


Purpose:	  

To	  understand	  the	  current	  product	  
in	  Lee	  County,	  what	  the	  traveler	  seeks	  
in	  accommoda;ons,	  and	  the	  key	  steps,	  
decisions	  and	  processes	  that	  shape	  

a	  community’s	  effort	  to	  make	  
lodging	  improvements	  and	  
spark	  new	  development.	  





OUR	  STRATEGIC	  PLAN	  









PRODUCT	  STUDY	  	  



Lodging	  Product	  Study	  	  
Issued	  early	  2015	  by	  The	  Highland	  Group	  

Execu2ve	  Summary	  	  
Lee	  County	  tourism	  product	  is	  very	  good.	  Both	  private	  buildings	  and	  public	  
infrastructure	  have	  obviously	  been	  improved	  over	  Rme.	  We	  did	  not	  find	  that	  Lee	  
County	  product	  is	  worse	  than	  nearby	  desRnaRons	  or	  unsaRsfactory	  overall.	  But,	  we	  
found	  that	  Lee	  County	  has	  risks	  to	  address	  and	  an	  opportunity	  to	  significantly	  
improve	  tax	  revenues	  and	  property	  owners’	  revenues.	  	  

Methodology	  
• 	  Capitalized	  on	  exisRng	  data	  from	  Smith	  Travel	  Research,	  US	  Census,	  Zillow,	  tax	  
records,	  AirBNB,	  VRBO,	  visitor	  surveys	  and	  other	  sources.	  
• 	  Compared	  12	  counRes	  with	  in-‐depth	  comparisons	  to	  5	  counRes	  and	  14	  sub-‐
markets.	  
• 	  Developed	  original	  research	  on	  the	  revenue-‐impact	  of	  renovaRng	  vacaRon	  rentals.	  
• 	  Toured	  properRes	  and	  conducted	  interviews	  in	  Lee	  County	  and	  compeRRve	  
counRes.	  







































=>;'
D-.4',)1+).)7.0.;%+)/%:')#'+-.8).&).+)
.8-'#+.;7')-%).)-#.,1;%+.8)/%-'8C#'&%#-)))))))))))))))))))))))))

,"#1+>)$.&-)-6%)4'.#&?)

O+-'#'&-',)1+)&-.41+>)1+).)7.0.;%+)/%:')#'+-.8)
.&).+).8-'#+.;7')-%).)-#.,1;%+.8)/%-'8C#'&%#-)

,"#1+>)+'B-)-6%)4'.#&?)

>N;'

D%"#0'()EFGH)IIJK)J8%L.8)!%#-#.1-)%A)M:'#10.+)*#.7'8'#&N)



AN	  INDUSTRY	  VIEW	  
“A	  Tale	  of	  Two	  CiRes…or	  Maybe	  Three”	  
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SUMMARY	  

Dis;nc;ve	  Style	  and	  Relevant	  
Ameni;es	  are	  driving	  the	  highest	  

returns	  in	  today’s	  more	  
value-‐conscious	  hotel	  market.	  



DISCUSSION	  






