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The Original Florida 

TOURISM TASK FORCE 

 

 

 

 

 

 

 

 

MEETING NOTICE 

 
 

 
 
 
 

  There will be a meeting of the Original Florida Tourism Task 
Force on March 17, 2016.  The meeting will be held at Jellystone 

Park Camp-Resort, 1051 SW Old St. Augustine Road, 

Madison, Florida, beginning at 10:00 a.m. 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

(Location Map on Back) 
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The Original Florida 
TOURISM TASK FORCE 

Meeting Agenda 

 

 

Jellystone Park Camp-Resort 

1051 SW Old St. Augustine Road, Madison, Florida    March 17, 2016 

Madison County        Thursday 10:00 a.m. 

 
 
           PAGE NO. 

I. Call to Order, Introductions 

II. Approval of the Agenda         5 

III. Approval of the February 18, 2016 Meeting Minutes     7 

IV. Old Business 

A. Committee Reports 

1. Finance Committee Report 
a. Monthly Financial Report Review and Approval, January 31, 2016  13 

 
 B. Fiscal Year 2014-15 Florida Department of Economic Opportunity Grant  23 
  Reimbursement Status 

 
 C. Fiscal Year 2015-16 Florida Department of Economic Opportunity Grant   

1. Contract Status         
2. Scope of Work Discussion       25 

 a. Identification of County Bicycle Routes for Ultimate  
  Bicycling Guide        
 b. Identification of Springs for Ultimate Springs Guide   33 

3. Approval of Request for Proposals -2016 Task Force Marketing Project 57 
4. Southeast Tourism Society Marketing College and  
 Florida Governor’s Tourism Conference Scholarships   69 
5. eNewsletters        73 
6. Travel Show Assignments       75 
7. Undiscovered Florida Advertisement 

 
 D. VISIT FLORIDA Grants 
 1. VISIT FLORIDA Fiscal Year 2015-16 Cultural, Heritage Rural  
  and Nature Grant (website blogger) 
 2. VISIT FLORIDA - North Central Florida Fiscal Year 2015-16 
  Rural Area of Opportunity Partnership Program     77 
  a. Chicago RV & Camping Show Report      
  b. Washington Outdoor Adventure Show Report     
  c. Toronto Outdoor Adventure Show Report      

  d. ITB Berlin Show Report 
  e. Canoecopia Show Report 
  f. Promotional Items - Flash Cards, Eyeglass Straps and Candy 
  g. Vnnf.org Website Analytics, 2011 - 2015     79 
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 E. Other Staff Items 
  1. The Suwannee River Basin “Original Florida’s” Outdoor Recreation   83 
   Compact 
  2. Discussion of Places to Eat Selection Criteria for Task Force Website 

 3. Letter to Hamilton County Tourist Development Council   95 
 4. Presentation to Suwannee County Tourist Development Council 
 5. RV and Outdoor Adventure Brochures - Printing Costs 
 6. VISIT FLORIDA Fiscal Year 2016-17 Rural Area of Opportunity 
  Partnership 
 7. Regional Rural Development Grant Fiscal Year 2016 - 17 Discussion  99 
  of Proposed Projects 
 
F. VISIT FLORIDA Monthly Report, Brenna Dacks     105 
 
G. Other Old Business 
 1. Updated Task Force Member Contact Information    107 
 2. 2016 Meeting Dates and Locations      111 
 

V. New Business 
 
A. Announcements 

 
B. Other New Business 
 

VI. Leadership Forum:  To be determined 
 

Date and Location of Next Meeting: 
 
The next regular meeting is scheduled for 10:00 a.m., April 21, 2016 at a location to be determined in 
Jefferson County. 
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MINUTES OF 

The Original Florida  
TOURISM TASK FORCE  

 
 

Cedar Cove Beach and Yacht Club 
Cedar Key, FL         February 18, 2016 
Levy County         Thursday, 10:00 a.m. 
 
MEMBERS PRESENT 
 
Ron Gromoll, Alachua County 
Lois Nevins, Alachua County 
Russ McCallister, Dixie County 
Carol McQueen, Levy County 
Lisa Frieman, Madison County, Treasurer 
Brenda Graham, Madison County 
Sandy Beach, Taylor County 
Dawn Taylor, Taylor County, Chair 
Dave Mecusker, Union County 
 
 
MEMBERS ABSENT 
 
Daniel Riddick, Bradford County 
Martin Pierce, Dixie County 
Donna Creamer, Gilchrist County 
Dick Bailar, Jefferson County 
Katrina Richardson, Jefferson County 
Susie Page, Lafayette County, Vice-Chair 
Helen Koehler, Levy County 
Diane Bardhi, Wakulla County 
Gail Gilman, Wakulla County 
 

OTHERS PRESENT 
 
Savannah Barry, University of Florida 
  Nature Coast Biological Station 
Cassandra Petrakos, Levy County 
William Sexton, Bradford County 
Tommy Thompson, Florida Outdoor Writers  
  Association 
 
 
STAFF PRESENT 
 
Steven Dopp 
 
 

 
I. CALL TO ORDER, INTRODUCTIONS  

Chair Dawn Taylor, noting the presence of a quorum, opened the meeting at 10:03 a.m. and asked for 
introductions. 

II. APPROVAL OF THE AGENDA 

Chair Taylor asked for approval of the meeting agenda. 

 ACTION: Sandy Beach moved and Dave Mecusker seconded to approve the agenda as 

circulated.  The motion passed unanimously. 
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III. APPROVAL OF THE JANUARY 21, 2016 MINUTES 
 

Chair Taylor asked for approval of the January 21, 2016 meeting minutes.  
 

ACTION: Mr. Mecusker moved and Russ McCallister seconded to approve the January  

 21, 2016 minutes as circulated.  The motion passed unanimously. 
 
IV. OLD BUSINESS 
 

A. Committee Reports 

1. Financial Committee Reports 

a. Monthly Financial Report Review and Approval, December 31, 2015 

Lisa Frieman presented the monthly financial report for December 2015. 
 

ACTION: Sandy Beach moved and Brenda Graham seconded to approve the December 2015 

financial report.  The motion passed unanimously. 

 
B. Fiscal Year 2014-15 Florida Department of Economic Opportunity Regional Rural Development 

Grant 

1. Revamp Website 
 

Steven Dopp presented a status report on the website revamp.  
 

2. Reimbursement Status 
 

Mr. Dopp reported that a final payment of $28,750.00 had been made to Sparxoo for the 
completion of the revamped Task Force website. 

 
C. Fiscal Year 2015-16 Florida Department of Economic Opportunity Regional Rural Development 

Grant 
 
 1. Contract Status 
 

Mr. Dopp provided an update on the status of the Fiscal Year 2015-16 Florida Department of 
Economic Opportunity Regional Rural Development Grant contract. 

 
 2. Scope of Work Discussion 
 
  The Task Force reviewed the Scope of Work for Fiscal Year 2015-16. 

 
3. Approval of Request for Proposals - Bicycle Microsite and Guide and Creation of Bicycle 

Trail Development Committee 
 

Mr. Dopp recommended that the Task Force publish a single request for proposals for the 
Ultimate Bicycle Guide, the Ultimate Springs Guide and its digital advertising campaign and 
to expand the role of the advisory Committee to include the springs guide as well as the 
digital advertising campaign.  Mr. Dopp stated that he will submit a revised request for 
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proposals to the Task Force at its March 17, 2016 meeting for Task Force approval which 
includes the two additional projects. 
 

ACTION: Ms. Graham moved and Ms. Frieman seconded to request Mr. Dopp to prepare a 

request for proposals which includes the Ultimate Bicycle Guide, the Ultimate 

Springs Guide and the digital advertising campaign for Task Force consideration 

at its March 17, 2016 meeting.  The motion passed unanimously. 

 
4. Southeast Tourism Society Marketing College and Florida Governor’s Tourism Conference 

Scholarships 
 

Mr. Dopp discussed funding availability for scholarships to Southeast Tourism Society 
Marketing College and Florida Governor’s Tourism Conference.  He requested that the Task 
Force provide guidance regarding the distribution of the scholarships and the identification 
of potential scholarship recipients. 
 
It was agreed by consensus that the first priority for Southeast Tourism Society Marketing 
College scholarships will be to individuals who attended Marketing College last year.  The 
following individuals were identified as potential scholarship recipients:  Lisa Frieman, 
Dawn Taylor, Cody Gray, Will Sexton, Ron Gromoll and Sandy Beach.  Ms. Beach stated 
that she would like to attend if, after the distribution of scholarships to the above-identified 
recipients, sufficient funds remain for her attendance. 
 
The following individuals stated an interest in receiving scholarships to attend the Florida 
Governor’s Tourism Conference:  Brenda Graham, Katrina Richardson, Diane Bardhi and 
Donna Creamer. 
 

5. Ultimate Springs Microsite and Guide 
 

Mr. Dopp gave a status report on the springs microsite and guide project. 
 

6. Digital Advertising Campaign 
 

Mr. Dopp presented a status report on the digital advertising campaign. 
 

7. eNewsletters 
 

Mr. Dopp presented a status report on the quarterly eNewsletters.  He noted that staff has 
established a Mailchimp account and that the Task Force intern is entering email addresses 
into the Mailchimp account in preparation for the launch of the initial eNewsletter by the end 
of March 2016. 
 

8. Travel Shows 
 
Mr. Dopp discussed the status of the in-state and out-of-state travel shows.  It was agreed by 
consensus that Tommy Thompson and either Katrina Richardson or Donna Creamer will 
attend the May 6, 2016 Villages Travel Expo, Roland Loog and Dave Mecusker will attend 
the September 9 - 11, 2016 Tampa Boat Show, Diane Bardhi and Dawn Taylor will attend 
the September 14-18, 2016 Hershey RV Show, and Lisa Frieman and Dawn Taylor will 
attend the November 20-22, 2016 Minneapolis Outdoor Adventure Show. 
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 9. Undiscovered Florida Advertisement 
 

Mr. Dopp updated the Task Force on the status of the Undiscovered Florida advertisement. 
 

 10. New York City Media Reception 
 

Tommy Thompson reported to the Task Force on the New York City Media Reception.   
  

D. VISIT FLORIDA Grants 
 

1. VISIT FLORIDA 2015-16 Conservation Heritage Rural and Nature Grant 
  (website blogger) 
 
  Mr. Dopp reported on the status of the website blogs. 
 
2. VISIT FLORIDA - North Central Florida Fiscal Year 2015-16 Rural Area of Opportunity 

Partnership Program 
 
 a. Expense Reimbursement Discussion 
  

The Task Force discussed reimbursement request procedures. 
 

b. Dallas Outdoor Adventure Show Report 
 

Ms. Graham presented a report on the Dallas Outdoor Adventure Show. 
 
  c. Atlanta Recreational Vehicle and Camping Show Report 
 

Mr. McCallister presented a report on the Atlanta Recreational Vehicle and 
Camping Show 

 
  d. Promotional Items - Flash Cards and Eyeglass Straps 
 

Mr. Dopp reported on the purchase of promotional items. 
 

E. Other Staff Items 
 

 1. Presentation to Suwannee County Tourist Development Council 
 
Mr. Dopp stated that the Executive Director of the Suwannee County Chamber of 
Commerce and Tourist Development Council has resigned.  He therefore recommended that 
the presentation to the Suwannee County Tourist Development Council be postponed until 
such time as the position is filled. 
 
The Committee agreed by consensus to postpone a presentation to the Suwannee County 
Tourist Development Council until such time as a new Suwannee County Tourist 
Development Council Executive Director is appointed.  
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Mr. Dopp also recommended that the Task Force authorize the Executive Director of the 
Task Force to send a letter to the Hamilton County Tourist Development Council informing 
the Council of the revised Task Force fee structure. 
 
The Committee agreed by consensus to authorize the Executive Director of the Task Force 
to send a letter to Hamilton County Tourist Development Council informing the Council of 
the revised Task Force fee structure.  

 
2. VISIT FLORIDA Fiscal Year 2016-17 Rural Area of Opportunity Partnership 
 
 The Committee discussed the VISIT FLORIDA Fiscal Year 2016-17 Rural Area of 

Opportunity Partnership. 
 

 3.  Regional Rural Development Grant Fiscal Year 2016-17 Discussion of Proposed Projects 

The Committee discussed potential projects for the Regional Rural Development Grant 
Fiscal Year 2016-17 grant. 

F. VISIT FLORIDA Report 

Mr. Dopp noted that Brenna Dacks of Visit Florida was unable to attend the meeting today but her 
report was included in the meeting packet. 

 
G. Other Old Business 
 

1. Updated Task Force Member Contact Information 
 

No changes were requested to be made to the contact information. 
 

2. Meeting Dates and Locations 
 

No changes were made to 2016 Task Force meeting dates and locations. 
 
V. NEW BUSINESS 

A. Announcements 

Task Force members made various announcements of interest to the Task Force.  

B. Other New Business 

No new business was discussed. 
 
VI. LEADERSHIP FORUM 
 

Savanna Barry, University of Florida Institute of Food and Agricultural Sciences, gave a 
presentation regarding the new Nature Coast Biological Station which is under construction in 
Cedar Key. 
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Date and Location of Next Meeting 
 
The next regular meeting is scheduled for 10:00 a.m., March 17, 2016 at Jellystone Park, Madison County, 
Florida. 
 

The meeting adjourned at 1:10 p.m. 

 
 
 
 
_______________________         3/17/16 
Dawn Taylor, Chair                                                  Date 
 
        Minutes prepared by Steven Dopp of the North Central Florida Regional Planning Council. 
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Central 
Florida 
Regional 
Planning 
Council 

Date: 

To: 

From: 

Subject: 

Serving 

Alachua • Bradford 

Columbia • Dixie • Gilchrist 

Hamilton • Lafayette • Levy • Madison 

Marion • Suwannee • Taylor • Union Counties 

2009 NW 67th Placa, Geineaville, FL 32653 -1603 • 352.955 . 2200 

March 10,2016 

Original Florida Tourism Task Force Board 

Andre' Davis, Finance Director 

Reconciliation / Bank Statement for the Month of December, 2016 

Please be advised that the wrong reconciliation document was included in the January, 2016 Report. The 
correct reconciliation document agreed with the bank statement, and did not include a $277.70 difference. 

Dedicated to improving the quality of life of the Region's citizens, 
by coordinating growth management, protecting regional resources, 

promoting economic development and providing technical services to local governments. 
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11:41 AM 

03/11/16 

Accrual Basis 

The Original Florida Tourism Task Force 
Balance Sheet 

As of January 31, 2016 

ASSETS 
Current Assets 

Checking/Savings 
Cash in Bank - Capital City 

Total Checking/Savings 

Other Current Assets 
Prepaid Travel 

Total Other Current Assets 

Total Current Assets 

TOTAL ASSETS 

LIABILITIES & EQUITY 
Equity 

Restricted 
Unrestricted Earnings 
Net Income 

Total Equity 

TOTAL LIABILITIES & EQUITY 

Jan 31 , 16 

92,681 .28 

92,681 .28 

2,002.56 

2,002.56 

94,683.84 

94,683.84 

17,562.32 
77,302.05 

-180.53 

94,683.84 

94,683.84 

Page 1 
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The Original Florida Tourism Task Force 
Income and Expenses - Budget vs. Actual 

As of January 31, 2016 

(These financial statements are unaudited) 

Income 

Co-op Reg. Market. Prog. Fee 

FDEO Staffing Grant FY 2014/2015 

FDEO Staffing Grant FY 2015/2016 

Visit Florida 

RAO Grant 

Culture, Heritage Rural and Nature 

Total Visit Florida 

Transfer from Reserves 

RAO In-Kind Contribution 

Miscellaneous 

Gross Profit 

Expense 

Marketing 

Planning 

Collateral Materials 

Print 1,000 Copies of Bicyle Guide 

Suwanee River Paddling Guide Reprint 

Total Collateral Materials 

Website 

Bloggers Fees 

Bicycle Guide 

Ultimate Springs Guide 

Remake Website 

Bicycle Route Maps 

Website Hosting Services 

Total Website 

Public Relations 

VisitFlorida NY City Media Luncheon 

Trade Shows 

RAO - Promotional Items 

RAO In Kind 

Detroit RV Show 

London World Travel Market 

Atlanta Boat Show 

Chicago RV & Camping Show 

IBT Berlin Trade Show 

Dallas Expo 

Madison, WI Canoecopia 

Budget January 31, 2016 

48,000.00 0.00 

123,000.00 0.00 

150,000.00 0.00 

97,500.00 0.00 

5,000.00 0.00 

102,500.00 0.00 

0.00 0.00 

17,300.00 0.00 

0.00 0.00 

440,800.00 0.00 

10,200.00 10,100.00 

3,000.00 0.00 

0.00 0.00 

3,000.00 0.00 

11,600.00 801 .84 

33,000.00 0.00 

12,000.00 0.00 

87,500.00 0.00 

3,000.00 0.00 

200.00 0.00 

147,300.00 801 .84 

3,000.00 1,200.00 

3,000.00 0.00 

3,800.00 0.00 

5,600.00 0.00 

16,200.00 5,101.68 

4,800.00 0.00 

6,800.00 0.00 

12,400.00 0.00 

7,400.00 0.00 

5,000.00 0.00 

Year to Date 

48,000.00 

25,608.71 

0.00 

0.00 

0.00 

0.00 

0.00 

0.00 

41.16 

73,608.71 

10,100.00 

0.00 

8,259.00 

8,259.00 

3,402.36 

0.00 

55,000.00 

0.00 

0.00 

58,402.36 

1,200.00 

742.23 

0.00 

3,816.09 

10,454.82 

1,000.00 

1,922.00 

0.00 

0.00 

825.00 

Over/(UNDER) 
Budget 

0.00 

(97,391 .29) 

(150,000.00) 

(97,500.00) 

(5,000.00) 

(102,500.00) 

0.00 

(17,300.00) 

41 .16 

(367,191 .29) 

(100.00) 

(3,000.00) 

0.00 

8,259.00 

5,259.00 

(8,197.64) 

(33,000.00) 

(12,000.00) 

(32,500.00) 

(3,000.00) 

(200.00) 

(88,897.64) 

(1,800.00) 

(2,257.77) 

(3,800.00) 

(1,783.91) 

(5,745.18) 

(3,800.00) 

(4,878.00) 

(12,400.00) 

(7,400.00) 

(4,175.00) 
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The Original Florida Tourism Task Force 
Income and Expenses - Budget vs. Actual 

As of January 31,2016 

(These financial statements are unaudited) 

Expense Budget January 31,2016 Year to Date 

NY Times Travel Show 8,600.00 0.00 0.00 

Philadelphia Travel Show 7,100.00 0.00 0.00 

Atlanta RV & Camping Show 4,200.00 0.00 0.00 

Washington DC Travel Expo 7,400.00 0.00 0.00 

VISIT FLORIDA Welcome Centers Festival 100.00 0.00 0.00 

Out State Travel Show #1 6,300.00 0.00 0.00 

Out State Travel Show #2 6,300.00 0.00 0.00 

In State Travel Show #1 4,000.00 0.00 0.00 

in State Travel Show #2 4,000.00 0.00 0.00 

in State Travel Show #3 1,000.00 0.00 0.00 

Toronto RV & Camping Show 7,400.00 0.00 1,758.28 

Total Trade Shows 121,400.00 5,101 .68 20,518.42 

Grant Related Projects 

VF Marketing Grant - Website Bloggers 0.00 0.00 0.00 

Advertising 

Web Digital Advertising Campaign 13,000.00 0.00 0.00 

Quarterly Newsletter 4,000.00 0.00 0.00 

Florida Co-op Advertisement 6,500.00 0.00 0.00 

Distribute Springs and More Brochure 11,400.00 0.00 900.00 

Total Advertising 34,900.00 0.00 900.00 

Total Marketing 319,800.00 17,203.52 99,379.78 

Administration 

FDEO FY 2014-2015 11,300.00 0.00 1,500.00 

Service Fees - Visit Florida Travel Show Progra 13,200.00 0.00 0.00 

Regional Marketing Program Fees 36,400.00 0.00 0.00 

Other Admin Expenses - Misc 2,600.00 169.41 644.48 

FDEO FY 2015-16 24,300.00 0.00 0.00 

Memberships 

Florida Outdoor Writers Assoc 300.00 0.00 175.00 

Southeast Tourism Society 300.00 0.00 0.00 

Visit Florida 400.00 0.00 0.00 

Total Memberships 1,000.00 0.00 175.00 

Professional Enhancement - Staff 

Governor's Tourism Conference 1,000.00 0.00 0.00 

Southeast Tourism Society Marketing College 2,000.00 0.00 0.00 

Professional Enhancement· Members 

Governor's Tourism Conference 10,000.00 0.00 0.00 

Leadership Development Forums 0.00 0.00 0.00 

Southeast Tourism Society Marketing College 12,100.00 0.00 0.00 

Over/(UNDER) 
Budget 

(8,600.00) 

(7,100.00) 

(4,200.00) 

(7,400.00) 

(100.00) 

(6,300.00) 

(6,300.00) 

(4,000.00) 

(4,000.00) 

(1,000.00) 

(5,641 .72) 

(100,881 .58) 

0.00 

(13,000.00) 

(4,000.00) 

(6,500.00) 

(10,500.00) 

(34,000.00) 

(220,420.22) 

(9,800.00) 

(13,200.00) 

(36,400.00) 

(1,955.52) 

(24,300.00) 

(125.00) 

(300.00) 

(400.00) 

(825.00) 

(1 ,000.00) 

(2,000.00) 

(10,000.00) 

0.00 

(12,100.00) 
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Internships 

The Original Florida Tourism Task Force 
Income and Expenses - Budget vs. Actual 

As of January 31, 2016 

(These financial statements are unaudited) 

Budget January 31, 2016 Year to Date 

Harvey Campbell Memorial Internship 2,500.00 0.00 0.00 

Dean Fowler Internship 2,500.00 0.00 0.00 

Total Expense 438,700.00 17,372.93 101,699.26 

Net Income 2,100.00 -17,372.93 -28,090.55 

$ 
Over/(UNDER) 
Budget 

(2,500.00) 

(2,500.00) 

(337,000.74) 

(30,190.55) 
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4:13 PM 

03/10/16 

The Original Florida Tourism Task Force 
Reconciliation Summary 

Cash in Bank - Capital City, Period Ending 01/29/2016 

Jan 29,16 

Beginning Balance 63,004.21 
Cleared Transactions 

Checks and Payments - 5 items -7,578.37 
Deposits and Credits - 11 items 47,500.00 

Total Cleared Transactions 39,921.63 

Cleared Balance 102,925.84 

Uncleared Transactions 
Checks and Payments - 2 items -10,244.56 

Total Uncleared Transactions -10,244.56 

Register Balance as of 01/29/2016 92,681.28 

New Transactions 
Checks and Payments - 26 Items -64,269.49 

Total New Transactions -64,269.49 

Ending Balance 28,411.79 

~ \V !l< \0/ 
4f 

Page 1 
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Revenues Total
Cooperative Regional Marketing Program Fees:
Alachua County $12,000
Bradford County $4,000
Columbia County $8,000
Dixie County $2,000
Gilchrist County $2,000
Jefferson County $2,000
Lafayette County $1,000
Levy County $4,000
Madison County $4,000
Taylor County $4,000
Union County $1,000
Wakulla County $4,000
Subtotal $48,000

Additional Revenue:
DEO Rural Development Grant, FY 2014-15 $123,000
DEO Rural Development Grant, FY 2015-16 $150,000
VISIT Florida FY 2015-16 RAO Grant - Cash $97,500
VISIT Florida FY 2015-16 RAO Grant - In-Kind $17,300
VISIT FLORIDA Culture, Heritage Rural and Nature Grant $5,000
Subtotal $392,800
TOTAL REVENUES $440,800
  Less In-Kind ($17,300)
TOTAL REVENUES - CASH $423,500

Expenditures
Bank Charges $200
Governor's Conference on Tourism - Members $10,000
Governor's Conference on Tourism - Staff $1,000
Internships $5,000
Legal Advertising $300
Legal Expenses $300
(1) Marketing Program for 2015-16 $319,700
(2) Memberships $1,000
Miscellaneous $1,300
North Central Florida Regional Planning Council - Admin FY 2014-15 $11,300
North Central Florida Regional Planning Council - Admin FY 2015-16 $60,700
Postage Expenses $300
Service Fee - Visit Florida Travel Show Program $13,200
Southeast Tourism Society Marketing College - Members $12,100
Southeast Tourism Society Marketing College - Staff $2,000
Telephone $300
TOTAL EXPENDITURES $438,700

(1) See Marketing Budget Detail
(2) See Current Memberships Detail

Reserve Funds
Restricted Funds Balance $0
Unrestricted Funds Balance, Estimate $55,000
TOTAL RESERVE FUNDS $55,000

Original Florida Tourism Task Force 
Budget FY 2015-16 (10/1/15 to 9/30/16)

Amended 11/19/2015

21



Original Florida Tourism Task Force 
Budget FY 2015-16 (10/1/15 to 9/30/16)

Amended 11/19/2015

FY 2015-16

DEO Grant

Marketing Budget Detail Total Eligible Funding Remainder
Planning:
    Creation of 5-Year Marketing Plan $10,200.00 $0.00 $10,200.00
Collateral Material:
     Print 1,000 Copies of Bicycle Guide $3,000.00 $3,000.00 $0.00
Website:
     Remake Website $87,500.00 $0.00 $87,500.00
     Ultimate Bicycle Guide Mircosite & Downloadable PDF Guide $33,000.00 $33,000.00 $0.00
     Web Hosting Services $200.00 $0.00 $200.00
     Blogger Fees $11,600.00 $5,000.00 $6,600.00
     Ultimate Springs Guide Microsite & Downloadable PDF Guide $12,000.00 $12,000.00 $0.00
     Bicycle Route Maps for Bradford & Columbia Counties $3,000.00 $3,000.00 $0.00
Public Relations:
     VisitFlorida NY City Media Luncheon $3,000.00 $3,000.00 $0.00
Trade Shows:
     Visit Florida Rural Area of Opportunity Grant - Promotional Items $3,000.00 $0.00 $3,000.00
     Visit Florida Rural Area of Opportunity Grant - In-kind Contributions $3,800.00 $0.00 $3,800.00
     Visit Florida - Detroit  RV Show $5,600.00 $0.00 $5,600.00
     Visit Florida -  London World Travel Market $16,200.00 $0.00 $16,200.00
     Visit Florida - NY Times Travel Show $8,600.00 $0.00 $8,600.00
     Visit Florida - Atlanta Boat Show $4,800.00 $0.00 $4,800.00
     Visit Florida - Dallas Expo $7,400.00 $0.00 $7,400.00
     Visit Florida - Atlanta RV & Camping Show $4,200.00 $0.00 $4,200.00
     Visit Florida - Chicago RV & Camping Show $6,800.00 $0.00 $6,800.00
     Visit Florida - Washington DC Travel Expo $7,400.00 $0.00 $7,400.00
     Visit Florida - Toronto RV & Camping Show $7,400.00 $0.00 $7,400.00
     Visit Florida - Berlin - ITB Trade Show $12,400.00 $0.00 $12,400.00
     Visit Florida - Madison, WI - Canoecopia $5,000.00 $0.00 $5,000.00
     Visit Florida - Philadlephia Travel Expo $7,100.00 $0.00 $7,100.00
     Out-of-State Travel Show #1 $6,300.00 $6,250.00 $50.00
     Out-of-State Travel Show #2 $6,300.00 $6,250.00 $50.00
     In-State Travel Show #1 $4,000.00 $3,950.00 $50.00
     In-State Travel Show #2 $4,000.00 $3,950.00 $50.00
     In-State Travel Show #3 $1,000.00 $1,000.00 $0.00
     I-75 Welcome Center Festival $100.00 $100.00 $0.00
Advertising:
     New vnnf.org & Travel Show Website Digital Advertising Campaign $13,000.00 $13,000.00 $0.00
     Quarterly enewsletters $4,000.00 $4,000.00 $0.00
     Undiscovered Florida Co-op Advertisement $6,500.00 $6,500.00 $0.00
     Distribution of Springs and More Brochure $11,400.00 $7,500.00 $3,900.00
Total Marketing Expenditure $319,800.00 $111,500.00 $208,300.00

Administration
     North Central Florida Regional Planning Council - 
        Visit Florida, DEO FY 2014-15 $11,300.00 $0.00 $11,300.00
     North Central Florida Regional Planning Council - 
        Visit Florida, DEO  FY 2015-16 $24,300.00 $22,500.00 $1,800.00
     Visit Florida Rural Area of Opportunity Program -
        Regional Marketing Program Fees, FY 2015-16 $36,400.00 $0.00 $36,400.00
     Service Fee - Visit Florida Travel Show Program $13,200.00 $0.00 $13,200.00
     VISIT FLORIDA Annual Dues $400.00 $400.00 $0.00
     Southeastern Tourism Society Annual Dues $300.00 $300.00 $0.00
     Florida Outdoor Writers Association Annual Dues $300.00 $300.00 $0.00
     Other Administrative Expenses/Miscellaneous $2,600.00 $0.00 $2,600.00
Professional Enhancement - Staff
     Southeastern Tourism Society Marketing College $2,000.00 $2,000.00 $0.00
     Governor's Tourism Conference $1,000.00 $1,000.00 $0.00
Professional Enahncement - Members
     Southeastern Tourism Society Marketing College $12,100.00 $7,000.00 $5,100.00
     Governor's Tourism Conference $10,000.00 $5,000.00 $5,000.00
Internships
     Harvey Campbell Memorial Internship $2,500.00 $0.00 $2,500.00
     Dean Fowler Internship $2,500.00 $0.00 $2,500.00
Total Non-Marketing Expenditure $118,900.00 $38,500.00 $80,400.00
Total Expenditure $438,700.00 $150,000.00 $288,700.00
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Gainesville, FL 32653-1603 
352.955.2200  ∙ 877.955.2199 

 
r:\original florida\grants\deo-staffing grants\2014-15\5th payment request\5th payment report .docx 

 
 
 
 
 
 
 
 
 
 
 
February 23, 2016 
 
Mr. Robert Gitzen, Development Representative III 
Florida Department of Economic Opportunity 
Division of Community Development  
107 East Madison Street, MSC 160 
Tallahassee, Florida 32399-4120 
 
RE: Fiscal Year 2014-15 

Regional Rural Development Grant 
4th Quarter Deliverables Report 

 
Dear Bob:  
 
Please find enclosed the fifth Deliverables Report and an invoice in the amount of $73,925.00 for the 
period October 13, 2015 through January 12, 2016 relative to the contract between The Original Florida 
Tourism Task Force and the Florida Department of Economic Opportunity.  Also enclosed are 
completed Minority and Service-Disabled Veteran Business Enterprise Report and a Compliance 
Certification form.  
 
Thank you for your continuing support of The Original Florida Tourism Task Force and their mission of 
providing economic development opportunities through rural tourism development. 
 
If you have any questions concerning this matter, please contact Steven Dopp, Senior Planner, at 
352.955.2200, ext. 109. 
 
Sincerely, 
 
 
 
Scott R. Koons, AICP 
Executive Director 
 
 
 
Enclosures 
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TAB F: SCOPE OF WORK AND BUDGET  

Please provide a Scope of Work detailing the activities the regional organization proposes 
to accomplish with this grant funding. Briefly describe how each activity will build the 
professional capacity of the regional organization and its partnerships or provides technical 
to businesses within the rural counties and communities that it serves. Note: Deliverables 
will be developed with DEO staff based on the approved Scope of Work after initial review of 
the application.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Attach additional documentation if needed. Additional pages attached?  yes □     no x   

  

Proposed Scope of Work 

1) Creation of an on-line, interactive, bicycle route microsite and downloadable PDF bicycle 

route guide.  Goal:  To increase bicycle tourism throughout The Original Florida region.  

The project will create both a digital and printed bicycle guide which features, at a 

minimum, two bicycle routes in each Task Force member county, one multi-county bicycle 

route which links together the four coastal counties of the Big Bend area (Dixie, Jefferson, 

Levy and Taylor Counties) as well as one multi-county bicycle route which links together 

some of the most desirable nature-based tourism activities of the Task Force region.  This 

multi-county bicycle route will include non-coastal counties (i.e., counties other than Dixie, 

Jefferson, Levy and Taylor Counties).  The selected bicycle routes will represent the “best 

of” routes available in each county as well as the region.  The Task Force will print a 

minimum of 1,000 copies of the PDF bicycle guide.  The on-line interactive bicycle route 

microsite will be embedded in the Task Force Website.  It will provide on-line maps of 

bicycle routes as well as nearby natural features and facilities of interest to bicyclists.  - 

Deliverable Value:  $36,000. 

 

2) Creation of an on-line, “Ultimate Springs” microsite and downloadable PDF guide.  Goal:  

To increase tourism throughout The Original Florida region by increasing knowledge of 

springs.  The project will create both a digital and a downloadable PDF guide to springs 

located within the region. The On-line guide as well as the downloadable PDF guide will 

contain a map of springs as well as information regarding available facilities at the springs. 

- Deliverable Value:  $12,000. 
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3) Provision of website blogs.  Goal:  Inform potential tourists on tourist-oriented attractions 

and events within the region.  The Original Florida Tourism Task Force will contract with a 

professional travel writer/blogger to post and maintain blogs on the Visit Natural North 

Florida website (www.vnnf.org) in order to provide fresh content, stories and images.  The 

blogging program is intended to inform potential visitors of attractions and events within the 

member counties of The Original Florida Tourism Task Force region.  The information 

provided by bloggers on attractions and events is anticipated to attract new out-of-state as 

well as in-state visitors to the areas, resulting in increased tourism spending within the ten-

county area Links to the blogs will be posted on the Visit Natural North Florida Facebook 

page.  The blogger will post a minimum of two blogs per month per subject area on the Visit 

Natural North Florida website for the following five subject areas:  Outdoors and Nature; 

Activities, Events and Family Travel; Off the Beaten Path; Food and Dining; and Fishing.  For 

each subject area except Fishing, at least one blog will be produced featuring activities and/or 

attractions located within each member county of the Task Force.  Deliverable value:  $5,000. 

 
4) Bicycle route maps for New Member Counties.  Goal:  to increase awareness of the hundreds 

of miles of beautiful biking trails that cross the region, which will attract more bicycling 
enthusiasts to visit the area on extended biking tours.  An inventory will be conducted of 
designated biking trails in as well as state and local highways with bike paths for a minimum 
of one and a maximum of two new Task Force member counties.  The current online region-
wide map will be revised to display the new member counties inventory, with mileages 
shown between stops.  Separate online maps will be created for a minimum of one and a 
maximum of two new member counties that highlight the available trails located within each 
county as well as additional information on local bicycle vendors, resources, and related links.  
Deliverable value:  $3,000. 
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5) Digital advertising campaign.  Goal:  Inform potential tourists on tourist-oriented 

attractions and events within the region.  The campaign will place targeted digital 
advertisements to consumers in a minimum of five metropolitan areas where Visit 
Natural North Florida is participating in travel shows.  The digital advertisements will 
highlight attractions and events within the region as well as highlighting the newly-
revamped Visit Natural North Florida website.  Deliverable value:  $13,000. 

 
6) Create and distribute electronic newsletters.  Goal:  To increase consumer awareness of 

the natural, recreational and cultural assets of the region in order to attract more visitors 
among consumers who have either visited the region or have expressed an interest in 
visiting the region.  The Task Force will subscribe to an email newsletter service such as 
Constant Contact and design, create and distribute via email a minimum of four 
electronic/digital newsletters on attractions and events within the region.  Deliverable 
value:  $4,000. 

 
7) Distribute brochures.  Goal:  To distribute regional brochures to private businesses, such 

as hotels, along major travel routes within the state as well as Georgia where they will be 
picked up by travelers.  This will be accomplished by contracting with one or more 
brochure distribution companies which maintain and stock brochure racks at several 
hundred unique locations throughout the state as well as in Georgia.  The activity builds 
the brand of the region by putting tourism information in the hands of tens of thousands 
of potential visitors in a format that can be easily accessed and saved.  Deliverable value: 
$7,500. 

 
8) Provide professional enhancement scholarships to Task Force members and staff.  Goal:  

To increase the professionalism of Task Force staff and member organizations.  The Task 

Force will provide scholarships to attend training opportunities such as the Southeast 

Tourism Society Marketing College and the annual Florida Governor’s Conference on 

Tourism.  This activity increases the knowledge and professionalism of Task Force staff, 

members and member staff by providing attendees with increased skills and knowledge 

of tourism marketing.  Deliverable value:  $15,000. 
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9) Professional enhancement organization annual memberships.  Goal.  To increase the 
professionalism of Task Force staff and member organizations.  The Task Force will join 
the Southeast Tourism Society, Visit Florida and the Florida Outdoor Writers Association.  
Membership in these organizations provides benefits to the Task Force by offering 
discounts for participation in the Southeast Tourism Society Marketing College, the 
annual Florida Governor’s Tourism Conference, and the annual Florida Outdoor Writers 
Association Conference.  Deliverable value:  $1,000. 

 
10) Place Visit Natural North Florida advertising in print media.  Goal:  To increase consumer 

awareness of the natural, recreational and cultural assets of the region in order to attract 
more visitors.  Advertisements featuring Natural North Florida will be placed in a 
minimum of one print media publication to promote consumer awareness of the Natural 
North Florida brand and to attract visitors to the region.  Deliverable value:  $6,500. 

 
11) Attend annual VISIT FLORIDA New York City media reception.  Goal.  To increase travel 

writers awareness of the natural, recreational and cultural assets of the region in order to 
generate articles by New York City-based travel writers featuring Natural North Florida. 
The Task Force will send one representative to attend the VISIT FLORIDA annual New York 
City Media Reception.  The reception offers the opportunity to meet more than 30 media 
guests. Examples from past receptions include Good Morning America, Fodors, Skift, New 
York Daily News, Travel Weekly and Travel + Leisure, and food writers.  Deliverable value:  
$3,000. 

 
12) Participate in In-state travel shows.  Goal:  To increase consumer awareness among 

Florida residents of the natural, recreational and cultural assets of the region through 
direct contact with potential tourists who are Florida residents in order to attract more 
visitors.  The Task Force will participate in a minimum of two in-state travel shows.  At the 
shows, the Task Force will staff a booth, distribute brochures pertaining to the region and 
answer questions raised by show attendees.  A maximum of two Task Force 
representatives per show will staff the travel show booths as well as the Visit Florida 
Welcome Center show booth.  Deliverable value:  $9,000. 
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13) Participate in domestic out-of-state travel shows.  Goal:  To increase consumer 
awareness among out-of-state residents of the natural, recreational and cultural assets of 
the region through direct contact with potential tourists who reside out-of-state in order 
to attract more visitors.  The Task Force will participate in a minimum of two domestic out-
of-state travel shows.  At the shows, the Task Force will staff booths, distribute brochures 
pertaining to the region and answer questions raised by show attendees.  A maximum of 
two Task Force representatives per show will staff the travel show booths.  Deliverable 
value:  $12,500 
 

14) Grant administration @ 15% of grant value.  Goal:  To ensure that grant deliverables are 
properly completed and to provide timely quarterly and final reports to the Florida 
Department of Economic Opportunity.  Each report will be provided in the format 
acceptable to the Department and will fully outline and document the completion of each 
deliverable as specified in the contracted list of grant deliverables.  Deliverable value:  
$22,500 

 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Total:  $150,000 
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Please insert your budget for the proposed Scope of Work, including grant and 
matching funds, into the table provided below: 
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THE ULTIMATE SPRINGS GUIDE 

CANDIDATE SPRINGS FOR THE SPRINGS GUIDE 

 

March 7, 2016 

 

 
Alachua County 

Poe Spring 
 
Bradford County 

- 
 
Columbia County 

Ichetucknee Springs State Park 
Rum Island Spring County Park 
 

Dixie County 

Fanning Springs State Park 
Guaranto Spring County Park 
 
Gilchrist County 

Campground Spring 
Gilchrist County Blue Springs 
Ginnie Springs 
Hart Spring 
Lily Spring 
Otter Spring 
 
Jefferson County 

Wacissa Springs County Park 
 

Lafayette County 

Convict Spring 
Troy Spring 
Lafayette Blue Springs State Park (Allen Mill 
Pond) 
Ruth Springs County Park 
 
Levy County 

Bronson Blue Springs 
Devil’s Den  
Manatee Spring State Park 
 
Madison County 

Madison Blue Spring 
Pott Spring 
 
Taylor County 

- 
 

Union County 

- 
 

Wakulla County 

Edward Ball Wakulla Spring State Park 
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The Original Florida Tourism Task Force 
2009 NW 67th Place 

Gainesville, FL  32653-1603 
Request for Proposals 

The Original Florida Tourism Task Force 2016 Marketing Project 

                                                                                                               
 
The Original Florida Tourism Task Force is a governmental entity consisting of member counties located in north 
central Florida.  Current member counties consist of Alachua County, Bradford County, Columbia County, Dixie 
County, Gilchrist County, Jefferson County, Lafayette County, Levy County, Madison County, Taylor County, Union 
County and Wakulla County.  The Task Force seeks to promote natural, historic and cultural attractions of the 12-
county region to increase the number of visitors and to extend their stay. 
 
The Original Florida Tourism Task Force seeks one website design and marketing company or similarly-qualified 
company to design and create the following three products which together comprise The Original Florida Tourism 
Task Force 2016 Marketing Project: 
 

I.   An on-line, interactive, bicycle trail/route microsite, downloadable PDF bicycle trail/route guide, and 
1,000 printed copies of the bicycle trail/route guide, referred to as the Ultimate Bicycle Guide;  

 
II. An on-line interactive freshwater springs microsite and downloadable PDF springs guide, referred 

to as the Ultimate Springs Guide; and  
 

III. A geographically-targeted digital advertising campaign referred to as the Digital Advertising 
Campaign. 

 
I. Ultimate Bicycle Guide 

 
The selected proposer shall create both a digital and printed bicycle guide which features, at a minimum, 
two bicycle trails/routes in each Task Force member county, one multi-county bicycle trail/route which links 
together the five coastal counties of the Big Bend area (Dixie, Jefferson, Levy, Taylor and Wakulla Counties) 
as well as one multi-county bicycle trail/route which links together some of the most desirable nature-based 
tourism activities of the Task Force region.  This multi-county bicycle trail/route shall include non-coastal 
counties (i.e., counties other than Dixie, Jefferson, Levy, Taylor and Wakulla Counties). The selected bicycle 
trails/routes shall represent the “best of” trails/routes available in each county as well as the region. The 
selected proposer shall also print and deliver to the Task Force 1,000 copies of the PDF bicycle trail/route 
guide. The on-line interactive bicycle trail/route microsite shall be embedded in or otherwise be fully 
integrated with the existing Task Force Website (www.vnnf.org). The microsite shall provide on-line maps of 
bicycle trails/routes as well as nearby natural features and facilities of interest to bicyclists.  

 
The selection of specific bicycle trails/routes shall be made by The Original Florida Tourism Task Force.  
The selected proposer shall recommend specific bicycle trails/routes to the Task Force for inclusion in 
Ultimate Bicycle Guide. The selected proposer is responsible for the development and mapping of specific 
bicycle trails/routes for inclusion in the Ultimate Bicycle Guide. 

 
Scope of Work 

 
A. The  selected bicycle trails/routes shall consist of a minimum of two bicycle trails/routes per county 

for a minimum of 26 routes.  Additionally, the selected proposer shall be responsible for developing 
one Task Force-approved multi-county bicycle trail/route which links together the four coastal 
counties of the Big Bend area (Dixie, Jefferson, Levy, Taylor and Wakulla Counties) as well as one 
Task Force-approved multi-county bicycle trail/route which links together some of the most 
desirable nature-based tourism activities of the Task Force region.  This multi-county bicycle 
trail/route shall include non-coastal counties (i.e., counties other than Dixie, Jefferson, Levy, Taylor 
and Wakulla Counties). 
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B. Digital bicycle trail/route maps from either the Rails to Trails Conservancy (www.traillink.com) and 
Ride with GPS (www.ridewithgps.com) may be used.  Alternatively, and/or in addition to, digital 
bicycle trail/route maps can be used from other sources with prior approval by the Task Force 
Marketing Committee. 

 
C. The selected proposer shall also be capable of implementing the following: 

 
1. The identification, development and mapping of specific bicycle trails/routes, including 

original research and development of bicycle trails/routes. 
 

2. The inclusion of Google Translate or the ability to link the bicycle guide to the existing 
vnnf.org website so that when Google Translate is selected from the existing website, the 
language translation automatically occurs within the bicycle microsite;  

 
3. The integration of the bicycle microsite into the existing Task Force website in such a way 

that user activity within the microsite is included in the Task Force’s existing Google 
Analytics reporting system; and 

 
4. The development of a Level 1 (Opening) page which displays a region-wide trail/route 

map which identifies the bicycle trails/routes, using either a polyline or a pin for each 
trail/route. 

 
5. A Level 1 regional trail/route map designed so that Baker, Hamilton, Marion, Putnam and 

Suwannee Counties, Florida as well as associated trails/routes, can be added by Task 
Force staff without the need for additional assistance from the proposer. 

 
6. A Level 1 regional trail/route map designed so that any of the Task Force member 

counties and associated trails/routes can be hidden from view, without the need for 
additional assistance from the proposer. 

 
7. The ability for the user to download a regional bicycle trail/route guide pdf file consisting of 

all of the trails/routes and associated information contained on the Level 2 pages. 
 

8. When a user’s cursor is placed on a Level 1 regional map trail/route (either polyline or 
pin), the page shall provide a popup summary information on the trail/route, including 
trail/route name, trail/route length (miles to the nearest one-tenth mile), trail/route surface 
type (asphalt, dirt, etc.), as well as a thumbnail photo, and when the popup is 
selected/clicked on by a user, a linked Level 2 page is displayed.  A Level 2 page shall be 
provided for every trail/route contained in the trail/route database. 

 
9. Level 2 pages to consist of: 

 
a. Bicycle trail/route name, length of trail/route to the nearest tenth of a mile; 

estimated travel time in hours and minutes; 
b. A photo or series of photos of the trail/route; 
c. A detailed bicycle trail/route map as described in 10 below; 
d, An elevation profile of the trail/route, if available; 
e. A cue sheet of turn-by-turn directions for the trail/route similar to the sample 

trail/route identified in 11 below; 
f. A narrative description of the trail/route; 
g. An option to download a digital GPS Coordinate file of the trail/route which can 

be uploaded to either a handheld GPS designed for bicycles or either the Rails to 
Trails Conservancy or the Ride with GPS cell phone app.; 

h. An option to download a printable pdf guide for the trail/route which contains all 
of the information in items a through f above; 

i. Message boards for user comments regarding the trail/route; and 
j A user-based rating system for the trail/route using a 1 (lowest score) to 5 

(highest score) rating system. 
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10. A more detailed description of Level 2 detailed bicycle trail/route maps follows. 
  

a. A detailed bicycle trail/route map consisting of the selected bicycle trail/route 
using a polyline overlaid on an existing base map such as Google maps.  The 
inclusion of a scale and the ability for the user to alter the scale as presented on 
the web page (ability to zoom in and out).  The map should identify cities, roads, 
and natural features such as but not limited to parks, forests, conservation areas, 
rivers and lakes.  The map should include an option for the user to switch 
between map and satellite views of the trail/route. 

 
b. The following items should be identified on each bicycle map, to the maximum 

extent practical:  parking; trailheads; tunnels; restrooms; endpoints; drinking 
fountains; nearby hiking and bicycling trails/routes; geocoded photos; mileage 
markers; nearby restaurants; nearby lodging (hotels/motels/recreational vehicle 
and tent campgrounds, and bed & breakfasts); nearby photo opportunities; and 
similar items.  Such features should, to the maximum extent practicable, have the 
ability to be turned on and off by the user. 

 
11. The Level 2 Cue Sheet should provide brief turn-by turn directions for the selected 

trail/route, including trail/route name and total trail/route length in terms of miles, segment 
length, direction (straight, left, right), notes, and mileage similar to the following Sample 
Trail/Route Cue Sheet: 

Sample Trail/Route - 45 miles 

Leg Dir Type Notes Total 

 
↑ Generic START near the ranger station in Stephen Foster S.P., White 

Springs, FL 0.0 
0.1 ↑ Straight Bear RIGHT onto US 41 / Spring St 0.1 
0.1 → Right Turn RIGHT onto SR 136 / Bridge St 0.3 
3.0 ← Left I-75 overpass ...McDONALDS 3.3 
1.0 ← Left Turn LEFT onto CR 137 4.3 
5.8 ← Left Turn LEFT on CR 250 or go straight to visit Wellborn. 10.1 
0.2 ↑ Generic U-Turn after a break at Bob's Butts BBQ and go back to CR 250 10.3 
0.2 → Right Turn RIGHT on CR 250 10.5 
5.7 ← Left Turn LEFT onto NW Leonia Way 16.2 
0.4 → Right Curve RIGHT onto NW Queen Rd 16.7 
1.1 → Right Curve RIGHT to stay on NW Queen Rd - STOP following trees. ->>> 17.8 
1.1 ← Left Turn LEFT onto NW Chambira Way - Winfield Community Ctr 18.9 
0.1 → Right Curve RIGHT onto NW Winfield St. 19.0 
1.3 → Right Turn RIGHT onto US 41 20.3 
1.6 ← Left Turn LEFT onto CR 131 / NW Falling Creek Rd 21.9 
0.9 ↑ Generic FALLING CREEK FALLS PARK - Restrooms and Water 22.7 
4.0 ↑ Generic Cross Lassie Black St / CR 246 ...OR turn left and follow the hearts 

back for a 33 mile ride. 26.8 
1.5 → Right Curve RIGHT onto NW Falling Creek Rd 28.3 
0.2 ← Left Turn LEFT onto NW Cansa Rd 28.4 
3.0 → Right Turn RIGHT onto NW Spradley Rd 31.4 
1.5 → Right RIGHT on US 441 32.9 
0.3 ↑ Generic MILTON'S COUNTRY STORE & RESTAURANT 33.2 
1.9 → Right Turn RIGHT onto NW Hamp Farmer Rd 35.1 
2.2 ↑ Straight Continue STRAIGHT onto NW Falling Creek Rd 37.3 
0.2 ← Left Curve LEFT onto NW Falling Creek Rd 37.5 
1.5 → Right Turn RIGHT onto CR 246 / NW Lassie Black St 39.0 
3.2 → Right Turn RIGHT onto US 41 42.2 
3.2 ← Left Slight LEFT into the park 45.4 
0.1 ← Left END at the ranger station in the park. 45.5 
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12. The Level 2 trail/route description should consist of approximately 300 words and identify 
and describe, to the extent practical, the environmental/geographical setting of the 
trail/route, the location of the trailhead and endpoint, points of interest along and near the 
trail/route, nearby restaurants, lodging, gas stations, photo opportunities as well as any 
future plans to link the trail/route to other trails/routes, and similar trail/route 
features/descriptors.  The description should include the following information, which may 
be presented in table format: 

 
a. Counties in which trail/route is located; 
b. Cities and towns in which trail/route is located; 
c. Trail/route length to the nearest one-tenth of a mile; 
d. Trail/route surface type (asphalt, gravel, etc.); and 
e. Trail/route category: (off-road, grade-separated, on-road, etc.). 

 
The Level 2 description should also identify nearby parking and directions as to how to 
reach the trailhead.  If available, the description shall provide contact information for 
additional information regarding the trail/route.  The page shall also provide a messaging 
area for individuals to leave reviews, which include the assignment of one to five stars. 

 
13 The Level 2 trail/route map pages should be designed so that trails/routes located in 

Baker, Hamilton, Marion, Putnam and Suwannee Counties, Florida can be added by Task 
Force staff without the need for additional assistance from the proposer. 

 
14. The Level 2 trail/route map pages should be designed so that any of the Task Force 

member counties and associated trails/routes can be deleted or, preferably, hidden from 
view, without the need for additional assistance from the proposer. 

 
II. Ultimate Springs Guide 

 
The Ultimate Springs Guide shall consist of online, interactive freshwater springs web pages and printable 
springs guides in PDF format.  The selected proposer shall detail the steps for the site design, content 
development, programming, maintenance, hosting of the microsite and the design of the printable PDF 
guide. 
 
The selected proposer shall be responsible for developing both digital and printable PDF versions of the 
springs guide for springs selected by the Task Force Marketing Committee.   
 
Scope of Work 

 
A. The proposal shall identify the maximum number of springs which shall be included in the Ultimate 

Springs Guide.  The selected springs shall consist of a minimum of 10 springs and maximum of 24 
springs. 

 
B. The selected proposer shall also be capable of implementing the following: 

 
1. The identification, development and mapping of specific springs facilities, including roads, 

campgrounds, spring head, connection to nearby river, parking, restrooms, picnic areas 
and similar facilities; 

 
2. The inclusion of Google Translate or the ability to link the springs guide to the existing 

vnnf.org website so that when Google Translate is selected from the existing website, the 
language translation automatically occurs within the springs microsite;  

 
3. The integration of the springs microsite into the existing Task Force website in such a way 

that user activity within the microsite is included in the Task Force’s existing Google 
Analytics reporting system; and 

 
4. Modification of the existing website home page to provide an elevated presence of the 

Ultimate Springs Guide to website users. 
 

5. The development of a Level 1 (Opening) page which displays a region-wide map which 
identifies the location of the springs. 
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6. A Level 1 regional springs map designed so that Baker, Hamilton, Marion, Putnam and 
Suwannee Counties, Florida as well as their associated springs can be added by Task 
Force staff without the need for additional assistance from the proposer. 

 
7. A Level 1 regional springs map designed so that any of the Task Force member counties 

and associated springs can be hidden from view, without the need for additional 
assistance from the proposer. 

 
8. The ability for the user to download a printable PDF regional springs guide file consisting 

of all of the springs and associated information contained on the Level 2 page.  The 
regional springs guide shall also contain a map of the region which shall include, but not 
be limited to, the locations of the springs, rivers, major roads, nearby cities and towns and 
significant natural features. 

 
9. The Level 1 regional springs map shall be designed so that when the user’s cursor is 

placed on top of an individual spring identified on the map, the page shall provide a popup 
of summary information on the selected spring including spring name, spring magnitude, a 
brief summary description, a thumbnail photo, and the option to display a linked Level 2 
page.  A Level 2 web page shall be provided for every spring identified on the Level 1 
regional spring map. 

 
10. The Level 2 spring web pages shall be designed so that Baker, Hamilton, Marion, Putnam 

and Suwannee Counties, Florida and their associated springs can be added by Task 
Force staff without the need for additional assistance from the proposer. 

 
11. The Level 2 spring pages shall be designed so that any of the Task Force member 

counties and associated springs can be deleted or, preferably, hidden from view, without 
the need for additional assistance from the proposer. 

 
12. Level 2 web pages to consist of: 

 
a. Spring name, spring magnitude (1st, 2nd, 3rd, other); 
b. A photo or series of photos of the spring; 
c. A Youtube video or similar video, as appropriate; 
d. An option for obtaining driving directions to the spring from the user’s location; 
e. A detailed spring map as described in C, below; 
f. A narrative description of the spring and its associated facilities as described in 

D, below; 
g. An option to download a printable PDF guide for the spring which contains all of 

the information in items a through f above; 
h. Message boards for user comments regarding the trail/route; and 
i. A user-based rating system for the spring using a 1 (lowest score) to 5 (highest 

score) rating system. 
 

C. Each Level 2 spring map shall contain the following. 
 

1. A spring map consisting of the selected spring and its associated spring run, if any, 
overlaid on an existing base map such as Google maps.  The inclusion of a scale and the 
ability for the user to alter the scale as presented on the web page (ability to zoom in and 
out).  The map should identify nearby cities, roads and natural features such as, but not 
limited to, springs, parks, forests, conservation areas, rivers and lakes.  The map should 
include an option for the user to switch between map and satellite views.  The 
downloadable PDF guide to the spring shall also include the spring map. 

 
2. The following items should be identified on each spring map:  parking; trails; trailheads; 

restrooms;  picnic facilities, snack bars, restaurants, dive shop, hotel, campground, and 
recreational vehicle park; nearby facilities such as restaurants; lodging 
(hotels/motels/recreational vehicle and tent campgrounds, and bed & breakfasts); nearby 
photo opportunities; and similar items. 
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D. The Level 2 spring description should identify the following information, 
 

1. Spring name, address, telephone number, website, and email address where available. 
 

2. The environmental/geographical setting of the spring. 
 

3. Availability and Hours of Operation: Daily, Seasonal, Weekly, or Weekend-only. 
 

4.  Admission costs, which may be described as a price range using dollar symbols such as 
0 = Free, $ = Low, $$, moderate, $$$ = high, and availability of discounts such as 
American Association of Retired Persons and state parks annual pass. 

 
5. Links to blogs on the Task Force website, as applicable, which discuss the spring. 

 
6. Swim attire requirements (i.e., swim attire mandatory or swim attire optional). 
 
7. Whether scuba diving allowed. 
 
8. Whether dogs are allowed. 

 
9. Availability of a public bathhouse, lockers, showers and towel/robe rentals. 

 
10. If cabins, campsites and/or recreational vehicle parks are provided, the number of cabins, 

campsites, and recreational vehicle sites, availability of hook-ups for recreational vehicles, 
seasons of operation for camping, and the type and availability of restrooms/bath houses. 

 
11. A determination as to whether the spring is family-friendly, especially regarding the 

appropriateness and safety of the facility for children under the age of six. 
 

12. Name and distance to nearby cities and towns. 
 

13. On-site activities such as biking, canoeing/rafting/kayaking, fishing, tubing, and, 
swimming. 

 
14. Availability of rentals, including but not limited to bicycles, canoes, kayaks amd tubes. 

  
15. Include links for nearby outdoor activities, places to eat and places to sleep. 

 
16. Points of interest near the spring including, nearby outdoor activities, restaurants, lodging, 

gas stations, shopping and photo opportunities. 
 

E. The Task Force Marketing Committee may consider alternatives to the development of Level 2 
springs maps for the microsite and the printable PDF guide should such alternative methods result 
in an increased number of springs included in the Ultimate Springs Guide.  Should the proposal 
exclude some or all Level 2 springs maps, it shall clearly describe the alternative presentation 
methods to be used for Level 2 springs and the additional number of springs to be included as a 
result of the alternative presentation methods compared to the number of springs which would 
otherwise be included if Level 2 maps are provided. 

 
III. Digital Advertising Campaign 

 
The Original Florida Tourism Task Force seeks to drive substantial additional traffic to the organization’s 
website, naturalnorthflorida.com through a geographically-targeted digital advertising campaign to increase 
awareness of tourist-oriented activities and resources located within the Natural North Florida region.  The 
Task Force desires to target residents of specific metropolitan areas in which it attends tourist-oriented travel 
expos and shows.  The digital advertising campaign shall place targeted advertisements to consumers in a 
minimum of five to a maximum of 13 metropolitan areas where Visit Natural North Florida is participating in 
travel shows.  The digital advertisements shall highlight attractions and events within the region as well as 
highlighting the newly-revamped Visit Natural North Florida website. 
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The project shall focus on strategic purchases of advertising on social websites such as Facebook as well 
as websites oriented towards outdoor adventure travelers, recreational vehicles, paddling, fishing and similar 
recreational activities, provided that such advertisements are targeted to specific metropolitan areas.  The 
selected proposer shall work with the Task Force Marketing Committee to design and implement the 
campaign, including publisher strategy, bidding strategy, keyword strategy, advertising strategy, as well as a 
measurement and evaluation strategy.  As the campaign progresses, the selected proposer shall be 
responsible for monitoring campaign performance, analyzing click-thru patterns and making adjustments to 
the advertisement placements to maximize the volume of impressions and click-thrus to the Task Force 
website.  Upon completion of the advertising campaign, analytics shall be provided by the selected proposer 
to determine the overall effectiveness of the campaign.  The period of time of the campaign shall be the date 
of an executed contract between the selected proposer and the Task Force through December 31, 2016. 
 
Scope of Work 

 
 A. The selected proposal must: 
 

1.  Demonstrate familiarity with the tourism products of The Original Florida Tourism Task 
Force and its member counties, the Task Force website and the Task Force Facebook 
page; 

 
2. Describe a digital advertising strategy which shall maximize impressions and conversions 

to the Task Force website and Facebook page; 
 

 3. Demonstrate creative campaign design and implementation approaches; 
 

4. Identify the maximum number of metropolitan areas to be included in the Digital 
Advertising Campaign.  Metropolitan areas shall be limited to Atlanta, Georgia; Berlin, 
Germany; Chicago, Illinois; Dallas, Texas; Detroit, Michigan; London, England; Madison, 
Wisconsin; Minneapolis, Minnesota; New York, New York; Philadelphia, Pennsylvania; 
Tampa, Florida; Toronto, Canada; and Washington, D.C; and 

 
5. Provide analytics, accessible by the Task Force, on campaign performance including; 
 

a. Number of impressions, click-thrus and click-thru rates to the Task Force website 
for the duration of the campaign for each targeted Metropolitan Area; 

 
b. Analytics of each ad displayed, including number of impressions, click-thrus and 

click-thru rates, frequency and display report listing web sites where the 
advertisement is being displayed/delivered; and 

 
c. Task Force Marketing Committee Involvement.  The selected proposer shall work 

with the Task Force Marketing Committee to design and implement the 
advertising campaign including ad strategy, publisher strategy and bidding 
strategy as applicable. 

 
B. The Task Force Marketing Committee shall approve: 
  

1. The selected metropolitan areas; 
 

2. The websites on which the advertisements shall be displayed; 
  

3. The timing and length of time the advertisements shall run; and 
   

4. All advertisements prior to publication. 
 

C. The selected proposer shall provide to the Task Force Marketing Committee copies of all 
advertisements placed, the name of the websites on which they were placed the period of times 
that the advertisements were run. 

 
D. The Original Florida Tourism Task Force reserves the right to divert impressions to target another 

audience, web site, or metropolitan area throughout the campaign. 

63



8 
 

E.  Advertisements placed on social media and other websites should include photos from the region 
depicting tourism products, associated text, and a link to the Task Force website (www.vnnf.org).  
All such advertisements shall be approved prior to placement by the Task Force Marketing 
Committee.  Creativity is encouraged in the design of the advertisements. 

 
F.  The selected proposer may use multiple ad exchanges and real time bidding to place display 

advertising, which may include mobile.  The proposal shall specify the specific ad exchanges to be 
used. 

 
IV. General 

 
A. The Original Florida Tourism Task Force is not liable for costs incurred by proposers prior to 

execution of a contract.   All costs incurred as a result of this request for proposals, including travel 
and personnel costs, are the sole responsibility of the proposer. 

 
B. The selected proposer shall be expected to work closely with the Task Force Marketing Committee 

as well as Task Force staff through all phases of the project, including but not limited to microsite 
testing prior to launch and the launch process. The selected proposer shall also be expected to 
work closely with the Task Force Marketing Committee with regards to the Digital Advertising 
Campaign, including but not limited to the selection of metropolitan areas, the design and 
development of the advertisements, and the selection of websites for publication of the 
advertisements. 

 
C. The microsites, including the code used to create the microsites as well as all content on the 

microsites, shall be exclusively owned by The Original Florida Tourism Task Force.  All content 
produced for the Digital Advertising Campaign shall be exclusively owned by The Original Florida 
Tourism Task Force. 

 
D. In addition to the items listed herein, the Original Florida Tourism Task Force shall give 

consideration to other concepts for developing the microsites and the Digital Advertising Campaign.  
Proposers are therefore encouraged to present other concepts and features not contained herein. 

 
1. The budget for the Ultimate Bicycle Guide is a maximum of $36,000. 

 
2. The budget for the Ultimate Springs Guide is a maximum of $12,000. 

 
3. The budget for the Digital Advertising Campaign is a maximum of $13,000. 

 
E. On execution of a contract between the selected proposer and The Original Florida Tourism Task 

Force, The Original Florida Tourism Task Force shall make one payment for the completion of a 
draft Ultimate Bicycle Guide microsite and PDF guides and a final payment for completion of the 
final Ultimate Bicycle Guide microsite, PDF guides and 1,000 printed copies of the printed PDF 
guide; one payment for a draft Ultimate Springs Guide microsite and draft PDF guides as well as 
one payment for a final Ultimate Springs Guide microsite and PDF guides; and quarterly payments 
for the Digital Advertising Campaign to the selected proposer.  All payments for the project shall be 
as specified by contract between The Original Florida Tourism Task Force and the selected 
proposer. 

 
V. Responses 

 
If you would like to respond to this Request for Proposals, please provide the following: 
 
A. A description of how the above scope of work shall be implemented for the project. 
 
B. An explanation of coordination and communication with The Original Florida Tourism Task Force 

throughout the development and implementation of the project. 
 
C. A detailed implementation timeline for the project. 
 
D. A complete proposal summary page for each project covering each item, their costs and/or a total 

overall cost for the project. 
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E. A description of your company, the year it was founded, and information about your philosophy for 
successful web design and marketing. 

 
F. A list of previous/current clients in the travel and tourism sector and a description of the work you 

have performed for them, to include success stories and statistics demonstrating the impact of your 
services.  Please provide relevant Uniform Resource Locators (URLs). 

 
G. An organization chart naming the key players in your organization, their professional backgrounds 

and areas of expertise. 
 
H. Specifically state which staff would be assigned to manage The Original Florida Tourism Task 

Force account.  
 

I. Describe the specific expertise you offer in each of the following areas: 
 

  1. Interactive bicycle trail/route website design and development; 
  2. Printed bicycle trail/route guide development; 
  3. Interactive springs guide development; and 
  4. Geographically-targeted digital advertising campaigns. 
 

J. With regard to microsite testing, please describe the microsite testing and approval process. 
  

K. Three letters of reference from clients familiar with your website development, bicycle trail/route 
guide development, springs guide development and digital advertising capabilities. 

 
L. A list of all subcontracted vendors and third-party software to be included in the proposed project, 

including a description of your work experience with them and the specific role each shall have in 
the project. 

 
M. Project budget. 

 
N. Any terms and conditions that might affect the project. 

 
O. For on-going support for the microsite including but not limited to monthly maintenance, project 

fees and administration fees, if any.  Please list any other anticipated fees. 
 
VI. Ranking and Selection Criteria 
 
Preliminary Ranking:  All proposals received shall be reviewed and ranked by the Task Force Marketing Committee 
using the following criteria based upon a total of 100 points, as follows:   
 
(a) capacity to complete the work by December 31, 2016 (25 points); (b) past experience with the development and 
maintenance of tourism- and bicycle trail-oriented websitesl, springs-oriented websites and digital advertising 
geographically-targeted campaigns (25 points); (c) quality of proposal and ability to implement items listed under 
Scope of Work as well as other proposed features not contained herein (40 points); and (d) three letters of reference 
(10 points).  The total score from these criteria shall be used to establish the rank order for the selection of the 
proposals by Task Force Marketing Committee members.  The rankings, as established by the individual Task Force 
Marketing Committee members, shall be combined to result in a Task Force Marketing Committee ranking of 
proposers based on the average rank order of proposals assigned by individual Task Force Marketing Committee 
members, not the total number of points assigned by individual Task Force Marketing Committee members. 
 
Final Ranking:  Unless oral presentations are requested by the Task Force Marketing Committee, the Preliminary 
Ranking shall be the Final Ranking.  Should the Task Force Marketing Committee request oral presentations from the 
highest-ranking proposers, the finalists shall be re-reviewed and re-ranked after the oral presentations by the Task 
Force Marketing Committee using the same criteria and method used for the Preliminary Ranking.  
 
An attempt shall be made to reach an agreement with the highest ranking proposer, the second highest, and so on 
until a satisfactory agreement is reached. 
 
Responses are due by 5:00 p.m. Eastern Daylight Savings Time, April 29, 2016. 
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Submit two hard (paper) copies of your proposal in writing to:  
 

2016 Marketing Project Proposal 
c/o Scott R. Koons, Executive Director 
The Original Florida Tourism Task Force 
2009 NW 67th Place 
Gainesville, Florida 32653-1603 

 
Electronic and facsimile copies shall not be accepted. 
 
A maximum of three finalists shall be selected from submitted proposals and may be requested to give oral 
presentations. 
 
If you have any questions concerning the request for proposals, please contact Steven Dopp, Senior Planner, by  
email at dopp@ncfrpc.org or by telephone at 352.955.2200, extension 109. 
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The Original Florida Tourism Task Force 
Task Force 2016 Marketing Project 

List of Potential Proposers 
 

March 7, 2016 
 
 
Interfuse 
Attn: Chris Rash 
15 Technology Pkwy. South, Ste. 250 
Norcross, GA 30092 
Website: http://collinsonmedia.com/ 
crash@collinsonmedia.com 
(w) 678.987.9927 
(c) 770.330.5446 
 
Bluewater Inet Group, LLC 
Attention:  Rick Lamberson, CEO 
201 Long Ave, Port St Joe, FL 32456 
(850) 229-8149 
 
Evok Advertising 
1485 International Pkwy, 3rd Floor 
Heathrow, FL 32746 
P: 407-302-4416 
F: 407-302-4417 
 
352 Inc. 
Tioga Town Center 
133 SW 130th Way, Suite D 
Newberry, FL  32669 
352.374.9657 
 
Simpleview 
Attn:  Kevin Bate 
335 Valley Heights Dr 
Oceanside, CA  92057 
 
Paramore Digital 
Attn:   Stephanie Friedlander 
500 Church Street, Suite 500 
Nashville, TN 37219 
thepinkboa@paramoredigital.com 
(615) 386-9012 
 
Blenderbox 
26 Dobbins Street, 3rd Floor 
Brooklyn, NY  11222 
info@blenderbox.com 
718.963.4594 
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Livewire Web Design 
2606 NW 6th Street, Suite B 
Gainesville, FL 32609 
(352) 672-7092 
 
Substance 
Attn:  Todd Moritz 
605 NE 21st Avenue, Suite 200 
Portland, Oregon 97232 
503.445.0482 
 
Concilio Labs Inc. 
8000 Westpark Drive, Suite 620 
McLean, VA 22102 
 
ITI Marketing, Inc. 
P.O. Box 1434 
Brunswick GA  31521 
912.267.1558 
info@iti-marketing.com 
 
Sparxoo 
Attn. Grace Northern 
514 N. Franklin Street, Suite 202 
Tampa, FL  33602 
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STS  Marketing College and Governor's Tourism Conference Assignments

as of March 8, 2016

STS Marketing College, May 15‐20, 2016 Participants

Estimated 

Cost

Lisa Frieman $1,500

Dawn Taylor 1,500

Cody Gray 1,500

Will Sexton 1,500

Ron Gromoll 1,500

Sandy Beach 1,500

Steven Dopp 1,500

Total Estimated Cost $10,500

Governor's Conference, Sepotember, 2016 Participants

Estimated 

Cost

Brenda Graham $1,100

Katina Richardson 1,100

Diane Bardhi 1,100

Donna Creamer 1,100

Steven Dopp 1,100

Total Estimated Cost $5,500

Estimated Total Scholarship Costs $16,000
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STS Marketing College Registration

May 15-20, 2016

Dahlonega, Georgia

Southeast Tourism Society
555 Sun Valley Drive, Suite E-5

Roswell, Ga. 30076
Phone: 770-542-1523/ Fax: 770-542-1527

Save time: register online at southeasttourism.org

University of North Georgia

For more information call 770-542-1523

Attendee Information

First Name

Last Name

Title

Company

Street

City

State 

Zip

Telephone

E-mail

Registration Fees          (includes tuition & most meals) 

1st & 2nd Year (single room) 
Member Fee: 995

1st & 2nd Year (single room) 
Non Member Fee: 1345

3rd Year (single room Sun-Wed) 
Member Fee: 845

3rd Year (single room Sun-Wed) 
Non Member Fee: 1195

3rd Year (no room) 
Non Member Fee: 1095

3rd Year (no room) 
Member Fee: 745

1st & 2nd Year (no room) 
Member Fee: 845

1st & 2nd Year (no room) 
Non Member Fee: 1195

Total Due:

I agree to all terms and conditions

Cancellation policy:  100% refund if cancelled before 4/22/16.   50% refund if cancelled before 4/29/16.  No refund after 4/29/16.

I will be a:             (Choose/Circle one)

 I'd like a flash drive of my class' Marketing College materials ($50)

Flash Drive: 50

Festivals & Events - Year 1 
Open to all (Wed. PM): 75

Festivals & Events - Year 2 
(All day Wed.): 150

Festivals & Events - Year 3 
(All day Wed. & Thurs. AM): 225Payment

Card #

Expiration Date

Cardholder Name

Check payable to Southeast Tourism Society

Credit Card

Visa

Mastercard

American Express

Discover

1st year student
2nd year student
3rd year student

Print Form
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Florida Governor's Conference on Tourism http://floridatourismconference.com/

1 of 1 2/10/2016 3:52 PM
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The Original Florida Tourism Task Force

Travel Show Participants

March 8, 2016

Travel Show

Detroit London NY Times Atlanta Boat Dallas Atlanta RV Chicago RV Wash. DC Toronto Berlin ITB Canoecopia Philadelphia The Villages Tampa Boat Hershey RV Minneapolis Expo

Participant Sept 28 ‐ Oct 5 Oct 29 ‐ Nov 7 Jan 6 ‐ 11 Jan 12 ‐ 18 Jan 28 ‐ Feb 1 Jan 29 ‐ 31 Feb 15 ‐ 22 Feb 18 ‐ 22 Feb 17 ‐ 22 Mar 5 ‐ 14 Mar 9 ‐ 14 Mar 20 ‐ 23 6‐May Sept 9‐11 Sept 14‐18 November 20‐22

Diane Bardhi x x

Sandy Beach x x (gratis)

Donna Creamer x y x

Steve Dopp

Lisa Frieman x

Brenda Graham y

Cody Gray x

Helen Koehler

Roland Loog x x x x x x x x

Russ McCallister x x

Carol McQueen x

Dave Mecusker x x

Lois Nevins

Susie Page x

Martin Pierce

Katrina Richardson x x

Daniel Riddick

Dawn Taylor x x (gratis) x x x

Tommy Thompson x x

Paula Vann

Nancy Wideman

Pam Whittle
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Google Analytics ‐ Visistnaturalnorthflorida.com Users by Top 24 Countries by YearGoogle Analytics   Visistnaturalnorthflorida.com Users by Top 24 Countries by Year

2011 2012 2013 2014 2015 2011 ‐ 2015

Country Users Country Users Country Users Country Users Country Users Country Users

United States 34,021 United States 45,404 United States 66,829 United States 71,411 United States 69,295 United States 284,970

Canada 433 Canada 563 Canada 416 Brazil 590 Brazil 554 Canada 2,125

United Kingdom 344 United Kingdom 408 United Kingdom 326 Canada 473 German 319 United Kingdom 1 667United Kingdom 344 United Kingdom 408 United Kingdom 326 Canada 473 Germany 319 United Kingdom 1,667

India 160 India 193 Germany 207 United Kingdom 369 Canada 271 Brazil 1,463

Brazil 114 Germany 177 India 152 Germany 254 United Kingdom 222 Germany 1,047

Philippines 101 Brazil 125 Japan 89 India 231 India 199 India 977

Germany 100 Philippines 125 France 86 France 106 Italy 131 France 458

France 82 Turkey 121 Brazil 78 Italy 92 France 113 Philippines 453

Turkey 77 Italy 86 Philippines 64 Philippines 67 Philippines 88 Italy 394

Netherlands 76 Australia 80 Australia 54 Netherlands 64 Russia 58 Netherlands 339

Iran 60 France 78 Netherlands 52 Spain 59 Mexico 57 Turkey 303

Russia 52 Netherlands 77 Turkey 44 Mexico 53 Netherlands 54 Australia 272

Australia 50 Iran 72 Indonesia 43 Argentina 51 Portugal 45 Spain 240

Italy 47 Russia 63 Spain 39 Australia 49 Australia 43 Mexico 234Italy 47 Russia 63 Spain 39 Australia 49 Australia 43 Mexico 234

Mexico 46 Spain 60 Switzerland 35 Puerto Rico 43 Switzerland 40 Japan 210

Spain 44 Egypt 48 Sweden 34 Portugal 43 Denmark 38 Russia 193

China 40 Thailand 48 Italy 33 Bangladesh 35 Spain 38 Iran 189

Switzerland 36 Mexico 46 Iran 32 Turkey 35 Sweden 38 Switzerland 188

Egypt 35 Indonesia 45 Puerto Rico 31 Indonesia 34 South Korea 31 Indonesia 181

Indonesia 35 Hungary 41 Bangladesh 26 Switzerland 33 Bangladesh 30 Argentina 165Indonesia 35 Hungary 41 Bangladesh 26 Switzerland 33 Bangladesh 30 Argentina 165

Ukraine 33 Switzerland 39 Russia 25 Venezuela 32 Japan 30 Thailand 156

Hungary 32 Vietnam 38 Mexico 24 Malaysia 31 Argentina 29 Sweden 150

Belgium 30 Japan 37 Poland 24 Ireland 30 Belgium 29 Puerto Rico 144

Serbia 30 Sweden 37 Belgium 20 Japan 30 Turkey 29 Poland 128

Total 36,078 48,011 68,763 74,215 71,781 296,646

Source:  Compiled by The Original Florida Tourism Task Force, March 10, 2016.
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Google Analytics ‐ Visistnaturalnorthflorida.com Users by Top 49 States by Year

2011 2012 2013 2014 2015 2011 ‐ 2015

State Users State Users State Users State Users State Users State Users

Florida 20,644 Florida 27,670 Florida 43,620 Florida 52,127 Florida 52,510 Florida 195,178

Georgia 2,761 Georgia 3,672 Georgia 4,464 Georgia 4,683 Georgia 3,908 Georgia 19,471

New York 1,052 Maryland 1,097 California 2,320 New York 1,217 Texas 1,177 New York 5,878

California 989 New York 1,040 New York 1,670 Texas 1,119 South Carolina 962 California 5,823California 989 New York 1,040 New York 1,670 Texas 1,119 South Carolina 962 California 5,823

Texas 756 California 936 Texas 1,098 North Carolina 991 Alabama 944 Texas 5,060

North Carolina 523 Texas 888 Maryland 918 Alabama 962 North Carolina 869 North Carolina 4,198

Ohio 503 North Carolina 822 North Carolina 896 California 862 New York 846 Alabama 3,413

Illinois 469 Pennsylvania 704 Tennessee 847 Michigan 768 Colorado 840 Tennessee 3,155

Virginia 440 Virginia 634 Alabama 660 Tennessee 653 Tennessee 764 Maryland 3,126

Pennsylvania 436 Ohio 630 Illinois 626 Illinois 623 California 656 Illinois 2,819

Alabama 372 Tennessee 563 Virginia 589 Virginia 591 Illinois 515 Virginia 2,740

Tennessee 365 Illinois 505 New Jersey 570 Pennsylvania 576 Pennsylvania 427 Pennsylvania 2 579Tennessee 365 Illinois 505 New Jersey 570 Pennsylvania 576 Pennsylvania 427 Pennsylvania 2,579

Michigan 333 Alabama 430 Colorado 495 Ohio 524 Ohio 424 South Carolina 2,554

Maryland 320 Michigan 404 Michigan 468 South Carolina 493 Virginia 416 Ohio 2,534

New Jersey 308 South Carolina 396 Massachusetts 465 New Jersey 387 Maryland 412 Michigan 2,289

England 298 Kentucky 377 Pennsylvania 443 Colorado 380 Missouri 411 Colorado 2,031

South Carolina 263 England 357 Ohio 441 Kentucky 368 Michigan 325 New Jersey 1,848

Massachusetts 256 Ontario 341 South Carolina 392 Maryland 360 Louisiana 243 Massachusetts 1,494

District of Columbia 235 Washington 316 Kentucky 368 Wisconsin 347 New Jersey 242 Missouri 1,477

Ontario 231 New Jersey 311 Missouri 302 Louisiana 320 Kentucky 220 Kentucky 1 473Ontario 231 New Jersey 311 Missouri 302 Louisiana 320 Kentucky 220 Kentucky 1,473

Minnesota 223 Massachusetts 284 England 283 England 319 Massachusetts 208 England 1,462

Wisconsin 202 Minnesota 236 Minnesota 258 Massachusetts 304 England 187 Ontario 1,228

Missouri 196 Louisiana 232 Nebraska 258 Missouri 303 State of Sao Paulo 173 Louisiana 1,214

Indiana 194 Missouri 221 Louisiana 254 Indiana 300 Indiana 171 Wisconsin 1,137

Washington 172 Indiana 218 Indiana 248 Ontario 256 Wisconsin 171 Indiana 1,127

Colorado 157 Wisconsin 169 Ontario 245 Minnesota 209 Minnesota 170 Minnesota 1,110

Louisiana 153 District of Columbia 157 Wisconsin 218 Mississippi 195 District of Columbia 167 Washington 1,044

k f l h i i f l biKentucky 145 Connecticut 156 Mississippi 181 State of Sao Paulo 176 Washington 163 District of Columbia 876

Arizona 115 Colorado 152 Washington 169 Washington 176 Ontario 155 Mississippi 722

Oregon 114 Arizona 148 Arizona 162 Kansas 165 Mississippi 150 Connecticut 687

Connecticut 112 Oregon 120 Connecticut 160 Connecticut 161 Connecticut 118 Arizona 601

Iowa 102 Mississippi 100 District of Columbia 155 District of Columbia 153 Arkansas 110 Kansas 538

Mississippi 101 Iowa 94 Kansas 137 Arkansas 108 Arizona 102 Oregon 538

Utah 92 Utah 94 Oregon 121 Oklahoma 96 Oregon 93 State of Sao Paulo 467

Oklahoma 72 Metro Manila 92 Oklahoma 91 Arizona 93 Rhode Island 73 Nebraska 447

Kansas 70 Arkansas 82 Arkansas 90 Iowa 91 State of Rio de Janeir 70 Iowa 429

Maine 66 Kansas 82 Iowa 83 Quebec 85 Kansas 67 Arkansas 428

Quebec 59 West Virginia 64 Tokyo 70 State of Rio de Janeir 80 New Hampshire 65 Oklahoma 374

Metro Manila 59 Oklahoma 63 Maine 64 Maine 78 Iowa 61 Maine 325

West Virginia 58 Quebec 62 West Virginia 59 West Virginia 78 North Rhine‐Westph 58 Utah 310

New Hampshire 55 British Columbia 54 Quebec 52 Oregon 76 State of Parana 56 New Hampshire 306

Nevada 55 New Hampshire 53 New Hampshire 51 New Hampshire 66 Maine 53 Metro Manila 301

New Mexico 52 Maine 51 Utah 51 Nevada 63 Nebraska 51 Quebec 300

Arkansas 47 Nebraska 49 Metro Manila 50 State of Minas Gerais 61 State of Minas Gerais 50 West Virginia 292

Nebraska 43 State of Sao Paulo 46 Vermont 48 North Rhine‐Westph 57 Bavaria 50 Nevada 240

Moscow 38 Tehran 41 Nevada 44 Maharashtra 57 Oklahoma 50 Rhode Island 219

British Columbia 36 New Mexico 40 North Rhine‐Westph 42 Bavaria 48 West Virginia 49 State of Rio de Janeir 209

Idaho 34 Rhode Island 40 Delaware 39 Utah 46 Metro Manila 46 New Mexico 206

Rhode Island 33 Nevada 39 New Mexico 37 Nebraska 44 Moscow 46 North Rhine‐Westph 189

Total 34,409 45,332 65,372 72,295 70,094 286,466

Source:  Compiled by The Original Florida Tourism Task Force, March 10, 2016.Sou ce o p ed by e O g a o da ou s as o ce, a c 0, 0 6
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Google Analytics ‐ Visistnaturalnorthflorida.com Users by Top 39 Out‐of‐State Metropolitan Areas by Year

2011 2012 2013 2014 2015 2011 ‐ 2015

Metro Users Metro Users Metro Users Metro Users Metro Users Metro Users

Atlanta GA 1,605 Atlanta GA 2,143 New York NY 2,716 Atlanta GA 2,551 Atlanta GA 1,960 Atlanta GA 10,651

New York NY 1,124 Washington DC (Hagerstow 1,437 Atlanta GA 2,535 New York NY 1,319 New York NY 796 New York NY 7,128

Washington DC (Hagersto 620 New York NY 1,121 Los Angeles CA 1,704 Washington DC (H 630 Denver CO 778 Washington DC (Hagerstow 4,416

Los Angeles CA 477 Albany GA 449 Washington DC (Hagerstow 1,235 Chicago IL 507 Charlotte NC 583 Los Angeles CA 3,176

Chicago IL 358 Philadelphia PA 408 Nashville TN 594 Charlotte NC 487 Houston TX 565 Chicago IL 2,181

Philadelphia PA 289 Los Angeles CA 404 Albany GA 497 Albany GA 474 Nashville TN 521 Albany GA 2,101

Cleveland‐Akron (Canton)  281 Chicago IL 397 Dallas‐Ft. Worth TX 491 Philadelphia PA 395 Florence‐Myrtle Beach SC 520 Charlotte NC 2,019

Boston MA‐Manchester NH 262 Cleveland‐Akron (Canton) O 379 Chicago IL 478 Nashville TN 370 Birmingham AL 483 Nashville TN 2,006

San Francisco‐Oakland‐San 257 Nashville TN 346 Boston MA‐Manchester NH 475 Flint‐Saginaw‐Bay C 367 Washington DC (Hagersto 480 Denver CO 1,740

Albany GA 222 Charlotte NC 330 Charlotte NC 388 Los Angeles CA 330 Albany GA 467 Philadelphia PA 1,662

Dallas‐Ft. Worth TX 212 Seattle‐Tacoma WA 290 Denver CO 376 Birmingham AL 328 Chicago IL 413 Boston MA‐Manchester NH 1,552

Nashville TN 211 Boston MA‐Manchester NH 289 Philadelphia PA 332 Denver CO 328 Baltimore MD 310 Dallas‐Ft. Worth TX 1,545

Macon GA 207 Louisville KY 285 San Francisco‐Oakland‐San 301 Macon GA 314 Macon GA 287 Houston TX 1,475

Raleigh‐Durham (Fayettevi 201 San Francisco‐Oakland‐San 259 Savannah GA 262 Boston MA‐Manch 311 Dallas‐Ft. Worth TX 284 Birmingham AL 1,312

Savannah GA 185 Raleigh‐Durham (Fayettevil 241 Macon GA 254 Dallas‐Ft. Worth TX 308 Philadelphia PA 258 San Francisco‐Oakland‐San  1,309

Minneapolis‐St. Paul MN 185 Wilkes Barre‐Scranton PA 237 Raleigh‐Durham (Fayettevi 247 Savannah GA 281 Los Angeles CA 249 Macon GA 1,236

Houston TX 179 Dallas‐Ft. Worth TX 232 Louisville KY 243 San Francisco‐Oakl 279 Boston MA‐Manchester NH 237 Savannah GA 1,214

Charlotte NC 168 Houston TX 228 Greenville‐Spartanburg SC‐ 243 Houston TX 275 Savannah GA 234 Raleigh‐Durham (Fayettevil 1,112

Detroit MI 165 Greenville‐Spartanburg SC‐ 221 Houston TX 240 Huntsville‐Decatur  258 Springfield MO 217 Cleveland‐Akron (Canton) O 1,051

Baltimore MD 153 Savannah GA 220 Lincoln & Hastings‐Kearney 234 Detroit MI 257 Raleigh‐Durham (Fayettevi 208 Baltimore MD 1,043

Seattle‐Tacoma WA 142 Minneapolis‐St. Paul MN 218 Minneapolis‐St. Paul MN 219 Greenville‐Spartan 237 San Francisco‐Oakland‐San 190 Greenville‐Spartanburg SC‐A 1,018

Denver CO 141 Detroit MI 198 Birmingham AL 206 Waco‐Temple‐Brya 220 Greenville‐Spartanburg SC‐ 179 Detroit MI 980

Birmingham AL 133 Baltimore MD 184 Detroit MI 195 Raleigh‐Durham (Fa 210 Detroit MI 176 Minneapolis‐St. Paul MN 964

London 127 San Antonio TX 154 St. Louis MO 183 St. Louis MO 206 New Orleans LA 168 Seattle‐Tacoma WA 896

Greenville‐Spartanburg SC 121 Macon GA 147 Baltimore MD 166 Baltimore MD 204 Seattle‐Tacoma WA 144 Louisville KY 795

St. Louis MO 112 London 139 New Orleans LA 162 Minneapolis‐St. Pa 197 Minneapolis‐St. Paul MN 140 St. Louis MO 781

Portland OR 98 St. Louis MO 135 Dothan AL 147 Augusta GA 183 Montgomery (Selma) AL 137 Florence‐Myrtle Beach SC 732

Columbus OH 97 Denver CO 127 San Antonio TX 142 New Orleans LA 173 Columbus OH 135 New Orleans LA 699

Norfolk‐Portsmouth‐Newp 95 Birmingham AL 125 Phoenix AZ 139 Cleveland‐Akron (C 156 San Antonio TX 121 Columbus OH 613

Salt Lake City UT 95 New Orleans LA 123 Cleveland‐Akron (Canton) O 133 Bowling Green KY 154 Cincinnati OH 117 San Antonio TX 607

Abilene‐Sweetwater TX 93 Phoenix AZ 117 Kansas City MO 131 Seattle‐Tacoma WA 150 St. Louis MO 115 Flint‐Saginaw‐Bay City MI 565

Phoenix AZ 92 Norfolk‐Portsmouth‐Newp 114 Columbus OH 122 Indianapolis IN 149 San Diego CA 107 Huntsville‐Decatur (Florenc 541

Indianapolis IN 91 Hartford & New Haven CT 113 Seattle‐Tacoma WA 122 Columbus OH 137 Cleveland‐Akron (Canton)  100 London 535

Austin TX 91 Columbus OH 110 San Diego CA 122 Dothan AL 137 Chattanooga TN 100 Indianapolis IN 519

Pittsburgh PA 90 Indianapolis IN 100 Flint‐Saginaw‐Bay City MI 120 Cincinnati OH 126 Louisville KY 99 Cincinnati OH 502

Cincinnati OH 87 Knoxville TN 100 Cincinnati OH 115 Pittsburgh PA 123 Albany‐Schenectady‐Troy N 97 Norfolk‐Portsmouth‐Newpo 502

Kansas City MO 86 Portland OR 100 Knoxville TN 113 Louisville KY 123 Dothan AL 96 Dothan AL 500

Grand Rapids‐Kalamazoo‐B 85 Columbia SC 99 London 112 Milwaukee WI 123 Hartford & New Haven CT 93 Kansas City MO 492

San Diego CA 85 Richmond‐Petersburg VA 99 Austin TX 111 Chattanooga TN 118 Huntsville‐Decatur (Florenc 93 Austin TX 492

Total 9,322 12,418 16,605 13,495 12,257 62,662
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Steve Dopp

From: Dawn Taylor [taylorchamber@fairpoint.net]
Sent: Thursday, March 10, 2016 9:24 AM
To: Steve Dopp
Subject: FW: Suwannee River Basin -  Regional Compact Stakeholder Invitation
Attachments: SRB Outdoor Recreation Gov Scott Ltr 2013-10-25 - Attachment 1.pdf; SRB Outdoor 

Recreation Compact - Attachment 2.pdf; Hamilton County Outdoor Recreation Project 
Opportunities List - Draft 2016-02-22 - Attachment 3.pdf

SEE BOTTOM EMAIL TOO.   

 

Dawn V. Taylor, President 
Taylor County Chamber of Commerce & Tourism Development 
PO Box 892 Perry, FL  32348 
850‐584‐5366 
taylorchamber@gtcom.net 
www.taylorcountychamber.com 
 

From: Dustin Hinkel [mailto:dustin.hinkel@taylorcountygov.com]  
Sent: Tuesday, March 08, 2016 9:39 AM 
To: Kenneth Dudley; Melody Cox; Margaret Dunn; Dawn Taylor 
Cc: Workshop Item (52281_50976.tl431714@tasks.teamwork.com) 
Subject: FW: Suwannee River Basin - Regional Compact Stakeholder Invitation 
 

Seems like an interesting group. Have you guys heard of them? 

 

Thanks! 

 
Dustin Hinkel 
  
County Administrator 
Taylor County Board of County Commissioners  
 
Click here to sign up for instant severe weather alerts and updates via email and text message! 
                                                  
201 E Green Street                        
Perry, FL 32347                                
850‐838‐3500 ext 7 Office            
850‐838‐3501 Fax                            
850‐672‐0830 Cell 
 
dustin.hinkel@taylorcountygov.com  
http://www.taylorcountygov.com 
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Please note: Florida has a very broad public records law. Most written communications to or from public officials 
regarding public business are available to the media and public upon request. Your e‐mail communications may be 
subject to public disclosure. 
 

From: Dr. Helen B. Miller [mailto:helenbmiller@windstream.net]  
Sent: Monday, March 07, 2016 5:02 PM 
To: Jody Devane <jdevane@taylorcountygov.com>; Dustin Hinkel <dustin.hinkel@taylorcountygov.com> 
Subject: Suwannee River Basin ‐ Regional Compact Stakeholder Invitation 
 

Dear Chairman DeVane and County Coordinator Hinkel, 

  

I am writing on behalf of the Suwannee River Basin “Original Florida’s” Outdoor Recreation Compact to request your 

help and support to improve and expand the outdoor recreation opportunities and experiences available to our citizens 

and the millions of visitors who frequent this region of Florida year after year. Each of us recognizes the unique nature of 

the Suwannee River Basin (SRB) and the adjacent Cody Escarpment regions and we understand the fiscal and other 

limitations our jurisdictions have to expand access to and the support infrastructure for our natural treasures. Today, we 

are being asked to identify our outdoor recreation needs and to prioritize them for State funding. Let me explain. 

In October 2013, I wrote to Governor Scott illuminating the outdoor recreation opportunities, including the economic 

development benefits, for rural Florida in general, but for the SRB in particular (Attachment 1). Subsequently, I was 

invited by Governor Scott to brief him and his Cabinet regarding this opportunity. As a result, Florida’s Department of 

Environmental Protection, Greenways and Trails Division was assigned to work with me and my colleagues to develop an 

outdoor recreation opportunities plan for the SRB. The working group was formalized and became the Suwannee River 

Basin “Original Florida’s” Outdoor Recreation Compact. At the request of Greenways and Trails, the Compact was 

expanded to become as inclusive as possible for SRB and adjacent regions. 

I have attached a copy (Attachment 2) of the Compact for your review. You’ll notice there are no dues, fees or costs 

associated with the Compact Membership. Its goals are simple, to work together to identify needs, prioritize them and 

create a plan. Not only does this plan become the basis for Florida’s outdoor recreation and greenways and trails budget 

for the next five years, but it also impact budgets for FLAPwD, FLDOA&CS, FLDEO, FLDEP, FLDOT, Enterprise FL, and 

more. I urge Taylor County to join the Compact. With sixty plus municipalities and fifteen plus counties our voice is 

louder and stronger if we stand united. This means more resources sooner. 

Even while we worked to develop and prioritize our outdoor recreation needs (Attachment 3 Hamilton County Draft), 

FLDEP, Greenways and Trails has already begun to integrate needs which we have identified into their “Opportunities” 

funding lists. Our efforts are far from complete, but we also need your input. The more steps we take to expand access 

to and strengthen the infrastructure for our outdoor recreation needs, the greater the benefits for everyone. Please help 

us identify and prioritize the outdoor recreation needs in and near your region. 

Again, I urge you to become a Stakeholder of the Compact by placing it on the Commission agenda for a vote at your 

next meeting. Should you have any questions or be in need of additional information please contact me at 

helenbmiller@windstream.net or (386) 397‐1111. I look forward to working with you to continue enhancing and 

expanding our outdoor recreation opportunities throughout the SRB and adjacent regions. 
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Warmest regards, 

Helen Miller 

Chair, Suwannee River Basin "Original Florida" Outdoor Recreation Regional Compact 

President, Suwannee River League of Cities 
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Attachment 2 

Suwannee River Basin  

“Original Florida’s” Outdoor Recreation Compact 

WHEREAS, Florida is underlain with a Platform bedrock, originally part of the 
African tectonic plate prior to the breakup of Pangea, and is unique in North 
America with more than two hundred fifty million years of limestone deposits 
including up to 20,000 feet of  buildup; and 

WHEREAS, Florida’s limestone formations have been and remain highly sensitive 
to natural phenomena and man-made influences resulting in a vast network of 
billions of miles of small and large underground solution tubes, conduits, caves 
and caverns receiving, transporting, storing, and expelling water throughout the 
State; and 

WHEREAS, the Suwannee River is the most widely known and recognized river 
system in the world, and served as the host for Florida’s original tourist 
destination; and 

WHEREAS, the Suwannee River Basin represents fifteen (i.e., 15%) percent of the 
State’s landmass but is home to nearly seventy-five (i.e., 75%) percent of Florida’s 
unique geologic features; and 

WHEREAS, the Suwannee River Basin and adjacent regions encompass more than 
three hundred (i.e., 300) siphons and swallets, thousands (i.e., 1,000’s) of miles of 
underground rivers and underwater caves, hundreds of Karst windows, over one 
thousand (i.e., 1,000) springs including North America’s largest single spring (the 
Alapaha Rise), the world’s largest spring system (i.e., Spring Creek Springs), and 
more first and second magnitude springs than anywhere in the world, as well as 
thousands (i.e., 1,000’s) of miles of hiking, biking, and horseback riding 
greenways and trails, and paddling rivers, lakes and waterways with an abundance 
of colorful flora and vibrant fish and fauna; and 

WHEREAS, the Suwannee River Basin and adjacent regions have over 500 
outdoor recreation businesses and member organizations which attract more than 
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two million out of region outdoor recreation tourists and account for over one 
billion dollars of revenue annually, and with access and infrastructure 
improvements would more than quadruple annual visitors, increase annual 
revenues by five to ten billion dollars and create 10 to 50 thousand new jobs 
region-wide within five to eight years; and  

WHEREAS, the municipalities and counties of the Suwannee River Basin 
represent the State’s most economically depressed region with some of the State’s 
highest unemployment rates, the lowest per capita incomes, the highest incidence 
of health issues and the lowest quality of available healthcare; and  

WHEREAS, identifying and improving Municipal, County, and State greenway 
and trail assets and infrastructures throughout the region and supplementing 
awareness of, access to, and use of “Original Florida’s” world renown natural 
resources for recreation and tourism related activities would create vast economic 
opportunities across the region, increase per capita incomes and dramatically 
improve healthcare outcomes; and 

WHEREAS, the signatories of the Suwannee River Basin “Original Florida’s” 
Outdoor Recreation Compact have independently taken steps to enhance and 
improve greenway and trail properties and related infrastructure including 
awareness of, access to, and use of “Original Florida’s” world renown natural 
assets for recreation and tourism related activities, all parties recognize that 
coordinated and collective action on this, the defining issue for the Suwannee 
River Basin in the 21st Century will best serve the region and its citizens. 

NOW THEREFORE, BE IT RESOLVED BY THE SIGNATORIES OF THE 
SUWANNEE RIVER BASIN “ORIGINAL FLORIDA’S” OUTDOOR 
RECREATION COMPACT: 

SECTION 1: 

That each Signatory shall work in close collaboration with the aforementioned  
Signatories of the Suwannee River Basin “Original Florida’s” Outdoor Recreation 
Compact to develop a joint policy position defining the unique and sensitive nature 
of the Suwannee River Basin and its natural assets, the need to protect the 
Suwannee River Basin from negative manmade influences while continuing to 
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enhance and supplement awareness of, access to, and use of its natural assets, and 
to upgrade and improve the regional greenways and trails infrastructure. 

SECTION 2: 

That each Signatory shall work in close collaboration with the aforementioned 
Signatories of the Suwannee River Basin “Original Florida’s” Outdoor Recreation 
Compact to develop a Strategic Plan which recognizes all existing outdoor 
recreation greenways and trails whether for hiking, biking, horseback riding, 
paddling, touring, or other purposes, highlights all gaps between existing trails, 
natural assets and area attractions, identifies needed hardcopy and digital literature 
of local and regional greenways and trails, classifies missing signage, parking, and 
related infrastructure, and facilitates access to area dining, lodging, product and 
fuel businesses as well as emergency services. 

SECTION 3: 

That each Signatory shall work in close collaboration with the aforementioned 
Signatories of the Suwannee River Basin “Original Florida’s” Outdoor Recreation 
Compact to develop an Action Plan based on the Strategic Plan, understanding that 
no Signatory will work at cross-purposes with the other Signatories. The Action 
Plan could, at a minimum, include the following components:  

a. Identify and prioritize all greenway and trail missing links and connectors 
including schedule and budget estimates for each item as well as the 
responsible private or government jurisdiction; 

b. Identify and prioritize all missing and needed signage, parking, trailhead and 
access point infrastructure including schedule and budget estimates for each 
item as well as the responsible private or government jurisdiction; 

c. Develop a Suwannee River Basin, region-wide, integrated information 
infrastructure including schedule and budget estimates for each item as well 
as the responsible private or government jurisdiction; 

d. Work with appropriate State Agencies to develop and implement a 
Suwannee River Basin region-wide recreation and “Original Florida” 
tourism promotion and marketing program. 

SECTION 4: 
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That each Signatory shall work in close collaboration with the aforementioned  
Signatories of the Suwannee River Basin “Original Florida’s” Outdoor Recreation 
Compact to develop Legislative and budgetary recommendations for local 
Governments throughout the Suwannee River Basin. 

SECTION 5: 

That each Signatory shall work in close collaboration with the aforementioned  
Signatories of the Suwannee River Basin “Original Florida’s” Outdoor Recreation 
Compact to develop Legislative and budgetary recommendations for greenways 
and trails infrastructure expansion and maintenance as well as the preservation and 
restoration of the waters and aquifer of the Suwannee River Basin to the State of 
Florida. 

SECTION 6: 

That each Signatory shall work in close collaboration with the aforementioned 
Signatories of the Suwannee River Basin “Original Florida’s” Outdoor Recreation 
Compact to develop Legislative and budgetary recommendations for greenways 
and trails infrastructure expansion and preservation as well as the restoration and 
preservation of water quantity and quality within the Suwannee River Basin and 
adjacent regions to the United States Government. 

SECTION 7: 

That each Signatory shall work in close collaboration with the aforementioned  
Signatories of the Suwannee River Basin “Original Florida’s” Outdoor Recreation 
Compact to host on an annual basis in October an “Original Florida” Outdoor 
Recreation  Summit which focuses on enhancing and preserving the natural assets 
of the region while facilitating region-wide modernization, economic growth and 
job creation. 
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Attachment 3 

Hamilton County Project Opportunities List 

 

Hamilton County Land Trails Opportunities List 
Project Description Start 

Location 
Finish 
Location 

Land 
Availability 

Priority Responsibility Figure 
Number 

        
Biking – 
US 41 
(SRB-1.1-
Ham) 

Develop a paved, 
off-road Bike trail 
along US 41 from 
Georgia (South) to 
Jennings. 

App. 
30.6228 
-83.1183 

App 
30.6077 
-83.105 

Existing 
FDOT 
corridor 

   

        
Biking – 
US 41 
(SRB-1.2-
Ham) 

Develop a paved, 
off-road Bike trail 
along US 41 from 
Jennings (South) 
to Jasper. 

App 
30.5985 
-83.0960 

App. 
30.5246 
-82.967 

Existing 
FDOT 
corridor 

   

        
Biking – 
US 41 
(SRB-1.3-
Ham) 

Develop a paved, 
off-road Bike trail 
along US 41 from 
Jasper (South) to 
Columbia County 
at White Springs. 

App. 
30.5078 
-82.9459 

App. 
30.32.60 
-82.739 

Existing 
FDOT 
corridor 

   

        
Biking – 
CR 136 
(SRB-2.1-
Ham) 

Develop a paved, 
off-road Bike trail 
along CR 136 from 
White Springs 
(west) to 
Columbia County 

App. 
30.3295 
-82.7585 

App. 
30.3281 
-82.760 

    

        
Biking – 
US 129 
(SRB-3.1) 

Develop a paved, 
off-road Bike trail 
along US 129 from 
Jasper (south) to 
Suwannee County 

App. 
30.5078 
-82.9459 

App. 
30.3983 
-82.938 

    

        
Biking – 
FL 6 (SRB 
4.1) 

Develop a paved, 
off-road Bike trail 
along FL 6 from 
Jasper (west) to 
Madison County 

App. 
30.5246 
-82.967 

App. 
30.4823 
-83.247 
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2016‐17 Regional Rural Development Grant

DRAFT ‐ Proposed Work Plan ‐ DRAFT

March 10, 2016

Florida Department of Economic Opportunity

Fiscal Year 2016‐17 Grant Application

Potential Projects

Cost Description

$10,000.00 Reprint Regional Brochure (add Bradford & Columbia Counties)

$550.00 Print 2000 copies of VNNF RV Guide

$550.00 Print 2000 copies of VNNF Outdoor Adventure Guide

$550.00 Print 2000 copies of VNNF Lodging Brochure

$6,000.00 Design and Print 25,000 placemats

$20,000.00 Ultimate Paddling Guide Website Enhancement

$2,500.00 Print 500 copies of VNNF Paddling Guide (excerpts from OGT guides)

$5,000.00 Reprint 1000 copies of Saltwater Traveling Guide

$6,000.00 Website Enhancement, General

   Public submittal of events as per old website

   Identify two most‐recent blogs on home page

   Add a Task Force override "What's New" to website home page

   Add "Blogs" chioce to top of masthead

$7,000.00 Hershey RV & Camping Show

$7,000.00 Minneapolis Travel Expo or Canoecopia

$6,000.00 two in‐state shows & I‐75 Wlecome Center

$7,000.00 Visit Florida co‐op ad

$15,050.00
Digital advertising campaign ‐ Facebook, Google Adword search, travel show 

cities, other cities

$3,500.00 Florida State Parks Mobile App advertisement

$15,000.00 Scholarships

$8,000.00 Brochure distribution

$9,000.00 Website bloggers

$1,200.00 Memberships

$5,000.00 Quarterly eNewsletters

$5,100.00 VisaVues 2017 Domestic & International

$10,000.00 Great Britain Travel Agent Services

$150,000.00 Total
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Steve Dopp

From: Beth Melillo [bethm@parksbynature.com]
Sent: Thursday, March 03, 2016 9:48 AM
To: Steve Dopp
Subject: Renewal - Task Force 

Dear Steve 
 
ParksByNature Network values the Original Florida Tourism Task Force as a Proud Sponsor on the Official Florida State Parks & Beaches Pocket Ranger app for the last year!  
 
We reached expectations to increase awareness and visitation towards your area. 
 
1/21/14 – 1/21/15  Total Impressions:  2,552,185  and 1,098 Clicks.  
We did 5 social promotions that each reached over 70,000 + followers 
 
We would want you to continue to speak to your Pocket Ranger app users that look for places to visit and things to do. 93% of our app users pre plan looking on app, seeing your banners and 
getting ideas on places and things to visit/do! What better way to keep driving traffic. 
 
Package option #1 : RENEW NOW‐July 2016  for $1000.00 until you have Funds 2017. Only offering you this since you've been a good member. Will get the Summer Vacation audience!  
 
Package option #2 : 2017 ‐ $3,500 – Entire Package below with No activities statics‐ Still own Region 
 
Package option #3 :  2017 ‐ $5,500.00   ‐ ENTIRE PACKAGE BELOW for 12 months – guaranteed 2.5 Million impressions 
 
Breakdown  Original Florida Tourism Task Force Pocket Ranger Program: 
 
Official Florida State Parks Pocket Ranger mobile app: 
‐Full State Rotation 
  
‐Static ads:  (own area) 
‐Region 2 
‐Parks within Region 2 
‐By Activity – pick 2 Activities TBD (to be approved by pbn) 
  
We can link to any url you want for each location 
  
Added value: 
‐Pocket Ranger social media awareness & cross promotion 
  
‐We will give you the official app logo to use on your website and any marketing needs  
 
Please let me know if you want to have a call for me to recap with the TASK!  
 
Warmest Regards, 
Beth 
 
Beth Melillo 
VP Client Services & PR, ParksByNature Network 
Main: (646) 480-3546 Ext.115 
Mobile: (917) 414-7452 
 
1431 Broadway, Fl. #12, New York, NY 10018 
www.parksbynature.com 

  
Follow us on:  

Facebook  

Twitter 
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Steve Dopp

From: Frank Levene [franklevene@americafirstcoasttravel.com]
Sent: Thursday, February 25, 2016 7:38 PM
To: Steve Dopp
Subject: Confidential & Personal - Proposed Scope of UK & European - Natural North Florida 

Representation

Dear Steve, 
 
Delighted to talk with you as ever earlier this week. Please find for your kind consideration some suggested roles, 
responsibilities and actions for the ' Representation Role '  
I have italicised for your review key deliverables that bring together the three legs of a program - trade, consumer & public 
relations. Presented as a menu for your selection and prioritisation. 
Costs to attend shows & other expenses would be additional and all subject to approval by your office.  Adopted a modular 
approach for an investment of $10,000.  Open to add & or delete as you see fit. My idea was to approach the strategy as 
modular -  so you can take a view of increments for any activity. 
 
Would welcome greatly your thoughts 
 
Sincerely  
 
Frank   
 
 

 
' Sales 
·         Serve as the primary contact for the destination based in the UK   
·         Establish destination in the assigned territory as a desirable destination for holiday travel, while positioning it to 
successfully compete for market share with other highly recognised destinations.  
·         Conduct an annual audit of how well our product (including air service) is represented in the UK market 
·         Develop and implement an annual travel trade plan that supports activities mentioned in the overview section. The plan 
shall include a proposed budget, recommended promotional activity and suggested advertising recommendations. 
·         Identify and recommend sales and marketing opportunities and potential partnerships in the UK 
·         Create and maintain strong relationships with tour operators, travel agents, airlines, meeting professionals, call centres 
and press.  
·         Monthly sales calls and presentations to key accounts in target regions.  
·         Coordinate sales missions, sales blitzes, and special events during the contract period, to include airline and local industry 
participation. The event may include, but is not limited to, meals, events, trainings, seminars, workshops, presentations, and 
other activities 
·         Coordinate and attend key industry trade shows, product launches, and seminars. 
·         Coordinate in market presentations and seminars in partnership with tour operators, airlines, and wholesalers to educate 
the travel industry in assigned territory about the destination. 
·         Work with local industry hotel partners to coordinate an in-market sales mission to key UK. 
·         Initiate, develop, and escort familiarisation trips to destination for selected tour operators travel agents, meeting, and 
incentive trade during the contract period. The representative will obtain airline participation (seats) and qualify participants.  
·         Conduct quarterly tour operator reservation trainings in assigned territory for a total of four (4) annually.  
·         Identify and participate in industry travel trade and consumer trade shows to represent destination in assigned territory.   
                                                                                                                                     
Marketing 
·         Provide assistance and support to consumer advertising campaigns. The representative would be a resource for review 
and evaluation for the campaign and provide insights and recommendations on how to include the travel trade in the plan. 
·         Identify coop marketing opportunities with tour operators with destination product and track measurable campaign results. 
·         Provide direction and copy for VCB marketing materials such as holiday guides, digital, e-mail blasts, etc.  
·         Analyse state and national tourism plans; complete an inventory of Visit Florida and Brand USA plans in the UK, , to 
identify areas of coordination.  
·         Coordinate marketing activities in the UK in consultation with designated VCB staff liaison(s).  
·         Provide assistance and support to consumer advertising campaigns in the UK. 
·         Assist in developing an effective communication messaging strategy by working with the VCB’s advertising agency of 
record to review creative and provide input on campaign elements.  
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·         Assist in the implementation of advertising and coop marketing programs that will showcase the destination in assigned 
territory.  
·         Provide recommendations for content on VCB’s web site (consumer and travel trade) under the direction of VCB staff 
liaison(s). 
·         Required to also have the capability of keeping a supply of  Destination collateral materials in office.  
  
Public Relations 
·         Under the direction of the VCB, work in partnership with the agency of record for public relations in the United Kingdom 
and assist wherever appropriate. This may include special events and other publicity opportunities.  
·         Provide monthly reports of activities and services. 
  
Administrative 
·         Provide regular monthly reports of activities which will include: a list of sales calls conducted with pertinent discussion 
points; general market summary and trend information to include economic conditions; competitor observations and perceptions 
of the destination; trade shows, sales activities, or events attended or conducted; tour operator/wholesale program development 
and lead generation; and a summary of contacts made, requests and inquiries serviced during reporting period.  
·         Maintain inventory of collateral material (including hotels, attractions and other hospitality partners) for distribution to travel 
trade clients.  
·         Provide one telephone line listed in the name of the VCB. 
·         Research and contract with a qualified fulfilment/shipping firm to store and distribute collateral materials for consumers 
and travel trade. 
  
MEASUREMENTS AND ACCOUNTABILITY 
·         Work with VCB staff and leadership to develop and meet annual goals and objectives designed to increase in visitation 
from the UK. 
·         Required to perform a minimum of three (3) sales calls to tour operators, airlines, or retail travel agents on a monthly 
basis. 
·         Conduct a minimum of five (5) tour operator reservation trainings annually.  
·         Identify and participate in minimum of ten (10) travel trade and consumer trade show events in assigned territory to 
represent the destination. 
·         Organize, coordinate, and escort a minimum of two (2) familiarization tours to destination from assigned territory annually. 
·         Provide detailed records of expenditures, appropriate invoices, and verification of exchange rates for proper 
reimbursement, as detailed by the destination  procurement/travel/entertainment policy.  ' 
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Steve Dopp

From: detleffox@comcast.net
Sent: Monday, March 07, 2016 3:54 PM
To: Steve Dopp
Subject: Re: Florida in AMERICA Journal, the German travel magazine just focused on travel to the 

US
Attachments: Florida  in AMERICA Journal's March-April 2016 issue, pages 10, 2 to 49.pdf; Editorial Topics 

America Journal 2016.pdf; AMERICA Journal 2016 rate card.pdf

Hi Steven:  
 
It brings me great pleasure to present you with a scan of the Florida articles published in the March-
April issue of AMERICA Journal.  
 
Please find attached the editorial calendar and rate card and I would be delighted to answer further 
questions.  
 
Best regards, 
 
Detlef 
Detlef Fox 
AMERICA Journal 
D.A. Fox Advertising Sales, Inc. 
5 Penn Plaza, 19th Floor 
New York, NY 10001 
Tel: 212 896 3881 
Fax: 212 629 3988 
email: detleffox@comcast.net 
www.americajournal.de 
25 years AMERICA Journal 1990 to 2015 
 
AMERICA Journal is published six times a year, has a circulation of 40,000 copies, and 200,000 
readers. Our readers are and affluent (35% have a household income of US$ 60,000 to 120,000, 
40% have a household income of more than US$ 120,000). Among their family, friends and 
coworkers they are opinion formers and advisers for vacation in the US. On average our readers stay 
for 22 days per visit and they visit the US once a year. They have already been to the US 
approximately 8 times. Therefore, this would be a good multiplier to help spread the word about your 
region.AMERICA Journal presents its readers through beautiful pictures and exclusive 
editorial (written by German writers traveling to those destinations with a German point of 
view) the newest attractions, the scenic drives and trends in shopping and 
lifestyle. Basically America Journal tells it readers where to go, what to visit, where to stay 
and eat, and what to do.   
 
And your ad would also participate in our reader response service, which will provide you
with leads and generate business for you. This service as well as translation and
typesetting is included in our rates. 
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DISPLAY ADVERTISING  4c
incl. Reader Response Service via Post/Internet

1/1 page		  $ 7,410
2/3 page v		  $ 4,990
1/2 page v/h		  $ 3,780
1/3 page v/h		  $ 2,540 
1/6 page v/h		  $ 1,290

General Ad Rates COVER POSITIONS  4c (only 1/1 page)
incl. Reader Response Service via Post/Internet

2nd/3rd only full pages, 
trim or bleed	 $ 8,270  
4th only full pages, 
trim or bleed	 $ 8,980 

SPECIAL FORMATS
incl. Reader Response Service via Post/Internet

2/1 through gutter	 $ 14,080
2 x 1/3 through gutter 	 $   4,950

MARKETPLACE  4c 
without Reader Response System

1/12 (= 2 3/16 x 2 3/8)	 $ 490

Width x height in inches
TA: Type area
T: 	 Trim size
B: 	 Bleed size

For bleed advertisements please 
add an additional 0,15 inches on 
all sides for trimming. 

AMERICA

Facts & Figures          Ad Rates Online Readership

1/1
TA: 7 1/4 x 10 1/8 
T: 	 8 3/8 x 10 7/8

B:	 8 5/8 x 11 1/8 

1/2 v
TA: 	3 9/16 x 10 1/8

T: 	 4 x 10 7/8

B: 	 4 15/16 x 11 1/8

1/2 h
TA: 	7 1/4 x 4 15/16

T 	 8 3/8 x 5 1/2

B: 	 8 5/8 x 5 11/16

1/3 v
TA: 	2 3/16 x 10 1/8

T: 	 2 11/16 x 10 7/8

B:	 3 x 11 1/8

2/3 v
TA: 	4 5/8 x 10 1/8

T: 	 5 1/8 x 10 7/8

B:	 5 3/8 x 11 1/8

1/3 h
TA: 4 5/8 x 4 15/16

1/6 v
TA: 2 3/16 x 4 15/16

1/6 h
TA: 4 5/8 x 2 5/16

2nd
(1/1)

3rd
(1/1)

4th
(1/1)

MARKETPLACE
1/12
TA: 2 3/16 x 2 3/8

2 x 1/3
T: 	 10 1/4 x 5 1/8

B: 	 10 1/4 x 5 11/16 

2/1
TA: 	15 3/4 x 10 1/8

T:	 16 3/4 x 10 7/8

B: 	 17 x 11 1/8

Media Facts 2016	 Fact Sheet No. 27, valid as of January 1st, 2016
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The Original Florida 
3/17/2016 Meeting 
VISIT FLORIDA Update 
Prepared by Brenna C. Dacks 
 
 

 
 Be sure to check out our Learning Library (VISITFLORIDA.org/library).  If you didn’t 

catch them live, we’ve had some great webinars lately.  Topics include: 
o Expedia - The Traveler’s Path to Purchase 
o TripAdvisor Online Reputation Management 
o LGBT 

 
 

 VISIT FLORIDA is now accepting applications for FY2016-2017 Committees.  The 
deadline to apply is April 1.  For more information, go to VISITFLORIDA.org and click on 
“Apply for a Committee” on the home page. 
 
 

 The US-231 Welcome Center Spring Festival will be held April 1.  For more 
information or to register, search for “US 231 Spring Festival” on the Online Marketing 
Planner (VISITFLORIDA.org/planner).  Registration closes March 25. 

 
 

 Florida welcomed 105 million visitors in 2015, an increase of 6.6 percent over last 
year.  This is the 5th consecutive year for record visitation to the state.  Thanks to each of 
you for helping establish Florida as the #1 travel destination in the world! 
 

 
FRIENDLY REMINDERS 

 
 

 National Travel & Tourism Week is May 1-7.  Be sure to mark your calendars! 
 

 All sections of the 2014 Florida Visitor Study are now posted to 
VISITFLORIDA.org/research. This is a great tool to understanding the demographics 
and geographics of the Florida visitor.  Be sure to check out the “Domestic Visitor Profile 
by Region” section, as it will give you some great insights into visitors specifically to 
North Central Florida.   

 
 

 SunshineMatters.org is a great way to stay informed of top-line happenings in the 
tourism industry and with VISIT FLORIDA.  Subscribe to receive email alerts or the 
RSS/Atom feed today!   
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The Original Florida Tourism Task Force 2016 MEMBERS as of 3/8/2016 

 
 

ALACHUA COUNTY 

 

Vacant 

 
Ron Gromoll 

Best Western Gateway Grand 
4200 NW 97th Blvd 
                 
(w) 352.331.3336 
gm@gatewaygrand.com 

 

Lois Nevins 

By All Means Travel 
7513 NW County Road 235 
Alachua, Florida 32615  
(h) 386.418.0242 
byallmeanstravel@hotmail.com 
 

BRADFORD COUNTY 

 

William Sexton 

Bradford County Attorney 
945 North Temple Avenue 
Starke, FL  32091-2210 
will_sesxton@bradfordcountyfl.gov 
(w)904.368.3902 
 
The Honorable Daniel Riddick 

  Bradford County Board of County  
  Commissioners 
945 North Temple Avenue 
P.O. Drawer B 
Starke, Florida 32091 
(w) 352.473.7033 
(o) 904.966.6327 
(f) 352.473.5907 
bccriddick@yahoo.com 
 
COLUMBIA COUNTY 

 

Paula R. Vann 

Executive Director 
Columbia County Tourism Development 
  Council 
P.O. Box 1847 
Lake City, FL  32056 
386.758.1312 
pvann@columbiacountyfla.com 
www.springsrus.com 
 

Vacant 

Vacant 

 

DIXIE COUNTY 

 

Russ McCallister 

Suwannee Guides and Outfitters 
PO Box 1345 
Old Town, FL 32680 
(w) 352.542.8331 
(h) 352.325.1520 
(c) 352.258.0189 
russ776@bellsouth.net 
www.visitdixie.com 
www.suwanneeguides.com 
 

Martin Pierce 

Dixie County Tourism Development Council 
PO Box 2600 
56 NE 210th Avenue 
Cross City, FL  32628 
(w) 352.498.8088 
goodtimesmotel@gmail.com 
www.visitdixie.com 
 

GILCHRIST COUNTY 

 

Donna Creamer 

Staff Assistant 
Gilchrist County Tourist Development Council 
220 S. Main Street 
Trenton, FL 32693 
(w) 352.463.3467 
(f) 352.463.3469 
(c) 352.210.1827 
dcreamer@gilchrist.fl.us 
www.VisitGilchristCounty.com 
 
Vacant 

 
JEFFERSON COUNTY 

 
Katrina Richardson 

Executive Director 
Monticello/Jefferson Chamber of Commerce 
420 West Washington Street 
Monticello, FL 32344 
(w) 850-997-5552 
info@monticellojeffersonfl.com   
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Dick Bailar 

455 Melrose Drive  
Monticello, FL 32344 
(w) 850.997.0676 
rjbailar@gmail.com 
 

LAFAYETTE COUNTY 

 

Susie Page, Vice-Chair 

Suwannee River Rendezvous LLC 
828 NE Primrose Road 
Mayo, FL 32066 
(w) 386.294.2510 
(f) 386.294.1133 
(c) 727.457.3924 
forest_1@msn.com 
www.suwanneeriverrendezvous.com 
 
LEVY COUNTY 

 
Carol McQueen 

Executive Director 
Levy County Visitors Bureau 
P.O. Box 1324 
620 N Hathaway Avenue 
Bronson, Florida 32621 
(w) 352.486.3396 
(f) 352.486.3401 
(c) 352.221.0838 
carol@visitnaturecoast.com 
www.VisitLevy.com  
 
Helen Koehler  

1950 SE 111th Court 
Morriston, FL 32668 
(w) 352.486.7040 
(f) 319.856.2375 
(c) 352.317.0273 
blackprong@aol.com 
 

MADISON COUNTY 
 

Lisa Frieman, Treasurer 

Director 
Madison County Chamber of Commerce  
and Tourism 
316 SW Pinckney Street 
Madison, FL 32340 
(w) 850.973.2788 
(f) 850.973.8863 
lisa@madisonfl.org    
 

 

 

 

Brenda Graham 

Grace Manor Bed and Breakfast 
P. O. Box 87 
Greenville, FL  32331-0087 
(w) 850.948.5352 
bsg8@embarqmail.com 
 
TAYLOR COUNTY 

 

Dawn Taylor, Chairr 

Executive Director 
Taylor County Chamber of Commerce 
PO Box 892 
428 N Jefferson Street 
Perry, FL 32347 
(w) 850.584.5366 
(f) 850.584.8030 
(c) 850.843.0992 
taylorchamber@gtcom.net  
www.taylorcountychamber.com 
 

Sandy Beach 

20845 Keaton Beach Dr. 
Perry, FL  32348 
850.578.2898 
Cell: 850.843.1546 
sandybeach8431546@gmail.com 
 

UNION COUNTY 

 
Dave Mecusker 

City Manager 
City of Lake Butler 
200 SW 1st Street 
Lake Butler, FL 32054 
(w) 386.496.3401 
(f) 386.496.1588 
dmecusker@windstream.net 
 
WAKULLA COUNTY 

 
Diane Bardhi 
Outreach Coordinator 
Wakulla County Tourist Development Council 
P.O. Box 1263 
Crawfordville, FL  32327 
www.visitwakulla.com 
 
The Honorable Gail Gilman 

City of St. Marks, Florida 
PO Box 296 
St. Marks, Florida, 32355 
(h) 850.725.6168 
glylette@embarqmail.com 
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STAFF 

 

Steve Dopp 

Senior Planner 
Visit Natural North Florida 
2009 NW 67th Place 
Gainesville, FL 32653 
(w) 352.955.2200 ext. 109 
(f) 352.955.2209 
dopp@ncfrpc.org 
www.visitnaturalnorthflorida.com 
 
Scott R. Koons 

Executive Director 
Visit Natural North Florida 
2009 NW 67th Place 
Gainesville, FL 32653 
(w) 352.955.2200 ext. 101 
(f) 352.955.2209 
Koons@ncfrpc.org 
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THE ORIGINAL FLORIDA TOURISM TASK FORCE 

VOLUNTEERS, CONSULTANTS AND OTHERS 

 

as of 7/9/2015 

 

 

VOLUNTEERS, CONSULTANTS AND 

OTHERS 

 
Tommy Thompson 

Two Tree, Inc. 
24 NW 33rd Ct., Suite A 
Gainesville, FL  32607 
(w) 3532.284.1763 
(c) 352.338.9907 
 
Roland Loog 

1907 NW 10TH AVE 
GAINESVILLE, FL 32605-5313 
(h) 352.375.2060 
(c) 352.231.2077 
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2016
Visit Natural North Florida
Meeting Dates and Counties

Third Thursday of each month, subject to change with advance notice.

January 21: Alachua 

Bradford
February 18: Columbia 

Dixie 

March 17: Gilchrist 

Jefferson 

April 21: Lafayette 

Levy 

May 19: Madison 

Taylor 

June 16: Union
Wakulla 

July 21:

August 18:

September 15:

October 20: 

November 17:

December 15: Alachua (Council Office)

Taylor

Dixie

Columbia

Lafayette

Gilchrist

Wakulla

Alachua

Levy

Madison

Jefferson

VISIT FLORIDA

R:\Original Florida\Task Force Meetings\Meeting Notices and Schedules\2016\2016 meeting schedule by county.xlsx
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