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 Overview: 

• Economic Development District 

• Visit Natural North Florida 

   (Original Florida Tourism Task Force)  

 

Economic Development 
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Economic Development 
 
 Designated by U.S. Department of Commerce,  

   Economic Development Administration  
   as Economic Development Districts 

 Charged to develop and adopt a  
   Comprehensive Economic Development Strategy 
   through a Strategy Committee 
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Economic Development 
 
Economic Development Districts Duties 

• Appoint Strategy Committee 

• Make Strategy available for public review and comment 

• Submit Strategy to U.S. Economic Development 
Administration 

• Obtain approval of Strategy from U.S. Economic 
Development Administration 

• Submit Strategy performance report annually to U.S. 
Economic Development Administration 

• Update Strategy at least every five years or earlier due to 
changed circumstances 
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 Comprehensive Economic Development Strategy 

• Analyzes regional economy, guides regional 
goals & objectives, identifies investment 
priorities and funding sources 

• Brings public/private sectors together to 
develop economic roadmap to diversify and 
strengthen regional economies 

• Serves as vehicle to justify and draw down 
federal funds 

 

Economic Development 
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Economic Development 
 
 Strategy Development and Content 

• Strategy Committee is the entity responsible for 
developing, revising, or replacing the 
Comprehensive Economic Development Strategy 

• Strategy must represent the main economic 
interests of the region, and must include private 
sector representatives as a majority of its 
membership 
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Economic Development 
 

 Strategy Committee Composition 
• Private sector 
• Public officials 
• Community leaders 
• Representatives of workforce development boards 
• Representatives of institutions of higher education 
• Minority and labor groups 
• Private individuals 
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Economic Development 
 

 Economic Development Conditions of Region 
• Economy 
• Population 
• Geography 
• Workforce 
• Transportation 
• Environment 
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Economic Development 
 

 Analysis of Strengths, Weaknesses, 
Opportunities and Threats 
• Coordination with other related plans and strategies 

• Identification of projected economic development 
investments 

• Identification and analysis of economic clusters 
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Economic Development 
 

 Goals and Objectives 
• Address economic problems 

• Capitalize on resources 
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Economic Development 
 

 Plan of Action 
• Promote economic development 
• Foster transportation access 
• Enhance and protect environment 
• Maximize workforce development 
• Promote use of technology 
• Balance economic development environmental quality 
• Secure funding and resources 
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 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 activities. 

• Economic Adjustment Assistance Grants – Help overcome 
loss of major employer, natural disaster or special needs. 

Economic Development 
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Strategy Required for Funding from  
U.S. Economic Development Administration 

 

 U.S. Economic Development Administration 
investments in Florida, 2003 – 2010 

• $66 million invested 

• 60 projects 

• 13,700 jobs created/retained 

• $1 billion in private capital investment 

Economic Development 
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 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) 

• North Florida Economic Development Partnership asset 
mapping project ($400,000) 

Economic Development 
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 Priority Project Areas: 
• Rural Area of Critical Economic Concern -  

  Catalyst Sites development 

• Promoting sustainable, tourism based economic 
development 

• Healthcare and Life Science professionals 
development 

• Regional business incubators and research parks 

• Multi-modal infrastructure improvements 

Economic Development 
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 Long Range Priorities 
• Regional Energy Facilities – as region grows there will 

be increasing energy needs 

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

• Sustainable regional water supplies 

Economic Development 
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Economic Development 
 
 Coordinated Comprehensive Economic 

Development Strategy 
• Six Pillars concept incorporated into the 

Comprehensive Economic Development Strategy 
requirements 

• All requirements listed in the Comprehensive 
Economic Development Strategy guidance 
documentation were matched with Six Pillars 
concepts 
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Economic Development 
 

 Statewide Alignment and Standardization 
• Coordination among District strategies 

• Common data sets and measures 

• Common language and template for all     
11 Economic Development Districts 

• Uniform framework 
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 Florida Chamber Foundation 

Economic Development 
 

• Organizing framework for Comprehensive 
 Economic Development Strategies 
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Economic Development 
 

 Six Pillars Indicators 
• Talent Supply & Education 

• Innovation & Economic Development 

• Infrastructure & Growth Leadership 

• Business Climate & Competitiveness 

• Civic & Governance Systems 

• Quality of Life & Quality Places 
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Economic Development 
 

 Talent Supply & Education 
• Region faces emerging talent gap - growing unmet need 

for a highly skilled and educated workforce 

• New products and services need to be developed to 
address environmental, medical, and transportation 
challenges 

• Communities that are home to those breakthroughs will 
reap the economic rewards of leadership 

• Education and training essential to future workforce 
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Economic Development 
 
 Innovation & Economic Development 

• Innovation an integral part of businesses throughout 
region 

• Competitiveness and prosperity in the 21st Century 
will be based on technology, knowledge and 
innovation 

• Transforming the existing business base is the key to 
retention and expansion 
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Economic Development 
 
 Infrastructure & Growth Leadership 

• Transportation, communications and land use are 
fundamental to the creation and maintenance of a 
vibrant economy 

• Distressed infrastructure, if not addressed, can 
undermine the region’s economic health 

• Failure to provide high-speed communications 
infrastructure can deter local investments by high-tech 
industries 

• Smart and timely investments in strategies tied to 
infrastructure needs will yield a shared economic 
prosperity 
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Economic Development 
 
 Business Climate & Competitiveness 

• Owners and executives make location decisions by 
evaluating attractiveness based on business climate of 
the region 

• Florida ranks highly in measures of business climate, but  
poorly in measures of high business costs 

• Evaluating and monitoring competitiveness of region 
relative to other locations is critical 

• Policy decisions that affect competitiveness of the region 
are key to developing a business-friendly climate 
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Economic Development 
 
 Civic & Governance Systems 

• Free markets need structures in place to deliver 
services and to set rules that organize business and 
society 

• Public needs vehicles to engage in, influence, and 
change the way society works 

• These include things such as constitutional integrity, 
ethics and elections, redundancy and government 
spending 
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Economic Development 
 
 Quality of Life & Quality Places 

• The concept of “place” is an integral component of 
prosperity 

• Unlike previous generations of workers, “Creative 
Class” workers choose a location to live, then find a 
job in that location   

• Future economy depends upon the robustness of our 
culture and those things that make us healthy, safe, 
comfortable, secure and involved 
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Economic Development 
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Economic Development 
 

 State Five-Year Strategic Economic Development Plan 

• Florida Department of Economic Opportunity 

• Streamline community, workforce and      
economic development 

• Attract, expand and create businesses 

• Measure success 
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Economic Development 
 
 Stakeholder Forums 

• 14 regional and targeted forums across state 

• Over 1,000 high-level stakeholders from local 
government, private industry, economic development  
and workforce education 

• Suggested strategies and tactics added to state 
priority list 

• Strong support for state/regional alignment and      
Six Pillars framework 
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Economic Development 
 

 Statewide Alignment and Standardization 
• Alignment with Florida Chamber Foundation’s  

Six Pillars of Florida’s Future Economy 

• Alignment with Regional Economic Development 
Districts Comprehensive Economic Development 
Strategies 

• Alignment with State Five-Year Economic  
Development Strategic Plan 
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 Econometric Regional Model 
• Dynamic modeling tool 

• National data calibrated for region 

• Economic and demographic analysis and forecasting 

• System-wide effects for short- and long-range time 
horizons 

• Hypothetical or actual projects 

Economic Development 
 

Additional Support for Economic Development Projects: 
Regional Economic Modeling, Inc. 
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Economic Development 
 

 Project Input Variables 
• Industry sector 

• Capital investment for building and equipment 

• Number of jobs 

• Average wage 
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Economic Development 
 

 Output Variables 
• Population 

• Secondary jobs multiplier 

• Income 

• Ad valorem property taxes 

 



36 

 Rural Area of Critical Economic Concern 
• Regional approach to economic development 

• 14-county rural north central Florida region 
(including Baker, Jefferson, Levy and Putnam) 

• Added state development incentives for rural 
counties 

Economic Development 
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 North Florida Economic Development Partnership 
• Council serves on Board of Directors 

• Current Projects:  

o Rural Broadband Expansion - $30 Million         
U.S. Department of Commerce grant to provide  
“Middle Mile” network throughout region 

o Economic Development Asset Inventory - $400,000 
U.S. Economic Development Administration grant to 
provide comprehensive inventory of economic 
development assets throughout region 

 

Economic Development 
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 Rural Areas of Critical Economic Concern 
 

• Two Large Scale “Catalyst” Sites 
 

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

 

o Suwannee County – Target Industries: Distribution 
& Logistics Center, Manufacturing 

Economic Development 
 



39 

In Rural Communities,  
Tourism is Economic Development 

 

• Total Travel Spending:    $525,960,000 
• Total Travel Generated Payroll:   $106,090,000 
• Total Travel Generated Employment:     6,200 
• Total Travel Generated State Tax Receipts:    $26,080,000 
• Total Travel Generated Local Tax Receipts:   $13,140,000 
 Travel Generated Tax Relief Per Household:              $228 

 

   10-County Natural North Florida Region, 2010 Data 
   Source: U.S. Travel Association 

Visit Natural North Florida 
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Visit Natural North Florida 
 

The Original Florida Tourism Task Force 
• 10-County region marketing “Natural North 

Florida” 
• Increase tourism as a means of economic 

development 
• Increase entrepreneurial capacity of 

hospitality industry 
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Regional Tourism Concept: 

A Rising Tide Lifts All Boats! 

Visit Natural North Florida 
 



42 

 Why Natural North Florida? 
• Proven track record 

• Relationships that can shape 
policy with VISIT FLORIDA 

• Synergies of event planning 

• Solid return on investment 

Visit Natural North Florida 
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 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  

Visit Natural North Florida 
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 Tourism Marketing Program 
• Press Familiarization Tours 
• Sales Missions 
• Travel Shows 
• Advertising 
• Tourism Education 
• Public Relations Campaigns 
• Websites:  

www.VisitNaturalNorthFlorida.com 
o Calendar of Events 
o Attraction Listings 
o Travel Bloggers 

       www.fnnf.org 
o Fish Natural North Florida –  
 Fishing Resources Website 

 
 

Visit Natural North Florida 
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www.VisitNaturalNorthFlorida.com 
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 Mobile Web  Social Media: Facebook 

46 
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“Fish Natural North Florida”  
Press Familiarization Tours 

Featuring: 
 Coastal and inland communities of 

Natural North Florida 

 Hosted 5 fishing/travel writers from 
Southeast “drive market” 

 Writers have featured region in 
several magazine articles and “blogs” 

Visit Natural North Florida 
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Post Press Tour Results: 
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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 

Visit Natural North Florida 
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 Travel Shows 
• Each year, Visit Natural North 

Florida reaches thousands of 
consumers that are interested in 
visiting Natural North Florida 

• Each county is represented in 
Visit Natural North Florida’s 
marketing materials 

Visit Natural North Florida 
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Visit Natural North Florida 
 

Cooperative Advertising 

 Example: 

 VISIT FLORIDA TRAVEL MAP 
• Distributed to over    

one million visitors   
each year 



52 

Public Relations Campaign: 
 “Fish Natural North Florida” 

• Fishing is Big Business in Florida, generating 
over $1 Billion/year from out of state anglers 

• Highlight key fishing locations in each county 

• Develop marketing materials that highlight 
fishing opportunities throughout region 

 

Visit Natural North Florida 
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www.fnnf.org 
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VisitNaturalNorthFlorida.com 

fnnf.org 
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Summary 
 

 Economic Development 
• Comprehensive Economic Development Strategy 
• Econometric modeling 

• Visit Natural North Florida 
• Regional tourism promotional organization 
• Branding “Natural North Florida” as alternative 

Florida destination 
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Bryan Thomas 
Economic Development Program Director 

352.955.2200, ext. 106 
thomas@ncfrpc.org 

 
VisitNaturalNorthFlorida.com 

fnnf.org 
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