
ST. MARY’S COUNTY  

TOURISM MASTER PLAN 

Strategic Advisory Group 



14 Key Objectives   

1. Identify capital and infrastructure improvements needed to support the 
industry’s growth. 

2. Identify new areas and markets for tourism development, which are 
linked to existing and forecasted visitor trends. 

3. Determine how the County might better align management and growth of 
recreation assets and museums to increase tourist visitation to St. Mary’s 
County. 

4. Conceptualize how a rural community with far, flung assets can become 
more attractive to travelers in the close-in metro region and the mid-
Atlantic region. 

5. Place an emphasis on projects and programs that encourage weekend 
and longer-term stays. 

6. Consider how brand hotels catering to the business weekday traveler 
can reposition themselves to capture weekend leisure travel. 

7. Include a long-range capital tourism improvement plan for the County. 



Key Objectives Continued 

1. Assess the County’s current tourism operations, functions, and 
budget and recommend improvements required to successfully 
implement the Plan. 

2. Detail ways to increase tourism visitation and spending through 
strategic tourism investment, product development, and wise 
marketing investments. 

3. Increase awareness and use of tourism assets among residents, 
visitors, community groups and organizations. 

4. Identify partnership opportunities among industry members, the 
private sector and local institutions and municipalities. 

5. Identify program and project intersects with the St. Mary’s County 
Department of Recreation and Parks, to include its Museum 
Division and sports offerings. 

6. Build and strengthen relationships, coordination and 
communication among tourism organizations and partners. 

7. Identify and address State and local legislative and regulatory 
issues regarding, land-use, tax policies, etc. necessary to achieving 
goals and objectives. 



Overview of Tourism Master Plan Process 

Project Immersion 

• Initial Meetings 

• Finalize Timeline 

• Review Current Research 

Stakeholder Outreach 

• Stakeholder Survey -Key 
Feedback 

• Communication Plan 

Situational Analysis 

• Assessment of Current Tourism 
& Hospitality Assets 

• SWOT Analysis 

Competitive Set Analysis 

Additional Research 

• Market Segmentation - Leisure 
Sales & Marketing 

• Group Sales Analysis 

• Research Results 

Identify Areas of Focus & Best 
Opportunities 

• Executive Summary 

Development of the Master Plan Metrics & Evaluation 

South County Action Plan 

• Recommendation Matrix 



Phase I - Immersion 

• Initial Meetings 

• TMPC and COR 

 

• Review current research 

• Research received – thank you Andrew 

• St. Mary’s County Tourism plans & reports 

• Economic data – tax collection and use 

• STR Reports 

• Website reports 

• State Parks study 

• State and Federal Trails and Byways information 

• Other County Department plans 

• Hard copies of visitor guides and maps 

 

 



Stakeholder Engagement 

• Inclusive stakeholder process 

• Introductory meetings 

• Focus groups 

 

• Stakeholder survey 

• Broad-based participation 

 

 

• Ongoing communication 

• Encourage feedback 

 

Sample 

Stakeholder 

Survey 

Sample 

Stakeholder 

Update 



Situational Analysis 

• Assessment of current tourism and hospitality assets  

St Mary's 
Tourism  

Lodging/ 
Dining 

Retail 

Arts/ 
Entertainment  

Recreation  

Meeting 
facitiies  

Transportatio
n  

Museums/ 
Attractions  



SWOT Analysis  

• After gathering substantial 

feedback and research SAG 

will develop a SWOT 

analysis. 

 

• Develop key priorities for the 

TMP 

Strengths  

• Weather/location 

• Ease of access between two 
metropolitan areas 

• Comfortable/safe 

• Beaches 

• Family destination 

• Hub to other amusement areas 

• LEGOLAND 

• Regional Draw 

• Assets 

• Hiking 

• Golf 

• Lagoons 

• Shopping 

• Mellow/Well kept secret 

• Health and wellness 

• Quality of Life 

• Price points for all markets 

• Strong business community 

Weaknesses 

• Lacks national recognition 

• Submarket of San Diego 

• Missing signature venues and city wide 
events i.e. concert, sports, etc. 

• sole funding source 

• Missing key group sales plan 

• Branded properties vs. independent 
properties not unified on marketing 
efforts 

• lack of transparency from DMO to 
stakeholders 

• Lack of clarity around target markets 

Opportunities 

• Airport expansion 

• Unify brand 

• Product development 

• Group sales plan potential 

• Leisure market expansion 

• Capitalize on local drive in market 

• Ability to restructure funding for 
additional marketing support 

Threats 

• Airport (constricting if not expanded in 
the near future) 

• Development/Expansion plans for San 
Diego Convention Center 

• San Diego’s marketing budget 

• Exposure  

• Ground transportation from San Diego 
is not economical 

• Boarder-line overbuilt 

• Lack of promotional resources 

• Other amusement parks developing 

• Universal 

• Sea World getting bad press 

• Products are only geared toward the 
warmer weather 

SWOT 



Competitive Set Analysis 

• SAG will work with the TMPC and COR on similar 

destinations to analysis 

• Similar organization structure 

• Similar budget 

 

• Determine equalizing factors 
Marketing Budget & Total Rooms Ratio Ranking 

Sample 

benchmarking 

results  



Market Segmentation 

• SAG will work with the hotel community to gather visitor 

data to profile St. Mary’s County’s current visitor base. 

• Anonymous 

• Confidential  

• Protected  

 

• Using Nielsen’s syndicated research SAG will analyze the 

segments for growth and future opportunities.   

 
The Lifestyle Segmentation Analysis is broken out into 66 segments which are 

numbered according to socioeconomic rank (which takes into account 

characteristics such as income, education, occupation and home value) and are 

grouped into 11 Lifestage Groups and 14 Social Groups. 



Marketing Channels 

• SAG will review the current activity in all of the key 

marketing channels.  

• We will assess this with all of the tourism stakeholders to 

determine the approach that will drive the highest level of 

conversion. 

Leisure 
Sales and 
Marketing  

Online 
Marketing  

Social 
Media  

Public 
Relations 

Advertsing  

Direct 
Marketing  



Group Sales 

• Review current activity and inventory 

 

• Understand both group tour and meeting planner 

opportunities  

Current Group 

Tour Profile 



Research Results 

• SAG believes that research based decision making is an 

important cornerstone for a successful and supported 

THMP.  

SAG Research  Past Research  

Competititive 
Destinations  

Stakeholder 
Focus Groups  

Stakeholder 
Surveys  

Nielson Lifestyle 
Analysis  

Online Data  



Research Check In 

• SAG will prepare and Executive Summary for the TMPC 

 

Research 
Findings  

Key segmentation 
recommendations 

Segment 
attributes 

Current and 
Future 

Demand 
Generators  

Current Assets  

• Improvements  

• Positioning  

Proposed Future 
Assets 

• New development  

• Feasibility overview 

• Funding options  

Experience 
Development 

Creation of St. 
Mary’s County 
experiences  

Package and 
itinerary 

development  

Event 
Development 

Guideline 
Development  

Investment in 
current events 

Future event plan  



Phase II: Tourism Hospitality Master Plan 

• SAG will draft the Tourism Hospitality Master Plan 

 

Introduction 

 

Executive Summary   

 

The State of the St. Mary's Tourism Economy 

Stakeholder Immersion – Focus Groups   

Stakeholder Survey   

Benchmarking Results  

 

Lifestyle Segmentation Market Analysis  

Research Plan – Recommendation   

The St. Mary County Experience   

 a. Review of Current Assets  

 b. Proposed New Assets  

 

Leisure Sales and Marketing – A New Direction 

 

Group Sales and Marketing 

 

Event Development 

 

Governance 

 

Budget 

 

Funding Options  

 

Conclusion 

 

Recommendation Matrix 

 

Addendum/Stakeholder Participation   

 

 

THMP Overview 



Metrics & Evaluation 

• SAG will develop metrics to measure the implementation 

of the THMP recommendations 

Sample Metrics 



Phase III: South County Action Plan 

• SAG will create a recommendation matrix and timeline for 

implementation 

 

Sample 

Recommendation 

Matrix 


