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Strategic Plan Action Summary (Priority Needs/Goals) 
 

Top Needs/Goals from each strategic category 

 
Partnership Development: Better education/communication of partner benefits 

Goal  Target Date/ 
Measure 

Responsibility/ 
Assignment 

Create more benefits/opportunities for partners/potential partners   

Develop better communication of partnership benefits specific to 
industry segments 

  

Offer quarterly mixers at a partners’ business to mingle and network   

 

 
*Board Development: Directly outline board member expectations (examples: meeting attendance, 

advocacy roles, representation responsibilities) 

Goal  Target Date/ 
Measure 

Responsibility/ 
Assignment 

Develop a one-page outline of expectations and consequences   

 

 
Advocacy Development: Improved conveyance of tourism development benefits to residents 

Goal  Target Date/ 
Measure 

Responsibility/ 
Assignment 

Improve current program w/ additional stakeholders (i.e. BoCC, 
Arts/Culture, P&R) 

  

Engage nonprofits to assist w/ msg of tourism development benefits   

 

 

*Addressing Board Development Need 1 requires parallel accordance with the following 

identified needs: 

• Board Development Need 3 – Demarcate officer/leadership progression and match to 

board terms (specifically: Clarify bylaws section 6.12i) 

• Advocacy Development Need 2 – Establish standards for advocacy roles/expectations at 

the individual board member level 

• Advocacy Development Need 3 – Clear designation of who advocates in which contexts, 

including process for determination in each case 
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Strategic Planning Report Outline 
 

The St. Johns County Visitors & Convention Bureau (SJCVCB), branded as St. Augustine ǀ Ponte 

Vedra, Florida’s Historic Coast®, serves as the official tourism marketing organization for the 

entire county of St. Johns.  The SJCVCB is incorporated under the laws of the State of Florida as 

a not-for-profit organization granted status as a 501 (c) (6) corporation under the federal IRS 

code.  According to its Article I of its Bylaws, the mission of the SJCVCB is to “Encourage a 

sustainable tourism industry through education, responsibility, reinvestment, and marketing.” 

The SJCVCB operates under contract with the St. Johns County Board of County Commissioners, 

administered by the Tourism Development Council.  The SJCVCB Board of Directors (“Board”) 

engaged Dr. Zachary D. Cole to develop an updated strategic planning report to aid in fulfilling 

board responsibilities as outlined in the Policies & Procedures and Bylaws documents.  The 

current SJCVCB contract has an effective 5-year term, beginning on October 1, 2018 and 

continuing through September 30, 2023.   

The development of this strategic planning report is organized around a three-step process: 1) 

individual interviews with SJCVCB Board of Directors members and ex-officios, 2) consensus-

building survey data collection, and 3) facilitation of a half-day workshop with Board members.  

This report captures and organizes ideas gathered at each step in the process.  Outcomes 

described herein include a clarification of the board’s primary roles and responsibilities; a needs 

assessment organized around three categories of development – Partnership, Board, and 

Advocacy; and a set of associated and prioritized goals for each category.  In addition, attention 

is given to updating initiatives from the last strategic plan (2013) and evaluating ideas for 

raising additional private sector funds. 
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Interview Protocol and Survey Outcomes 
 

The initial step was to gather firsthand information from currently serving* Board members in 

one-on-one interviews.  An open protocol of questions was developed to direct the 

conversation toward pertinent topics.  Below is an outline of the protocol along with 

percentages of relevant responses (a minimum threshold of 30% response frequency was 

calculated).   

The next step was to conduct an online survey of the aggregated responses to work toward 

consensus prior to the workshop. Responses to question 1 were rank ordered for workshop 

presentation (see Appendix A).  The underlined responses within question 2 (see below) 

indicate consensus and as such were carried forward for discussion during the workshop.    

1. What are the primary roles of the SJCVCB Board of Directors? 

• Fiduciary resource stewardship – 100% 

• Political advocacy of tourism interests – 80% 

• Oversight of SJCVCB leadership – 90% 

• Marketing strategy/material consultation/final approval – 50% 

• Partner interest representation – 70% 

 

2. What are the biggest needs within identified categories of development? 

a. Partnership Development 

• Growth in partner quantity – 40% 

• Improvement in partner quality – 30% 

• Better education/communication of partner benefits – 90% 

• Enhance lines of communication from partners to Board/VCB – 60% 

• Improved balance of partner representation across industry sectors – 

60% 

b. Board Development 

• Explicit and comprehensive onboarding process for new members – 

80% 

• Ongoing mentor program for newer board members – 30% 

• Clear delineation of recommendation vs. final approval roles – 50% 

• Directly outline board member expectations (examples: meeting 

attendance,          advocacy roles, representation responsibilities) – 50% 

• Demarcate officer/leadership progression and match to board terms – 

30% 

c. Advocacy Development 

• Clear designation of who advocates in which contexts, including process 

for determination in each case – 70% 
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• Improved conveyance of tourism development benefits to residents – 

30% 

• Establish standards for advocacy roles/expectations at the individual 

board member level – 60% 

 

3. What are the primary attractors for tourists to St. Johns County? 

4. What are the primary deterrents for tourists to St. Johns County? 

5. What is the best-case scenario for tourism development in St. Johns County? 

6. What is the worst-case scenario for tourism development in St. Johns County?  

 

Interview Breakdown 

A total of ten interviews were conducted (91% of Board membership, excluding government 

liaisons), each lasting approximately one hour.  Interviews were conducted with the following 

individuals:       

• Joe Finnegan 

• Phil McDaniel 

• Samantha Palmer 

• Virginia Whetstone 

• Charles Cox 

• Shannon Lake 

• Angela Ivey 

• Craig Schoninger 

• Richard Goldman** 

• Isabelle Rodriguez** 

In keeping with research standards of anonymity, individual responses are not reported except 

in aggregate (see above).   
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Workshop Outcomes 
 

The last step in the process was the conduction of a 3-hour workshop to coalesce the ideas and 

consensus building over the previous two steps.  Below are the final outcomes of that 

workshop.  Information and notes regarding the discussion of the Board’s primary roles and 

responsibilities and categorical needs development (i.e. Partnership, Board, and Advocacy) can 

be found in Appendices A-D.  

  

Primary Board Roles and Responsibilities 

• Fiduciary resource stewardship 

• Political advocacy and partner interest representation  

• Oversight of SJCVCB leadership  

• Marketing strategy/material consultation 

 

Needs and Goals (by category) 
The following charts outline the consensus-based needs and associated goals that were 

developed during the workshop.  They are presented in prioritized order to reflect discussion 

and ‘voting’ that occurred during the workshop with lowest priority (and/or zero vote) in each 

case dropped.  As noted above, full account of the discussion and comprehensive priority 

ranking can be found in Appendices B-D.  The Board, in developing initiatives to achieve the 

respective goals, can utilize the additional columns (labeled Target Date/Measure and 

Responsibility/Assignment).  In addition, complex goals requiring a breakdown of objectives can 

use the Objectives Worksheets found within Appendix G (page 20). 
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Partnership Development 

Need: Better education/communication of partner benefits 

Goal  Target Date/ 
Measure 

Responsibility/ 
Assignment 

Create more benefits/opportunities for partners/potential partners   

Develop better communication of partnership benefits specific to 
industry segments 

  

Offer quarterly mixers at a partners’ business to mingle and network   

 

Need: Grow partner quantity  

Goal  Target Date/ 
Measure 

Responsibility/ 
Assignment 

Assign one person to visit potential partners and explain benefits   

Create a comprehensive list of potential partners   

 

Need: Enhance lines of communication from partners to Board/VCB 

Goal  Target Date/ 
Measure 

Responsibility/ 
Assignment 

Solicit feedback from members (i.e. survey, general board inbox)   
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Board Development 

Need: Directly outline board member expectations (examples: meeting attendance, advocacy 

roles, representation responsibilities) 

Goal Target Date/ 
Measure 

Responsibility/ 
Assignment 

Develop a one-page outline of expectations and consequences   

 

Need: Explicit and comprehensive onboarding process for new members  

Goal Target Date/ 
Measure 

Responsibility/ 
Assignment 

Assign a senior board member to mentor new members for the first 
year of term 

  

 

Need: Demarcate officer/leadership progression and match to board terms  

Goal Target Date/ 
Measure 

Responsibility/ 
Assignment 

Clarify bylaws section 6.12i (see Appendix E for full text)   
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Advocacy Development 

Need: Improved conveyance of tourism development benefits to residents 

Goal Target Date/ 
Measure 

Responsibility/ 
Assignment 

Improve current program w/ additional stakeholders (i.e. BoCC, 
Arts/Culture, P&R) 

  

Engage nonprofits to assist with messaging of tourism development 
benefits 

  

 

Need: Establish standards for advocacy roles/expectations at the individual board member level 

Goal Target Date/ 
Measure 

Responsibility/ 
Assignment 

Inclusion of expectations in the one-page new member outline   

 

Need: Clear designation of who advocates in which contexts, including process for 

determination in each case 

Goal Target Date/ 
Measure 

Responsibility/ 
Assignment 

Create an outline or matrix showing who advocates in which 
situations 

  

Define political versus tourism advocacy   
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Strategic Plan 2013 Update    
 

The facilitator began the process by re-evaluating the goals and objectives, attractors and 

deterrents, and vision and mission statements set forth in the last SJCVCB Strategic Planning 

Report (2013).  This aided in establishing a baseline of accomplishments and general board 

directives while identifying any remaining gaps in planned strategic initiatives.  

 

Goals and Objectives 

A total of 11 goals with 37 associated objectives (identified as Strategies and Tactics in the 

report) were evaluated from the last report.  The associated objectives for each goal range from 

one to five.  The primary challenge in assessing progress on these objectives (and related goals) 

is the large amount of overlap in their conception and lack of clarity with regard to timetable 

and responsible/delegated parties.  The latter difficulty is exaggerated by the term-based 

nature of board membership.  However, it was determined that nearly three quarters of the 

outlined objectives had been completed or are ongoing (see Appendix J). In addition, four 

Board Development objectives not yet completed were independently identified in the current 

workshop as ongoing needs (labeled Match). 

 

Attractors and Deterrents 

The Strategic Planning Report 2013 contains a robust list of attractors and deterrents regarding 

visitation to St. Johns County.  In a review assessment, none were identified as needing 

substantive changes, largely due to the fact that little has changed on the macro-level with 

regard to tourism resources and development in St. Johns County beyond general growth.  In 

addition, a vast majority of the attractors and deterrents listed are also identified within the St. 

Johns County Destination Master Plan (2010).  To affirm/deny this assessment each board 

member was asked what they perceived the primary attractors and deterrents to be via the 

individual interviews – results of that and additional interview questions are found below in the 

section labeled Interview Protocol and Results.  

 

Vision and Mission Statements 

An assessment of the Vision Statement and Mission Statement was completed in the context of 

the following documents: St. Johns County Destination Master Plan (2010), TDC Annual Tourism 

Overviews (2013-2016), 2016 Brand Perception Research, SJCVCB Bylaws, and SJCVCB Policies 

& Procedures.  The SJCVCB is on track with regard to both statements.  However, the vision 

statement should be revisited and cut down in terms of both its length and specificity, partially 

due to its unwieldy nature in general and partially due to stated objectives that require 

adaptation to better reflect tourism development that has occurred since it was developed.  
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While outside the scope of this report, the Board should revisit this in the short-term.  

Contrarily, the mission statement is clear and strong in its exposition of the role that the SJCVCB 

plays in tourism development for St. Johns County.  One potential point of discussion for the 

Board should center on the last sentence in particular – “The [SJCVCB] serves as the leading 

advocate for the tourism industry in building community relations and partnerships” -  in light 

of the large amount of discussion around the roles that the Board has in advocacy relative to 

that of the SJCVCB itself.  See Appendix K for the full text of both statements.  Below is an 

updated vision statement draft to (potentially) serve as a starting point for Board-inclusive final 

revision. 

 

Updated SJCVCB Vision Statement      

St. Augustine, Ponte Vedra, & The Beaches, better known as Florida’s Historic Coast, enjoys a robust 

year round visitor industry and is the most popular historic destination in America.  Recognized as 

offering visitors a truly authentic experience, the Historic Coast is fully connected to major cities 

throughout the nation and world.  Visitors enjoy a diverse destination with top-level hospitality, 

including:  

• keystone historical attractions  

• popular music and event venues  

• dynamic restaurant scenes  

• premiere beaches and waterways 

• superb outdoor recreation  

• top quality golf 

• shopping at its finest 

• once-in-a-lifetime experiences 

The St. Johns County Visitors & Convention Bureau enjoys a strong supportive membership, excellent 

relationships with county and city government, and maintains an innovative and successful marketing 

program. 

  



SJCVCB – Strategic Planning Report 2018 

13 | S J C V C B  
 

Raising Additional Private Sector Funds 
 

The last point of emphasis in the strategic planning report and associated workshop was 

gathering thoughts and ideas for raising additional private sector funds.  The facilitator was 

provided with three high level approaches to private sector revenue development to serve as a 

starting point for discussion (see Appendix F).  The following outlines the workshop discussion 

of potential options for additional private sector revenue generation.  

 

Private Sector Fund Generation Ideas Counterpoint (if 
applicable) 

Generate revenue through the annual State of the Tourism Industry event by 
charging a fee to attend/more sponsorship 

Precedence set as a free 
event for partners 

Develop a trade show focused on business-to-business transactions  

Create Facebook advertorial opportunities for purchase to members only  

Develop a tiered system of sponsorship for events, etc.  

Raise partner rates and offer trade discount with VCB partners Administration and 
potential for program 
abuse 

Member to member discount/value network Difficulty with equitable 
offerings between 
sectors 

Add a donation line at the bottom of the annual membership application  

Raise the partner rates   

Host quarterly mixers with a small attendance fee and 50/50 raffle Attendance can be 
difficult to generate 

Create a geographically based co-op program to generate new members (e.g. 
Crescent Beach, Historic District, etc.) 

Doesn’t raise private 
sector dollars, offsets 
public sector dollars 

Develop tangible branded product to be sold through retailers  

Negotiate a deal with visitstaugustine.com to offer partners enhanced listings 
at discounted prices 

 

Changing the billing cycle away from the slow season to the busy season  
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Appendices 
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Appendix A - Board of Directors’ Primary Roles and Responsibilities (interview/survey-

generated) 

 
Primary Roles and Responsibilities of the Board of Directors  

1. Steward fiduciary resources responsibly 

2. Political advocacy and representation on behalf of the VCB  

3. Oversight of VCB leadership (hire/fire responsibility) 

4. Represent partner interests to the VCB 

5. Marketing strategy/material consultation/final approval 

 

Workshop Discussion Notes:  

✓ no need to rank/prioritize them  

✓ value in establishing an advocacy committee  

✓ board is political, VCB is apolitical  

✓ collapse 2 and 4  

✓ fiduciary and legal responsibilities preface all others 
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Appendix B - Partnership Development Needs Assessment (interview/survey-generated); 

Partnership Development Goals (workshop-generated)  

 
Need: PD1 - Better education/communication of partner benefits (21) 

Goals: 

PD1a - Form membership categories matched to member benefits (2) 

PD1b - Create more benefits/opportunities (15) 

PD1c - Offer quarterly mixers at a partners business to mingle and network (10) 

PD1d - Better communication specific to industry segments (13) 

Need: PD2 - Growth in partner quantity (18) 

Goals:  

PD2a - Comprehensive list of potential partners (6) 

PD2b - Assign one person that could visit and explain benefits (10) 

PD2c - Reference program: financial incentives for current members who refer (3)  

Need: PD3 - Enhance lines of communication from partners to Board/VCB (17) 

Goals:  

PD3a - Outreach to partners about what we as board members can do for them (1) 

PD3b - Drive awareness that VCB meetings are open to partners for public comment (0) 

PD3c - Solicit feedback from members (i.e. survey, general board inbox) (12) 
 

 

Needs not included in workshop discussion based on survey response: 

• Improvement in partner quality 

• Improved balance of partner representation across industry sectors 

 

Workshop Discussion Notes:  

✓ examine geographic dispersion of partners  

✓ articulate membership value specific to operating sector and scale  

✓ establish vetting  

✓ listing differentiators?  

✓ improve communication channel from partners to board 
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Appendix C - Board Development Needs Assessment (interview/survey-generated); Board 

Development Goals (workshop-generated) 

 
Need: BD1 - Directly outline board member expectations (examples: meeting attendance, 

advocacy roles, representation responsibilities) (22) 

Goals: 

BD1a - Develop one-page outline of expectations and consequences (17) 

Need: BD2 - Explicit and comprehensive onboarding process for new members (19) 

Goals: 

BD2a - Assign senior board member to mentor new members for the first year of term 

(25) 

BD2b - Create a notebook for each board member brought to meeting by VCB staff that 

contains bylaws, policies and procedures, and list of high-level board decisions (8) 

Need: BD3 - Demarcate officer/leadership progression and match to board terms (17) 

Goals: 

BD3a - Clarify bylaws section 6.12i (see Appendix E) (21) 

 

 

Needs not included in workshop discussion based on survey response: 

• Ongoing mentor program for newer board members 

• Clear delineation of recommendation vs. final approval roles 

 

Workshop Discussion Notes:  

✓ combine BD2 w/ first bullet  

✓ clarify BD3 through bylaw edit  

✓ modify officer selection and term structure 
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Appendix D - Advocacy Development Needs Assessment (interview/survey-generated); 

Advocacy Development Goals (workshop-generated) 

 
Need: AD1 - Improved conveyance of tourism development benefits to residents (21) 

Goals: 

AD1a - Improve current program w/ add’l stakeholders (i.e. BoCC, Arts/Culture, P&R) 

(27) 

AD1b - Added benefits to partners (3) 

AD1c - Engaging nonprofits to assist with messaging (9) 

Need: AD2 - Establish standards for advocacy roles/expectations at the individual board 

member level (18) 

Goals: 

AD2a - Inclusion of expectations in the one-page new member outline (16) 

Need: AD3 - Clear designation of who advocates in which contexts, including process for 

determination in each case (17) 

Goals: 

AD3a - Create an outline or matrix showing who advocates in which situations (10) 

AD3b - Define political versus tourism advocacy (6) 

 

Workshop Discussion Notes:  
✓ community vs residents to be more inclusive;  

✓ explore non-profit participation/partnership in messaging;  

✓ further define AD3;  

✓ coordinate messaging with cultural, P&R, and other Cat 4 orgs 
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Appendix E - Relevant Bylaws 
 

Section 6.12   Officers of The Board 

(i) If the Chair, Vice Chair and Past Chair’s terms on the Board of Directors expire during 

their tenure as an officer of the Executive Committee, the Board of Directors term shall 

be extended to the end of the term of office on the Executive Committee.   
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Appendix F - Options for Private Sector Revenue Development 
 

1. Do nothing different 

a. Dues at existing membership pricing (currently $300) 

b. Revenue from additional private sector programs (i.e., workshops, sponsorships, 

e-mail advertising)  

 

2. Create enhanced partnership options 

a. Could include more access to partners (Spotlight communication via 

PartnerCom; welcome to new partners) 

b. Tourism business consulting 

c. Discounts on quarterly networking meetings, lunch and learns, educational 

workshops 

 

3. Sell marketing and/or advertising targeting intra-industry relations/business-to-

business/partner-to-partner opportunities 

a. Create new advertising vehicles including direct mail, additional e-mails, annual 

or semi-annual local tourism services expo/tradeshow, etc. 

 

*Note:  We cannot offer advertising enhancements/tiers which would use the Travel Planner as a private 

sector revenue option.  Any money generated from such a program is identified as public sector funding 

and the new County contract requires it to be used as an offset to the cost of the Travel Planner.   
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Appendix G - Strategic Planning Workshop Material (excluding Code Sheets) 
 

 

 

 

 

SJCVCB 

Board of Directors 

 

 

Strategic Planning 2018 

Holiday Inn St. Augustine – Historic 

St. Augustine, FL  

October 5th, 2018 
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Workshop Agenda 

SJCVCB Board of Directors – Strategic Planning 2018 

1:00-4:00pm   October 5 Holiday Inn St. Augustine - Historic 

 

Greeting/Getting Settled        Dr. Cole 
Review of Workshop Method for Consensus-Building 

 
Update: Strategic Planning Report 2013     Dr. Cole 
Analysis of Background Documentation and Trends   Dr. Cole 
Overview of Interview and Survey Findings    Dr. Cole 

 
Discussion: Primary Roles and Responsibilities    SJCVCB BoD 
Discussion: Needs Assessment for each Strategic Area   SJCVCB BoD 

 
Discussion: Goal Setting based on Needs     SJCVCB BoD 
Discussion: Identifying Objectives for each Goal    SJCVCB BoD 

 
Pertinent Topics:         SJCVCB BoD 

Private Sector Funding Options 
New Contract 
Bylaw and/or Policies and Procedures Revision 
 

 Closing/Saying Goodbye       Dr. Cole 
  Next Steps 
  Takeaways 
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Partnership/Board/Advocacy Development 

Goal:  

 

Objectives Target Date/ 
Measure 

Responsibility/ 
Assignment 

OBJ1   

OBJ2   

OBJ3   
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Appendix H - Strategic Planning Workshop Notes  
Prepared by Susan Phillips, Director of Tourism Promotion & Strategic Alliances 

 
 
 

ST.  AUGUSTINE, PONTE  VEDRA  &  THE  BEACHES VISITORS & CONVENTION BUREAU 
BOARD OF DIRECTORS STRATEGIC PLANNING WORKSHOP 

October 5, 2018 
Holiday Inn Historic 

St. Augustine, FL  32084 

 

 
Moderator:  Dr. Zachary Cole 
 
Present:  Shannon Lake, Philip McDaniel, Virginia Whetstone, Charles Cox, Tom Dolan, Angela Ivey, Tom 
Jankowski, Samantha Palmer, Isabelle Renault 
 
Absent:  Joe Finnegan, Craig Schoninger 
 
Staff:  Richard Goldman, Kathy Catron, Erin Masters, William McBroom, Susan Phillips, Evelyn Vazquez  
 
 
Our goals for today’s strategic planning workshop are to: 

1. Identify the primary roles and responsibilities of the VCB Board of Directors 
2. Bring perceptions to bear on this 
3. Identify where to go/how to get there 
4. Do brainstorming/clustering of ideas around goals/objectives 
5. Then, discuss and formulate a plan for where to go/how to get there 

 
I.  Strategic Planning Report 2013 
To recap and update the Strategic Planning Report for 2013, for the Attractors/Deterrents, there’s not 
much to do here.  The landscape hasn’t changed enough in past five years.  There is a pretty hefty vision 
statement (Vision 2023), with a lot of it developed last time.  We may not have enough time today to 
discuss, but can have a separate visioning meeting if desired.  The mission statement, however, is very 
strong.  We can revisit this at the back-end of today, if needed. 
 
Eleven goals were completed (1/3 of overall goals).  Five goals are ongoing that came up in the last five 
years (we can consider these pretty much completed).  One of the difficult factors is there were a lot of 
goals and a lot were overlapping. 
 
II.  Analysis 
The trends are that our audience is becoming younger, more diverse, driven by choice and experience, 
and overnight stays.  Getting folks to stay longer is a big coup for us if we can achieve it. 
 
Partnership numbers are at 264 total.  The category distributions are pretty similar to other DMOs. 
 
Flash recommendation: 
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1. There is a good balance of partners 
2. Articulate specific benefits by type of business 
3. There is room to raise member/partner price which is currently $300 

 
 
 
III.  Preliminary Findings – Primary Roles & Responsibilities (PPR) 
Information was presented to set-up the review and discussion regarding the VCB Board of Directors’ 
Primary Roles and Responsibilities, as noted below. 
 

A. Primary Roles and Responsibilities 
1. Steward fiduciary resources responsibly 
2. Political advocacy and VCB representation 
3. Oversight of VCB leadership 
4. Represent partner interests to VCB 
5. Having a say in marketing strategy 
 

B. Discussion 
1. How do they represent the interests of the industry? 
2. What is their fit with VCB Board of Directors’ Primary Roles and Responsibilities and 

with VBC Bylaws? 
i. (Group:  Angela, Tom D, Isabelle)  All valid/true – discussion around #4 

(represent partner interests) moving up higher on the list.  #2 (political 
advocacy and VCB representation), if you’re representing the partner 
interests, then could collapse the two.  #1 (steward fiduciary resources) 
should not only focus on resource stewardship, but also include Board 
eyeballs on the contract to ensure that contractual elements are being met 
(i.e., need to look at contract’s legal requirements).   

ii. (Group:  Philip, Tom J, Shannon)  #1 (steward fiduciary resources) is first 
priority.   Want to be able to show anyone collecting the tax and/or our 
government officials that we’re doing the most to best leverage and 
properly use the financials and other resources provided to us.  Political 
advocacy can be difficult as it could be longer term, so that’s probably not a 
#2 priority and would move down perhaps via an advocacy committee.  
Sometimes, there are no political “hot buttons” going on, but then 
something comes up last minute and requires work.  Maybe we could and 
should have an ongoing communications with SJC Board of Commissioners.  
This could be either a committee or simply have someone assigned from our 
Board to go meet with County Commissioners (for those of you who have a 
relationship with one or more of them).  Our Board needs to cultivate 
relationships with political figures.  Oversight of leadership could be part of 
#1 (ties in).  #1 (steward fiduciary resources) would include the VCB County 
contract, too.  Partner interest is important.  And, for the marketing 
strategy, none of us want to micromanage, but we all can bring good valid 
points to the table.  Zach asked the group how this is usually handled.  Philip 
feels they (the Board) are almost reactive from marketing side and needs to 
be proactive.  Their reaction to marketing only comes from when they see 
marketing creative presented (reactionary).  We have a strong group of 
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business owners on committee who have opinions and can help shape the 
marketing strategy. 

iii. (Group:  Virginia/Charles).  Virginia – no need to rank as all are equally 
important.  No need to change.  Their group did talk about the political 
advocacy and what that really meant.  Virginia and Charles clarified that if it 
is going to be tourism advocacy with government/political figures, then this 
is a Board function vs. a Richard function.  Zach asked the group if/how they 
can you advocate equally for all interests and not just for one’s own 
personal interest.  The response was that only the Board members can 
assign Richard to go lobby, but that overall it’s the Board’s responsibility.  
This can help keep a “target” off of Richard’s back (especially locally).  But, 
sometimes for advocacy in Tallahassee, Richard can advocate.  Zach asked 
who the person is to say what should be done.  Virginia feels that when a 
tourism-related political topic comes up, the Board will make a decision and 
will dictate who/what as there may be a different message with it coming 
from the VCB Board and tourism community vs. Richard (who is 
representing the VCB).  They (the Board) will have to make the difficult call.  
Should this be added to the roles/responsibilities for clarity – yes (Virginia).  
Could be done at Board or Executive Committee level. 

 
IV.  Preliminary Findings – Partner Development Needs (PD) 
Information was presented to set-up the review, assessment, and discussion regarding the VCB’s Partner 
Development Needs, as noted below. 
 

A. Partner Development Needs  
1. Better education/communication of partner benefits 
2. Growth in partner quality 
3. Enhance lines of communication from partners to Board/VCB 

i. Improvement of partner quality 
ii. Improved balance of partner representation across industry sectors 

 
B. Partner Development Needs - Discussion 

1. How do mission/vision and trends guide us? 
2. What opportunities/challenges exist given resource/administration context? 
3. How do they account for the diverse interests of the industry, board, and public? 
4. What is their fit with identified roles/responsibilities? 

i. Group discussion:  Samantha stated that we could combine partner quality 
with the balance of representation.  Also, focus on benefits.  But, what are 
you going to do as with the new County contract you get just about 
everything for free and don’t have to pay for membership?  Virginia feels 
that all who want to pay for an enhanced listing should automatically 
become a member.  But, this won’t work.  Shannon stated that it’s really a 
value proposition to create as what does the $300 get me now?  This now 
becomes a huge thing to focus on.  Angela stated that if we get forced into 
including everyone, then we need to put some parameters to help us 
manage.  Shannon feels that we need to identify and define what you get 
out of a membership as there are different needs for a small partner versus 
a larger one.  We could think about how the smaller partners use our 
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benefits and how the larger ones use it (scale issue).  This could also be 
geography issue that we need to address as Shannon is the only VCB lodging 
partner at Crescent Beach.  She suggested we could develop some type of 
partner benefit for all lodging and/or potential properties within a certain 
area such as Crescent Beach and reach out to them.  Within the partnership 
development arena, create mini ad hoc opportunities and have Board 
members go solicit new memberships and find out why entities are not a 
partner.  It was also suggested that maybe we need a survey that asks what 
they’re looking for (ask non-members why they’re not partners).  Tom D felt 
that for #1 (better education/communication of partner benefits) and #3 
(growth in partner quantity) there is a good communication highway in 
place, but there’s a bit of a separation between partners and the Board 
members (as a partner, Tom has previously only communicated with the 
VCB and not Board members, but believes this needs to change).  Isabelle 
questioned what it means regarding “partner quality?”  Zach explained that 
this deals with vetting/relevance to the tourism landscape. 
 

C. Partnership Development Needs - Priorities 
1. Better education/communication of partner benefits 

i. Priority:  Most ranked this high, except Virginia and Angela 
2. Growth in partner quality 

i. Priority:  This was split with most ranking it high to medium (medium 
ranking by Tom J, Angela, Sam) 

3. Enhance lines of communication from partners to Board/VCB 
i. Priority:  Medium to low priority for all except Tom D (high priority) 

 
D. Partner Development Needs – Goals (ranked from high to low) 

1. Better education/communication of partner benefits 
i. Create more benefits/opportunities (15) 

ii. Better communication, more focused on industry segments (13) 
iii. Offer quarterly mixers at partner businesses to mingle and network (10) 
iv. Form membership categories matched to member benefits (2) 

2. Growth in partner quality 
i. Sales focus one person that would visit and explain benefits (10) 

ii. List of “cans” and “cannots” (6) 
iii. Referral program with financial incentives for current members who refer 

“x” amount of new members (3) 
3. Enhance lines of communication from partners to Board/VCB 

i. Solicit feedback from members via survey and general Board inbox (12) 
ii. Outreach to partners about what we (as Board members) can do for them 

(1) 
iii. Drive awareness that VCB meetings are open to the partners for public 

comment (0) 
 

V.  Preliminary Findings – Board Development Needs (BD) 
Information was presented to set-up the review, assessment, and discussion regarding the VCB’s Board 
Development Needs, as noted below. 
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A. Board Development Needs 
1. Directly outline Board member expectations 
2. Explicit and comprehensive onboarding process for new members 
3. Demarcate officer/leadership progression and match to Board terms 

i. Ongoing mentor program for newer Board members 
ii. Clear delineation of recommendation vs. final approval roles 

 
B. Board Development Needs – Discussion 

1. Group discussion:  Samantha/Charles; Virginia/Philip/ Angela; Tom J/Tom 
D/Isabelle/Shannon 

i. #1 (directly outline Board member expectations) is fine.  #2 (explicit and 
comprehensive onboarding process for new members) and first bullet point 
(ongoing mentor program for newer Board members) could be combined as 
well as the second bullet (explicit and comprehensive education process for 
new members).  #3 (demarcate officer/leadership progression and match to 
Board terms) is not a development need; instead, it’s more of a change in 
the Bylaws or clarification in Bylaws.  Once you become Vice Chair, you then 
move to Chair, and then to immediate past Chair.  Once you become Vice 
Chair you move into a different Board position, and your spot opens up 
(maybe an “at large” position or new category).  Don’t have to be elected.  
And, past Chair needs to stay on.  You have your officer positions and Board 
positions.  You re-set the term once you get the position.  Charles would 
argue that you don’t want to increase the number with new seats.  You 
don’t need so many seats, or you won’t agree to everything.  He stated that 
previous Board members crafted the Bylaws to intentionally bring the 
number down to nine.  Right now, you simply extend their term.  Virginia 
said there is no problem keeping it at nine; however, we just need 
clarification in the Bylaws.  Zach will work on coming up with some options 
for group to review.  Best way to tackle is to set automatic extensions or 
denial of application on front-end based upon parameters (i.e., you can’t go 
for Vice Chair in your third term). 

 
C. Board Development Needs  - Priorities 

1. Directly outline Board member expectations 
i. Priority:  High priority for most except Angela and Charles (medium priority) 

2. Explicit and comprehensive onboarding process for new members 
i. Priority:  High for most except Angela, Charles, Samantha, and Virginia 

(medium priority) 
3. Demarcate officer/leadership progression and match to Board terms 

i. Priority:  High for Samantha, Isabelle; medium for Phil, Virginia; low for rest 
of group 

 
D. Board Development Needs – Goals (ranked from high to low) 

1. Directly outline Board member expectations 
i. Develop simple one-pager outline of expectations (15) 

2. Explicit and comprehensive onboarding process for new members 
i. Assign a senior Board member to mentor new member for first year (24) 
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ii. Notebook for each Board member brought to meeting by VCB staff which 
contains VCB ______ (? can’t read word) Bylaws and lists high-level Board 
decisions (6) 

3. Demarcate officer/leadership progression and match to Board terms 
i. Clarify Bylaws section 6.12(i)  (20) 

 
 

VI.  Preliminary Findings – Advocacy Development Needs (AD) 
Information was presented to set-up the review, assessment, and discussion regarding the VCB’s 
Advocacy Development Needs, as noted below. 
 

A. Advocacy Development Needs 
1. Improved conveyance of tourism development benefits to residents 
2. Establish standards for advocacy roles/expectations at the individual Board member 

level 
3. Clear designation of who advocates in which contexts, including process for 

determination in each case 
 

B. Advocacy Development Needs – Discussion 
1. Group discussion:  Samantha/Charles; Virginia/Philip/Angela; Tom J/Tom 

D/Isabelle/Shannon 
i. Shannon wants to get the Board out into the community to advocate and 

tell the good story.  Somehow need to get private funds to be able to 
support.  How do you get the message out to the public?  How do we put 
resources to this effort when it’s so important, but we don’t have it 
budgeted.  Tom D suggested using in-kind trades with publishers.  Tell the 
story to the residents constantly.  Have resident staycation contests and 
promote to everyone.  Tom J commented that you ask the residents why 
you live here as there are some of the same benefits of visiting.  Angela 
believes we should think about using the word “community” as it’s broder 
and more inclusive than just “residents.”  #2 (establish standards for 
advocacy roles) could be modified to change the word “standards” to 
“messaging.”  #3 (clear designation of who advocates) needs clarity to 
further define the “who.”  Philip asked why this is just focused on the VCB.  
Perhaps it’s better to aggregate and include other areas promoted/included 
from tourism funding with community benefits such as fireworks, beach 
walkovers, etc.  The VCB Board could coordinate efforts and talk to other 
categories and get broader message to the residents – cultural council, 
parks & recreations, Tera and or organization who receive TDT dollars 
within the City/County.  Charles thinks we should include the entire County 
in the discussion/support/engagement as this helps them to increase the 
tax base.  Could extend “community” to non-profits (they all benefit with 
donations based upon tourism growth, and they are winning because of 
tourism). 

 
C. Advocacy Development Needs – Priorities 

1. Improved conveyance of tourism development benefits to residents 
i. Priority:  High for all, except Angela and Philip (medium) 
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2. Establish standards for advocacy roles/expectations at the individual Board member 
level 

i. Priority:  High for Philip, Samantha, Isabelle, and Shannon; medium to low 
for remainder of group. 

3. Clear designation of who advocates in which contexts, including process for 
determination in each case 

i. Priority:  High for Philip, Samantha; medium for all others exception Charles, 
Angela (low) 

 
D. Advocacy Development Needs – Goals 9 (ranked from high to low) 

1. Improved conveyance of tourism development benefits to residents 
i. Improve current program with additional stakeholders, BoCC, Arts/Culture, 

PR (27) 
ii. Engaging and enlisting non-profits to help (9) 

iii. Added benefits to partners (3) 
2. Establish standards for advocacy roles/expectations at the individual Board member 

level 
i. Inclusion of expectations in the one page new mentor outline, to be an 

active member (16) 
3. Clear designation of who advocates in which contexts, including process for 

determination in each case 
i. Create outline or matrix showing who and situation required to be advocate 

(11) 
ii. Define political vs. tourism advocacy (5) 

 
VII.  New Agreement Consideration – Private Sector Funding Options 

A. Comprehensive listing – private sector funding options 
1. Do nothing 
2. Create enhanced partnership options 

i. Discussion:  Samantha asked if we can have fams/writers as a partner benefit?  
Richard advised that it’s not really an option as we’re using public sector dollars. 
Virginia said we need to proceed with using the benefits we’ve always used, if 
it’s not specifically prohibited in the contract.  Her reasoning is that the partners 
have always been the ones providing the comp/discounted rooms and covering 
costs (several agreed).  Shannon suggested that we generate money with a new 
co-op program (i.e., Crescent Beach co-op to generate new members).  It was 
also suggested that maybe we work out a deal with Visit St. Augustine to offer 
our partners enhanced listings on the Visit St. Augustine site at discounted 
prices.  Charles feels that we should develop a tangible branded product to be 
sold through retailers (i.e., Christmas ornaments, etc.).  He also suggested we 
have a donation line at the bottom of the annual membership application.  
Richard discussed an idea of doing a trade show for the business-to-business 
sector (the businesses would pay to present to the tourism industry members).  
Isabelle asked if there is a way to make money on the annual State of the 
Tourism Industry (STI) event perhaps by charging a fee as STI is a membership 
benefit.  She also thinks we should enhance what we already do and not create 
a new event, if possible.  Her suggestions included a Facebook advertorial and 
focus on an individual member (and you can purchase the advertisement only as 
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a member).  She thinks we should definitely charge people to attend STI.  Tom D 
felt differently and commented that we don’t want to nickel and dime our folks. 
However, Tom J thinks we should charge.  Virginia asked about starting a 
quarterly mixer, charge a small fee, and have a 50/50 raffle.  The purpose is to 
mingle and see people and get to go to a new business.  Could have a nominal 
fee ($5) to attend.  Isabell disagreed and stated that the attendance is not 
always easy to get.  Isabelle sees more opportunity on the social media aspect 
as small businesses have a tough time to pay for hosting a mixer event.  Philip 
noted that members can offer the choice to offer member to member 
discounts.  It would then become an internal network of value.  Samantha said 
that hotel partners won’t do this with the Attractions Assn.  Samantha then 
asked if there is anyone else with a contract like the VCB County contract.  
Richard stated that yes there are, mostly in government-run entities.  But, Visit 
Orlando does just about everything they need to do with very little 
encumbrance from County.  Tom J asked if there should potentially be some 
sort of negotiated rate which would offer benefit.  His thought is that access to 
VCB partner rates would drive revenue to other businesses.  And, we could raise 
our partner rates and give a $100 (or other) discount if you participate in trade 
with the VCB.  Tom D felt that this could create an issue in that people could 
abuse it (as we don’t have a VCB card to show).  Virginia offered that maybe we 
could have time or date limits and have folks print the coupons.  Isabelle offered 
that they have this type of program and it is not used often.  And, she can 
Google discounts online, but if it’s only a 10% discount, it might not be enough.  
Need something unique.  Value is diluted if it’s not special or unique or high 
perceived value.  Zach wrapped up the discussion by advising that it’s often a 
perception of value that you’re part of this discounted network and not 
necessarily that you have specific discounts.  This lets everyone creates their 
own market.  

3. Self-marketing and/or advertising targeting intra industry  
iii. Shannon feels that a trade show is a good idea.  She would support that.  

Also, Facebook Live at sunrise at the beach as she would buy that. 
 
VIII.  Relevant Bylaws and Policies/Procedures 
There were no questions raised. 
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Appendix I - Strategic Planning Workshop PowerPoint Presentation 
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Appendix J - Goals and Objectives Assessment – Strategic Planning Report 2013 
Code Strategies and Tactics Target Date/   

Measure 
Responsibility/ Assignment Current Status 

COMPLETED 

PD1.1 Approve an increase 
to the current 
partnership rate while 
maintaining the flat-
rate concept 

Board Chair 
discretion 

Board Chair Completed. 

PD1.2 Develop a more 
sophisticated benefits 
brochure that lays out 
key reasons to 
become a partner of 
SJCVCB 

8/30/2013 Executive Director and Staff Completed. 

PD1.3 Launch a new 
member/partner drive 
to increase partner 
participation with 
specific attention to 
food and beverage 
establishments and to 
under-represented 
geographic areas 

10/1/2013 Partner Development 
Committee 

Completed. 

PD3.1 Secure a tourism 
representative seat on 
St. Augustine's city 
parking committee 

10/1/2013 Board Chair Completed. ED 
meets monthly 
with city manager 
and operations 
leaders as well as 
their PIO 

PD3.2 Research visitor 
concerns about 
parking to provide 
data for the city's 
consideration 

1/1/2014 Executive Director  Completed. ED 
served on city 
mobility planning 
advisory group. 
Mobility Plan is in 
execution phase. 

PD3.3 Explore opportunity 
to develop satellite 
parking to help 
visitors and the city 
better manage traffic 
circulation 

Ongoing Transportation Committee Completed. 
Operational on high 
demand weekends. 
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PD3.4 Explore opportunity 
for privately funded 
beach property 
shuttle using a resort 
fee collected by 
participating resorts 
with a target of 
providing regular 
service between each 
of St. Augustine 
Beach, Crescent Beach 
and Ponte Vedra 
Beach with 
connections to the 
downtown historic 
district. 

9/30/2014 Transportation Committee Completed. It was 
decided to focus on 
St. Augustine Beach 
and Historic District 
circulators with a 
connector between 
them. County and 
two cities are 
evaluating 
proposed 
circulators and 
beach/city express 
shuttle funding and 
scheduling model. 

PD3.5 Explore opportunities 
for discount parking 
cards to be used by 
beach resort 
properties for their 
guests. 

1/31/2014 Transportation Committee Completed. City has 
adopted a "Park 
Now" card which 
offers discounted 
parking. A limited 
number of 
properties are 
purchasing for their 
guests. 

PD6.1 Develop a feedback 
mechanism to 
evaluate current 
Partnercom tool 
examining perceived 
value, frequency, 
open rate and share 
rate 

1/31/2014 Executive Director & Staff Completed. 
Enhanced content 
and reduced 
frequency.  

PD6.2 Survey other 
opportunities to build 
partner 
communicationsin to 
improve and sustain 
relationships with 
diverse industry 
sectors 

1/31/2014 Executive Director & Staff Completed. ED 
meets regularly 
with industry 
groups/associations 
to report on VCB 
actions and receive 
feedback. 
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PD7.2 Identify and meet 
with 
University/Community 
College 
representatives to 
explore training 
partnership 
opportunities 

5/30/2014 Industry Training 
Subcommittee 

Completed. ED 
serves on advisory 
board of Nease 
High school 
Tourism Academy. 
One board member 
on advisory board 
of new Flagler 
College Tourism 
Dept 

PD7.3 Meet with Chamber of 
Commerce and other 
organizations to 
explore opportunities 
to share cost and 
management of 
training program 

    Completed. 
Chamber does not 
have a training 
program funded. 

BD1.1.2 ·         Rework board 
orientation material 
to insure 
comprehensiveness,  

     Completed. A 
revised orientation 
manual was 
introduced in 2016. 

BD3.1 Appoint an audit 
committee made up 
of Treasurer and at 
least one board 
member to work with 
external audit firm 
and review and 
present findings as 
required by DMAI to 
retain continuing 
destination 
certification, Revise 
board  bylaws to 
insure full 
participation and 
attendance by 
appointees 
representing cities, 
appoint board 
member to act as 
liaison with key 
government (city and 
county agencies that 
have potential to 
affect the visitor 
experience) 

7/18/2013 Board Chair and Members Completed. Audits 
are conducted 
every other year as 
required by DMAI 
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BD3.2 Revise board bylaws 
to insure full 
participation and 
attendance by 
appointees 
representing cities 

9/30/2013 Executive Committee Completed 

AD1.5 Design new program 
that provides resident 
incentives to 
experience Florida's 
Historic Coast through 
the eyes of visitors 
targeting this in-
county program and 
promotion to the off-
season or slowest 
month. (eg.  
Restaurant month, 
tourism partner 
staycation program)  

Design 
complete 
10/15/14        
Promotion 
11 & 12/14   
Program 
implemented 
1/15     
Program 
evaluation 
3/15 

Staff/ Partners/ Board Completed 

WORKING 

PD1.4 Utilize freelance 
services to implement 
the program and to 
advance member 
sales 

7/1/2013 Partner Development 
Committee 

  

PD2.1 Appoint a 
transportation 
committee led by a 
board member and 
made up of industry 
stakeholders 
connected to and 
concerned for inter 
and intra county 
transportation issues 

8/30/2013 Board Chair Executive Director 
has been 
consistantly 
involved with the 
state, county and 
local cities on 
transportation 
issues.  
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PD2.2 • Establish better 
intra-county 
information & ground 
transportation 
services to support 
group business 
marketing for resorts 
and hotels.                                                                                                 
• Continue to work on 
development of 
information kiosk at 
JIA to better inform 
passengers about St. 
Augustine, Ponte 
Vedra offering. 
• Explore rental car 
agency partnership to 
develop better one-
way drop programs 
from JIA.  
• Meet with current 
transportation 
companies serving JIA 
and the JIA leadership 
team to explore 
opportunity for 
scheduled service to 
St. Augustine. 

Ongoing Executive Director & Staff Ongoing. Frontier 
Airlines renews 
seasonal service to 
NFRA April 24,2017, 
Allegiant increased 
service to JIA; Info 
kiosk at JIA 
increased St. 
Aug|Ponte Vedra 
visitor interactions 
by 50% so far in 
FY2017; no interest 
yet with rental care 
agencies; no 
interest by 
transportation 
companies in 
scheduled service 
from JIA 

PD5.2 Present policy change 
recommendations to 
Tourist Development 
Council and Board of 
County 
Commissioners 

8/31/2013 Board Chair & 
Commissioner Bennett 

Ongoing. 

PD7.4  Initiate and 
coordinate program 
for local front line 
hotel employees to 
become familiar with 
destination 
attractions and other 
tourism assets. 

  Executive Director & Staff Proposal in 
development 
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BD2.1 Identify 
representative gaps 
within current board 
composition and 
contact potential new 
member 
representatives who 
could serve on 
committee on in 
advisory capacity: 
Target categories 
include: higher 
education; airport; 
ground 
transportation; 
restaurant 

4/30/2014 Board Chair and Members Currently "at large" 
position is occupied 
by a winery owner, 
next postion 
opening has 
candidate on sales 
committee 

AD1.2 Design a presentation 
(slideshow or vidio) 
using the data above 
and othe key 
economic indicators 
suitable for taking to 
community group 
meetings: including 
service clubs, business 
associations, etc.  This 
presentation should 
clearly describe the 
purpose and work of 
the VCB and 
demonstrate how it is 
different from the 
Chamber, VIC, TDC 
etc.  

9/30/2013 Executive Director & Staff Ongoing since 
2013; 21 
presentations 
completed in 2016 

AD1.3 Develop a 
subcommittee 
speakers bureau 
made up of board 
members and key 
staff and offer the 
presentation to all 
target groups as 
defined above and 
any others that the 
board further 
identifies 

At least one 
presentation 
per month 
for 24 
months 
beginning 
10/1/2013 

Board member committee 
chair/champion/cheerleader 
for this Strategy 

Ongoing. See 
above, board 
members have had 
limited opportunity 
to participate. CEO 
conducts two 
presentations per 
month. 
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AD1.4 Continue Rose Award 
Program in 
partnership with the 
NEFLHA 

Annual Board and Staff Ongoing since 2012 

NEEDS UPDATE 

PD4.1 Explore opportunities 
to provide gateway 
signage on each major 
highway and road 
entering St. Johns 
County.  Develop an 
awards program for 
landscape companies 
to each compete for 
presence in a specific 
location where they 
would establish and 
maintain landscaping 
around the entry way 
signs. 

9/30/2014 Transportation/Wayfaring 
Subcommittee 

n/a 

PD4.2 Continue to work with 
the city on pedestrian 
signage for wayfaring 
within the historic 
district 

Ongoing  Executive Director n/a 

PD4.3 Explore opportunity 
to create a better 
advance signage 
system before major 
intersections similar 
to that in other 
tourism oriented 
destinations.  This 
program would help 
those unfamiliar with 
the destination more 
easily find their 
destination and 
reduce traffic 
redundancy. 

1/1/2015 Transportation/Wayfaring 
Subcommittee 

n/a 

PD5.1 Research the 
expenses allowed in 
most other county 
marketing agencies 
(both government and 
non profit) in 
comparison with St. 

7/31/2013 Executive Director n/a 



SJCVCB – Strategic Planning Report 2018 

52 | S J C V C B  
 

Johns County current 
policies, including the 
following: purchase of 
alcohol, payment of 
sales tax, internal ads, 
contract board 
services/consulting. 

PD7.1 Establish a new 
industry 
subcommittee under 
Partner Development 
to explore options and 
models for front line 
destination customer 
service training. 

4/30/2014 Partner Development Chair Not currently 
assigned 

PD7.5 Expand the employee 
industry destination 
training program to 
other industry sectors 
and to other visitor 
services issues, 
through an 
established  customer 
service training 
program focused on 
the needs of the 
visitor, 

  Executive Director & Staff Not yet begun 

BD1.1 Develop a plan that 
insures smooth and 
logical succession for 
bringing in new board 
members and 
developing needed 
leadership skills and 
experience.   

ongoing Board of Directors led by 
Executive Committee 

Match. 

BD1.1.1 ·         Cultivate new 
members by 
involvement in 
committee work (e.g. 
transportation, 
parking, customer 
service training, 
government relations, 
etc.)   

     Match. 

BD1.1.3 ·         Assign a mentor 
to each new member 
to help that individual 

     Match. 
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assimilate and 
contribute more 
rapidly 

BD1.1.4 ·         Expand 
committee structure 
and encourage 
involvement of 
stakeholders who can 
be groomed for future 
board and officer 
positions.  

     Match. 

BD3.3 Appoint board 
member to act as 
liaison with key 
government (city and 
county) agencies that 
have potential to 
affect the visitor 
experience 

9/30/2013 Board Chair   Match. 

AD1.1 Research data that 
clearly defines both 
the % and total dollar 
volume of ALL taxes 
generated by visitors 
to include: property 
taxes for all hospitality 
related businesses; 
sales tax; gas tax; bed 
tax; etc. Collect 
information on all 
private and public 
infrastructure paid for 
or supported by 
tourism. 

8/30/2013 Appointed Board member 
to lead this effort 

Data collected for 
most through 2015, 
missing property 
taxes and other 
measures for 2016 
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Appendix K - Strategic Planning Report 2013 – Vision Statement and Mission Statement 
 

Vision Statement 

St. Augustine, Ponte Vedra, & The Beaches, better known as Florida’s Historic Coast, enjoys a robust 

year round visitor industry and is the most popular historic destination in America.  The area enjoys 

recognition as offering visitors and authentic educational experience along with close-by nature, golf, 

and beachfront recreation.  Daily scheduled domestic air service connects major cities along the east 

coast to Northeast Florida Regional Airport.  International flights from Europe access the St. Augustine 

area with great shuttle service from Jacksonville International Airport.  The county has become the 

favorite getaway for Hispanic Americans, Spanish speaking South Americans and European visitors all 

trying to connect with the Spanish role in the early history of the United States.  This family-oriented 

destination warmly welcomes visitors from Florida and east coast US markets who come to experience 

the exceptional environment that is clearly respected and protected by the local community.  The 

tourism community works with the Cities, the County and numerous local citizen groups to insure that 

these natural places will be here forever.  The communities and the VCB have developed new way-faring 

signage to help visitors easily find their way to key attractions.  This program has recently received 

international recognition as the best in North America.  These helpful aids in helping visitors ease traffic 

and parking.  Combined with a five year old program for training front-line staff with enhanced customer 

service skills, both have earned the destination new accolades.  Trip Advisor recently named Florida’s 

Historic Coast, Florida’s most friendly destination. 

A new conference hotel adjacent to the historic corridor along with other world class resorts and hotels 

have helped the VCB develop a strong all-city convention market.  Corporations and associations that 

want to offer a uniquely different venue to their attendees and accompanying families are regularly 

selecting Florida’s Historic Coast for their meetings.  Beautiful natural beaches; diverse and protected 

parks; world-renowned golf courses; and natural wildlife areas offer depth to the county and position 

the region as the only one in Florida that offers something for each visitor interest.  The destination has 

also recently been awarded the best golfing destination on the eastern seaboard and couples and 

groups are choosing Florida’s Historic Coast for golf vacations and guy getaways.   

The St. Johns County Visitors & Convention Bureau enjoys a strong supportive membership, excellent 

relationships with county and city government and is recognized throughout the US as having one of the 

most innovative and successful marketing programs for an organization of its size and budget. 

 

Mission Statement 

To support and strengthen the St. Augustine, Ponte Vedra & The Beaches tourism economy in order to 

retain and create jobs; expand tourism business income and related taxes; and to enhance the quality of 

life for all citizens by raising destination awareness and increased visitor spending.  The St. Johns County 

Visitors & Convention Bureau serves as the leading advocate for the tourism industry in building 

community relations and partnerships. 


