
TOURIST DEVELOPMENT COUNCIL (TDC) 
 
 
 The Indian River County (IRC) Tourist Development Council (TDC) met at 2:00 p.m. on 
Wednesday, September 18, 2019, in the County Administration Building, Building A, Commission 
Chambers, 1801 27th Street, Vero Beach, Florida. You may hear an audio of the meeting; review the agenda 
and the Minutes on the IRC website – http://www.ircgov.com/Boards/TDC/2019.htm. 
 
 Present were: Chairperson Susan Adams, Linda Kinchen, City of Sebastian Representative; 
Jennifer Bates, Owner/Operator Tourist Accommodations Representative; Keith Kite, Owner/Operator 
Tourist Accommodations Representative; Steve Hayes, Interested in Tourist Accommodations (not 
Operator) Representative, Amanda Smalley, Interested in Tourist Accommodations (not Operator) 
Representative, Will Collins, Owner/Operator Tourist Accommodations Representative and Laura Moss, 
City of Vero Beach Representative. 
 
 Others Present were: Jason Brown, County Administrator; Mike Zito, Assistant County 
Administrator; Dylan Reingold, County Attorney, Amber Batchelor, Nicole Capp Holbrook and Britney 
Melchiori, Sebastian River Chamber of Commerce; Allison McNeal, Indian River Chamber of Commerce; 
Kristin Daniels, Management & Budget Director; Kevin Greene and Rick Hatcher, Treasure Coast Sports 
Commission; and Kimberly Moirano, Recording Secretary.  
 
 
Call to Order and Welcome 

 
Chairperson Adams called the meeting to order at 2:03 p.m. at which time it was determined there 

was a quorum present, and led the pledge of allegiance.   
 
Additions and Deletions to the Agenda 
 

Chairperson Adams called for agenda item additions or deletions.  There were none. 
 

 
Approval of the Minutes of June 19, 2019 
 
 Ms. Jennifer Bates, Owner/Operator Tourist Accommodations Representative, informed 
Chairperson Adams that she noticed some grammatical errors in the minutes.  It was decided that Jennifer 
Bates would discuss the changes needed with Kim Moirano after the meeting.      
 

ON MOTION BY Mr. Kite, seconded by Ms. Kinchen, the Council 
unanimously (8-0) approved the June 19, 2019 Minutes. 

 

Tourist Tax Revenues Update – Kristin Daniels, Director, Management & Budget 
 
 Ms. Kristin Daniels, Director, Management & Budget presented a PowerPoint presentation of the 
Tourist Tax Revenue Update through July, 2019, that were reflected on the August monthly report which is 
on file at the Board of County Commission office.  Ms. Kristin Daniels started with a refresher on how tourist 
tax is spent.  The County levied four cents of tourist tax.  This is for any short-term rentals less than six 
months.  1.5 cents goes to Tourism Development Agencies as the TDC awards.  The next 1.5 cents goes 
to Beach Restoration Projects and then the fourth cent historically went to the Dodgertown debt service for 
the purchase of that facility.  However, now it is going to fund the amended Facility Lease Agreement that 
we have with Major League Baseball.  So, next she moved into the revenue discussion.  July ended with 
collections down $28,541 or 13.8 percent when compared to last fiscal year.  This has been the Board’s 
biggest decrease number of the month for the year.  The year to date collections are down $59,729 or 2.2 
percent compared to last fiscal year.  TDC did not meet budgeted expectations for the month of July, 
however, due to the Board’s conservative budgeting but we are still in line to collect about 3.9 percent over 
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the budgeted estimates so we have brought in enough to cover our expenses.  Ms. Daniels showed a 
monthly comparison of the current year versus last fiscal year.  The Tourist Tax revenues outperformed 
last year’s amounts in the month of December, January, May and June.  We still have two months of 
collections left for this current fiscal year.   
 
 Next, she showed the Revenue versus the budget.  We’re split here with five months outperforming 
the budget and five months not meeting our budgeted expectations.  We are 3.9 percent above our 
budgeted estimates through July.  Ms. Daniels presented the 10-year history.  We’ve been increasing year 
over year with last 2017-2018 being the highest collection fiscal year.  We collected almost Three Million 
Dollars.  If we continue on a trend that we’ve seen so far this fiscal year which is a 2.2 percent decrease 
over the last year, we’ll end this year with approximately $66,000 less in collections.  At the last TDC 
meeting, there was a request for Ms. Daniels to come back with a report that kind of summarized which 
agencies left funding at the table at the end of the fiscal year.  Ms. Daniels went through the last five years.  
She started with 2013-2014.  Under the budget column were the amounts that those agencies did not 
request reimbursement for so they did not expend their total award amount.  The Indian River Chamber of 
Commerce was almost $5,000.  Vero Heritage was $1,000.  Sebastian Chamber of Commerce $1,100 and 
Treasure Coast Sports Commission almost $3,000.  The Agencies got a little closer to their budgets in 
2014-2015 with just the Heritage Center not expending $319 of their award.  In 2015-2016, the Chamber 
did not spend approximately $6,500; Vero Heritage $400; Treasure Coast Sports Commission $1,200.  The 
Minor League Baseball Marketing Agreement we had with them was $75,000 a year and they left almost 
$2,000 of their award at the end of that year.  In 2016-2017, Vero Heritage $16.  Chamber $1 and again 
the Sports Commission $27,000.  The most recent fiscal year that we’ve had that’s been completed, the 
Chamber of Commerce did not spend approximately $19,000.  The Sports Commission $18,000 and then 
the Marketing for Minor League Basement $8,600.  Those numbers are updated on the August report.  
Those are going to be through August and Ms. Daniels reminded us that those agencies have about a 
month to get their requests.  So, even though they may have a budget available right now those dollars 
could be spent entirely through the next month so they still have some time to spend what’s left.    
 

Ms. Daniels indicated that if everyone prefers it, she can do this at the end of each fiscal 
year or if the Board wants her to continue, to let her know.  Ms. Smalley indicated that we can look 
at it every year because she thought it was very beneficial.  

 
Ms. Jennifer Bates, Owner/Operator Tourist Accommodations Representative, questioned 

Ms. Daniels whether at any point in time could an entity call upon the Budget Office and to confirm 
what they have left in their funding to confirm that what they show on their records is what you show 
on theirs and if there is a huge variance, how does that work itself out.  Ms. Daniels indicated they 
can absolutely call the Budget Office at any time.  Ms. Bates asked whether their records are not 
lagging like Tourist Tax monies.   Ms. Daniels indicated no, they’re reported in the month that they 
are expended so the monthly report that just went out for August is for expenses that have been 
submitted to the Budget Office for reimbursement through August so those are the months that the 
report is for.   

 
 Chairperson Adams indicated that the next item on the agenda as the Board will remember is that 
TDC has allocated all of their funds but we saved the Chambers for this month for their presentations.    
 
2019-2020 Budget Presentations: 
 

1. Indian River County Chamber of Commerce – Allison McNeal  
Ms. McNeal provided an overview of the tourism efforts undertaken by the Indian River County 
Chamber of Commerce in promoting tourism. A PowerPoint presentation was provided by Ms. 
McNeal, which is on file at the Board of County Commission office.  Ms. McNeal explained that the 
date is comparing 2017 to 2018.  You can see that occupancy was up 4.3 percent.  ADR was up 
3.8 percent.  Ms. McNeal mentioned that all of these other lines that you see are other reported 
destinations in their Comp Set.  The reason why there are no names listed is that they have to sign 
an agreement with Spec Travel that they won’t release that information.  They are all Florida East 
Coast destinations.  On the bottom screen, that is year ’18 compared to ’19.  So, we are down a 
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little bit in occupancy but still doing pretty well in ADR which the hoteliers love.  So, we had the 
second largest increase so far this year.   
 
The Chamber predicted that this next year is going to be flat just, like, we knew this year was going 
to be flat.  They do not know what’s going to happen with the Twenty-Five Million Dollar loss to Visit 
Florida’s budget how that’s going to affect the whole state.  Ms. McNeal had a meeting with her 
original counterparts with the CMO of Visit Florida on Monday and he told them that there’s no 
regional grant funding left for this budget.  So, the Chamber got really lucky that they completed 
their original grant and now they have that brand.  They were awarded a grant to do some projects 
this year.   
 
Mr. Keith Kite, Owner/Operator Tourist Accommodations Representative, questioned what areas 
the occupancies in Indian River County were?  Ms. McNeal said she is unable to state where those 
areas are because they have to sign the contract but she said they’re all Florida East Coast 
destinations.  Ms. McNeal said our regional partners are in that mix as well.  Ms. McNeal indicated 
yes, it’s always reported by county.   
 
The next slide she showed was the most recent economic impact data that they received from Visit 
Florida.  She is sure that we’ve received the 2015 data at other TDC meetings.  They changed 
vendors so last year for 2016 they had a company called Travel Economics do their research.  This 
year they had Rockport Analytics.  So, you’ll see a difference in those numbers and that’s just 
because they collect data differently and analyze it differently and use a different methodology.  
Why they don’t all use the same methodology, she is not sure but that’s where you’ll see the 
difference in numbers but they did go back and reanalyze the 2016 data so it wouldn’t skew the ’17 
but the most important thing on the slide is that year after year they grow that six percent.  Ms. 
McNeal indicated she is not a research guru but she can answer any questions if anyone has any.   
 
Every year internally the Chamber sets key performance matrix for themselves and they do this 
just to make sure that our marketing efforts are staying on track.  If they see that they are not 
performing the way they would like, they can adjust things in their marketing plan so some of their 
matrix that they have this year was a 20 percent increase in website visitation.  They wanted to see 
a 20 percent increase in Visitor Guide requests, a 30 percent increase across social media 
channels, and Two Million Dollar increase in earned media.  They have increased from ’18 to ’19 
sessions by 85 percent.  They did much better than they anticipated.  Their top markets are Florida, 
New York and Georgia.  Ms. McNeal said that the best things on the slide to her are the landing 
pages.  Your home page is always going to be your Number 1 landing page.  But this year it 
changed to requests for Visitor Guide.  That is really their conversion mechanism.  They are not an 
OTA like Expedia or Priceline.  They can’t directly book rooms.  They’re not a hotel.  They can’t 
directly book rooms but they know somebody is intentionally going on their website and they are 
requesting information and they’re answering questions about how they’ve heard about the 
Chamber, then they’re serious about visiting the destination.  Since May 1st, they have distributed 
14,000 Visitor Guides so they’re way ahead of their numbers.  This just shows you when somebody 
goes onto their website, they ask them how they’ve heard about the Chamber.  Word of mouth is 
always going to be Number 1.  She apologized that shouldn’t say SCO.  That should say Search 
Engine Marketing.  So, if you add the SCO, the social media, the broadcast on line and Brandt that 
accounts for she believes 55 percent of the Media Guide request.  So, we know that our advertising 
or marketing they are doing is actually working.  She shows an example of some of the print ads 
that the Chamber has produced this year.  As you all know, every year they do a little less print.  A 
lot of their print does focus on culture.  She shows a chart of their search engine marketing efforts.  
Over the year, they set a goal at two percent and they’re now at almost six percent customer rate.  
She shows a Visit Florida Remarketing Program so if somebody goes to Visit Florida’s website and 
specifically searches for beaches once they leave the Visit Florida website the Chamber’s ads will 
follow them on their journey.  She is sure that everyone has seen those ads that follow you 
everywhere.  The Chamber does that as well.  Then you will kind of see the progression where 
they’re putting more impressions during the summer because that’s where they want to spend most 
of their dollars is during summer when we need the visitors to come.   
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Ms. McNeal indicated that probably one of her favorite Media buys this year was a temperature 
triggered media buy.  So if someone in the Manhattan or Newark DNA if they went to AccuWeather 
on their mobile phone, the Chamber’s ad would pop up if the temperature was below 30 degrees.  
And as you can see, they also use this to promote daily airway flights.  They had a fantastic 
response from them.  They’re actually doubling down on their media buy.  They’re also 
incorporating video next year.  So, in New York they’ll see this nice sunny beautiful beach.   
 
They did run a YouTube video this year.  Before they placed a media buy, they did testing.  They 
tested a professionally shot 30 second commercial that they already had versus one that they did 
in house so they took a lot of the drone footage and video pictures that they had already had and 
put together a really simple video.  They tested them both out and the ones that they did in house 
actually performed much better so that was the one that they went with.  She shows a very short 
simple video.  Once the video was done running, a pop up would come  up and say learn more 
about Indian River County, click here.  They had over 500,000 views for this video and a 49 percent 
completion rate which is really good.  They were really happy with that.   
 
Ms. McNeal showed numbers from the trip they posted and their PR efforts.  They do not come up 
with these numbers themselves.  They actually have a clipping service and they send them a 
monthly report of all of their earned media, where the circulation is and what the media value is.  
So, their KPI for this, she thought it was really aggressive.  They were looking at a Two Million 
Dollars increase so that would put them at 5.3 over last year so they served half that.  There’s still 
5 or 6 different articles that they don’t have media values for yet so they actually had so many 
requests for media this year that they are scheduling people into this next fiscal year.  They have 
a James Beard nominated travel writer that is coming in October.  She will be visiting the area.  She 
writes for publications, like, U.S.A. Today.  They have another one visiting in November.  She’s on 
assignment for Forbes.com and Ms. McNeal is really excited to say that she’s been trying to get 
Tracey Minkin who is the travel editor for Coastal Living Magazine.  She has been trying to get her 
here for two years.  Ms. Minkin just sent her an email on Saturday that she is in market.  She will 
actually be here in four hours.  So, she will be here all week exploring Indian River County and she 
is on assignment for Southern Living.  So, she’s writing about three beach destinations and Indian 
River County will be one of the destinations.  It will be in the February issue of Southern Living 
Magazine.  The Chamber also hosted their first ever Family Press trip this year with Disney.  Paul 
Hart graciously comped all of the rooms.  They invited three travel writers here and had them bring 
their children because they wanted them to have that experience as a family so they could write 
about it.  They received five or six articles out of that.  The largest article being the National 
Geographic Article Top 15 Places for an Epic Summer Vacation.  Indian River County was the only 
destination in Florida that was named.  They were in the article with, like, Ecuador and Bermuda 
so that was huge.   
 
Social media continued to be a huge driver to their website.  If you remember that pie chart as far 
as the Visitor Guide requests, 18 percent are coming from their social media channels.  They did 
not think they were going to have results, like, this this year because the Alverisms are constantly 
changing and it’s so hard to reach people organically so it’s kind of, like, pay to play.  So, they just 
said 30 percent and they increased those by 67 percent.  She shows some examples of some of 
the organic posts.  None of these are paid boasted.  As you can see, video performs the best.  They 
know what performs well.  Its’ beaches.  Its’ sea turtles.  People love sea turtles, manatees, boating.  
She shows some examples.  You can see where it says “People reached” which is important.  
What’s more important is the engagement and the comments and the shares and you can see 
there was 50,000 views, 823 shares just organically off of their page.  Ms. McNeal shows a slide.  
It consists of just a small portion of photos that they have been able to acquire using a program 
called Prowl Rev.  So, this program will allow them to see any photos that anybody is uploading to 
Instagram in Indian River County.  Some of the photos they don’t want to see but they see them 
all.  So, they can actually if they see a photo that they like, for instance, this really cool one at Sky 
Dive Sebastian where the guy’s hands say love you Mom.  They can type in Sky Dive Sebastian 
and they can see all of the photos that anybody is Geotargeting at Sebastian Skydive and they can 
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make a right to her class.  They can say hey, we love your photo.  We would love to share it.  Please 
see our rights request policy and if you agree hashtag yes Indian River.  So, this program uses 
social listening to listen for that hashtag.  As soon as somebody puts it in, the program automatically 
picks it up and puts it in an approved folder for them to use.  They also screenshot the person 
saying yes, Indian River just so there’s no liability issues so if they ever came back and said why 
are you using my photo, they have proof.  They have never had anybody do that.  Everybody gets 
so excited when the Chamber shares their photos and they’re fantastic photos.  They are authentic 
photos of residents and visitors.  For the Chamber to be able to take this amount of photos to pay 
a photographer to do it just saves them a ton of money.   
 
There have been discussions regarding the Red Tide Campaign at other TDC meetings so Ms. 
McNeal went through it quickly but as soon as the Governor announced that Indian River County, 
of course, was one of the Red Tide affected areas, Visit Florida made monies available for our 
affected counties by putting together a media plan, send that out to Visit Florida.  They approved.  
This campaign did focus heavily on the Vero Beach side because that was the area that was hit 
the hardest.  What they did is they ran commercials in Newark and the Manhattan area and also in 
Atlanta.  They Geofenced all of the theaters so when somebody left the theater, then they were 
remarketed with their ads.  They did a big promotion with Atlanta Magazine.  It was print digital 
social.  Because they knew they were putting much more money into media then they normally 
have, they had to increase their budget for remarketing so this is some of the remarketing they did 
across Facebook and she showed some of the display remarketing ads that the Chamber did and 
the results kind of speak for themselves.  The Chamber was shocked.  Visit Florida was shocked.  
She has all the website information, that proof of performance so anybody could take a look at 
those numbers.  It actually shows you what $80,000 extra can do.   
 
As far as the Treasure Coast Grant, as you know, they rolled that out this year.  They did also apply 
for a Regional Marketing Grant.  They put together a plan.  They reached out to Palm Beach 
International and said hey, you are a very close airport to us, would you be interested?   They 
contributed the same amount of money as the Chamber did.  They said they just want to be 
mentioned in the articles and they just want their logo on the creative.  One of the reasons why 
they did partner with them if you all remember is they did that very, very small Visitor Study back 
in 2015 and one of the questions was what airport are you flying into.  Orlando and Palm Beach 
were the top two along with Fort Lauderdale.  St. Lucie County just did a Visitor Study in 2017.  
Palm Beach was the top airport and then of course, Martin County is right there so it just made 
sense for the Chamber to go with them.  The Chamber’s first promotion they did with the new Brand 
is with the Canadian Weather Network.  It was a print digital social video over the top connected 
TV campaign and when they say connected TV she means Roku and Hulu.  If they had to purchase 
this media buy without Visiting Florida buying it down, it would have cost about $90,000.  Instead, 
Visit Florida contributed.  They only paid $20,000 and then they split that amongst all three counties.  
They became end market and filmed two videos in each county.  What they focused on was 
experience.   
 
Ms. McNeal indicated that because they partnered on that Canadian Weather Network Campaign 
Visit Florida just through this end for free, they took over the whole Toronto Transit Commission.  
She indicated those are huge destinations that the Chamber is up there with that they would 
normally without their Brand never be able to do.  1.4 million impressions in the transit commission 
which is all free.  She shows what a two-page spread and some of their digital ads look like.  The 
Chamber also for their international market they typically work with Brand USA.  She shows their 
Inspiration Guide which is actually distributed in 13 different languages and their focus 
internationally is always on Ecotourism because that’s the kind of experience that they are looking 
for.  They also did an End Language Program in Germany.  This has already run but this page will 
never go away now that it’s there in German about Indian River County it will stay on the website.  
So, the Chamber knew they wanted to do something domestically with their Brand too and they 
started all looking at their analytics and talking to people in Atlanta and the Atlanta market they are 
tired of going to the Panhandle.  It’s overcrowded and it’s getting more expensive and they actively 
looking for other beach destinations.  So, the Chamber knew that this was the right time to be in 
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market so with their regional grant they did a campaign that they did with AGT.  It was a digital print 
social, Atlanta Magazine digital print social email.  These are the billboards that the Chamber had 
all over Atlanta.  One thing the Chamber did that they’ve never done before is out of those monies 
they hired an Atlanta based PR firm.  They wanted to hire an Atlanta based PR firm because they 
already have those relationships with those writers in Atlanta.  They did a fantastic job.  They had 
35 top tier Atlanta media at the event.  They just went August 14th so it’s been a little over a month 
since they’ve went.  They had a little network concession at the beginning where they kind of 
pitched story ideas from each county’s viewpoint to the writers.  They told the Chamber what kind 
of stories that they were working on over the next year and how we can fit into those and then they 
did a lunch.  They did a Q&A where they asked a ton of questions and they had to be paying 
attention because after they did this, they did this whole treasure hunt.  So, they had to be able to 
answer all these questions and find the clues throughout the room that they were in.  Almost all of 
the people completed it and then they told all their names and put them in a hat and drew 
somebody’s name and somebody won a trip to the Treasure Coast.  They all flew back the night of 
the 14th and the next day they were already getting emails asking for photos and more information.  
In Indian River County, they were the only County so far that’s gotten some PR.  Two weeks later 
they were already in an article on family vacation critics.  Ms. McNeal thinks they’re going to see a 
lot of results now that they have relationships with them and she thinks we’ll see more.  The 
Chamber always do consumer shows with their partners in Martin and St. Lucie County.  She shows 
a copy of their 19-20 Media Plan.  It’s fluid.  It can change at any time but this is what they have 
planned so far.  There’s much more media than she is going to place in the summary.  She has a 
separate budget set aside for that but she usually doesn’t place that until later in the year.  There 
already is a couple of changes.   
 
After talking to her counterparts yesterday, they are actually not going to be placing media in the 
German market.  Travel from the German market is actually down 14 percent.  They are also out 
of all the international markets they’re the most politically sensitive so they just feel, like, it’s better 
for them to put their money in Canada and the U.K.  Their domestic markets are Florida and 
Georgia, New York and New Jersey.   
 
Ms. Jennifer Bates, Owner/Operator Tourist Accommodations Representative questioned Ms. 

McNeal on the Treasure Coast Branding.  She wanted to know if it was all the three counties or whether it 
was Visit Florida.  Ms. McNeal said that it is the Chamber.  She thinks their office is kind of handling that a 
little bit more because Kirk, the tourism coordinator is a wiz with websites so it’s basically a landing page 
that links off to every county on separate pages but they do have Google Analytics hooked up to it so they 
are monitoring it.  So, they saw from that Atlanta campaign they received tons of visitation plus they received 
more visitation to their individual websites as well.   

 
Ms. Jennifer Bates, Owner/Operator Tourist Accommodations Representative asked about the 

platform that they used to take the pictures.  Ms. McNeal indicated they use CrowdRiff which is an annual 
contract.  The Chamber has been working with them for two years now.   Ms. Bates asked whether the cost 
was expensive or whether it’s cost effective.  Ms. McNeal indicated that CrowdRiff is around $7,000 per 
year.  She has received higher quotes from other businesses.   

 
Ms. Jennifer Bates, Owner/Operator Tourist Accommodations Representative indicated she went 

over the budget again and was questioning the travel and transportation in the amount of $6,000.  She 
asked whether those would predominantly be the Chamber’s partner trade shows with the other counties.  
Ms. McNeal said the consumer shows comes out of their advertising budget.  The $6,000 travel amount is 
for Ms. McNeal to go to conferences or get reimbursed for mileage.  Ms. Bates asked whether the 
conferences are pretty much the same ones that the Chamber knows that they’ve got the return on.  Ms. 
McNeal indicated that they always do the typical conferences. They’re a member of FADMO which is for 
the Florida Destination Management Offices.  They always go to the Governor’s Conference.  Destinations 
International they go to every once in a while.  That is actually the best conference that they go but it is a 
little pricey so they get to go every three years or so.  Those are predominantly the conferences they go to.   
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 Ms. Jennifer Bates, Owner/Operator Tourist Accommodations Representative asked about 
membership agencies they are involved with.  Ms. McNeal indicated Visit Florida, FADMO and 
Southeastern Tourism Society.  Ms. Bates asked about printing and publication.  Ms. McNeal indicated that 
it was mostly the Visitor’s Guide plus any other brochure printing that the Chamber does.   
 
 Mr. Keith Kite, Owner/Operator Tourist Accommodations Representative, questioned Ms. McNeal 
regarding the printing of the brochures and the Visitor’s Guide whether they are available digitally as well.  
Ms. McNeal said yes, they are.  They do have it on issue.  They do not have it on their website because 
Ms. McNeal wants to be able to track who is searching and is requesting a Visitor’s Guide.  If they do 
digitally, they will not know.  It’s better for the Chamber to capture data if they request a copy.   
 
 Ms. Amanda Smalley, Interested in Tourist Accommodations (not Operator) Representative, 
questioned regarding the Sebastian Sky Dive photos whether they have to place certain hashtags on the 
photos.  Ms. McNeal said they will send them a message with a link to their rights requests.  If they agree, 
hashtag yes, Indian River.  Ms. Smalley questioned regarding the location.  Ms. McNeal indicated that the 
person in the photos was obviously end market in Indian River County when he uploaded the photo to 
Instagram or he could be back wherever he is and tag Sebastian Sky Dive and it will still come up.  Ms. 
Smalley asked whether we should tell people to tag.  She wanted the instructions on how to get people to 
share more photos that are picked up.  Ms. McNeal said as long as the people tag Sebastian Sky Dive, 
then the Chamber is able to see it.   
 
  Ms. Jennifer Bates, Owner/Operator Tourist Accommodations Representative asked whether that 
was tag or hashtag.  Ms. McNeal said not hashtag, but tag.  Ms. McNeal said that people get so excited 
with this program that they automatically put in their hashtag list hashtag, yes, Indian River but the program 
can’t hear that hashtag.  It’s got to have the rights request with it.   
 
 Mr. Will Collins, Owner/Operator Tourist Accommodations Representative, stated it’s been cool for 
the few years that he’s been on this Board to see how the Chamber’s process has evolved and as it’s 
become so complex in just the general marketing world.  He thinks they do very good job with the resources 
that they have and with keeping up with the times.  He complimented the Board on doing a very good job.   
  
  

2. Sebastian River Area Chamber of Commerce – Amber Batchelor 
 
Ms. Batchelor provided an overview of the tourism efforts undertaken by the Sebastian 
River County Chamber of Commerce in promoting tourism. A PowerPoint presentation was 
provided by Ms. Batchelor, which is on file at the Board of County Commission office.   
She wanted to thank the Board for their continued support of tourism for our destination.  They are 
really excited today to go through and update since their last meeting in March.  She showed a 
modified condensed down version of the same exact content that was shown to you previously but 
they have just modified the layout a little bit.  So, their tourism update today will focus on two key 
areas.  She will talk about the Chamber’s major projects and she will also talk about their forecasting 
for their plan going into 2019-2020.  So, they have their Visitor Guide Project that they work on 
each year and this is critical because it provides their visitors an opportunity to learn more about 
their tourism partners in the area.  They are very excited to announce that they have a third Visit 
Florida Welcome Center that will house and distribute this Visitor Guide.  They have just recently 
been approved for the Tallahassee at the State Capitol for the Welcome Center.  They are one of 
the most highly visited Visitor Centers in the State of Florida.  And all the other areas are their 
consistent distribution sites that they do each and every year.  So, although they have 25,000 
copies that are printed annually, the total reach for pieces that are shared and just viewed in terms 
of in person traffic it’s a little over 500,000 for these particular areas.  They base that off of visitors 
that are reported to go to those particular destination points.   
 
The Chamber is consistently looking for additional funding sources.  They reported in March that 
they had submitted two Grant Applications to Visit Florida.  They are not necessarily a granting 
organization.  They are the marketing arm for the State but when they do have opportunities for 



8 
 

F:\BCC\All Committees\TDC\2019 Agendas & Minutes\Minutes\9.18.19 Minutes.docx  
APPROVED  

unique grants, they reach out for folks to apply to them.  In this particular one, the Minority 
Convention Grant, this one is really special because over the last several years they’ve only 
selected two organizations to receive this grant so the Chamber is really excited to be able to 
highlight our destination for the Minority Convention planners and so when we say Convention, we 
are looking for minority meeting planners that are looking specifically for what our area has to offer 
which is our unique ecotourism.  We’re looking for folks that are planning small meetings so 20 
people to 150.  That is their sweet spot.  They are looking for retreats, chapter meetings for regional 
organizations, state meetings that are smaller and off the beaten path because of their central 
location.  It was really great to be able to work with Visit Florida putting this Application through.  
So, it’s $17,500 in additional grant monies.  An update to what they have recently submitted was 
their second Grant Application that they submitted to Visit Florida.  This is there advertising 
matching grant.  They try to go after this Grant each year so that they can have additional funds to 
support the destination video promotion.  This particular Grant is $2,500.  She thinks it may have 
been reported as $5,000 but it is $2,500 and then the Chamber would match those grants with non-
Visit Florida dollars for another $2,500 to be a total of $5,000.  Ms. Batchelor will talk a little bit 
about how their grant matching program for this year impacted their video distribution.   
 
For their State and local partners, the Chamber was really excited to do more this year for national 
travel and tourism week.  She was very excited to promote it in our area.  To have the conversation 
about why travel matters to our particular destination, they engaged their visitors and their residents 
through social media as well as in house.  So, they hosted their first National Travel Tourism Travel 
Matters Reception.  They are very thankful for the Board of County Commissioners and the 
Proclamation that they received.  She thanked Commissioner Adams for the presentation at the 
reception.  They had a wealth of support just around the topic and why travel is important to Indian 
River County.  They had several folks there.  She wanted to thank everyone for attending and telling 
their travel stories and why it’s important to our area.  This really helped the Chamber to include 
the dialogue because they have the structuring with Visit Florida.  They really want to support our 
tourism partners because the Chamber knows that Visit Florida is such a large enterprise bringing 
visitors to this area.  They consider themselves good stewards of taking care of those travelers 
once they arrive to our destination to make sure that they have a great experience and they want 
to return.  The young lady on the far right in the red dress that is Diane Turner.  She represents 
Brand USA.  She is a senior programs manager with Brand USA.  They’re a national organization 
that brings travelers to the United States and they talk specifically about advocacy for tourism on a 
national and then also on a global level.  They have their regional partnership manager who is new 
to our area but not new to Visit Florida.  Her name is Jen Carlisle.  She came to our July tourism 
meeting.  The Chamber really wants to make sure that they are a liaison between resources and 
their tourism partners so she does a fantastic job of speaking to their tourism partners about how 
they can use complimentary benefits of Visit Florida so for instance the area map for Visit Florida 
is fully completed with their destination, their attractions, things to do and places to eat and so forth.  
She talked at length about that.  She had changed afterwards to have one-on-one conversations 
to help people start developing marketing plans and the Chamber is working with her on coops that 
they’ll talk about here in a few moments.   
 
So for marketing and promotion, the Chamber focuses on supporting their visitors once they are 
here so that they continue to return by highlighting their area.  They had a nice privilege last year 
by applying for coop opportunities with Madden Media and so they used their destination video and 
Madden Media distributed in July and then they did a retargeting campaign just recently in August.  
So, what you see here is just a few of the key metrics from it so what they did when they were 
retargeting, they looked at folks that had looked at the Chamber’s videos in the last 180 days and 
they retargeted the video back to them.  But this time using a shorter clip so as opposed to a minute 
which is their destination video, they shortened it to 30 seconds.  So when you see over the 3,000 
views, that means that anybody that took the 30 seconds to actually look through the video or if 
they had seen it before anyone that may have fast forwarded it to their favorite part, that that was 
what they were capturing.  They also shared some other things with the Chamber that was just 
helpful to get a better idea of what audience was looking at their videos.  So, they saw that 
Millennials was the highest age group out of this 3,000 from the retargeting portion.  The next 
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portion were Baby Boomers, the next Gen Exers and then Gen Zs or iGen which are folks that are 
about 18 to 24.  The Chamber’s audience in terms of how they make up per families, they saw 
more people without children that were really interested in this particular video so they saw about 
2,100 folks that did not have children that were engaged with their views and then lastly one item 
to note was income per household.  So, they saw anywhere from people looking at their video that 
were in the top 10 percent all the way to the lower 50 percent.  What that means is the 50 percent 
was the largest volume of views and anyone that makes about $61,000 to $68,000 and that’s helpful 
as you are planning future campaigns identifying the household income to know what people are 
willing to spend when it comes to travel.   
 
They run a certified Visitor Information Center through Visit Florida.  It’s also a certified Visitor 
Information Center through the National Scenic Byway and they are very excited to be able to see 
consistent numbers that are increasing year over year for visitors in the Visitor Information Center.  
They will continue to see more visitors year after year.  A couple of points to note in February the 
second door counter was installed.  So, this February is more of a true depiction on the higher 
volume of people that visit the Visitor Information Center to plan a trip while they’re here in terms 
of activities and things to do.  They also looked at this snapshot of the year in terms of visitors’ 
service to our specific Visitor Center.  So, last year there was a little over 10,000 visitors that 
attended.  Their inquiries are a little over 400 and those come from online as well as phone calls 
for people requesting.  They still do get snail mail from people that are interested and they write a 
nice letter and then the Chamber sends them follow-up information about the area specifically 
featuring the Visitor’s Guide.  Some people will ask especially the digital requests for specific 
categories such as what are the best places to eat?  What are the best activities to participate in?   
They will send responses to them based on their requests.  Their program right now is very, very 
organic, very grassroots so when you see these numbers, these are not through any paid 
advertising or SEO that was put behind the website.  They’re excited to talk about that for going 
into next year so they have funds that they’ll be investing in that.  These are just folks that have 
visited their website and the areas that they’re looking for are things to do.   
 
Moving into 2019-2020, she showed an overview of their core objectives and their projects.   As a 
follow up to the TDC budget approval, they are very thankful.  She thanked the Board again for 
continuing to support.  These are the areas where you saw the most increase so printing and 
publications that and the Application should have been itemized out to include all marketing and 
media.  It says printing and publications but it’s not just print and they’ve included that in their 
marketing advertising plan that they have and they’ve submitted.  They are very excited to actually 
have a plan focused on more digital.  Print is still important too based on information they received 
from STS Marketing College.  People use more than half the time a brochure to still determine 
where they go.  So, that’s where their tourism guide comes into play but they are excited about 
other more digital focus advertising mediums.   
 
She discussed their salaries and employee benefits and payroll, they have increased the amount 
of work that will need to be done to make sure that their destination is marketed effectively.  This 
is where you will see the salary increase.  As opposed to having a part-time person working 15 
hours at solely working on tourism related, that particular role will be fully dedicated at 30 hours so 
more in a full-time capacity to truly drive a more productive tourism outreach marketing program.  
For travel and transportation, they want to increase their presence at different shows around the 
country based on the market that they have identified through their marketing plan.  This will include 
travel expenses.  Of course, mileage reimbursement, hotel and lodging most of the conferences 
that were expos that they may attend it’s not included in the registration so it’s a secondary cost.  
Membership dues they are including a focus on small meetings and conferences.  When it’s really 
important to build relationships with the meeting planners and many of these meetings planners 
are part of organizations where they solely rely on the referrals within their membership group to 
book meetings and programs.  This gives us also the opportunity to access the contact list for those 
meeting planners.  For development the Board is very excited about expanding the hours of their 
Visitor Information Center so they can develop a volunteer program that will support their visitors 
on the weekends and on holidays where the Chamber may not have been opened in the past it will 
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be.  In continuing for marketing plan forecast for next year, she mentioned already increasing the 
digital advertising.  Of course, ecotourism is a large portion of what the Chamber focus on helping 
people plan their itinerary once they arrive.  So, now, they will be able to do so beforehand and the 
key focus of why they’re doing the small meetings and small conferences and that also includes, 
like, family reunions and small banquets but they went on a marketing tour of a lot of their tourism 
partners to hear what were their challenges, what were some of their pinpoints.  What were some 
of the areas of opportunity?  Some tourism partners are doing well when it comes to it because 
they may have a national brand attached to their organization so they already have that but most 
of them don’t.   
 
The Chamber’s Marketing Plan in terms of advertising, they modified and adjusted as it’s 
appropriate for the destinations.  So as they move forward if, you know, international is not a focus 
for them as much this year because of their partnership with Indian River Chamber who has a very 
strong presence in certain international markets.  They really want to make sure that they’re 
mechanizing their marketing dollar so you will see that they’re scaling down on which destination 
marketing areas that they’re focusing on as well as the types of coops that they’re focusing on to 
make sure that their dollars are spent mindfully.  She discussed the Signature Event with Visit 
Florida that they’ll talk about.  They’re very enthusiastic about participating in that this year.  For 
video production, they are going to scale down on the length of their video.  They’re going to have 
more videos as well to truly tell the story and build more of a narrative for 10 to 15 second spot 
lights.  So, for our objective for focusing on meetings it’s really just a reminder of the key areas why 
we chose this as an objective what we will do in terms of implementation for execution.  The 
Chamber has the additional $17,500 from Visit Florida to host one additional FAM tour this year.  
They might be able to break that into two additional which would be great and then the developing 
of the regional Outlook kit is simply a really nice guide.  It will be print and digital for the Chamber 
to provide to media planners as well for the unique venues that we have available in our area.  The 
Signature Event which Ms. Batchelor had mentioned before for Visit Florida, will be hosting an 
official meeting for the State of Florida and with the restructure of Visit Florida, the leadership that 
is in charge of producing a counter has changed their vision.  So this year they are really focusing 
on our sweet spot for our destination, you know, the smaller groups and the meeting planners that 
support those smaller groups that are looking for something very genuine, very authentic, has a lot 
of charm and they already told the Chamber that they have to go through an approval process in 
order to get us an invitation to attend this particular conference this particular conference as a 
meeting planner.  So over half of the attendees that are approved they have to be working on 
meetings that are 200 or 150 attendees or less.  The Chamber is very excited about that because 
that’s a big change then it was in the past.  So, that will be extremely helpful.  Also, for the folks 
that will be attending this conference over 67 percent of them will be decision makers and the other 
percentage influence the decision making so they will be having prescheduled appointments that 
will be very helpful to have the conversation.  The sponsorship for this is it’s a VIP reception that’s 
specifically for the planners that will be at attendance to learn more about their destination.  They 
will have minutes in front of them, the 92nd video spot.   
 
Ms. Batchelor explained the Chamber’s new tourism website.  They are developing a tourism 
website solely dedicated to tourism and they are excited about the opportunity in working with 
media and Ad Park Advertising partners to be able to build the SCO, enhance it behind the scenes 
and then make sure that they have the KPI, the key performance indicators with goals set to be 
able to share that with the Board and how the progress is going once they have a solely dedicated 
tourism site.  They have dedicated social media handles on Instagram, Facebook, Pinterest, and 
Twitter.  This website will also include an itinerary builder and they will also have really nice creative 
content that will be very specific to their destination and what they’re known for.   

 
Ms. Laura Moss, City of Vero Beach Representative, congratulated the Chamber on the Minority 

Grant.  She asked where the visitors to the conventions would be staying.  Ms. Batchelor responded that 
when the Chamber says tourism partners, it would be anyone that can host folks in their lodging so they 
are looking at hotels specifically because if you have the hotels, then you already have a lot of the amenities 
that they’re looking for so it’s not a designated specific place.  As we put together these plans, we will put 
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out RSPs to say this is a tour that we have coming up or this is a meeting that we have planned.  Please 
submit your proposals.  The Chamber is also working on the package deal as well.  They really want to 
include as many lodging partners as possible in the plan.   
 

Ms. Laura Moss, City of Vero Beach Representative, questioned whether since the Chamber is 
coordinating it but the convention or meeting might not necessarily be held in Sebastian?  Ms. Batchelor 
said for some of the conventions but for a lot of what they’re doing it’s going to be very targeted.  The large 
meeting event for the State of Florida, the Chamber has a book of a certain number of appointments that 
they will physically have and there’s a match making science that happens with that.  They look at all of the 
attendees that are approved by this Board to attend and then they say who they would like to meet with 
and then, of course, if the interest is mutual, they will share more information about our area.  Also for the 
Minority Grant when they have this FAM tour it’s in like a link and it is of no cost to them.  The people that 
they’re working with they will highlight all the great amenities to our area and at the end of it they will 
schedule one-on-one appointments to plan the meetings for next time.  Most of what they’re working on are 
targeted planned events as opposed to solely RFP.  Ms. Batchelor mentioned the RFP process so that they 
don’t show that they’re partial and they’re choosing what venue they work with.  
 

Ms. Laura Moss, City of Vero Beach Representative, asked whether it would be held in Indian River 
County.  Ms. Batchelor said that’s exactly it.   
 

Ms. Jennifer Bates, Owner/Operator Tourist Accommodations Representative, asked whether the 
Chamber is doing anything with fishing for next year because she said fishing is a big hot spot for Sebastian 
and usually it’s, like, Guy Harvey, some boating industries and things, like, that.  Ms. Bates asked whether 
that’s something that’s been taken off the marketing for next year.  Ms. Batchelor indicated it is definitely 
not taken off the marketing so what we talked about today and what we saw, we’re getting a lot of funds 
specifically from the County that they have requested and were granted.  They are still working on any of 
the events that come.  A lot of people reach out to ask if they can help to push the information out and they 
will continue to do that.  So they haven’t created a fishing tournament before.  She doesn’t know if they will 
do it next year but they will absolutely continue to push it out through the channels that they’re enhancing.   
 

Chairperson Adams, asked Ms. Batchelor about ecotourism.  She asked whether that was a big 
focus of their marketing plan.  Ms. Batchelor said fishing advertisement and that stuff falls under that along 
with boating, hiking and birding.   
 

Ms. Jennifer Bates, Owner/Operator Tourist Accommodations Representative, asked on the 
budget she saw when she went back through everything there is a huge spike in a couple of areas.  The 
printing and publication it went from $6,500 to almost $45,000.  Ms. Bates requested Ms. Batchelor to break 
down the amounts.  She is aware that they have the slides and it talked a little bit about it but that is a very 
drastic difference.  Ms. Batchelor indicated that since the Board is an organization to help support the 
tourism marketing for the area that’s where they want it to spend the majority of the dollars in marketing so 
they submitted the marketing and advertising plan and that is where you will see those dollars spent.  The 
Chamber is working to be in alignment with Visit Florida.  They have a very solid marketing plan and until 
the Chamber goes through the tourism study specific for Indian River County, they’re really working with 
Visit Florida on identifying the area.  So as you see, the calendar laid out from January to December they 
have kind of the campaign and audiences that they’re focusing on but in terms of dollars spent and how 
those programs that will be in the middle under advertising platform mediums.  These are all coops with 
Visit Florida so Visit Florida, of course, negotiates on behalf of their DMOs and they get really great 
negotiated discounted media.  The Chamber will focus on these areas.  As Ms. Batchelor mentioned earlier, 
there might be some modifications as the year continues because they want to make sure that these are 
effective to be very specific about the destination marketing areas they’re focusing on.  This is where a lot 
of the money is spent.    
 
  Ms. Jennifer Bates, Owner/Operator Tourist Accommodations Representative, asked about the 
increase of the travel and transportation from $2,000 to $1,000.  Ms. Bates wanted to know what would 
encompass some of the travel.  She assumes it’s going to get into more tradeshows?  
 



12 
 

F:\BCC\All Committees\TDC\2019 Agendas & Minutes\Minutes\9.18.19 Minutes.docx  
APPROVED  

Ms. Amber Batchelor indicated that the Chamber has actually looked at that in recent days as 
they’ve been talking to more tourism partners and identifying.  The need is surely more marketing so they’re 
looking at moving $5,000 of those dollars up to the marketing so print and publications is truly just a 
marketing advertising for tourism and will reduce how much for travel.  That number is for one potentially 
two attendees at different conferences and then tradeshows that are relevant to the DMAs but after talking 
through it with Alison from the Indian River Chamber.  They have a strong presence in a lot of those travel 
show Ms. Batchelor thinks their dollar would be probably spent if they’re pushing that to marketing and 
they’re reducing the number of folks at the conferences that were attended but they are planning to attend 
The Course Encounter Governor’s Conference.  They will also attend at least two conferences with the 
organizations that they plan to join.   
 

Ms. Jennifer Bates, Owner/Operator Tourist Accommodations Representative, asked about the 
breakdown of employees.  She said that the tourism director historically has been part time and then moved 
to full time.  And then they have an assistant and then this year’s budget was a third person.  She requested 
a breakdown of justification of the budget that the Chamber has compared to a staff of three and what the 
justification is for that and how those dollars for additional staff could then be put toward marketing.  Ms. 
Batchelor said that the Chamber has consistently had three staff members within their tourism and 
marketing program so yes, speaker point exactly.  The tourism director or coordinator role has been 100 
percent funded by TDC and over the years since we do have a Staff Visitor Center, they have identified 
that there’s a need for a visitor information specialist.  Also, they don’t outsource for any of their marketing 
and advertising in terms of content creation, managing their social media accounts, putting together 
graphics so they’re very fortunate to have a trained graphic designer on their staff.  So that’s why you’ll see 
a split.  So they have the fully dedicated tourism director role and then they’ll have two others so the Visitor 
Information Specialist as it is currently in this fiscal year and then their marketing  communications directors 
so as they go into next year, they really just want to plan for being busier so the marketing role will be 
modified to be able to support more partner management so that the tourism lead role or director role will 
be able to focus on the true strategy for marketing tourism specifically.  They’re going to be doing some 
modifications in their Visitor Information Center.  They’re also going to need that person to spend more time 
training the volunteers as they come in to staff the center so they want it to be realistic and know that they’re 
going to have to spend a little bit more time and although they were able to identify the tourism director role 
to be full time in terms of salary, that’s on the lower scale for the salary for someone within this particular 
industry but they did see the need to increase the hours.   
 

Ms. Jennifer Bates, Owner/Operator Tourist Accommodations Representative, asked regarding 
International and Global Markets.  She inquired as to where the Chamber was concentrating some of those 
into.  Ms. Batchelor said that that is a modification in terms of their plan.  The Chamber is very excited, 
ambitious and really wanted to focus dollars internationally.  After sitting with Brand USA they were gracious 
enough to come down and have some one-on-one meetings with the Chamber.  They were getting really 
creative about dollars but truly it’s a very large investment to go internationally and you truly have to have 
a layered approach to your international advertising plan.  They just want it to be a lot more conservative 
she would say but also effective where they’re going to spend their dollars as opposed to spending a few 
dollars here and a few dollars there.  They just want to centralize it so their markets will be domestic focused 
for this fiscal year.  
 

Ms. Jennifer Bates, Owner/Operator Tourist Accommodations Representative, is glad to hear that 
during this process, they have something created here and then once you kind of talk it out and meet with 
different people that, you know, realizing well, maybe it should be dedicated on this side or leave it to this 
organization to kind of spearhead those.  It’s good that as they’re going through all these nuances and stuff, 
they are able to recognize and heed information to be able to get the best dollar for everything.   
 
 
Discussion of Grant Process 

Chairperson Adams indicated that the next item on the Agenda is a follow up to a discussion that 
they had last meeting regarding the grant process and a lot of members expressed that they weren’t 
necessarily comfortable or happy with the current grant process.  So the Board wanted to discuss different 
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options or changes possibly or keep it the same once the Board discusses it.  The thought today was that 
they could have a robust discussion on what the Board wanted to do moving forward.  How, the Board 
wanted to handle it.  The Board has looked at some other areas and how they rank and how they kind of 
do their funding and then the Board can give some directions to staff and have something brought back to 
the Board at the next meeting in December that they could approve so it could roll in to be in time for the 
grant process coming up next Spring.   
 

Chairperson Adams acknowledged that Kristin Daniels did a little research.  She asked if Ms. 
Daniels wanted to go through what she found and then see what everybody wants to do.   
 

Ms. Kristin Daniels, Management & Budget Director, indicated that there’s a couple of different 
ways that the Board could choose to go about this issue.  One of the ways is that you could establish a 
percentage for each type of industry that you wanted to promote.  Right now, we have the 70 percent rule 
for the Chambers.  The Board could just assign percentages to Historical or Cultural or whatever it is that 
the Board so chooses.  Another suggestion is that the Board could in the event that there is a deficit which 
is the hardest issue to face apply that deficit across all of the agencies on a prorata share so it wouldn’t 
necessarily be just taking it off of one agency.  Everyone would kind of bear the brunt of that deficit.   
 

Another suggestion is that the Board could in the event that there is a deficit which is the hardest 
issue to face apply that deficit across all of the agencies on a prorate share so it wouldn’t necessarily be 
just taking it off of one agency.  Everyone would kind of bear the brunt of that deficit.  Another suggestion 
is in the event that the Board keeps the ratings scale that we have, we could take the deficit from the lowest 
ranked agency entirely.  That’s another option.  Also, the Board could possibly set level funding going 
forward so the Board would hold the award amounts as they are proposed for 2019-2020 and then any 
additional increases or new agencies that come forward with requests could then be ranked accordingly 
and the Board could decide to award those differences by a rating process.  That was kind of what the 
Board came up with.  Those were kind of the ideas that the Board had and they’re open to any questions 
or comments or suggestions that anyone else may have on how to change the process. 
 

Chairperson Adams, commented that it seems, like, when the Board has had these discussions in 
the past that everybody gets a little uncomfortable having to take – well, maybe not everybody but some 
people are uncomfortable having to take if there is a deficit all of that out of the lowest ranked agency.  The 
current ranking system we have was that because a lot of the meetings would become very expletive and 
you get into a lot of differing back and forth about, you know, a few dollars here and there.  So, this was 
kind of a way to make it objective many years ago but Ms. Adams understand where the Board has gotten 
to that sometimes it’s still not necessarily ideal.  Ms. Adams doesn’t think the Board is going to find one that 
is going to be ideal but another thing the Board could do is look at the actual number ranking paper and 
perhaps divide some of that up.  There’s a percentage of presentation.  There’s a number associated with 
presentation.  There’s certain points you could get for insufficient use of dollars.  Maybe some of that needs 
to be broken out currently.  
 

Ms. Laura Moss, City of Vero Beach Representative, indicated that she did attend the last meeting 
although she was not in the current seat she was in.  She believes that it was suggested that it be spread 
evenly across agencies and Ms. Moss agreed with the Board at the time.  Although she wasn’t able to state 
that at that meeting.  She feels that it’s up to the Board and feels that it obviously is a more even handed 
way. 
 

Chairperson Adams asked whether that means if there is a deficit and funding that the deficit is 
split across?   Ms. Laura Moss, feels that it shouldn’t all come from one agency as has occurred at the last 
meeting because frankly when you look at the absolute dollars, the entire budget for Cultural Council is less 
than the increase in the budgets of the Chambers of Commerce so that was a glaring example of why it 
should not done that way in her opinion.  She said that she had agreed with the Board at that meeting.   
  

Mr. Keith Kite, Owner/Operator Tourist Accommodations Representative indicated that he’s been 
a fan of the pro rata percentage.  He indicated that he was going to bring this up under new business and 
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other matters but since this is the thing that we’re talking about he can bring it up here.  He indicated he 
thought a lot about it a lot over the summer.   

 
He understood there are the intrinsic values and it’s very subjective.  He questioned whether we 

can micro ourselves to say okay, Alison in Sebastian, you know, can you work with these other agencies.   
 

Chairperson Adams responded to say that she feels they do that already on multiple projects.  Mr. 
Kite, Owner/Operator Tourist Accommodations Representative indicated that they’re always taking their 
dollars and saying okay, I will work with you.   
  

Chairperson Adams indicated that they’re always coming up with joint partnerships but she feels 
that’s one of the things that sets us apart.  Chairperson Adams would be leery about just giving it all to three 
different agencies.  She is not necessarily sure that everybody up here would feel that those three agencies 
are the agencies that should get all of the money but beyond that Chairperson Adams feels that it’s our job 
as tourism partners to create something that adds to the business experience once they get here.  Some 
of the smaller groups although it does take money from some of these larger advertising buys add 
something to the visitor’s experience that makes our area unique.  That then the Chamber spills on to help 
drive people here.  So, she thinks that we have to look at the whole tourism economy that we’re trying to 
create and not just parcel it out into certain different agencies and the other thing she would throw out is 
this group has funded start up festivals and start up events and that’s something that she thinks we should 
continue to have the opportunity to do if somebody comes to us with something that’s good.  The Cultural 
Council could come with a big cultural event and they might need some seed money to advertise and get 
that started the first year and then it rolls off.  She always use the example of the Frog Leg Festival because 
years ago it did get a little bit of a grant to bring people here and now they’re getting ready to go into their 
29th year this year.  So those were things that this kind of money she thinks build on it.  She understands 
that we’re always going to be constrained and that there’s going to be certain groups that fit better into the 
idea of tourism and others but she does think that the Board has got to remember that the smaller groups 
also add to the experience.  

 
Mr. Keith Kite, Owner/Operator Tourist Accommodations Representative, indicated he fully 

appreciated where Chairperson Adams is coming from.  He is questioning whether there’s a way that the 
Board can better support them through the Chambers’ power and where they could, you know, synergize 
with each other.  Chairperson Adams said that we should always encourage them to collaborate more 
because only good things comes from that.   
 

Chairperson Adams indicated the master shooting and the fishing tournament was examples of 
those as well.  
  

Ms. Laura Moss, City of Vero Beach Representative, thanked Chairperson Adams for saying that.  
By the way, she indicated that what we’re promoting are experiences and agencies such as the Cultural 
Council make those experiences more diverse.  We’re offering a true diversity of experiences to travelers.   
 

Steve Hayes, Interested in Tourist Accommodations (not Operator) Representative,                        
indicated that he thinks that what Mr. Kite was after was get the most bang for your buck and there’s really 
only one way to get the most bang for your buck and that’s consolidation.  Any time you can consolidate 
something into a smaller entity, you’re going to get a bigger bang for it.  He indicated that the Chamber of 
Commerce can generate a lot more people coming here than the Cultural Society or the Historical Society 
even the Sports Commission.  If they all worked with the Chamber of Commerce, it might be a little bigger 
and better in the long run.  I mean even the airlines.   
 

Ms. Laura Moss, City of Vero Beach Representative, indicated that she doesn’t know whether 
there’s necessarily a direct link between the amount of money and number of people or number of visitors 
that come here.  For example, Sebastian Chamber of Commerce is getting quite a large amount of money 
and she doesn’t necessarily know that they’re bringing more visitors, for example, than the Cultural Council.  
She can only say definitively.  She asked whether we had an objective measure of that.   She indicated it’s 
a question and not a challenge.     
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Mr. Will Collins, Owner/Operator Tourist Accommodations Representative, indicated that he 

thought Mr. Kite mentioned some of the organizations are better at representing, you know, actual financial 
value, like, the Sports Commission, for instance.  It’s very straightforward, like, we had this many events, 
this many people stayed and this is what their rooms cost.  They’re very good at it.  To the Cultural Council 
it’s a bigger challenge.  The Chamber, alone, you know, we see it in our revenues.  To defend the Indian 
River County Chamber or the Sebastian Chamber it’s imperatively shown in the tourist tax revenues.  They 
all contribute to that in some degree.  He was in the camp originally that it’s not fair to the smaller 
organizations.  That it’s difficult for them to specifically quantify their value but he has kind of come around 
to then do it.  He feels that they have the opportunity.  They’re not asking the smaller agencies not to.  It 
might be more challenging and at some point if we just kind of hash it all out with, you know, we’re down 
$10,000 at some point what impact do we actually have here to influence.  He is not sure.  That’s really like 
that only spot that we actually have actual influences is deciding where the money goes essentially only in 
times of deficit.  The Board has also seen in the few years that Mr. Collins has been on the Board that the 
Board has had deficits a couple of times.  This kind of worked itself out with Allison stepping up or someone 
saying hey, I think Rick said something a couple of years ago.  Hey, we’ll give $5,000 here.  But this last 
rating Mr. Collins left a little bit uncomfortable about it.  He thinks that that’s just how it works.  He said 
someone has to kind of lose and it was pretty straight forwardly based on what the Board their contribution 
to the bottom line was.  There is a determination that we all have to make individually and when that comes 
up again, Mr. Collins would suggest that the groups that didn’t do as well do a better job representing their 
value.  He does not like a consolidation idea either.  He thinks the history and kind of the history of the 
organizations and the way they’re run and he is not discounting the value of any of these other groups.  He 
feels the agencies do contribute, like, the Chamber does help when needed.  But, Mr. Collins thinks that’s 
really our actual biggest value here is having to make that difficult decision when the time comes and if 
people don’t represent their value well enough, it’s an opportunity to do better.  He would say that we 
change nothing.   
 

Mr. Keith Kite, Owner/Operator Tourist Accommodations Representative, said he would have to 
think about what he previously had said because he feels that Mr. Collins has brought forth points that he 
really does love.  Mr. Kite indicates he is very competitive by nature and he does like the facts that they 
show a competitive spirit that Chairperson Adams mentioned and if you did it the other way, how much of 
that energy would be taken away.  As Ms. Moss mentioned, Mr. Kite happens to be huge in cultural as well.  
He feels that cultural drives many, many room nights.  The idea was that maybe he was trying to find a way 
to synergize that cultural example with the Chamber to boost what Mr. Collins is trying to get at and our real 
competition is not inside this County.  It’s every other County and every tourism within the State of Florida 
and against the world right now.  So, that was an idea of a way to get that.  As long as we’re going to have 
the Chambers as the Agencies and the other entities come through.  So, you know, the Board has done 
this for five or six years and it ends up going back to we’ve got a pretty good ranking system.   
 

Mr. Will Collins, Owner/Operator Tourist Accommodations Representative, indicated we’re also 
allowed the opportunity to hash it out at the time so it’s not the end all deal.  Again, it kind of worked out 
this past time but the data supported it.  He said he didn’t see everybody else’s sheet but we saw the final 
numbers and there was some consensus in that there was a clear lowest value.   
 

Ms. Laura Moss, City of Vero Beach Representative, asked as someone new to the group if that’s 
how the ranking system has been handled historically.   Does it come out of the hide of the level of ranking? 
 

Chairperson Adams indicated she would not describe it as coming out of the hide of the lower 
ranking group.  Ms. Laura Moss indicated she thinks it felt that way.   She would describe it as coming out 
of the budget, yes that is how it has been done.    
 

Chairperson Adams indicated that there’s times where there is deficit because of the requests and 
what we have to fund.  The Counsel up here has decided to apply a pro rata percentage of the deficit so a 
portion of the percentage comes from everybody.  There has also been times that certain groups have 
given back money to make up that deficit so nobody has to, like, they’ve cut their budget on that day so 
nobody has to bear a deficit and then she has been here years where exactly what happened at the last 
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meeting is what happened.  She can think about five years the Historical Society bore the brunt of a large 
budget cut and again they were ranked the lowest that year so she thinks this year they were second or 
something.  
 

Mr. Keith Kite, Owner/Operator Tourist Accommodations Representative                                         
indicated that there’s been years where the Cultural Council has gotten more money.  Chairperson Adams 
indicated that one year they went from $20,000 to $60,000.  
 

Ms. Laura Moss, City of Vero Beach Representative, indicated that if you’re just looking at the 
system topographically then and correct her if she’s wrong but it seems to her that what is being said then 
is that if the Agencies come in, the 30 percent, the other four or how many there are come in and they don’t 
really know what system will be applied.  In other words, the agencies that come in last are they the ones 
who are going to be wracked and that’s it or is it going to be spread over the four or five of them, however, 
many.  They don’t know what to expect.  
 

Chairperson Adams indicated that the Board has a guideline and the guideline is we have the 
ranking sheets.  The Board fills those out.  They are ranked in numerical order.  Whoever asks for money 
based on that it’s allocated.  If there is a deficit, the guideline is that the deficit comes out of the lowest 
ranked agency.  However, just like any other body that makes decisions, the Board can deviate from that 
by a Motion and that’s what has happened in the past.  
 

Mr. Keith Kite, Owner/Operator Tourist Accommodations Representative indicated that their 
submittal is all on the same request.  In other words, they’re asked the exact same questions across the 
board as to what to submit when they put their package together so they’re all on the level playing field 
coming in.  
 

Ms. Moss, City of Vero Beach Representative, indicated that considering it was such a relatively 
small amount to the larger groups but it was a huge amount to the small group, she would have felt that 
one of the larger groups would have come forward to offer to close the gap.   
 

Chairperson Adams indicated that in some years that’s an option and some years it’s not.  So, 
everybody has got some issues.  
 

Ms. Amanda Smalley, Interested in Tourist Accommodations (not Operator) Representative, 
questioned whether when the Board has earned a high, everyone is awarded funding and there’s no issue.  
But there’s no cap either for everyone to ask for increases and we’ve seen a lot of large increases over the 
past couple of years so then it seems, like, there are large cuts.  Is there anything to cap those so that way 
it’s not everyone asking for $40,000 more next year so that way they have to entertain a cut, it’s not bad.  
There is nothing to say that if we keep this rating system, that everyone might ask for $40,000 - $50,000 
more.  And then that cuts out that low man even that much more where they might not get anything.  So, 
do we have anything to set in place where the Board can say that over a five-year span you’re allowed a 
percentage of an increase or a dollar amount for an increase because it’s not fair for certain  entities then 
to keep increasing in large amounts.  She indicated that we could always divide it over the bottom three so 
whatever if we’re short $50,000 in the ranking scale then they could be awarded different percentages or a 
cut unless the bottom three want to be 50 percent, 30 percent and 20 percent of that funding that we’re 
short something, like, that where it could add up to that 100 percent so that way it’s not just one entity 
bearing the brunt of the top entities that we feel have the most value then receive all of their funds and then 
the bottom three get a cut but at different percentages so the last one would get the biggest cut, you know, 
and the second to the last would get a little.   
 

Chairperson Adams indicated she had 10-5-10.  
 

Ms. Amanda Smalley, Interested in Tourist Accommodations (not Operator) Representative, 
indicated that she just put down 50-30-20 or something, like, that of that funding so that way the Agency 
isn’t bearing the brunt of everything but that the bottom three are essentially sharing that with a percentage 
scale or something, like, that is a suggestion that Ms. Smalley had.   
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Chairperson Adams indicated that one of the suggested or possible alternatives would be basically 

kind of allowing level funding or if there is a year where we’re going to have a surplus, you kind of have 
your level funding and any increases that would be where we would apply the ratings so we could not argue 
but we could negotiate I guess over those increases over this year’s funding so, for instance, if the Historical 
Society got $3,000 this year and next year they come in and they want $10,000 if the funding was allowable 
the Board would, you know, maybe they’re okay at $3,000.  They can assume they’re going to get that.  
The Board as a Counsel will talk about the additional $7,000 and apply the ratings and rankings to that 
that’s one thought.  The Board could do it anyway the Members want to.  She knows the increases are 
more of an issue for some of the Members than others versus the whole ranking itself.   
 

Mr. Steve Hayes, Interested in Tourist Accommodations (not Operator) Representative,                         
indicated that maybe we need to raise the increases as well.   
 

Ms. Amanda Smalley, Interested in Tourist Accommodations (not Operator) Representative,  
indicated that she likes putting a cap on the increases as well over a five-year stand or something, like, that 
you’re allowed either a dollar amount or a certain percentage.   
 

Chairperson Adams indicated that she thinks right now the application has been hauled out 
specifically any increase that’s over ten percent.   
 

Mr. Jason Brown, County Administrator, indicated that in the Application it says if your increase is 
more than he thinks it’s ten percent that the Applicant needs to provide justification as to why you have that 
increase.  So that might be a stopping off point.  You could set a different one but that’s one that says if 
you’re increasing more than ten percent then, you know, you’re at the back of the line for that or something.  
Maybe that’s a way to cap that that you don’t cut some existing agency.  You’re basically funding existing 
agencies before you give an agency something more than a ten percent increase or something, like, that.   
 

Chairperson Adams indicated that there might be a way that the Board could do it on the ranking 
sheet like a two-step process or something.   You’re at ten percent okay and if it’s over ten percent maybe 
that throws you into another conversation that the Board has to have as a Counsel regarding that.   
 

Mr. Keith Kite, Owner/Operator Tourist Accommodations Representative, indicated that he likes 
that on the same scoring system because he has seen where the Historical Society has some big thing one 
year and all of a sudden they want $30,000 and the road to that above what the base bucket is or the 
Cultural Council is coming in with major events or something.  All of the Agencies have had that through 
the years.  Chairperson Adams indicated that is correct.  
 

Mr. Keith Kite, Owner/Operator Tourist Accommodations Representative, indicated that there are 
various large amounts and maybe those are the type of items back to your festival idea that those could be 
scored on the same method if it was above the ten percent budget increase.   
 

Chairperson Adams indicated so essentially Mr. Kite would be asking more pointed questions for 
justification on any kind of increase over ten percent.  Mr. Kite indicated what the special project was.  Why 
was that so important that it’s going to drive these dollars?   
 

Mr. Collins, Owner/Operator Tourist Accommodations Representative, indicated that he thinks we 
can do that now.  He thinks that we have the right to have people justify their increases.  He thinks why 
there’s been so many increases also is because the County has doubled the tourist tax revenues in the last 
ten years.  Like you can’t have a said increase.  Money has got to somewhere, like, if you went and looked 
for the last ten years they were all probably creeping up, you know, to double what they were ten years 
ago.  We’re also taking our power away by limiting what the Board can do.  It’s not Agency rule.  If one of 
these organizations at some point in the future is very poorly managed and like we need to have the capacity 
to try to keep them from, like, they need to have some sort of responsibility in this group to make pragmatic 
decisions and everything we’ll talk to you about is just kind of hedging their capacity to actually try to 
influence things in his opinion.  Everything they’re discussing we are allowed to do currently.  The Board is 
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allowed to discuss the process.  The Board is allowed to ask questions.  He has the same questions.  He 
doesn’t like seeing budgets go up 30 percent on stuff.  The questions that the Members were asking were 
good to the Sebastian Chamber.  Good answers as well.  Again, the thinks there’s really only so much the 
Board has the capacity to influence and we’re not going to have all of these increases also at some point 
essentially starting now.  So, we can put caps on monies that’s not going to be there but in the event the 
money is there we should have the ability to be able to decide where it goes.  Again, maybe the meeting is 
longer.  Maybe the Board actually have to hash stuff out.  It’s important.  The Board meets a few times a 
year, you know, maybe it takes a little bit longer at that time the Board meets to actually talk it out.   
 

Mr. Keith Kite, Owner/Operator Tourist Accommodations Representative, thinks it’s more important 
that we keep this rating system that we have now in a down market then an up market is what he’s saying.   
 

Ms. Jennifer Bates, Owner/Operator Tourist Accommodations Representative, indicated that as 
kind of the overview of everything is heads on beds.  Those receipt dollars and then those dollars are then 
utilized to attract more people which includes more dollars.  Most of the surrounding counties they have 
either out of the county that this year have used up their bed tax or they have a CBB that’s designated that 
uses all of those monies for tourism.  Its tourism money and it’s for tourism but there’s a lot of intricate 
pieces of what makes tourism.  It’s not just hotels where they sleep because that’s their bed.  Everything 
else that is surrounding them that why do they want to come here?  And that’s where all of the other 
agencies come into play, the attractions, the businesses so as the TDC Board to make recommendations 
to County Commissions of where those funds are to be distributed, it’s then the Board’s responsibility to 
ask those hard questions and to make those hard decisions where are these monies best fit?  Where are 
these monies going to stretch the dollars and have the most return on investments?  By doing that the 
grading skill to her just never seemed effective because if you do that, you’re not able to question how it’s 
spent.  Well, you can question but at the same time the grading scale then depicts well, you’re still getting 
$70,000.  You’re still getting $50,000.  Whatever the dollars amounts are because they want to go on the 
grading scale.  If the Chamber receives their designated 70 percent that are our tourism arm.  They are 
equipped.  That’s what they do.  That’s what we rely on in our county to have a message out there.  To 
have a brand for our area.  To know that the information that is being disseminated out is a very good 
quality, a very far reach, quantitative that you can see where people are coming from, see your clips.  See 
all of the data that shows here’s how I’m spending the money and here’s how the return is.  Sometimes 
things don’t work out the way that they expect it to but they try to and they realize well, we didn’t get the 
return that we wanted on that one, we’re scrapping it to go to the next one.  The accountability for those in 
other agencies really isn’t there.  So, if we have a designated percent of the Chamber which is there the 70 
percent and then if the Board has another percentage designated to the Sports Commission.  Ms. Bates 
breaks down the percentages just as an idea but to qualify and to make that the Board is adhering to 
spending money wisely if we have the two dedicated agencies, the Chamber and the Sports Commission.  
Ms. Bates uses the Sports Commission as a dedicated and tie it with the Chambers because they are 
unique in the sense that again they are our support destination tourism agency.  So, they are specifically 
sports driven.  That’s a whole market in itself that is diving in and attracting people from outside of the area.  
Just like our Chambers compete with other counties and other cities in Florida and other states, sports 
competes with other counties and other states to bring people here.  You are able to quantify the return.  
You are able to see that entities so you see those real dollars going out and you see those real dollars 
coming in.  So, all of the other agencies that we currently fund and potentially even newer ones, you know, 
festivals and different things that have come up.  If we have then a percent that’s designated to those 
agencies it gives them the opportunity to present here’s my marketing plan, here is the amount of dollars 
that I am requesting and here is my plan of what I’m going to do with these dollars and it’s in those plans 
they say well, I want to create a festival and it’s going to have 80 percent local draw.  That would be an 
obvious no.  If they come to the Board and say, you know, we’re going to create a rowing event.  It’s going 
to attract, you know, world renowned this and it’s going to have that and it’s going to have all these different 
components, you’re able to see the plan.  You’re able to see the data and be able to quantify is this a great 
fit for us.  Is this good use of dollars?  Sometimes we take a chance on things and it doesn’t work and 
sometimes we take a chance on things and it does.  We’ll use the archery as an example.  Years ago 
whatever deal that was we’re like all right, it sounds really great and you’re going to bring people in and 
we’ll give it a try.  It didn’t work out.  They didn’t get the money and you know all as well.  But it is the point 
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of being able to hold people accountable, seeing where those dollars are going that they’re asking for and 
be able to stretch it as much as we can.   
 

Ms. Amanda Smalley, Interested in Tourist Accommodations (not Operator) Representative, asked 
Ms. Bates to clarify what Ms. Bates would like to do is put a percentage into the Chambers and then do a 
percentage for the Sports Commission and then have the rest present like they’re doing and if we fall short, 
we use the grading system.  
 

Ms. Jennifer Bates, Owner/Operator Tourist Accommodations Representative indicated the fall 
short wouldn’t come into play.  The thing with the falling short is that if we use the grading system, we either 
accept it how it comes in or the Board discusses it and discussion always means the Chambers is taking a 
hit.  The Sports Commission is taking a hit so that other agencies can be funded.  She questioned why we 
would want to bring less monies to the agencies that are doing our tourism?  It just doesn’t make sense.  
Their friendly neighbors and of course they don’t want other agencies to not be able to purchase their 
historical marker and that’s where it falls into what they do with those dollars means everything because 
they are the history of our county.  So, our cultural arts encompasses our history as well and so you have 
so many niche markets within our county which makes it so great.  We have our beaches.  We have our 
farms.  We have our fishing.  We have our arts and we have our fishery.  And we have sports and all of 
these other intricate pieces but you haven’t be able to quantify it and always with a grading system it’s either 
take it as it is which that rarely happens or someone is cutting short if we don’t have enough money or 
great, it’s been a lush year fully funded, no discussion, have a nice day but then some of the agencies how 
can you hold somebody accountable that way.  Unless there is a deficit where you’re having to have a 
discussion to shake around funds.  Everybody is getting funded and everyone continues to do what they 
do.  And there’s monies that aren’t being used correctly that could be put somewhere else that could have 
a return on investment of a lot.  
 

Chairperson Adams indicated she had two comments to what Ms. Bates said.  One, she thinks this 
year we did have a deficit and we went by the ranking sheet and the Chamber and the Sports Commission 
didn’t bear anything.  Ms. Jennifer Bates, Owner/Operator Tourist Accommodations Representative, 
indicated this was a first in a very long time.  
 

Chairperson Adams said that that’s at their discretion to return that money so they don’t want to do 
that which she doesn’t feel they should be obligated to by any means.  It’s great when they do but they 
have their roles and their programs that they’re trying to fund as well so she doesn’t think that this is really 
a policy of this counts.  She believes this make our job easier when they do it so they’re probably grateful 
but does she expect them to do it and make her job easier?  No, because having their funding is not making 
their job easier.  And then the second thing Chairperson Adams would say is that we always have the ability 
to deviate from the ranking sheet or the ranking process so she said she wouldn’t put it the way Ms. Bates 
did.  We have this ranking sheet and this is way it is or, you know, we have to do it a different way.  She 
indicated we can always discuss even in years when there is surpluses that maybe we don’t want to keep 
picking on the same group so we’ll pick on archery because they’re not even here anymore.  Maybe, they 
come in and they wanted $30,000 and we have plenty of money.  We have a surplus.  We’re making Jason 
Brown happy and putting tons in reserve but they want to do something for $30,000 and we don’t really feel 
like that’s an appropriate expenditure and maybe we want to give that extra money to the Chambers and 
the Board wants to put more money into reserves or hold it for a special project.  The Board can always 
have that discussion.  The Board can always just because we have enough money doesn’t mean they have 
to spend it.   
 

Ms. Jennifer Bates, Owner/Operator Tourist Accommodations Representative, indicated that if the 
ranking system is that how it is or the discussion thereafter when there is a shortfall because if there is 
communication and you are able to vary off of their ranking system, then that means that people have to 
ask hard questions and hear hard answers in well, I don’t feel that the use of $10,000 in XYZ is valid and 
the Board will fund you but less than $10,000 because I and us feel XYZ about it.  Those conversations 
don’t happen and Ms. Bates thinks that because there’s a variety of reasons but the majority is that because 
the ranking system is in place.  It’s either you’re cut from the bottom or you’re fully funded.   
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Chairperson Adams explained that the ranking system is a policy as a guideline.  The Board can 
deviate from the ranking system and the Board has done that before.   
 

Mr. Jason Brown, County Administrator, indicated that the Board has deviated from the ranking 
system in the past.  That’s what the policy is but the Board does have that flexibility.   
 

Mr. Keith Kite, Owner/Operator Tourist Accommodations Representative, indicates that we have 
great management now and we have great tourism people.  They are fully engaged.  The question is what 
if something happened there.  He was questioning if one of the Chambers went down, he’s not saying they 
are but if we had that situation going on.  If it was Mr. Kite on the last one, he welcomes the historical 
markers the Board is getting, he would have rather spent that money this year at the Cultural Council.  It’s 
a huge shortfall they got because Mr. Kite thinks that would have generated more tourism and better 
marketing for us over the year.  So, that’s where this discussion always comes back up.  Some of us may 
agree that the Cultural Council should have gotten more money and some of us think that the Cultural 
Council should have got no money.   
 

Chairperson Adams indicated that was a discussion that the Board had at the last meeting so she 
thinks a motion was made and the vote went the way it did but there were a couple of different motions at 
that meeting about how to deal with the deficit.  
 

Mr. Steve Hayes, Interested in Tourist Accommodations (not Operator) Representative, expanding 
on what Ms. Bates was saying, if you have 70 percent for the Chamber of Commerce and 20 percent for 
the Sports Commission that leaves 10 percent for the other three entities, the Heritage, the Historical and 
the Cultural Council.  
 

Ms. Jennifer Bates, Owner/Operator Tourist Accommodations Representative, said and it’s not to 
say that of the 10 percent is allocated.  You have that ten percent to pull from based upon what’s presented 
and that’s another way as well to have some contingency, like, next year we don’t know how next year is 
going to look.  Last year was amazing.  
 

Chairperson Adams indicated that again she is going to reiterate her position on the fact that she 
is fine with the Chambers getting 70 percent but she personally doesn’t want to call out a specific 
percentage for any other category or specific group.  She feels, like, there is a clear nexus for the Chambers 
and she appreciates what the Sports Commission does but the Chambers are in Indian River County and 
the Sports Commission is in multiple counties.  She acknowledges that the Sports Commission separates 
it but she’s not saying that you don’t by any stretch of the imagination but she feels, like, that a separate 
issue and she is just uncomfortable with expending a guaranteed percentage to another entity.  
 

Mr. Keith Kite, Owner/Operator Tourist Accommodations Representative, indicated that he has 
spoken with Chairperson Adams on that.  The reason he did it is because of multiple reasons.  The 100 
percent of it going to the Chamber was not to monopolize then.  It was to find a better way to fund.  The 
CDB concept, like, Martin County he thinks is much poorer than all of the diversity that we have in this 
county that we pointed out.  He feels that the Sports Association as Mr. Collins indicated it’s very simple for 
them with matrix that are well established at the Florida Sports Association and these individual 
commissions that it be designated in the state to prove to us, you know, if they don’t get the bid for that 
event, they don’t send the money.  So, we can see that every year.  He totally agrees that the Sport 
Commission should always be part of it in light of the fact that our friend Jason Brown is spent 10 million 
bucks of taxpayer dollars on what is essentially sports.  We’re a very unique county at our size to still have 
a connection to a worldwide sport.  That’s a very rare thing in the 68 counties in the state so he thinks that 
they always can prove themselves with Historic Dodgertown and the Sports Commission and they can get 
the funding that would be necessary, if you know if it’s the softball championships of the world here or 
whatever comes.  We could all step up to the plate in that capacity.  
 

Ms. Laura Moss, City of Vero Beach Representative, thanked Mr. Kite for making that point.  No 
one will accuse us of underfunding sports in this county, no one.  But that being said think about it as an 
untapped market, you know, underfunding agencies such as Cultural Council you don’t know what you’re 
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missing out on.  The tourism dollars that are derived from cultural offerings could be increased but you can’t 
underfund it and then expect it to over perform.   
 

Ms. Jennifer Bates, Owner/Operator Tourist Accommodations Representative, indicated that you 
can’t keep continuing to give money to something that can’t be produced.   
 

Ms. Laura Moss, City of Vero Beach Representative, indicated you can create a vicious cycle 
underfunding which equals underperformance.  In a way, it’s just not fair.  
 

Ms. Jennifer Bates, Owner/Operator Tourist Accommodations Representative, indicated that 
money is not going to create your performance.  She has a list of follow-up questions from the last two 
meetings to get answers to and it goes directly to how are dollars  being spent, how are you quantifying 
your advertising, where is the advertising outside of the county and if those answers still can’t be answered, 
then why would you still continue to give money?  As a business entity, if I have a sales manager and she 
wants $10,000 to go market at the Villages and I’m giving her $10,000 every year but her return is less than 
a $1,000, why would I continue to give $10,000 to market somewhere that they’re not giving the residual 
back?  Ms. Bates is not at all saying that the Cultural Council is not doing their job but by any means cultural 
arts is embedded in this community and it is something that we definitely need.  
 

Chairperson Adams interjected by saying that she wanted to cut this line of conversation off 
because the goal today was not to rehash what happened at the last meeting.  That vote was taken.  That 
budget has been approved and tonight we have a final rating so it’s a done deal.  What Chairperson Adams 
is more interested in is what the Board wants to do moving forward for next year as far as this process 
goes.  So, what she’s heard is leave it the way it is.  That it is the Board’s job to have these types of 
conversations and perhaps we just need to acknowledge coming into it that it’s going be more of a dialogue 
and that agencies that are applying need to understand that there might be more difficult questions that 
they’ll have to justify certain things.  She has heard that we want to maybe have a mechanism to look into 
any increases that are over that ten percent that’s called out in the Application.  Maybe a separate ranking 
for Comment Park.  Those are really the two things she’s heard.  Is she missing anything?  
 

Mr. Will Collins, Owner/Operator Tourist Accommodations Representative, answered by saying the 
tiered system. 
 

Chairperson Adams asked if there was consensus on any of those.  Is there something that we 
need to charge staff to put together and bring back?  Do you want us to put together, you know, leave it the 
way it is more information or more dialogue?  Is there other questions you want in the Applications that 
would help answer some of these things going into it?  Chairperson Adams indicated she needs some 
direction because this is again the second time the Board has had this conversation so she wants to make 
sure we’re adjusting it.   
 

Ms. Laura Moss, City of Vero Beach Representative, indicated what she is hearing as a newcomer 
is that she thinks historically the Board has handled in a variety of ways and different people on the Board 
have said that Chairperson Adams and she has agrees with this that she prefers to keep the power so to 
speak to handle it in a variety of different ways.  She feels that this is probably wise and just hash it out.  
She is fine with that.   
 

Mr. Keith Kite, Owner/Operator Tourist Accommodations Representative, indicated that he is a 
supporter of the current system.  
 

Ms. Amanda Smalley, Owner/Operator Tourist Accommodations Representative,    indicated so 
she still likes the tiered system.   
 

Mr. Will Collins, Owner/Operator Tourist Accommodations Representative, indicated that the Board 
is not the end all, be all for all of these organizations as well.  They have the capacity to go find funding in 
any number of places.  For an example, Mr. Collins went to the Sports Commission Expo but, you know, 
they asked them questions. These organizations have opportunities outside of this Council to be funded so 
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if the idea that, you know, we don’t approve somebody completely or they lose a portion of their budget 
because of the Board is not directly correlated to their success or failure as an organization.  That’s part of 
it and yeah, maybe the organizations where it’s more difficult for them to quantify things need to be more 
proactive in other areas.  You’re right.  Heads on beds that’s kind of our baseline analysis point and if some 
of the organizations have difficulty doing that, they’re going to struggle getting funding from this group.  
Again, we don’t do much here if I’m being honest.  We only have so much capacity to influence actual 
situations and it’s once every four meetings.  Any value the Board has as group and Mr. Collins agrees with 
the Board.  At some point what is the Board doing sitting here.  This is such a very government conversation.   
 

Mr. Steve Hayes, Interested in Tourist Accommodations (not Operator) Representative, liked 70 
percent with the Chambers.  He could hash out the other four without a problem on the ranking system.  
We know that if we have an up year, 70 percent of whatever.  If we’re at a million this year and we’re a 
million two next year, they get 70 percent of a million two.  It’s that simple.  Everybody else gets the other 
30 percent.   
 

Ms. Jennifer Bates, Owner/Operator Tourist Accommodations Representative, does like that 
because it’s taking the same principals of the grading system but taking the grading system out so that you 
don’t have that falsehood of well, I was graded to get this amount versus here is my presentation I hope I, 
you know, blow up apart with everything that I have to get my request of funding.   
 

Chairperson Adams indicated that what she is hearing is that most everybody is comfortable with 
the current system but the Board as a group needs to be ready to ask questions and have more 
deliberations about how the Board divvy up the funds that are available and that the ranking sheets are 
more of a tool for us to kind of get a consensus of where are we stand more all than the end all of what’s 
going to get funded.  Ms. Smalley if there are questions that you want included in that application that 
helped justify and clarify some of those increases bring those back at the next meeting and we can add that 
to the application because that might be a good way to get what you’re concerned about because right now 
Ms. Adams thinks it’s like five lines and it doesn’t really clearly define so much where that increase is going.  
Chairperson Adams indicated that the Board can always do whatever they want.   
 

Mr. Keith Kite, Owner/Operator Tourist Accommodations Representative stated that we only do 
have four meetings and what little that we can do.  Mr. Kite feels that the rating system now may even be 
stronger than he was thinking because he can remember when we didn’t have any money and that the 
Chamber had no website for tourism and the Board brought it up to them here that the Board needed to 
see those dollars being spent.  The person before Ms. McNeal and Mr. Kite and Ms. McNeal had meetings 
about this to move to where you’ve come to.  To take it to the current point, the Cultural Council well, 
Jennifer asked for these numbers, the Cultural Council as an example here in this discussion he would say 
that they should go back to all of their associations just like the Sports Commission does and go to Riverside 
and go to McKee, go to the Center of the Arts and get numbers and say to these guys hey we’ve got a 
problem over here at the Tourism Development Board that just cost us $50,000 this year can you help us 
out because we need to prove some numbers of how we’re getting here and we want to get this money 
back so that we can help our culture in this county grow.  So, Mr. Kite thinks that the strength is there and 
not back to the original system.   
 

Chairperson Adams indicated that’s kind of where she is at.  That is what she is hearing.  She 
asked Jason Brown to clarify that we can’t do whatever the Board wants.   
 

Mr. Jason Brown, County Administrator, just wanted to say basically the ranking system that we 
had come into play because before that it was just subjective.  It was hey, we’re going to give this agency 
this much and that agency that much so it gives a framework.  However, if there is something that’s not 
working he thinks as Chairperson Adams has said, he thinks there’s a flexibility to do something.  
 

Chairperson Adams said that she thinks that the Board has pretty much beaten this horse to death.  
Chairperson Adams would like to keep this as a standing item.  Chairperson Adams said that since we’re 
not changing anything that we don’t need a Motion.  The last thing Chairperson Adams is going to say is 
when we get to this meeting next year, she has told the Agencies to make sure that they’ve heard all of this 
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so they know what to expect and also she thinks they’ve also heard there’s going to be limited funds so 
perhaps not everybody needs to have a 75 percent increase.  But if you do, expect lots of questions about 
it.   
 

Mr. Will Collins, Owner/Operator Tourist Accommodations Representative, indicated that 
something that he thinks the Board changed that was important and he would like to see it keep happening, 
we were getting the presentations beforehand, like, he thinks this was the first year that happened.  Two 
years ago, the Board just had to, like, the process it all as it was coming which was kind of unrealistic so 
that helps.  
 

Chairperson Adams indicated that we will continue getting all of the presentations to the Board as 
quickly as possible.  It also might be helpful at the December meeting to have kind of, like, a conversation 
about to your point of how we don’t have enough conversations to do anything.  Chairperson Adams agrees 
and know exactly what they’re saying.  It’s a frustration that sometimes all the Board does is talk about 
presentations but the Board doesn’t really drive the problem.   
 

Mr. Will Collins, Owner/Operator Tourist Accommodations Representative, indicated that this 
specific point is kind of a tribute to the groups we have, like, we have good leaders.  We have good people.  
You’re right.  He was going to jump in although Mr. Kite said he is comfortable with the job that most of 
these groups are doing.  
 

Chairperson Adams indicated if the Board wants to have a conversation in December about what 
we might want to see, she knows we have the Visitor Study that’s going on.  It’s moving forward so we 
might talk about what we want to do with that and what’s going on with that.  Just a visioning kind of 
conversation.  
 
 
Other Matters 

Mr. Keith Kite, Owner/Operator Tourist Accommodations Representative wanted to give an 
acknowledgement.  He saw Barbara Hoffman in the back and wanted to congratulate her on her retirement 
and what she did bring to the Cultural Council and the development that allowed the Board to have this 
engagement.  He wished her the best of luck with her retirement.   

Next Meeting Date  

 
The next Tourist Development Council meeting will be held on Wednesday, December 18, 2019, 

at 2:00 p.m. 
 
Adjournment 
 
 There being no further business, the meeting adjourned at approximately 4:11 p.m. 

 


