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STUDY OBJECTIVES: VISITOR JOURNEY
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METHODOLOGY
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Visitor Tracking Study
» Interviews were completed in person and online with 528 

visitors at the Tallahassee International Airport, the 
Tallahassee Museum, parks, attractions, and events 
between April 1st and June 30th, 2025 (Quarter 3).



WHAT HAPPENED IN TALLAHASSEE: APR-JUNE 2025
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Word of South Festival
Chain of Parks Art Festival

Concerts
Emancipation Day
Juneteenth

Southern Shakespeare Festival
ASG Capital Cup
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63.5% $131.44 628,400
VISITOR

NUMBER*
AVERAGE DAILY 

RATE
OCCUPANCY

RATE

1.2%↑ 9.8%↑ 2.1%

↑Vs. 2024

FY25 Q3 ECONOMIC 
SNAPSHOT

$205,088,900
DIRECT

SPEND

6.8%↑

*Spending is up despite visitor number being down due to a higher spend per visitor.
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» Though slightly fewer visitors came to Tallahassee (-2.1%), they spent more money while 
in the area (+6.8%)

» This quarter saw more visitors using friends and family as a trip planning source (+14% 
points) 

» More visitors came to the area for a special event (+7% points) or to enjoy nature (+6% 
points)

» Fewer visitors were in the area for the first time (-4% points) 

» Going along with the increase in repeat visitors, this quarter’s visitors were more likely to 
rely on prior knowledge of the area in their trip planning (+15% points)

» In line with a national trend of visitors spending less on non-essentials during their trips, 
fewer visitors went out to eat (-17% points) and fewer went shopping (-16% points)

» Also in line with cutting costs, this quarter saw more visitors from Florida and the 
Southeast (+7% points) and fewer from other parts of the country

FY25 Q3 VISITOR 
SNAPSHOT

Compared to April-June 2024:



EXECUTIVE 
SUMMARY
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TOURISM SNAPSHOT: KEY METRICS FY25 VS FY24

April-June 2024 April-June 2025 Percent Change
Occupancy4 62.7% 63.5% + 1.2%

Room Rates4 $119.66 $131.44 + 9.8%

Room Nights4 392,400 396,400 + 1.0%

TDT Collections5 $2,281,604 $2,660,099 + 16.6%

April-June 2024 April-June 2025 Percent Change

Visitors1 642,200 628,400 - 2.1%

Direct Expenditures2 $192,014,300 $205,088,900 + 6.8%

Total Economic Impact3 $314,903,500 $336,345,800 + 6.8%

1Spending is up despite visitor number being down due to a higher spend per visitor.
2Includes spending for: accommodations, restaurants, entertainment, shopping, transportation, groceries, and “other” expenses.
3Multiplier for both FY2024 and FY2025 is 1.64.
4From STR, DBPR, and Key Data (via Zartico).
5From Leon County Tax Collector.
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SESSION YEAR COMPARISON: FY25 VS FY231

April-June 2023 April-June 2025 Percent Change
Occupancy5 61.8% 63.5% + 2.8%

Room Rates5 $123.00 $131.44 + 6.9%

Room Nights5 363,500 396,400 + 9.1%

TDT Collections6 $2,444,975 $2,660,099 + 8.8%

April-June 2023 April-June 2025 Percent Change

Visitors2 614,900 628,400 + 2.2%

Direct Expenditures3 $186,719,000 $205,088,900 + 9.8%

Total Economic Impact4 $308,566,200 $336,345,800 + 9.0%

1Represents a YOY comparison of economic impact metrics in Leon County while the Legislature was in session.
2A higher visitor number and ADR contributed to greater direct spending and economic impact.
3Includes spending for: accommodations, restaurants, entertainment, shopping, transportation, groceries, and “other” expenses.
4Multiplier for FY2025 updated to 1.64 from 1.65 in FY2023.
5From STR, DBPR, and Key Data (via Zartico).
6From Leon County Tax Collector.
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TOURISM SNAPSHOT: KEY METRICS YEAR TO DATE

FY24 YTD1 FY25 YTD1 Percent Change

Visitors 1,883,000 1,955,700 + 3.9%

Direct Expenditures2 $601,409,900 $664,821,100 + 10.5%

Total Economic Impact $986,312,300 $1,090,306,600 + 10.5%

Room Nights3 1,120,300 1,232,200 + 10.0%

TDT Collections4 $7,033,529 $7,510,465 + 6.8%

1Year to Date data includes Oct-June of the given fiscal year.
2Includes spending for accommodations, restaurants, entertainment, shopping, transportation, groceries, and “other” expenses.
3From STR, DBPR, and Key Data (via Zartico).
4From Leon County Tax Collector.
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5-YEAR VIEW – LODGING METRICS

58.3%
63.1% 61.8% 62.7% 63.5%
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Apr-Jun
2022

Apr-Jun
2023

Apr-Jun
2024
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$123.00 $119.66 
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Apr-Jun
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Apr-Jun
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Apr-Jun
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Apr-Jun
2024

Apr-Jun
2025

Occupancy Rate Average Daily Rate
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5-YEAR VIEW – KEY METRICS

519,972
665,900 614,900 642,200 628,400

Apr-Jun
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Apr-Jun
2022

Apr-Jun
2023

Apr-Jun
2024

Apr-Jun
2025
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Apr-Jun
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Apr-Jun
2022

Apr-Jun
2023

Apr-Jun
2024

Apr-Jun
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Visitors Room Nights

$156,174,500 
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Apr-Jun
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46% Talk to friends/family
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42% Prior area knowledge 28% Google search 16% Social media

FY25 Q3 TRIP 
PLANNING

64% of visitors planned their trip a month or less in advance

Tallahassee was 85% of visitors’ primary destination

Top trip planning sources in FY25 Q3*:

*Multiple responses permitted.



FY25 Q3 
ADVERTISING 
INFLUENCE

*Multiple responses permitted. Percents out of all visitors.
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1 in 10 visitors recalled advertising for the Tallahassee area 

This information influenced 5% of all visitors to come to the area

Top sources of ad recall in FY25 Q3*:

3% Personal social media 2% Visit Tallahassee social media 1% Traveler reviews/blogs



FY25 Q3 REASONS 
FOR VISITING*

34% Visit friends and relatives
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22% Relax and unwind 18% Business

The top reasons visitors came to the Tallahassee area in FY25 Q3:

23% Special event

*Multiple responses permitted.
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4%

33%

4%4%

4% International

FY25 Q3 REGION 
OF ORIGIN

51%
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14% Surrounding Areas* 8% Atlanta 8% Miami-Fort Lauderdale

FY25 Q3 TOP 
ORIGIN MARKETS

The top visitor markets in FY25 Q3:

*Includes counties surrounding Tallahassee and Thomasville.



FY25 Q3 VISITOR 
PROFILE
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Average travel party size was 2.5 and 33% of visitors traveled with children

The average visitor in FY25 Q3: • Is 45 years old
• Has a median household income of 

$87,000 per year
• Educational attainment:

• Bachelor’s degree or higher (69%)
• Some college/assoc. degree (23%)
• High school degree (4%)
• Trade school/technical degree (4%)

• Is married (61%)
• Race/ethnicity breakdown:

• Caucasian (69%)
• African American (18%)
• Hispanic (10%)
• Asian (2%)
• Other race/ethnicity (1%)
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FY25 Q3 
ACCOMMODATIONS 
AND VISITATION*
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Nearly half of Tallahassee visitors stayed in a hotel

Typical visitors spent 2.9 nights in Tallahassee

Over 1 in 5 were first-time visitors to the area

47% Hotel 27% Friends/family’s home 16% Day tripper

*10% of visitors stayed in other types of accommodations.



FY25 Q3 TOP 
VISITOR 
ACTIVITIES*

*Multiple responses permitted.
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While in Tallahassee, visitors spent their time:

50% Restaurants 47% Visiting friends/family 47% Relaxing/unwinding 26% Family vacation28% Special event



FY25 Q3 
REASONS FOR 
VISITING VS 
VISITOR 
ACTIVITIES*
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Trip 
Enhancers

Key 
Motivations

Visitor Activities*Reasons for Visiting*

*Multiple responses permitted.

34%
23%
22%

18%
12%

9%
9%
9%
8%
8%
7%
7%
5%
5%
3%
2%
2%
1%
1%
1%
<1%

5%

47%
28%

47%
18%

26%
24%

14%
11%
11%

8%
50%

22%
18%

6%
19%

9%
6%

8%
3%

2%
1%

6%

Visit friends and relatives

Special event/festival

Relax and unwind

Business conference or meeting

Family vacation

Nature, bird watching, etc.

Special occasion

Watch a sporting event

Education-related

Government-related

Restaurants

Attractions

Bars/nightclubs

Participate in a sporting event

Shopping

Biking, hiking, running, etc.

Historical sites

Art galleries, museums, etc. 

Fishing, golfing, hunting, etc.

Performance art show

Spas

Other 



FY25 Q3 
SPENDING

$269 per day $775 per trip
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While in Tallahassee during FY25 Q3, the typical 2.5-person travel party spent:
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FY25 Q3 VISITOR 
SATISFACTION

28

Visitors gave Tallahassee an average rating of 7.7 out of 10*

91% of visitors will return; 56% will definitely return

*Rated on a scale from 1 to 10, where 1 is “a poor place to visit” and 10 is “an excellent place to visit.”



FY25 Q3 PERCEPTIONS 
OF TALLAHASSEE

29

When asked to describe Tallahassee, visitors said:

“Tallahassee has a southern feel 
with a lot of energy!”

“Great natural trails for those who 
want to get outside and relax.”

“There’s a nice selection of 
restaurants for the whole family!”



DETAILED 
FINDINGS
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TRIP PLANNING CYCLE (FY25 3rd Quarter)
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Visitors to Tallahassee have a 
short planning window, as nearly 2 in 3 
plan their trip a month or less in advance

The average trip planning window was 42 
days, 1 day longer than 2024

26%

38%

23%

8%

5%

A week or two

A month or so

2 to 3 months

4 to 5 months

6 months or more



TRIP PLANNING SOURCES* (FY25 3rd Quarter)
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*Multiple responses permitted.

Nearly half of visitors talked to friends 
and family to plan their trip

Over 2 in 5 used prior knowledge of the 
area in their trip planning

Nearly 3 in 10 searched for information 
on Google

46%
42%

28%
16%

13%
13%
12%

10%
6%
5%

3%
2%
1%
1%
1%
<1%

4%

Talk to friends and family
Prior knowledge of the area

Search on Google, etc.
Social media

Airline websites
Online travel agency

Hotel/resort websites
Booked through work

AI (e.g., ChatGPT)
Trip planning app

VisitTallahasee.com
Contact a travel agent

Travel sections of newspapers
Travel magazines

Travel guides
Books about Leon County

Other



ADVERTISING RECALL (FY25 3rd Quarter)
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1 in 10 visitors to Tallahassee recalled 
seeing advertising for the area prior to 
their trip, -5% points from 2024

This information influenced 5% of all 
visitors to come to the Tallahassee area, 
-6% points from 2024

10%

83%

7%

Recalled advertising

Did not recall
advertising

Not sure



ADVERTISING RECALL SOURCES1 (FY25 3rd Quarter)

35

The top source of recalled 
advertising was personal social 
media, noted by 3% of all2 visitors

1Multiple responses permitted.
2Based on all visitors, including those who did not recall seeing advertising for Tallahassee.

3%
2%

1%
1%
1%
1%
1%
1%
1%
1%
1%
1%
1%

<1%
<1%
<1%
<1%
<1%
<1%
<1%
<1%

Personal social media
Visit Tallahassee social media

Traveler reviews/blogs
Television

Online article
Ad on a website

Video Streaming Services
Radio

Billboard
Magazine ad

Music Streaming Services
Traveler/Visitor Guide
VisitTallahassee.com

Magazine article
Weather app

Rental agency or other booking websites
Brochure

Newspaper
Deal based promotions

AAA
Other

Another 2% of all visitors recalled 
seeing ads on Visit Tallahassee’s 
social media



34%
23%

22%
18%

12%
9%
9%
9%

8%
8%

7%
7%

5%
5%

4%
3%

2%
2%
2%

1%
1%
1%

<1%
5%

Visit friends and relatives
Special event/festival

Relax and unwind
Business conference or meeting

Family vacation
Watch a sporting event

Special occasion
Nature, bird watching, etc.

Education-related
Government-related

Attractions
Restaurants

Participate in a sporting event
Bars/nightclubs

Reunion**
Shopping

Biking, hiking, running, etc.
Historical sites

Wedding, party, tour, guys'/girls' trip**
Fishing, golfing, hunting, etc.

Performance art show
Art galleries, museums, etc.

Spas
Other

REASONS FOR VISITING* (FY25 3rd Quarter)
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*Multiple responses permitted.
**Response option not included in previous years.

Over 1 in 3 visitors came to Leon 
County to visit friends and family

Nearly 1 in 4 came for a special event

Around 1 in 5 came to relax and 
unwind or for a conference/meeting

Nearly 1 in 8 came for a family 
vacation



EDUCATION-RELATED VISITS* (FY25 3rd Quarter)
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7% of all visitors to Tallahassee came to 
the area for activities related to FSU

2% of all visitors came to the area for 
activities related to FAMU

7%

2%

1%

<1%

FSU

FAMU

TSC

Other

*Multiple responses permitted.
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VISITORS GUIDE (FY25 3rd Quarter)

4% of visitors requested a Visitors Guide 
prior to their trip to Leon County

Those who requested a Visitors Guide 
gave it a rating of 9.0*

*Rated on a scale of 1 to 10, where 1 is poor and 10 is excellent.       

Requested 
guide
4%

Did not request guide
96%



TRANSPORTATION (FY25 3rd Quarter)
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85% of visitors indicated that Leon 
County was the primary destination for 
their trip

Over 4 in 5 visitors drove to 
Leon County

Drove
83%

Flew
17%
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REGION OF ORIGIN (FY25 3rd Quarter)
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Florida
51%

Southeast
33%

Northeast
4%

Midwest
4%

West
4%

Int'l
4%

Southeast: TX, AR, LA, TN, MS, AL, NC, SC, GA
Northeast: VA, MD, DE, PA, NJ, NY, CT, RI, MA, VT, NH, ME
Midwest: WV, KY, OH, IN, MI, WI, IL, MN, IA, MO, ND, SD, NE, KS, OK
West: WA, OR, CA, NV, ID, MT, WY, CO, UT, AZ, NM, AK, HI



TOP MARKETS OF ORIGIN (FY25 3rd Quarter)
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71% of Leon County 
visitors came from 13 
Markets

Market April-June 2024 April-June 2025

Surrounding Areas1 10% 14%

Atlanta 6% 8%

Miami-Fort Lauderdale 9% 8%

Orlando-Daytona Beach-Melbourne 6% 7%

Jacksonville 5% 6%

Panama City 5% 6%

Mobile-Pensacola 4% 5%

Tampa-St. Petersburg-Sarasota 5% 5%

Gainesville 3% 3%

West Palm Beach-Ft. Pierce 3% 3%

Charlotte  2% 2%

Dallas-Fort Worth 1% 2%

Raleigh-Durham 2% 2%

1Includes counties surrounding Tallahassee and Thomasville.



TRAVEL PARTIES (FY25 3rd Quarter)
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Typical visitors traveled in a 
party of 2.5 people

33% of visitors traveled with 
children aged 20 or younger, 
while 20% traveled with 
children aged 12 or younger

Travel Party Size

30%
34%

16%
12%

4%
4%

1 person
2 people
3 people
4 people
5 people

6+ people



AGE OF VISITORS (FY25 3rd Quarter)
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Typical visitors to Leon 
County were 45 years old

17%

45%

34%

4%

Under 30

30 to 50

50 to 70

Over 70



HOUSEHOLD INCOME OF VISITORS (FY25 3rd Quarter)
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Typical visitors to Leon County 
had a median household 
income of $87,000 per year

Nearly 1 in 5 visitors earned 
over $150,000 per year

5%

12%

22%

23%

20%

18%

Less than $25,000

$25,000-$49,999

$50,000-$74,999

$75,000-$99,999

$100,000-$149,999

$150,000 or higher



RACE/ETHNICITY OF VISITORS (FY25 3rd Quarter)
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Nearly 7 in 10 visitors to Leon 
County were Caucasian

69%

18%

10%

2%

1%

Caucasian or white

African American or black

Hispanic

Asian

Other

Nearly 1 in 5 visitors to Leon 
County were African American/ 
Black



EDUCATIONAL ATTAINMENT OF VISITORS (FY25 3rd Quarter)
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Over 2 in 3 visitors to Leon 
County had a bachelor’s degree 
or higher

4%

23%

49%

20%

4%

Some high school or high school
degree

Some college or Associate degree

College graduate

Post graduate work or degree

Trade school or technical degree



MARITAL STATUS OF VISITORS (FY25 3rd Quarter)
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Over 3 in 5 visitors to Leon 
County were married 

Married
61%

Single
39%



GENDER OF VISITORS* (FY25 3rd Quarter)
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55% of visitors to Leon 
County were female

Female
55%

Male
45%

Transgender/non-binary
<1%

*Gender of member of travel party surveyed. May be influenced by visitors’ willingness to take a survey.
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ACCOMMODATIONS (FY25 3rd Quarter)
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Nearly half of visitors stayed in 
a hotel

Nearly 3 in 10 stayed with 
friends or relatives

Over 1 in 6 came to the area 
just for the day

47%

27%

16%

7%

2%

1%

Hotel/motel

Friend/family home

Day tripper

Vacation rental

Personal second home

RV park, campground
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TRAVEL PARTY SPENDING (FY25 3rd Quarter)

Spending per Day Spending per Trip
Lodging $72 $207

Restaurants $75 $216
Groceries $19 $55
Shopping $37 $107

Entertainment $24 $69

Transportation $37 $107
Other $5 $14
Total $269 $775



OVERNIGHT VISITORS (FY25 3rd Quarter)
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Typical visitors stayed 2.9 nights 
in Leon County

Over 1 in 3 visitors stayed only 
one night in Leon County

35%

26%

19%

8%

5%

7%

1 night

2 nights

3 nights

4 nights

5 nights

6+ nights



VISITS TO TALLAHASSEE – LEON COUNTY (FY25 3rd Quarter)
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Over 1 in 5 visitors were 
visiting Leon County for the 
first time

Nearly 1 in 7 had previously visited 
Leon County more than 10 times

21%
45%

21%
3%
4%
6%

First time visitor
2 to 5

6 to 10
11 to 15
16 to 20

More than 20 visits
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VISITOR CENTER (FY25 3rd Quarter)
Stopped at VC

1%

Did not stop at VC
99%

1% of visitors stopped at the Visitor 
Center*

Those who went to the Visitor Center gave 
it a rating of 8.9**

*Refers to the Visit Tallahassee Visitor Center in Cascades Park, as the 
Railroad Square Visitor Center was closed this quarter from storm damage. 
**Rated on a scale of 1 to 10, where 1 is poor and 10 is excellent.



ACTIVITIES DURING VISIT* (FY25 3rd Quarter)
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*Multiple responses permitted.

Half of visitors enjoyed dining at 
restaurants while in Tallahassee

Another nearly half spent time 
with friends and family while in 
the area or simply relaxing and 
unwind

50%
47%
47%

28%
26%

24%
22%

19%
18%
18%

14%
11%
11%

9%
8%
8%

6%
6%

3%
2%
1%

6%

Restaurants
Visit friends and relatives

Relax and unwind
Special event/festival

Family vacation
Nature, bird watching, etc.

Attractions
Shopping

Business conference or meeting
Bars/nightclubs

Special occasion
Watch a sporting event

Education-related
Biking, hiking, running, etc.

Government-related
Art galleries, museums, etc.

Participate in a sporting event
Historical sites

Fishing, golfing, hunting, etc.
Performance art show

Spas
Other



34%
23%
22%

18%
12%

9%
9%
9%
8%
8%
7%
7%
5%
5%
3%
2%
2%
1%
1%
1%
<1%

5%

Visitor Activities*Reasons for Visiting*

REASONS FOR VISITING VS. VISITOR ACTIVITIES (FY25 3rd Quarter)
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Trip 
Enhancers

Key 
Motivations

*Multiple responses permitted.

47%
28%

47%
18%

26%
24%

14%
11%
11%

8%
50%

22%
18%

6%
19%

9%
6%

8%
3%

2%
1%

6%

Visit friends and relatives

Special event/festival

Relax and unwind

Business conference or meeting

Family vacation

Nature, bird watching, etc.

Special occasion

Watch a sporting event

Education-related

Government-related

Restaurants

Attractions

Bars/nightclubs

Participate in a sporting event

Shopping

Biking, hiking, running, etc.

Historical sites

Art galleries, museums, etc. 

Fishing, golfing, hunting, etc.

Performance art show

Spas

Other 
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VISITOR SATISFACTION (FY25 3rd Quarter)
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56%

35%

4%

<1%

5%

Definitely will return

Probably will return

Probably will not return**

Definitely will not return**

Don't know**

Visitors gave Leon County an average 
rating of 7.7* as a place to visit

91% of visitors will return (59% will 
definitely return) to Leon County for a 
future visit or vacation

*Rated on a scale of 1 to 10, where 1 is poor and 10 is excellent.
**4% of visitors may not return for the following reasons: Event/occasion 

for visit is over or prefer other areas. 
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56%

47%

42%

35%

35%

34%

33%

32%

31%

30%

41%

50%

54%

62%

59%

61%

62%

59%

66%

66%

3%

3%

4%

3%

6%

5%

5%

9%

3%

4%

Hospitality

Attractions, events, etc.

Atmosphere

Quality of hotel

Nightlife

Customer service

Food quality

Shopping

Service at hotel

Entertainment

Exceeded expectations

Met Expectations

Did not meet expectations

RATING EXPERIENCES IN TALLAHASSEE* (FY25 3rd Quarter)

Leon County’s hospitality exceeded 
the expectations of nearly 3 in 5 
visitors

Leon County’s events exceeded the 
expectations of nearly half of visitors

Service at hotel and entertainment in 
Leon County were least likely to 
exceed visitors’ expectations

*Based on small samples; results should be interpreted with caution.
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PERCEPTIONS: “FAMILY-FRIENDLY” (FY25 3rd Quarter)

“It was a great visit! My kids 
loved the museum, especially 

the zip-lining.”

“Family-friendly and very quiet. 
Loved spending the day relaxing 

at the park.”

“A great place for me to spend 
time with my family.”

“We came here to visit family and 
there were so many things to do 

with them! Lots of fun.”
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PERCEPTIONS: “PEACEFUL” (FY25 3rd Quarter)

“It has a small-town vibe, and 
everyone is very friendly.”

“Nice break from the busy city 
life.”

“It’s a small, but beautiful city. It’s 
quaint and has a lot of southern 

charm.”

“The people here are so nice and 
the city is very peaceful compared 

to others I’ve visited.”
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PERCEPTIONS: “SCENIC” (FY25 3rd Quarter)

“Great for hiking, fishing, and 
just being outdoors.”

“Small-town vibes with great 
nature. The parks are beautiful.”

“Beautiful scenery and a great 
place to raise a family.”

“Small and quaint. There are a 
lot of nice trails and great 

fishing spots!”



YEAR OVER YEAR 
COMPARISONS
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YEAR OVER YEAR COMPARISONS (FY25 3rd Quarter)
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Top Trip Planning Sources April – June 2023 April – June 2024 April – June 2025

Talk to friends and family 31% 32% 46%

Prior knowledge of the area NA* 27% 42%

Search on Google 23% 34% 28%

Trip Planning Cycle April – June 2023 April – June 2024 April – June 2025

Tallahassee was primary destination 83% 78% 85%

A week or two in advance 31% 29% 26%

A month or so in advance 37% 38% 38%

2 to 3 months in advance 21% 21% 23%

4 to 5 months in advance 5% 5% 8%

6 months or more in advance 6% 7% 5%

*Response option not included in 2023.



Top Reasons for Visiting April – June 2023 April – June 2024 April – June 2025

Visit friends and relatives 38% 38% 34%

Special event/festival 14% 17% 23%

Relax and unwind 15% 19% 22%
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Pre-Visit April – June 2023 April – June 2024 April – June 2025

Requested a Visitors Guide 6% 9% 4%

Drove to Tallahassee 75% 78% 83%

Flew to Tallahassee 24% 22% 17%

YEAR OVER YEAR COMPARISONS (FY25 3rd Quarter)

Advertising Recall April – June 2023 April – June 2024 April – June 2025

Recalled ads for Tallahassee 11% 15% 10%

Influenced to visit by ads 4% 8% 5%



Market of Origin April – June 2023 April – June 2024 April – June 2025
Surrounding Areas* 7% 10% 14%
Atlanta 7% 6% 8%
Miami-Ft. Lauderdale 5% 9% 8%
Orlando-Daytona Beach-Melbourne 6% 6% 7%
Jacksonville 4% 5% 6%
Panama City 2% 5% 6%
Mobile-Pensacola 4% 4% 5%
Tampa-St. Petersburg-Sarasota 6% 5% 5%
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Region of Origin April – June 2023 April – June 2024 April – June 2025
Florida 35% 49% 51%
Southeast (other than Florida) 35% 28% 33%
Northeast 11% 7% 4%
Midwest 9% 6% 4%
West 9% 6% 4%
International 1% 4% 4%

YEAR OVER YEAR COMPARISONS (FY25 3rd Quarter)

*Includes counties surrounding Tallahassee and Thomasville.



Travel Parties April – June 2023 April – June 2024 April – June 2025

Travel Party Size 2.5 2.6 2.5

Traveled with Other Visitors 61% 66% 70%

Traveled with Children under 20 32% 28% 33%

Traveled with Children under 12 10% 14% 20%
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Visitor Profile April – June 2023 April – June 2024 April – June 2025

Median Age 44 43 45

Gender (Female) 51% 52% 55%

Median Household Income $97,400 $86,300 $87,000

Bachelor’s Degree or Higher 75% 70% 69%

White/Caucasian 70% 69% 69%

African American 19% 17% 18%

Married 63% 58% 61%

YEAR OVER YEAR COMPARISONS (FY25 3rd Quarter)



Trips Experience April – June 2023 April– June 2024 April – June 2025

Average Nights Stayed 3.3 3.1 2.9

1st Time Visitor 28% 25% 21%

10+ Prior Visits to Leon County 23% 13% 13%

Stopped at Visitor Center* 3% 4% 1%

Accommodations April – June 2023 April – June 2024 April – June 2025
Hotel 49% 46% 47%

Friend/family home 30% 27% 27%

Day tripper 13% 15% 16%

Vacation rental 4% 7% 7%

Personal second home 2% 2% 2%

RV Park, campground 1% 3% 1%
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YEAR OVER YEAR COMPARISONS (FY25 3rd Quarter)

*Refers to the Visit Tallahassee Visitor Center in Cascades Park.



Average Total Trip Spending April – June 2023 April – June 2024 April – June 2025
Accommodations1 $223 $208 $207
Restaurants $190 $198 $216
Groceries $52 $56 $55
Shopping $116 $121 $107
Entertainment $49 $59 $69
Transportation $105 $102 $107
Other $22 $31 $14
Total $759 $775 $775
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Average Daily Spending April – June 2023 April – June 2024 April – June 2025
Accommodations1 $67 $67 $72
Restaurants $57 $64 $75
Groceries $16 $18 $19
Shopping $35 $39 $37
Entertainment $15 $19 $24
Transportation $32 $33 $37
Other $7 $10 $5
Total $229 $250 $269

1Includes room rate, taxes, parking, and other services for which accommodations charge.

YEAR OVER YEAR COMPARISONS (FY25 3rd Quarter)



Top Activities April – June 2023 April – June 2024 April – June 2025
Restaurants 75% 67% 50%

Visit friends and relatives 50% 52% 47%

Relax and unwind 47% 49% 47%

Special event/festival 15% 17% 28%

Family vacation 39% 34% 26%

Nature, bird watching, etc. 21% 16% 24%

Attractions 17% 16% 22%

Shopping 26% 35% 19%

Business conference or meeting 20% 23% 18%

Bars/nightclubs 25% 23% 18%

Special occasion NA* 11% 14%

Watch a sporting event 8% 8% 11%

Education-related 16% 16% 11%
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YEAR OVER YEAR COMPARISONS (FY25 3rd Quarter)

*Response option not included in 2023.



Post Trip Evaluation* April – June 2023 April – June 2024 April – June 2025

Overall Rating 7.9 7.8 7.7

Will return to Leon County 93% 89% 91%

Exceed + Met Expectations: Quality of hotel 95% 93% 97%

Exceed + Met Expectations: Hospitality 95% 93% 97%

Exceed + Met Expectations: Service at hotel 95% 92% 97%

Exceed + Met Expectations: Attractions/events 95% 90% 97%

Exceed + Met Expectations: Entertainment 94% 92% 96%

Exceed + Met Expectations: Atmosphere 95% 91% 96%

Exceed + Met Expectations: Food quality 94% 92% 95%

Exceed + Met Expectations: Customer service 93% 91% 95%

Exceed + Met Expectations: Nightlife 93% 90% 94%

Exceed + Met Expectations: Shopping 92% 88% 91%
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YEAR OVER YEAR COMPARISONS (FY25 3rd Quarter)

*Exceeded/met expectations percentages based on small samples; results should be interpreted with caution.
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MEMORANDUM 
 
DATE:  September 11, 2025 
 
TO:  Leon County Tourist Development Council 
 
THRU:  Kerri L. Post, Executive Director, Leon County Division of Tourism 
 
FROM:  Jonathan LaBarre, Tourism Operations Director; Julie Trezek, Tourism Grants 
  and Contracts Manager 
 
SUBJECT: FY2026 Special Event Grant Funding Recommendations  
 

 

The Tourist Development Council Grant Review Committee (TDCGRC) comprised of Matt Thompson 
(Chair) with For The Table Hospitality, Carolanne Savage with the Hyatt House, Emily Johnson-Truitt 
with the Springhill Suites, and Joshua Brock with the Holiday Inn Tallahassee East respectfully presents 
the funding recommendation for thirty-nine (39) Special Events.   
 
The TDCGRC conducted their meeting on August 26, 2025. The meeting was well attended by the 
Special Events grant applicants. After carefully considering 39 event applications and their ability to 
generate room nights for our community, especially in the non-peak times and shoulder seasons, the 
TDCGRC is recommending funding 39 events, including 9 new events, for a total amount of $205,000 
which is the total allocated amount in the Special Event Grant budget.  
 
Below you will find the list of events summarizing the TDCGRC’s recommendations.   
 

 Name of Event Total 
Score 

Application 
Requested 

Amount 

Reviewer 
Adjusted 

Funding Request 

Recommended 
Funding 

      

1 10th Annual Tallahassee Wine Mixer 86.33 $5,999 $4,083 $3,792 

      

 
2 

161th Anniversary & 49th Annual 
Reenactment of the Battle of Natural 
Bridge 

 
90.75 

 
$3,000 

 
$3,000 

 
$2,934 

      

3 2026 ACC Meeting of the Minds 
Undergraduate Research Conference 

 
87.25 

 
$5,999 

 
$4,325 

 
$4,057 
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4* 2026 Desert of Florida Desert 
Conference and Gala Day 

 
88.50 

 
$10,000 

 
$9,875 

 
$9,364 

      

5 2026 Free Shakespeare in the Park 
Festival 

 
87.75 

 
$17,400 

 
$8,219 

 
$7,732 

      

6* 2026 Tallahassee Chess Fest 80.50 $2,999 $1,725 $1,509 

      

7 5th Annual Tallahassee Tiki Fest 90.33 $5,999 $2,750 $2,679 

      

8 8th Annual Cool Breeze Art and 
Smooth Jazz Festival 

 
78.50 

 
$10,000 

 
$2,237 

 
$1,902 

      

9 8th Annual Tallahassee Beer Festival 88.50 $6,000 $3,825 $3,642 

      

10* A Night at the Oz Dust Ballroom 83.75 $2,999 $1,537 $1,401 

      

11* America250 Family Feuds Weekend 74.75 $20,000 $4,563 $3,670 

      

12 Beatles Night at the Moon 71.50 $9,900 $1,162 $909 

      

13 Caribbean Heritage Music Festival 76.50 $5,999 $2,737 $2,263 

      

14 FAMU Harambee Festival 2026 79.75 $2,999 $1,537 $1,335 

      

15 FAMU NAA Rattler Roundup FAMU 
Game Day - Southern University 

 
78.50 

 
$5,999 

 
$3,437 

 
$2,908 

      

16 Fl. Emancipation Connecting the Dots 
and History Conference 

 
77.75 

 
$5,999 

 
$1,725 

 
$1,458 

      

17 Florida History Day State Contest 92.00 $13,000 $12,250 $12,068 

      

18 FSU Flying High Circus 2026 
Homeshow Series 

 
87.75 

 
$26,000 

 
$14,250 

 
$13,387 

      

19 How to Get People to the Polls 
Workshop 

 
79.25 

 
$2,999 

 
$2,187 

 
$1,877 

      

20 Infinity Con Tally 86.00 $10,000 $7,156 $6,602 

      

21* Juneteenth Empowerment Festival 84.75 $2,999 $1,825 $1,678 

      

22 Leadership Florida Connect Class 15 88.00 $3,000 $3,000 $2,846 
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23 Leadership Florida Education Class 10 89.75 $2,500 $2,500 $2,423 

      

24* Moon Over Maclay 87.00 $5,600 $3,150 $2,953 

      

25 Music Business Conference 2026: 
Lock In and Level Up 

 
88.75 

 
$5,999 

 
$5,499 

 
$5,240 

      

26* New Year's Eve Celebration: 
Countdown to Community 

 
78.25 

 
$17,499 

 
$6,531 

 
$5,486 

      

27 North Florida Classic Cluster Dog 
Show 

 
92.25 

 
$17,000 

 
$12,125 

 
$11,978 

      

28 Ology Smoke Fest 80.00 $5,999 $1,875 $1,628 

      

29 Pioneer Breakfast 80.50 $5,500 $2,663 $2,315 

      

30 Raqs & Romance: A Ballroom and 
Bellydance Fusion Celebration 

 
75.25 

 
$6,000 

 
$1,563 

 
$1,281 

      

31* Rattler Rally with Tallahassee Nights 
Live 

 
73.50 

 
$5,999 

 
$3,187 

 
$2,525 

      

32 Sankofa Concert 2026 featuring Our 
Native Daughters 

 
73.50 

 
$4,000 

 
$1,412 

 
$1,131 

      

33* Society for Arts Entrepreneurship 
Education 2026 Conference 

 
89.00 

 
$9,900 

 
$6,881 

 
$6,570 

      

34 Swamp Stomp 83.75 $5,500 $2,163 $1,960 

      

35 Tallahassee Highland Games 95.25 $26,250 $24,125 $24,581 

      

36 TallyFest 2026 84.25 $10,000 $2,437 $2,219 

      

37 The Tallahassee Regional (FIRST 
Robotics) 

 
94.75 

 
$26,250 

 
$21,188 

 
$21,478 

      

38 Word of South Festival of Literature 
& Music 

 
94.25 

 
$26,250 

 
$17,375 

 
$17,525 

      

39 Zoobilee 2025 85.00 $5,500 $4,038 $3,692 

      

TOTAL  $205,000 

 
*New applicants/events for FY2026  
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MEMORANDUM 
 
DATE:  September 11, 2025 
 
TO:  Leon County Tourist Development Council 
 
THRU:  Kerri L. Post, Executive Director, Leon County Division of Tourism 
 
FROM:  Jonathan LaBarre, Tourism Operations Director; Julie Trezek, Tourism Grants 
  and Contracts Manager 
 
SUBJECT: FY2026 Sports Event Grant Funding Recommendations  
 

 

The Tallahassee Sports Council (TSC) respectfully presents the 2026 Sports grant funding 
recommendation for 38 Sports Events.   
 
After carefully considering the 38 event applications and their ability to generate room nights and 
economic impact for our community, especially in the non-peak times and shoulder seasons, the TSC is 
recommending funding all 38 events for a total of $138,399 from the allocated sports event grant 
budget of $140,000. There is $1,601 remaining in the sports grants budget to be utilized in the second 
sports grant cycle in December 2025.  
 
The recommended events are anticipated to bring 27,093 visitors to Tallahassee and are projected to 
generate 13,574 room nights. Of the 38 events, eight are new events to the grant program. Below you 
will find the list of events summarizing the TSC recommendations. Thank you for your consideration. 
 

 Name of Event Total 
Score 

Application 
Requested 

Amount 

Reviewer 
Adjusted 

Funding Request 

Recommended 
Funding 

      

1* 2025 Cam Brown Classic 91.33 $2,000 $1,833 $1,674 

      

 
2 

2025 CCS Southern Regional 
Championship 87.33 $10,499 $9,666 $8,442 

      

3 2026 Gym Force Classic Gymnastics 
Competition 95.67 $6,500 $7,000 $6,697 
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4 Aikido Seminar with Melissa Bell 
Sensei 80.00 $1,360 $583 $467 

      

5 Aikido Seminar with Tim Magill Sensei 84.00 $1,000 $583 $490 

      

6 Area 4 Championships 93.67 $3,000 $3,000 $2,810 

      

7 ASG Academy Cup 87.00 $10,000 $12,000 $10,440 

      

8 ATAC Long Course Invitational 93.67 $3,000 $3,000 $2,810 

      

9 ATAC Mac Crutchfield Short Course 
Invitational Swim Meet 97.67 $10,000 $9,000 $8,790 

      

10 Bank of America Tallahassee 
Marathon and Half Marathon 95.00 $10,000 $10,000 $9,500 

      

11 Big Bend Brawl Wrestling Tournament 91.33 $6,000 $6,000 $5,480 

      

12 Big Bend Showdown 91.67 $2,000 $2,000 $1,833 

      

13 Boys JV Soccer Tournament 84.67 $2,999 $2,166 $1,834 

      

14 Canopy Roads Classic 80.67 $3,000 $1,467 $1,183 

      

15 Capital City Classic Flag Football 
Tournament 95.33 $10,000 $9,167 $8,739 

      

16 Capital City Classic Wrestling 
Tournament 90.67 $4,000 $4,000 $3,627 

      

17 Dirty Pecan 84.67 $5,999 $2,167 $1,834 

      

18 Ernie Sims 19th Annual Track 
Invitational 86.00 $2,999 $2,000 $1,720 

      

19* FHSAA Regional Wrestling 
Tournament 89.00 $3,000 $3,000 $2,670 

      

20* Girls JV Soccer Tournament 87.67 $2,999 $1,833 $1,607 

      

21* Iron Vault Classic IV 86.67 $2,800 $2,000 $1,733 

      

22 Maggie Coffey Annual Memorial 84.33 $2,999 $1,167 $984 
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23* MARCH MADNESS 6 86.67 $5,999 $5,166 $4,477 

      

24 Nationals Tune-Up 87.00 $800 $800 $696 

      

25 Open at Tallahassee 91.33 $9,500 $9,500 $8,677 

      

26 Pressure in the City 4 86.00 $5,000 $2,333 $2,007 

      

27 Seminar with John Messores Shihan 
and George Ledyard Shihan 82.33 $1,500 $667 $549 

      

28 Spaghetti 100 Century Bicycle Ride 84.67 $1,200 $1,200 $1,016 

      

29 SportsAbility 88.00 $2,999 $2,999 $2,639 

      

30 Summer Xplosion 83.67 $800 $700 $586 

      

31 Take Charge Against Breast Cancer 89.33 $1,000 $1,000 $893 

      

32* Tallahassee Invite 94.00 $10,000 $10,000 $9,400 

      

33 Tally Nationals II 84.00 $2,000 $2,333 $1,960 

      

34 Terry Long FSU Relays 93.00 $12,000 $12,000 $11,160 

      

35* The Michael Fine Seminole Classic 92.67 $2,999 $2,999 $2,779 

      

36 Trojan Invitational 89.67 $2,000 $2,000 $1,793 

      

37* UTR Pro Tennis Tour Tallahassee Men 86.33 $3,000 $3,000 $2,590 

      

38 YBOA Comets Spring Shootout 90.67 $2,000 $2,000 $1,813 

      

TOTAL  $138,399 

 
*New applicants/events for FY2026  
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