
 

  109 

Markets, Capacity and Organization 

Current Visitor Characteristics 
According to the Maryland Office of Tourism’s FY2016 
Marketing Plan, the state hosted more than 38 million 
domestic visitors, up 5.8% from 2013. Of the 38 million 
visitors, 80% were leisure-based. Maryland is divided into five 
regions: Central, Eastern Shore, Capital, Western, and 
Southern. In 2014, Southern Maryland, of which St. Mary’s is 
a part, received 3.5% of that visitor share — or 1,330,000 total 
visitors.  

Maryland residents have historically represented the largest 
number of Maryland tourists. In 2014, 73% of day travelers 
come from within Maryland and its immediate neighbors. The 
percent of in-state travelers remained the same from 2013 at 
34% of day trips while Virginia residents visiting Maryland 
increased to 18% (up 6% from last year) and Pennsylvania at 17% remained flat. Overnight visitors were more 
diverse, according to the Maryland Office of Tourism’s FY16 Marketing Plan, with 16% of overnight visitors coming 
from Florida, North Carolina, California and Ohio. 

 

Maryland’s day and overnight visitors participate in shopping and dining activities. The top 10 activities for overnight 
visitors include a higher number of outdoor and nature-related activities, which require the visitor to make a greater 
time commitment in the destination. Maryland also has a high concentration of interest for water-based activities at 
37% of overnight visitors. Of the top 10 overnight visitor activities, St. Mary’s County has activities and assets in a 
majority of the categories.  
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Research indicates that a high percentage of Maryland visitors come from within Maryland and neighboring states. 
This would suggest that most visitors are driving to their destination. The continuing work on the scenic byways will 
help support an improved interactive driving experience.  

Visitors to St. Mary’s County 
Based on the Maryland 2013 Visitor Profile Report by Longwoods International, day trips represented 62% of the 
travel market and overnight trips represented 38%. The purpose of trips was 85% leisure and 14% business. 
Comparing state data with St. Mary’s County’s data from the 2014 Economic Impact of Tourism in Maryland, the 
County’s travel profile differs greatly from that of the State. Here, overnight and day trips are about equally divided. 
And, based on STR data reports of hotel occupancy rates for weekend versus weekday, most overnight trips to the 
County are for business rather than leisure.  
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Current Brands and Positional Statements  
According to a 2014 DMAI global survey, destination marketing organization (DMO) leaders from around the world 
identified brand marketing and destination development as one of three transformational opportunities for DMOs in 
the future. Destinations, it reports, must deliver remarkable experiences, but also create and sustain a uniquely 
compelling brand essence that manifests at each engagement point. Defining a brand can be challenging, but one 
succinct definition is “a brand is a simple mental model that represents, collectively, what people feel, think, and say 
about a product, service, or company, and where meaning is established over time though consistent positive 
experiences and engagement.” 

St. Mary’s Branding 
Where the Potomac and the Chesapeake Meet 

Recognizing that even many Marylanders do not know where St. Mary’s County is, and that travelers often confuse 
“St. Mary’s” with “St. Michaels” — a town on the Eastern Shore, the County developed a tagline that helps define the 
county’s location and highlight its water–based assets. Recently, the County has finished the thought, so to speak, in 
its print advertising by suggesting this is a great place for visitors to meet-up as well.  

 

 

 

Real People. Real Places. Real Close. 

St. Mary’s County Tourism deploys a second tagline that developed out of a marketing study undertaken as part of 
the process to develop its current travel and tourism website. The tagline is meant to convey a visitor experience that 
is both authentic and nearby. St. Mary’s County Tourism does not utilize the tagline in other ways and will cease its 
use with completion of the website refresh. 

Destination Southern Maryland 
Destination Southern Maryland is the tri-county brand of Calvert, Charles 
and St. Mary’s counties. The Destination Southern Maryland website is 
operated on behalf of the Southern Maryland Heritage Area Consortium and 
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provides regional tourism, historic, and cultural information, as well as suggested itineraries. Destination Southern 
Maryland refers visitors to the respective county sites for more information and specific visitor services. The 
integration of “Southern Maryland” into how visitors are drawn to St. Mary’s County is an important strategy. This 
needs to have a place in ongoing marketing efforts.  

Leonardtown 
Leonardtown is the County seat of St. Mary’s County and does not have a 
separate tourism brand; however, because of its small-town feel and 
reputation, it is higher profile tourism asset to the County. “A Most 
Convenient Place” is the Leonardtown tagline, which promotes both the 
historic side of the town as well as the restaurants and downtown amenities within the community. Leonardtown is 
positioning itself for future development, which will continue to raise the importance of a tourism brand. 

 

Conclusion: Developing a brand reaches well beyond logos and taglines and gets at the essence of a destination. 
Given the extraordinary emphasis on experiential travel, the brand becomes even more critical. For destinations 
whose identities are tethered to a “county concept” because the DMO is an entity within county government, brand 
development becomes even more challenging. The development of the St. Mary’s County Hospitality and Tourism 
Master Plan provides an opportunity to develop an overarching, universally accepted brand and brand promise. 
This is an important approach to unifying efforts as well as efficiently reinforcing one message in all marketing 
efforts. The final brand platform should be adopted by all private businesses to reinforce the message to a broader 
audience.  
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Benchmarking 
The benchmarking study provides a means to compare components of St. Mary’s County tourism operations with 
others. Comparison counties were selected because they shared similar situations or had developed programs or 
methods of operation that could serve as models for St. Mary’s County. Data was drawn from interviews with DMOs, 
data provided on request, and data drawn from public sources such as websites and available STR data. 

Destinations studied 

 Calvert County 
 Charles County 
 Dorchester County 
 Frederick County 
 Talbot County 
 Lake Placid, NY (suggested benchmark for Leonardtown) 

Of the destinations studied, St. Mary’s County is the second-lowest DMO in terms of overall funding. St. Mary’s 
County is also the destination with the third-highest number of hotel rooms. In making a clear comparison, JLL 
created ratios for the total budget of each destination and the number of hotel rooms in each respective destination. 
This comparison shows that St. Mary’s County has the second-lowest expenditure per hotel room at $384. The 
highest expenditure per room is $680 and the average among competitors is $452 per room. The differences in 
levels of funding reveals that not only do the competing destinations have a higher level of funding overall, but are 
able to largely outspend St. Mary’s County on a per room basis for marketing.  

Hotel Property Mix  
 

 

DMO Funding Contrasted to Number of Hotel Rooms  
In order to make a true comparison between levels of funding, budgets were compared based on how many hotel 
rooms are in each respective destination. This analysis provides insight into how much a destination is able to spend 
promoting overnight stays and generating “heads in beds.” In a perfect scenario, a destination will have a higher 
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marketing budget relative to the number of hotel rooms. In this regard, St. Mary’s County is spending the second-
lowest amount per available hotel rooms at $384 per room. The average spend between the counties studied is 
$477, making St. Mary’s County $93 lower than the average spend per room.   

  

 

DMO Staffing 
Additionally, when comparing DMOs for their size and scale, the average staffing level of the counties studied is 2.5 
full time employees. This indicates the St. Mary’s County is understaffed in comparison with only two full time 
employees. 
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Destination Profile: St. Mary’s County 
The St. Mary's County Division of Tourism is part of the Department of Economic 
Development within St. Mary’s County government. It is staffed by two full time employees. 
The Welcome Center is subcontracted and run by the Chamber of Commerce. 

Funding 
St. Mary’s County Division of Tourism is funded entirely through the County’s General Fund. 
The County has a public accommodation’s tax of 5%, which goes into the General Fund. The Division of Tourism is 
also supported through an annual state marketing grant, which varies in amount. 

Annual DMO Revenue: 
$465,570 
 
Annual Budget: 
$465,570 
 
Total Hotel Rooms: 
1,210 
 
Hotel Property Mix: 
 Economy – 6  
 Midscale – 3 
 Upper Midscale – 7  
 Upscale – 1  
 B&B/Inn – 17 

Budget per room: 
$384 
 
Annual Hotel Tax Collection: 
$850,000 – FY15 
 
 
Average Room Rate: 
$88.91 (2.4% increase) 
 
Occupancy Rate: 
61% (11% increase) 

 

Budget Breakdown 

 

Target Audiences 
 Leisure weekend visitors from outside Southern Maryland 

Marketing
50%

Operating
30%

State 
Grant
11%

Other
9%

FY15 Allocation of Resources
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Top Demand Generators 
1. The current top demand generator for St. Mary’s County visitors is Naval Air Station Patuxent River. This 

has historically been the main segment staying in the hotel properties. 
2. Historic and cultural sites are among the top reasons for leisure visitation to St. Mary’s County. 
3. St. Mary’s County has become a destination for weddings. 
4. Outdoor recreation and activities is also a demand generator due to the number of state parks and water 

access points. 

Group Business 
St. Mary’s County Division of Tourism does limited marketing toward group tours and attends group tour shows, such 
as the American Bus Association to drive awareness of the destination. The County recently implemented a new data 
collection system to help assess ROI and determine if it should continue efforts to attract groups, which to date show 
minimal results. Along with Charles and Calvert counties, it markets to groups under a regional umbrella at 
Pennsylvania and Maryland motor coach marketplaces.  

There is no “direct sales effort” to the meetings or small group market. Meeting planners can access the meeting 
venues and their capacities on the Travel and Tourism website.  

Critical Area Law Implications 
More than 18% of the County's land area is within 1,000 feet of tidal waters, or within the "critical area" defined under 
Maryland's Chesapeake Bay Critical Area laws. St. Mary's County ranks fourth among Maryland counties in critical 
area acreage. In addition, the Comprehensive Plan has laid out guidelines for conservation including the requirement 
for a buffer of 100 feet for all perennial streams and intermittent streams within the area, which is approximately 40% 
of the County.  
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Destination Profile: Dorchester County  
Visit Dorchester is its own office within the Dorchester County government 
structure and does not have a membership base. It is staffed by one full 
time employee; four volunteers operate the Visitor Center.  

Funding 
Visit Dorchester is funded primarily through the County’s General Fund. The County has an accommodations tax at 
5%: 4% goes to the City of Cambridge’s general fund, 1% goes to the County’s general fund. Visit Dorchester is also 
supported through an annual Heritage Area grant of $100,000, which is dedicated funding for heritage tourism 
development.  

Annual DMO Revenue: 
$378,046 
 
Annual Budget: 
$278,046 – FY15 
$100,000 – FY15 Heritage Area 
 
Total Hotel Rooms: 
680 
Hotel Property Mix: 
 Economy – 3 
 Midscale – 1 
 Upper Midscale – 3 
 B&Bs/Inns – 9 

Budget per room: 
$555 
 
Annual Hotel Tax Collection: 
$300,000 – FY15 
 
Average Room Rate: 
$174.90 (2.4% increase over last 
year) 
 
Occupancy Rate: 
48.9% (0.3% increase over last 
year) 

 

Budget Breakdown 

 

Target Audiences 
 Couples without children looking to extend a weekend trip 
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Top Demand Generators 
1. Cycling is the biggest room generating segment 
2. Water activities such as sailing, recreational motor boating and fishing  
3. Culinary is a strong component for choosing Dorchester — most restaurants are locally owned and operated 
4. Small towns are driving visitation individually; for example, Cambridge has become a place for a younger 

demographic to spend weekends with its nightlife and entertainment, as well as a locally owned brewery.  

Group Business 
Visit Dorchester does not actively pursue group business because of two main factors: the office does not have 
capacity to chase and develop group leads and the destination does not have adequate facilities for group business. 
The Hyatt Regency is the only hotel property with capacity and their sales team works leads on group business. 

Critical Area Law Implications 
Dorchester County is affected by the Critical Area Laws, however the majority of the area where they are subject to 
the law is along the protected refuge. Critical Area Laws have not had a negative impact on tourism development.  

Recent Initiatives — Signature Event 
Visit Dorchester’s director recently lobbied and raised funds to recruit and establish an Ironman race through the 
County. The event has been successful and driven increased room nights throughout the year as athletes and 
enthusiasts learn about the area. The Ironman in and around Cambridge is one of only a dozen full-length races in 
the country and brings 2,000 athletes and another 2,000 spectators into the County for four days. Visit Dorchester 
sponsors and hosts a retail business seminar to engage and educate local businesses on leveraging the opportunity. 

 

 

  

“The Ironman put us on the map. Now they are coming to ride and see what else there is to 
here year-round” – Amanda Fenstermaker, Director of Visit Dorchester 
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Destination Profile: Frederick County 
Visit Frederick is a 501(c)6 that started 40 years ago as an offshoot of the Chamber of 
Commerce. Visit Frederick has an independent board of directors and a membership. 
Five full time employees, including the manager of the Visitor Center, staff it. The Visitor 
Center also has three part time, paid employees.  

Funding 
Visit Frederick is funded primarily through the hotel tax collection. The County levies the accommodations tax at 3%, 
all of which is distributed back to the organization after the county’s administrative fee. Visit Frederick is also 
supported through the membership base. 

Annual DMO Revenue: 
$1,864,704 FY16 
 
Annual Budget: 
$1,898,440– FY15 
 
Total Hotel Rooms: 2,352 
 
 

Hotel Property Mix: 
 Economy – 12 
 Midscale – 6 
 Upper Midscale – 9 
 Upscale – 4 
 B&B/Inn – 12 

 

Budget per room: 
$680 
 
Annual Hotel Tax Collection: 
$1,200,000 – FY15 
 
Average Room Rate: 
$86.80 (1.1% increase) 
 
Occupancy Rate: 
64.7% (6.1% increase) 

 

Budget Breakdown 

 

 

Target Audiences 
 Current target is a 50-50 split between weekend leisure and midweek corporate travel 
 Weekend leisure is outdoors enthusiasts and heritage travelers 
 Midweek corporate is the life science industries 
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Top Demand Generators 
1. Outdoors experience: cycling, fishing, hunting, camping and golf 
2. Heritage and history bring visitors because of their proximity to historic sites including the National Museum 

of Civil War Medicine 
3. Frederick County has religious sites that drive tourism including the National Shrine of St. Elizabeth Ann 

Seton 
4. Downtown Frederick has become a hip place to stay, eat, and explore. Downtown has shopping and dining 

with a brewery — and five more in development — within the county.  

Group Business 
Visit Frederick has a director of sales and marketing who works to generate leads but does not sell or book business 
for the properties. A full service property with conference space is in the planning stages for downtown Frederick. 
Visit Frederick is working with the City, County, and downtown development partners to approve and develop the 
project. The potential site includes a historic building that would be preserved and restored as a critical component 
for tourism development.  

Critical Area Law Implications 
Visit Frederick is not affected by the Critical Area Laws. The County has specific conservation zoning with more than 
10,000 acres of preserved state park land, but Critical Area Laws have not inhibited development for tourism.  

Recent Initiatives — Full Service Hotel and Conference Center 
Visit Frederick is currently working with its downtown partners and the development community to bring a full service 
hotel property to downtown Frederick. This property would also have a conference center space.  
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Destination Profile: Calvert County  
The Calvert County Office of Tourism, called Choose Calvert, is a 
division of the economic development department within the 
County government. Calvert County’s economic development 
department’s mission surrounding tourism includes facilitating the attraction, location and establishment of visitor 
industry business and works to increase the number of county visitors. The economic development department 
outlines key tourism programs, services, and support as:  

 Statewide distribution of Visitors Guide  
 Staff an informational toll-free phone line  
 Coordinate niche markets  
 Oversee Visitor Information Centers  
 Provide marketing assistance to visitor industry 

Within the economic development department of Calvert County, tourism has specific annual metrics including 
number of visitors, electronic newsletters, and visitor guide distribution. Two full time employees staff Calvert 
County’s tourism division. 

Funding 
The Calvert County tourism efforts are not separately broken out from the economic development department’s 
budget. The department overall is funded primarily through the general fund with specific state grants for tourism.  

Annual DMO Revenue: 
N/A 
 
Annual Budget: 
$400,000* – FY15 
 
Total Hotel Rooms: 
775 
 
Hotel Property Mix: 
 Economy – 1 
 Midscale – 1 
 Upper Midscale – 2 
 Upscale – 3 
 B&B/Inn – 4 

 

Budget per room: 
$516* 
 
Annual Hotel Tax Collection: 
$800,000 
 
Average Room Rate: 
$97.70 (3.1% increase) 
 
Occupancy Rate: 
49.7% (5.5% increase) 

Target Audiences 
 The target audience is primarily leisure driven  

Top Demand Generators 
1. The primary demand generators are the water-facing activities such as boating, kayaking, or beach going. 
2. In addition to the overall county attractions, Calvert County has key assets in Solomons Island and North 

Beach/Chesapeake Beach which have shopping dining and outdoors activities for visitors.  
3. The Calvert County Marine Museum at Solomons Island is the most visited museum in the region.  



 

  122 

 

Group Business 
 Calvert County has stopped marketing to groups on its own, and is no longer a member of ABA. Along with 

Charles and St. Mary’s counties, it markets to groups under a regional umbrella at Pennsylvania and 
Maryland motor coach marketplaces.  

Critical Area Law Implications 
The County is subject to Critical Area Laws, which affects the shoreline areas of the eastern and western sides of the 
county. In speaking with Joyce Stinnett Baki with Calvert County Tourism, the County works with businesses to 
overcome hurdles imposed by the Critical Area Law and other regulations businesses face. Although tourism is not 
the office that directly handles the issues, Baki acts as a conduit and facilitator.  
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Destination Profile: Charles County  
The Charles County Office of Tourism is a division of county 
government. Charles County’s tourism office promotes, 
develops, organizes, and coordinates the tourism events, 
supports new and existing tourism amenities, and accommodates the area’s visitors. Programs and events target 
leisure and business visitation. The office acts as the liaison between private and public agencies for the economic 
benefit of the tourism and travel industry. 

At the time of this report, the Charles County DMO position was vacant. JLL conducted research and used the 2012 
Charles County Tourism Destination Plan Study to gather information. 

Funding 
The Charles County tourism efforts are funded primarily through the general fund with specific state grants for 
tourism.  

Annual DMO Revenue: 
N/A 
 
Annual Budget: 
$250,000* 
 
Total Hotel Rooms: 
1,450 
 
Hotel Property Mix: 
 Economy – 6 
 Midscale – 7 
 Upper Midscale – 8 
 Upscale – 1 
 B&B/Inn – 3 

 
*JLL utilized the 2012 Charles County 
Tourism Destination Plan Study for this 
data. Budget and Rooms Ratio data is 
estimated based on the 2012 report.  

Budget per room: 
$172* 
 
Annual Hotel Tax Collection: 
$949,000 
 
Average Room Rate: 
$82.79 (0.7% increase) 
 
Occupancy Rate: 
62.2% (6.3% increase) 

Target Audiences 
 The target audience for Charles County appears to be leisure driven with visitors driving in from the 

Wasington, D.C. and Baltimore areas.  
 Charles County participated in the 150-year anniversary of the Civil War and promoted the Civil War Trails 

to leisure visitors.  

Top Demand Generators 
1. The primary demand generators are the natural resources from the trails and recreation to the water 

amenities within the county.  
2. Heritage sites, especially those related to the Civil War, are the second-largest demand generator. 
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3. Waldorf has the shopping, dining, and nightlife for visitors and the 2012 study focused on that area for 
recommendations around increasing the available amenities for visitors.  

4. The Ghost Fleet at Mallows Bay will likely become a higher demand generator.  

Group Business 
Charles County has a minimal group tour effort and lists on their website social events and wedding facilities. The 
office of tourism does not participate in ABA. Along with Calvert and St. Mary’s counties, it markets to groups under a 
regional umbrella at Pennsylvania and Maryland motor coach marketplaces.  

Critical Area Law Implications 
Charles County is subject to Critical Area Laws, but because the contact was not available, JLL was not able to 
determine the depth of which it affects tourism businesses.  

The 2012 Charles County Destination Plan Study 
Charles County completed a Tourism Destination Plan Study in 2012 with Zeitgeist Consulting. The study made 
several recommendations around the organizational structure and overall destination. One of the key organizational 
recommendations included increasing the DMO’s funding to a minimum of $500,000 with an ideal budget of one 
million dollars to make Charles County competitive with other regional destinations. The 2012 study estimated that 
with that level of increased funding, Charles County would see 20,000 new room nights per year and $2.5 million in 
visitor spending. The study also surmised that if the budget reached the optimal million-dollar recommendation those 
ROI numbers would double. With the budget recommendation, the study also recommended an increase in staffing 
to include a director, administrative assistant, marketing director, and a sales manager. 

Recent Initiatives 
Mallows Bay is pending designation as a National Marine Sanctuary.  
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Destination Profile: Talbot County  
The Talbot County Office of Tourism is a division of the Talbot County government. 
The Talbot County Office of Tourism is independent of the economic development 
department, however they share similar missions and a percentage of the 
accommodations tax is distributed to economic development. It is staffed by two full 
time employees and one part time employee at the Visitor Center. The Talbot County Office of Tourism works out of 
the Visitor Center, which is open seven days a week.  

Funding 
The Talbot County Office of Tourism is funded entirely through County’s General Fund. The County also has an 
accommodations tax; however, the collection and distribution goes back to the individual towns. The towns are not 
required to providing funding to the Office of Tourism, and only one does.  

 

Annual DMO Revenue: 
$600,000 – FY15 
 
Annual Budget: 
$600,000 – FY15 
 
Total Hotel Rooms: 
1,007 
 
 

Hotel Property Mix: 
 Economy – 3 
 Midscale – 2 
 Upper Midscale – 8 
 Upscale – 5 
 Upper Upscale – 1 
 Luxury – 1 
 B&B/Inn – 34 

 

Budget per room: 
$595 
 
Annual Hotel Tax Collection: 
$1,200,000 – FY15 
 
Average Room Rate: 
$159.90 (1.7% increase) 
 
Occupancy Rate: 
46% (4.7% increase) 

 

Target Audiences 
 The target audience is 90% leisure traveler 
 The other 10% is toward group business, primarily for group tour with the outlying hotels on Route 50 

catching any of the business travel midweek en route to Ocean City . 
 The main industry countywide is agriculture, which limits the amount of business travel coming into the 

destination.  

Top Demand Generators 
1. Cycling is the number one attraction and Talbot has become known as Maryland’s number one biking 
destination. 
2. Additional outdoors activities that drive tourism include kayaking and fishing.  
3. The individual towns are promoted by the Office of Tourism as unique destinations, and as culinary 
destinations. The restaurants in the county compete with top name chefs and restaurants in Washington, 
D.C. 
4. The County’s small towns have also become known for their Bed & Breakfasts and Inns. Talbot County 
has quaint and historic Inns and B&Bs nestled into downtown areas and waterfront locations of the 
communities making it desirable to visitors.  
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Group Business 
The Talbot County Office of Tourism participates in the Eastern Shore Consortium, which funds a representative for 
the Eastern Shore communities. The representative participates in shows and generates leads for the destinations.  

Critical Area Law Implications 
The County is subject to the Critical Area Law, which affects the shoreline areas of the southern end of the county. 
The county is currently considering legislation to make tourism development easier and more streamlined.  

The Talbot County Office of Tourism is currently advocating for the Sustainable Tourism and Redevelopment Act 
(STAR), which is up for a vote by the Talbot County Commission in 2016. STAR would pave the way for future 
tourism businesses and properties to be developed and older buildings to be rehabbed, preserved, and redeveloped 
within a district. The proposed legislation’s purpose is to promote reinvestment and redevelopment of existing tourism 
structures as well as create a district to “promote the local tourism industry, to encourage the economical and 
efficient use of land, and to encourage reinvestment in existing nonconforming tourism-related structures and uses 
through rehabilitation, redesign … demolition and reconstruction.” The district, if created and adopted, is considered 
a “floating” district in the county and can be applied to parcels and facilities that have been in commercial use for at 
least 10 years and have a non-conforming status with current codes.  

Recent Initiatives — Sports Market 
The Talbot County Office of Tourism is currently working on a situational analysis with the Sports Commission of the 
State of Maryland to position themselves in the future for endurance athletes. The goal of this study is to show the 
potential for growth and development of a facility for amateur and endurance sports. The Talbot County Office of 
Tourism will use this study to determine next steps on a sports complex. 
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Destination Profile: Lake Placid, New York  
The Lake Placid CVB is a private, nonprofit organization 
operated by the Regional Office of Sustainable Tourism 
(ROOST) and is the accredited Destination Marketing 
Organization (DMO) for Essex County, New York. The Lake Placid CVB/ROOST operates as a regional CVB and 
has a contract to support three counties’ tourism efforts. This regional effort is unique to New York and is designated 
as a TDA or Tourism Destination Area. A TDA is a community (or group of communities) that have the critical mass 
of attractions, amenities, tourism support services, accommodations, and infrastructure that enables them to sustain 
their economy and quality of life in the tourism economic sector. It is staffed by 27 employees for all three counties 
under the regional CVB.  

Funding 
The Lake Placid CVB is funded through the Essex County occupancy tax, State of New York matching funds, 
convention sales, and additional contracts with the small towns in the county. Lake Placid is also part of the Visit 
Adirondacks USA regional tourism effort and contributes financially to the larger regional marketing effort.  

Annual DMO Revenue: 

$2,500,000 – FY15* 
 

Annual Budget: 

$2,500,000 – FY15* 
 

Total Hotel Rooms: 

1,766 

 

*based on occupancy tax collections 
by county and does not include 
convention sales commission. 

Hotel Property Mix: 

 Economy – 15 
 Midscale – 4 
 Upper Midscale – 4 
 Upscale – 4 
 Upper Upscale – 3 
 Luxury – 3 
 B&B/Inn – 17 

 

Budget per room: 

$1,000 

 

Annual Hotel Tax Collection: 

$2,000,000– FY15 

 

 

 

Target Audiences: 
 The target audience is predominantly leisure travelers interested in outdoor activities across all seasons. 
 A sustainable tourism initiative supports the industry and attempts to make a low impact on 

the environmental and local culture while helping to generate income and employment without overtaxing 
resources —whether human, environmental, or man-made. The ultimate goal of sustainable tourism is to 
improve the quality of life for residents. 

Top Demand Generators: 
1. Lake Placid Village — downtown core is full of retail and dining for visitors to experience 
2. Additional outdoors activities that drive tourism include water activities, hiking, and biking.  
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Critical Area Law Implications 
Lake Placid is not subject to the Maryland Critical Area Laws. 

Recent Initiatives – Sustainable Tourism and Destination Master Planning  
“The carefully planned growth of tourism presents opportunities to raise the quality of life for residents, generate jobs 
and business opportunities, and protect our Adirondack lifestyle.” 

Although ROOST out as a chamber of commerce in Lake Placid, it evolved to become the DMO for a large part of 
the Adirondacks. Each of these regions has its own strengths from a tourism perspective, but many lack the 
infrastructure to be competitive in today’s challenging marketplace. 
 
Through a Destination Master Planning process, Lake Placid was able to rally community stakeholders around a 
focused effort to increase not only the tourism infrastructure, but also to better the community for current residents 
and future residents. 
 
The Adirondack region has long been a tourism destination — especially for history buffs and outdoor 
recreationalists. However, due largely to aging infrastructure, many of the small communities in the region are 
struggling to attract their share of potential visitors in a very competitive destination marketplace. 
 
The primary challenge is to find ways to grow tourism in the greater region while managing growth in the more 
established tourism bases of Lake Placid, Old Forge, and Lake George. The task in all communities is to engineer 
tourism in ways that benefit area residents and their quality of life in terms of jobs and business opportunities while 
preserving the culture. The loss of a grocery store because of lack of demand results in the loss of jobs for locals and 
a resource for residents and visitors. However, just as a lack of facilities results in a negative spiral effect, an 
increase in visitor demand will drive the need for increased facilities, such as grocery stores, which in turn benefits 
residents.  
 
The process depends on grassroots involvement of community champions committed to implementing short- and 
long-term action items. In this way, the residents take ownership of the process and pride in their accomplishments. 
Each of the communities now has a destination master plan that identifies unique challenges and strategies specific 
to their needs and in appropriate scale. Most of the challenges are based on the need for updated lodging and the 
development of products that will facilitate greater exchange of money to contribute to the tourism economy — such 
as increased sale of locally made goods associated with the outdoor recreational opportunities and rich history and 
culture of the region. 
 
With engaged stakeholders, private investment, Adirondack entrepreneurs, Park-specific incentive programs, and 
other grassroots initiatives, the communities in the Adirondacks who seek to realize an economic benefit from tourism 
can achieve that goal.  
 

Conclusion: The findings of the benchmarking can be summarized in a few key areas: 

1. The level of funding for St. Mary’s County Division of Tourism must be increased to achieve further 
results and be competitive within the leisure travel marketplace. Additional funding sources should be 
investigated.   

2. The tourism organizational structure may need to be adjusted or new models considered to best benefit 
the County and tourism stakeholders.  

3. The focus and priorities of the Tourism efforts need to be adjusted to include more proactive sales and 
marketing efforts in areas that can deliver ROI. Associated metrics need to be developed.  
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4. Economic development efforts to attract new tourism-related businesses must be the cornerstone if the 
effort is to be successful.  

5. Creative approaches to local and state regulations that develop workable solutions must be developed and 
implemented. 
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Base Economic Data and Current Level of Expenditures  

Maryland 
Tourism industry sales in Maryland overall rose 6.1% totaling $16.4 billion, according to the 2014 report: Economic 
Impact of Tourism in Maryland Tourism Satellite Account, produced by Tourism Economics. As Maryland’s Office of 
Tourism shifted focus to overnight stays, the overnight visitor was the primary growth driver in 2014.  

Maryland’s key growth sector for tourism spending was in recreational purchases, rising 8.4% to $1,458,500,000. 
This is a positive indicator for St. Mary’s County as many of its assets and activities are outdoors related. The 
following chart from the Tourism Economics report shows the level of spending is predominantly in transportation, 
food & beverage and lodging.  
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St. Mary’s County 
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County Comparison: Marketing Expenditures 
Although tourism budgets for all 23 counties were not available, FY15 marketing expenditures place St. Mary’s 
County as 14th in expenditures at $126, 837, with Anne Arundel County ranking first at $930,373 and Caroline County 
ranking last at $11,838. The average marketing expenditure is $197,209. 

Maryland Counties Consumer Tax Revenue 
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Capacity of Local Tourism Organizations and Hospitality Businesses 
St. Mary’s County has one primary tourism entity: The St. Mary’s County Division of Tourism and several peripheral 
and supporting organizations: The St. Mary’s County Chamber of Commerce, which is a partner in this study and has 
a tourism advisory council; the Town of Leonardtown and it business association, which has a marketing committee; 
and The Southern Maryland Heritage Area Consortium, which administers the regional heritage area and serves as 
the regional marketing entity.   

St. Mary’s County Division of Tourism (SMCT)  
SMCT is a division within the Department of Economic Development (DED) which also includes Divisions for 
Business Development and Agriculture and Seafood Development. DED focused on base-county issues and 
relationships until recently when the County initiated steps to make its economy less base-dependent. This has 
resulted in new department leadership and reorganization and the undertaking of a Comprehensive Economic 
Development Strategy, of which this tourism plan is a part. The new focus will mean a greater economic development 
role for SMCT, and as the tourism and hospitality industry grows, it will likely require rethinking of roles, 
responsibilities, and capacity within SMCT to meet the evolving needs of the industry. In terms of budget, as 
described in the benchmarking section of this report, the St. Mary’s County’s Office of Tourism operates with one of 
the lowest budgets and staffing levels of the comparable destinations studied. This illustrates the need for additional 
support in order to enhance SMCT’s capability.  

SMCT offers a full tourism program covering marketing and advertising activities, digital and social media marketing, 
group and consumer packaged travel, public relations, publications and program development, visitor information 
services, distribution and fulfillment, local industry support and development, and regional and state partnership 
activities. 

Staffing 
SMCT employs two fulltime staff members. The tourism manager sets goals and objectives, creates and implements 
strategic and marketing plans and campaigns, oversees operations, contracts and budgets, supports industry 
partners, and works with state, regional, and federal entities. The tourism administrative coordinator is responsible for 
public relations and communications efforts, marketing to groups, social media, website management, and 
administrative duties.  

Budget 
SMCT has a total budget of approximately $470,000 to include staffing and programs funded through the County’s 
General Fund as set by the Commissioners of St. Mary’s County. The amount and allocation of resources does not 
vary much year-to-year and is based primarily on the prior year’s allocation. The budget process does not include 
outside stakeholder input. The local hotel tax levied at 5% and the admission and amusement tax of 1% do not flow 
back into SMCT’s operations. 
 

FY16 Program Budget  
 

  

Conferences $12,000 

Printing $35,000 

Materials & Supplies $6,500 

Operations * $10,000 
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Contract Services $121,302 

Advertising  

County Funds  $74,539 

Local Co-op Funds* * $60,000 

State Grant  $27,000 

  

Total  $346,341 

 
 
*$60,000 in “receivables” budget for local co-op program reimbursements. **Operations is funding for Southern 
Maryland Heritage Area Consortium regional tourism efforts. 
 

Advertising Plan Budget Breakdown 
SMCT allocates advertising funds based on its strategic and marketing plans. The advertising breakdown for FY16 is 
as follows.  

Category  Targeted Expenditure  Percent 

General Leisure Travel  90,000  56 

Events  40,000  25 

Outdoor/Sports  8,500 5 

Farm and Wineries  7,500 5 

Niche Markets  6,500  4 

Local Outreach  6000  4 

Services  1,000  1 

   

TOTAL  159,500 100 

As master plan priorities develop, marketing efforts must be brought into alignement with them. An important 
outcome of the plan will be to deploy resources in areas that will deliver the highest return. 

Visitor Services 
St. Mary’s County offers visitor information at the St. Mary’s County Welcome Center at Charlotte Hall. The property 
is owned by the County and includes almost two acres of maintained lawns and a brick colonial- style residence 
adapted to serve as the Welcome Center. Welcome Center operations are subcontracted to the Chamber of 
Commerce. The center is open on a full time basis April through October, with limited hours November through 
March. Despite its location beside Route 5, a main gateway into the county, visitation is low, at less than 3,000 
visitors per year while operational costs are at $60,000. A new LED sign might help direct traffic to the center, and its 
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charming setting and location adjacent to Three Notch Trail and other services point toward increasing use with 
implementation of the master plan. The operational structure and attendant costs merit examination as part of the 
planning process to ensure best allocation of resources to the service of travelers to the County. Additionally, it will 
be important to ensure that moving forward, visitor center operations keep up with trends and training in visitor 
services. 

The Patuxent River Naval Air Museum’s new exhibit hall will provide a visitor information center that will service 
visitors coming into the county from Route 4. Establishing the center is a requirement of federal transportation 
funding provided to the project. The center will be operated by the museum with start-up and ongoing support of 
SMCT. DED funds and funds from the county’s capital improvement covered the cost of the center design, materials, 
and supplies. 

St. Mary’s County Chamber of Commerce and the Tourism and Hospitality Advisory Council 
The Chamber of Commerce has provided visitor information services to visitors for decades, first from its offices in 
Mechanicsville, and beginning in 2005, from the St. Mary’s County Welcome Center at Charlotte Hall under contract 
to the County. Chamber operations also include a long-standing tourism committee that evolved into the Tourism and 
Hospitality Advisory Council (THAC). THAC’s objective is to advise the chamber on tourism-related issues at the 
state and local level and serve as advocate for the greater tourism and hospitality industry. However, while the group 
has made progress with SMCT in creating a cohesive industry — at its well-attended, biannual gathering — the 
membership is small and does not fully reflect the industry. THAC will be a significant partner moving forward with the 
master plan. Several THAC members serve on the MPC.  

Southern Maryland Heritage Area Consortium 
The Southern Maryland Heritage Area Consortium (SMHAC) administers the Maryland Heritage Area Authorities 
grant program as well as its own popular mini-grant program. SMHAC is funded by the three Southern Maryland 
counties and the Maryland Heritage Areas Authority. SMHAC’s Marketing Committee is composed of the three 
regional tourism directors. The committee operates under the rubric “Destination Southern Maryland.”  

St. Mary’s County Hospitality Businesses  
These include hotels, restaurants, shops, galleries, and outfitters. The current challenges these businesses face has 
become apparent during Phase I: generating critical mass and meeting regulations related to expansion and new 
business development.  

Critical Mass 
When it comes to the current tourism and hospitality industry businesses’ capacity to operate and service visitors, the 
issue is the availability of amenities — food, lodging, shopping, and other services located where tourists need and 
expect them. There are gaps in offerings and services throughout the county where a visitor would like dining, 
nightlife, and additional connectivity between experiences. In addition, current visitor numbers are not great enough 
to support consistent hours and adequate staffing. In a “chicken and egg” dilemma, until such time as there are 
consistent hours and adequate staffing, visitors will not come. While much of the plan will be devoted to getting 
services where they make sense and provide the greatest benefit, working with local businesses to increase hours 
and staffing on weekends is essential.  

As these issued begin to be addressed, and St. Mary’s County moves closer to a tourism ethos, engendering that 
sense of ownership and shared vision will be instrumental to this plan’s success.  

 

 FY06 FY16 
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Conclusion: Although the St. Mary’s County Division of Tourism has borne the responsibility of increasing the 
economic benefits of tourism to a growing industry, its level of staffing has not increased in 25 years, remaining at 
two employees. While the Division has received funding for two substantial programs in the past decade — the 
Welcome Center at Charlotte Hall and a Travel and Tourism Website — budgets for other core areas have 
remained relatively flat. Building organizational and funding capacities are critical to implementing and sustaining 
the Tourism and Hospitality Master Plan. 

At minimum, additional staffing and funding for SMCT tied to strategies in the master plan will need to be 
considered. Simultaneously, work-sharing ideas and finding efficiencies in programs should not be overlooked. For 
example, more intensive use of DED business development staff in the service of the tourism and hospitality 
industry, and examining welcome center costs and operations both merit consideration.  

However, to truly “move the needle,” this plan must harness the energy and engage the efforts of the entire 
industry. What entity will coordinate and implement the plan, and how it will be funded must be addressed within 
the plan itself and under the umbrella of the greater Comprehensive Economic Development Plan.  

  

Conferences $8,000 $12,000 

Printing $18,450 $35,000 

Materials & Supplies $3,000 $6,500 

Operations * $10,000 $10,000 

Contract Services $86,550 $121,302 

Advertising (County Funds only) $60,000 $74,539 

Total  $186,000 $259,341 


