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Two Primary Areas of Focus:

• Economic Development District

• Natural North Florida 

(the Original Florida Tourism Task 
Force) 

Economic Development



Economic Development
U.S. Economic Development Administration

Economic Development District
• Comprehensive Economic Development Strategy –

5-year plan
– CEDS Committee - wide range of public & private sector 

leaders
– Select top 5 priority and long range projects
– Projects must be consistent with CEDS to receive grant 

funding from Economic Development Administration
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Economic Development
CEDS Priority Projects:

• Rural Area of Critical Economic Concern - Catalyst 
Sites Development

• Promoting Sustainable, Tourism Based Economic 
Development through Natural North Florida

• Healthcare and Life Science Professionals 
• Regional Business Incubators and Research Parks
• Multi-modal Infrastructure Improvements
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Economic Development

CEDS Long Range Priorities
• Regional Energy Facilities – as the region 

grows there will be increasing energy 
needs

• Regional Airport Facilities – expansion of 
municipal and rural air parks is an 
important component of regional economic 
development
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Economic Development

 Economic Development Administration Funding:
• Construction Grants – Provide infrastructure necessary to 

support job growth and retention.     Must be tied to jobs-
producing or jobs-saving project.

• Planning and Technical Assistance Grants – Build local 
capacity for economic development projects.

• Economic Adjustment Assistance Grants – Help overcome 
loss of major employer, natural disaster or special needs.
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Economic Development
Current/Recent Regional Projects

• University of Florida Innovation Hub - High-tech 
Business Incubator Project,  Gainesville ($8.1 Million)

• Santa Fe College Perry Center - Health Sciences 
Project, Alachua ($1.86 Million)

• Suwannee County Catalyst Site – Feasibility Study 
Grant, Live Oak ($275,000)

• Buckeye Wastewater Treatment Infrastructure 
Project, Perry ($2.0 Million)
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Economic Development

Additional Support for Economic 
Development Projects
• Regional Economic Modeling, Inc.-

Advanced economic impact modeling 
software used to measure:

– Employment
– Income
– Population
– Other economic variables
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Economic Development

Rural Area of Critical Economic Concern

• Regional Approach to Economic Development

• 14-County Region Spanning North Central 
Florida (including Baker, Jefferson, Levy & Putnam)

• Added State Development Incentives for Rural 
Counties
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Economic Development

North Florida Economic Development 
Partnership

• The Council Serves on the NFEDP Board of 
Directors

• Current Project: Rural Broadband Expansion

• $30 Million U.S. Department of Commerce Grant to 
Provide “Middle Mile” Network Throughout Region

9



Economic Development

Rural Area of Critical Economic Concern

• Two Large Scale “Catalyst” Sites

– Columbia County – Target Industries: Building 
Construction Component Manufacturing & Design, 
Logistics & Distribution Center

– Suwannee County – Target Industries: Distribution & 
Logistics Center, Manufacturing
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Natural North Florida
(The Original Florida Tourism Task Force)

In Rural Communities, Tourism 
is Economic Development
• 11-County Region Marketing 

“Natural North Florida”
• Increase Tourism as a Means of Sustainable

Economic Development
• Increase Entrepreneurial Capacity of the 

Hospitality Industry
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Regional Tourism Concept:

A Rising Tide Lifts All Boats!
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Why Natural North Florida?

 Proven Track Record

 Relationships that Can 
Shape Policy with VISIT 
FLORIDA

 Synergies of Event Planning

 Return on Investment:

$33 for each $1 of Member 
Investment



 Founded in 1993 as a Result of a 
Study Conducted by the North 
Central Florida Regional Planning 
Council

 Market the Region as One 
Destination to Increase Visibility and 
Increase Tourism Offerings

 Mission: Enhance Tourism While 
Preserving the Historical, Cultural 
and Natural Assets of North Florida 
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Tourism Marketing Program

 Press Familiarization Tours
 Sales Missions
 Trade Shows
 Advertising
 Tourism Education
 Public Relations Campaigns
 Website: 
www.VisitNaturalNorthFlorida.com

• Calendar of Events
• Trip Planner Function 
• Travel Bloggers
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Mobile WebSocial Media: Facebook
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“Gulf Coast Seafood” 
Press Familiarization  Tour

Featuring:
 Coastal Communities of Natural 

North Florida
 Hosted 6 Travel Writers From 

Within Southeast “Drive Market”
Writers Have Featured the 

Region in Several Magazine 
Articles and “Blogs”
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Post FAM Results:
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Sales Missions
Atlanta-Birmingham Sales Mission

Relationship building with:
• Southern Living
• Coastal Living
• Birmingham News
• Atlanta Journal Constitution
• Chattanooga Times
• Sweet Tea Magazine
• Cottage Living
• Cooking Light

Feature article in Southern Living –
Advertising Equivalency of over $85,000
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Trade Shows
 In 2011, Original Florida has 

Reached Over 10,000 
Consumers that are Interested 
in Visiting Attractions in North 
Florida

 Each County is Represented 
in Natural North Florida’s 
Marketing Materials.  Your 
County’s Message Reaches 
Thousands of Travel 
Consumers Annually.

21



Cooperative Advertising 

Original Florida “Buys Down” the  Cost of 
Advertisements so that Each Participating 
County Gets a Reduced Rate for their 
Individual Advertisements

Publications Feature Editorial Content 
About Our Region as a Result of Ads

22



Cooperative
Advertising

Example: Villages 
Daily Sun
• Three Month 

Advertising 
Campaign Following 
Villages Consumer 
Travel Show

23



Public Relations Campaign:
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Public Relations Campaign:
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Natural North Florida Fishing Trail:
– Fishing is Big Business in Florida, Bringing over 

$1 Billion/Year From Out of State Anglers
– Establish Key Fishing Locations in Each 

County
– Develop Contest to Encourage Visits to Each 

County to Qualify for Prizes



Return On Investment (2010)

Advertising Equivalency $1,000,000
Trade Show Attendance/Brochure Distribution $10,000
Public Relations Campaigns $15,000
Direct Ads and Co-op Opportunities $10,800
FAM Trips $10,000
Other Marketing Intangibles $34,000

(Includes: VISIT FLORIDA Grants, Trade Show Leads, Travel Writer Relationships, Proactive 
Press Release Campaign, Brochure Distribution, Website, Research/Conversion Study)

Staff Expenses & Overhead $35,000
Total: $1,114,800

For Each $1 of Member Dues,
Average Return on Investment is = $33
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Next Steps
 Your County Makes a Small Investment That Provides 

Big Returns.  There is Added Value in Both Local 
Marketing and the Larger Umbrella Group of Natural 
North Florida. 

 Active Participation Provides Better Regional Branding, 
Continuity of Marketing Message Through FAMs, Travel 
Writers and Media Relations and Opportunities for 
Regional Grants. 

 Monthly Meetings Spark Creative Solutions to Local 
Problems and Cross-Promotion of Area Events.  Active 
Participation by Your County Maximizes the Return on 
Your Investment.
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