section, a county may impose up to an additional 1-
percent tax on the exercise of the privilege described in paragraph (a) by ordinance approved by referendum pursuant to
subsection (6) to:

1. Pay the debt service on bonds issued to finance the construction, reconstruction, or renovation of a professional sports
franchise facility, or the acquisition, construction, reconstruction, or renovation of a retained spring training franchise facility,
either publicly owned and operated, or publicly owned and operated by the owner of a professional sports franchise or other
lessee with sufficient expertise or financial capability to operate such facility, and to pay the planning and design costs
incurred prior to the issuance of such bonds.

2. Pay the debt service on bonds issued to finance the construction, reconstruction, or renovation of a convention center,
and to pay the planning and design costs incurred prior to the issuance of such bonds.

3. Pay the operation and maintenance costs of a convention center for a period of up to 10 years. Only counties that have
elected to levy the tax for the purposes authorized in subparagraph 2. may use the tax for the purposes enumerated in this
subparagraph. Any county that elects to levy the tax for the purposes authorized in subparagraph 2. after July 1, 2000, may use
the proceeds of the tax to pay the operation and maintenance costs of a convention center for the life of the bonds. 7
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4. Promote and advertise tourism in the State of Florida and nationally and internationally; however, if tax revenues are
expended for an activity, service, venue, or event, the activity, service, venue, or event shall have as one of its main purposes
the attraction of tourists as evidenced by the promotion of the activity, service, venue, or event to tourists.

The provision of paragraph (b) which prohibits any county authorized to levy a convention development tax pursuant to s.
212.0305 from levying more than the 2-percent tax authorized by this section, and the provisions of paragraphs (4)(a)-(d), shall
not apply to the additional tax authorized in this paragraph. The effective date of the levy and imposition of the tax authorized
under this paragraph is the first day of the second month following approval of the ordinance by referendum or the first day of
any subsequent month specified in the ordinance. A certified copy of such ordinance shall be furnished by the county to the
Department of Revenue within 10 days after approval of such ordinance.

(m)1. In addition to any other tax which is imposed pursuant to this section, a high tourism impact county may impose an
additional 1-percent tax on the exercise of the privilege described in paragraph (a) by ordinance approved by referendum
pursuant to subsection (6). The tax revenues received pursuant to this paragraph shall be used for one or more of the
authorized uses pursuant to subsection (5).

2. A county is considered to be a high tourism impact county after the Department of Revenue has certified to such county
that the sales subject to the tax levied pursuant to this section exceeded $600 million during the previous calendar year, or
were at least 18 percent of the county’s total taxable sales under chapter 212 where the sales subject to the tax levied
pursuant to this section were a minimum of $200 million, except that no county authorized to levy a convention development
tax pursuant to s. 212.0305 shall be considered a high tourism impact county. Once a county qualifies as a high tourism impact
county, it shall retain this designation for the period the tax is levied pursuant to this paragraph.

3. The provisions of paragraphs (4)(a)-(d) shall not apply to the adoption of the additional tax authorized in this paragraph.
The effective date of the levy and imposition of the tax authorized under this paragraph is the first day of the second month
following approval of the ordinance by referendum or the first day of any subsequent month specified in the ordinance. A
certified copy of such ordinance shall be furnished by the county to the Department of Revenue within 10 days after approval
of such ordinance.

(n) In addition to any other tax that is imposed under this section, a county that has imposed the tax under paragraph (l)
may impose an additional tax that is no greater than 1 percent on the exercise of the privilege described in paragraph (a) by
ordinance approved by referendum pursuant to subsection (6) to:

1. Pay the debt service on bonds issued to finance:
a. The construction, reconstruction, or renovation of a facility either publicly owned and operated, or publicly owned and

operated by the owner of a professional sports franchise or other lessee with sufficient expertise or financial capability to
operate such facility, and to pay the planning and design costs incurred prior to the issuance of such bonds for a new
professional sports franchise as defined in s. 288.1162.

b. The acquisition, construction, reconstruction, or renovation of a facility either publicly owned and operated, or publicly
owned and operated by the owner of a professional sports franchise or other lessee with sufficient expertise or financial
capability to operate such facility, and to pay the planning and design costs incurred prior to the issuance of such bonds for a
retained spring training franchise.

2. Promote and advertise tourism in the State of Florida and nationally and internationally; however, if tax revenues are
expended for an activity, service, venue, or event, the activity, service, venue, or event shall have as one of its main purposes
the attraction of tourists as evidenced by the promotion of the activity, service, venue, or event to tourists.

A county that imposes the tax authorized in this paragraph may not expend any ad valorem tax revenues for the acquisition,
construction, reconstruction, or renovation of a facility for which tax revenues are used pursuant to subparagraph 1. The
provision of paragraph (b) which prohibits any county authorized to levy a convention development tax pursuant to s. 212.0305
from levying more than the 2-percent tax authorized by this section shall not apply to the additional tax authorized by this
paragraph in counties which levy convention development taxes pursuant to s. 212.0305(4)(a). Subsection (4) does not apply to
the adoption of the additional tax authorized in this paragraph. The effective date of the levy and imposition of the tax
authorized under this paragraph is the first day of the second month following approval of the ordinance by referendum or the
first day of any subsequent month specified in the ordinance. A certified copy of such ordinance shall be furnished by the
county to the Department of Revenue within 10 days after approval of the ordinance.

(4) ORDINANCE LEVY TAX; PROCEDURE.—
(a) The tourist development tax shall be levied and imposed pursuant to an ordinance containing the county tourist

development plan prescribed under paragraph (c), enacted by the governing board of the county. The ordinance levying and
8
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imposing the tourist development tax shall not be effective unless the electors of the county or the electors in the subcounty
special district in which the tax is to be levied approve the ordinance authorizing the levy and imposition of the tax, in
accordance with subsection (6). The effective date of the levy and imposition of the tax is the first day of the second month
following approval of the ordinance by referendum or the first day of any subsequent month specified in the ordinance. A
certified copy of the ordinance shall be furnished by the county to the Department of Revenue within 10 days after approval of
such ordinance. The governing authority of any county levying such tax shall notify the department, within 10 days after
approval of the ordinance by referendum, of the time period during which the tax will be levied.

(b) At least 60 days before the enactment or renewal of the ordinance levying the tax, the governing board of the county
shall adopt a resolution establishing and appointing the members of the county tourist development council, as prescribed in
paragraph (e), and indicating the intention of the county to consider the enactment or renewal of an ordinance levying and
imposing the tourist development tax.

(c) Before a referendum to enact or renew the ordinance levying and imposing the tax, the county tourist development
council shall prepare and submit to the governing board of the county for its approval a plan for tourist development. The plan
shall set forth the anticipated net tourist development tax revenue to be derived by the county for the 24 months following the
levy of the tax; the tax district in which the enactment or renewal of the ordinance levying and imposing the tourist
development tax is proposed; and a list, in the order of priority, of the proposed uses of the tax revenue by specific project or
special use as the same are authorized under subsection (5). The plan shall include the approximate cost or expense allocation
for each specific project or special use.

(d) The governing board of the county shall adopt the county plan for tourist development as part of the ordinance levying
the tax. After enactment or renewal of the ordinance levying and imposing the tax, the plan for tourist development may not
be substantially amended except by ordinance enacted by an affirmative vote of a majority plus one additional member of the
governing board.

(e) The governing board of each county which levies and imposes a tourist development tax under this section shall appoint
an advisory council to be known as the “  (name of county)   Tourist Development Council.” The council shall be established by
ordinance and composed of nine members who shall be appointed by the governing board. The chair of the governing board of
the county or any other member of the governing board as designated by the chair shall serve on the council. Two members of
the council shall be elected municipal officials, at least one of whom shall be from the most populous municipality in the
county or subcounty special taxing district in which the tax is levied. Six members of the council shall be persons who are
involved in the tourist industry and who have demonstrated an interest in tourist development, of which members, not less
than three nor more than four shall be owners or operators of motels, hotels, recreational vehicle parks, or other tourist
accommodations in the county and subject to the tax. All members of the council shall be electors of the county. The governing
board of the county shall have the option of designating the chair of the council or allowing the council to elect a chair. The
chair shall be appointed or elected annually and may be reelected or reappointed. The members of the council shall serve for
staggered terms of 4 years. The terms of office of the original members shall be prescribed in the resolution required under
paragraph (b). The council shall meet at least once each quarter and, from time to time, shall make recommendations to the
county governing board for the effective operation of the special projects or for uses of the tourist development tax revenue
and perform such other duties as may be prescribed by county ordinance or resolution. The council shall continuously review
expenditures of revenues from the tourist development trust fund and shall receive, at least quarterly, expenditure reports
from the county governing board or its designee. Expenditures which the council believes to be unauthorized shall be reported
to the county governing board and the Department of Revenue. The governing board and the department shall review the
findings of the council and take appropriate administrative or judicial action to ensure compliance with this section.

(5) AUTHORIZED USES OF REVENUE.—
(a) All tax revenues received pursuant to this section by a county imposing the tourist development tax shall be used by

that county for the following purposes only:
1. To acquire, construct, extend, enlarge, remodel, repair, improve, maintain, operate, or promote one or more:
a. Publicly owned and operated convention centers, sports stadiums, sports arenas, coliseums, or auditoriums within the

boundaries of the county or subcounty special taxing district in which the tax is levied;
b. Auditoriums that are publicly owned but are operated by organizations that are exempt from federal taxation pursuant

to 26 U.S.C. s. 501(c)(3) and open to the public, within the boundaries of the county or subcounty special taxing district in
which the tax is levied; or

c. Aquariums or museums that are publicly owned and operated or owned and operated by not-for-profit organizations and
open to the public, within the boundaries of the county or subcounty special taxing district in which the tax is levied;
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2. To promote zoological parks that are publicly owned and operated or owned and operated by not-for-profit organizations
and open to the public;

3. To promote and advertise tourism in this state and nationally and internationally; however, if tax revenues are expended
for an activity, service, venue, or event, the activity, service, venue, or event must have as one of its main purposes the
attraction of tourists as evidenced by the promotion of the activity, service, venue, or event to tourists;

4. To fund convention bureaus, tourist bureaus, tourist information centers, and news bureaus as county agencies or by
contract with the chambers of commerce or similar associations in the county, which may include any indirect administrative
costs for services performed by the county on behalf of the promotion agency;

5. To finance beach park facilities, or beach, channel, estuary, or lagoon improvement, maintenance, renourishment,
restoration, and erosion control, including construction of beach groins and shoreline protection, enhancement, cleanup, or
restoration of inland lakes and rivers to which there is public access as those uses relate to the physical preservation of the
beach, shoreline, channel, estuary, lagoon, or inland lake or river. However, any funds identified by a county as the local
matching source for beach renourishment, restoration, or erosion control projects included in the long-range budget plan of the
state’s Beach Management Plan, pursuant to s. 161.091, or funds contractually obligated by a county in the financial plan for a
federally authorized shore protection project may not be used or loaned for any other purpose. In counties of fewer than
100,000 population, up to 10 percent of the revenues from the tourist development tax may be used for beach park facilities;
or

6. To acquire, construct, extend, enlarge, remodel, repair, improve, maintain, operate, or finance public facilities within
the boundaries of the county or subcounty special taxing district in which the tax is levied, if the public facilities are needed to
increase tourist-related business activities in the county or subcounty special district and are recommended by the county
tourist development council created pursuant to paragraph (4)(e). Tax revenues may be used for any related land acquisition,
land improvement, design and engineering costs, and all other professional and related costs required to bring the public
facilities into service. As used in this subparagraph, the term “public facilities” means major capital improvements that have a
life expectancy of 5 or more years, including, but not limited to, transportation, sanitary sewer, solid waste, drainage, potable
water, and pedestrian facilities. Tax revenues may be used for these purposes only if the following conditions are satisfied:

a. In the county fiscal year immediately preceding the fiscal year in which the tax revenues were initially used for such
purposes, at least $10 million in tourist development tax revenue was received;

b. The county governing board approves the use for the proposed public facilities by a vote of at least two-thirds of its
membership;

c. No more than 70 percent of the cost of the proposed public facilities will be paid for with tourist development tax
revenues, and sources of funding for the remaining cost are identified and confirmed by the county governing board;

d. At least 40 percent of all tourist development tax revenues collected in the county are spent to promote and advertise
tourism as provided by this subsection; and

e. An independent professional analysis, performed at the expense of the county tourist development council,
demonstrates the positive impact of the infrastructure project on tourist-related businesses in the county.

Subparagraphs 1. and 2. may be implemented through service contracts and leases with lessees that have sufficient expertise
or financial capability to operate such facilities.

(b) Tax revenues received pursuant to this section by a county of less than 950,000 population imposing a tourist
development tax may only be used by that county for the following purposes in addition to those purposes allowed pursuant to
paragraph (a): to acquire, construct, extend, enlarge, remodel, repair, improve, maintain, operate, or promote one or more
zoological parks, fishing piers or nature centers which are publicly owned and operated or owned and operated by not-for-
profit organizations and open to the public. All population figures relating to this subsection shall be based on the most recent
population estimates prepared pursuant to the provisions of s. 186.901. These population estimates shall be those in effect on
July 1 of each year.

(c) A county located adjacent to the Gulf of Mexico or the Atlantic Ocean, except a county that receives revenue from
taxes levied pursuant to s. 125.0108, which meets the following criteria may use up to 10 percent of the tax revenue received
pursuant to this section to reimburse expenses incurred in providing public safety services, including emergency medical
services as defined in s. 401.107(3), and law enforcement services, which are needed to address impacts related to increased
tourism and visitors to an area. However, if taxes collected pursuant to this section are used to reimburse emergency medical
services or public safety services for tourism or special events, the governing board of a county or municipality may not use
such taxes to supplant the normal operating expenses of an emergency medical services department, a fire department, a
sheriff’s office, or a police department. To receive reimbursement, the county must:
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1.a. Generate a minimum of $10 million in annual proceeds from any tax, or any combination of taxes, authorized to be
levied pursuant to this section;

b. Have at least three municipalities; and
c. Have an estimated population of less than 275,000, according to the most recent population estimate prepared pursuant

to s. 186.901, excluding the inmate population; or
2. Be a fiscally constrained county as described in s. 218.67(1).

The board of county commissioners must by majority vote approve reimbursement made pursuant to this paragraph upon
receipt of a recommendation from the tourist development council.

(d) The revenues to be derived from the tourist development tax may be pledged to secure and liquidate revenue bonds
issued by the county for the purposes set forth in subparagraphs (a)1., 2., and 5. or for the purpose of refunding bonds
previously issued for such purposes, or both; however, no more than 50 percent of the revenues from the tourist development
tax may be pledged to secure and liquidate revenue bonds or revenue refunding bonds issued for the purposes set forth in
subparagraph (a)5. Such revenue bonds and revenue refunding bonds may be authorized and issued in such principal amounts,
with such interest rates and maturity dates, and subject to such other terms, conditions, and covenants as the governing board
of the county shall provide. The Legislature intends that this paragraph be full and complete authority for accomplishing such
purposes, but such authority is supplemental and additional to, and not in derogation of, any powers now existing or later
conferred under law.

(e) Any use of the local option tourist development tax revenues collected pursuant to this section for a purpose not
expressly authorized by paragraph (3)(l) or paragraph (3)(n) or paragraphs (a)-(d) of this subsection is expressly prohibited.

(6) REFERENDUM.—
(a) An ordinance enacted or renewed by a county levying the tax authorized by this section may not take effect until the

ordinance levying and imposing the tax has been approved in a referendum held at a general election, as defined in s. 97.021,
by a majority of the electors voting in such election in the county or by a majority of the electors voting in the subcounty
special tax district affected by the tax.

(b) The governing board of the county levying the tax shall arrange to place a question on the ballot at a general election,
as defined in s. 97.021, to be held within the county, which question shall be in substantially the following form:

 FOR the Tourist Development Tax
 AGAINST the Tourist Development Tax

(c) If a majority of the electors voting on the question approve the levy, the ordinance shall be deemed to be in effect.
(d) In any case where an ordinance levying and imposing the tax has been approved by referendum pursuant to this section

and 15 percent of the electors in the county or 15 percent of the electors in the subcounty special district in which the tax is
levied file a petition with the board of county commissioners for a referendum to repeal the tax, the board of county
commissioners shall cause an election to be held for the repeal of the tax which election shall be subject only to the
outstanding bonds for which the tax has been pledged. However, the repeal of the tax shall not be effective with respect to any
portion of taxes initially levied in November 1989, which has been pledged or is being used to support bonds under paragraph
(3)(d) or paragraph (3)(l) until the retirement of those bonds.

(e) A referendum to reenact an expiring tourist development tax must be held at a general election occurring within the
48-month period immediately preceding the effective date of the reenacted tax, and the referendum may appear on the ballot
only once within the 48-month period.

(7) AUTOMATIC EXPIRATION ON RETIREMENT OF BONDS.—Notwithstanding any other provision of this section, if the plan for
tourist development approved by the governing board of the county, as amended pursuant to paragraph (4)(d), includes the
acquisition, construction, extension, enlargement, remodeling, repair, or improvement of a publicly owned and operated
convention center, sports stadium, sports arena, coliseum, or auditorium, or museum or aquarium that is publicly owned and
operated or owned and operated by a not-for-profit organization, the county ordinance levying and imposing the tax
automatically expires upon the later of:

(a) The retirement of all bonds issued by the county for financing the acquisition, construction, extension, enlargement,
remodeling, repair, or improvement of a publicly owned and operated convention center, sports stadium, sports arena,
coliseum, or auditorium, or museum or aquarium that is publicly owned and operated or owned and operated by a not-for-
profit organization; or
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(b) The expiration of any agreement by the county for the operation or maintenance, or both, of a publicly owned and
operated convention center, sports stadium, sports arena, coliseum, auditorium, aquarium, or museum. However, this does not
preclude that county from amending the ordinance extending the tax to the extent that the board of the county determines to
be necessary to provide funds to operate, maintain, repair, or renew and replace a publicly owned and operated convention
center, sports stadium, sports arena, coliseum, auditorium, aquarium, or museum or from enacting an ordinance that takes
effect without referendum approval, unless the original referendum required ordinance expiration, pursuant to the provisions
of this section reimposing a tourist development tax, upon or following the expiration of the previous ordinance.

(8) PROHIBITED ACTS; ENFORCEMENT; PENALTIES.—
(a) Any person who is taxable hereunder who fails or refuses to charge and collect from the person paying any rental or

lease the taxes herein provided, either by himself or herself or through agents or employees, is, in addition to being personally
liable for the payment of the tax, guilty of a misdemeanor of the first degree, punishable as provided in s. 775.082 or s.
775.083.

(b) No person shall advertise or hold out to the public in any manner, directly or indirectly, that he or she will absorb all or
any part of the tax, that he or she will relieve the person paying the rental of the payment of all or any part of the tax, or that
the tax will not be added to the rental or lease consideration or, when added, that it or any part thereof will be refunded or
refused, either directly or indirectly, by any method whatsoever. Any person who willfully violates any provision of this
subsection is guilty of a misdemeanor of the first degree, punishable as provided in s. 775.082 or s. 775.083.

(c) The tax authorized to be levied by this section shall constitute a lien on the property of the lessee, customer, or tenant
in the same manner as, and shall be collectible as are, liens authorized and imposed in ss. 713.67, 713.68, and 713.69.

(9) COUNTY TOURISM PROMOTION AGENCIES.—In addition to any other powers and duties provided for agencies created for
the purpose of tourism promotion by a county levying the tourist development tax, such agencies are authorized and
empowered to:

(a) Provide, arrange, and make expenditures for transportation, lodging, meals, and other reasonable and necessary items
and services for such persons, as determined by the head of the agency, in connection with the performance of promotional
and other duties of the agency. However, entertainment expenses shall be authorized only when meeting with travel writers,
tour brokers, or other persons connected with the tourist industry. All travel and entertainment-related expenditures in excess
of $10 made pursuant to this subsection shall be substantiated by paid bills therefor. Complete and detailed justification for all
travel and entertainment-related expenditures made pursuant to this subsection shall be shown on the travel expense voucher
or attached thereto. Transportation and other incidental expenses, other than those provided in s. 112.061, shall only be
authorized for officers and employees of the agency, other authorized persons, travel writers, tour brokers, or other persons
connected with the tourist industry when traveling pursuant to paragraph (c). All other transportation and incidental expenses
pursuant to this subsection shall be as provided in s. 112.061. Operational or promotional advancements, as defined in s.
288.35(4), obtained pursuant to this subsection, shall not be commingled with any other funds.

(b) Pay by advancement or reimbursement, or a combination thereof, the costs of per diem and incidental expenses of
officers and employees of the agency and other authorized persons, for foreign travel at the current rates as specified in the
federal publication “Standardized Regulations (Government Civilians, Foreign Areas).” The provisions of this paragraph shall
apply for any officer or employee of the agency traveling in foreign countries for the purposes of promoting tourism and travel
to the county, if such travel expenses are approved and certified by the agency head from whose funds the traveler is paid. As
used in this paragraph, the term “authorized person” shall have the same meaning as provided in s. 112.061(2)(c). With the
exception of provisions concerning rates of payment for per diem, the provisions of s. 112.061 are applicable to the travel
described in this paragraph. As used in this paragraph, “foreign travel” means all travel outside the United States. Persons
traveling in foreign countries pursuant to this subsection shall not be entitled to reimbursements or advancements pursuant to
s. 112.061(6)(a)2.

(c) Pay by advancement or reimbursement, or by a combination thereof, the actual reasonable and necessary costs of
travel, meals, lodging, and incidental expenses of officers and employees of the agency and other authorized persons when
meeting with travel writers, tour brokers, or other persons connected with the tourist industry, and while attending or traveling
in connection with travel or trade shows. With the exception of provisions concerning rates of payment, the provisions of s.
112.061 are applicable to the travel described in this paragraph.

(d) Undertake marketing research and advertising research studies and provide reservations services and convention and
meetings booking services consistent with the authorized uses of revenue as set forth in subsection (5).

1. Information given to a county tourism promotion agency which, if released, would reveal the identity of persons or
entities who provide data or other information as a response to a sales promotion effort, an advertisement, or a research 12
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project or whose names, addresses, meeting or convention plan information or accommodations or other visitation needs
become booking or reservation list data, is exempt from s. 119.07(1) and s. 24(a), Art. I of the State Constitution.

2. The following information, when held by a county tourism promotion agency, is exempt from s. 119.07(1) and s. 24(a),
Art. I of the State Constitution:

a. Booking business records, as defined in s. 255.047.
b. Trade secrets and commercial or financial information gathered from a person and privileged or confidential, as defined

and interpreted under 5 U.S.C. s. 552(b)(4), or any amendments thereto.
(e) Represent themselves to the public as convention and visitors bureaus, visitors bureaus, tourist development councils,

vacation bureaus, or county tourism promotion agencies operating under any other name or names specifically designated by
ordinance.

(10) LOCAL ADMINISTRATION OF TAX.—
(a) A county levying a tax under this section or s. 125.0108 may be exempted from the requirements of the respective

section that:
1. The tax collected be remitted to the Department of Revenue before being returned to the county; and
2. The tax be administered according to chapter 212,

if the county adopts an ordinance providing for the local collection and administration of the tax.
(b) The ordinance shall include provision for, but need not be limited to:
1. Initial collection of the tax to be made in the same manner as the tax imposed under chapter 212.
2. Designation of the local official to whom the tax shall be remitted, and that official’s powers and duties with respect

thereto. Tax revenues may be used only in accordance with the provisions of this section.
3. Requirements respecting the keeping of appropriate books, records, and accounts by those responsible for collecting and

administering the tax.
4. Provision for payment of a dealer’s credit as required under chapter 212.
5. A portion of the tax collected may be retained by the county for costs of administration, but such portion shall not

exceed 3 percent of collections.
(c) A county adopting an ordinance providing for the collection and administration of the tax on a local basis shall also

adopt an ordinance electing either to assume all responsibility for auditing the records and accounts of dealers, and assessing,
collecting, and enforcing payments of delinquent taxes, or to delegate such authority to the Department of Revenue. If the
county elects to assume such responsibility, it shall be bound by all rules promulgated by the Department of Revenue pursuant
to paragraph (3)(k), as well as those rules pertaining to the sales and use tax on transient rentals imposed by s. 212.03. The
county may use any power granted in this section to the department to determine the amount of tax, penalties, and interest to
be paid by each dealer and to enforce payment of such tax, penalties, and interest. The county may use a certified public
accountant licensed in this state in the administration of its statutory duties and responsibilities. Such certified public
accountants are bound by the same confidentiality requirements and subject to the same penalties as the county under s.
213.053. If the county delegates such authority to the department, the department shall distribute any collections so received,
less costs of administration, to the county. The amount deducted for costs of administration by the department shall be used
only for those costs which are solely and directly attributable to auditing, assessing, collecting, processing, and enforcing
payments of delinquent taxes authorized in this section. If a county elects to delegate such authority to the department, the
department shall audit only those businesses in the county that it audits pursuant to chapter 212.

(11) INTEREST PAID ON DISTRIBUTIONS.—
(a) Interest shall be paid on undistributed taxes collected and remitted to the Department of Revenue under this section.

Such interest shall be included along with the tax proceeds distributed to the counties and shall be paid from moneys
transferred from the General Revenue Fund. The department shall calculate the interest for net tax distributions using the
average daily rate that was earned by the State Treasury for the preceding calendar quarter and paid to the General Revenue
Fund. This rate shall be certified by the Chief Financial Officer to the department by the 20th day following the close of each
quarter.

(b) The interest applicable to taxes collected under this section shall be calculated by multiplying the tax amounts to be
distributed times the daily rate times the number of days after the third working day following the date the tax is due and
payable pursuant to s. 212.11 until the date the department issues a voucher to request the Chief Financial Officer to issue the
payment warrant. The warrant shall be issued within 7 days after the request.

(c) If an overdistribution of taxes is made by the department, interest shall be paid on the overpaid amount beginning on
the date the warrant including the overpayment was issued until the third working day following the due date of the payment
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period from which the overpayment is being deducted. The interest on an overpayment shall be calculated using the average
daily rate from the applicable calendar quarter and shall be deducted from moneys distributed to the county under this
section.

History.—ss. 1, 2, 3, 4, 5, 6, 7, 8, ch. 77-209; s. 3, ch. 79-359; s. 72, ch. 79-400; s. 4, ch. 80-209; s. 2, ch. 80-222; s. 5, ch. 83-297; s. 1, ch. 83-321; s.
40, ch. 85-55; s. 1, ch. 86-4; s. 76, ch. 86-163; s. 61, ch. 87-6; s. 1, ch. 87-99; s. 35, ch. 87-101; s. 1, ch. 87-175; s. 5, ch. 87-280; s. 4, ch. 88-226; s. 6,
ch. 88-243; s. 2, ch. 89-217; ss. 31, 66, ch. 89-356; s. 2, ch. 89-362; s. 1, ch. 90-107; s. 1, ch. 90-349; s. 81, ch. 91-45; s. 230, ch. 91-224; s. 3, ch. 92-
175; s. 1, ch. 92-204; s. 32, ch. 92-320; s. 4, ch. 93-233; s. 1, ch. 94-275; s. 3, ch. 94-314; s. 37, ch. 94-338; s. 3, ch. 94-353; s. 1, ch. 95-133; s. 1434,
ch. 95-147; s. 3, ch. 95-304; s. 1, ch. 95-360; s. 1, ch. 95-416; ss. 44, 46, ch. 96-397; s. 43, ch. 96-406; s. 15, ch. 97-99; s. 1, ch. 98-106; s. 58, ch. 99-2;
s. 1, ch. 99-287; ss. 6, 11, 14, ch. 2000-312; s. 11, ch. 2000-351; s. 14, ch. 2001-252; s. 10, ch. 2002-265; s. 1, ch. 2003-34; s. 1, ch. 2003-37; s. 2, ch.
2003-78; s. 145, ch. 2003-261; s. 1, ch. 2005-96; s. 1, ch. 2009-133; s. 1, ch. 2012-180; s. 1, ch. 2013-168; s. 2, ch. 2016-6; s. 1, ch. 2016-220; s. 1, ch.
2017-36; s. 5, ch. 2018-118; s. 1, ch. 2020-10; s. 3, ch. 2022-5; s. 1, ch. 2022-214; s. 45, ch. 2023-8; s. 2, ch. 2023-157; s. 9, ch. 2024-2.
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Ocala/Marion County Tourist Development Council By-Laws 

LEGAL AUTHORITY: 
 
Legal authority for the Marion County Tourist Development Council (the “Council”) is found 
under Section 125.0104, Florida Statutes, known as "The Local Option Tourist Development Act", 
as subsequently amended, and Resolution No. 04-R-44 establishing the Council and stating the 
intent to levy a Tourist Development Tax (the “Act”). As an appointed Advisory Board, the 
Council is bound by State and County Laws, ordinances, and procedures governing the Council 
members and their activities, as well as procedures for reviewing expenditures of tourist 
development tax revenues. 
 
 
OVERALL RESPONSIBILITIES: 
 
The Ocala/Marion County Tourist Development Council’s (TDC) primary responsibility is to 
advise and make recommendations to the Board of County Commissioners on matters related to 
tourism sales, marketing, and advertising in order to help increase overall visitation and lodging 
facility occupancy. The Council shall advise and make recommendations to the Board for the 
effective operation of the special projects and for uses of the Tourist Development Tax revenues 
to ensure conformity with the provisions of Section 125.0104, Florida Statutes. 
 
The TDC members may not conduct the following: (i) attempt to authorize any form of 
distributions or purchases; (ii) attempt to approve the dissolution, merger, sale, pledge or transfer 
of any TDC assets; or (iii) attempt to elect, appoint or remove members or fill vacancies on the 
TDC. 
  
1. The Council shall be composed of nine (9) members. One (1) member of the council shall 

be the Chairman of the Board of County Commissioners of Marion County, Florida, or 
any other member of the Board of County Commissioners as designated by the 
Chairman. The Council shall elect its Chairman. The remaining eight (8) members of the 
council shall be appointed by the Board of County Commissioners and shall have the 
following representative classifications: 
(1) Two (2) members who are elected municipal officials, one of whom shall be from the 
most populous municipality in the County. 
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(2) Three (3) members who are owners or operators of motels, hotels, or other tourist 
accommodations in Marion County and subject to the tourist development tax. 
(3) Three (3) members who are involved in the tourist industry and who have 
demonstrated an interest in tourist development, but who are not owners or operators of 
motels, hotels, or other tourist accommodations in Marion County and subject to the tax. 
All members of the council shall be electors of Marion County. The members of the 
council shall serve staggered terms of four (4) years. Members of the council may be 
reappointed, provided they continue to meet the qualifications of membership. A vacancy 
on the council not occurring by expiration of term shall be filled by the Board of County 
Commissioners by appointment to fill the unexpired term.  

2. Terms. All Council members shall serve for staggered terms of four (4) years, with the 
exception of the members of the municipalities and the Board who serve as appointed by their 
respective governing bodies. Their terms are subject to re-appointment or term expiration, 
whichever comes first. Board may designate the Council Chairman or allow the Council to 
elect a Chairman. Terms for the Chairman and Vice-Chairman of the Council shall be for one 
(1) year and they may be reappointed. 

3. Orientation. For each term appointed, Council members shall participate in an orientation 
process, which shall include, but is not limited to, an overview of Sunshine Law, Public 
Records, Ethics (financial disclosure, gifts law, conflicts of interest) and relevant statutes, 
ordinances and operating policies. From time-to-time, the Council shall participate in a 
refresher briefing on the topics included in the orientation.  

4. Vacancies. Should any seat on the Council become vacant, a replacement to serve the 
remainder of that term shall be appointed in the same manner as the appointment of the person 
whose absence created the vacancy. 

5. Removal/Resignation. If any member fails to attend three (3) successive meetings without 
prior approval of the Chairman of Council or if any member fails to attend forty percent (40%) 
or more of all meetings within any calendar year, such fact shall reported to the Board of 
County Commissioners. Special consideration/leniency will be given for any absences due to 
Acts of God, personal illness/medical, and/or family emergencies. If one of the elected 
municipal or county officials on the Council is removed for this reason, the applicable 
governing entity shall be required to appoint another elected representative as their 
replacement. In the event a Council member no longer wishes to serve or no longer conforms 
to the criteria listed in in Florida Statute 125.0104 to hold the seat to which they were 
appointed, said Council member shall forward a letter to the Council and the Board stating 
these facts and shall additionally tender a letter of resignation along with this submittal. 

6. Agenda. There shall be an official agenda for every Council meeting, which shall determine 
the order of business conducted at the meeting. The agenda will be prepared for each Council 
meeting by the Director. Individuals or entities wishing to place an item on an upcoming 
agenda for Council action must submit a written request to the Director at least two (2) weeks 
prior to a regularly scheduled meeting along with any supporting documentation. Department 
staff, and the County Attorney’s Office if necessary, shall provide background information on 
each agenda item and such information shall be available to Council members at least two (2) 
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business days prior to a scheduled meeting.  Except as otherwise provided for herein, non-
agenda matters shall be confined to items that are informational only. 

7. Minutes. Written minutes shall be kept of each Council meeting. A written summary of each 
meeting shall be presented at the next Council meeting for approval by Council members and 
signed by the Council Chairman. Minutes will then be sent to the Clerk’s Office to be placed 
on the next BCC Agenda under Notation for Record. Such written summary shall include the 
Council members in attendance, major items of discussion, formal action taken at such 
meetings, and items presented during public comments. The Council shall abide by Florida 
Statutes in regard to minutes and public participation. 

8. Voting. TDC members must recuse themselves and abstain from voting or recommending any 
marketing activities, expenditures or funding from which they, their business or their employer 
will directly benefit. Any member that abstains from voting must complete Form 8B – 
Memorandum of Voting Conflict for County, Municipal, and Other Local Public Officers 
within 15 calendar days of when the vote occurred for the voting record maintained by VCB 
staff. Roll call will be taken on each vote relating to financial recommendations. Items will be 
voted on individually, rather than collectively.   

9. Council Meetings. The TDC will meet at least once a quarter, with additional meetings or 
workshops set up by a vote of its members.  

10. Notice. All meetings are open to the public, must adhere to State of Florida Sunshine Laws 
and must be publicly advertised in advance, in keeping with County policy. 

 
These By-Laws may be amended from time to time by the Board of County Commissioners. The 

Council may provide recommendations to the Board as to proposed modifications. 
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View this email in your browser

Immediate release
December 27, 2024

Media contact:
Public Relations
Office: 352-438-2311 ▪ Cell: 352-789-2152
Email: PublicRelations@MarionFL.org

Sunshine Notice

In accordance with Florida’s Sunshine Laws, Marion County Public Relations will send “Sunshine Notices”

to alert citizens of public meetings. Per state statute 286.0105, “…if a person decides to appeal any

decision made by the board…with respect to any matter considered at such meeting or hearing, he or she

will need a record of the proceedings, and that, for such purpose, he or she may need to ensure that a

verbatim record of the proceedings is made, which record includes the testimony and evidence upon

which the appeal is to be based.”

Two or more commissioners may attend the following:

2025 Board of County Commissioners and associated meetings
Board of County Commissioners
All meetings take place in the McPherson Governmental Campus auditorium,
601 SE 25th Ave., Ocala. Meetings are held at 9 a.m. on the first and third
Tuesday* of each month. For more information, contact the commission office
at 352-438-2323.
Jan. 21 Feb. 4 Feb. 18 Mar. 5 Mar. 18  
Apr. 1 Apr. 15 May 6 May 20 June 3 June 17
July 1 July 15 Aug. 5 Aug. 19 Sept. 3 Sept. 16
Oct. 7 Oct. 21 Nov. 4 Nov. 18 Dec. 2 Dec. 16
                          
Board of County Commissioners Zoning, final hearing
All meetings take place at 1:30 p.m. on the third Monday, and 2 p.m. on the
third Tuesday of each month in the McPherson Governmental Campus
Auditorium, 601 SE 25th Ave., Ocala. First Tuesdays are as needed. For more
information, contact Growth Services at 352-438-2600.
Jan. 13* Jan. 21 Feb. 17 Feb. 18 Mar. 17 Mar. 18
Apr. 14 Apr. 15 May 19 May 20 June 16 June 17
July 15 July 21 Aug. 18 Aug. 19 Sept. 15 Sept. 16
Oct. 20 Oct. 21 Nov. 17 Nov. 18 Dec. 15 Dec. 16
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* Jan. 13 meeting to be held at 9:00 a.m.
                          
Code Enforcement Board
Marion County's Code Enforcement Board meets at 9 a.m. on the second
Wednesday of each month* in the Growth Services Training Room, 2710 E.
Silver Springs Blvd., Ocala. For more information, contact Code Enforcement at
352-671-8901.
Jan. 8 Feb. 12 Mar. 12 Apr. 9 May 14 June 11
July 9 Aug. 13 Sept. 10 Oct. 8 Nov. 12 Dec. 10
                          
Planning & Zoning Commission, first hearing
The Planning & Zoning Commission conducts hearings are held at 5:30 p.m. on
the last Monday of each month* in the McPherson Governmental Campus
Auditorium, 601 SE 25th Ave., Ocala. For more information, contact Autumn
Williams at 352-438-2600.
Jan. 27 Feb. 24 Mar. 31 Apr. 28 May 28 * June 30
July 28 Aug. 25 Sept. 29 Oct. 27 Nov. 24 Dec. 29

*Altered schedule (Date/Time)
                          
Local Mitigation Strategy
All meetings take place at 10:00 a.m. on the third Wednesday quarterly in the
Growth Services Training Room, 2710 E. Silver Springs Blvd., Ocala, FL
34470. For more information, contact Kelly Hill at 352-438-2622.
Jan. 15 Apr. 16 July 16 Oct. 15   
                          
Board of Adjustment Variances
The Board of Adjustment Variances meets at 2 p.m. on the first Monday* of
each month in the Growth Services Training Room, 2710 E. Silver Springs
Blvd., Ocala. For more information, contact Kelly Hill at 352-438-2622.
Jan. 6 Feb. 3 Mar. 3 Apr. 7 May 5 June 2
July 7 Aug. 4 Sept. 8* Oct. 6 Nov. 3 Dec. 1

*Altered schedule (Date/Time)                         
                          
Tourist Development Council
The Tourist Development Council meets at 9 a.m. on the following dates in the
Visitors and Convention Bureau Conference Room, 109 W. Silver Springs
Blvd., Ocala. For more information, contact Candace Shelton 352-438-2800.
Jan. 16 Feb. 27     
                                     
Land Development Regulation Committee 
The Land Development Regulation Committee will hold workshops at 5:30 p.m.
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the first and third Wednesday of each month, in the Growth Services Training
Room, 2710 E. Silver Springs Blvd., Ocala. For more information, call Growth
Services at 352-438-2600.
Jan. 15 Feb. 5 Feb. 19 Mar. 5 Mar. 19  
Apr. 2 Apr. 16 May 7 May 21 June 4 June 18
July 2 July 16 Aug. 6 Aug. 20 Sept. 3 Sept. 17
Oct. 1 Oct. 15 Nov. 5 Nov. 19 Dec. 3 Dec. 17
                          
Historical Commission
Meetings are held at 6 p.m. on the second Monday of each month in the
Growth Services Training Room, 2710 E. Silver Springs Blvd., Ocala. For more
information, contact Jennifer Clark at 352-438-2300.
Jan. 13 Feb. 10 Mar. 10 Apr. 14 May 12 June 9
July 14 Aug. 11 Sept. 8 Oct. 13 Nov. 10 Dec. 8
                          
Parks & Recreation Advisory Council
The Marion County Parks & Recreation Advisory Council meets at 3 p.m. on
the third Wednesday of the month in the Parks & Recreation Conference
Room, 111 SE 25th Ave., Ocala. For more information, contact Parks &
Recreation at 352-671-8560.
Jan. 15 Feb. 19 Mar. 19 Apr. 16 May 21 June 18
July 16 Aug. 20 Sept. 17 Oct. 15 Nov. 19 Dec. 17
                          
Housing Finance Authority of Marion County
The Housing Finance Authority of Marion County will meet at 12 p.m. on the
third Wednesday of each month, excluding December. Meetings will be held at
the McPherson Governmental Campus, Conference Room A, 601 SE 25th
Avenue, Ocala. For more information, please call 352-322-1987.
Jan. 15 Feb. 19 Mar. 19 Apr. 16 May 21 June 18
July 16 Aug. 20 Sept. 17 Oct. 15 Nov. 19  
                             
Central Florida Community Land Trust
The Central Florida Community Land Trust will meet at 1:30 p.m. on the dates
listed below, meetings will be held at the McPherson Governmental Campus,
Conference Room A, 601 SE 25th Avenue, Ocala. For more information, please
call 352-322-1987.
Jan. 15 Apr. 16 July 16 Oct. 15   
                                 
Development Review Committee (DRC)
The Development Review Committee meets at  9 a.m. on Mondays in the
Office of the County Engineer, Building 1, Conference Room, 412 SE 25th Ave.,
Ocala. For more information, contact the Office of the County Engineer at 352-
671-8686.
Jan. 6 Jan. 13 Jan. 20* Jan. 27 Feb. 3 Feb. 10

Subscribe Past Issues RSSTranslate

20

http://eepurl.com/hBnCeX
https://us14.campaign-archive.com/home/?u=00cd0eec154d3a19c3604beb6&id=c63451a01c
https://us14.campaign-archive.com/feed?u=00cd0eec154d3a19c3604beb6&id=c63451a01c
javascript:;


Feb. 17 Feb. 24 Mar. 3 Mar. 10 Mar. 17 Mar. 24
Mar. 31 Apr. 7 Apr. 14 Apr. 21 Apr. 28 May 5
May 12 May 19 May 26* June 2 June 9 June 16
June 23 June 30 July 7 July 14 July 21 July 28
Aug. 4 Aug. 11 Aug. 18 Aug. 25 Sept. 1* Sept. 8
Sept. 15 Sept. 22 Sept. 29 Oct. 6 Oct. 13 Oct. 20
Oct. 27 Nov. 3 Nov. 10 Nov. 17 Nov. 24 Dec. 1*
Dec. 8 Dec. 15 Dec. 22 Dec. 29   
  
*Indicates no meeting

MSTU Advisory Boards
Hills of Ocala MSTU for Recreation Advisory Council
The Hills of Ocala MSTU for Recreation will meet at 6 p.m. quarterly on the first
Monday, every 3 months in the Hills of Ocala Clubhouse, 10475 SW 136th
Terrace, Dunnellon. For more information, call Peter Hodges at 352-438-2650.
Feb. 3 May 5 Aug. 4 Nov. 3   
                           
Marion Oaks MSTU for General Services Advisory Board               
The Marion Oaks MSTU for General Services Advisory Board meets at 10:30
a.m. on the second Tuesday of the following months in the Annex Building, 294
Marion Oaks Lane, Ocala. For more information, please call 352-307-1037.
Jan. 14 Feb. 11 May 13 Sept. 9 Oct. 14  
                          
Marion Oaks MSTU for Recreation Services and Facilities Advisory Board
The Marion Oaks MSTU for Recreation Services and Facilities Advisory Board
helps determine the budget and projects for the Marion Oaks Community
Center. The board meets at 9:30 a.m. on the second Tuesday of the following
months in the Annex Building, 294 Marion Oaks Lane, Ocala. For more
information, please call 352-438-2828.
Jan. 14 Feb. 11* Apr. 8 July 15 Oct. 14  
    
*Advisory Board Pre Budget Workshop at 9:30 a.m.
                          
Pine Run Estate Public Advisory Board
Advisory Board Meetings are held at 10 a.m. on the third Thursday of every
month, excluding December. The meetings are held at Clubhouse 1, located at
10379 SW 88th Terrace, Ocala. For more information, please call 352-438-
2828.
Jan. 16 Feb. 20 Mar. 20 Apr. 17 May 15 June 19
July 17 Aug. 21 Sept. 18 Oct. 16 Nov. 20  
                            
Rainbow Lakes Estates Public Advisory Board
The Rainbow Lakes Estates Public Advisory Board meets at 6:30 p.m. on the
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third Thursday of each month in the Rainbow Lakes Estates Community
Center, 4030 SW Deepwater Court, Dunnellon. For more information, contact
Pamela Spicuzza at 352-489-4280.
Jan. 16 Feb. 20 Mar. 11* Mar. 20 Apr. 17 May 15
June 19** July 17 Aug. 21 Sept. 18 Oct. 16 Nov. 20

* 10:00 a.m. budget workshop
** 10:00 a.m. BCC budget hearing. Date subject to change
                          
Silver Springs Shores Tax Advisory Council
The Silver Springs Shores Tax Advisory Council meets at 6 p.m. on the second
Tuesday of the following months in the Silver Springs Shores Community
Center, 590 Silver Road, Ocala. For more information, call 352-438-2810.
Jan. 14 Mar. 11 May 13 July 8 Sept. 9 Nov. 11

Member and Appointee Participation
Soil & Water Conservation District Board
The Marion County Soil and Water Conservation District Board will meet 9 a.m.
on the second Monday of every month in Growth Services, 2710 E. Silver
Springs Blvd., Ocala. For more information, contact the district office at 352-
438-2475.
Jan. 13 Feb. 10 Mar. 10 Apr. 14 May 12 June 9
July 14 Aug. 11 Sept. 8 Oct. 13 Nov. 10 Dec. 8
                          
East Central Florida Regional Planning Council
The East Central Florida Regional Planning Council will meet at 9:30 a.m. on
the third Wednesday of the months listed at 455 N. Garland Ave., Orlando
(unless otherwise noted). For more information, call 407-245-0300.
Feb. 19* Apr. 16 May 21** Aug. 20**Sept. 17**Nov. 19**

*Location: Lake Mary Events Center, 260 N. Country Club Rd, Lake Mary, FL
**Location: To be determined
                          
Ocala Metro Chamber & Economic Partnership
The Ocala Metro Chamber & Economic Partnership will hold its exCEPtional
Breakfast at 7:30 a.m. on the third Wednesday of every month at the Reilly Arts
Center, 500 NE 9th St, Ocala. For more information, contact the CEP at 352-
629-8051.
Jan. 15 Feb. 19 Mar. 19 Apr. 16 May 21 June 18
July 16 Aug. 20 Sept. 17 Oct. 15 Nov. 19 Dec. 17
                          
Central Florida MPO Alliance
All scheduled meetings begin at 10 a.m. on the below dates at MetroPlan
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Orlando, 250 S. Orange Ave., Suite 200, Orlando. For more information,
contact the office at 407-481-5672.
Feb. 14 Apr. 11 Oct. 10    
                          
SW Florida Water Management District Springs Coast Steering Committee
The schedule meetings begin at 2 p.m. on the below dates at the Brooksville
office, 2379 Broad St., Brooksville. For more information, contact 352-796-7211
ext. 4400.
Jan. 22 Mar. 5 Jul 23    
                          
Withlacoochee Regional Water Supply Authority
All scheduled meeting begin at 3:30 p.m. on the following Wednesdays in the
Lecanto Government building, room 166, 3600 W. Sovereign Path, Lecanto.
For more information, contact the office at 32-527-5795 or visit wrwsa.org
Jan. 15 Mar. 19 May 21 July 9 Sept. 17  
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View this email in your browser

Immediate release
January 29, 2025

Media contact:
Public Relations
Office: 352-438-2311 ▪ Cell: 352-789-2152
Email: PublicRelations@MarionFL.org

Sunshine Notice

In accordance with Florida’s Sunshine Laws, Marion County Public Relations will send “Sunshine Notices” to alert citizens of public

meetings. Per state statute 286.0105, “…if a person decides to appeal any decision made by the board…with respect to any matter

considered at such meeting or hearing, he or she will need a record of the proceedings, and that, for such purpose, he or she may need

to ensure that a verbatim record of the proceedings is made, which record includes the testimony and evidence upon which the appeal

is to be based.”

Two or more commissioners may attend the following:

 
DATE
TIME

MEETING
PURPOSE

LOCATION CONTACT

February 27
9:00 a.m.

Tourist Development Council

in person
Visitors & Convention Bureau

Conference Room
109 W. Silver Springs Blvd

Ocala, FL 34475

send evidence/comments to:
Candace.Shelton@marionfl.org

OR
109 W. Silver Springs Blvd.

Ocala, FL 34475

Candace
Shelton

352-438-2800

March 28
9:00 a.m.

Tourist Development Council in person
Visitors & Convention Bureau

Conference Room
109 W. Silver Springs Blvd

Ocala, FL 34475

send evidence/comments to:

Candace
Shelton

352-438-2800
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Candace.Shelton@marionfl.org
OR

109 W. Silver Springs Blvd.
Ocala, FL 34475

April 24
9:00 a.m.

Tourist Development Council

in person
Visitors & Convention Bureau

Conference Room
109 W. Silver Springs Blvd

Ocala, FL 34475

send evidence/comments to:
Candace.Shelton@marionfl.org

OR
109 W. Silver Springs Blvd.

Ocala, FL 34475

Candace
Shelton

352-438-2800

May 21
9:00 a.m.

Tourist Development Council

in person
Visitors & Convention Bureau

Conference Room
109 W. Silver Springs Blvd

Ocala, FL 34475

send evidence/comments to:
Candace.Shelton@marionfl.org

OR
109 W. Silver Springs Blvd.

Ocala, FL 34475

Candace
Shelton

352-438-2800

June 26
9:00 a.m.

Tourist Development Council

in person
Visitors & Convention Bureau

Conference Room
109 W. Silver Springs Blvd

Ocala, FL 34475

send evidence/comments to:
Candace.Shelton@marionfl.org

OR
109 W. Silver Springs Blvd.

Ocala, FL 34475

Candace
Shelton

352-438-2800

August 20
9:00 a.m.

Tourist Development Council in person
Visitors & Convention Bureau

Conference Room
109 W. Silver Springs Blvd

Ocala, FL 34475

Candace
Shelton

352-438-2800
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send evidence/comments to:
Candace.Shelton@marionfl.org

OR
109 W. Silver Springs Blvd.

Ocala, FL 34475

September 25
9:00 a.m.

Tourist Development Council

in person
Visitors & Convention Bureau

Conference Room
109 W. Silver Springs Blvd

Ocala, FL 34475

send evidence/comments to:
Candace.Shelton@marionfl.org

OR
109 W. Silver Springs Blvd.

Ocala, FL 34475

Candace
Shelton

352-438-2800

October 23
9:00 a.m.

Tourist Development Council

in person
Visitors & Convention Bureau

Conference Room
109 W. Silver Springs Blvd

Ocala, FL 34475

send evidence/comments to:
Candace.Shelton@marionfl.org

OR
109 W. Silver Springs Blvd.

Ocala, FL 34475

Candace
Shelton

352-438-2800

November 20
9:00 a.m.

Tourist Development Council

in person
Visitors & Convention Bureau

Conference Room
109 W. Silver Springs Blvd

Ocala, FL 34475

send evidence/comments to:
Candace.Shelton@marionfl.org

OR
109 W. Silver Springs Blvd.

Ocala, FL 34475

Candace
Shelton

352-438-2800
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View this email in your browser

Immediate release
March 3, 2025

Media contact:
Public Relations
Office: 352-438-2311 ▪ Cell: 352-789-2152
Email: PublicRelations@MarionFL.org

Sunshine Notice

In accordance with Florida’s Sunshine Laws, Marion County Public Relations will send “Sunshine Notices” to alert citizens of public

meetings. Per state statute 286.0105, “…if a person decides to appeal any decision made by the board…with respect to any matter

considered at such meeting or hearing, he or she will need a record of the proceedings, and that, for such purpose, he or she may need

to ensure that a verbatim record of the proceedings is made, which record includes the testimony and evidence upon which the appeal

is to be based.”

Two or more commissioners may attend the following:

 
DATE
TIME

MEETING
PURPOSE

LOCATION CONTACT

March 28
9:00 a.m.

Tourist Development Council in person
Visitors & Convention Bureau

Conference Room
109 W. Silver Springs Blvd

Ocala, FL 34475

online
Password: Tk6YT3aP

Meeting ID: 272 367 453 042
Phone Number: +1 321-245-5074

United States, Orlando
Phone Conference ID: 420 177

200#
Meeting Link:

 https://teams.microsoft.com/l/meetu
p-

join/19%3ameeting_NWU0N2MxZjU
tYjUyOC00M2E1LTk3MjItMmU0MW

Candace
Shelton

352-438-2800
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Tourist Development Council Regular Meeting 

Ocala/Marion County Visitor & Convention Bureau 

109 W Silver Springs Blvd. 

Ocala, FL 34475 

Thursday, January 16, 2025 

9:03 a.m. 

The regularly scheduled meeting for the Tourist Development Council was held both in person 
and via Teams. 

Mr. Jeff Bailey read into the record, members of the public are advised that this meeting/hearing 
is a public proceeding, and the clerk to the board is making an audio recording of the proceedings, 
and all statements made during the proceedings, which recording will be a public record, subject 
to disclosure under the public records law of Florida. Be aware, however, that the audio recording 
may not satisfy the requirement for a verbatim transcript of the proceedings, described in the 
notice of this meeting, in the event you desire to appeal any decision adopted in this proceeding. 

Roll Call 

Present: 

Victoria Billig, Christopher Fernandez, Danny Gaekwad, Commissioner Ron Livsey and Jeff Bailey 

Staff: 

Loretta Shaffer, Sky Wheeler, DeeDee Busbee, Bryan Day, Jessica Heller, Corry Locke, Samantha 
Solomon, Heidi Villagomez, Keleab Spencer, Candace Shelton 

Guests: 

Paresh Chhatu, Hilton Garden Inn; Lea Brayton, World Equestrian Center; Isiah Lewis, Downs & 
St. Germain 

Notice of Publication 

Notice was published on the County Website on December 27, 2024 and subsequently updated 
to include Teams information on January 06, 2025. 

Due to lack of quorum, Mr. Jeff Bailey requested the council discuss items which did not require 
a motion.  He requested the attending members and staff review Staff Updates until additional 
council members arrived and quorum was met. 

Staff Updates 

Loretta Shaffer, Tourist Development Director introduced Mr. Isaiah Lewis with Downs and St. 
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Germain to discuss the current economic impact research.   

 

Quarterly Economic Impact/Visitor Tracking Report – July – September Data 

Mr. Lewis advised he would present the July to September 2024 quarterly report. Mr. Lewis 
stated that 550 surveys were collected.  He then proceeded to discuss an increase in TDT 
collections which was up 2.3% from July to September compared to 2023 for the same time 
period. There was also an increase in room nights but decrease in occupancy, ADR and RevPAR.  
Mr. Lewis explained, there were more rooms available this year but there was also an increase 
in paid visitors this quarter that lead to an increase in room nights and TDT collections.  Mr. Lewis 
further advised there was a significant decrease in visitors who stayed in unpaid accommodations 
and day trippers but there was an increase in paid accommodations. He then clarified and 
advised, visitors who stayed in paid accommodations increased while visitors who stayed in 
unpaid accommodations and/or took day trips decreased.  

Mr. Danny Gaekwad requested to know if the survey results for hotels was inclusive AirBnBs or 
rentals.  

Mr. Lewis explained when looking at the overall calculations, the number of lodging units in the 
county, inclusive of vacation rentals and hotels, were included.  Mr. Lewis then noted there was 
an increase in supply from July to September 2023 until July to September 2024.  

Mr. Gaekwad requested clarification as to the type of lodging units included in the survey.    

Mr. Lewis advised he did not have the information available at this time but that he would obtain 
it and provide it to the council.   

Mr. Gaekwad advised the information was imperative so the council would be informed 
regarding the supply of rentals in the county because the Tax Collector would be looking for the 
information.   He requested that Downs and St. Germain provide specific information on the 
supply and demand.  

Mr. Lewis advised that he would provide the requested information.  He further advised the 
increase of visitors staying in paid accommodations and decrease in day trippers was in alignment 
with the Long-Range Tourism Plan metrics.  Therefore, the metrics the staff wanted to increase 
such as TDT and room nights were increasing.   

Mr. Gaekwad indicated that occupancy was at 54% and that when supply increased, other 
metrics decrease.  

Mr. Bailey advised that RevPAR decreasing by 5% was difficult for hoteliers assuming costs to 
operate had not gone down 5%.  

Mr. Bailey advised that he was aware that TDT collections increased which was the goal of the 
council but that TDT collections were heavily funded by hoteliers.   

Mr. Lewis then advised that spending per travel party had decreased which fell in line with 
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national trends and was not an issue solely for Marion County.      

Ms. Sky Wheeler advised that the data provided does not only assess hotels, but that all Key Data 
short term rental information was reported which was why the increase appeared to be drastic. 
Though the data was beginning to “normalize”, for the running 12 months, nights available had 
increased 18% in market.  Ms. Wheeler advised the data provided pertained to short-term 
rentals, hotels and accommodations. She then stated the VCB could provide data that spoke to 
hotel growth, hotels which opened and the number of rooms which have come into the county 
during this timeframe, but the report discussed at this time focused on economic impact.    

Mr. Bailey clarified the aforementioned and advised the statistics that Mr. Gaekwad wanted 
would be provided by Ms. Wheeler during her presentation.  

Ms. Wheeler affirmed.   

Mr. Gaekwad stated the organization which conducted the feasibility research indicated that a 
300-room hotel was needed in Marion County.  Mr. Gaekwad requested to see information which 
explained how the County could sustain a hotel of that size.  

Mr. Bailey advised it’s the lowest quarter of the year. 

Mr. Lewis stated the post-COVID normalization of the tourism industry, and as cruise ships and 
international travel resumes, competition would increase.   He further advised tourism numbers 
peaked in 2022 -2023 and the increased numbers were not sustainable. The numbers were now 
starting to normalize across the state of Florida. 

Mr. Gaekwad advised the peak in tourism numbers was due to a term called “vengeance travel”.   

Mr. Lewis advised the length of stay decreased from 4.0 nights to 3.7 a slight decrease in the 
number of nights travelers stayed in the destination. He further stated there was also a slight 
decrease in the travel party size from 3.2 travelers to 2.9. The percentage of visitors visiting 
Ocala/Marion County increased by 7% points with a sizeable increase in first time visitation of 
8%. Mr. Lewis advised the destination had more first-time visitors from July to September 2024 
compared on a percentage basis. There was a decrease in the number of visitors by 3.5% with 
the greatest decline being in unpaid visitors and day trippers. There was a 10% decrease in direct 
expenditures and a 12% decrease in total economic impact which aligned with the national trend 
of a decrease in spending. Occupancy, ADR and RevPAR were down while there was an increase 
in room nights and TDT.  

During the trip planning cycle, more than half of visitors plan trips to Ocala Marion County less 
than a month in advance, this declined 10% year to year leading to a 4 day longer trip planning 
cycle up to 53 days compared to 49 days previously observed. There has been an increase in the 
length of the trip planning cycle throughout July to September. Pulling data from the top trip 
planning sources over half of visitors are travelling to see friends or family and over half use 
search sites with 15% using this destination’s social media and 7% using the 
OcalaMarionCounty.com website. The top trip planning sources align with the top reasons for 
visiting. Visiting friends and relatives is the top trip planning source.   This data aligns with 
statewide trends as people are coming to visit friends and family in Florida due to warmer 
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weather. Good thing is seeing an increase of people staying in paid accommodations versus 
unpaid accommodations, not all visitors are staying with friend and family.  

Mr. Gaekwad inquired if this number is similar to other counties.  

Mr. Lewis advises it’s pretty similar across most destinations but to be specific not those 
attending horse shows, sporting tournaments and events along with the springs, as those are 
specific to the location here but visiting friends and family is the top reason for visiting nationally.  

Mr. Bailey assumes the percentage of business travel is lower than some other counties.  

Mr. Lewis advises it is in some counties, but not all. The next slide shows 23% (1 in 4) visitors 
remember some form of advertising for the county. That’s down slightly from year to year and it 
makes sense that day trippers are down, as day trippers are more likely to see adverting on their 
way into the destination which is a trend across all clients. Three in four visitors who recall 
advertising were influenced by that information to visit the area. Advertising isn’t specific to 
Ocala Marion County VCB advertising, but includes all advertisement to the Ocala Marion County 
area. The sources of advertising recall at 31% are using social media and another 29% are online 
advertising. There is a strong increase up 5+% year to year in those whom report their sources of 
adverting recall of television ads. The top regions of visitor origin are similar year to year with a 
slight increase in those visiting from Florida and showing a steady hold of 4% of those visiting 
internationally. The quarter showed less visitors overall and more in paid accommodations with 
more international visitors staying in paid accommodations. 17% of visitors are coming from the 
south, 10% from Northeast and 6% from mid-west and 2% from the West. The top states of origin 
are familiar with Florida, Georgia, Texas, and Kentucky is new to the top 5 potentially due to the 
horse related events. The top origin markets are Orlando and Tampa Bay historically, then 
Jacksonville and Gainesville, West Palm Beach, Atlanta and Miami/Ft. Lauderdale.   There is slight 
decrease in travel party size from 3.2 to 2.9 people on average but we are seeing a similar amount 
of people traveling with children so that number hasn’t changed significantly this quarter as 
compared to last quarter of the same time period. Median age of visitor is 49 years old with a 
household income of $82,500 per year that is an increase up from approximately $77,000 year 
over year. First time visitors are up there and a slight decrease in loyal visitors described as those 
who have visited 10 plus times to the area.    

Mr. Lewis indicated that Ocala/Marion County is a drive destination as 84% of visitors drove to 
the Ocala Marion County area which is the same year over year but we are seeing an increase in 
the visitors whom drove to the Orlando International Airport at 10% and it was at 4% last year. 
There was a decrease in nights stayed, it was 4 nights and now down to 3.7 nights. 7 in 10 visitors 
were only visiting Marion County during their trip which is up 7% percentage point from year to 
year which falls in line with your first-time visitors. There is an increase in the percentage of 
visitors staying in hotel/motel as mentioned we saw a decrease in unpaid visitors and day 
trippers.  

Mr. Bailey asked for percentages year over year versus quarter after quarter. 

Mr. Lewis advised there is a comparison breakout at the back of his report but he can include in 
the executive summary for October to December next time.  
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Mr. Lewis advised that dining out is a top activity. Nearly 2 in 5 visitors that are visiting friends 
and family polled are visiting the downtown and area springs as well as attending horse shows, 
relax and unwind, shopping and attending sporting events which is new to our top 8 list. Top 
draws are visiting friends and family and horse events, midlevel draws are sporting events, 
visiting area springs, relax and unwind and business conferences from July to September. Activity 
trip enhancers include visiting restaurants in downtown Ocala. The main drivers from July to 
September are horse related events, visiting the springs, visiting friends and relatives and 
canoeing and kayaking which are being done often and exceeding expectations of visitors.  Things 
being done less frequently but exceeding expectations and room to grow areas are biking, hiking 
and running and other horse related activities like sales. Travel party spending as a whole is down 
from $356 a day to $319. As total during trip we are showing $1148 being spent down from $1424 
that coincides with national trends.  In post-trip evaluations 99% of visitor’s expectations were 
met or exceeded.  48% of visitor’s expectations were exceeded and visitors who said they would 
definitely return is slightly down this year over year. First time visitors are notoriously harder to 
have a positive sentiment versus your loyal visitors whom return time and time again. Visitors 
were asked to describe Ocala Marion County as a place to visit and stated “Ocala is a neat place, 
we used to live here and it’s grown a lot since then definitely for the better”, “We were unable 
to book a room in Gainesville for the game so we settled for Ocala fortunately and surprisingly 
and we fell in love with this small town, there is a great atmosphere here and friendly people and 
a lot to do” and finally “Ocala is beautiful, our old friends moved here last year and we are 
thinking about joining them, not too large of a town and people are super friendly”.  

Mr. Gaekwad inquires how the survey is done and requested a copy of the questionnaire, as well 
as clarity on if interviewers are local and how other counties do it.  

Mr. Lewis advised the survey is distributed a couple different ways, a multi-modal approach 
which is also used with other clients, a combination of email, in-person and social media. 
Receiving 550 responses the last quarter. 85-90% are in person responses, 10 to 20% is online 
data collection. The county has a higher in person data collection ratio than other client’s due 
partners allowing them to be onsite for data collection. There are 2-3 local based interviewers 
rotating daily across different locations, day of week and events including hotels, events, 
downtown, Silver Springs to collect data from different types of visitors. The interviewers with a 
questionnaire are in the field as much as possible, dependent on budget, to collect data. He can 
provide QR codes for hotels and will provide business card to obtain more partners.  

Mr. Bailey advises that the Hilton and IHG are not going to give the guest list/email to them which 
limits the information. 

Mr. Lewis advises that QR codes are gaining popularity as they had tried pre-COVID and they 
would be interested in providing hotel with that.  

Mr. Gaekwad requested paper questionnaires.   

Ms. Wheeler explained the structure of the questionnaire changes with responses, so digitally 
would be the best solution and re-trying QR code would be optimal.  

Mr. Lewis advises that the QR codes subject will be brought up in research plan discussion 
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scheduled with Ms. Wheeler and Ms. Shaffer as they would like to increase the amount of partner 
locations.  

Ms. Shaffer requested the council advise if there was a sentiment of a need for additional 
research, especially high impact signature events that we are funding to as Downs and St. 
Germain to quantify them. 

Mr. Lewis advises that he and Mr. Locke have a shared event document of events in Marion 
County that is reviewed weekly to schedule out interviewers.    

Quarterly Public Relations and Analytics Reports – July – September Data 

Ms. Shaffer introduced Ms. Jessica Heller, Marketing and Communications Supervisor, to talk 
about PR and great analytics the team continually brings us. With reference to the July through 
September timeframe PR analytics report starts on page 141. On page 143 shows the public 
relations efforts we set a lot of press links in this time frame like the gateway project update, 
tourism exchange information sent out, hurricane information in September and Visit Florida 
requested multiple editorial leads for opportunities that included holiday happenings, manatee 
season. Visit Florida in turn sends them to their distribution lists of their media contacts.  

With reference to pages 144 and 145 which show media exposure and public relations pick up, 
that’s information on what is being talked about regarding our destination on a global scale, like 
what the media is interested in and kind of information is being picked up.  The quarter shows 
the top 3 topics are events and venues, equestrian in general news and then outdoor adventure.  
Page 145 shows the geographical pickup of Florida being the most popular and California, 
Virginia, Ohio, and New York. From an international standpoint we have Canada, UK, India, 
Turkey, New Zealand and Maylasia, which we have seen previously.  

Page 146 is a summary of a partnership with Visit FL for a Brazilian FAM trip that we hosted in 
this time period consisting of two couples, 4 people total, with their own Instagram and travel 
blogs with a combined reach of nearly a 1 million. Ms. Heller expounded on the wonderful hotel, 
attraction, and restaurant partners that help ensure a great return on investment. The recent trip 
was from an RV angle, by renting an RV and stayed at campgrounds doing different activities in 
the area including outdoor adventures, going out to eat. One couple is pregnant, so it gave a 
family aspect of international trip taking while planning for a family.  She advised there would be 
additional reporting at a later date on recent German and Canadian FAM trips. The next couple 
pages, comprises additional earned media, highlighting articles in Travel and Leisure and The 
Knot. 

Mr. Bailey requested details on the media value. 

Ms. Heller advised media value was $170,000 for Travel and Leisure.      

Mr. Gaekwad inquired as to where this information was in the document. 

Ms. Heller advises page 152 and The Knot article highlighted a wedding venue in the area with a 
reach of 18.4 million. This was a return of investment with keeping up with information requests. 
Page 157 of the report has the total print and digital earned media which are different items, not 
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covered due to timeframe, that were also earned media are over $516,479.28 with a total reach 
of over $43 million. There was also a AAA article that was published from a journalist that was 
hosted in partnership with Visit FL. 

Mr. Bailey inquired about The Knot article and its reach.  

Ms. Heller explained that that figure is the potential reach. A combination of average viewership 
for that article online and their print publication.  

Ms. Heller explains the promotion of being a wedding destination helps to fill up hotels.  

Mr. Gaekwad inquired if The Knot is a publication or online and requested for a copy. 

Ms. Heller advises The Knot is both online and published and will reach out for a copy. She further 
explained the popularity of The Knot for wedding planning.  

On page 158 of the report Social Media overview of different platforms. From July to September 
2024, there were over 7.8 million impressions, over 91,000 engagements and over 9,00 post-link 
clicks. On page 165 is the Instagram specific information and the top post of the quarter was a 
reel of things to do in the area in the fall, which had 756 engagements, over 400 likes and 200 
shares. Page 173 shows the top performing posts on Facebook with International Cat Day being 
number 1, showing you how social media works in virality. The metrics show that this was the 
highest performing post by far with over 42,000 reactions, 55,000 engagements and over 1200 
shares. It was a video acquired through our user generated program. The wildlife photographer 
used a game camera to capture images of a bobcat with kittens in Ocala National Forest. On page 
185 is where app date starts for the time period, there is a map for global downloads including 
Australia, Canada, Asia, a lot in Europe, US and South America. The number of downloads was 
664. The total number of page views was 2,873. Total number of app downloads is over 4,000.  

Mr. Gaekwad inquired as to the name of the app. 

Ms. Heller advised that it is the “OcalaMarion Travel Guide” available on Apple App Store and 
Google Play. International visitors can also now download.  

She further explained that the Website data begins on page 187 with comparisons as to last year’s 
figures. There were 294,000 visitors for the quarter with 290,000 of those were new users. 
Average engagement on the website is 48 seconds. On page 188 shows events, Google Analytics 
is now called GA4, which is when user on the website acts of significance.  The data shows 
795,000 pageviews which means users were engaging in multiple pages on site. User engagement 
of 294,000. Page 189 shows data on blogs, we work with Tempest agency to generate new 
content and optimize keywords words in blogs that are popular at the time to gain organic traffic.  

Mr. Bailey inquired about some of the most Instagram-able spots in Ocala.  

Ms. Heller replied with a list inclusive of with Silver Springs, Silver Glen, Rainbow Springs, Shalom 
Park, Juniper Springs, Santos and downtown for art and murals. 

Mr. Gaekwad inquired as to how many visitors Silver Springs get now? 
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Ms. Heller advises that last year they provided figures of about 1,000 a day during the week and 
3,000 on the weekends.  

Mr. Bailey and Mr. Gaekwad inquire as to Crones’ Cradle. 

Ms. Heller explained that it’s a beautiful, sustainable-based farm in Citra area that does ag tours 
and instructions on beekeeping and composting. 

Ms. Heller advises the Top Visited Pages on the site as the Home page, the Events page which is 
updated daily, and as it was still summer time during the quarter a blog describing the springs 
was popular. On page 194, visitation broken out by month as provided by the website agency. 
There were 193 newsletter sign-ups for the quarter, 1,643 visitor guide requests through the 
website specifically. The monthly email newsletter showed 6,599 total open emails. Lastly, for 
the website there were 151,084 visits to partner directory page views and of those visits 43,272 
clicked onto the partner’s actual website.   

VISIT FLORIDA Florida Huddle and Florida Encounter 

Mr. Bailey moves the meeting into Florida Huddle discussion.  

Mr. Locke advises he will give a quick overview and then jump into some of the special invitations. 
The Marion County Huddle is scheduled for February 3 through the 5th at World Equestrian 
Center. Registrations are at about 600 total for Encounter and Huddle. Florida Huddle is 
international travel trade association so everyone from all over the county in the travel trade 
business that are interested in doing business in Florida will be here. The total registrants 175 or 
so. On the Encounter side, that is everyone looking to source Florida meetings, meeting planner, 
and there is about 75 of those. The rest are all suppliers from other destinations in Florida trying 
to seek the same business we are. The team has been planning this for 3 years and are excited in 
3 weeks to host for the first time. The opening reception is hosted by the Ocala Marion County 
VCB and the World Equestrian Center at the Stirrups terrace on February 3, 2025, Monday 6:30-
9 PM. The County, the City, the legislative delegates will be attending this huge event in 
partnership with WEC making a fantastic event. The TDC is also encouraged to attend and he 
advised they will need a badge to enter.  

Mr. Gaekwad inquired as to the expected attendance of the opening reception and if there will 
be a presentation for Ocala/Marion County. 

Mr. Locke responds with 550 to 600 attendants. 

Ms. Shaffer advised that there is great interest as this event is normally in Tampa, Miami or 
Orlando so people are really wanting to experience the new venue.  Ms. Dana Young with Visit 
Florida will be opening up as it’s her final event and then Ms. Shaffer will do a quick introduction 
and then Chair Bryant will speak then Commissioner Zalak. On Tuesday a lot of the conferences 
are trade show format and the team will be there taking appointments. On Tuesday the lunch 
and keynote will have an equine panel including Ms. Tammy Gantt, from the Florida 
Thoroughbred Breeders’ and Owners’ Association, as moderator and Mr. Jason Reynolds from 
the TDC with the topic with be a discussion being The Horse Capital of the World. Tuesday 
evening is an open evening for the conference so the sales team is taking the opportunity to have 
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a special event for invitees only at the Pavilion at Green Gaits. 

Mr. Locke advised the location is a beautiful venue on 40 close WEC, it is a hay distributor and at 
night they have firepits, a nice pavilion with live music, drinks, food, etc.  He believes it’s Friday, 
Saturday and Sunday nights. The closing evening event ceremony will be downtown at Bank 
Street Patio where they anticipate 350-400 attendees.  

Ms. Shaffer reiterated Tourism Exchange and focusing on international tour operators, explain 
the work that Ms. Candace Shelton has been doing to sign partners within the destination. 

Mr. Locke advised that there was a Tourism Exchange workshop in September and that Tourism 
Exchange can help if the business does not have an online booking system.  

Mr. Locke advised the system caters to both international and domestic tour operators.  

Mr. Gaekwad advised that Florida Huddle and Florida Encounter used to be done by a private 
company and his 2nd year with Visit Florida they bought and instituted the program.  

Ms. Shaffer explained that Visit Florida is also looking at taking over World Travel Mart and 
Tourism Exchange will help us in that. 

Mr. Gaekwad asked to be added to list to attend Huddle. 

 

Tourism Day 2025 

Ms. Shaffer explained that it is March 26, 2025 showcasing Florida’s Natural Wonder and being 
the Horse Capital of the World. She invites the councilmembers to attend. 

Approval of Minutes 

A motion was made by Mr. Danny Gaekwad, seconded by Ms. Victoria Billig, to adopt the 
minutes from the October 2024 Tourist Development Council Workshop Meeting as presented. 
The motion was unanimously approved by the council (5-0). 

Acknowledgement of Financials –  

A motion was made by Mr. Chris Fernandez, seconded by Commission Ron Livsey, to review 
and approve November and December 2024 Financials.  The motion was unanimously 
approved by the council (5-0). 

Mr. Gaekwad asked if there were any financials that were of the normal spending.  

Ms. Wheeler advised no and that any unplanned expenses would have been brought to board 
for conversation and recommendation.  

Proposed Tourist Development Council Meeting Dates 2025 

Ms. Wheeler explains that historically the TDC meeting is held the 4th Thursday of the month but 
that is not always possible due to Thanksgiving plus staff schedules and obligations of committee 
members. March and August present staff conflicts. She presented two options for alternative 
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meeting date schedule.  

A motion was made by Mr. Danny Gaekwad, seconded by Mr. Christopher Fernandez, to accept 
the proposed tourist development council meeting dates for April, July, September and 
December as presented. The motion was unanimously approved by the council (5-0). 

A motion was made by Mr. Danny Gaekwad, seconded by Commissioner Ron Livsey, to accept 
the proposed tourist development council meeting date for March as presented. The motion 
was unanimously approved by the council (5-0). 

A motion was made by Ms. Victoria Billig, seconded by Commissioner Ron Livsey, to accept the 
proposed tourist development council meeting date for August as presented. The motion was 
unanimously approved by the council (5-0). 

A motion was made by Commissioner Ron Livsey, seconded by Mr. Danny Gaekwad, to accept 
the proposed tourist development council meeting date for May as presented. The motion was 
unanimously approved by the council (5-0). 

A motion was made by Mr. Danny Gaekwad, seconded by Mr. Christopher Fernandez, to accept 
the proposed tourist development council meeting date for June as presented. The motion was 
unanimously approved by the council (5-0). 

A motion was made by Commissioner Ron Livsey, seconded by Ms. Victoria Billig, to accept the 
proposed tourist development council meeting date for October as presented. The motion was 
unanimously approved by the council (5-0). 

A motion was made by Commissioner Ron Livsey, seconded by Mr. Danny Gaekwad, to accept 
the proposed tourist development council meeting date for November 20, 2025 as presented. 
The motion was unanimously approved by the council (5-0). 

Sales Update 

Ron Livsey out at 10:46 AM. 

Mr. Locke advised they were reviewing page 199 and presented Major League Fishing as a 
professional fishing league comparable to Bass Masters and they are essentially an all-star 
tournament creating the model comparable to major league baseball and national basketball 
association where they are taking a mid-season break and the top anglers of the previous year 
are invited to attend the Heavy Hitters which is a smaller quaint event with the biggest prizes. 
There is more media coverage. Comparable to the all-star baseball game with a homerun derby 
and actual all-star game and major league fishing does the same in the spring. Potentially at 
Orange Lake in May of 2026. Orange Lake is rated as one of the top 5 bass fisheries. Marion 
County Parks and Recreation had a capital improvement already in place to improve that park 
and add a new boat ramp and parking opportunities for trailers. He advised there is a site visit 
planned in February. 

Mr. Gaekwad asked for details on the attendance at that event.  

Mr. Locke advised that it’s the top 30 anglers so room night production won’t be as much as other 
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larger tournaments, but media reach is where this really comes into play. Mr. Locke advised there 
will most likely be a Bid Fee request coming next month for $75,000.00.  There is a lot more media 
and levels to it that will be explained next month.  

Ron Livsey in at 10:48 AM. 

Mr. Gaekwad inquired if we would be paying the $75,000.00. 

Mr. Locke advises that yes, it would be part of the bid fee program and that they were at 
Kissimmee last year and that he would have further discussion next month. 

Mr. Bailey advises he looks forward to discussion next month.  

Mr. Locke explained that the next opportunity is the American Darters Association which would 
take place in July.  

Ms. Victoria Billig requested to know what type of darts.  

Mr. Locke explained it is regular darts and there is an association of skilled individuals that require 
a minimum of 18,000 square feet of space to do this event so we are pursuing that event.  

Mr. Gaekwad asks if we would be paying any fees to them. 

Mr. Locke advises there is a Bid Fee being discussed and currently this is just a lead with more 
information to coming in later meetings. He advised that ongoing leads didn’t have much of an 
update., but there was an addition of two more fishing leagues owned by the same company that 
would have be consecutive weeks as well as UpDog International Finals which is another 
opportunity that was presented previously for March or April 2026.  

Mr. Gaekwad asked for an explanation of UpDog. 

Mr. Locke explains it as a Frisbee dog competition in a field which you liken to a football field in 
which the dogs have different areas on which they catch the frisbee with precision. He advised 
that it is a very complex sport brings in a lot of people. He indicated that Mr. Bryan Day pursued 
the opportunity and they have some other events that they are looking to bring our way. Florida 
Horse Park hosted the state championship. The last ongoing lead is USA Roller Sports National 
Championship though we lost the bid for 2025 we are still in the running for 2026. The association 
went to the West Coast for 2025 so the possibility to come to east coast in 2026 is high.  

Mr. Gaekwad asks if there is a bid fee associated with that.  

Mr. Locke advises there is a $200,000.00 bid fee.  

Mr. Bailey advises it’s July to August business.      

Mr. Locke’s last piece of business is that in the previous sales update the Florida tourist 
development tax conference went to Cocoa Beach. 

Mr. Bailey asked Mr. Locke to create a 2025 pace report for a future meeting. 

Mr. Locke advised of the sales report and the definite business all the way through 2027.  
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Mr. Bailey advised he would like to be able to compare to past years to understand where we are 
as we add more supply.  

Mr. Locke explains that a lot of the events book a year to two years out that’s why a lot of these 
are running into the future but in 2025 we already have a lot of business secured. The sale report 
is fully in the packet.   

TDT Collections/STR and Key Data Update 

Ms. Wheeler then presented the collections update for both November and December which 
covers the revenue period of the previous month. For the reporting period of November, which 
covered October revenues, collections totaled $558,579.61 and that was an increase of $208, 
835.63 or 59.71% year over year. She reminded the group that was the hurricane time frame in 
October when generally there was not a hotel room to be had for that period of time so that had 
a great impact obviously and during that time period only 2.39% were from late taxes and 
penalties so roughly $13,300 so the vast majority was new money generated in that month.  

Mr. Bailey advises it certainly nice to be able to help people during a rough time that brought in 
$100,000 more than the best previous year ever which is very remarkable. 

For the reporting period of December, which covered November’s revenues, collections total 
$462,549.20 that was an increase as well up $63,654.28, 15.96% year over year and only .78% 
were from late collection and penalties so that’s $3,610.96. Again, that’s new money coming into 
the market. She reminded that as we move over into STR and key data, showing the trend graph, 
addressing when you go the RevPar portion of the chart, the red part doesn’t have a huge swing 
and the low line on the chart is key data. The Marion County portion is the blue showing stable 
numbers. The Key Data which is the short-term rental numbers, these numbers can be 
manipulated with a click of the mouse, so that is why you will see great swings in that. Visit Florida 
seasonally across the state has much larger impacts than here in Marion County as there were 
some questions about that last time I did want to let you know that I went back and confirmed 
that the data was accurate. I will walk you through the numbers for November specifically now. 

Mr. Bailey advised that one of the big problems when he joined was that there was a huge 
disparage between high season to off season and now when you look at that it’s relatively flat 
which is good in a lot of ways.  

Ms. Wheeler advised that now we just need to push it all up at once. As to what the chairman 
just noted that is we are looking to further fine tune through the funding revisions that Mr. Locke 
and his team will bring back. She advised that the team has really looked at how to stabilize 
throughout the year using the monies that are available to incentivize business to come into 
Marion County. For November the STR data with travel research, the traditional accommodations 
data, occupancy was at 66.2% that was up year over year. 

Mr. Gaekwad advises it was due to two hurricanes.  

Ms. Wheeler advised ADR was $130.29 that was up 7.7% from last year. RevPAR was $86.21 that 
is where the hurricanes certainly had an impact, that was up 22.4% from last year and then for 
the running 12 months occupancy was down 3.8% and ADR was up 1.9% and RevPAR was down 
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1.9%. Looking at the Visit Florida numbers occupancy statewide for November was at 70.8% 
which was up 8%, ARD was at $178.07 which was up 3.7% from last year and RevPAR was $126.12 
which was up 12%. The November Key Data showed that Occupancy was at 42.7% and that was 
flat from last year, ADR was $129.00 that was a decrease of $14.00 from last year and RevPAR 
was $37.00 which is a decrease of $9.00 from last year and nights available was 5,541 and that 
was an increase of 11%.  

Mr. Gaekwad advised that this is what needs to be provided to the Commissioners to show the 
increase up and down. 

Ms. Wheeler advised that we will looking at is determining the partner internet side behind your  
log thru IDSS what we can provide you that has a little bit more robust information, not just for 
the council, it’s anyone with an account. Then the information can be refreshed. Smith Travel 
Research and CoStar doesn’t want to cannibalize their business base by just saying the DMO’s 
can give it all away to everybody so that’s where we are trying to be careful with them with also 
being transparent that if there is a request we can also met that. One last thing for key data for 
the running twelve months, occupancy was down 4%, ADR was down 7% and RevPAR was down 
11% but nights available increased by 18% and 66,999 were in the running twelve months of 
nights available up from 56,658.  

Mr. Gaekwad believes she should present a real picture rather than all the riding high of we need 
this and we need that. The county should not be in the business to build.  

Mr. Bailey advised that there is a challenge there that when looking at our collections very much 
on pace for a record year which is great for our collections standpoint. 

Mr. Gaekwad advises the visitation is up, but the hotels are down because short-term rentals are 
killing the entire state. 

Mr. Bailey advises it comes down to the business and making sure that it also makes the investor 
in the property if a property cannot do well enough to survive with the occupancies then it won’t 
matter. 

Ms. Wheeler offered to go into depth with anyone whom was interested and is now on her way 
to getting STR certified.     

Ms. Shaffer mentioned that there will be two meetings, a 9 AM joint workshop on March 13th  at 
the BCC auditorium for follow up conversation between the city, the county and March 29 is the 
TDC meeting. Meeting invites will be sent.     

TDC Events Calendar 

Mr. Bailey advises that the TDC events calendar is within the packet so you know what we are 
supporting and advised to talk to staff if you like anything.     

Staff Updates 

Ms. Shaffer introduced staff members, Heidi Villagomez and Keleab Spencer. 
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Ms. Shaffer advised that when the packet went out we didn’t have a ribbon cutting date. 

Ms. Wheeler advised that after the packet was created they solidified a date of April 7th Monday 
at 10 am for gateway ribbon cutting as that time of day the lighting will look the nicest on the 
features. It should only run about an hour.  

Ms. Shaffer reiterated that Business After Hours is this evening at the World Equestrian Center 
so there are new leadership members there at WEC, Mr. Doug Spencer and Ms. Sara Thacker are 
new to the operations and the sales team.  

Old Business  

Mr. Bailey called for any old business and none was brought forth. 

New Business 

Mr. Bailey called for any new business and advised that elections for chair and vice-chair come 
up in March for those interested.   

The meeting adjourned at 11:03 a.m. 

Report from Chair 

Notation for Record 

Mr. Bailey advised the Sales Report was in the packet. 

Mr. Bailey advised the TDC Attendance Report was in the packet.   

Public Comment  

Upcoming Meeting  

Mr. Bailey stated, that the next TDC meeting will be on Thursday, February 27, 2025. 

The meeting adjourned at 11:01 a.m. 

 

                                                     _______________________ 

  Jeff Bailey, Chairman 
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Tourist Development Council Regular Meeting 

Ocala/Marion County Visitor & Convention Bureau 

109 W Silver Springs Blvd. 

Ocala, FL 34475 

Thursday, February 27, 2025 

9:00 a.m. 

 

The regularly scheduled meeting for the Tourist Development Council was held both in 
person and via Teams. 

Mr. Jeff Bailey read into the record, members of the public are advised that this 
meeting/hearing is a public proceeding, and the clerk to the board is making an audio 
recording of the proceedings, and all statements made during the proceedings, which 
recording will be a public record, subject to disclosure under the public records law of 
Florida. Be aware, however, that the audio recording may not satisfy the requirement 
for a verbatim transcript of the proceedings, described in the notice of this meeting, in 
the event you desire to appeal any decision adopted in this proceeding. 

Roll Call 

Present: 

Rus Adams, Victoria Billig, Danny Gaekwad, Commissioner Ron Livsey, Councilmember 
Barry Mansfield, Jason Reynolds, Commissioner Carl Zalak and Jeff Bailey 

Staff: 

Loretta Shaffer, Sky Wheeler, DeeDee Busbee, Bryan Day, Jessica Heller, Corry Locke, 
Samantha Solomon, Heidi Villagomez, Candace Shelton, Keleab Spencer, Coleen 
Robinson 

Guests: 

Dana Olesky, Chief Assistant County Attorney; Richard Busche, Principle Engineer, Senior 
Vice President – Kimley Horn; Kevin Milak, Florida Aquatics Swimming and Training 
(FAST), Isiah Lewis, Downs & St. Germain Research; Michael Osbourne, ARK Hospitality; 
Derrick Kimbaugh, Marion County Parks & Recreation Dept.; Eric Boyle, Marion County 
Parks & Recreation Dept.; Mary Hutchcraft, Hilton Ocala; Chis Hoover, Major League 
Fishing; Breanna Dacks, Visit Florida; Lea Brayton, World Equestrian Center; Rodney 
Guitierrez, World Equestrian Center; Sarah Thacker, World Equestrian Center; Maven 
Photo + Film  
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Notice of Publication 

Notice was published on the County Website on December 27, 2024 and subsequently 
updated to include Teams information on February 20, 2025. 

Approval of Minutes 

A motion was made by Rus Adams, seconded by Councilmember Barry Mansfield, to 
adopt the minutes from the November 21, 2024 Tourist Development Council Meeting 
as presented. The motion was unanimously approved by the council (7-0). 

Commissioner Carl Zalak in at 9:03am 

Acknowledgement of Financials – January 2025 

A motion was made by Jason Reynolds, seconded by Councilmember Barry Mansfield, 
to review and approve January 2025 Financials.  The motion was unanimously 
approved by the council (8-0). 

Mr. Bailey advised the council would review and discuss Funding Requests prior to 
discussing new Program Guidelines.  

Funding Requests 

Fiscal Year 2025 Event Funding Allocations 

Mr. Cory Locke, Group Sales Supervisor, discussed Fiscal Year 2025 Event Funding 
Allocations.  He explained that the last four (4) items on the spreadsheet were current 
proposed Bid Fee requests.  If those items were approved, the available funding amount 
would be reduced to $75,000 for the remainder of the year.  

Mr. Rus Adams requested the line entitled “Available to Fund Bid Fee Events” be updated 
to explain that if the current funding requests were approved, the amount noted would 
be the remaining balance to fund future events through the end of the fiscal year, 
September 2025.  

USA Swimming Speedo Sectionals – June 2025 (date change)  

Mr. Locke then discussed a date change request for a previously approved event entitled 
the USA Swimming Speedo Sectionals.  Mr. Locke advised this event was approved in 
2024 for event dates of May 22-25, 2025 with a request of $25,000.  The event organizer 
has since moved the date to June 26-29, 2025 but all other details remained the same.  

A motion was made by Rus Adams, seconded by Victoria Billig, to approve the 
recommendation to move the event date for the USA Swimming Speedo Sectionals 
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from May 2025 to June 26-29, 2025 to the Board of County Commissioners. The motion 
was unanimously approved by the council (8-0).  

USA Swimming Futures Meet - $25,000 (Bid Fee) 

Mr. Locke then addressed a Bid Fee funding request in the amount of $25,000 for the 
USA Swimming Futures Meet Championships to be held at the World Equestrian Center 
from July 23-26, 2025.  He advised the economic impact would exceed $2.1 million with 
an ROI of 121% based on the $25,000 Bid Fee. 

Mr. Gaekwad requested to know the number of anticipated room nights the event would 
generate. 

Mr. Locke advised the estimated room nights were noted as 2,500.  He further advised 
this was a huge event for USA Swimming as it would be a competitive meet.  Mr. Locke 
indicated the event would host approximately nine-hundred aspiring Olympians, 
coaches and spectators and provide them an opportunity to experience Ocala/Marion 
County.   

Mr. Kevin Milak, General Manager of Florida Aquatic, Swimming and Training advised 
there would be approximately 800-1000 athletes in attendance for 30 of 42 days 
between the last week of June and the first week of August.  

Mr. Bailey clarified the funding allocations discussed earlier.  He reiterated that $500,000 
was approved and budgeted for the year, the funding requests the council would vote 
on during this meeting would total $155,000 which, in turn, meant the council had 
approved approximately $275,000 in funding within the first four (4) months of the year. 
Mr. Bailey then advised, if the current funding was approved, it would leave $75,000 in 
available funds for the remaining seven (7) months of the year. 

Ms. Loretta Shaffer, Tourism Development Director, clarified the aforementioned and 
stated the Tourism Development’s fiscal year budget started on October 1.  

Commissioner Carl Zalak posed a question to Mr. Bailey and requested to know if the 
council was comfortable spending funds in the beginning of the year for upcoming 
events.  He further requested to know if events booked their dates in advance and then 
requested to know if the staff wanted to have the funds expended ahead of the actual 
event date. 

Mr. Bailey advised there had been previous discussion regarding the accounting of Bid 
Fees.  He then reiterated that if an event was approved as a Bid Fee but was scheduled 
to occur two (2) years from now, the money would be encumbered in this year’s budget.  

Commissioner Zalak requested to know if the council should consider being more critical 
of the ROI (return on investment) when the Bid Fee request was in the range of $50,000 
or more and if they should be more cognizant of seasonality.  

Mr. Bailey advised the Tourist Development Council may have voted differently, as it 
related to funding approvals, if they were presented with the Funding Allocation 
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spreadsheet during the October 2024 meeting.   

Ms. Shaffer advised once the new funding guidelines were presented, some of the 
questions the council had may no longer be an issue.  She further advised after the 
guidelines were reviewed by the council, they would be presented to the Board of 
County Commissioners for approval. Ms. Shaffer stated if an extraordinary funding 
opportunity presented itself, the Visitors and Convention Bureau had funds in reserve 
which could fund the event.  

Mr. Gaekwad advised the new funding guideline requiring an event organizer to apply 
for funding 120 days prior to the event date was the best addition to the program.  

Ms. Shaffer stated the Visitor and Convention Bureau staff had never exceeded the 
budgeted funding allotment. She further advised that numerous funding opportunities 
were presented to Marion County so it was imperative that parameters were set so the 
council could be strategic moving forward.  

A motion was made by Danny Gaekwad, seconded by Jason Reynolds, to approve the 
recommendation for the requested Bid Fee funding amount of $25,000 for the USA 
Swimming Futures Meet to the Board of County Commissioners. The motion was 
unanimously approved by the council (8-0).  

Commissioner Zalak advised the opportunities that Ocala/Marion County has had to host 
potential Olympians at the Florida Aquatics Swimming & Training Center (FAST) or World 
Equestrian Center (WEC) should not be overlooked.  He further stated that Marion 
County should highlight these athletes as they journey to the Olympics and showcase 
their training at FAST or WEC. This would showcase Ocala’s “hometown” feel and the 
elaborate training facilities available to athletes.  

Mr. Locke advised that FAST created a press-release last year which showcased all of the 
Olympians who have trained at that facility over the past two-years.  

Cal Ripken Rookie World Series - $5,000 (Bid Fee) 

Mr. Locke then discussed a funding request for the Cal Ripken 8U Rookie World Series to 
be held at the Rotary Sportsplex from August 1-9, 2025.  He advised 2025 would be the 
5th year Marion County had hosted the World Series.  The event organizer requested a 
Bid Fee in the amount of $5,000 with an estimated economic impact of $898,265 and 
total ROI of 334%.  Mr. Locke stated the anticipated room night total was 800 rooms with 
an anticipated total attendance of 300 people. He further advised that a number of 
International teams had committed to attend the World Series, such as, Colombia and 
Bonaire (by Aruba).  

A motion was made by Rus Adams, seconded by Jason Reynolds, to approve the 
recommendation for the requested Bid Fee funding amount of $5,000 for Cal Ripken 
Rookie World Series to the Board of County Commissioners. The motion was 
unanimously approved by the council (8-0).  
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Babe Ruth 16-18 World Series - $50,000 (Bid Fee) 

Mr. Locke then advised of a Bid Fee funding request presented by Babe Ruth 16-18 World 
Series in the amount of $50,000.  This event would be held at the Rotary Sportsplex from 
August 1-9, 2025.  Mr. Locke further advised this would be the first-year the Babe Ruth 
World Series was held in Marion County. He also noted the Bid Fee amount was higher 
than that of the Cal Ripken World Series but that twice as many teams would be 
participating. Mr. Locke stated the estimated economic impact for this event would total 
$1,814.844 with an ROI of -14%.  The estimated room night total was noted as 1,400 
rooms and 500 people were expected to attend.  Mr. Locke advised the event organizer 
guaranteed 16 teams to attend, thus far, and they would be traveling from Canada, 
China, Australia, Mexico, United Kingdom, Philippines and Nigeria. This event would 
bring an elite level of baseball to Marion County.  

Mr. Bailey advised a Bid Fee should not solely be based on anticipated room nights but 
the marketing aspect of the event should also be considered.  

Mr. Locke interjected and advised that all of the games would be live-streamed.   

Mr. Bailey advised these teams were flying in from other countries and if a team were 
eliminated from the series, the participants would not travel home immediately. The 
players and their families would stay in Marion County for the duration of their trip due 
to pre-scheduled flights.   

Mr. Locke advised the Babe Ruth game model involved three-days of pool play and then 
two-days of elimination. This would create the need for each team to be in Marion 
County for at least four-days. The series would also host championship games and an 
Awards Ceremony on the final day of the event.   

Commissioner Zalak directed a question to the hoteliers on the council and requested to 
know if the potential of securing room nights in August would outweigh the negative 
ROI. 

Mr. Bailey responded and advised securing room nights in August was important for 
hoteliers.  

Mr. Rus Adams advised this was the first time the council was presented with a negative 
ROI in a long time and requested clarification as to what it represented. 

Mr. Locked explained the negative ROI was based on information obtained from the 
Economic Impact Report which compiled all local taxes, including any new approved 
taxes.  To calculate the ROI, the program subtracted the investment ($50,000 Bid Fee) 
from the profit ($43,134 in taxes) which totaled -$6,866 or -14% ($6,866/$50,000). 

Mr. Adams then stated the -14% ROI was relatively minimal which indicated the county 
was reimbursed its investment via taxes.  

Commissioner Zalak noted when the two events were reviewed together, since they 
would run concurrently, the ROI from Cal Ripken World Series of 334% would make a big 
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impact on the negative ROI of the Babe Ruth World Series.  

Mr. Adams stated the combination of both events would zero out the negative ROI. 

Mr. Locke stated the total investment for both events would be $55,000 ($5,000 for Cal 
Ripken World Series & $50,000 for Babe Ruth World Series) and would generate over 
2000 room nights.  

Mr. Locke indicated the staff made the decision to treat each series as a stand-alone 
event to alleviate losing one of them to another destination.  This decision enabled 
Marion County to secure both events.  

A motion was made by Jason Reynolds, seconded by Rus Adams, to approve the 
recommendation for the requested Bid Fee funding amount of $50,000 for Babe Ruth 
16-18 World Series to the Board of County Commissioners. The motion was 
unanimously approved by the council (8-0).  

MLF Heavy Hitters - $75,000 (Bid Fee)  

Mr. Locke then discussed a request from Major League Fishing, LLC for MLF Heavy Hitters 
presented by Bass Pro Shops.  Mr. Locke advised this event would showcase “The Best 
of The Best” anglers from all over the country.  This event would take place at Heagy-
Burry Boat Ramp in Orange Lake.  The event dates were not secured but it would be 
either May 16-22, 2026 (preferred) or May 9-15, 2026 or May 2-8, 2026.  The event 
organizers requested a Bid Fee of $75,000 which would include extensive media 
coverage.  Mr. Locke stated that everything connected to the event would be live-
streamed on their website (Majorleaguefishing.com), including but not limited to, every 
cast and every fish caught.  The event would also be showcased in a tape-delayed 
broadcast on Discovery Channel and the Outdoor Channel.  The event planner 
guaranteed Marion County (the destination and fishery) would be mentioned at least 
five (5) times each during the broadcast.  Mr. Locke advised this would be a six (6) day 
event, Saturday – Friday, with the top thirty (30) anglers competing.  The broadcast 
would include 42-hours of coverage on Majorleaguefishing.com, Discovery Channel and 
the Outdoor Channel.  He further advised the event was held at Lake Kissimmee Florida 
last year and the live-stream secured 842,000 total views which calculated to 25.1 
average minutes watched per view or 21.1 million total minutes watched. The event also 
secured 9.7 million social media impressions and media value equivalency (based on 
articles produced) of $1.2 million.  Mr. Locke reiterated that the organization requested 
a $75,000 Bid Fee and advised the total economic impact for the event would be 
$564,610 with a ROI of -80%.  The organization anticipated 560 room nights which 
included rooms for the anglers, officials, staff and camera crew.   

Commissioner Zalak out at 9:28 am 

Commissioner Zalak in at 9:28 am 

Mr. Jason Reynolds requested someone clarify whether the $1.2 million was strictly 
related to social media.  
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Mr. Locke advised the $1.2 million included any/all media coverage. He further advised 
there were 133 million total impressions from last year’s coverage. There were more 
than one-hundred articles written about the event in publications such as Sports 
Illustrated.  

Mr. Danny Gaekwad requested to know who would profit from the event. 

Mr. Bailey requested that question be directed to Chris Hoover with Major League 
Fishing who appeared via the online TEAMs meeting.    

Mr. Hoover introduced himself and then advised the event was the organization’s All-
Star event.  He further discussed the payouts awarded to the winning anglers.  

Mr. Gaekwad re-iterated and provided clarification to his previous question.  He 
requested to know more about the organization, whether a profit would be made from 
the event and if so, the gross revenue.  

Mr. Hoover advised the organization would produce an original broadcast which would 
air during the third-quarter and re-air during the fourth-quarter on the Discovery 
Channel.  It would also be re-broadcasted on the Outdoor Channel.  He further advised 
the organization was an LLC (Limited Liability Company) and a for-profit company.     

Mr. Gaekwad then requested to know who owned the company. 

Mr. Hoover advised the parent-company was Outdoor Sportsman Group which also 
owned the Outdoor Channel and their parent-company was Kroenke Sports and 
Entertainment which owned the Los Angeles Rams and Denver Nuggets.  

Mr. Gaekwad advised he was not comfortable approving a $75,000 Bid Fee. 

Commissioner Zalak requested to know if there was a way to elevate the presence of 
Marion County during the event by showcasing the Marion County logo on boats or hats.  

Mr. Hoover advised the destination would be mentioned at least five (5) times daily 
during the broadcast on livestream and the television broadcast.  As they discuss the 
destination and highlight Orange Lake, there would be a map which showcased the host 
logo.  Mr. Hoover stated during one-day of the livestream, there would also be a one-
minute feature on the host community.  He advised that Orange Lake was a world-class 
fishery, but it was not large enough to host major events. He stated this event would be 
a media buy for Marion County, as much as it would be a way to secure room nights.  He 
stated Orange Lake was a fishery that was unknown by most anglers but this event would 
provide exposure for the location and showcase it as a world-class fishery which would 
provide future dividends to Marion County.  

Mr. Locke advised that Marion County invested a significant amount of money to 
revitalize Orange Lake as it was voted the 8th best place to fish in the US.  

Commissioner Zalak advised Orange Lake was a great fishery which would provide the 
anglers with an enjoyable experience.  
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Mr. Gaekwad reiterated that 15% of the budget was not producing room nights and the 
goal of the TDC was to secure room nights for the county not media coverage. He further 
advised the contract should be re-negotiated to provide more value for Marion County.  

Sarah Thacker with World Equestrian Center affirmed. 

Mr. Gaekwad advised he was in favor of the event occurring in Marion County but felt 
the terms needed to be re-negotiated to provide more exposure to the county.  

Ms. Shaffer requested that Mr. Locke discuss the potential of placing the Marion County 
logo on the side of the boats since the county was considered a Platinum Sponsor.   

Mr. Hoover advised the placement of logos on the boats was reserved for Corporate 
Sponsors who pay a significant amount of money, such as Toyota, Bass Pro Shops and 
Yeti.  He further stated their organization would produce a six-day event with over 24-
hours of Discovery Channel time that their organization would pay for.  The Discovery 
Channel footage would showcase Ocala/Marion County and Orange Lake as a location 
for recreation and vacation.  He advised he could pose the question to the organization 
but he was not confident they would agree because the amount of money Bass Pro Shop 
paid to brand the boats significantly exceeded the $75,000 Bid Fee.  He then reiterated 
the $1.2 million in media value the county would benefit from when Orange Lake and 
Marion County were showcased.   

Mr. Adams requested to know the amount of money Toyota or Bass Pro Shops invested 
to have their brand on the boats. 

Mr. Hoover declined and advised that was confidential and proprietary information.   

Mr. Bailey advised he was excited that Major League Fishing was interested in hosting 
their event in Marion County and then reiterated to the council that approval of this Bid 
Fee request would leave $75,000 in the budget for the remainder of the fiscal year.  

Mr. Gaekwad stated he had voiced, on several occasions, that other entities who would 
benefit from these events should also contribute to the Bid Fee.  He further stated this 
was a great event for Marion County but the fact that it would not produce room nights 
made it difficult to justify the investment.  

Mr. Bailey reiterated the council must consider the media value the event would bring 
to Marion County as that was also a goal of the Bid Fee.  

Ms. Jessica Heller, Communications and Marketing Supervisor, advised she researched 
all of last year’s data for this event via Meltwater, a system designed to track media 
value, and found hundreds of articles pertaining to the event.  She then advised the $1.2 
million in media value only included published articles and Discovery.com coverage but 
did not include the additional value produced via social media coverage.  

Ms. Victoria Billig then requested to know if the county’s investment of $75,000 would 
be enough money to purchase $1.2 million in media coverage. 
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Ms. Heller advised it would not. 

Commissioner Zalak requested to know how the ROI would be affected if the $1.2 million 
in media coverage was included in the calculation.  

Mr. Locke advised the ROI calculated by the county only considered taxes (profit) vs Bid 
Fee (investment). 

Commission Zalak indicated he understood but that he wanted to know how the value 
of the event would change if $1.2 million in media value was considered.  

Mr. Gaekwad requested to know what the event organizer could include with their Bid 
Fee request to increase the value of hosting the event in Marion County.  

Commissioner Zalak then requested to know how likely it would be for Marion County 
to receive an opportunity to host an event such as MLF Heavy Hitters in future years.  

Mr. Locke advised that approximately twelve different National Touring Fishing 
Companies existed and they all worked via the bid process.  There were instances when 
a tour would return to an area, if the fishing and market was favorable.   

Commissioner Zalak then requested to know how likely it was for this event to return to 
Marion County within the next five (5) years.  

Mr. Locke advised highly likely. 

Commissioner Zalak then requested to know what other locations hosted the event.  

Mr. Hoover advised Major League Fishing, LLC had other events which were too large to 
host at Orange Lake but they had taken MLF Heavy Hitters to Monroe, Louisiana and 
Smith Mountain, Virginia as well as Kissimmee, Florida. He then advised the Heavy 
Hitters event created over nine-million social media impressions, in addition to, the $1.2 
million in media value.  

Mr. Locke circled back to Commissioner Zalak’s question regarding whether there would 
be a change in the negative ROI when $1.2 million in media value was included.  He then 
advised if the county invested $75,000 and received $1.2 million in media value, it would 
increase the ROI to 1500%.  

Danny Gaekwad out at 9:50am 

Danny Gaekwad in at 9:50 am 

Ms. Sky Wheeler, Tourist Development Manager, advised she did not include the 
traditional ROI calculation, she only included media value.  

Danny Gaekwad out at 9:51am 

Danny Gaekwad in at 9:51 am 

Mr. Locke advised that the cost of showcasing Marion County on The Discovery Channel 
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would be significantly more than the $75,000 Bid Fee requested.  He also advised the 
exposure that Marion County would receive on the Discovery Channel could encourage 
anglers and possibly their families to travel to Marion County to experience Orange Lake.  

Mr. Reynolds advised the council must consider the potential long-term benefit Marion 
County could gain by tapping into the fishing industry.  He further stated he was not in 
favor of the ROI unless the media value was included but he believed this would be a 
huge opportunity for Marion County to bring something different and unique to the 
area. 

Mr. Adams reiterated that the county may not receive another opportunity to host the 
event for another five or seven years, unless the event organizers really love the area.  
He further advised the only way to know whether the event organizers love the 
experience of Marion County would be to host the event and make the investment.   Mr. 
Adams then added that room nights for this event would generate more than $75,000 
in revenue for the county so the council should not be discouraged by the amount of 
taxes received but focus on the overall benefit to the county.  

Mr. Gaekwad then advised he would like to proceed with an approval but still wanted 
the event organizers to offer something that would increase the value of hosting the 
event to Marion County.  

Commissioner Zalak agreed. 

Mr. Locke advised he was in negotiations with the event organizers regarding 2026 and 
they could discuss including something in the contract to make sure Marion County was 
highlighted more.  

Mr. Adams requested to know if any media coverage would occur prior to the event or 
whether the $1.2 million in media value only considered of media exposure during the 
event.  

Mr. Hoover advised their website would include a daily news release which would start 
approximately two-weeks prior to the event.  He then acknowledged the request to add 
additional opportunities for Marion County to be showcased. Mr. Hoover subsequently 
offered 100,000 banner ad impressions starting a month and a half prior to the event to 
provide more brand exposure for Marion County.   He advised Orange Lake was a world-
class fishery that was unknown to the angler community and the media exposure from 
the Heavy Hitters event would spotlight Marion County as a “must-see” experience and 
a recommended detour when these anglers travel to larger, well-known fisheries.  Mr. 
Hoover stated, once an angler had the opportunity to experience Orange Lake they 
would definitely return.   

Mr. Gaekwad requested an explanation of what banner ads were. 

Ms. Heller explained that banner ads were either animated or static advertisements 
which showed up vertically or horizontally on webpages.   
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Mr. Gaekwad then requested clarification on the timeframe in which the banner ads 
would be displayed and advertisement would occur before the event.  

Mr. Hoover advised the banner ads could be displayed approximately 2-3 weeks prior to 
the event and continue 2-3 weeks after the event.  He stated the links would be clickable 
and showcase “Visit Ocala or Visit Marion County”.  The link would then lead the viewer 
to the OcalaMarion.com website.  

Mr. Gaekwad out at 9:57am 

Mr. Gaekwad in at 9:58 am 

Ms. Shaffer requested to know if the event organizers could double the number of times 
Ocala/Marion County was mentioned from 5 to 10 or allow the logo to be placed on the 
hats of the fisherman and/or cameramen.  

Mr. Hoover advised that Ocala/Marion County would most likely be mentioned more 
often than five (5) times.  The number provided was a minimum guarantee.  He advised 
what was allowed on the hats was exclusive to their Corporate Sponsors.  

Mr. Reynolds stated he believed the potential was worth the risk and he was ready to 
extend a motion to approve.  

A motion was made by Jason Reynolds, seconded by Rus Adams, to approve the 
recommendation for the requested Bid Fee funding amount of $75,000 for MLF Heavy 
Hitters, including 100,000 website banner ad impressions to provide additional brand 
exposure for Marion County, to the Board of County Commissioners. The motion was 
unanimously approved by the council (8-0).  

Victoria Billig out at 10:01 am 

Barry Mansfield out at 10:01 am 

Commissioner Zalak then directed Mr. Locke to include a statement advising that the 
TDC requested the ROI be re-calculated to include media value when the 
recommendation was presented to the Board of County Commissioners.   

Mr. Locke agreed.  

Commissioner Zalak out at 10:02 am 

Rus Adams out at 10:03 am 

Report from Chair 

Meeting Rewards Program Guidelines 

Mr. Corry Locke then discussed the Meeting Rewards Program Guidelines, a new 
program which derived from a pre-COVID program. This program would offer up to 
$2,500 for smaller events which may not generate significant reach but would benefit 
from funding assistance. To qualify for funding through the Meeting Rewards Program, 
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the event planner must submit a hotel RFP through the Ocala/Marion County Visitors 
and Convention Bureau, the meeting must be held in Marion County and a minimum of 
fifty (50) room nights must be anticipated.  A funding scale was provided which specified 
the amount of funding available based on the room nights secured.  The scale also 
included specific funding amounts available for repeat events which was noted as less 
than that offered to new events.  Mr. Locke further advised this program would only be 
offered during the April-December.   

Rus Adams in at 10:04 am 

Commissioner Ron Livsey requested to know if any events that would qualify for this 
program had already been in existence for three consecutive years.  (this question was 
posed based on the definition of a new meeting which was provided on the handout and 
stated: “To qualify as a new meeting, the specific meeting must not have been held in 
Ocala/Marion County over the previous three consecutive years.”) 

Mr. Locke advised he was not aware of any events/meetings that would be excluded 
from funding based on that guideline. 

Mr. Bailey requested to know if an event/meeting would qualify for funding if it had been 
held in Marion County for the past three years, consecutively, but the VCB staff was 
unaware of it.   

Mr. Locke advised an event would not be defined as “new” just because they submitted 
their first funding application but had hosted the event in Marion County for the past 
three years. If the event was hosted in Marion County the year prior, it would then be 
defined as a “repeat event”.   

Commissioner Livsey requested to know if the program needed to include dates 
specifying the calendar year of eligibility.  

Mr. Locke advised eligibility would be based on funds available.  The staff would budget 
$30,000 per fiscal year for this program.  All programs would be re-evaluated annually. 

A motion was made by Commissioner Ron Livsey, seconded by Commissioner Carl 
Zalak, to approve the recommendation for the Meeting Rewards Program Guidelines 
to the Board of County Commissioners. The motion was unanimously approved by the 
council (6-0).  

Room Night Generating Event Funding Program Guidelines 

Mr. Locke discussed the Room Night Generating Event Funding Program Guidelines and 
advised the feedback that was provided in the workshop was included in the revised 
guidelines.  One of the main decisions made at the previous meeting was to break the 
funding up based on specific times of year.  The following was determined: 

Quarter 1 (Q1):  January – March $5.00 rebate per verified room night with a maximum 
funding amount of $10,000 
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Quarter 2 (Q2):  April - June $10.00 rebate per verified room night with a maximum 
funding amount of $25,000 

Quarter 3 (Q3): July – September $15.00 rebate per verified room night with a maximum 
funding amount of $25,000 

Quarter 4 (Q4) October – December $10.00 rebate per verified room night with a 
maximum funding amount of $25,000 

Mr. Locke further advised to be eligible to apply for funding, an event must anticipate 
producing a minimum of 250 room nights and submit their funding application at least 
120 days prior to the event. He then advised there was no change to the eligible or 
ineligible expenses.  Lastly, he stated a marketing plan would be required for an event 
to receive funding.  

Mr. Reynolds requested to know if this funding program was restricted to new events. 

Mr. Locke advised it was not. He further stated any event that met the criteria was 
eligible to apply. 

Mr. Bailey requested to know how the staff would determine which funding quarter an 
event fell in if the event dates spanned over multiple quarters.   

Ms. Wheeler advised the quarter in which the majority of the event dates occurred 
would determine the funding quarter and eligible reimbursement. She further clarified 
that it would defer to the lower rebate if there was an even split. 

A motion was made by Danny Gaekwad, seconded by Commissioner Carl Zalak, to 
approve the recommendation for the Room Night Generating Event Funding Program 
Guidelines to the Board of County Commissioners. The motion was unanimously 
approved by the council (6-0).  

Bid Fee Funding Program Guidelines 

Lastly, Mr. Locke discussed the revised Bid Fee Funding Program Guidelines.  He thanked 
the legal department and Internal Auditor for their assistance with reviewing the 
guidelines.  The bid process would include an RFP (Request for Proposal) packet that 
would be presented to several destinations.  The body of the packet would then outline 
the dates of the event, the requirements to host the event as well as any other pertinent 
information. Mr. Locke advised the event must have an economic impact that would be 
favorable to the county.  He further advised the media value would also be taken into 
consideration when reviewing a Bid Fee submission. The event must provide the 
potential for substantial media exposure and marketing opportunities for Marion County 
which may result in the county considering the value of media exposure in lieu of ROI.  
Mr. Locke stated the staff wanted to encourage events to host in Marion County during 
the shoulder season and Bid Fee funding provided the opportunity to secure events 
during that time of year. He then went on to discuss the Legacy Impact that Bid Fee 
funding provided by inspiring repeat visitation to Marion County. The revised guidelines 
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indicated there may be an inclination to support a bid fee for events that had the 
potential to return on an annual basis. Mr. Locke advised another change to the Bid Fee 
guidelines included the requirement for an organization to submit either a Letter of 
Intent or a complete RFP (Request for Proposal) packet.  Lastly, he advised that Bid Fee 
funding would not be provided to events not previously funded via Bid Fee.   

Mr. Bailey requested clarification and requested to know if an event which was 
previously approved for and received funding through the Room Night Generating 
Funding Program could move over to the Bid Fee Funding Program in an effort to request 
more money.  

Mr. Locke advised they could not.  The events could not bounce from one funding 
program to the other.  They must stick with the funding program with which they 
originated.  

Mr. Adams requested to know if exceptions would be made for organizations which have 
a change to the format of their event.   

Ms. Wheeler advised the event would have to be established with Bid Fee as a part of 
their process. She further advised a local event which would have occurred without 
assistance from the Tourist Development Department, would not qualify as a Bid Fee 
eligible event. Ms. Wheeler stated if an RFP was placed on a national register and Marion 
County decided to bid on it, it would mean there was a competitive bid process. 

Commissioner Zalak advised that Rock the County (which was now funded via the Room 
Night Generating program) would be a great example of an event which could grow in 
future years and benefit from a Bid Fee process.  He further stated if Marion County does 
not have an exception which would allow a Room-Night Generating event to transition 
to a Bid Fee Funding event, we may lose them.  

Mr. Adams requested to know if an event such as Rock the County would fall into a 
“special exception” category.  

Commissioner Zalak stated a “special exception” category wasn’t necessary but that he 
wanted to be informed if Rock the Country requested to transition from Room Night 
Generating Event Funding to a Bid Fee.  

Mr. Gaekwad stated the VCB staff created guidelines which set parameters for funding 
but the TDC had the authority to amend the guidelines as they deem necessary. 

Mr. Bailey advised the staff along with the TDC must find events that generate additional 
revenue for Marion County through increased visitation so additional funds would be 
available to invest in future events.   

Mr. Gaekwad advised the staff needed firm guidelines that specify which months funding 
would be available. He advised the guidelines should indicate the months which qualified 
as peak season and which months qualified as shoulder season based on information 
from the Tax Collectors Office.  
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Ms. Wheeler advised Bid Fees provided the VCB staff the framework in which to operate 
to seek business that fulfilled the goals of the department.  It is not a passive application 
process like the Room Night Generating Funding Program.   She further advised the staff 
would review an organization’s Bid Fee package to determine if it mirrored the goals of 
the destination and Strategic Plan.    

Mr. Reynolds pointed out that if the revised guidelines were implemented, the council 
would not have had the opportunity to review and approve the last two events 
presented (Babe Ruth 16-18 World Series and MLF Heavy Hitters).  Mr. Reynolds then 
requested to know how the media value of an event would be determined. 

Mr. Locke advised the Bid packet presented by an event organizer would include the 
anticipated media value. He further stated that a requirement could be added to the 
guidelines that required a positive ROI for any event to be funded but that he believed 
media value should be considered in the calculation of the return on investment.  Mr. 
Locke then advised the direct ROI does not include media value at this time.   

Mr. Bailey advised he does not want media value to be included in the calculation of ROI 
because it would become too convoluted.  He stated the goal of the staff was to increase 
visitation, increase revenue via taxes and in turn, increase the ROI for the county.  If the 
ROI was revised to include taxes plus media value, the staff would need to determine 
the type and amount of marketing included, as well as, whether it provided value to the 
destination.   

Mr. Locke stated the current economy along with Marion County hotel rates should also 
be considered when reviewing the Bid Fee amount vs the ROI.  He advised if an event 
was hosted in Orlando or Miami (which have higher hotel rates) but the same Bid Fee 
amount was requested, the ROI may have resulted in a positive percentage for those 
destinations.  

Mr. Gaekwad advised he does not believe the staff should use Orlando as a comparison 
because their annual budget was significantly greater than Marion County. 

Mr. Bailey stated he agreed with some aspects of the aforementioned and disagreed 
with others.  He further stated Marion County was blessed to have some private 
investors who brought two World-Class facilities to the destination, FAST and World 
Equestrian Center.  Therefore, although Marion County was a smaller destination than 
others, it was imperative for the council to think on a larger scale as it related to the 
acquisition of events.   

Mr. Gaekwad advised that when private investors build venues they do so to make a 
profit not to support Marion County and its government agencies.    

Mr. Bailey agreed but also advised that some investors build passion projects which were 
not based on ROI. He then requested a motion be presented. 

Mr. Adams extended a motion to approve as presented. 
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Mr. Gaekwad interjected and requested to know if Mr. Reynolds wanted the language 
regarding ROI and marketing amended. 

Mr. Reynolds declined. 

Mr. Adams advised the council had a year to review the program as there was only 
$75,000 left in the budget for funding through the end of the fiscal year.  

Ms. Wheeler clarified that the guidelines would only be reviewed annually.  The staff and 
council would not revisit the guidelines at the end of the fiscal year. 

Mr. Bailey again requested a motion be presented. 

Mr. Adams reiterated a motion to approve. 

Mr. Bailey requested a second motion be presented. 

Mr. Gaekwad interjected and advised he would like to discuss the matter further.  He 
then circled back to Mr. Reynolds comment and stated the VCB staff should have clear 
instructions which stated not to base their acquisition of events on an ROI inclusive of 
media value.  Mr. Gaekwad stated a conversation should commence among the council 
to determine how to proceed if an event such as the MLF Heavy Hitters was presented 
for funding.  He then requested to know if the motion should be amended.  

Mr. Bailey advised the motion was presented to approve the guidelines, as written, by 
Rus Adams and seconded by Commissioner Livsey.  

Mr. Gaekwad then requested the staff consider amending the guidelines as stated 
above.  

Mr. Bailey advised his request could be presented when Mr. Gaekwad voted.  He further 
advised that Mr. Gaekwad’s comments were noted on the record. 

A motion was made by Rus Adams, seconded by Commissioner Ron Livsey, to approve 
the recommendation for the Bid Fee Funding Guidelines, as presented, to the Board of 
County Commissioners. The motion was unanimously approved by the council (6-0).  

Staff Updates 

Introduction of Coleen Robinson 

Ms. Loretta Shaffer introduced the newest employee to the Ocala/Marion County 
Visitors and Convention Bureau, Coleen Robinson, and welcomed her to the team.  Ms. 
Robinson replaced Candace Shelton as Visitor Relations Representative.   

Gateway Signage 

Mr. Richard Busche, Principle Engineer, Senior Vice President - Kimley Horn, presented 
an update on the South Gateway Project.  Mr. Busche advised the last update was 
presented in November 2024.  He further advised the pillars were built at the county-
lines and the North Gateway was forthcoming.  Mr. Busche presented a rendering of the 
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flyover construction (42nd Street and Osceola Avenue bypass roadway) from 2012 which 
was designed to relieve traffic on State Road 200. The next slide showed the flyover in 
2020.  Mr. Busche then presented several South Gateway concept designs from 2012-
2017.  Many concepts were reviewed by the TDC and none were sufficient until the 
design was remastered in 2018.  The design was refined by the TDC and recommended 
to the Board of County Commissioners who approved the concept. The design was 
redefined to include the appropriate letter size for O.C.A.L.A.  Next, colors were selected 
and approved which then allowed for construction drawings.  The final rendering was 
prepared from the construction drawings and approved in February 2024. The next slide 
showed photos of the South Gateway, over a thirteen-month period, as it was 
constructed.  Mr. Busche then showed photos of the South Gateway as the letters for 
O.C.A.L.A. were installed.  Lastly, a slide was shown which depicted the South Gateway 
at substantial completion.  He advised construction was not at final completion as 
landscaping, removal of construction equipment and removal of Interstate signage was 
needed.  Mr. Busche advised the team made sure the integrity of the original concept 
was not lost as the Gateway was constructed.  

Commissioner Zalak requested to know if the color of the Gateway would remain grey. 

Mr. Busche affirmed and stated the colors were a shade of brown and grey, creating a 
silhouette, which were from the original concept.  

Commissioner Zalak voiced concerns about the Gateway.  

Mr. Bailey advised there were many discussions and renderings of how the Gateway 
would look as someone drove northbound (coming from the south end) but never 
considered how it would look as someone drove southbound (coming from the north 
end) but felt the Gateway looked good from both views.   

Mr. Busche advised a picture had not been presented which truly conveyed the size or 
scope of the Gateway as someone drove under it. He further advised there was 275 feet 
between the two towers.   

Mr. Bailey stated the photo presented showed a tree to the right of the pillar which 
blocked the view of the pillar. 

Mr. Busche then moved to the next slide and stated there were several items the 
construction team needed to address such as the blue logo sign (pending relocation), 
green city limits sign (pending relocation) and the Date Palm Trees (pending removal).   

Ms. Shaffer requested that Mr. Busche discuss the glare caused by vehicles traveling on 
the highway.   

Mr. Busche requested to know if Ms. Shaffer was referring to the panels being powder-
coated and the fact that a number of the panels were replaced because they did not 
meet specifications.  

Ms. Shaffer then requested to know if the color of the Gateway was of concern. 
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Commissioner Zalak affirmed and advised he was not in favor of the color grey on the 
Gateway.  

Mr. Busche advised the panels show as different colors during different times of the day.  
He stated when it was sunny, the panels were lighter in color and if it was a cloudy or 
later in the day, the panels looked darker.  He further advised the panels looked darker 
in-person when traveling under the Gateway than in the pictures.  Mr. Busche stated the 
design concept was created so the panels would appear to show silhouettes of trees and 
horses.  

Mr. Bailey asked Commissioner Zalak what color he thought the panels were going to 
be.  

Commissioner Zalak requested that Mr. Busche go back a few slides to show the design 
concept previously presented.  (the slides were reversed and paused at the Final 
Rendering).  Commissioner Zalak advised he only saw one consistent dark grey color 
across the entire Gateway.  

Mr. Bailey requested to know if Commissioner Zalak thought the Gateway color would 
be monochrome.  

Commissioner Zalak affirmed and advised the light grey panels resembled unfinished, 
primed panels when viewed next to the darker grey panels.  

Mr. Gaekwad requested to know why the color was changed. 

Mr. Busche requested the slides be reversed. 

Commissioner Zalak requested to know if the internal beams would be painted. 

Mr. Busche advised the panels were always two-toned but the rendering did not 
adequately show variation in color. 

Commissioner Zalak advised the plans did show the color variation but stated the 
renderings the TDC was shown over the past couple years did not show the lighter grey 
color.   

Mr. Adams stated he had a video of the Gateway and the color variation was not as 
prevalent at car level. He further advised he was “Wowed” when he drove under the 
Gateway. 

Mr. Reynolds agreed and advised he did not notice the color variation.  

Commissioner Zalak referred to the graphic used for the tentative Ribbon Cutting and 
stated the lighter grey was not visible in that artwork. 

Mr. Gaekwad agreed with Commissioner Zalak. 

Commissioner Zalak advised the Gateway looked unfinished and residents had 
requested to know when painting of the Gateway would be finalized.  
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Mr. Bailey advised the council had a couple of years to re-evaluate the Southbound 
Gateway. 

Commissioner Zalak requested that the two-toned color variation not be included in the 
North Gateway design. 

Mr. Gaekwad requested that any renderings presented be actual representations of the 
Gateway design to include actual color samples. 

Mr. Busche advised the council had time to revise the Southbound Gateway renderings, 
if they chose. 

Commissioner Zalak stated he would like them revised. 

Mr. Gaekwad agreed. 

Mr. Busche advised some people indicated they could not see the O.C.A.L.A lettering at 
night.  He further noted the Gateway lighting was completely functional but was only 
utilized during construction.  He advised the lights could be permanently activated when 
the council was ready.  

Some members of the council requested the lights be activated immediately and others 
requested to wait until the Ribbon Cutting Ceremony. 

Mr. Adams presented the option of a soft-opening.   

Mr. Bailey advised the lights should be activated after the meeting, at sunset.   

Mr. Busche advised the lights were functional and ready to be activated but the 
contractor had a “punch list” which denoted some items that needed completing. 
Therefore, construction spotlights may still be utilized in the evenings.  

Mr. Gaekwad requested clarification as to whether the lights would be activated or not.  

Ms. Shaffer provided the option to wait until substantial completion was finalized and 
work with Florida Department of Transportation to facilitate an evening lane closure to 
allow the Board of County Commissioners and Tourist Development Council the 
opportunity to activate the lighting.  

Commissioner Zalak advised an event involving the community should be organized. 

Ms. Shaffer requested that Mr. Busche assist in the coordination of an event to activate 
the lights, once substantial completion was achieved.    

Ms. Wheeler advised some corrections were needed before the staff would be 
comfortable permanently activating the lighting.  

Mr. Busche advised the contractor still had a final inspection pending.  

Mr. Adams stated he worked with Mr. Busche over the past twelve years in an effort to 
bring the Gateway project to fruition.  He further stated that he would like Mr. Busche 
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to bring back costs related to making the South Gateway monochrome.  

Mr. Gaekwad advised it would be costly. 

Mr. Adams confirmed that may be the case, but advised there were a number of 
members who were not in favor of the Gateway’s current appearance therefore, he felt 
it would be in the best interest of the council to know the potential cost to make changes. 
This would allow the TDC to decide whether they should invest in the changes.  

Commissioner Zalak advised the Gateway looked amazing but he was uncomfortable 
with the color variation.  He further advised he would also like to know how much the 
changes would cost.  

Mr. Busche advised the cost to change the color variation to monochrome could be 
obtained.  He further advised the Interstate 75 signage would be moved prior to the 
Grand Opening event.   

Commissioner Zalak requested to view renderings of the street-level view of the 
Gateway, as one travels over the bridge, so he would be well informed on what to expect 
regarding color, finish, etc.  He further advised anyone traveling on the bridge, behind 
the panels, would have an up-close view of the construction materials.  

Mr. Busche advised he did not have those renderings available. He further advised the 
structure required to hold the Gateway together was significant to insure the safety of 
those traveling on Interstate 75.  Mr. Busche stated panels were placed on both sides of 
the bridge which created the southbound view of the Gateway. He then stated when the 
structure was viewed from the side, the supporting structures were visible. Mr. Busche 
then advised the support structures were nearly impossible to conceal but construction 
was still underway. A black fence was being erected which should help shield the 
supports. Mr. Busche stated some of the metal would become dull over time and would 
not be as noticeable in the future.  

Commissioner Zalak requested to know if the metal would be painted. 

Mr. Busche advised it would not be painted. 

Commissioner Zalak then requested to know if the supports would be contained or 
boxed in. 

Mr. Busche advised they would not be boxed in. 

Ms. Shaffer advised a quote to enclose the supports could be obtained.   

Mr. Adams advised painting the aluminum was not recommended as it would present a 
recurring maintenance expense.  

Mr. Busche advised the only time the metal was visible was when viewed from the side 
in the eastbound direction of the flyover.  He further advised the metal supports could 
not be hidden from someone walking over the flyover.  
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Commissioner Zalak requested that the changes discussed be taken into consideration 
for the next Gateway project so people traveling over the bridge headed to Buc-ee’s 
would be greeted with something that showcased Ocala/Marion County.  

Mr. Busche advised the North Gateway project was out for procurement with FDOT and 
the staff hoped to have a contractor secured to negotiate contracts in June 2025. He 
further advised if adjustments were needed for the North Gateway, the council had time 
to request them. Mr. Busche advised the design for the North Gateway was very similar 
to the South Gateway but the bridge would be longer and would not be curved.  

Commissioner Zalak requested to see the actual plans for the North Gateway to alleviate 
any future issues.   

Mr. Busche again advised if the color variation needed to be adjusted for the next 
project, the council had time to implement the changes. 

Due to extensive discussion regarding Funding and the Gateway Signage project, all 
other agenda items were tabled until the March 28, 2025 meeting.  

Quarterly Economic Impact/Visitor Tracking Report – October – December Data 

Presentation postponed until March 28, 2025 meeting 

Quarterly Public Relations and Analytics Reports – October – December Data 

Presentation postponed until March 28, 2025 meeting 

Florida Huddle and Encounter Recap 

Presentation postponed until March 28, 2025 meeting 

Sales Update 

Presentation postponed until March 28, 2025 meeting 

Marion County Board of County Commissioners and City of Ocala Joint Workshop – 
March 13, 2025 at 9am 

TDT Collections/STR and Key Data Update 

Presentation postponed until March 28, 2025 meeting 

TDC Events Calendar 

Ms. Wheeler advised the TDC Events Calendar was in the packet.  

Notation for Record 

Mr. Bailey advised the Sales Report was in the packet. 

Mr. Bailey advised the TDC Attendance Report was in the packet.   

Old Business  
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Mr. Bailey called for any old business and none was brought forth. 

New Business 

Mr. Bailey called for any new business and none was brought forth.  

Public Comment  

               Upcoming Meeting  

Mr. Bailey stated, that the next TDC meeting will be on Friday, March 28, 2025. 

The meeting adjourned at 11:01 a.m. 

 

                                                     _______________________ 

  Jeff Bailey, Chairman 
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  FOR 2025 05                                                                                     JOURNAL DETAIL 2025  5 TO 2025  5

ACCOUNTS FOR: 1074 TOURIST DEVELOPMENT FUND
       ORIGINAL ESTIM REV      ESTIM REV ADJ  REVISED ESTIM REV ACTUAL YTD REVENUE                     REMAINING REVENUE    % COLL

1074-31-312-450-45090-155-0000000-0000000-312131-      TOURIST DEVELOPMNT TAX 2%
             2,192,064.00               0.00       2,192,064.00         968,961.83                          1,223,102.17      44.2%

  2025/05/002203 02/19/2025 GCR        -268,587.82 REF P02744 01/25 TOURIST DEV TAX

1074-31-312-450-45090-155-0000000-0000000-312132-      TOURIST DEVELOP TAX 3RD %
             1,096,032.00               0.00       1,096,032.00         484,480.89                            611,551.11      44.2%

  2025/05/002203 02/19/2025 GCR        -134,293.90 REF P02744 01/25 TOURIST DEV TAX

1074-31-312-450-45090-155-0000000-0000000-312133-      TOURIST DEVELOP TAX 4TH %
             1,096,032.00               0.00       1,096,032.00         484,480.89                            611,551.11      44.2%

  2025/05/002203 02/19/2025 GCR        -134,293.90 REF P02744 01/25 TOURIST DEV TAX

1074-36-361-450-45090-155-0000000-0000000-361110-      INTEREST-BOARD
               555,000.00               0.00         555,000.00         185,360.92                            369,639.08      33.4%

  2025/05/003795 02/28/2025 GEN         -30,031.71 REF SBAINT SBA INT 221131 FEB

1074-36-366-450-45090-155-0000000-0000000-366045-      FL SPORTS FOUNDATION
                     0.00               0.00               0.00          14,834.00                            -14,834.00     100.0%

1074-36-369-450-45090-155-0000000-0000000-369030-      REFUND OF PRIOR YEAR EXP
                     0.00               0.00               0.00           1,830.50                             -1,830.50     100.0%

  2025/05/003629 02/28/2025 GCR            -915.25 REF P00013 FENSTERER 2ND PYMT

1074-37-379-990-99090-000-0000000-0000000-379999-      LESS:  5% OF BUDG REVENUE
              -246,957.00               0.00        -246,957.00               0.00                           -246,957.00        .0%

1074-39-399-990-99090-000-0000000-0000000-399991-      BALANCES FWD-CASH-REGULAR
            10,190,353.00               0.00      10,190,353.00               0.00                         10,190,353.00        .0%

     TOTAL TOURIST DEVELOPMENT FUND      
            14,882,524.00               0.00      14,882,524.00       2,139,949.03                         12,742,574.97      14.4%

                     TOTAL REVENUES
            14,882,524.00               0.00      14,882,524.00       2,139,949.03                         12,742,574.97
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  FOR 2025 05                                                                                     JOURNAL DETAIL 2025  5 TO 2025  5

 
       ORIGINAL ESTIM REV      ESTIM REV ADJ  REVISED ESTIM REV ACTUAL YTD REVENUE                     REMAINING REVENUE    % COLL

                        GRAND TOTAL
            14,882,524.00               0.00      14,882,524.00       2,139,949.03                         12,742,574.97      14.4%

                                          ** END OF REPORT - Generated by Wheeler, Sky **                                           
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  FOR 2025 05                                                                                     JOURNAL DETAIL 2025  5 TO 2025  5

ACCOUNTS FOR: 1074 TOURIST DEVELOPMENT FUND
       ORIGINAL ESTIM REV      ESTIM REV ADJ  REVISED ESTIM REV ACTUAL YTD REVENUE                     REMAINING REVENUE    % COLL

1074-55-552-450-45090-155-0000000-0000000-512101-      REGULAR SALARIES & WAGES
               720,309.00               0.00         720,309.00         253,183.87                            467,125.13      35.1%

  2025/05/001245 02/14/2025 PRJ          25,475.21 REF 250214 WARRANT=250214  RUN=0 REGULAR
  2025/05/003157 02/28/2025 PRJ          26,934.42 REF 250228 WARRANT=250228  RUN=0 REGULAR

1074-55-552-450-45090-155-0000000-0000000-521101-      FICA TAXES
                55,114.00               0.00          55,114.00          18,218.10                             36,895.90      33.1%

  2025/05/001245 02/14/2025 PRJ           1,820.44 REF 250214 WARRANT=250214  RUN=0 REGULAR
  2025/05/003157 02/28/2025 PRJ           1,939.72 REF 250228 WARRANT=250228  RUN=0 REGULAR

1074-55-552-450-45090-155-0000000-0000000-522101-      RETIREMENT CONTRIBUTIONS
                98,183.00               0.00          98,183.00          36,331.43                             61,851.57      37.0%

  2025/05/001245 02/14/2025 PRJ           3,472.28 REF 250214 WARRANT=250214  RUN=0 REGULAR
  2025/05/003157 02/28/2025 PRJ           3,671.17 REF 250228 WARRANT=250228  RUN=0 REGULAR

1074-55-552-450-45090-155-0000000-0000000-523101-      HEALTH INSURANCE
               138,864.00               0.00         138,864.00          45,241.91                             93,622.09      32.6%

  2025/05/001245 02/14/2025 PRJ           6,562.05 REF 250214 WARRANT=250214  RUN=0 REGULAR
  2025/05/001245 02/14/2025 PRJ          -1,302.05 REF 250214 WARRANT=250214  RUN=0 REGULAR
  2025/05/003157 02/28/2025 PRJ           6,562.05 REF 250228 WARRANT=250228  RUN=0 REGULAR
  2025/05/003157 02/28/2025 PRJ          -1,302.05 REF 250228 WARRANT=250228  RUN=0 REGULAR

1074-55-552-450-45090-155-0000000-0000000-523401-      LIFE, AD&D, LTD
                 4,837.00               0.00           4,837.00           1,767.16                              3,069.84      36.5%

  2025/05/001245 02/14/2025 PRJ             177.03 REF 250214 WARRANT=250214  RUN=0 REGULAR
  2025/05/003157 02/28/2025 PRJ             191.61 REF 250228 WARRANT=250228  RUN=0 REGULAR

1074-55-552-450-45090-155-0000000-0000000-524101-      WORKER'S COMPENSATION
                   653.00               0.00             653.00             326.50                                326.50      50.0%

1074-55-552-450-45090-155-0000000-0000000-531109-      PROFESSIONAL SERVICES
             1,612,500.00               0.00       1,612,500.00         185,727.61                             92,500.00      94.3%

  2025/05/001641 02/12/2025 API          13,750.00 VND 106656 PO  2500502  MILES PARTNERSH DEC-24 RETAINER                     84058
  2025/05/001641 02/12/2025 POL         -13,750.00 VND 106656 PO  2500502  MILES PARTNERSH DEC-24 RETAINER           2025
  2025/05/001641 02/12/2025 API           2,981.44 VND 106656 PO  2500502  MILES PARTNERSH OCALA/MARION COUNTY GOOGLE          84058
  2025/05/001641 02/12/2025 POL          -2,981.44 VND 106656 PO  2500502  MILES PARTNERSH OCALA/MARION COUNTY GOOGLE2025
  2025/05/001641 02/12/2025 API          13,417.84 VND 106656 PO  2500502  MILES PARTNERSH OCALA/MARION COUNTY TRIP ADVIS      84058
  2025/05/001641 02/12/2025 POL         -13,417.84 VND 106656 PO  2500502  MILES PARTNERSH OCALA/MARION COUNTY TRIP A2025
  2025/05/001641 02/12/2025 API           2,548.62 VND 106656 PO  2500502  MILES PARTNERSH OCALAL/MARION COUNTY NATIVO         84058
  2025/05/001641 02/12/2025 POL          -2,548.62 VND 106656 PO  2500502  MILES PARTNERSH OCALAL/MARION COUNTY NATIV2025
  2025/05/001641 02/12/2025 API           8,500.00 VND 106656 PO  2500502  MILES PARTNERSH OCALA/MARION COUNTY PREVUE          84058
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ACCOUNTS FOR: 1074 TOURIST DEVELOPMENT FUND
       ORIGINAL ESTIM REV      ESTIM REV ADJ  REVISED ESTIM REV ACTUAL YTD REVENUE                     REMAINING REVENUE    % COLL

CP155552 531109          PROFESSIONAL SERVICES

  2025/05/001641 02/12/2025 POL          -8,500.00 VND 106656 PO  2500502  MILES PARTNERSH OCALA/MARION COUNTY PREVUE2025
  2025/05/001641 02/12/2025 API           2,595.00 VND 106656 PO  2500502  MILES PARTNERSH OCALA/MARION COUNTY OUTFRONT        84058
  2025/05/001641 02/12/2025 POL          -2,595.00 VND 106656 PO  2500502  MILES PARTNERSH OCALA/MARION COUNTY OUTFRO2025
  2025/05/001641 02/12/2025 API           1,229.00 VND 106656 PO  2500502  MILES PARTNERSH OCALA/MARION COUNTY CLEAR CHAN      84058
  2025/05/001641 02/12/2025 POL          -1,229.00 VND 106656 PO  2500502  MILES PARTNERSH OCALA/MARION COUNTY CLEAR 2025
  2025/05/001641 02/12/2025 API           7,865.01 VND 106656 PO  2500502  MILES PARTNERSH OCALA/MARION COUNTY META            84058
  2025/05/001641 02/12/2025 POL          -7,865.01 VND 106656 PO  2500502  MILES PARTNERSH OCALA/MARION COUNTY META  2025
  2025/05/001818 02/13/2025 API          30,552.47 VND 106656 PO  2500502  MILES PARTNERSH OCALA/MARION COUNTY AD GENUITY      84058
  2025/05/001818 02/13/2025 POL         -30,552.47 VND 106656 PO  2500502  MILES PARTNERSH OCALA/MARION COUNTY AD GEN2025

1074-55-552-450-45090-155-0000000-0000000-534101-      CONTRACT SERV - OTHER - MISC
                96,032.00               0.00          96,032.00          31,734.75                             59,774.00      37.8%

  2025/05/002462 02/19/2025 API             430.65 VND 001703 PO  2500388  BLUE RIBBON CLE JANUARY 2025: FACILITIES            84527
  2025/05/002462 02/19/2025 POL            -430.65 VND 001703 PO  2500388  BLUE RIBBON CLE JANUARY 2025: FACILITIES  2025

1074-55-552-450-45090-155-0000000-0000000-540101-      TRAVEL & PER DIEM
                42,500.00               0.00          42,500.00           3,320.02                             39,179.98       7.8%

1074-55-552-450-45090-155-0000000-0000000-541101-      COMMUNICATIONS SERVICES
                10,421.00               0.00          10,421.00           3,550.36                              6,870.64      34.1%

  2025/05/002201 02/11/2025 API              31.96 VND 001556 PO           AMAZON MARKETPL ENVELOPES, IPHONE CHARGERS, ST
  2025/05/002990 02/16/2025 API             658.42 VND 999999 PO           PCARD ONE TIME  SMARSH PLATFORM FOR MULTIPLE D
  2025/05/003212 02/25/2025 API             323.44 VND 201928 PO           VERIZON WIRELES 421552992-00016                     84624
  2025/05/003212 02/25/2025 API              23.70 VND 203123 PO           CENTURY LINK/EM 320144423                           84598

1074-55-552-450-45090-155-0000000-0000000-542201-      POSTAGE & FREIGHT
                13,000.00               0.00          13,000.00           1,563.89                              5,936.11      54.3%

1074-55-552-450-45090-155-0000000-0000000-543101-      UTILITY SERVICES - ELC WTR SWR
                25,188.00               0.00          25,188.00           4,925.07                             20,262.93      19.6%

  2025/05/000506 02/03/2025 API              45.86 VND 000808 PO           SUMTER ELECTRIC 9608557201                          83632
  2025/05/001891 02/14/2025 API              31.30 VND 014881 PO           CITY OF OCALA/E 572726-118216                       84042
  2025/05/002651 02/21/2025 API             864.81 VND 014881 PO           CITY OF OCALA/E 550848-164495                       84538
  2025/05/003663 02/26/2025 API              25.18 VND 107238 PO           DUKE ENERGY FLO 9101 5957 9418                      84815

1074-55-552-450-45090-155-0000000-0000000-543102-      UTILITY SERVICES - WST DISP
                   756.00               0.00             756.00             227.93                                528.07      30.1%

  2025/05/002651 02/21/2025 API              45.58 VND 014881 PO           CITY OF OCALA/E 550848-164495                       84538
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https://munisapp.marionfl.org/prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=EZZQsEWjDU9wR1GrFJ%2BsEzXwQ4oR0veRiyhBeAwFc3x0Xdt6mdjRdWY%2B1eCLYzTY
https://munisapp.marionfl.org/prod/munis/gas/app/ua/r/mugwc/glcjeinq?Arg=--mutoken&Arg=J2cze2DV6iLre%2F6NjpQMki%2BWbNJ6RKyHV1slJ5JwJQI7d8ky%2FeOmZ26QSB2IdVq9
https://munisapp.marionfl.org/prod/munis/gas/app/ua/r/mugwc/glcjeinq?Arg=--mutoken&Arg=9usDkooZoWgykQkrJC04yLNcRlDTQpuXmb576Q7K8RWTLSuytPbq8GWZbQtGnfCM
https://munisapp.marionfl.org/prod/munis/gas/app/ua/r/mugwc/glcjeinq?Arg=--mutoken&Arg=iUubrEysgjQR7Ib0hfraaD2zBAQOrk8LavElTbAa%2FiFVHkQTvny2wSIodOLF9CoF
https://munisapp.marionfl.org/prod/munis/gas/app/ua/r/mugwc/glcjeinq?Arg=--mutoken&Arg=t9LpMSCPLfJygkJ%2BXBJELJopyIZwbCmJ%2FqhR0l3l8ZbYrdBeHyxdn1flgkK7lyfw
https://munisapp.marionfl.org/prod/munis/gas/app/ua/r/mugwc/glcjeinq?Arg=--mutoken&Arg=4fOFyrIieNcyHtAVbHECv8UmUoyUUP3a8Va%2BYW0YxyHIdSE8RSgpSw%2Bv%2FA9KDXo0
https://munisapp.marionfl.org/prod/munis/gas/app/ua/r/mugwc/glcjeinq?Arg=--mutoken&Arg=atn5JHEyAEiFPOsF%2FC%2FMFptBu4r1IdkO02KRxbYgwh3gpNzUxDq1bCNEwwYMjQiQ
https://munisapp.marionfl.org/prod/munis/gas/app/ua/r/mugwc/glcjeinq?Arg=--mutoken&Arg=wZaB3EcQEZNkrgnQK8l33QE0OZs1bDLCw1kIOwumSHclEFlko7V7H2YhKKY2nGKh
https://munisapp.marionfl.org/prod/munis/gas/app/ua/r/mugwc/glcjeinq?Arg=--mutoken&Arg=fRwVNOQIAC5y4HzJuA9LOWttR65RIAI2B%2FBSeKi%2B4uzQ6%2BN69fTn%2BNb6hOFBQJOV
https://munisapp.marionfl.org/prod/munis/gas/app/ua/r/mugwc/glcjeinq?Arg=--mutoken&Arg=cj1cLupxYOwFMwM1o4%2BwSTLXqriQL90ZmYe0KiVow3F8W6xX1ygLEK9ES%2BOKypY5
https://munisapp.marionfl.org/prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=3wo7YqswDKOACKPFtiLsMfRRxtNy2cPwRgn4oIbPvb9LEO%2FcdV9OXxo9Guwpj2oz
https://munisapp.marionfl.org/prod/munis/gas/app/ua/r/mugwc/glcjeinq?Arg=--mutoken&Arg=OL42YLMbaghXFbrk42vmNIGXdtlJBV5ey7PUb3qXg5Aho5UwfixPTxTz9hiaZGZw
https://munisapp.marionfl.org/prod/munis/gas/app/ua/r/mugwc/glcjeinq?Arg=--mutoken&Arg=rU6z4p9c1JRXRIzA1aOxC3Yry9M44tA0XtRzSb9KdOPDXOakVNbGCVO6FfK7hw8s
https://munisapp.marionfl.org/prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=A8UOMXzuvSE%2Fx3%2BLeUI91tt24lPn87PbzCA2auv91cCgXh23iwQf7gc%2BhTF65Pgg
https://munisapp.marionfl.org/prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=TiuICCBo%2Fgjouh9DFlpEEpUwpB61UoCYI4Ga6ZUIW1WQ5OhmNO4edHRH0BoIGbHs
https://munisapp.marionfl.org/prod/munis/gas/app/ua/r/mugwc/glcjeinq?Arg=--mutoken&Arg=qe%2Fec7FujgevdifyiqvDKHGY%2BFgAfQBVYq3kixHkEPB62A1ivXZJEPsjknSWch2D
https://munisapp.marionfl.org/prod/munis/gas/app/ua/r/mugwc/glcjeinq?Arg=--mutoken&Arg=amLhIA%2FYPCd87GCnn3okqzAW4xBmqfZ0t4Pm3ADrX3EG9fd94%2FikrWqBeYJ4bKOe
https://munisapp.marionfl.org/prod/munis/gas/app/ua/r/mugwc/glcjeinq?Arg=--mutoken&Arg=ylBc9yXDBfhITvuw3N9vbFA1KVgyC%2FkFNyKhPo1dS%2FhnnGB4k3UO6GjNwy8BAFZU
https://munisapp.marionfl.org/prod/munis/gas/app/ua/r/mugwc/glcjeinq?Arg=--mutoken&Arg=ZgbOmz9Jeu%2Bt%2BDtjf5eZOjmxRgRmqAllo6%2BD440w2uahhahu1hSwW2Ink9cdqLBF
https://munisapp.marionfl.org/prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=WclXGQGiSd92PneIEH%2BPcTUZzDjTg3ynYdkBGclX6wkJ8m%2F6AOW105%2Bqm7NyHF3j
https://munisapp.marionfl.org/prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=jOpPCHbvo1%2FDnu0qT2hvG3CbD3w%2FNSDslXrIJuhFAHo5C4iT4fC6tYJWCMVkPWvK
https://munisapp.marionfl.org/prod/munis/gas/app/ua/r/mugwc/glcjeinq?Arg=--mutoken&Arg=jCWHFtXK9PhgoiTySPkI8Hvkt7oF8YHiNUwZrpqRYQcKWeR2p2KJ%2BFT9LOvN4B1S
https://munisapp.marionfl.org/prod/munis/gas/app/ua/r/mugwc/glcjeinq?Arg=--mutoken&Arg=8bwGVHkX9wzwBEHV0aVll3Nr5A2YCx2XyRx%2BCaJnmWO5tt7Bk1oWrJgASVDvGLQQ
https://munisapp.marionfl.org/prod/munis/gas/app/ua/r/mugwc/glcjeinq?Arg=--mutoken&Arg=LisTMkZzSIpZ7oaTNwQQ0JxEO26bB2%2FtSGBeTnB0BpF8CrjX5yE%2F6JqsZeGluwdG
https://munisapp.marionfl.org/prod/munis/gas/app/ua/r/mugwc/glcjeinq?Arg=--mutoken&Arg=LFIGJ1rwjxcIpPd6H9dfxL2aCdiIJur9mz7sfyi3g6bxvbPeBGaFz2aaDbY4R9Or
https://munisapp.marionfl.org/prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=ZJcwwxs%2BlrDcWETVCTJKKYxidcFaF0AA0e87c92dkkn2tZy26EaLQA0vaBSjzNK3
https://munisapp.marionfl.org/prod/munis/gas/app/ua/r/mugwc/glcjeinq?Arg=--mutoken&Arg=z8XMLOMCBcpDkETzH4yeb3jMXCf39EW97OYbTT7Z6ph0qLIYMLc5f6Wns1vCxikV
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  FOR 2025 05                                                                                     JOURNAL DETAIL 2025  5 TO 2025  5

ACCOUNTS FOR: 1074 TOURIST DEVELOPMENT FUND
       ORIGINAL ESTIM REV      ESTIM REV ADJ  REVISED ESTIM REV ACTUAL YTD REVENUE                     REMAINING REVENUE    % COLL

1074-55-552-450-45090-155-0000000-0000000-544101-      RENTALS & LEASES - EQUIPMENT
                 6,424.00               0.00           6,424.00           1,642.89                                524.00      91.8%

  2025/05/003212 02/25/2025 API             255.52 VND 501306 PO  2500311  DOCUMENT TECHNO MC-01 COPIER LEASE, FEB-25          84603
  2025/05/003212 02/25/2025 POL            -255.52 VND 501306 PO  2500311  DOCUMENT TECHNO MC-01 COPIER LEASE, FEB-252025

1074-55-552-450-45090-155-0000000-0000000-544401-      RENTALS & LEASES - BUILDINGS
                 2,400.00               0.00           2,400.00             945.00                              1,455.00      39.4%

  2025/05/001172 02/04/2025 API             315.00 VND 999999 PO           PCARD ONE TIME  STORAGE UNIT RENTAL FOR PROMOT

1074-55-552-450-45090-155-0000000-0000000-545101-      INSURANCE - PREMIUMS
                16,864.00               0.00          16,864.00           8,431.64                              8,432.36      50.0%

1074-55-552-450-45090-155-0000000-0000000-546101-      REPAIRS/MAINT - BLDGS & GRNDS
                44,000.00               0.00          44,000.00           5,680.00                             38,320.00      12.9%

  2025/05/002454 02/19/2025 API           5,680.00 VND 500704 PO  2500506  KIMLEY HORN AND COUNTY LINE MARKER SIGNS ASSES      84611
  2025/05/002454 02/19/2025 POL          -5,680.00 VND 500704 PO  2500506  KIMLEY HORN AND COUNTY LINE MARKER SIGNS A2025

1074-55-552-450-45090-155-0000000-0000000-546257-      REPAIRS/MAINT - FLEET MANAGMNT
                 4,580.00               0.00           4,580.00              90.27                              4,489.73       2.0%

  2025/05/003321 02/27/2025 WOJ              85.00 REF rmfeb  272307
  2025/05/003321 02/27/2025 WOJ               4.58 REF rmfeb  272307
  2025/05/003321 02/27/2025 WOJ               0.69 REF rmfeb  272307

1074-55-552-450-45090-155-0000000-0000000-547101-      PRINT & BIND
                55,500.00               0.00          55,500.00          51,349.72                              4,150.28      92.5%

  2025/05/000558 02/02/2025 API              84.50 VND 999999 PO           PCARD ONE TIME  WELCOME LETTER PRINTING FOR FL
  2025/05/000558 02/02/2025 API             180.26 VND 999999 PO           PCARD ONE TIME  RACK CARD PRINTING
  2025/05/003780 02/28/2025 API             182.00 VND 999999 PO           PCARD ONE TIME  NAMEPLATES FOR JOINT WORKSHOP
  2025/05/000506 02/03/2025 API          49,803.29 VND 001437 PO  2500769  SOLO PRINTING L PURCHASE OF VISITORS GUIDE MAP      83630
  2025/05/000506 02/03/2025 POL         -49,803.29 VND 001437 PO  2500769  SOLO PRINTING L PURCHASE OF VISITORS GUIDE2025

1074-55-552-450-45090-155-0000000-0000000-548101-      PROMO ACT
             3,163,799.00         -59,160.00       3,104,639.00         352,365.42                          1,939,904.10      37.5%

  2025/05/000558 02/02/2025 API           1,500.00 VND 999999 PO           PCARD ONE TIME  BRANDED POPCORN FOR FL HUDDLE
  2025/05/001172 02/04/2025 API             300.00 VND 999999 PO           PCARD ONE TIME  BROCHURE DISTRIBUTION IN GREAT
  2025/05/001173 02/05/2025 API           1,071.27 VND 999999 PO           PCARD ONE TIME  DINNER FOR 21 JOURNALISTS & VC
  2025/05/001175 02/06/2025 API             400.30 VND 999999 PO           PCARD ONE TIME  BREAKFAST FOR 18 JOURNALISTS D
  2025/05/001698 02/07/2025 API             403.80 VND 999999 PO           PCARD ONE TIME  LUNCH FOR 18 JOURNALISTS DURIN
  2025/05/002211 02/13/2025 API             106.68 VND 999999 PO           PCARD ONE TIME  MEALS FOR DOUBLE K RODEO PRODU
  2025/05/002986 02/21/2025 API              98.98 VND 001556 PO           AMAZON MARKETPL TABLE SKIRT FOR TRADESHOWS, EV
  2025/05/002986 02/21/2025 API              66.86 VND 001556 PO           AMAZON MARKETPL BRANDED HATS, TABLE SKIRT USED
  2025/05/002991 02/14/2025 API             240.00 VND 999999 PO           PCARD ONE TIME  VIMEO VIDEO HOSTING SITE SUBSC
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https://munisapp.marionfl.org/prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=cXy%2Bzn4Ceu%2BrE52WmtEFRbnBKu%2BAxaeYC%2F20dRO1ardQdNAtARY1iXbM05twMAPo
https://munisapp.marionfl.org/prod/munis/gas/app/ua/r/mugwc/glcjeinq?Arg=--mutoken&Arg=Rj0fb6Bl3zBequI01bLUe0p%2FroHXQ0WcXq%2B9RriiKjqKiQTVRLOuBNoFuEhUQ3XT
https://munisapp.marionfl.org/prod/munis/gas/app/ua/r/mugwc/glcjeinq?Arg=--mutoken&Arg=EDLuepej%2FsNKYx1%2Fxy37yTW%2FYx1xUjFAvhrSZImBwhPUpsWa49KFZom005Sn58hR
https://munisapp.marionfl.org/prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=qsxtRKaFdQyB9ruMRvjV5j7QEUTLVR163i9Jt5No6br8Dvhe4a7it8tIcKwhc4ne
https://munisapp.marionfl.org/prod/munis/gas/app/ua/r/mugwc/glcjeinq?Arg=--mutoken&Arg=xAhURWUDam%2FQ%2Bg2Wot%2Fj75u8M%2FtAL9d2G0jaCTPVzSbW%2FVCKC5gmdrWlaQPNCC%2Bi
https://munisapp.marionfl.org/prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=XBkOQLlGsT9ivdPIcx4958ohPugbs3VmkoiaiXCnNeyNyru%2F8aq7bsdczi6nR89A
https://munisapp.marionfl.org/prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=sbA20JCsPWVAGhlg%2BLdUDNFn7iqkKoIDx1TYEf4LRQanaNyjdgvV51q4axG0kiBp
https://munisapp.marionfl.org/prod/munis/gas/app/ua/r/mugwc/glcjeinq?Arg=--mutoken&Arg=lWgCbb69pw%2B8Mhq8bD4ayUl%2FxNyVTbA7w2DbsYFvzKJGQByCNG2mF235SRvADM4W
https://munisapp.marionfl.org/prod/munis/gas/app/ua/r/mugwc/glcjeinq?Arg=--mutoken&Arg=RBPYdtsMi8oVo44lxNfcaiYRIrbBjjyj9EWjhM1mDkTMp%2B7ubFcpIbJ7wgVIzZ90
https://munisapp.marionfl.org/prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=DHMJG4Y9rytGWPuzkoGH3eePPUVj%2BrvkCMX2USFkMtUNToDD8H9xU2fd6bFWuHXY
https://munisapp.marionfl.org/prod/munis/gas/app/ua/r/mugwc/glcjeinq?Arg=--mutoken&Arg=fELeydkOGdR21e3p22BKc76g%2BxIwb2Cum%2FS%2B9pTHiWGY641hihsc%2FP%2FRlvow0YO1
https://munisapp.marionfl.org/prod/munis/gas/app/ua/r/mugwc/glcjeinq?Arg=--mutoken&Arg=8nzMoq68zIg66dNKOrnhUNJKcGs1mMECXuXfqocUxgcFPR8JKVc2YDoP%2FH1dZ8pt
https://munisapp.marionfl.org/prod/munis/gas/app/ua/r/mugwc/glcjeinq?Arg=--mutoken&Arg=MAvmpDunZ1ov%2BPXb%2By0feGzCAa4nueb7b2dvJiLwbCucTrogZkoH5rI3%2FUm0EkBT
https://munisapp.marionfl.org/prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=T%2BVa3TrMrhrrqWOK5GNcpFegwXBgQpxl8fAgBA4F4hyRjXD0cJi3aa4iSouN3TSf
https://munisapp.marionfl.org/prod/munis/gas/app/ua/r/mugwc/glcjeinq?Arg=--mutoken&Arg=rM%2F2Gw6NOudTOUziMvHmrks%2F3nZ9tRcj605EYR0c67f%2F8Whj4fqsYwng4jbCqRdN
https://munisapp.marionfl.org/prod/munis/gas/app/ua/r/mugwc/glcjeinq?Arg=--mutoken&Arg=nQVJHrVACVyoQkLYRmQgEgV83fgy9fhDEHpjg4opw83111%2FRXI2ln%2FN8Bwkzevt8
https://munisapp.marionfl.org/prod/munis/gas/app/ua/r/mugwc/glcjeinq?Arg=--mutoken&Arg=g%2BjOR66cmH6jmum1qq1uOULd%2F1l4BqwjZ14XoO33Aidk6N%2B%2F1aHj48HaZmlX82HR
https://munisapp.marionfl.org/prod/munis/gas/app/ua/r/mugwc/glcjeinq?Arg=--mutoken&Arg=itoECTo5XKWyzjJbLycEut8jh1B01ZCxDISvsAG5KBLnCyXOF78l%2BCWIg1zcKx6q
https://munisapp.marionfl.org/prod/munis/gas/app/ua/r/mugwc/glcjeinq?Arg=--mutoken&Arg=6oGkKS0Uo5AUQGyc%2BqO9DQYovmJhbh95e6xWjKIPblQtlRz%2BzgY3iNx7WvxtlZyR
https://munisapp.marionfl.org/prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=S69WG7%2Fllcw4JY4Cp0jfU5Fm9lVuOZ9VzWctFiic6bxNqH7egmPS44fwmg73Erx0
https://munisapp.marionfl.org/prod/munis/gas/app/ua/r/mugwc/glcjeinq?Arg=--mutoken&Arg=aJOjm225SE%2By%2B2QK%2BejknBnYa5c6KWhyUGXOzCDYueIKlU1uiz9ri0rGw%2BMHpGb8
https://munisapp.marionfl.org/prod/munis/gas/app/ua/r/mugwc/glcjeinq?Arg=--mutoken&Arg=1U7LgZCi%2F4RDZ3AsKlMFK%2BgOJ79awvegjkp8gnMQ%2Bx5PtgsiIAv8abKViNWc9Jhu
https://munisapp.marionfl.org/prod/munis/gas/app/ua/r/mugwc/glcjeinq?Arg=--mutoken&Arg=%2FnIHw3UL3OMQ1KeAtwqIH7clA5rqNFVgn5xsHheijrED0TyEqmNo7lwSUnYWarlr
https://munisapp.marionfl.org/prod/munis/gas/app/ua/r/mugwc/glcjeinq?Arg=--mutoken&Arg=oH5LUHx3dswmhcS%2BM3%2Fr4EwXmtCMqKTKDwPxdC%2Bw0BPtLZ%2BPjViyr9rbyCCCP5kG
https://munisapp.marionfl.org/prod/munis/gas/app/ua/r/mugwc/glcjeinq?Arg=--mutoken&Arg=BEPE1972zneGgT2kXlTQaFx%2FpmmXjdgZZ67KtcE3TMZ6lRjnPipUIviuuG8kawLL
https://munisapp.marionfl.org/prod/munis/gas/app/ua/r/mugwc/glcjeinq?Arg=--mutoken&Arg=5zwLnUlYucOyDTClQBPfNljS3RiW4%2Fso1NRcIO5QwUAQMYWggzXX8rtEWjPRS14L
https://munisapp.marionfl.org/prod/munis/gas/app/ua/r/mugwc/glcjeinq?Arg=--mutoken&Arg=sbIkSK8jCwGP4uiNIDcRKqCdrE0aYmnhlpG3FCsv4LXjjCprCjt38RuulRDa0DNN
https://munisapp.marionfl.org/prod/munis/gas/app/ua/r/mugwc/glcjeinq?Arg=--mutoken&Arg=tznQEY1DKGDWfS5rXig%2F1b4aipYIyjgccNvClirG1YUv5rJVq0HKh%2BdY0Huu9FCT
https://munisapp.marionfl.org/prod/munis/gas/app/ua/r/mugwc/glcjeinq?Arg=--mutoken&Arg=zZlQlNBWJNVh%2FjM%2BFXJjN3gFyPnR%2Bx%2FS3EsRP51DMtZ9CLFYa9jxVgzqX3NEyyvz
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  FOR 2025 05                                                                                     JOURNAL DETAIL 2025  5 TO 2025  5

ACCOUNTS FOR: 1074 TOURIST DEVELOPMENT FUND
       ORIGINAL ESTIM REV      ESTIM REV ADJ  REVISED ESTIM REV ACTUAL YTD REVENUE                     REMAINING REVENUE    % COLL

CP155552 548101          PROMO ACT

  2025/05/003689 02/27/2025 API              75.39 VND 999999 PO           PCARD ONE TIME  REFRESHMENTS & SNACKS FOR PUBL
  2025/05/003690 02/26/2025 API              20.93 VND 999999 PO           PCARD ONE TIME  TABLECLOTH FOR TRADE SHOWS, CO
  2025/05/003690 02/26/2025 API               8.99 VND 999999 PO           PCARD ONE TIME  POSTAGE TO SEND CERAMIC TO GER
  2025/05/003691 02/24/2025 API              90.60 VND 999999 PO           PCARD ONE TIME  LUNCH FOR FAMILY TRAVELLER CAN
  2025/05/003691 02/24/2025 API              64.20 VND 999999 PO           PCARD ONE TIME  LUNCH FOR FAMILY TRAVELLER CAN
  2025/05/003692 02/25/2025 API             180.30 VND 999999 PO           PCARD ONE TIME  BRANDED SHIRTS FOR STAFF
  2025/05/003698 02/23/2025 API              79.28 VND 999999 PO           PCARD ONE TIME  DINNER FOR FAMILY TRAVELLER CA
  2025/05/003698 02/23/2025 API              76.80 VND 999999 PO           PCARD ONE TIME  DINNER FOR FAMILY TRAVELLER CA
  2025/05/003698 02/23/2025 API           7,300.00 VND 999999 PO           PCARD ONE TIME  FERUARY WEB SUPPORT, GROWTH MA
  2025/05/003780 02/28/2025 API              22.94 VND 999999 PO           PCARD ONE TIME  TABLE SKIRT TO BE USED FOR MEE
  2025/05/003780 02/28/2025 API              14.00 VND 999999 PO           PCARD ONE TIME  NAME BADGE FOR COLLEEN ROBINSO
  2025/05/003785 02/23/2025 API             302.00 VND 999999 PO           PCARD ONE TIME  HOTEL FOR J BAMBOULIS FOR FAMI
  2025/05/000506 02/03/2025 API           2,400.00 VND 001799 PO  2500196  MAVEN PHOTO     ON LOCATION DRONE FOOTAGE           83622
  2025/05/000506 02/03/2025 POL          -2,400.00 VND 001799 PO  2500196  MAVEN PHOTO     ON LOCATION DRONE FOOTAGE 2025
  2025/05/000506 02/03/2025 API           2,150.00 VND 001799 PO  2500196  MAVEN PHOTO     ON LOCATION DRONE FOOTAGE           83622
  2025/05/000506 02/03/2025 POL          -2,150.00 VND 001799 PO  2500196  MAVEN PHOTO     ON LOCATION DRONE FOOTAGE 2025
  2025/05/001294 02/06/2025 API           1,725.00 VND 001799 PO  2500196  MAVEN PHOTO     ON LOCATION DRONE FOOTAGE           83845
  2025/05/001294 02/06/2025 POL          -1,925.00 VND 001799 PO  2500196  MAVEN PHOTO     ON LOCATION DRONE FOOTAGE 2025
  2025/05/001299 02/07/2025 API             998.00 VND 002424 PO  2500814  LAMERS BUS LINE SHUTTLE RENTAL FOR FLORIDA HUD      83842
  2025/05/001299 02/07/2025 POL            -998.00 VND 002424 PO  2500814  LAMERS BUS LINE SHUTTLE RENTAL FOR FLORIDA2025
  2025/05/002555 02/10/2025 API          48,360.00 VND 001445 PO  2500834  WORLD EQUESTRIA CATERING FOR FL HUDDLE AT WEC       84625
  2025/05/002555 02/10/2025 POL         -49,755.00 VND 001445 PO  2500834  WORLD EQUESTRIA CATERING FOR FL HUDDLE AT 2025
  2025/05/000868 02/05/2025 API             925.00 VND 002428 PO  2500843  THE LOVELY LOO  RESTROOM TRAILER RENTAL FOR FL      83867
  2025/05/000868 02/05/2025 POL            -925.00 VND 002428 PO  2500843  THE LOVELY LOO  RESTROOM TRAILER RENTAL FO2025
  2025/05/000868 02/05/2025 API           3,520.00 VND 002423 PO  2500844  GREEN GAITS LLC VENUE RENTAL                        83838
  2025/05/000868 02/05/2025 POL          -3,520.00 VND 002423 PO  2500844  GREEN GAITS LLC VENUE RENTAL              2025
  2025/05/001294 02/06/2025 API           1,920.00 VND 001661 PO  2500847  VETERANS4YOU    PROMOTIONAL ITEMS                   83873
  2025/05/001294 02/06/2025 POL          -1,920.00 VND 001661 PO  2500847  VETERANS4YOU    PROMOTIONAL ITEMS         2025
  2025/05/001981 02/17/2025 API           1,400.00 VND 102569 PO  2500848  ON TIME MARKETI PROMOTIONAL TUMBLERS                84061
  2025/05/001981 02/17/2025 POL          -1,400.00 VND 102569 PO  2500848  ON TIME MARKETI PROMOTIONAL TUMBLERS      2025
  2025/05/001641 02/12/2025 API           3,900.00 VND 002039 PO  2500852  FIDDLERS TURKEY REIMBURSEMENT FOR ELIGIBLE EXP      84052
  2025/05/001641 02/12/2025 POL          -3,900.00 VND 002039 PO  2500852  FIDDLERS TURKEY REIMBURSEMENT FOR ELIGIBLE2025
  2025/05/000114 02/03/2025 POE             382.50 VND 002435 PO  2500861  OPAV            POWER SERVICE AT FL HUDDLE
  2025/05/001302 02/05/2025 API             382.50 VND 002435 PO  2500861  OPAV            WEC-POWER SERVICE AT FL HUDDLE      83850
  2025/05/001302 02/05/2025 POL            -382.50 VND 002435 PO  2500861  OPAV            WEC-POWER SERVICE AT FL HU2025
  2025/05/000631 02/05/2025 POE             250.00 VND 002438 PO  2500873  GYPSEA ARTS     SIDEWALK CHALK ART FOR FL HUDD
  2025/05/001294 02/06/2025 API             250.00 VND 002438 PO  2500873  GYPSEA ARTS     SIDEWALK CHALK ART FOR FL HUDD      83839
  2025/05/001294 02/06/2025 POL            -250.00 VND 002438 PO  2500873  GYPSEA ARTS     SIDEWALK CHALK ART FOR FL 2025
  2025/05/002610 02/21/2025 POE          16,275.00 VND 002454 PO  2500948  OCALA INTERNATI HOTEL REIMBURSEMENT
  2025/05/002620 02/21/2025 POE          25,000.00 VND 204759 PO  2500949  HITS LLC        REIMBURSEMENT FOR ELIGIBLE EXP
  2025/05/003107 02/24/2025 API          25,000.00 VND 204759 PO  2500949  HITS LLC        2024 OCALA HOLIDAY SHOWS REIMB      84609
  2025/05/003107 02/24/2025 POL         -25,000.00 VND 204759 PO  2500949  HITS LLC        2024 OCALA HOLIDAY SHOWS R2025
  2025/05/002624 02/21/2025 POE         164,400.00 VND 106354 PO  2500953  DIGITAL FURY LL VIDEO & AUDIO PROCUCTION
  2025/05/002845 02/25/2025 POE          40,000.00 VND 002059 PO  2500963  CSF AQUATICS    FL SWIMMING SENIOR CHAMPIONSHI
  2025/05/002846 02/25/2025 POE          30,000.00 VND 002059 PO  2500964  CSF AQUATICS    FL SWIMMING FLAGS SPRING CHAMP
  2025/05/002847 02/25/2025 POE          66,000.00 VND 001786 PO  2500965  YMCA OF THE USA YMCA NATIONAL LONG COURSE CHAM

74

https://munisapp.marionfl.org/prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=MbxI5vUtYz8LsEBFAcK6eSe4bHT5N1y9PDHXiiTROUsIJ3e5azWJwEoeJlGfM%2F13
https://munisapp.marionfl.org/prod/munis/gas/app/ua/r/mugwc/glcjeinq?Arg=--mutoken&Arg=uk6Q5Zyv2B%2F9%2FqVPO%2FMP%2BfeWipEER5l8X2aG95YciR8wjRTICE3OVNZWEjGPKEvD
https://munisapp.marionfl.org/prod/munis/gas/app/ua/r/mugwc/glcjeinq?Arg=--mutoken&Arg=r3Qexj8Tnb%2BS4cDY1roRXXmmgCQ3x9YZmYFEVAHEb8F4W3xiUwv5q3IvYJYcvKfU
https://munisapp.marionfl.org/prod/munis/gas/app/ua/r/mugwc/glcjeinq?Arg=--mutoken&Arg=oXxowel8Gf836wN%2F1jIv8kjJd0Y%2FCBLIqZS%2FFKawgZ9dP6blHYxFmNunUTbv2Rlr
https://munisapp.marionfl.org/prod/munis/gas/app/ua/r/mugwc/glcjeinq?Arg=--mutoken&Arg=iKTY0LFrJM0WkigdszSfA%2FsNvSVltDBeoH3bdr9nqqdfn5Mx6FCCpd0JW8sR0Eus
https://munisapp.marionfl.org/prod/munis/gas/app/ua/r/mugwc/glcjeinq?Arg=--mutoken&Arg=ghh%2BrHjdZCQGLd3j5O0RgY7byPlXoUNcwmtHG8YPI0%2Bfb7wN4jVUWGvmi6cbwraa
https://munisapp.marionfl.org/prod/munis/gas/app/ua/r/mugwc/glcjeinq?Arg=--mutoken&Arg=ezYmlpsbBRDeXK23Nd6lYf5QGmIFfA9oot1pevgtk9Xa0cQRhDkCSEOSAKuIgWZL
https://munisapp.marionfl.org/prod/munis/gas/app/ua/r/mugwc/glcjeinq?Arg=--mutoken&Arg=YbfadPhb3J3WMe3Wt%2FAKEToL4Lal8bDeZHX2UPA%2FW1lK9cSZFNrt7ukIy%2Fmq0hQO
https://munisapp.marionfl.org/prod/munis/gas/app/ua/r/mugwc/glcjeinq?Arg=--mutoken&Arg=nHQdw005dO5IbIKaUqIFIreW83GAYbY2KwpeY57RfWrqL92XmEJibUySoDv5Y%2FUo
https://munisapp.marionfl.org/prod/munis/gas/app/ua/r/mugwc/glcjeinq?Arg=--mutoken&Arg=3OeMzO%2BJ9gBsqJsVs2uSmu64qX58DI5ENPZJoKtm1fQjz5Z0DlmU4Oit%2B93epT82
https://munisapp.marionfl.org/prod/munis/gas/app/ua/r/mugwc/glcjeinq?Arg=--mutoken&Arg=zIRJTW5GUy6XsYK3nXlVg4UprfmkTQlFbzmuKtCLAvz2y0jtJutXdgZgwXmy3El3
https://munisapp.marionfl.org/prod/munis/gas/app/ua/r/mugwc/glcjeinq?Arg=--mutoken&Arg=k2V8zGvoWKN4Zoto2ocKOfyqc08Y4tYmrwhbZLptIh%2BSPvV0z6iLlQmfZJy8%2BuBO
https://munisapp.marionfl.org/prod/munis/gas/app/ua/r/mugwc/glcjeinq?Arg=--mutoken&Arg=pNPwVIDN8%2BXujiU4usbNeWkcfJJD17M7r%2BR87hdvIiEYLhlokGWRLYyUmRKPNG4t
https://munisapp.marionfl.org/prod/munis/gas/app/ua/r/mugwc/glcjeinq?Arg=--mutoken&Arg=9baSn2UwVM%2B3%2FU9qWqIrE%2B8wDZJ1gtQ4IhpllYhAiSRepu9hptskgDu7A68SZOAb
https://munisapp.marionfl.org/prod/munis/gas/app/ua/r/mugwc/glcjeinq?Arg=--mutoken&Arg=ple8byziAnm9nH9GcnUYU0Pv%2FERYaneHNXFPya46EPMqUfbLTyBHdI%2Fslr6d44aw
https://munisapp.marionfl.org/prod/munis/gas/app/ua/r/mugwc/glcjeinq?Arg=--mutoken&Arg=bGWwUVwTg7omthX6fBUcSXf2Rp0kyqF1UbqMqW8Y%2BlrwwLYoZSUWMNx3wUuWHdkE
https://munisapp.marionfl.org/prod/munis/gas/app/ua/r/mugwc/glcjeinq?Arg=--mutoken&Arg=vOvQot98fK3ciWDVm2JCYG%2BnH79uya0S%2FWremLaHjanNapwgFB2%2Bo1vwEgp2ZQzN
https://munisapp.marionfl.org/prod/munis/gas/app/ua/r/mugwc/glcjeinq?Arg=--mutoken&Arg=uK2RtfwGMd5vgdTa%2FOrQbkFPqiRPOf9ysF5LOtxwi5Vboujph3PMEh%2FH1Pwfgbh8
https://munisapp.marionfl.org/prod/munis/gas/app/ua/r/mugwc/glcjeinq?Arg=--mutoken&Arg=mQ%2B1KkEzkUZ9m%2FvAPH%2FuA6TQqQ6MZmhqfNdPZkh4j4c1p4G7lM1gm167jM1jtNg4
https://munisapp.marionfl.org/prod/munis/gas/app/ua/r/mugwc/glcjeinq?Arg=--mutoken&Arg=tZhc6konzwZ9gMd1N%2F8hh42Am47J8LAfArIWWCuOHv469mE%2FGl2qkvIcVkkBOgJV
https://munisapp.marionfl.org/prod/munis/gas/app/ua/r/mugwc/glcjeinq?Arg=--mutoken&Arg=cKl2oXYxd1QJnfi9wCqKBMuNmdQy7EC9j71Pa4Redp7oTlf8VemQGTkIqafr8Oxd
https://munisapp.marionfl.org/prod/munis/gas/app/ua/r/mugwc/glcjeinq?Arg=--mutoken&Arg=RhdHG6BazjskHLBT0CT3ZIIkL%2BoJR6j3Z59SEXyrffn0JEeeFt%2FnHmuk1L1Xf8Ej
https://munisapp.marionfl.org/prod/munis/gas/app/ua/r/mugwc/glcjeinq?Arg=--mutoken&Arg=f86QXuq97EbSZo2M%2B4Xfn1JuNJJFGCBIkV0AXDQQD5CkSXox6J%2FXGvhpwfk0wcTb
https://munisapp.marionfl.org/prod/munis/gas/app/ua/r/mugwc/glcjeinq?Arg=--mutoken&Arg=iLStI1RS8fMLw7f7JUskEvjtE6CJG1G2pXYmgrsRxiF407rg926Lcr9Jx9tgGqOv
https://munisapp.marionfl.org/prod/munis/gas/app/ua/r/mugwc/glcjeinq?Arg=--mutoken&Arg=LenMryWBIqGVi3gvbbCKl47FUW%2FY9eu2ByuJ3%2FrYKnVhEj0uqArKMJie3XqPenJp
https://munisapp.marionfl.org/prod/munis/gas/app/ua/r/mugwc/glcjeinq?Arg=--mutoken&Arg=1wTb44nXd06KW1Fev3ZPq3UGIcEJ7Lrf9rbksztY7UuMP8%2Br69LOiUdG55OHMr1H
https://munisapp.marionfl.org/prod/munis/gas/app/ua/r/mugwc/glcjeinq?Arg=--mutoken&Arg=Ho7mkaGF6rBAgmqYfGf%2B1p7RHVVPZWAKmIJPnr%2BoHgcuuEmI3IX%2B2d5wg8S0hG0h
https://munisapp.marionfl.org/prod/munis/gas/app/ua/r/mugwc/glcjeinq?Arg=--mutoken&Arg=Yok50PxFMEvPCmM2woipNaCgZ5HuoTXMisgtqxahUZyVU4fTq6UjYBs%2FlilCQE3j
https://munisapp.marionfl.org/prod/munis/gas/app/ua/r/mugwc/glcjeinq?Arg=--mutoken&Arg=unuo4fMfDSRJUsFEQ1cSVpB9YXSTb6t79EPIjC6MQYcf6l3rpeAMmNSszCPWuSrn
https://munisapp.marionfl.org/prod/munis/gas/app/ua/r/mugwc/glcjeinq?Arg=--mutoken&Arg=R8r49wM%2Fl8VXjMVfmuFLd%2BZLG76AWPQ%2Bb4i0PJqAT1tb1ouu%2BpfYG30ZqyW31oBE
https://munisapp.marionfl.org/prod/munis/gas/app/ua/r/mugwc/glcjeinq?Arg=--mutoken&Arg=WFqMXJ8ku9q6WE1rh4jJWo3gvNr86dBg0NMTQ9AtCmRP%2BzPDmaHVfI6rcYPmXc9S
https://munisapp.marionfl.org/prod/munis/gas/app/ua/r/mugwc/glcjeinq?Arg=--mutoken&Arg=g19rnsNMliYwZ6Njer%2B78fMQQY1xur%2B0uHSvKp97AXR8Mvg8cz5HBQFm0xdc6qEL
https://munisapp.marionfl.org/prod/munis/gas/app/ua/r/mugwc/glcjeinq?Arg=--mutoken&Arg=TINhKWYgxcMy65f%2B0PArOkffmFj1BDiIc8EogWr3gE2uph2e1B6jLMcbAki1F8Cp
https://munisapp.marionfl.org/prod/munis/gas/app/ua/r/mugwc/glcjeinq?Arg=--mutoken&Arg=9bTkksaPiuYVrDjvReF5sZ7YI5pgH9eTi4ZqJUfkCdky0VmDqOf1IL%2B6frRQNcET
https://munisapp.marionfl.org/prod/munis/gas/app/ua/r/mugwc/glcjeinq?Arg=--mutoken&Arg=jC3mgj4HXPv1CRMF7RaRCS2wFwha3uOKCzvWF8kgs6WWF86AKb6teI2WZPBEwFBO
https://munisapp.marionfl.org/prod/munis/gas/app/ua/r/mugwc/glcjeinq?Arg=--mutoken&Arg=Cy%2FhBjV3zWcLU%2Big%2Bj4BvFRun1T8vJkmBxf909MuC8wEUTACn8HowGIHu4wPpQrr
https://munisapp.marionfl.org/prod/munis/gas/app/ua/r/mugwc/glcjeinq?Arg=--mutoken&Arg=V8egCG%2BTgEHdAkruGb8Nr9ZmBV6brm%2B0mUQaJPXjepTdtfF%2Fr3Yxzdaz2EvcJniC
https://munisapp.marionfl.org/prod/munis/gas/app/ua/r/mugwc/glcjeinq?Arg=--mutoken&Arg=zQbS6sT64P9tq1vqwmyRBLG1Halwy96B1N1eFsXwocH1RFG174jvwwlfVQi0wPYl
https://munisapp.marionfl.org/prod/munis/gas/app/ua/r/mugwc/glcjeinq?Arg=--mutoken&Arg=%2B2%2FHKFjIcLQEXUD%2FmKQA0%2FR%2Bw3lo5J6REu6glajY%2FIISi1BJcIxxpcbBw307lmnb
https://munisapp.marionfl.org/prod/munis/gas/app/ua/r/mugwc/glcjeinq?Arg=--mutoken&Arg=pA9UNQBjtYU%2B8aNBlmJtp%2B0rr1m8bJZ7nbbYPoOpdSCoxR077wIvZhrXo4%2B37nZA
https://munisapp.marionfl.org/prod/munis/gas/app/ua/r/mugwc/glcjeinq?Arg=--mutoken&Arg=ysSziCDPB%2FthnQ3DGhCo67GG2HNWQcOpGEmfasEfSHbpKsW3nVE8Mg2McROjT1E4
https://munisapp.marionfl.org/prod/munis/gas/app/ua/r/mugwc/glcjeinq?Arg=--mutoken&Arg=kqmIJACPOgrPwH7e6U6GL6wrGJbooZSHNs4mS6p9EbmuXbZxDzVup1UMTD8Azen3
https://munisapp.marionfl.org/prod/munis/gas/app/ua/r/mugwc/glcjeinq?Arg=--mutoken&Arg=YbRj8e7qoOLpIyabtFzl8Q3DKyzQGVkL9oq%2B%2FPr271HRFLFW4vxpFISf%2BTar5MDG
https://munisapp.marionfl.org/prod/munis/gas/app/ua/r/mugwc/glcjeinq?Arg=--mutoken&Arg=TSi1xc9uqndpFcgSNvifMpnsmLkfhrWKKE6YSJV3BFQgTc4m76iq8Th3MJKtptei
https://munisapp.marionfl.org/prod/munis/gas/app/ua/r/mugwc/glcjeinq?Arg=--mutoken&Arg=%2B%2FC6szcsLv9kmAPOkuNRjtgQ8dB5BVsgRvT%2FhF3iq5QhXAuXWjKwXZXi3W%2BN7e%2B%2F
https://munisapp.marionfl.org/prod/munis/gas/app/ua/r/mugwc/glcjeinq?Arg=--mutoken&Arg=6Z5BcvXqwx%2Bl5%2FQvgICaKpC3bLmXG9yEOrPunLHYPVewcU00ND07l84TGVaJT83P
https://munisapp.marionfl.org/prod/munis/gas/app/ua/r/mugwc/glcjeinq?Arg=--mutoken&Arg=DbziCmKseBCiw7E83PhlWIv%2FzAFXkw8%2FrvUaey39cEZIAfhzcf4avnIQ5q%2BG40XO
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  FOR 2025 05                                                                                     JOURNAL DETAIL 2025  5 TO 2025  5

ACCOUNTS FOR: 1074 TOURIST DEVELOPMENT FUND
       ORIGINAL ESTIM REV      ESTIM REV ADJ  REVISED ESTIM REV ACTUAL YTD REVENUE                     REMAINING REVENUE    % COLL

CP155552 548101          PROMO ACT

  2025/05/002848 02/25/2025 POE          60,000.00 VND 001553 PO  2500966  COLLEGE SWIMMIN CSCAA NATIONAL INVITATIONAL CH
  2025/05/002849 02/25/2025 POE          50,000.00 VND 001746 PO  2500967  FLORIDA HIGH SC FHSAA SWIMMING & DIVING STATE
  2025/05/002850 02/25/2025 POE          60,000.00 VND 002059 PO  2500968  CSF AQUATICS    FL SWIMMING FLAGS CHAMPIONSHIP
  2025/05/002851 02/25/2025 POE          50,000.00 VND 002059 PO  2500969  CSF AQUATICS    USA SWIMMING SPEEDO SECTIONALS
  2025/05/002852 02/25/2025 POE         150,000.00 VND 001392 PO  2500970  NATIONAL COLLEG NCEA NATIONAL CHAMPIONSHIPS

1074-55-552-450-45090-155-0000000-0000000-549185-      CHARGES - COST ALLOCATION
               174,198.00               0.00         174,198.00          72,582.50                            101,615.50      41.7%

  2025/05/001642 02/14/2025 GEN          14,516.50 REF        REC COST ALLOCATION/FEB25

1074-55-552-450-45090-155-0000000-0000000-551101-      OFFICE SUPPLIES
                 2,000.00               0.00           2,000.00             314.02                              1,685.98      15.7%

1074-55-552-450-45090-155-0000000-0000000-552101-      GASOLINE, OIL & LUBRICANTS
                 4,000.00               0.00           4,000.00             352.67                              3,647.33       8.8%

  2025/05/000076 02/03/2025 WOJ              59.77 REF fuel   FUEL-4162
  2025/05/001864 02/17/2025 WOJ              62.05 REF fuel   FUEL-4680
  2025/05/002697 02/24/2025 WOJ              18.84 REF fuel   FUEL-4837

1074-55-552-450-45090-155-0000000-0000000-552106-      COMPUTER SOFTWARE
                25,055.00               0.00          25,055.00          15,510.24                              5,873.15      76.6%

  2025/05/001743 02/13/2025 API           1,685.61 VND 500685 PO  2500734  INSIGHT PUBLIC  10522812: UPGRADE TO G5 AND F3      84002
  2025/05/001743 02/13/2025 POL          -1,685.61 VND 500685 PO  2500734  INSIGHT PUBLIC  10522812: UPGRADE TO G5 AN2025
  2025/05/001269 02/11/2025 API           4,285.30 VND 500685 PO  2500835  INSIGHT PUBLIC  10522812: ADOBE RENEWAL             83766
  2025/05/001269 02/11/2025 POL          -4,285.30 VND 500685 PO  2500835  INSIGHT PUBLIC  10522812: ADOBE RENEWAL   2025

1074-55-552-450-45090-155-0000000-0000000-552108-      OPERATING SUPPLIES
                 7,500.00               0.00           7,500.00           1,210.85                              6,289.15      16.1%

  2025/05/002201 02/11/2025 API              30.97 VND 001556 PO           AMAZON MARKETPL ENVELOPES, IPHONE CHARGERS, ST
  2025/05/002986 02/21/2025 API              25.77 VND 001556 PO           AMAZON MARKETPL BRANDED HATS, TABLE SKIRT USED
  2025/05/002986 02/21/2025 API              99.50 VND 001556 PO           AMAZON MARKETPL OFFICE CHAIR
  2025/05/002986 02/21/2025 API             265.98 VND 001556 PO           AMAZON MARKETPL STANDING DESK CONVERTER

1074-55-552-450-45090-155-0000000-0000000-552116-      OPER SUPPLIES - COMP HARDWARE
                11,500.00               0.00          11,500.00           5,225.90                              6,274.10      45.4%

75

https://munisapp.marionfl.org/prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=MbxI5vUtYz8LsEBFAcK6eSe4bHT5N1y9PDHXiiTROUsIJ3e5azWJwEoeJlGfM%2F13
https://munisapp.marionfl.org/prod/munis/gas/app/ua/r/mugwc/glcjeinq?Arg=--mutoken&Arg=7jKIsmF8Ff1cR4sUAkLy5qsKPD0Dkl8v3KeBW%2FONLjREDzmegy%2B0hmQRfFvcEk9f
https://munisapp.marionfl.org/prod/munis/gas/app/ua/r/mugwc/glcjeinq?Arg=--mutoken&Arg=UHqZij2IHz%2FbL6n5QlBG3uYheEgsgTGNWHLKL0m%2B99etMUJBrEhjbKczUtvLP67n
https://munisapp.marionfl.org/prod/munis/gas/app/ua/r/mugwc/glcjeinq?Arg=--mutoken&Arg=i80evr0ee29T5xslvm1XmOhMEtIw3eb5U1qe%2FVexGAzVzj%2F7QYdaINdnWsi%2BAye%2F
https://munisapp.marionfl.org/prod/munis/gas/app/ua/r/mugwc/glcjeinq?Arg=--mutoken&Arg=k0mWbgkp6vGQb4Y3NVYpr%2BQOw4%2BkG8kHzkyigdp%2FYwERxpCRdVXdjdmbtza%2FQ6kl
https://munisapp.marionfl.org/prod/munis/gas/app/ua/r/mugwc/glcjeinq?Arg=--mutoken&Arg=gX4Ukj4npXQ5IY7QWcGQznFLEajqfTOiMJAl%2Bu2LZYs2o8n4l%2F9Kl6kCsZDXGKHK
https://munisapp.marionfl.org/prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=FWkyDrdxo4SrPDxp8NdRM%2BaE4HeDIko%2FyMBUCGuTtJfTINWTFYd%2BatDcDeEkUwAy
https://munisapp.marionfl.org/prod/munis/gas/app/ua/r/mugwc/glcjeinq?Arg=--mutoken&Arg=rjlX7bx%2BD9CqoEO5jeH0%2BBrLEwktHSCeRvOrKCSb6woZruKroc9l9DXHVJSXEvfP
https://munisapp.marionfl.org/prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=NmUU3zxQvtJP122%2FknEobgrjC1jH8yMFb%2FdJc1VFz4GMG8EesDuUXd6qyZWSfsrR
https://munisapp.marionfl.org/prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=qz7ubUTsRevpT4R4OKl7E80g1toC1f6mS6eqN%2BUwCKxMPh9ynGcDd7j71%2BJ7NuKz
https://munisapp.marionfl.org/prod/munis/gas/app/ua/r/mugwc/glcjeinq?Arg=--mutoken&Arg=GCU%2FcPltZb5YrnaUZ7P2oMrX8yDSNCCDHN5CbiN%2FcIqvv2VgaXFqXHgZOUx81dt5
https://munisapp.marionfl.org/prod/munis/gas/app/ua/r/mugwc/glcjeinq?Arg=--mutoken&Arg=xyfOAga2cy0n1wCklAtJz5I21o2oxoPKcJPYHCVQwMpR7QldagXJs8e9bd%2Bgh6pW
https://munisapp.marionfl.org/prod/munis/gas/app/ua/r/mugwc/glcjeinq?Arg=--mutoken&Arg=NwNDMd6ocR4say6CPehmI8Jl0WYYQ%2FO3YTuesAdDsSiDW36sqt4sfWGWUI7Tu3Dx
https://munisapp.marionfl.org/prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=FIgRAV%2Bq03US4iAB3ZMcoZtc3BuVeTq05%2BjAXTc3fzwN4GunxRRrXPtpBk%2BgFG5p
https://munisapp.marionfl.org/prod/munis/gas/app/ua/r/mugwc/glcjeinq?Arg=--mutoken&Arg=ZExFev8AHCqNburSJr3RxvOo1ne2p1tYogEYzFqHsQuM1OueutGNC7t%2Bcfe7u3CU
https://munisapp.marionfl.org/prod/munis/gas/app/ua/r/mugwc/glcjeinq?Arg=--mutoken&Arg=NHDZaMRXPIPfA%2Fdi8LJKfQOY7W%2BROH1RtxayaOHJsE1rpYVrUE9jLzTQwXSE6LLB
https://munisapp.marionfl.org/prod/munis/gas/app/ua/r/mugwc/glcjeinq?Arg=--mutoken&Arg=ji%2BYmzjFjJ1rQVsF7l5VYTNFD%2Bxb8AfJ69NREZUzFckuHEzb7GWLPxhTWi%2F7u3QN
https://munisapp.marionfl.org/prod/munis/gas/app/ua/r/mugwc/glcjeinq?Arg=--mutoken&Arg=m%2BSeWsqzUDjzW%2FfN%2BP62twbHvYwH8WslZ2HcaklhRAXxR0Er5oxXQJrga5D1rOmS
https://munisapp.marionfl.org/prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=Lr4pR08vThFn7PMT9o1GuAR%2BPBGYy34oJ%2Fn7gTlMxfYZsWmxlUOMuOIhLqFPpoiO
https://munisapp.marionfl.org/prod/munis/gas/app/ua/r/mugwc/glcjeinq?Arg=--mutoken&Arg=0JY5uke6CVt0uz6JMrj%2BVgepBxZYweBqF9YJKibif723FIgiCY6B7JAGHHFcqOrf
https://munisapp.marionfl.org/prod/munis/gas/app/ua/r/mugwc/glcjeinq?Arg=--mutoken&Arg=GhYPxhJ2YS%2FoMdLyHbjeQwdvzwMV8itl8GPtG1HE3nvb5PIMD3f2NZG0erKAzHYH
https://munisapp.marionfl.org/prod/munis/gas/app/ua/r/mugwc/glcjeinq?Arg=--mutoken&Arg=IVvoiNgfhcIYPBzhotJPWKNn15aU7lZFJEtNizB46pgkJTlmFbBPmFvGzSl%2Ff%2BV3
https://munisapp.marionfl.org/prod/munis/gas/app/ua/r/mugwc/glcjeinq?Arg=--mutoken&Arg=vn3kWDCYvydaNVGjZnA6k1dW%2FpFxg0MXx5bZL8vKz3R%2BNNSXqEJITT8Q2UndvwE0
https://munisapp.marionfl.org/prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=SKVaM9Z2AwYdCVSbvJ4AgGRyqw5g1Lfz8W8tUIVsfIo%2F1D1hQNBeuBXbWFtaCJZa
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  FOR 2025 05                                                                                     JOURNAL DETAIL 2025  5 TO 2025  5

ACCOUNTS FOR: 1074 TOURIST DEVELOPMENT FUND
       ORIGINAL ESTIM REV      ESTIM REV ADJ  REVISED ESTIM REV ACTUAL YTD REVENUE                     REMAINING REVENUE    % COLL

1074-55-552-450-45090-155-0000000-0000000-552257-      PARTS - VEHICLE / EQUIPMENT
                 3,000.00               0.00           3,000.00              89.19                              2,910.81       3.0%

  2025/05/001602 02/13/2025 WOJ               5.75 REF rm jan 269701
  2025/05/001602 02/13/2025 WOJ               5.75 REF rm jan 269878
  2025/05/003321 02/27/2025 WOJ              25.94 REF rmfeb  272303
  2025/05/003321 02/27/2025 WOJ               6.90 REF rmfeb  272308
  2025/05/003321 02/27/2025 WOJ               6.90 REF rmfeb  273077
  2025/05/003321 02/27/2025 WOJ               6.90 REF rmfeb  274294

1074-55-552-450-45090-155-0000000-0000000-554101-      BOOKS, PUBS & SUBSCRIPTIONS
                49,104.00               0.00          49,104.00          20,419.88                             28,684.12      41.6%

1074-55-552-450-45090-155-0000000-0000000-554201-      DUES & MEMBERSHIPS
                29,704.00           6,025.00          35,729.00          16,861.00                             18,868.00      47.2%

  2025/05/003689 02/27/2025 API             350.00 VND 999999 PO           PCARD ONE TIME  ANNUAL DMO ASSOCIATE DUES, 04/

1074-55-552-450-45090-155-0000000-0000000-555501-      TRAINING & EDUCATION
                76,530.00               0.00          76,530.00          10,014.17                             66,515.83      13.1%

  2025/05/001751 02/13/2025 API              34.17 VND 002444 PO           FLYNN MARY      BOOKS FOR LEADERSHIP PROGRAM        83994
  2025/05/002209 02/12/2025 API             660.00 VND 999999 PO           PCARD ONE TIME  FL TOURISM REGISTRATIONS FOR A
  2025/05/002211 02/13/2025 API             540.00 VND 999999 PO           PCARD ONE TIME  REGISTRATIONS FOR J HELLER AND

1074-55-552-450-45090-155-0000000-0000000-563102-      IMPROVE - CIP
             6,786,423.00               0.00       6,786,423.00       2,447,046.18                          2,994,428.99      55.9%

  2025/05/002239 02/18/2025 API          47,829.08 VND 500704 PO  2400721  KIMLEY HORN AND CONSTRUCTION SUPPORT SVCS-SOUT      84124
  2025/05/002239 02/18/2025 POL         -47,829.08 VND 500704 PO  2400721  KIMLEY HORN AND CONSTRUCTION SUPPORT SVCS-2024
  2025/05/001298 02/07/2025 API         918,078.37 VND 203811 PO  2400722  COMMERCIAL INDU CONSTRUCTION/INSTALL AESTHETIC      83830
  2025/05/001298 02/07/2025 POL        -918,078.37 VND 203811 PO  2400722  COMMERCIAL INDU CONSTRUCTION/INSTALL AESTH2024

1074-55-552-450-45090-155-0000000-0000000-564102-      MACHINERY & EQUIPMENT - CIP
                 1,259.00               0.00           1,259.00               0.00                              1,259.00        .0%

1074-55-552-450-45090-155-0000000-0000000-568102-      INTANGIBLE SOFTWARE - CIP
                 3,462.00               0.00           3,462.00               0.00                                 -0.06     100.0%

1074-55-552-450-45090-155-0000000-0000000-599101-      RESERVE FOR CONTINGENCIES
               446,865.00        -446,865.00               0.00               0.00                                  0.00        .0%
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https://munisapp.marionfl.org/prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=ss4bhajHXBfrrTviSMSNGCWyL%2FUIQZFpijqPr93Dqei8K7xhcxifbCnySD6EV6CB
https://munisapp.marionfl.org/prod/munis/gas/app/ua/r/mugwc/glcjeinq?Arg=--mutoken&Arg=kakNiZw6AwSvMMQhxgSpqSUCq0nDeMPdtqfJA8HLTPn4i2MOvLl4MhIZoTvvWJjs
https://munisapp.marionfl.org/prod/munis/gas/app/ua/r/mugwc/glcjeinq?Arg=--mutoken&Arg=GRV8HsCmC1y8gSMmWwJyVVKAlhaCvJkMDFrlVI6ELxnmyD0bC%2BGlOf8Gx9%2Fb49jg
https://munisapp.marionfl.org/prod/munis/gas/app/ua/r/mugwc/glcjeinq?Arg=--mutoken&Arg=gLentxhbyHB%2BYz72J%2BNKK2Epzb3FKk0yDXnv7HJN0Ccgtwqoc49sGkk3gnlY1RSz
https://munisapp.marionfl.org/prod/munis/gas/app/ua/r/mugwc/glcjeinq?Arg=--mutoken&Arg=eR4k%2FeTMaCyVC14iHouGsjtlPFKji%2FB5wnvKApD0%2FsjGpBcES8aBV4jLnHyK5yNi
https://munisapp.marionfl.org/prod/munis/gas/app/ua/r/mugwc/glcjeinq?Arg=--mutoken&Arg=WXgfipUniKHbGbjOU82hcdnPR8iaHDXcinUA%2B5Bxt%2BLW74BzyZt%2B4o9MOtV0aKW9
https://munisapp.marionfl.org/prod/munis/gas/app/ua/r/mugwc/glcjeinq?Arg=--mutoken&Arg=xB%2FpXHPwO%2FFqCr50walHnY%2B26C%2B1wAVfhRkC8KWvs8RrjsLrIGrODb6ZE8ZAjl%2Ff
https://munisapp.marionfl.org/prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=4CXhzq7ti0lKx%2Fa8UbknPPp%2BTbvLaweYgtv6gS2Od0hzmEnOJiP7%2FNC88CChfBYH
https://munisapp.marionfl.org/prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=T3y9XvowBKKvIY%2BYSmguwIV%2BUr4gXAhGlr1Vs18HbsZOxZZYq%2FWw36k9corcw80W
https://munisapp.marionfl.org/prod/munis/gas/app/ua/r/mugwc/glcjeinq?Arg=--mutoken&Arg=TBKEeVIfOfcYsILgvrvzrg%2Bavr1HD5WsgdyM5CpTnLWqWiXQsQm%2F47i6xLCcAZ%2F4
https://munisapp.marionfl.org/prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=7Gk0zm6cHo2XN%2B3%2BpNsGN5jXIJVx61kOZJUska%2FAROKsjbm4uoo7b0T2oZ2NnKmI
https://munisapp.marionfl.org/prod/munis/gas/app/ua/r/mugwc/glcjeinq?Arg=--mutoken&Arg=LvDULnVQ5ssHth8dFEvT%2BVfxehKoOjqe4Of9KHEUkf8jpNcFSDVttLsqDWBpWfF5
https://munisapp.marionfl.org/prod/munis/gas/app/ua/r/mugwc/glcjeinq?Arg=--mutoken&Arg=FsLCGI8VsoZwjFA567uN8Ye%2B8h0JY%2F7NRshJO0qaSGsmXf8h6SjFN%2FF4RAKdYkR0
https://munisapp.marionfl.org/prod/munis/gas/app/ua/r/mugwc/glcjeinq?Arg=--mutoken&Arg=D%2Bne%2BxKezUDt%2BEc%2Focs7EjXotR9PalXT%2FxrZsA7uRiodD4GV0Gx8FFDnvajGafbQ
https://munisapp.marionfl.org/prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=97YlI%2Bp7seMr6LR%2FJTol3A2w%2FPO3pSfFuM3apEuwerC5kyr8Tn0OctPAePWDjjJR
https://munisapp.marionfl.org/prod/munis/gas/app/ua/r/mugwc/glcjeinq?Arg=--mutoken&Arg=rYLetEcopN5kCqxroSIrARyDAQkK92ufD%2FdLtaQu2hk4aYq%2BJ6QnMHEPorSWsRT6
https://munisapp.marionfl.org/prod/munis/gas/app/ua/r/mugwc/glcjeinq?Arg=--mutoken&Arg=2hJVrLW74CgrqdDyISp%2Bu85WnvNzqLOlvTO3MwKrR5%2Ft0YM5viS1PwHv4chFr0OQ
https://munisapp.marionfl.org/prod/munis/gas/app/ua/r/mugwc/glcjeinq?Arg=--mutoken&Arg=9VdnGYvWGhahxpatYQe0I72H0%2FkwqQ%2FIjEWrn3UBX5Z6hMS%2Bp55PXmnFciQUCu0m
https://munisapp.marionfl.org/prod/munis/gas/app/ua/r/mugwc/glcjeinq?Arg=--mutoken&Arg=NM%2FgUHswAF1g%2B%2Fegz5BFqqv4gRUHpbralNg9pDyo4jmdKHfwmSrLktcU20fuNoHg
https://munisapp.marionfl.org/prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=uPKCbIQbk1r9r2QvV376K0T9kPYr8If0S4XtFCC1kmCv95MKNXH4OFyub2OIU7qG
https://munisapp.marionfl.org/prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=DrALymd%2BSQjZ3pCDZS2s60jCXvnKMGiEBqazSDoRJITrNtsMrOgNyh%2Bke60VOUX8
https://munisapp.marionfl.org/prod/munis/gas/app/ua/r/mugwc/glactinq?Arg=--mutoken&Arg=ooopfukkiwnb79eIcjhG0YT4t8%2FSyEU6d%2FZ%2FYmvPIiStb05mHQGJ92Tj3xPSKOXC
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  FOR 2025 05                                                                                     JOURNAL DETAIL 2025  5 TO 2025  5

ACCOUNTS FOR: 1074 TOURIST DEVELOPMENT FUND
       ORIGINAL ESTIM REV      ESTIM REV ADJ  REVISED ESTIM REV ACTUAL YTD REVENUE                     REMAINING REVENUE    % COLL

1074-55-552-450-45090-155-0000000-0000000-599199-      RESERVE FOR CASH CARRY FORWARD
             1,150,000.00               0.00       1,150,000.00               0.00                          1,150,000.00        .0%

     TOTAL TOURIST DEVELOPMENT FUND      
            14,882,524.00        -500,000.00      14,382,524.00       3,596,250.14                          7,273,270.13      25.0%

                     TOTAL EXPENSES
            14,882,524.00        -500,000.00      14,382,524.00       3,596,250.14                          7,273,270.13
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  FOR 2025 05                                                                                     JOURNAL DETAIL 2025  5 TO 2025  5

 
       ORIGINAL ESTIM REV      ESTIM REV ADJ  REVISED ESTIM REV ACTUAL YTD REVENUE                     REMAINING REVENUE    % COLL

                        GRAND TOTAL
            14,882,524.00        -500,000.00      14,382,524.00       3,596,250.14                          7,273,270.13      25.0%

                                          ** END OF REPORT - Generated by Wheeler, Sky **                                           

78



Marion County

Tourist Development Council

Agenda Item

File No.: 2025-18551 Agenda Date: 3/28/2025 Agenda No.:

SUBJECT:
MOTION:  TDC Chairman/Vice-Chairman Vote

DESCRIPTION/BACKGROUND:
Annual Chairman/Vice-Chairman vote by ballot.

Marion County Printed on 3/21/2025Page 1 of 1
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Marion County

Tourist Development Council

Agenda Item

File No.: 2025-18552 Agenda Date: 3/28/2025 Agenda No.:

SUBJECT:
MOTION:  Gateway Signage Update, Kimley-Horn

DESCRIPTION/BACKGROUND:
Recommended Action: To provide direction regarding the Gateway Signage Update presented by
Kimley-Horn.

Marion County Printed on 3/21/2025Page 1 of 1
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Marion County

Tourist Development Council

Agenda Item

File No.: 2025-18583 Agenda Date: 3/28/2025 Agenda No.:

SUBJECT:
Reminder: Marion County Day - March 29th at McPherson Complex and Marion at the Capitol -
April 10th in Tallahassee

DESCRIPTION/BACKGROUND:
Information only.

Marion County Printed on 3/21/2025Page 1 of 1
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Marion County

Tourist Development Council

Agenda Item

File No.: 2025-18553 Agenda Date: 3/28/2025 Agenda No.:

SUBJECT:
Fiscal Year 2025 Event Funding Allocations

DESCRIPTION/BACKGROUND:
Information only.

Marion County Printed on 3/21/2025Page 1 of 1
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FY 24-25Bid Fee Allocations

Event Proposed Funding Approved Funding Expended Funding 
AJGA Billy Horschel Junior Championships* $10,000.00 $10,000.00 $0.00
FHSAA Swimming & Diving State Championships $50,000.00 $50,000.00 $50,000.00
Kayak Adventure Series $17,000.00 $17,000.00 $17,000.00
Florida Swimming FLAGS Spring Championship $15,000.00 $15,000.00 $15,000.00
CSCAA National Invitational Championship $30,000.00 $30,000.00 $30,000.00
NCEA National Championships $50,000.00 $50,000.00
USA Swimming Speedo Sectionals $25,000.00 $25,000.00
Florida Swimming FLAGS Championship $30,000.00 $30,000.00
Florida Swimming Senior Championships $20,000.00 $20,000.00
YMCA National Long Course Championship $33,000.00 $33,000.00
Cal Ripken Rookie World Series $5,000.00
Babe Ruth 16-18 World Series $50,000.00
USA Swimming Futures Meet $25,000.00
MLF Heavy Hitters ** $75,000.00

Budgeted amount 
Available to Fund Bid Fee Events 

 

TDC approved higher funding
Event canceled due to Hurricane Milton
Planner fell short on deliverables

$500,000.00
$75,000.00
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FY 24-25 Room Night Generating Event Funding Allocations

Event Proposed Funding Approved Funding Expended Funding 
NMRA Sunshine Region Convention* 1,400.00$                  1,400.00$                   -$                             
Grandview Fall Fun Draft Horse Show* 10,010.00$                10,010.00$                 -$                             
Ocala International Horse Show 25,000.00$                25,000.00$                 16,275.00$                 
Fiddler's Turkey Run 5,040.00$                  5,040.00$                   3,900.00$                   
HITS Ocala Holiday Series 25,000.00$                25,000.00$                 25,000.00$                 
HITS Post Time Farm Premier 25,000.00$                25,000.00$                 25,000.00$                 
JVC Nike First in Show 25,000.00$                25,000.00$                 25,000.00$                 
HITS Ocala Winter Circuit Weeks 1-5 25,000.00$                37,500.00$                 
The Sun Conference Swimming and Diving Championships 8,400.00$                  8,400.00$                   
HITS Ocala Winter Circuit Weeks 6-10 25,000.00$                37,500.00$                 
JVC Nike Winner’s Circle Volleyball Tournament 10,010.00$                10,010.00$                 
FACAP 47th Annual Seminar 3,500.00$                  3,500.00$                   
Rock the Country 50,000.00$                50,000.00$                 
Live Oak International 18,200.00$                18,200.00$                 
Grandview Invitational 19,600.00$                19,600.00$                 
Grandview World Nights 22,400.00$                22,400.00$                 
Cal Ripken T-Ball/Rookie B State Tournament 10,500.00$                
Dixie Softball State Tournament 12,012.00$                

Budgeted Amount 
Available to Fund Room Night Generating Events 

TDC approved higher funding
Event canceled due to Hurricane Milton
Event planner fell short on deliverables

$5,203.00
$330,000.00
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Marion County

Tourist Development Council

Agenda Item

File No.: 2025-18554 Agenda Date: 3/28/2025 Agenda No.:

SUBJECT:
MOTION:  Cal Ripken T-Ball/Rookie B State Tournament - $10,500 (Room Night Generating
Events Funding)

DESCRIPTION/BACKGROUND:
Recommended Action: Motion to approve funding for the Cal Ripken T-Ball/Rookie B State
Tournament for recommendation to the Marion County Board of County Commissioners.

Marion County Printed on 3/21/2025Page 1 of 1

powered by Legistar™ 85

http://www.legistar.com/


  

REPEAT EVENT 

EVENT DATES:  
June 5-8, 2025 

EVENT LOCATION:  Rotary Sportsplex 

  

Funding Program: Room Night Generating Event Funding (Rev. 06-2023) 

 

EVENT INFORMATION: FINANCIALS: 

Event Name: Cal Ripken T-Ball/Rookie B State Tournament 
Organization: Rotary Sportsplex – Cal Ripken Baseball Inc. 

Requested Amount: $10,500 
Eligible Funding/Staff Recommendation: $10,500* 
Business Sales (Total): $1,078,606 
Total ROI: 158% 
Anticipated Attendance (Total): 1,820 
Anticipated Room Nights (Total): 750 
Average Occupancy Rate for Period:  
 80.8% (2024) 
 67.3% (2023) 

*Funding is awarded $14/room night 

 Use of Funds:  facility rental fee, tournament sanctioning fee, umpires, marketing materials, baseballs 
 

 Event Description:   
This tournament will be a state championship for all T-ball and Rookie “B-Teams” totaling about 45-55 
teams.  Each age group will have a separate tournament to award the state champion.    
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Industry Attendees Organizer Media/Sponsors Total

  Lodging $157,513 $0 $0 $157,513

  Transportation $73,926 $1,005 $95 $75,026

  Food & Beverage $218,914 $39,967 $0 $258,881

  Retail $132,949 $0 $0 $132,949

  Recreation $73,259 $0 $0 $73,259

  Space Rental $0 $18,142 $0 $18,142

  Business Services $0 $24,083 $54 $24,136

  TOTAL $656,561 $83,196 $149 $739,907

Event Parameters Key Results
Event Name: Cal Ripken T-Ball/Rookie B State 

Championship
Business Sales (Direct): $739,907

Organization: Cal Ripken Baseball Business Sales (Total): $1,078,606

Event Type: Youth Amateur Jobs Supported (Direct): 253

Start Date: 6/5/2025 Jobs Supported (Total): 288

End Date: 6/8/2025 Local Taxes (Total): $27,042

Overnight Attendees: 1183 Net Direct Tax ROI: $12,149

Day Attendees: 637 Estimated Room Demand: 1,050

Direct Business Sales

Event Impact Summary
Destination: Ocala/Marion County Visitors & Convention Bureau

Destinations International Event Impact Calculator 3/17/2025 3:22:14 PM
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Economic Impact Details
                               Direct                          Indirect/Induced Total

Business Sales $739,907 $338,699 $1,078,606

Personal Income $233,981 $87,608 $321,588

Jobs Supported

        Persons 253 35 288

        Annual FTEs 8 1 10

Taxes and Assessments

      Federal Total $65,371 $27,701 $93,072

State Total $50,537 $10,771 $61,308

            sales $38,107 $5,080 $43,187

            income $0 $0 $0

            bed $0 - $0

            other $12,431 $5,690 $18,121

      Local Total (excl. property) $22,649 $4,393 $27,042

            sales $9,527 $1,270 $10,797

            income $0 $0 $0

            bed $6,301 - $6,301

            per room charge $0 - $0

            tourism district $0 - $0

            restaurant $0 $0 $0

            other $6,822 $3,123 $9,945

      property tax $13,423 $3,970 $17,393

Event Return on Investment (ROI)

Estimated Room Demand Metrics
Room Nights (total) 1,050

Room Pickup (block only) 750

Peak Rooms 320

Total Visitor Days 4,196

Event Name: Cal Ripken T-Ball/Rookie B State Championship 2025

Event Impact Details
Destination: Ocala/Marion County Visitors & Convention Bureau

Organization: Cal Ripken Baseball

Direct local tax ROI (net property taxes)

      Direct Tax Receipts $22,649

      DMO Hosting Costs $10,500

      Direct ROI $12,149

      Net Present Value $12,149

      Direct ROI (%) 116%

Total local tax ROI (net property taxes)

      Total Local Tax Receipts $27,042

      Total ROI $16,542

      Net Present Value $16,542

      Total ROI (%) 158%

Destinations International Event Impact Calculator 3/17/2025 3:22:14 PM
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Marion County

Tourist Development Council

Agenda Item

File No.: 2025-18555 Agenda Date: 3/28/2025 Agenda No.:

SUBJECT:
MOTION:  Dixie Softball State Tournament - $12,012 (Room Night Generating Events Funding)
..Body

DESCRIPTION/BACKGROUND:
Recommended Action: Motion to approve funding for the Dixie Softball State Tournament for
recommendation to the Marion County Board of County Commissioners.
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REPEAT EVENT 

EVENT DATES:  
June 25-29, 2025 

EVENT LOCATION:  Belleview Sportsplex 

  

Funding Program: Room Night Generating Event Funding (Rev. 06-2023) 

 

EVENT INFORMATION: FINANCIALS: 

Event Name: Dixie Softball State Tournament 
Organization: Belleview Girls Softball Association, Inc. 

Requested Amount: $12,012 
Eligible Funding/Staff Recommendation: $12,012* 
Business Sales (Total): $1,697,760 
Total ROI: 268% 
Anticipated Attendance (Total): 2,600 
Anticipated Room Nights (Total): 858 
Average Occupancy Rate for Period:  
 61.8% (2024) 
 63.2% (2023) 

*Funding is awarded $14/room night 

 Funding History: 
o 2019 - $10,000 
o 2021 - $9,265 

 

 Use of Funds:  facility rental fee, tournament sanctioning fee, umpires, marketing materials, softballs, 
security, advertising 
 

 Event Description:   
The Dixie Softball State Tournament will consist of 25-30 teams ages 5-19 over 8 different classifications.  
The winners of each bracket will qualify for the Dixie Softball World Series.   
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Industry Attendees Organizer Media/Sponsors Total

  Lodging $276,391 $0 $0 $276,391

  Transportation $118,256 $1,822 $162 $120,239

  Food & Beverage $348,734 $45,070 $0 $393,804

  Retail $211,508 $0 $0 $211,508

  Recreation $117,120 $0 $0 $117,120

  Space Rental $0 $20,458 $0 $20,458

  Business Services $0 $27,414 $91 $27,505

  TOTAL $1,072,009 $94,764 $253 $1,167,026

Event Parameters Key Results
Event Name: Dixie Softball State Championships Business Sales (Direct): $1,167,026

Organization: Belleview Girls Softball Association, Inc. Business Sales (Total): $1,697,760

Event Type: Youth Amateur Jobs Supported (Direct): 351

Start Date: 6/25/2025 Jobs Supported (Total): 399

End Date: 6/29/2025 Local Taxes (Total): $44,171

Overnight Attendees: 1584 Net Direct Tax ROI: $25,275

Day Attendees: 1056 Estimated Room Demand: 1,843

Direct Business Sales

Event Impact Summary
Destination: Ocala/Marion County Visitors & Convention Bureau

Destinations International Event Impact Calculator 3/18/2025 11:26:09 AM
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Economic Impact Details
                               Direct                          Indirect/Induced Total

Business Sales $1,167,026 $530,735 $1,697,760

Personal Income $367,735 $137,307 $505,043

Jobs Supported

        Persons 351 48 399

        Annual FTEs 13 2 15

Taxes and Assessments

      Federal Total $102,957 $43,410 $146,368

State Total $81,489 $16,877 $98,366

            sales $61,883 $7,961 $69,844

            income $0 $0 $0

            bed $0 - $0

            other $19,606 $8,916 $28,523

      Local Total (excl. property) $37,287 $6,884 $44,171

            sales $15,471 $1,990 $17,461

            income $0 $0 $0

            bed $11,056 - $11,056

            per room charge $0 - $0

            tourism district $0 - $0

            restaurant $0 $0 $0

            other $10,760 $4,894 $15,654

      property tax $21,171 $6,206 $27,377

Event Return on Investment (ROI)

Estimated Room Demand Metrics
Room Nights (total) 1,843

Room Pickup (block only) 858

Peak Rooms 480

Total Visitor Days 6,714

Event Name: Dixie Softball State Championships 2025

Event Impact Details
Destination: Ocala/Marion County Visitors & Convention Bureau

Organization: Belleview Girls Softball Association, Inc.

Direct local tax ROI (net property taxes)

      Direct Tax Receipts $37,287

      DMO Hosting Costs $12,012

      Direct ROI $25,275

      Net Present Value $25,275

      Direct ROI (%) 210%

Total local tax ROI (net property taxes)

      Total Local Tax Receipts $44,171

      Total ROI $32,159

      Net Present Value $32,159

      Total ROI (%) 268%

Destinations International Event Impact Calculator 3/18/2025 11:26:09 AM
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Marion County

Tourist Development Council

Agenda Item

File No.: 2025-18557 Agenda Date: 3/28/2025 Agenda No.:

SUBJECT:
Update on Funding Programs

DESCRIPTION/BACKGROUND:
Information only.
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Marion County

Tourist Development Council

Agenda Item

File No.: 2025-18558 Agenda Date: 3/28/2025 Agenda No.:

SUBJECT:
PRESENTATION:  Quarterly Economic Impact/Visitor Tracking Report - October - December
Data

DESCRIPTION/BACKGROUND:
Information only.
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OCALA/MARION 
COUNTY VCB
Economic Impact Study & 
Visitor Tracking Report
Oct-Dec 2024
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STUDY OBJECTIVES: VISITOR JOURNEY

2
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METHODOLOGY

3

Visitor Tracking Study
» Interviews were completed in person and online 

with 762 visitors at local hotels, attractions, and 
events between October 1, 2024 and December 
31, 2024

Partner & Event Involvement
» Appleton Museum of Art

» KP Hole Park

» Silver Springs State Park

» HDG Hotels

» Hampton Inn and Suites

» Circle Square Cultural Center

» MCA & Brick City Center for the Arts

» Canyon Zipline & Adventure Park

» Santos Bike Shop

» WEC 

» FAST Aquatic Center
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SUMMARY

4
98



VISITOR JOURNEY: ECONOMIC IMPACT
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Oct – Dec 2024 TOURISM SNAPSHOT

2024 vs. 2023

OCCUPANCY

RATE

66.3% $128.54
AVERAGE DAILY 

RATE

12.1%↑

$85.26
REVENUE PER AVAILABLE 

ROOM

» Hurricanes Helene and Milton made landfall In late September and Early October. Hurricane 
evacuees and recovery workers had a strong impact on visitor and lodging metrics in October 
to December 2024.

» There was a return of a longer trip planning cycle as last year, Oct-Dec 2023 was historically a 
shorter trip planning cycle (48 days) compared to the previous year 2022 and the current year, 
2024 which were both averaging a planned trip at 57 days in advance.

» Average Travel party size decreased from 3.0 people in 2023 to 2.7 in 2024.

» Length of stay increased from 3.5 nights in 2023 to 3.8 nights in 2024.

» First time visitation increased from 31% in 2023 to 36% in 2024. 

20.5%↑ 35.0%↑

ROOM 

NIGHTS
TDT 

COLLECTIONS

32.9%↑

322,700

25.7%↑

$1,400,448
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VISITOR & LODGING METRICS

Visitor Statistics1 Oct – Dec 2023 Oct – Dec 2024 Percent Change
Visitors2 344,400 360,800 + 4.8%
Direct Expenditures3 $141,948,600 $166,433,800 + 17.2%
Total Economic Impact $220,020,3004 $250,792,6004 + 14.0%

1  Hurricanes Helene and Milton made landfall In late September and Early October. Hurricane evacuees and 
recover workers had a strong impact on visitor and lodging metrics in October to December 2024.
2 visitation is lagging behind other key metrics due to smaller travel party size as well as fewer visitors in unpaid 
accommodations and day trippers
3 Includes spending for: accommodations, restaurants, entertainment, shopping, transportation, groceries, and 
“other” expenses.
4 Multiplier decreased from 1.55 in Oct-Dec 2023 to 1.51 in Oct-Dec 2024.
5 Lodging figures utilize accommodation metrics from STR, Key Data, and the Florida Department of Business and 
Professional Regulation (DBPR).

Lodging Statistics5 Oct – Dec 2023 Oct – Dec 2024 Percent Change
Occupancy 55.1% 66.3% + 20.5% 
Room Rates $114.69 $128.54 + 12.1% 
RevPAR $63.15 $85.26 + 35.0% 
Room Nights 242,800 322,700 + 32.9% 
TDT Collections $1,114,494 $1,400,448 + 25.7%
Hotel Units 4,547 5,056 + 11.2%
Vacation Rental Units 246 232 - 5.7%
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VISITOR JOURNEY: PRE-VISIT

Pre-Visit
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TRIP PLANNING CYCLE OCT-DEC 2024

» Over half of visitors 
planned their trips to the 
Ocala/Marion County area 
a month or less in advance 
(-10% YoY)

» Visitors planned their trip 
on average of 57 days in 
advance of their visit (48 
days in 2023)

9
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TOP TRIP PLANNING SOURCES OCT-DEC 2024*

*Multiple responses permitted

47% Talk to friends and family
(+11% YoY)

45% Search sites
(No change YoY)

9% Destination social media
(-4% YoY)

7% Hotel/resort website/app
(-2% YoY)

7% Personal social media
(-7% YoY)

5% Online advertisement
(-2% YoY)

 

6% Trip planning website/app
(-5% YoY)
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TOP REASONS FOR VISITING OCT-DEC 2024*

11 *Multiple responses permitted

22% Visit friends/relatives 
(+1% YoY)

23% Attend horse shows, sales, 
events (+6% YoY)

9% Sporting tournament/event
(+1% YoY)

19% Visit area springs
(+4% YoY)

8% Relax/unwind
(-7% YoY)

12% Business or conference
(+7% YoY)
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» 26% of visitors recalled 
advertising about the 
Ocala/Marion County area 
(+4% YoY)

» Over 2 in 3 visitors who recalled 
advertising were influenced by 
this information to visit the area 
which represents 18% of all 
visitors (+1% YoY)

PRE-TRIP RECALL OF ADVERTISING OCT-DEC 2024*

*Advertising efforts mentioned on this slide include VCB’s efforts and the efforts of other organizations.
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14% Billboard
(-2% YoY)

13

31% Online 
Advertisement

(-1% YoY)

13% Print 
Advertisement

(+2% YoY)

SOURCES OF ADVERTISING RECALL OCT-DEC 2024*

*Multiple responses permitted.

Base: 26% of visitors who recalled advertising

13% Magazine/ 
newspaper article

(+3% YoY)

*Advertising efforts mentioned on this slide include VCB’s efforts and the efforts of other organizations.

36% Social media
(-4% YoY)
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VISITOR JOURNEY: TRAVEL PARTY PROFILE

Pre-Visit
Travel Party 

Profile
Trip

Experience
Post Trip 

Evaluation

Economic
Impact on

Destination

14
108



15

REGIONS OF ORIGIN OCT-DEC 2024 

9%

14%

9%3%

4% of visitors traveled to the Ocala/Marion 
County area from outside of the U.S.

61%

Top Origin 
Regions

% Difference 
YoY

Florida +5%

Southeast -1%

Northeast -2%

Midwest -1%

West -1%

International No change
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TOP STATES OF ORIGIN OCT-DEC 2024 

16

3 in 4 visitors traveled to Ocala/Marion 
County from 6 states:

61% Florida (+5% YoY)

5% Georgia (+1% YoY)

3% New York (No change YoY)

2% North Carolina (No change YoY)

2% Ohio (No change YoY)

61%

2% Pennsylvania (No change YoY)
6%

3%

2%

2%

2%

5%
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TOP ORIGIN MARKETS OCT-DEC 2024 

17

17% Orlando – Daytona Beach 
– Melbourne (No change YoY)

6% West Palm Beach – Ft. 
Pierce (+3% YoY)

11% Tampa – St. Petersburg 
(No change YoY)

8% Gainesville
(+2% YoY)

5% Miami – Fort 
Lauderdale (+1% YoY)

7% Jacksonville 
(-1% YoY)
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TRAVEL PARTIES OCT-DEC 2024 

» The typical visitor traveled 
in a party size of 2.7 people 
(3.0 in 2023)

» 35% traveled with at least 
one person under the age 
of 18 (-7% YoY)

18
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VISITOR PROFILE OCT-DEC 2024 

» The typical Ocala/Marion County 
area visitor:

» Is 51 years old (51 in 2023)

» Has a household income of 
$95,000 per year ($77,800 in 
2023)

19
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NEW & RETURNING VISITORS OCT-DEC 2024 

20

» Over 1 in 3 were first-time 
visitors to the 
Ocala/Marion County area 
(+5% YoY)

» Nearly 2 in 10 visitors were 
loyalists, having visited over 
10 times (-4% YoY)
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VISITOR JOURNEY: TRIP EXPERIENCE
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TRANSPORTATION OCT-DEC 2024 

» 79% of visitors drove to 
the Ocala/Marion County 
area (-3% YoY)

» 13% of visitors flew via the 
Orlando International 
Airport (+1% YoY)

22
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VISITOR BEHAVIOR OCT-DEC 2024 

» Typical visitors spent 3.8 nights 
in Ocala/Marion County area* 
(3.5 in 2023)

» Over 2 in 3 visitors were only 
visiting Ocala/Marion County 
during their trip (+7% YoY)

23

*Includes visitors who stayed in paid accommodations, unpaid accommodations and day trippers.
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TOP ACCOMMODATIONS OCT-DEC 2024 

46% Hotel/motel/resort
(+9% YoY)

12% Friends’ or 
relatives’ home

(No change YoY)

24

30% Day tripper
(-2% YoY)

4% Vacation rental home*
(-1% YoY) 

*Includes Airbnb, Vrbo, etc.
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TOP ACTIVITIES DURING VISIT OCT-DEC 2024*

25 *Multiple responses permitted.

65% Dining out
(+19% YoY)

21% Visit area springs
(-2% YoY)

41% Visit family/friends
(+11% YoY)

31% Visit Downtown 
Ocala (+7% YoY)

21% Relax & unwind
(-7% YoY)

23% Attend horse shows, 
sales, events (+1% YoY)

23% Shopping
(No change YoY)
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23%

41%

21%

12%

9%

21%

9%

10%

10%

8%

14%

65%

31%

23%

Visitor Activities

26

ACTIVITIES VS. REASON FOR VISIT OCT-DEC 2024*

*Multiple responses permitted.

23%

22%

19%

12%

9%

8%

5%

5%

5%

5%

5%

4%

3%

3%

Reason for Visiting
Horse-related event

Visit friends/relatives

Visit area springs

Business/conference

Sporting tournament/event

Relax and unwind

Canoeing/kayaking/tubing

Other horse-related events

Special occasion

Special event

Nature/birdwatching

Go to restaurants

Visit Downtown Ocala

Shopping/antiquing 120
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QUADRANT ANALYSIS OCT-DEC 2024 

Done Infrequently & Exceeds 
Expectations

Other horse related activities
Sporting tournament/event
Canoeing, kayaking, tubing

Fishing, hunting, etc.

Done Often & Exceeds 
Expectations

Horse-related event
Visit area springs

Visit friends and family
Visit Downtown Ocala

Nature, environment, etc.

Done Infrequently & Meets 
Expectations

Bars & nightclubs
Art galleries & museums

Biking, hiking, running
Spas
Golf

Attraction

Done Often & Meets Expectations
Shopping, antiquing
Go to restaurants
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TRAVEL PARTY SPENDING OCT-DEC 2024 

28

» Travel parties spent $320 ($324 
in 2023) per day and $1,214 
($1,134 in 2023) during their trip

122



VISITOR JOURNEY: POST-TRIP
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30

VISITOR SATISFACTION OCT-DEC 2024 

» 99% of visitors said their visit met or 
exceeded expectations with 39% 
exceeded expectations (-9% YoY) 

» 94% will recommend Ocala/Marion 
County to a friend (No change YoY)

» 95% will return to Ocala/Marion 
County with 50% saying they will 
definitely return (-18% YoY)
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AREA DESCRIPTIONS OCT-DEC 2024 

“Ocala is Interesting; it’s a small town 
but there is lots to do. The traffic is 

light and people are friendly.”

“Ocala is Great!  We really like the 
vibe of the area. It has pretty rural 

surroundings.”

“Ocala has really nice hiking trails. And 
the natural springs are pretty! It was a 

pleasant place to stay.”
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DETAILED 
FINDINGS
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VISITOR JOURNEY: PRE-VISIT
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TRIP PLANNING CYCLE

34

19%

15%

18%

18%

14%

8%

8%

Less than a week

1 to 3 weeks

A month or so

2 months

3 months

4 to 5 months

6 months or more

» Over half visitors planned their trips to 
the Ocala/Marion County area a month 
or less in advance

» On the other hand, 3 in 10 visitors 
planned their trips at least 3 months in 
advance

» Visitors planned their trip on average 57 
days in advance
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TRIP PLANNING SOURCES*

35

47%

45%

9%

7%

7%

6%

5%

4%

3%

2%

2%

2%

1%

1%

1%

7%

8%

Talk to friends/family
Search engine

Destination social media
Hotel/resort website/app

Personal social media
Trip planning website/app

Online advertisement
Online travel agency

OcalaMarion.com
Airline website/app
Print advertisement

Travel magazines
Travel agent/AAA

Travel sections of newspapers
Travel guides

Other
None

*Multiple responses permitted

» Talking to friends is the top 
planning source for trips to 
Ocala/Marion County

» Over 2 in 5 visitors used a 
search engine (i.e., Google) to 
plan their trip
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REASONS FOR VISITING*

36

23%
22%

19%
12%

9%
8%

5%
5%
5%
5%
5%
4%
3%
3%
2%
2%
2%
1%
1%
1%
1%
1%

7%

Horse-related event
Visit friends/family

Visit area springs
Business/conference

Sporting tournament/event
Relax/unwind

Canoeing/kayaking/tubing
Other horse-related activities

Special occasion
Special event

Nature/birdwatching
Go to restaurants

Visit Downtown Ocala
Shopping/antiquing

Biking/hiking/running
Looking to move here

Attraction
Art galleries/museums/culture

Fishing/hunting
Go to bars/night clubs

Golf/tennis
Spas

Other *Multiple responses permitted.

»  Horse-related events and visiting 
friends and relatives are the top two 
choices for coming, as over 1 in 5 
visitors came to Ocala/Marion 
County for this reason

» Nearly 1 in 5 visitors came to 
Ocala/Marion County for area 
springs
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RECALL OF ADVERTISING*

» Over 1 in 4 visitors recalled advertising 
about the Ocala/Marion County area

» Of the visitors who recalled advertising, 
Over 2 in 3 (represents 18% of all 
visitors) were influenced by this 
information to come to the area

26%

70%

4%

Yes

No

Not sure

Recalled Advertising

*Advertising efforts mentioned on this slide include VCB’s efforts and the efforts of other organizations.
131



38

ADVERTISING SOURCE*

» Over 1 in 3 visitors who recalled 
advertising for the Ocala/Marion County 
area recalled advertisements on social 
media

» Over 3 in 10 visitors recalled online 
advertisements**

36%

31%

14%

13%

13%

12%

9%

8%

7%

4%

1%

3%

Social media

Online advertisement

Billboard

Print advertisement

Magazine/newspaper article

Television

Radio

Video streaming service

Music streaming service

Email advertisements

Blog

Other

Base: 26% of visitors who recalled advertising

** Advertising efforts mentioned on this slide include VCB’s efforts and the efforts of other organizations.

*Multiple responses permitted
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SPONSORED ADVERTISEMENT*

11%

10%

10%

5%

4%

3%

6%

51%

Explore Ocala/Marion County

Hotel, campground, etc.

Attraction

Restaurant

Event Organizer

Chamber of Commerce

Other

Not sure

» Over 1 in 10 visitors who recalled 
advertising for the Ocala/Marion County 
area recall Explore Ocala/Marion 
County as a sponsor of the 
advertisement

» 1 in 10 visitors stated that they recalled 
advertisements sponsored by a hotel, 
campground, etc. or an attraction

Base: 26% of visitors who recalled advertising

*Multiple responses permitted.

Advertising efforts mentioned on this slide include VCB’s efforts and the efforts of other organizations.
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VISITOR GUIDE

3%

6%

3%

86%

2%

Yes - printed

Yes - downloaded online

Both

No

Don't know

» 12% of visitors viewed the print 
and/or online visitor guide

» Usefulness Rating: 8.3 out of 10*

*On a scale from 1 to 10 where 10 is extremely useful and 1 in not useful at all 

134



VISITOR JOURNEY: TRAVEL PARTY PROFILE
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REGION OF ORIGIN

Florida
61%Southeast

14%

Northeast
9%

Midwest
9%

West
3%

Int'l
4%
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TOP ORIGIN STATES

State Percent

Florida 61%

Georgia 5%

New York 3%

Ohio 2%

North Carolina 2%

Pennsylvania 2%

» 3 in 4 visitors came to 
Ocala/Marion County from 6 
states

» Florida and Georgia were key 
origin states for the Ocala/Marion 
County area
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TOP ORIGIN MARKETS

Market Percent

Orlando-Daytona Beach-Melbourne 17%

Tampa-St. Petersburg 11%

Gainesville 8%

Jacksonville 7%

West Palm Beach-Ft. Pierce 6%

Miami-Fort Lauderdale 5%

Atlanta 3%

New York* 3%

Tallahassee-Thomasville 3%

Fort Myers-Naples 2%

» Orlando-Daytona Beach-
Melbourne, Tampa-St. Peterburg, 
and Gainesville were key origin 
markets this quarter

» Florida markets dominated the 
top markets for Ocala/Marion 
County

*New York City includes areas of New York, New Jersey and Connecticut

138



45

TRAVEL PARTIES

» The typical travel party size 
was 2.7 people

» Over a third of travel parties 
included children under the 
age of 18

Did not 
travel with 

children
65%

Travel with 
children

35%
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AGE

1%

14%

32%

34%

19%

Under 20

20 to 34

35 to 49

50 to 65

Over 65

» The median age of visitors to 
the Ocala/Marion County 
area was 51
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HOUSEHOLD INCOME

14%

20%

20%

24%

22%

Less than $50,000

$50,000 - $74,999

$75,000 - $99,999

$100,000 - $149,999

$150,000 or more

» Visitors to the Ocala/Marion 
County area had a median 
household income of 
$95,000 per year

» Over 2 in 5 visitors had 
household incomes over 
$100,000
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GENDER*

Male
46%

Female
54%

» 54% of visitors interviewed 
were female

*This may be influenced by a visitor's 
willingness to take a survey.
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NEW & RETURNING VISITORS

49

36%

21%

15%

9%

6%

12%

1%

1st time

2 – 3

4 – 5

6 – 10

11 – 20

21+

Don’t know

» Over 1 in 3 visitors said this was 
their first time visiting the 
Ocala/Marion County area 

» Nearly 2 in 10 visitors were 
loyalists, having visited over 10 
times
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VISITOR JOURNEY: TRIP EXPERIENCE

Pre-Visit
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VISITOR CENTER

6%

<1%

4%

89%

1%

Yes - Visited

Yes - Called

Both

No

Don't know

» 10% of visitors stopped at the Visitor 
Center

» Usefulness Rating: 8.5 out of 10*

*On a scale from 1 to 10, where service is rated as is a  10 is Excellent and 1 is poor 
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TRANSPORTATION

» 79% of visitors drove to the 
Ocala/Marion County area for 
their trip

» 13% of all visitors used the 
Orlando International Airport

79%

13%

3%

2%

1%

2%

Drove

Orlando International
Airport

Tampa International
Airport

Miami International
Airport

Jacksonville International
Airport

Other
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NIGHTS

» Visitors stayed 3.8 nights in 
Ocala/Marion County*

» Visitors staying in paid 
accommodations stayed 4.5 nights 
in the Ocala/Marion County area

12%

29%

25%

12%

22%

1 night

2 nights

3 nights

4 nights

5+ nights

*Includes visitors who stayed in paid accommodations, unpaid accommodations and day trippers.
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ACCOMMODATIONS

46%

12%

4%

4%

3%

<1%

30%

1%

Hotel/motel

Friends/family home

Vacation rental home

Campground/RV

Personal second home

Bed & Breakfast

Not staying overnight

Other

» Over 2 in 5 visitors stayed 
overnight in a hotel or motel

*Includes Airbnb, Vrbo, etc.
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VISITING OTHER AREAS

» Nearly 1  in 3 visitors were 
also visiting other 
destinations on their trip

Only 
destination

68%

Other areas
32%
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VISITOR ACTIVITIES*
65%

41%
31%

23%
23%

21%
21%

14%
12%

10%
10%
9%
9%
8%
7%
6%

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

7%

Go to restaurants
Visit friends/family

Visit Downtown Ocala
Shopping/antiquing
Horse-related event

Visit area springs
Relax/unwind

Nature/birdwatching
Business/conference

Other horse-related activities
Special occasion

Sporting tournament/event
Canoeing/kayaking/tubing

Special event
Biking/hiking/running

Go to bars/night clubs
Art galleries/museums/culture

Attraction
Golf/tennis

Fishing/hunting
Looking to move here

Spas
Other

*Multiple responses permitted.

» Going to restaurants is the number 
one activity, as nearly 2 in 3 visitors 
went out to eat

» Over 2 in 5 visitors visited friends 
and family

» Nearly 1 in 3 visitors enjoyed 
Downtown Ocala during their visit

» Over 1 in 5 visitors enjoyed the 
shopping in the area during their visit

150



57

VISITOR ACTIVITY RATINGS
69%
68%
65%
64%
63%
59%
49%
48%
46%
46%
45%
45%
43%
39%
37%
37%
33%
27%
27%
22%
17%
15%

30%
31%

35%
36%

37%
40%

51%
51%

54%
53%

55%
53%

57%
61%

63%
63%

66%
73%
73%

78%
82%

84%

1%
1%

<1%
<1%
<1%
1%

<1%
1%

<1%
1%

<1%
2%
<1%
<1%
<1%
<1%
1%

<1%
<1%
<1%
1%
1%

Other horse related activities
Horse-related event

Attend or participate in a sport tournament/event
Canoeing, kayaking, tubing

Special occasion
Visit area springs

Nature, environment, bird watching, etc.
Fishing, hunting, etc.

Visit friends or family
Visit Downtown Ocala

Business, conference, meeting, etc.
Special event

Biking, hiking, running
To relax and unwind

Attractions
Go to restaurants

Visit art galleries, museums, cultural activities
Shopping, antiquing
Bars and night clubs

Looking for a second home/place to retire
Golf, tennis, etc.

Spas

Exceeded expectations Met expectations Did not meet expectations
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23%

41%

21%

12%

9%

21%

9%

10%

10%

8%

14%

65%

31%

23%

Visitor Activities

58

ACTIVITIES VS. REASON FOR VISIT*

*Multiple responses permitted.

23%

22%

19%

12%

9%

8%

5%

5%

5%

5%

5%

4%

3%

3%

Reason for Visiting
Horse-related event

Visit friends/relatives

Visit area springs

Business/conference

Sporting tournament/event

Relax and unwind

Canoeing/kayaking/tubing

Other horse-related events

Special occasion

Special event

Nature/birdwatching

Go to restaurants

Visit Downtown Ocala

Shopping/antiquing 152
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TRAVEL PARTY SPENDING

Daily Spending:
All Visitors

Total Spending:
All Visitors

Accommodations $711 $2701

Restaurants $71 $270
Groceries $20 $75
Shopping $53 $200
Entertainment $34 $129
Transportation $25 $95
Other $46 $175
Total $320 $1,214

1 Includes paid visitors, visitors staying with friends and relatives and day trippers
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VISITOR JOURNEY: POST-TRIP

Pre-Visit
Travel Party 
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Trip
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60
154



61

TRIP EXPERIENCE

39%

61%

<1%

Exceeded

Met

Did not meet
expectations

» Nearly 2 in 5 visitors’ 
expectations were exceeded on 
their visit to the Ocala/Marion 
County area
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RECOMMENDATION

94%

1%

5%

Yes

No

Don't know

» Over 9 in 10 visitors would 
recommend the Ocala/Marion 
County area to others
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LIKELIHOOD OF RETURNING

50%

45%

3%

<1%

2%

Definitely will return

Probably will return

Probably will not return

Definitely will not return

Don’t know

» Nearly all visitors will return to 
the Ocala/Marion County area

» Of visitors who will likely not 
return, a majority state it’s too 
soon to tell if they would come 
back and they prefer a variety 
in vacation spots
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2024 to 2023 
COMPARISONS
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PRE-VISIT

Visitor Metrics Oct – Dec 2023 Oct – Dec 2024

Ocala/Marion County was the only destination 61% 68%

Viewed Visitors Guide 6% 12%

Stopped at Visitors Center 7% 10%

Planned trip a month or less in advance 62% 52%

Average number of days trip was planned in 
advance of it being taken 48 57

Used OcalaMarion.com to plan their trip 6% 3%

Recalled Ocala/Marion County promotions 22% 26%
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PRE-VISIT

Reason for Visiting
Oct – Dec 

2023
Oct – Dec 

2024

Horse-related event 17% 23%

Visit friends/family 21% 22%

Visit area springs 15% 19%

Business meeting/conference 5% 12%

Sporting tournament/event 8% 9%

Relax/unwind 15% 8%

Canoeing/kayaking/tubing 4% 5%

Nature/environment 10% 5%

Special event 7% 5%

Other horse-related activities 5% 5%

Special occasion 3% 5%

Reason for Visiting
Oct – Dec 

2023
Oct – Dec 

2024

Go to restaurants 6% 4%

Visit Downtown Ocala 7% 3%

Shopping 6% 3%

Looking for a second home/place to 
retire 3% 2%

Biking/hiking/running 3% 2%

Attraction 4% 2%

Art galleries/museums/culture 2% 1%

Go to bars/nightclubs 1% 1%

Fishing/hunting 1% 1%

Golf/tennis 1% 1%

Spas 1% 1%

Other 4% 7%
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TRAVEL PARTY PROFILE 

Top Origin Markets
Oct – Dec 

2023
Oct – Dec 

2024
Orlando – Daytona Beach – 
Melbourne 17% 17%

Tampa – St. Petersburg 11% 11%

Gainesville 6% 8%

Jacksonville 8% 7%

West Palm Beach-Ft. Pierce 3% 6%

Miami – Ft. Lauderdale 4% 5%

Atlanta 3% 3%

New York City* 3% 3%

Tallahassee-Thomasville 2% 3%

Top Origin States Oct – Dec 2023 Oct – Dec 2024

Florida 56% 61%

Georgia 4% 5%

New York 3% 3%

Ohio 2% 2%

North Carolina 2% 2%

Pennsylvania 2% 2%

Top Origin Regions Oct – Dec 2023 Oct – Dec 2024

Southeast (includes Florida) 71% 75%

Northeast 11% 9%

Midwest 10% 9%

West 4% 3%

International 4% 4%

*New York City includes areas of New York, New Jersey and Connecticut.
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TRIP EXPERIENCE

Visitor Metrics Oct – Dec 2023 Oct – Dec 2024

Travel party 3.0 2.7

Children <18 42% 35%

Median age 51 51

Estimated median household income $77,800 $95,000

1st time visitor 31% 36%

10+ visits to Ocala/Marion County 22% 18%

Visitor Metrics Oct – Dec 2023 Oct – Dec 2024

Drove 82% 79%

Nights spent 3.5 3.8

Direct expenditures (entire trip) $1,134 $1,214
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TRIP EXPERIENCE

Visitor Activities Oct – Dec 
2023

Oct – Dec 
2024

Go to restaurants 46% 65%

Visit friends or family 30% 41%

Visit Downtown Ocala 24% 31%

Horse-related event 22% 23%

Shopping 23% 23%

Visit area springs 23% 21%

Relax and unwind 28% 21%

Nature/environment 20% 14%

Business meeting/conference 6% 12%

Other horse-related activities 7% 10%

Special occasion 5% 10%

Sporting tournament/event 8% 9%

Visitor Activities Oct – Dec 
2023

Oct – Dec 
2024

Canoeing/kayaking/tubing 9% 9%

Special event 8% 8%

Biking/hiking/running 8% 7%

Go to bar/night clubs 8% 6%

Art galleries/museums/cultural 
events 3% 4%

Attraction 6% 4%

Golf/tennis 7% 4%

Fishing/hunting 4% 3%

Looking for a second 
home/place to retire 4% 2%

Spas 3% 2%

Other 8% 7%
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POST TRIP EVALUATION

Satisfaction Metrics Oct – Dec 2023 Oct-Dec 2024

Visit Met + Exceeded expectations 99% 99%

Will return to Ocala/Marion County 96% 95%

Will recommend Ocala/Marion County 94% 94%
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OCALA/MARION 
COUNTY VCB

Economic Impact Study & 
Visitor Tracking Report

Oct – Dec 2024

Downs & St. Germain Research
850-906-3111 | www.dsg-research.com

contact@dsg-research.com
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The 2025 Travel Trends 
 
General Travel Trends  
General 

• Global gross bookings will grow to $1.61 trillion in 2024 before climbing to $1.72 trillion in 2025, 
with annual growth rates between 6-9% through 2026. (Phocuswright) 

o Insight: This growth pattern is getting back to a more normal growth, leaving behind the 
higher variance changes of 2020-2023   

• 32% of travelers have already booked a trip for 2025. (Hilton) 
• 4 in 5 U.S. adults plan to take a vacation in the next 12 months, a 7% increase from last year 

(MMGY) 
• Travel media newsletters and other subscription-based email content reach people who have 

raised their hand to receive targeted messages. In a world of search result overload and social 
media oversaturation, email has re-emerged as the most effective way to simultaneously build 
brand awareness and track engagement back to bookings. (Skift & Curacity) 

• 56% of travelers intend to be thriftier on their trips and 68% plan on tightening budget planning 
in order to maximize their experiences (Booking.com) 

• Consumers spending more on experiences over things continues to increase (US Dept. of 
Commerce) 

 
Trip Planning 

• More than half (51%) of respondents said that they had been influenced “somewhat” or “a great 
deal” by influencers, compared to 41% by celebrities. (MMGY) 

• Facebook, Instagram, and YouTube most used social media for trip planning (Phocuswright) 
o Facebook and Instagram, by a significant margin, most used social media for sharing their 

trip (Phocuswright) 
• Email has seen significant increase in utilization  

o 94% increase from 2022 to 2024 in preferring email to learn about new destinations 
(Future Partners) 

• For trip planning, the most relied-upon resources remain recommendations from friends and 
family (58%), general search (51%), and online travel agencies (OTAs) (41%). (Phocuswright) 
 

Air Travel 
• Airline loyalty membership grew by 8% in the last year (MMGY) 
• Predicted stabilization in flight prices in 2025 

o There are more routes available, there are more planes flying and there’s more 
competition, which drives down prices. (TravelAge West) 

• 75% of first-class seats are being sold (versus 14% in 2011) instead offered as upgrades 
(SmartFlyer) 
 

Hotels 
• Hotel loyalty program members grew 6% in the last year (MMGY) 
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• Currently, Online Travel Agencies (OTAs) responsible for the largest amount of hotel bookings, 
but direct bookings expected to overtake OTAs by 2030 (Skift) 

• One-third of Gen Zers say their perception of all-inclusives has changed for the better and 42% 
say that an all-inclusive resort would be their preferred hotel type. (Expedia)  

• Searches on Hotels.com using the ‘all-inclusive’ filter jumped 60% year-over-year. (Hotels.com) 
• Boutique hotels market value, about $100B but estimated to increase 80% by 2032 (DataIntelo) 
• 63% want to use a digital room key. (Hilton) 
• “Streaming TV” is one of the top 10 filters that converts searches to stays. (Hilton) 

 
Family Travel 

• Rise in multigenerational SKI (Spending Kids’ Inheritance) trip 
o 49% of baby boomer respondents would rather spend money on a trip of a lifetime in 

2025 than leave an inheritance to their children. (Booking.com) 
• 70% of global travelers who travel with their children pick the vacation destination based on kids’ 

needs and interests. (Hilton) 
• 73% of global travelers often seek out authentic, local experiences when traveling with children. 

(Hilton) 
• 65% of parents often prioritize learning about their culture or family background through their 

travels with their kids. (Hilton) 
• 63% of parents always or often let their kids pick where they dine while traveling. (Hilton) 
• 56% of families will choose hotels based on their kids’ club or youth programming (Hilton) 

 
Business/Meetings Travel 

• 30% of travelers surveyed said they vacation with friends they know professionally. (Hilton) 
• Despite a 30% decrease in business trips, revenues have only fallen by 10%, driven by extended 

stays. (JLL) 
• Blended travel (business and leisure) estimated to hit $370B by 2027 (Skift) 

o More likely for travelers aged 25-44 
 
International Travel 

• International visitor spending projected to grow by 16% (world & Travel & Tourism Council) 
 
Travel Niches 
Event Travel 

• One of Skift’s Megatrends that does not seem to be slowing down in 2025 
• Sports Tourism is one of the fastest-growing sectors in tourism  

o 67% of Millennial and Gen Z travelers were interested in travel for sport events 
worldwide. (Skift) 

• 69% increase in mentions of sports tourism worldwide (GSIQ) 
• 47% of travel is planned around a central event (Vacasa) 
• Nearly 1 in 4 global travelers plans to prioritize live entertainment in their 2025 leisure budgets. 

(Hilton) 
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Culinary Travel 

• 50% of travelers book restaurants before flights. (Recommend.com) 
• Nearly 1 in 5 will travel specifically to seek out new restaurants or culinary experiences. (Hilton) 
• 60% of luxury travelers prioritize staying at hotels with great restaurants. (Hilton) 

 
Wellness Travel 

• About 22% of travelers surveyed plan a getaway soon for self-discovery or mental health rather 
than for family outings, business, or other more traditional purposes. Many people share visuals 
of these trips on social media, and refer to the vacations as “soft travel,” Hilton’s report said. 
(Hilton) 

• Americans spent $425B on wellness-related travel in 2024 (Skift) 
• Wellness tourism is experiencing remarkable growth, with an annual increase of 16.6 percent 

(Global Wellness Institute) 
• 62% of American travelers say they feel more mindful about their overall health and wellbeing 

than ever before. (Skyscanner) 
 
Adventure Travel 

• Note – this has been a continued trend from 2023 and 2024. So not a new trend. 
• Americans have a growing interest in exploring untouched landscapes and natural wonders. This 

shift is particularly pronounced among younger generations, especially teens, who are 
increasingly drawn to outdoor adventure programs. (IGES) 

• 7 in 10 travelers like being active when they travel (Hilton) 
 
Pet-Friendly Travel 

• 65 percent of pet parents who believe traveling with pets enhances their trip. (Recommend.com) 
• High-end airlines and hotels are increasingly catering to four-legged companions, offering pet-

friendly accommodations and premium travel options. (Virtuoso) 
• Searches for pet-friendly hotel options doubled year-over-year, ranking among the top 10 most 

used search filter terms and is also the fourth highest in search-to-stay conversion. (Hilton) 
 
Less Traveled (Detour) Destinations 

• Some 63% of travelers said they are likely to visit an off-the-beaten-track destination on their 
next trip (Expedia) 

o 67% of adult travelers said they want to visit less crowded destinations (Booking.com) 
• Less traveled destinations tend to be cheaper and more relaxing – lower cost and fewer people is 

appealing (Expedia) 
• Lesser-known destinations generally considered more “authentic” which is important for 

travelers, particularly younger travelers (Expedia) 
• 80% of the respondents planned to skip mainstream vacation hubs and opt for destination dupes 

next year. (Contiki)  
 
Responsible/Sustainable Travel 
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• Nearly three out of four travelers agreed with the statement that it’s important to minimize 
travel’s environmental impact. (Hilton) 

• 83 percent of global travelers think sustainable travel is vital, 49 percent believe there aren’t 
enough options available. (IGES) 

• Many travelers are prioritizing sustainable stays, with 76% considering sustainability aspects 
when planning their trips. (Booking.com) 

 
Luxury Travel 

• 89% of luxury travelers are more likely to book a luxury hotel if they’re already familiar with the 
brand (Skift & Curacity) 

• Luxury travelers prioritize recommendations from travel media as the most reliable source for 
brand reputation, quality, and value when making decisions on where to stay. (Skift & Curacity) 

• By the end of 2025, Millennials and Gen Z will make up 45% of luxury sales. (IGES) 
• Cooler destinations are among the most popular once again 

o Seventy-six percent of luxury travel advisors say clients now favor destinations with more 
moderate weather (Virtuoso) 
 

Noctourism 
• Nearly two in three travelers said they have considered “darker sky destinations” for activities 

such as stargazing (72%), once-in-a-lifetime cosmic events (59%) and constellation tracking (57%). 
(Booking.com) 

• Noctourism experiences rose 25% in the past year, with requests for Northern Light viewings in 
Norway and Iceland, but also night diving in Australia’s Great Barrier Reef and Egypt’s Red Sea. 

 
Medical Tourism 

• By 2025, it’s expected to reach a staggering $182B, with about 88M people traveling across 
borders for healthcare annually. (IGES) 

 
Set-Jetting 

• Two-thirds of travelers shared that movies, streaming services and TV shows have influenced 
their travel choices. (Expedia) 

• 36% say TV and films are more influential on their travel plans than they were last year. (Expedia) 
 
Solo Travel 

• About half of travelers take solo trips from time to time. Yet many complained that restaurants 
often make them self-conscious about dining alone — with 39% wishing more restaurants had an 
odd number of bar stools and a wider variety of table types. (Hilton) 

• A majority of travelers are interested in traveling alone, with 76% of Gen Z and Millennials open 
to solo adventures. (IGES) 

o Use Case: Younger generations strive for a sense of community – can destinations help 
provide a ‘community’ for solo travelers? 

• The #solotravel hashtag has been used on Instagram nearly 10 million times (IGES) 

169



 

5 
 

• 62% of American respondents said they plan to take between two and five solo trips within the 
next year. (Skyscanner) 

• Solo travel is almost evenly divided between men and women (Skyscanner) 
• 44% of solo travelers appreciate suggested activities or events where they can meet other solo 

travelers. (Hilton) 
 
Traveler Demographic Trends 
Baby Boomers 

• Nearly one quarter (23%) of Baby Boomers are interested in vacations that involve adventure (up 
from 10% in 2024) [Booking.com] 

• Rise in multigenerational SKI (Spending Kids’ Inheritance) trip 
o 49% of baby boomer respondents would rather spend money on a trip of a lifetime in 

2025 than leave an inheritance to their children. (Booking.com) 
 
Gen X Travelers 

• Nobody cares about group (Source: A Gen Xer who has read hundreds of tourism articles, with 
not one focusing on this generation) 

 
Millennial and Gen Z Travelers 

• Gen Z, estimated to have a global spending power of $140 billion, accounts for about 40% of all 
consumers. (IGES) 

• By the end of 2025, Millennials and Gen Z will make up 45% of luxury sales. (IGES) 
• 70% of American millennial and Gen Z travelers looking for unique adventures their friends 

haven’t considered. (IGES) 
• 83% of Millennial and Gen Z travelers are interested in booking ‘sober travel’ experiences, in 

which they don’t drink for the course of their vacation. (Contiki) 
• One-third of Gen Zers say their perception of all-inclusives has changed for the better and 42% 

say that an all-inclusive resort would be their preferred hotel type. (Expedia)  
• Searches on Hotels.com using the ‘all-inclusive’ filter jumped 60% year-over-year. (Hotels.com) 
• 25-to-34-year-olds traveling to see a sporting event say it’s about feeling part of a community. 

(Skyscanner) 
• Gen Z and Millennials are less likely to enroll in airline loyalty programs than older generations. 

Only 65% of Gen Z and 70% of Millennials are loyalty program members, compared to 89% of 
Baby Boomers and 80% of Gen X. (Forbes) 
 
 

Macro Trends 
Technology 

• PERSONALIZATION: 78% of travelers prefer accommodations that offer personalized options, and 
many are willing to share their data to customize their stay (Hospitality Net) 

o Use Case: Generative AI is being woven into guest journeys to deliver hyper-personalized 
experiences. For example, generative AI can suggest specific hotels during the booking 
process and recommend add-ons that match individual preferences. It can also craft 
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customized itineraries based on a guest’s specific interests, suggest relevant activities, 
and even generate personalized welcome messages. (Skift) 

• 78% of travelers want the option to book their trips entirely online, looking for personalized 
options. (Hilton) 

• AI-powered platforms will analyze your past travel behavior, social media activity, and real-time 
trends to create tailored itineraries. This shift is particularly evident among younger generations, 
with 53% of Gen Z and 57% of Millennials preferring personalized travel planning aided by AI 
tools. (IGES) 

 
Economy 

• US GDP is forecasted to grow 1.9% in 2025. (Convera) 
 

Mental Health 
• Travel is increasingly recognized not just as a leisure activity, but as a valuable investment in a 

person’s psychological well-being. (IGES) 
• 75% of American travelers believe vacations can help build resilience and strength so they’re 

better able to handle the stresses of everyday life. (Skyscanner) 
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PUBLIC RELATIONS

Press Releases
VISIT FLORIDA
As part of the ongoing state tourism initiatives through VISIT FLORIDA, the Ocala/Marion County Visitors 
and Convention Bureau (OMCVCB) fulfills press release requests highlighting tourism activities throughout 
the destination. VISIT FLORIDA uses these press releases as part of larger media pitches both nationally and 
internationally. 

• Arts and Culture
• Beat January Blues
• Escape the Winter
• National Plan for Vacation Day
• Luxury in the Heart of Florida
• Sunny Winter
• Florida Way by Water
• Generational Travel

OMCVCB
• Ocala National Forest Makes National Geographic’s Best of 2025
• Rock the Country Returns the Ocala/Marion County
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Meltwater: Media Exposure
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S

Meltwater: Public Relations Pick-Up

The graph to the left shows the potential 
media reach from October 1 - December 
31, 2024, including the topics that 
garnered the most interest within the 
destination.

The OMCVCB uses the media monitoring system, Meltwater, which allows for us to monitor online 
sentiment with our audiences, send out press releases and search for media outlets that are talking about 
the destination. 

The following graph shows the media exposure from October 1 - December 31, 2024, including media 
topics and key words that were trending during this time period.
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Meltwater: Geographical Pick Up
The following heat map shows the locations where the topic of outdoor adventure in our area is trending 
domestically from October 1 - December 31, 2024.

The following heat map shows the locations where the topic of outdoor adventure in our area is trending 
globally from October 1 - December 31, 2024.
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FAM Tours: Journalists Visiting In Market
Familiarization trips (FAM) or Individual Press trips (IPT) are tours offered to media on behalf of an
organization to get the media familiar with their destination and services. 

During this quarter, we hosted 2 press trips with freelance journalists who reached out the the Ocala/Marion 
County VCB directly. These two trips had zero cost. 

Thank you to the industry partners:

• KP Hole Park
• Silver Springs State Park
• Canyons Zip Line & Adventure Park
• World Equestrian Center
• Grandview Clydesdales
• Gypsy Gold Farm 
• Acadia Acres
• Hampton Inn & Suites by Hilton Ocala 
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OMCVCB hosted a press trip December 2024 for a journalist with Florida Today and USA Today. Maria 
Sonnenberg was doing a story for both print and online for Florida Today about horse country and “old Florida”. 

Not only was the article published on Florida Today, but was republished on MSN Travel. 

REACH:    Florida Today: 965,208
     MSN Travel: 127,645,172
TOTAL EARNED MEDIA VALUE: $1,189,646.01

Below and on the next 5 pages is the article in Florida Today. 

Press Trip - Maria Sonnenberg

‘Small places of enchantment’ — and horses! — abound in Ocala and 
Marion County

Florida Today
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‘Small places of enchantment’ — and horses! — abound in Ocala and 
Marion County

Florida Today
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‘Small places of enchantment’ — and horses! — abound in Ocala and 
Marion County

Florida Today
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‘Small places of enchantment’ — and horses! — abound in Ocala and 
Marion County

Florida Today
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‘Small places of enchantment’ — and horses! — abound in Ocala and 
Marion County

Florida Today
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‘Small places of enchantment’ — and horses! — abound in Ocala and 
Marion County

Florida Today
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Press Trip - Lori Burton
OMCVCB hosted a press trip December 2024 for a freelance travel journalist working on assignment for 
Lifestyles After 50, as well as additional potential stories, covering Ocala/Marion County as a place to visit for the 
leisure traveler, with a focus on equine. 

During this quarter, Lori Burton published an article in Lifestyles After 50 and in Rochester Woman Online’s 2024 
Holiday Edition.

REACH: Lifestyles After 50 has 2,900 locations of distribution in 10 Florida counties

Below and on the next 4 pages is the article in Lifestyles After 50.

Lifestyles After 50
12 Joyful Activities to Rediscover Your Christmas Spirit 
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Lifestyles After 50
12 Joyful Activities to Rediscover Your Christmas Spirit 
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Lifestyles After 50
12 Joyful Activities to Rediscover Your Christmas Spirit 
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Lifestyles After 50
12 Joyful Activities to Rediscover Your Christmas Spirit 
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Lifestyles After 50
12 Joyful Activities to Rediscover Your Christmas Spirit 
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National Geographic reached out in early Fall 2025 to coordinate the announcement of the Ocala National 
Forest being on the publication’s Best of the World 2025 places to travel list. Once the announcement was made 
in October 2024, the OMCVCB sent out a press release and promoted the honor via multiple platforms. 

REACH:  6,892,121 
EARNED MEDIA VALUE: $63,752.12

Below and on the next page includes the protion of the article highlighting Ocala/Marion County.

Additional Earned Media: National Geographic

National Geographic
The 25 best places in the world to travel to in 2025
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National Geographic
The 25 best places in the world to travel to in 2025
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The OMCVCB provided an video interview with Business Insider following the National Geographic Best of 2025 
announcement that included the Ocala National Forest. The article was published in english and spanish, as well 
as re-published by other outlets in muliple languages. 

TOTAL REACH:  50,052,724 
TOTAL EARNED MEDIA VALUE: $462,987.69

Below and on the next 2 pages includes the protion of the article highlighting Ocala/Marion County.

Additional Earned Media: Business Insider

Business Insider

10 travel destinations you need to visit in 2025 — and what to do 
when you’re there
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Business Insider

10 travel destinations you need to visit in 2025 — and what to do 
when you’re there
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Business Insider

10 travel destinations you need to visit in 2025 — and what to do 
when you’re there
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Following the OMCVCB’s Tourism Annual Meeting, Wind-FM published an article highlighting the meeting and 
the successes of the OMCVCB. 

TOTAL REACH:   11,046 

Below and on the next 4 pages includes the article. 

Additional Earned Media: Wind-FM

Wind-FM

Tourism in Ocala/Marion County tops $1 billion, driving economic 
growth
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Wind-FM

Tourism in Ocala/Marion County tops $1 billion, driving economic 
growth
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Wind-FM

Tourism in Ocala/Marion County tops $1 billion, driving economic 
growth
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Wind-FM

Tourism in Ocala/Marion County tops $1 billion, driving economic 
growth
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Wind-FM

Tourism in Ocala/Marion County tops $1 billion, driving economic 
growth
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The OMCVCB coordinated with the event planner for Rock the Country concert to announce the return of the 
concert to Ocala/Marion County at a new venue, The Florida Horse Park. Multiples articles were published 
specifically highlighting that Ocala/Marion County is a location, including a news segment and article from 
WKMG-TV 20

TOTAL REACH:   11,046 

Below and on the next page is the article. 

Additional Earned Media: WKMG - TV 20

WMKG-TV 20
Kid Rock and Nickelback headline Rock The Country Ocala 2025

200



Page 29 of 68

OCALA/MARION COUNTY VISITORS AND CONVENTION BUREAU

PU
BLIC  RELATIO

N
S

WMKG-TV 20
Kid Rock and Nickelback headline Rock The Country Ocala 2025
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Print And Digital Earned Media

Notation: The Media Value Equivalent totals $9,239,984.92  for Oct-Dec 2024. 
The total reach is 1,012,932,703 
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SOCIAL MEDIA

Overview

The OMCVCB has a daily presence across various social media channels. This section provides the analytics and 
reporting for these social media platforms. The data compares this quarter, October 1-December 31, 2024, to 
the previous quarter (July 1-Sept 30, 2024).
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User Generated Content
Leveraging Social Media
The following are examples of User Generated Content assets acquired in this quarter using CrowdRiff:
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Top Posts
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Instagram: Competitors
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To gauge our brand’s success, we compare the Ocala/Marion County social profile performances to nearby 
competing markets. These include: Visit Gainesville, Discover Crystal River and Florida’s Sports Coast. Below is 
their overall growth and performance compared to Ocala/Marion.

216



Page 45 of 68

OCALA/MARION COUNTY VISITORS AND CONVENTION BUREAU

Facebook SO
CIAL M

EDIA

217



Page 46 of 68

OCALA/MARION COUNTY VISITORS AND CONVENTION BUREAU

Facebook SO
CIAL M

EDIA

Top Posts
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Top Posts
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App

App: OcalaMarion Travel Guide
Below and on the following page is reporting for October - December 31, 2024 on the OcalaMarion Travel 
Guide. This tourism app is available to download in the Apple App Store and Google Play Store. 

Directly below is a map indicating where app downloads originated during this time period.
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App

App: OcalaMarion Travel Guide
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WEBSITE

The data in this portion of the report compares this quarter, October 1 - December 31, 2024, to the same 
time last year, October 1 - December 31, 2023. 
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The graph below indicates events that occured by users during the quarter. These include actions like 
pageviews, engagement, first visit, newsletter sign-up and partner referrals. Ocala Marion County

Ocala Marion County - GA4

 Analytics

© 2025 Google | Analytics home | Terms of Service | Privacy Policy | 
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Blogs: Driving Visitors To 
Ocalamarion.com Through Content
To drive more traffic to OcalaMarion.com and boost Search Engine Optimization (SEO), the OMCVCB is posts 
blogs. In addition to boosting SEO, unique content in blogs personalizes Ocala/Marion County’s messaging and 
increases organic visits. To make more of the blogs relevant and utlitize already established SEO, we also heavily 
updated previous blogs to include information/activities currently available to visitors and residents. 

• Manatee Season in Ocala/Marion County
• ‘Tis the Season in Ocala/Marion County
• Christmas Tree Farms
• Ring in the New Year in Ocala/Marion County
• Halloween Festivities
• Fall Festivities
• Ocala/Marion County Celebrates Veterans’ Day
• Top 11 Things to Do as a Family

Below are examples of the updated blogs on the website.

Updated Blogs

W
EBSITE

• 40 Things to Do
New Blog
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Top Visited Pages
Below is a list of the top visited pages on the website during this time period. W

EBSITE

Ocala Marion County

Ocala Marion County - GA4

 Analytics

© 2025 Google | Analytics home | Terms of Service | Privacy Policy | 
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Oct 1 - Dec 31, 2023

% change

9 /food-drink/

Oct 1 - Dec 31, 2024

Oct 1 - Dec 31, 2023

% change

10 /blog/halloween-festivities-in-ocala-marion-county/

Oct 1 - Dec 31, 2024

Oct 1 - Dec 31, 2023

% change



Send feedback

Add comparison



 

Add iflter



A

All Users

Pages and screens: Page path and screen class

Custom

Oct 1 - Dec 31, 2024

Compare: Oct 1 - Dec 31, 2023
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OCALA/MARION COUNTY VISITORS AND CONVENTION BUREAU

Partner Pages
OcalaMarion.com has hundreds of directory listings on the wesbite. The table below displays the top visited 
directory listing pages (partner pages) during the quarter.  

There was a total of 103,009 visits to partner directory pages. 

W
EBSITEOcala Marion County

Ocala Marion County - GA4

 Analytics

© 2025 Google | Analytics home | Terms of Service | Privacy Policy | 

Views by Page path and screen class over time Day

06

Oct

13 20 27 03

Nov

10 17 24 01

Dec

08 15 22 29

0

500

1K

1.5K

2K

2.5K

Total /directory/silver-glen-springs-recreation-area/ /directory/ocala-historic-downtown-square/ /directory/world-equestrian-center/ /directory/juniper-springs-recreation-area/ /directory/canyons-zip-line-and-adventure-park/

Rows per page: Go to: 1-10 of 1414

109,107

vs. 103,009

5.92%

74,363

vs. 69,627

6.8%

1.47

vs. 1.48

-0.83%

34s

vs. 36s

-6.11%

497,879

vs. 395,757

25.8%

25,351.00

vs. 22,247.00

13.95%

$0.00

vs. $0.00

5,434 3,824 1.42 34s 24,315 930.00 $0.00

3,783 2,869 1.32 34s 14,387 525.00 $0.00

43.64% 33.29% 7.77% 0.86% 69.01% 77.14% 0%

4,484 3,601 1.25 24s 18,873 1,000.00 $0.00

2,192 1,597 1.37 37s 6,774 333.00 $0.00

104.56% 125.49% -9.28% -33.16% 178.61% 200.3% 0%

3,444 2,606 1.32 43s 14,087 512.00 $0.00

3,490 2,634 1.32 41s 11,820 367.00 $0.00

-1.32% -1.06% -0.26% 4.26% 19.18% 39.51% 0%

2,542 1,860 1.37 33s 11,113 486.00 $0.00

1,707 1,323 1.29 42s 6,139 188.00 $0.00

48.92% 40.59% 5.92% -21.07% 81.02% 158.51% 0%

2,240 1,746 1.28 27s 10,797 801.00 $0.00

1,941 1,528 1.27 30s 7,785 619.00 $0.00

15.4% 14.27% 1% -11.45% 38.69% 29.4% 0%

2,187 1,853 1.18 29s 10,047 247.00 $0.00

1,951 1,487 1.31 32s 6,245 319.00 $0.00

12.1% 24.61% -10.04% -6.63% 60.88% -22.57% 0%

1,705 1,373 1.24 42s 7,254 402.00 $0.00

1,000 707 1.41 42s 3,609 279.00 $0.00

70.5% 94.2% -12.2% -0.03% 101% 44.09% 0%

1,599 1,287 1.24 19s 8,839 936.00 $0.00

147 123 1.20 23s 815 115.00 $0.00

987.76% 946.34% 3.96% -15.35% 984.54% 713.91% 0%

1,592 1,268 1.26 32s 6,271 276.00 $0.00

2,023 1,603 1.26 30s 6,863 329.00 $0.00

-21.3% -20.9% -0.51% 6.32% -8.63% -16.11% 0%

1,447 1,031 1.40 35s 6,702 0.00 $0.00

288 229 1.26 26s 1,118 0.00 $0.00

402.43% 350.22% 11.6% 31.29% 499.46% 0% 0%

/directory

_ 

10 1

 

Views Active users Views per active user Average engagement time per active user Event count

All events



Key events

All events



Total revenue

Go to report





Page path and screen class





SHOW ALL ROWS

Total

1 /directory/silver-glen-springs-recreation-area/

Oct 1 - Dec 31, 2024

Oct 1 - Dec 31, 2023

% change

2 /directory/world-equestrian-center/

Oct 1 - Dec 31, 2024

Oct 1 - Dec 31, 2023

% change

3 /directory/ocala-historic-downtown-square/

Oct 1 - Dec 31, 2024

Oct 1 - Dec 31, 2023

% change

4 /directory/juniper-springs-recreation-area/

Oct 1 - Dec 31, 2024

Oct 1 - Dec 31, 2023

% change

5 /directory/canyons-zip-line-and-adventure-park/

Oct 1 - Dec 31, 2024

Oct 1 - Dec 31, 2023

% change

6 /directory/florida-horse-park/

Oct 1 - Dec 31, 2024

Oct 1 - Dec 31, 2023

% change

7 /directory/grandview-clydesdale-tours/

Oct 1 - Dec 31, 2024

Oct 1 - Dec 31, 2023

% change

8 /directory/rainbow-river-bungalows/

Oct 1 - Dec 31, 2024

Oct 1 - Dec 31, 2023

% change

9 /directory/silver-springs-state-park/

Oct 1 - Dec 31, 2024

Oct 1 - Dec 31, 2023

% change

10 /directory/hard-rock-cycle-park/

Oct 1 - Dec 31, 2024

Oct 1 - Dec 31, 2023

% change



Send feedback

Add comparison



 

Add iflter



A

All Users

Pages and screens: Page path and screen class

Custom

Oct 1 - Dec 31, 2024

Compare: Oct 1 - Dec 31, 2023
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OCALA/MARION COUNTY VISITORS AND CONVENTION BUREAU

Where Audience Lives

By City
The data indicates that the majority of users of the website had their location set as Orlando, Miami, 
Atlanta, Ocala, New York, Tampa and Jacksonville.

W
EBSITE

By Country
Most of the website use comes from people located in the United States. The data indicates that the 
majority of users of the website that are international are located in Canada, the UK, Germany, Puerto 
Rico, India and Brazil.

237



Page 66 of 68

OCALA/MARION COUNTY VISITORS AND CONVENTION BUREAU

User Devices

W
EBSITE

Ocala Marion County

Ocala Marion County - GA4

 Analytics

© 2025 Google | Analytics home | Terms of Service | Privacy Policy | 

Active users by Device category over time Day

07

Jul

14 21 28 04

Aug

11 18 25 01

Sep

08 15 22 29

0

2K

4K

6K

8K

10K

Total mobile desktop tablet smart tv

Rows per page: 1-4 of 4

294,091

vs. 249,101

18.06%

290,317

vs. 245,116

18.44%

184,960

vs. 151,901

21.76%

48.87%

vs. 49.71%

-1.7%

0.63

vs. 0.61

3.14%

48s

vs. 44s

9.26%

2,582,918

vs. 1,539,789

67.74%

50,440.00

vs. 29,292.00

72.2%

$0.00

vs. $0.00

223,882 220,195 136,383 47.44% 0.61 40s 1,820,475 34,755.00 $0.00

191,239 188,416 110,873 47.39% 0.58 35s 1,113,913 20,277.00 $0.00

17.07% 16.87% 23.01% 0.09% 5.07% 12.86% 63.43% 71.4% 0%

61,945 60,195 44,137 57.54% 0.71 1m 20s 685,605 14,534.00 $0.00

49,946 48,360 35,509 59.22% 0.71 1m 19s 377,720 8,170.00 $0.00

24.02% 24.47% 24.3% -2.84% 0.22% 0.47% 81.51% 77.89% 0%

10,131 9,914 5,396 42.36% 0.53 41s 76,786 1,151.00 $0.00

8,422 8,319 4,431 45.92% 0.53 41s 48,070 845.00 $0.00

20.29% 19.17% 21.78% -7.76% 1.24% -2.11% 59.74% 36.21% 0%

14 13 5 35.71% 0.36 47s 52 0.00 $0.00

21 21 5 17.86% 0.24 13s 86 0.00 $0.00

-33.33% -38.1% 0% 100% 50% 247.23% -39.53% 0% 0%

Search…

_

10

Active

users

New

users

Engaged

sessions

Engagement

rate

Engaged sessions per

active user

Average engagement time per

active user

Event count

All events



Key events

All events



Total

revenue

Go to report





Device category





SHOW ALL ROWS

Total

1 mobile

Jul 1 - Sep 30, 2024

Jul 1 - Sep 30, 2023

% change

2 desktop

Jul 1 - Sep 30, 2024

Jul 1 - Sep 30, 2023

% change

3 tablet

Jul 1 - Sep 30, 2024

Jul 1 - Sep 30, 2023

% change

4 smart tv

Jul 1 - Sep 30, 2024

Jul 1 - Sep 30, 2023

% change



Send feedback

Add comparison



 

Add iflter



A

All Users

Tech details: Device category

Custom

Jul 1 - Sep 30, 2024

Compare: Jul 1 - Sep 30, 2023
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OCALA/MARION COUNTY VISITORS AND CONVENTION BUREAU

Visitation And Performance By Month

W
EBSITEOctober

November

December

Total of 34,365 clicks to partner websites
Total of 164 newsletter signups

Total of 1,125 visitor guide requests through the website

TOTAL USERS
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OCALA/MARION COUNTY VISITORS AND CONVENTION BUREAU

Monthly Email Newsletters

W
EBSITEOctober

November

December
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Marion County

Tourist Development Council

Agenda Item

File No.: 2025-18560 Agenda Date: 3/28/2025 Agenda No.:

SUBJECT:
PRESENTATION:  Florida Huddle and Encounter Recap

DESCRIPTION/BACKGROUND:
Information only.

Marion County Printed on 3/21/2025Page 1 of 1

powered by Legistar™241

http://www.legistar.com/


2/21/2025

1

2025 Florida Huddle and Encounter Recap
Ocala, FL

Booth

242



2/21/2025

2

Local Partner Attendance

• Cape Leisure – Silver Springs
• Hilton Ocala
• LBA Hospitality
• World Equestrian Center

Appointments

Total number of appointments
• Encounter: 42
• Huddle: 34
• 550 attendees
• 7,000 total appointments

243



2/21/2025

3

Opening Reception Hosted by: 
Ocala/Marion County VCB & World Equestrian Center

Equine Panel

244



2/21/2025

4

Hosted Buyer Event at The Pavilion at Green Gaits 

Media 

• Media Q & A with Dana Young & 
Loretta Shaffer

• Media Dinner – Ivy on the Square
• FAM – Todd and Shelly’s, 

Canyons Zip Line and Adventure 
Park, Mojos

245



2/21/2025

5

Media Coverage

• Media from UK, 
Brazil, Canada, 
Mexico, Germany, 
and Latin America. 

Media Coverage

• More than 7.8 Million in reach

246



2/21/2025

6

Thank you!THANK YOU!

2026 
Florida Huddle &

Encounter

Date: February 2-4, 2026

Location: Hilton Orlando
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Marion County

Tourist Development Council

Agenda Item

File No.: 2025-18584 Agenda Date: 3/28/2025 Agenda No.:

SUBJECT:
Marketing and Communications Update

DESCRIPTION/BACKGROUND:
Information only.

Marion County Printed on 3/21/2025Page 1 of 1

powered by Legistar™248

http://www.legistar.com/


 
 

1 
 

Marketing & Communications Update 
March 2025 

 
• Current Running Media 

o Print: 
 Visit Florida Vacation Guide – (2025) 

• Full page Ad  
 Prevue Magazine (Jan/Feb 2025 Issue) 

• Full Page Ad 
• Full Page Advertorial 

 Sports Planning Guide 
• 2-Page Spread in Sports Planning Guide Magazine (2025) 
• 2-Page Advertorial Content in Florida Sports Guide section (2025) 

 
o Billboards (OOH) 

 Outfront 
• 2 Billboards 

 Clear Channel  
• 1 Billboard  

 Ad+Genuity – Vistar Programmatic (always on – excluding  Jan, May, Sept 2025) 
• Florida statewide digital billboards 
• Tampa International Airport & Orlando International digital panels 
• Urban panels – New York & Atlanta digital panels 

 
o Digital 

 Ad + Genuity DSP (always on) 
• Total Impressions for Jan- Feb 2025 : 5.5 M 
• Total Clicks for Jan- Feb 2025: 8,100 clicks 

 Sports Planning Guide 
• Video + Content on SportsPlanningGuide.com (October 2024-September 2025) 
• eNewsletter Banner Ads (Nov 2024 - Jan 2025) 

 Undertone (Feb 2025 – Aug 2025) 
• Total impressions for Feb 2025: 225,172 
• Total clicks for Feb 2025: 5,512 

 Nativo (Dec 2024 – Aug 2025) 
• Total impressions for Jan- Feb 2025: 3.5 M 
• Total clicks for Jan- Feb 2025: 21,112 

 TripAdvisor (Dec 2024 – March 2025) 
• Total impressions for Jan- Feb 2025: 1.5 M 
• Total clicks for Jan- Feb 2025: 3,237 

 Prevue 
• 5 e-blasts 
• Target Audience - Meeting planners  
• Total impressions for Jan- Feb 2025: 25,824  
• Total clicks for Jan- Feb 2025: 112 

249



 
 

2 
 

o Social (always on) 
 Facebook/Instagram  
 YouTube 

o Search (always on) 
 Keyword and Performance MAX through Google 

 
• Industry/Advocacy Communications 

o Career Day at Ina A Cohen Academy 
 Feb 24, 2025 

o VCB Hosted Tourism and Hospitality Industry Roundtable 
 March 12, 2025 

o VCB Industry Newsletter 
 March 2025 

o Florida Tourism Day in Tallahassee 
 March 26, 2025 

o Marion County Day 
 March 29, 2025 

• Public Relations 
o Press Releases: 

 Top 10 Must See’s in Ocala/Marion County– Jan 2025 
 Florida Huddle and Encounter – Feb 2025 
 Gateway Update – Feb 2025 
 What’s New in Ocala/Marion County – March 2025 
 VISIT FLORIDA Releases:  

• 16 total (Jan-March) 
• Topics: Sustainable Florida, Spring Break, Solo Female Travel, Music Festival SZN, Escape 

the Hustle, Florida Superlatives, Family Fun in the Sun, Earth Day, Celebrating Motherly 
Love, Celebration National Museum Day, End of School, Florida Foodie Festival, Florida’s 
Wildlife, Global Accessibility Awareness Day, Luxury Florida 

o Press Trips/ Familiarization Tours (FAM)  
 Germany - Front Row Society  

• REACH: Website: 394,000 unique monthly visitors; Social Media: 490,530+ followers. 
 Canada - World Traveller Magazine  

• REACH: 150,000 unique monthly visitors 
 Florida Huddle – (19 media) 

• Media covered markets from UK, Brazil, Canada, Mexico, Germany, and Latin America. 
• REACH: The combined total unique monthly reach for these media outlets is more than 

7.8 million. 
 Canada – Family Traveller Canada 

• REACH: Global UVM: 500,000 and Canada UVM: 35,000. Email database: 42,000 
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Sales Update
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Monthly Sales Update 
March 28, 2025 

 
• New Business 

o Babe Ruth 16-18 World Series 
 August 1-9, 2025 
 Estimated Room Nights: 1,400 

o Major League Fishing Heavy Hitters presented by Bass Pro Shops 
 May 16-22, 2026 OR May 9-15, 2026 
 Estimated Room Nights: 560 

 
• Leads 

o International Miniature Bull Riding Association World Finals 
 October 2025 
 Estimated Room Nights: 950 

o Double K Rodeo Productions 
 May 2025 OR February 2026 
 Estimated Room Nights: 500 

o CDC National Workshop 
 July 8-12, 2026 
 Estimated Room Nights: 500 

o American Advertising Federation District 4 Fall Conference 
 November 6-7, 2026 
 Estimated Room Nights: 50 

o  
 

• Ongoing Leads   
o American Darter’s Association National Championship 

 July 2026 (5 days) 
 Estimated Room Nights: 600 

o Lady Bass Anglers Pro Bass Tour 
 October 11-16, 2026 
 Estimated Room Nights: 500 

o World Fishing Tour 
 October 17-24, 2026 
 Estimated Room Nights: 600 
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SUBJECT:
TDT Collections/STR and Key Data Update
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TDT COLLECTIONS

ACTUAL ACTUAL ACTUAL ACTUAL Change PROJECTED
4% 4% 4% 4% from AVERAGE

FY 17-18 FY 18-19 FY 19-20 FY20-21 Last Year (Last 5 Years)
PTD PTD Monthly PTD 4%

OCT 259,157.91 204,924.52 208,480.07 208,964.21 271,833.28 349,930.49 349,930.49 365,854.69 365,854.69 379,319.18 379,319.18 13,464.49$             281,012.55         

NOV 259,465.87 228,758.97 231,208.87 223,081.69 293,149.84 442,324.12 792,254.61 349,743.98 715,598.67 558,579.61 937,898.79 208,835.63$           307,901.70         

DEC 259,851.68 225,689.89 236,936.54 185,291.99 418,818.13 369,635.90 1,161,890.51 398,894.92 1,114,493.59 462,549.20 1,400,447.99 63,654.28$             321,915.50         

JAN 227,275.36 208,911.55 220,533.21 226,855.23 346,052.50 428,869.17 1,590,759.68 399,341.68 1,513,835.27 537,175.62 1,937,623.61 137,833.94$           324,330.36         

FEB 286,456.85 273,064.02 299,288.30 294,191.48 413,140.70 512,970.04 2,103,729.72 525,512.43 2,039,347.70 626,799.77 2,564,423.38 101,287.34$           409,020.59         

MAR 350,071.35 323,299.80 302,080.26 359,419.51 524,933.16 601,255.70 2,704,985.42 628,714.27 2,668,061.97 0.00 (628,714.27)$          483,280.58         

APR 359,327.08 385,618.64 214,603.12 402,060.20 630,194.20 677,443.18 3,382,428.60 697,599.40 3,365,661.37 0.00 (697,599.40)$          524,380.02         

MAY 262,256.88 280,438.82 102,814.80 333,193.04 463,117.34 425,025.51 3,807,454.11 498,796.44 3,864,457.81 0.00 (498,796.44)$          364,589.43         

JUN 199,261.84 232,018.65 149,677.12 322,508.82 348,876.21 374,531.93 4,181,986.04 402,595.36 4,267,053.17 0.00 (402,595.36)$          319,637.89         

JUL 212,855.41 232,238.24 242,501.19 379,652.81 359,850.15 413,140.96 4,595,127.00 450,585.02 4,717,638.19 0.00 (450,585.02)$          369,146.03         

AUG 197,702.74 196,329.01 264,335.05 320,233.46 445,047.73 439,053.97 5,034,180.97 409,648.68 5,127,286.87 0.00 (409,648.68)$          375,663.78         

SEPT 188,010.37 203,554.83 174,264.90 420,995.81 327,614.07 334,784.79 5,368,965.76 353,899.19 5,481,186.06 0.00 (353,899.19)$          322,311.75         
TOTAL: 3,061,693.34$    2,994,846.94$    2,646,723.43$    3,676,448.25$    4,842,627.31$    5,368,965.76$    5,481,186.06$    2,564,423.38$    112,220.30$           4,403,190.16$    

ACTUAL
4%

FY21-22

ACTUAL
4%

FY22-23

ACTUAL
4%

FY23-24

ACTUAL
4%

FY24-25
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TOURIST DEV TAX
MONTHLY REPORTS

REVENUE PERIOD FEB.24 MAR.24 APR.24 MAY.24 JUN.24 JUL.24 AUG.24

REPORTING PERIOD MAR.24 APR. 24 MAY.24 JUN.24 JUL.24 AUG.24 SEPT.24

REMITTANCE DATE APR.24 MAY.24 JUN.24 JUL.24 AUG.24 SEPT.24 OCT.24

RPT

LINE 145,522,644.22   

1 Gross Rental Receipts 16,562,909.74    18,453,878.70    13,283,224.92    10,834,044.12     12,004,928.89    11,060,370.30     9,707,758.00     

2 Exempt Rental Receipts 693,839.58         870,818.49         711,844.28         540,228.45          547,925.35         544,576.09          636,556.75        

3 Taxable Rental Receipts 15,869,070.16    17,583,060.21    12,571,380.64    10,293,815.67     11,457,003.54    10,515,794.21     9,071,201.25     

4 Total Tax Collected 634,762.80         703,322.46         502,855.23         411,752.64          458,280.18         420,631.74          362,848.08        

5 Adjustments 0.09                    0.29                    0.06                    0.03                     0.03                    0.05                     0.03                   

6 Bal Fwd / Overpaid -                      -                      -                      -                      -                     -                      -                     

7 Total Tax Due 634,762.89         703,322.75         502,855.29         411,752.67          458,280.21         420,631.79          362,848.11        

8 Less Collection Allow (2,717.00)            (3,293.72)            (2,335.51)            (2,367.89)            (2,713.75)           (2,346.50)            (2,159.41)           

9 Plus Penalty 1,365.30             2,722.16             1,969.58             3,218.67              8,904.28             4,135.66              3,841.54            

10 Plus Interest 54.09                  119.70                76.37                  1,101.29              49.88                  227.11                 314.34               

11 Current Amount Due 633,465.28         702,870.89         502,565.73         413,704.74          464,520.62         422,648.06          364,844.58        

12 Credit Balance Used

13 Underpayments

14 NSF Cancels

15 Total Amount Collected 633,465.28         702,870.89         502,565.73         413,704.74          464,520.62         422,648.06          364,844.58        

16 Current Total Rate

17 Dist to TD Council

5,063,496.74       

18 BCC 628,714.27         697,599.40         498,796.44         402,595.36          450,585.02         409,968.68          353,899.19        

19 Tax Collector Comm 4,751.01             5,271.49             3,769.29             11,109.38            13,935.60           12,679.38            10,945.39          

20 Total Collections Dist. 633,465.28         702,870.89         502,565.73         413,704.74          464,520.62         422,648.06          364,844.58        
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TOURIST DEV TAX
MONTHLY REPORTS

REVENUE PERIOD

REPORTING PERIOD

REMITTANCE DATE

RPT

LINE

1 Gross Rental Receipts

2 Exempt Rental Receipts

3 Taxable Rental Receipts

4 Total Tax Collected

5 Adjustments

6 Bal Fwd / Overpaid

7 Total Tax Due

8 Less Collection Allow

9 Plus Penalty

10 Plus Interest

11 Current Amount Due 

12 Credit Balance Used

13 Underpayments

14 NSF Cancels

15 Total Amount Collected

16 Current Total Rate

17 Dist to TD Council

18 BCC

19 Tax Collector Comm

20 Total Collections Dist.

SEPT.24 OCT.24 NOV.24 DEC.24 JAN.25

OCT.24 NOV.24 DEC.24 JAN.25 FEB. 25

NOV.24 DEC.24 JAN.25 FEB.25 MAR.25

10,407,695.73     15,048,140.88    12,808,134.10    14,652,715.23    16,736,590.10   

623,818.09          648,958.86         847,195.76         769,691.01         625,432.40        

9,783,877.64       14,399,182.02    11,960,938.34    13,883,024.22    16,111,157.70   

391,355.15          575,967.29         478,437.58         555,320.96         644,446.40        

0.06                     0.45                    -                      0.51                    1.50                   

-                      -                      -                      -                      -                     

391,355.21          575,967.74         478,437.58         555,321.47         644,447.90        

(2,240.82)            (2,150.90)            (2,226.25)            (2,807.17)            (2,638.28)           

2,102.99              2,147.83             610.00                1,154.96             4,255.06            

56.23                   199.83                33.53                  120.02                120.65               

391,273.61          576,164.50         476,854.86         553,789.28         646,185.33        

391,273.61          576,164.50         476,854.86         553,789.28         646,185.33        

379,319.18          558,879.61         462,549.20         537,175.62         626,799.77        

11,954.43            17,284.89           14,305.66           16,613.66           19,385.56          

391,273.61          576,164.50         476,854.86         553,789.28         646,185.33        

256



Trend Data for Occupancy, ADR, RevPAR (3/2024-2/2025) 
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Calendar of Upcoming TDC Events

HITS Ocala Winter Circuit Weeks 6-10 February 18, 2025 March 23, 2025 Hits Post Time Farm
MARION COUNTY DAY (at McPherson) March 29, 2025 March 29, 2025 Ocala, FL
MARION AT THE CAPITOL April 10, 2025 April 10, 2025 Tallahassee, FL
Nike Winner’s Circle Volleyball Tournament April 12, 2025 April 13, 2025 World Equestrian Center
NCEA National Championships April 12, 2025 April 14, 2025 World Equestrian Center
Rock the Country May 9, 2025 May 11, 2025 Florida Horse Park
Cal Ripken T-Ball/Rookie B-State Tournament June 5, 2025 June 8, 2025 Rotary Sportsplex
USA Swimming Speedo Sectionals June 26, 2025 June 29, 2025 FAST
Dixie Softball State Tournament June 25, 2025 June 30, 2025 Belleview Sportsplex
Florida Swimming FLAGS Championship July 10, 2025 July 13, 2025 FAST
Florida Swimming Senior Championship July 17, 2025 July 20, 2025 FAST
USA Swimming Futures Championship July 23, 2025 July 26, 2025 FAST
YMCA National Long Course Championship July 29, 2025 August 3, 2025 FAST
Cal Ripken 8U World Series August 1, 2025 August 9, 2025 Rotary Sportsplex
Babe Ruth 16-18 World Series August 1, 2025 August 9, 2025 Rotary Sportsplex
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2/27/2025 - 3/28/2025
Ocala/Marion County Visitors & Convention Bureau Sales Report

Event Type: All

Status: ALL FUTURE DEFINITE

Contracted
Rooms

Total Att

Peak
Rooms

Requested
Rooms

Account Name Event Start
Event End

EI Est $
EI Act $

Sales Rep ScopeEvent Name

Rep %

SourceMarket Type

New/Repeat
# Partners
Sent Lead

OOT Att

Florida Council for History
Education

7/25/2025

7/26/2025 140

70 120$0.00 0Bryan Day LocalFLCHE Annual Conference

100.0%

Education Email

$0.00new
149

120

Babe Ruth League 8/1/2025

8/9/2025 2,135

175 1,400$1,814,844.00 0Corry Locke NationalBabe Ruth 16-18 World Series

100.0%

Sports Sports ETA
Symposium

$0.00new
0

135

Belleview Girls Softball
Association, Inc.

6/25/2025

6/29/2025 450

250 858$1,697,760.00 0Corry Locke StateDixie Softball State
Championships 100.0%

Sports Email

$0.00new
0

375

Belleview Girls Softball
Association, Inc.

7/24/2026

7/31/2026 450

250 900$0.00 0Corry Locke StateDixie Softball World Series

100.0%

Sports Email

$0.00new
0

375

Cal Ripken Baseball 6/5/2025

6/8/2025 800

225 750$1,078,606.00 0Corry Locke StateCal Ripken T-Ball/Rookie B
State Championship 100.0%

Sports Email

$0.00repeat
0

500

Cal Ripken Baseball 8/1/2025

8/9/2025 335

240 800$898,265.00 0Corry Locke InternationalCal Ripken Rookie World Series

100.0%

Sports Sports ETA
Symposium

$0.00repeat
0

285

Citrus County Kennel Club 7/4/2025

7/6/2025 2,500

129 358$0.00 0Corry Locke RegionalCitrus County Kennel Club All-
Breed Dog Show 100.0%

Social Email

$0.00repeat
148

2,000

CSF Aquatics 7/23/2025

7/26/2025 2,300

1,000 2,900$2,140,397.00 0Corry Locke NationalUSA Swimming Futures
Championships 100.0%

Sports Email

$0.00new
0

2,000

Printed:  3/18/2025

Page:  1 of 9
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Status: ALL FUTURE DEFINITE

Contracted
Rooms

Total Att

Peak
Rooms

Requested
Rooms

Account Name Event Start
Event End

EI Est $
EI Act $

Sales Rep ScopeEvent Name

Rep %

SourceMarket Type

New/Repeat
# Partners
Sent Lead

OOT Att

CSF Aquatics 7/17/2025

7/20/2025 2,500

730 1,500$2,071,066.00 0Corry Locke StateFlorida Swimming Senior
Championships 100.0%

Sports Email

$0.00repeat
0

2,000

CSF Aquatics 7/10/2025

7/13/2025 2,900

600 2,000$2,314,698.00 0Corry Locke StateFlorida Swimming FLAGS
Championships 100.0%

Sports Email

$0.00repeat
0

2,300

CSF Aquatics 6/26/2025

6/29/2025 2,300

1,000 2,900$2,232,888.00 0Corry Locke NationalUSA Swimming Speedo
Sectionals 100.0%

Sports Email

$0.00new
0

2,000

Florida High School Athletic
Association

11/6/2025

11/15/2025 1,500

367 2,220$3,123,708.00 0Corry Locke StateSwimming and Diving State
Championships 100.0%

Sports Email

$0.00new
144

1,400

Joseph Volleyball Camps JVC 4/12/2025

4/13/2025 2,200

536 1,072$720,282.00 0Corry Locke RegionalNike Winner's Circle Volleyball
Tournament 100.0%

Sports Connect Sports
Marketplace

$0.00repeat
0

1,400

Rock the Country Ocala 5/9/2025

5/10/2025 30,000

2,000 3,000$9,161,342.00 0Corry Locke NationalRock the Country Ocala

100.0%

Social Email

$0.00repeat
150

20,000

YMCA 7/27/2026

7/31/2026 1,000

275 1,750$2,386,697.90 0Corry Locke NationalNational Long Course
Swimming Championship 100.0%

Sports Phone

$0.00
0

800

YMCA 7/28/2025

8/1/2025 1,000

275 1,750$2,350,187.58 0Corry Locke NationalNational Long Course
Swimming Championship 100.0%

Sports Phone

$0.00
0

800

0$31,990,741.4816 24,2788,122

52,510

Event Count:

$0.00

36,490

Printed:  3/18/2025

Page:  2 of 9
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Status: CURRENT DEFINITE

Contracted
Rooms

Total Att

Peak
Rooms

Requested
Rooms

Account Name Event Start
Event End

EI Est $
EI Act $

Sales Rep ScopeEvent Name

Rep %

SourceMarket Type

New/Repeat
# Partners
Sent Lead

OOT Att

College Swimming and Diving
Coaches Association of America

3/12/2025

3/15/2025 900

500 2,000$2,358,380.00 0Corry Locke NationalCSCAA National Invitational
Championship 100.0%

Sports Email

$0.00new
0

900

CSF Aquatics 3/6/2025

3/9/2025 1,700

600 1,530$1,399,205.00 0Corry Locke StateFlorida Swimming FLAGS
Spring Championships 100.0%

Sports Email

$0.00new
0

1,500

Florida Municipal Electric
Association

3/1/2025

3/1/2025 0

0 0$0.00 0Corry Locke StateFMEA Lineman Competition

100.0%

Government Referral

$0.00new
0

0

Lightning City Gymnastics 3/7/2025

3/9/2025 3,150

120 358$756,892.00 0Corry Locke StateCharity Challenge Cup

100.0%

Sports Email

$0.00new
0

3,000

Live Oak International 3/13/2025

3/16/2025 15,000

400 1,000$1,586,988.00 0Corry Locke InternationalLive Oak International

100.0%

Equine Email

$0.00repeat
0

5,000

0$6,101,465.005 4,8881,620

20,750

Event Count:

$0.00

10,400

Printed:  3/18/2025

Page:  3 of 9
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Status: CURRENT LEAD

Contracted
Rooms

Total Att

Peak
Rooms

Requested
Rooms

Account Name Event Start
Event End

EI Est $
EI Act $

Sales Rep ScopeEvent Name

Rep %

SourceMarket Type

New/Repeat
# Partners
Sent Lead

OOT Att

Florida Farm Bureau 3/27/2025

3/30/2025 150

60 130$0.00 0Bryan Day StateWomen's Leadership
Conference 100.0%

Agriculture Email

$0.00new
144

125

Marion County Public Safety 3/12/2025

3/13/2025 0

12 24$0.00 0Bryan Day LocalMarion County Public Safety:
FL-TERT Coordinators
Collaborative

100.0%

Government

$0.00new
130

12

0$0.002 15472

150

Event Count:

$0.00

137

Printed:  3/18/2025
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Status: LEADS SENT

Contracted
Rooms

Total Att

Peak
Rooms

Requested
Rooms

Account Name Event Start
Event End

EI Est $
EI Act $

Sales Rep ScopeEvent Name

Rep %

SourceMarket Type

New/Repeat
# Partners
Sent Lead

OOT Att

Meeting Management Group, Inc. 11/6/2026

11/7/2026 0

25 50$0.00 0Bryan DayAmerican Advertising
Federation District 4 Fall
Conference

100.0%

Association Rendezvous
South

$0.00new
148

0

National Center for Chronic Disease
Prevention and Health Promotion

7/8/2026

7/12/2026 0

100 500$0.00 0Bryan DayCDC National Workshop

100.0%

Association Rendezvous
South

$0.00new
148

100

Citrus County Kennel Club 7/4/2025

7/6/2025 2,500

129 358$0.00 0Corry Locke RegionalCitrus County Kennel Club All-
Breed Dog Show 100.0%

Social Email

$0.00repeat
148

2,000

0$0.003 908254

2,500

Event Count:

$0.00

2,100

Printed:  3/18/2025
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Status: TURNED DEFINITE

Contracted
Rooms

Total Att

Peak
Rooms

Requested
Rooms

Account Name Event Start
Event End

EI Est $
EI Act $

Sales Rep ScopeEvent Name

Rep %

SourceMarket Type

New/Repeat
# Partners
Sent Lead

OOT Att

Cal Ripken Baseball 6/5/2025

6/8/2025 800

225 750$1,078,606.00 0Corry Locke StateCal Ripken T-Ball/Rookie B
State Championship 100.0%

Sports Email

$0.00repeat
0

500

Citrus County Kennel Club 7/4/2025

7/6/2025 2,500

129 358$0.00 0Corry Locke RegionalCitrus County Kennel Club All-
Breed Dog Show 100.0%

Social Email

$0.00repeat
148

2,000

0$1,078,606.002 1,108354

3,300

Event Count:

$0.00

2,500
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Status: TURNED LEAD

Contracted
Rooms

Total Att

Peak
Rooms

Requested
Rooms

Account Name Event Start
Event End

EI Est $
EI Act $

Sales Rep ScopeEvent Name

Rep %

SourceMarket Type

New/Repeat
# Partners
Sent Lead

OOT Att

Meeting Management Group, Inc. 11/6/2026

11/7/2026 0

25 50$0.00 0Bryan DayAmerican Advertising
Federation District 4 Fall
Conference

100.0%

Association Rendezvous
South

$0.00new
148

0

National Center for Chronic Disease
Prevention and Health Promotion

7/8/2026

7/12/2026 0

100 500$0.00 0Bryan DayCDC National Workshop

100.0%

Association Rendezvous
South

$0.00new
148

100

U.S. Futsal 12/19/2025

12/21/2025 0

0 0$0.00 0Corry Locke RegionalSoutheast Regional
Championships 100.0%

Sports Referral

$0.00new
0

0

0$0.003 550125

0

Event Count:

$0.00

100

Printed:  3/18/2025
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Status: TURNED LOST

Contracted
Rooms

Total Att

Peak
Rooms

Requested
Rooms

Account Name Event Start
Event End

EI Est $
EI Act $

Sales Rep ScopeEvent Name

Rep %

SourceMarket Type

New/Repeat
# Partners
Sent Lead

OOT Att

Florida Tourist Development Tax
Association

7/22/2025

7/25/2025 100

60 165$0.00 0Corry Locke StateAnnual TDT Conference

100.0%

Government Email

$0.00new
149

90

0$0.001 16560

100

Event Count:

$0.00

90
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Status: TURNED TENTATIVE

Contracted
Rooms

Total Att

Peak
Rooms

Requested
Rooms

Account Name Event Start
Event End

EI Est $
EI Act $

Sales Rep ScopeEvent Name

Rep %

SourceMarket Type

New/Repeat
# Partners
Sent Lead

OOT Att

Lady Bass Anglers
Association(LBAA)

10/11/2026

10/16/2026 0

0 0$0.00 0Bryan Day LocalLBAA Women's Bass Classic

100.0%

Sports PlayEasy

$0.00new
0

35

0$0.001 00

0

Event Count:

$0.00

35
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2025

January February March April May June July August September October November

Rus Adams X

Jeff Bailey

Victoria Billig

Danny Gaekwad

Jason Reynolds X

Barry Mansfield X

Christopher Fernandez X

Ron Livsey

Carl Zalak X

* Last Meeting - Term Expires
+ First Meeting - Term Starts

- Last Meeting

x Absent

# Resigned

TDC Attendance Report
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