
 
ST. JOHNS COUNTY  

TOURIST DEVELOPMENT COUNCIL MEETING 
APRIL 20, 2026 - 1:30 PM 

COUNTY AUDITORIUM 
 

1. CALL TO ORDER – Troy Blevins, Chair 
 

2. PLEDGE OF ALLEGIANCE 
 

3. ROLL CALL  
 

4. APPROVAL OF AGENDA (Action Required) 
 

5. APPROVAL OF MINUTES (Action Required) (Pages 2 – 6) 
• Regular Meeting Minutes – March 16, 2026 
• Public Comment 

 
6. PUBLIC COMMENT – 3 minutes, not related to agenda items 

 
7. REPORT ON BED TAX COLLECTION PROCESSES AND AVAILABLE REPORTING – 

Jennifer Ravan, SJC Tax Collector 
 

8. VISITOR/ECONOMIC IMPACT STUDY REPORT – Downs & St. Germain Research 
• 2025 Annual Visitation (Pages 8 – 39) 
• 2025 Nights of Lights Economic Impact Report (Pages 40 – 59) 

 
9. MONTHLY REPORTS (Provided in Packets) (Pages 60 – 101) 

• February Bed Tax Collections 
• VCB April Monthly Report 
• 2026 Creative Showcase Video 

 
10. MEMBER COMMENTS  

 
11. NEXT MEETING DATE – May 18, 2026 

 
12. ADJOURN  



TDC Regular Meeting – April 20, 2026 

Agenda Item 5 – Approval of Minutes (Action Required) 

• Regular Meeting – March 16, 2026
• Public Comment
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Minutes of Meeting 
Tourist Development Council 

St. Johns County, Florida 
County Administration Building  

500 San Sebastian View  
St. Augustine, Florida 32084 
March 16, 2026 - 1:30 p.m. 

 
 
1. CALL TO ORDER 
 
Blevins called the meeting to order at 1:31 p.m. 
 
Present: Troy Blevins, District 5, Chair 
 Charles Cox, District 3, Vice Chair 
 Irving Kass, District 2 
 Nancy Sikes-Kline, Mayor, City of St. Augustine Representative 
 Michael Gordon, District 4 
 
Absent: Sarah Arnold, BCC Representative 
 Beth Sweeny, Mayor, St. Augustine Beach City Commission, Seat 2 
 Michael Wicks, District 4 
 Regina G. Phillips, District 2 
 
Staff Present:  Dena Masters, Senior Tourist Development Council Administrator 
 Lex Taylor, Deputy County Attorney 
 Artricia Allen, Deputy Clerk 
 
2. PLEDGE OF ALLEGIANCE 
 
Blevins led the Pledge of Allegiance. 
 
3. ROLL CALL 
 
Masters called the roll.  
 
4. APPROVAL OF AGENDA 
 
Motion by Cox, seconded by Kass, carried 5/0, with Phillips, Arnold, Sweeny, and Wicks 
absent, to approve the Agenda, as submitted. 
 
Yea: Blevins, Cox, Kass, Sikes-Kline, Gordon 
Nay: None 
Absent: Phillips, Arnold, Sweeny, Wicks 
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5. APPROVAL OF MINUTES 
 

Motion by Cox, seconded by Kass, carried 6/0, with Arnold, Sweeny, and Wicks absent, to 
approve the minutes for February 2, 2026, workshop and February 23, 2026, regular 
meeting, as submitted. 
 
Yea: Blevins, Cox, Kass, Sikes-Kline, Gordon, Phillips 
Nay: None 
Absent: Arnold, Sweeny, Wicks 
 
6. PUBLIC COMMENT 
 
There was none. 
 
7. SING OUT LOUD 2025 REVIEW UPDATE 
 
Dianya Mzrkovits, Director of Public Relations and Partnerships for St. Johns County Cultural 
Events, presented an update on the 2025 Sing Out Loud review and future strategy discussion. 
 
Discussion ensued on no events being held at Frances Field in September, while activities would 
continue throughout the month. Questions were raised about budget impacts, funding carryovers, 
and the potential use of funds for marketing.  Council members supported increasing local 
promotion of the event and discussed scheduling, venue selection, and application processes.  
 
8. ST. JOHNS CULTURAL COUNCIL UPDATES 
 
Jeff Potts, Director of the Cultural Council, presented an update on the Arts, Heritage, and Culture 
Grant Scoring criteria and the Black Heritage Trail. 
 
Discussion ensued on peak tourism periods, and adjustments were made to encourage extended 
events on lower-demand days. Appreciation was expressed for the director's incorporating of Fish 
Island into the theme and for adding the Frederick Douglass statue to the Black Heritage Trail. 
 
9. SIGNATURE SEASONS INITIATIVE FOLLOW-UP DISCUSSION 
 
Kass presented the details of the signature season initiative.  Discussion ensued supporting the 
marketing strategy, emphasizing repeat visitation, event-driven promotion, and alignment with the 
arts to increase attendance.  
 
10. MONTHLY REPORTS  
 
Masters stated that the monthly reports were included in the agenda packet and presented the 
details of the reports. Discussion ensued on lodging data, raising questions about tracking room 
nights and occupancy rates to better assess performance, as well as obtaining more precise data 
from the tax collector, including breakdowns by municipality rather than zip code.  
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Susan Phillips, President and Chief Executive Officer of the St. Augustine, Ponte Vedra, and the 
Beaches Visitors and Convention Bureau, provided an update that a research firm would present 
studies on annual visitation and the Nights of Lights event, and displayed a video on the Florida 
Historic Coast. She also announced that annual tourism workshops would be held to gather 
stakeholder input, with findings to be shared the following month at the Tourist Development 
Council meeting. 

MEMBER COMMENTS 
 
Blevins introduced Melissa Wissel, City of St. Augustine Communication Director, who invited 
the community to the first annual St. Augustine Community Table event, to be held on March 27, 
2026, in partnership with Flagler College and the St. Augustine Sister Cities Association (Exhibit 
A). 
 
Blevins spoke on the “Park Bench History” proposal to honor St. Augustine’s 250th anniversary, 
inspired by the Frederick Douglass bench, featuring historical benches throughout the city.  He 
emphasized engaging children through QR codes and audio storytelling and suggested phased 
funding.  Discussion ensued on supporting public art, concerns about pulling from other history 
exhibits, kids’ engagement, and funding. 
 
Public Comment: 
 
Susan Phillips, President and Chief Executive Officer of the St. Augustine, Ponte Vedra, and the 
Beaches Visitors Convention Bureau, spoke in support of the project and stated she would be 
available to assist. 
 
Jeff Potts, Director of the St. Johns Cultural Council, spoke on slowing the pace to work with local 
artists and expressed interest in participating in site selection or connecting the Council with local 
artists. 
   
Blevins requested that City of St. Augustine and County representatives, along with Potts, Phillips, 
or their delegates, participate in further discussions.  
 
Gordon reported on the Professional Golfers Association Tour event in Ponte Vedra, highlighting 
high occupancy rates and favorable weather, and noted that preparations would begin for the 
following year. 
 
Sikes-Kline highlighted the new Visitors Information Center exhibit on Irish roots, noted visitor 
interaction with the Frederick Douglass bench, and promoted the micro-space for future themed 
exhibits and local sites.   
 
11. NEXT MEETING DATE 
 
 The next meeting was scheduled for April 20, 2026. 
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12. ADJOURN 
 
With no further business to come before the Council, the meeting adjourned at 2:38 p.m. 
 
 
 
 Approved _________________________, 2026 
 
 
 
 TOURIST DEVELOPMENT COUNCIL 
 OF ST. JOHNS COUNTY, FLORIDA 
 
 
 
 By: ___________________________________ 
  Troy Blevins, Chair 
 
 
 
ATTEST: BRANDON J. PATTY, 
CLERK OF THE CIRCUIT COURT & COMPTROLLER 
 
 
 
By: ___________________________________ 
 Deputy Clerk 



 
 
 
TDC Regular Meeting – April 20, 2026 

 
 
  Agenda Item 7 – Report on Bed Tax Collection Processes and Reporting  
                                 Jennifer Ravan, SJC Tax Collector 
 

 
 
     
   



 
 
 
TDC Regular Meeting – April 20, 2026 

 
 
   Agenda Item 8 – Visitor/Economic Impact Study Report –  

Downs & St. Germain Research 
 
 
• 2025 Annual Visitation 
• 2025 Nights of Lights Economic Impact 

 
 
 
     
   



ST. JOHNS COUNTY

Economic Impact & Visitor Tracking Study
January 2025 to December 2025

1
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ECONOMIC
IMPACT



VISITORS

3

CY 2025

St. Johns County attracted

2,791,200
visitors in CY 2025



DIRECT SPENDING
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CY 2025

St. Johns County visitors spent

$1,593,477,000
on accommodations, restaurants, 

groceries, transportation, attractions, 
entertainment, and shopping within the 

county in CY 2025



ECONOMIC IMPACT

5

CY 2025

Visitor spending generated a total 
economic impact1 of

$2,001,797,910
on St. Johns County

1 Total economic impact is a function of direct spending by visitors in the St. Augustine/Ponte Vedra area, 
as well as the indirect and induced effects of this spending, such as increased business and household 
spending generated by tourism dollars. Downs & St. Germain Research uses IMPLAN economic impact 
analysis modeling to determine the total economic output based on direct expenditure data collected from 
visitors to the St. Augustine/Ponte Vedra area. Agencies such as FEMA, EPA, Federal Reserve Bank, and 
the Bureau of Land Management use IMPLAN modeling.



ROOM NIGHTS
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CY 2025

St. Johns County visitors 
generated

2,370,510
room nights1 in paid 

accommodations within the 
county in CY 2025

1 Sources: Smith Travel Research, Key Data and 
Department of Business and Professional Regulation.



TOURIST DEVELOPMENT TAX
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CY 2025

Lodging expenditures by visitors 
to St. Johns County generated

$24,649,055
in TDT1 collected

1 Source: St. Johns County Tourist Development Council.



LOCAL TAXES SUPPORTED BY VISITORS
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CY 2025

Visitors to St. Johns County 
supported

$81,600,490
in local taxes



JOBS & WAGES
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CY 2025

Tourism in St. Johns County supported

14,600
local jobs, supporting

$575,561,680
in wages and salaries within the county



VISITORS SUPPORT JOBS

10

CY 2025

For every

190
visitors, one job is supported in 

St. Johns County



HOUSEHOLD SAVINGS

11

CY 2025

Visitors to St. Johns County saved residents

$620
in local taxes per household in CY 2025
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VISITOR
PROFILE
SUMMARY



VISITOR PROFILE

80%
Drove

3.3
Travel Party Size1

13

38%
Traveled with Children2

4.0
Length of Stay1

1Includes visitors staying in paid accommodations, 
nonpaid accommodations, and day trippers.

2Children are defined as people under 18 years old.

CY 2025



VISITOR TYPE1

14

Paid accommodations2

65%
Day trippers

20%
Nonpaid accommodations3

15%

CY 2025

1See Appendix II for data comparisons by visitor type.
2Visitors staying in a hotel/motel/resort, vacation rental, RV park/campground, and bed & breakfast.

3Visitors staying in a second home, timeshare, or with friends/relatives.



TRIP PLANNING & BOOKING CYCLE: OVERNIGHT VISITORS

On average, overnight visitors1 planned 
their trip 41 days in advance and 
booked their trip 30 days in advance.

45%

35%

10%

10%

50%

34%

7%

9%

Less than a month

1 to 3 months

4 to 6 months

Over 6 months

Planning Window Booking Window

15

CY 2025

1Excludes day trippers.



71%

9%

7%

7%

7%

6%

6%

4%

4%

4%

3%

3%

3%

4%

None/only the St. Augustine/Ponte Vedra area

Orlando/theme park

Daytona Beach area

Florida Keys

Savannah

Tampa

Miami/Fort Lauderdale

Amelia Island

Hilton Head

Charleston

Cocoa Beach/Cape Canaveral area

Myrtle Beach

Jekyll Island

Other

TRIP PLANNING DESTINATIONS1

Nearly 3 in 4 visitors only considered 
the St. Augustine/Ponte Vedra area 
when planning their trip

16

1Multiple responses permitted.

CY 2025



TOP TRIP PLANNING SOURCES1

17

Friends/relatives
40%

Previous Visit
33%

Visitor guide/brochure
21%

Hotel websites/apps
28%

Mapping websites
37%

Vacation rental company
27%

Review website/app
26%

Destination websites2

33%

CY 2025

1Multiple responses permitted.
2Includes VisitStAugustine.com, 

FloridasHistoricCoast.com, and HistoricCoastCulture.com.

Video streaming services
24%



TOP REASONS FOR VISITING1

18

Beach vacation/leisure trip
48%

Visit friends/relatives
22%

Visit historical sites
20%

CY 2025

1Multiple responses permitted.



ADVERTISING RECALL

Nearly 2 in 5 visitors recalled advertising about 
the St. Augustine/Ponte Vedra area

This information influenced 31% of all visitors 
to visit the St. Augustine/Ponte Vedra area.

19

CY 2025

38%

57%

5%

Yes, recalled ads

No, did not recall ads

Not sure



TOP ADVERTISING SOURCES1

20

Friends/relatives social media 
40% 

Television
28%

Online travel reviews, blogs, stories 
25% 

St. Augustine/Ponte Vedra social media 
22% 

Video streaming services
41%

Visitor guide/brochure
26%

Base: 38% of visitors who recalled advertising

1Multiple responses permitted.

CY 2025



REGION OF ORIGIN & TOP ORIGIN STATES

21

39.7%

2.7%

CY 2025

Region of Origin 2025
Florida 39.7%

Southeast 25.1%

Northeast 13.9%

Midwest 10.0%

West 4.2%

International1 7.1%

4.6%

3.8%3.5%
3.5%

2.5%

2.1%

1.8%

1.7%

1.6%

7.1%

1The majority of international visitors came from the United 
Kingdom (1.9%), Canada (1.9%), Germany (0.5%), and Brazil (0.4%).



TOP ORIGIN MARKETS

22

CY 2025

1New York City market includes some areas in 
Connecticut, New Jersey, and Pennsylvania.

Markets 2025

Jacksonville 12.9%

Orlando – Daytona Beach – Melbourne 10.1%

New York City1 6.6%

Miami – Fort Lauderdale 4.6%

Tampa – St. Petersburg 4.5%

Atlanta 4.1%

Gainesville 2.9%

Washington, DC – Hagerstown 1.6%

Savannah 1.4%

Charlotte 1.4%

Philadelphia 1.4%

Nashville 1.3%

Raleigh – Durham 1.3%

Charleston, SC 1.3%

Fort Myers – Naples 1.3%

Dallas – Fort Worth 1.3%

West Palm Beach – Fort Pierce 1.3%

59.3% 
of visitors came from 

17 markets



TRAVEL PARTIES

23

CY 2025

46%

35%

11%

7%

1%

<1%

As a family

As a couple

With a group

By yourself

With business associates

Other

The majority of visitors traveled as a family 
or as a couple.



NEW & RETURNING VISITORS1

2 in 5 visitors said this was their first time 
visiting the St. Augustine/Ponte Vedra area.

1 in 7 visitors were loyalists, having visited over 
10 times.

24

CY 2025

1See Appendix I for data comparison of 
first-time and repeat visitors.

40%

27%

12%

7%

14%

This was my first time

2-3

4-5

6-10

11+



TOP VISITOR ACTIVITIES1

25

CY 2025

1Multiple responses permitted.

Dining out
76%

Visit Downtown St. Augustine
71%

Beach
70%

Visit historical sites
57%

Shopping
49%

Trolley/walking/ghost tour
30%

Spending time with family
30%

Visiting friends/family
29%

Art galleries and museums
24%



VISITOR RATINGS

26

CY 2025

60%

COMPLETELY 
SATISFIED

3 in 5 visitors were completely 
satisfied with their trip to the St. 

Augustine/Ponte Vedra area.

81%

VERY LIKELY TO 
RECOMMEND

Over 4 in 5 visitors are very likely to 
recommend the St. Augustine/Ponte 

Vedra area to others.

73%

VERY LIKELY TO 
RETURN

Nearly 3 in 4 visitors are very likely to 
return to the St. Augustine/Ponte 

Vedra area.
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EXECUTIVE 
SUMMARY



TOTAL
VISITORS

ROOM
NIGHTS1

DIRECT
SPENDING

TOURIST 
DEVELOPMENT TAX2

ECONOMIC
IMPACT

KEY PERFORMANCE INDICATORS

28

2,791,200 2,370,510 $1,593,477,000 $24,649,055

1 Sources: Smith Travel Research, Key Data and 
Department of Business and Professional Regulation.

 2Source: St. Johns County Tourist Development Council.

CY 2025

$2,001,797,910



Average Daily 
Rate

Revenue Per 
Available Room

HOTELS1 VACATION RENTALS2

Occupancy

COMBINED

Average Daily 
Rate

Revenue Per 
Available RoomOccupancy

Average Daily 
Rate

Revenue Per 
Available RoomOccupancy

LODGING METRICS

29

63.2% $171.99 $108.76 49.0% $214.44 $105.06

58.3% $187.14 $109.10

1 Source: Smith Travel Research.
2 Source: Key Data.

CY 2025
Note: Airbnb (effective April 30, 2025) and Vrbo (effective May 30, 2025) have updated how rates are quoted through their platforms. The ADR now includes cleaning fees, platform service fees, and applicable discounts (e.g., weekly or 
monthly stay discounts). Therefore, the ADR of vacation rentals may appear inflated in YOY comparisons now that Key Data is capturing the inclusive price (excluding taxes) rather than the base accommodation rate. 



ANNUAL VISITOR SNAPSHOT

30

CY 2025

On average, overnight visitors1 planned their trip 41 days in 
advance and booked their trip 30 days in advance.

The top trip planning source were friends/family and mapping 
websites. This aligns with national trends as friends/family, 
general search, and online travel agencies are the most relied 
upon resources.

Visitors' top reasons for traveling to the St. Augustine/Ponte 
Vedra area included a beach vacation/leisure trip, to visit 
friends/family, and to visit historical sites.

38% of visitors recalled advertising about the St. 
Augustine/Ponte Vedra area. Top ad recall sources were video 
streaming services and friends/relatives’ social media. 31% of 
visitors were influenced by advertising to visit.

64.8% of visitors traveled from the Southeast including Florida 
which accounted for 39.7% of visitors. The top visitor markets 
were Jacksonville and Orlando-Daytona Beach-Melbourne.

1Excludes day trippers.
2Includes visitors staying in paid accommodations, nonpaid accommodations, and day trippers.

3Visitors staying in a hotel/motel/resort, vacation rental, RV park/campground, and bed & breakfast.

The majority of visitors traveled as a family or as a couple with 
38% of visitors traveling with children. On average, visitors 
traveled in parties of 3.3 people2. 

40% of visitors were visiting the St. Augustine/Ponte Vedra area 
for the first time. 

The majority of visitors drove to the area. Of the 19% of visitors 
who flew, the majority flew into Jacksonville International 
Airport.

65% of visitors stayed overnight in paid accommodations3 and 
stayed an average of 4.3 nights – slightly longer than the overall 
average of 4.0 nights2.

Top visitor activities were dining out at restaurants, visiting 
Downtown St. Augustine, visiting the beach, visiting historical 
sites, and shopping. 
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Downs & St. Germain Research
850-906-3111 | www.dsg-research.com

ST. JOHNS COUNTY
Economic Impact & Visitor Tracking Study
January 2025 to December 2025



NIGHTS OF LIGHTS
ECONOMIC IMPACT REPORT
November 15th, 2025 – January 11th, 2026

BY DOWNS & ST. GERMAIN RESEARCH



OBJECTIVES AND 
METHODOLOGY
OBJECTIVE:

To assess the economic impact and overall 
attendee experience at the 2025-2026 Nights 
of Lights, held in St. Augustine, FL.

METHODOLOGY:

The data in this report is based on 662 total 
surveys collected: 589 in-person interviews 
conducted with Nights of Lights attendees and 
73 surveys collected via email outreach, QR 
codes, and social media.



KEY TAKEAWAYS



279,600 out-of-county 
attendees1 to the 2025-2026 
Nights of Lights produced 
$93,707,600 in direct spending 
in St. Johns County, resulting in 
an economic impact of 
$120,704,200.

KEY TAKEAWAY: ECONOMIC IMPACT

¹ Including out-of-county attendees and local residents, 
371,900 individuals attended the 2025-2026 Nights of Lights.



371,900
279,600 out-of-county visitors1 and 92,300 St. Johns County 

residents attended the 2025-2026 Nights of Lights.

ATTENDANCE

¹ Including day trippers and overnight visitors.



3 in 4 Nights of Lights attendees 
were visitors to the area

75%

25%

Visitors

Locals

ATTENDEES Do you live in St. Johns County, Florida for at 
least 6 months of the year?



THE AVERAGE 
VISITOR

On average, out-of-county attendees 
spent 2.2 nights in the area

The average out-of-county attendee 
travel party size was 3.5 people



1On accommodations, restaurants, groceries, transportation, 
attractions, entertainment, tickets, shopping, and “other” expenses.

$93,707,600
2025-2026 Nights of Lights attendees who live outside of St. Johns 

County spent $93,707,600¹ in the county during their stay.

DIRECT SPENDING



TOTAL ECONOMIC IMPACT

¹ Indirect effects are increased business spending resulting from tourism dollars. 
Induced effects are increased household spending resulting from tourism dollars.

2On accommodations, restaurants, groceries, transportation, attractions, 
entertainment, tickets, shopping, and “other” expenses.

$120,704,200
When including indirect and induced effects¹ of direct spending, 
the total economic impact of people attending the 2025-2026 

Nights of Lights who live outside of St. Johns County was 
$120,704,200.²



165,790
Attendees who live outside of St. Johns County stayed 165,790 

nights in hotels, motels, etc. while attending the 2025-2026 
Nights of Lights.

ROOM NIGHTS



VISITOR TYPE

Nearly 3 in 4 out-of-county 
attendees stayed in paid 
accommodations1 while attending 
Nights of Lights

15% stayed with friends/family or in 
a personal second home

11% did not stay overnight in the 
area

In what type of accommodations did you stay/are 
you staying in St. Augustine/Ponte Vedra?

43%

29%

14%

11%

1%

1%

1%

Hotel/motel/resort

Condo/rental house

Friends and relatives

Not spending the night

Personal condo/house/timeshare

Bed & Breakfast/Inn

RV park/campground

1Includes visitors staying in a 
hotel/motel/resort; condo/rental house; 

B&B/inn; or RV park/campground.



ACCOMMODATION 
LOCATION

Nearly half of overnight out-of-
county attendees stayed in the 
Historic St. Augustine area

1 in 3 stayed at a beach front 
accommodation

Nearly 1 in 6 stayed near I-95

In which part of the St. Augustine/Ponte Vedra 
area did you stay?1

47%

33%

16%

2%

1%

<1%

Historic St. Augustine area
(not beach front)

At a beach front
accommodation

Near I-95

Ponte Vedra (not beach front)

Don’t know

Other

1Based on visitors staying overnight in 
the St. Augustine/Ponte Vedra area.



KEY TAKEAWAY : NIGHTS OF LIGHTS AS A VISITOR DRAW

Over 3 in 4 out-of-county Nights of Lights 
attendees came to the St. Augustine/Ponte 
Vedra area mainly to see the lights.

Nights of Lights was the singular draw to 
the area for nearly 7 in 10 out-of-county 
attendees.

While many visitors traveled from 
elsewhere in Florida, the top out-of-county 
attendee market was New York City.

The event’s ability to draw a large number 
of attendees from outside the area 
highlights its key role as a visitor draw.



ORIGIN MARKETS

While most out-of-county attendees 
travel from elsewhere in Florida, the 
top origin market is New York City

Florida attendees most commonly 
travel from the Orlando area

11.6%

9.7%

7.4%

6.6%

6.6%

2.7%

2.7%

2.5%

New York City

Orlando-Daytona Beach-Melbourne

Jacksonville

Miami-Fort Lauderdale

Tampa-St. Petersburg

Atlanta

West Palm Beach-Ft. Pierce

Charleston, SC

Top Markets



MAIN REASON

Nights of Lights was the main 
reason over 3 in 4 out-of-town 
attendees came to the area

Was Nights of Lights your main reason for 
coming to the St. Augustine/Ponte Vedra area?

Main Reason Not Main Reason

77%

15%

6%

2%

Yes – the primary reason

A major reason, but not
the main reason

A minor reason/nice
bonus to the trip

No – not the reason for 
visiting



OTHER MAIN 
REASONS

Nearly 7 in 10 out-of-county attendees 
were only in the area for Nights of Lights

12% were also in the area to visit friends 
or relatives

12% were visiting for leisure and/or to 
see the area’s historical sites

In addition to Nights of Lights, were there other 
main reasons for taking this trip to the St  

Augustine/Ponte Vedra area?*

Main Reason

69%
12%

6%
6%

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

Only visiting for Nights of Lights

Visit friends/relatives

Beach vacation/leisure trip

Visit historical sites

Wedding/honeymoon

Anniversary

Convenient stop on way to another destination

Shopping

Company/government business

Art galleries and museums

Foodie/culinary

Breweries/distilleries

Other

*Multiple responses permitted. Percents 
based on all visitors. Includes reasons 

chosen by 1% of visitors or more.



KEY TAKEAWAY: FIRST-TIME AND REPEAT ATTENDEES

Nearly 4 in 5 out-of-county Nights of Lights 
attendees had never been to the event 
before.

Word of mouth is important: attendees 
most commonly heard about the event from 
friends or family, through social media, or in 
online travel reviews.

This data highlights an opportunity to turn 
strong interest from new attendees into 
repeat visits.



FIRST-TIME 
ATTENDEES

Nearly 4 in 5 out-of-county 
attendees were attending Nights 
of Lights for the first time

Approximately how many times have you ever 
attended Nights of Lights?

Main Reason Not Main Reason

79%

13%

3%

2%

3%

This is my first time

2 – 3

4 – 5

6 – 10

11 or more



AWARENESS 
SOURCE

Over 3 in 4 out-of-county attendees 
heard about Nights of Lights from 
friends or relatives

Nearly half saw information about 
Nights of Lights on their personal 
social media or in online travel 
reviews, blogs, or stories

How did you hear about Nights of Lights?*

76%

49%

46%

37%

32%

30%

26%

17%

2%

<1%

2%

2%

Friends/relatives

Personal social media

Online travel reviews, blogs, stories

St. Augustine/Ponte Vedra social media

St. Augustine/Ponte Vedra websites

Visitor guide/brochure

Television/radio/podcast ad

Previous visit

Accommodations website/app

AI websites/apps

Didn't hear of event prior to arrival

Other
*Multiple responses permitted.



NIGHTS OF LIGHTS
ECONOMIC IMPACT REPORT
November 15th, 2025 – January 11th, 2026

By Downs & St. Germain Research
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850-906-3111 | www.dsg-research.com



 
 
 
TDC Regular Meeting – April 20, 2026 

 
Agenda Item Monthly Reports 
 
 
• Bed Tax Report – February Collections 
• VCB Update 

 
 
     
   



February
FYTD
% OF BUDGET
% OF FY

BUDGETED $ 23,503,220$              
  

 
Description Count 

RV/MH Park or 
Campground

25

Hotel or Motel 91
Condo / COOP 2328

Apartment / House / 
Mobile Home

2341

Bed & Breakfast 34
Management Co. 1
Other 9
  
Total 4829

City of St. Augustine 541,341$           
Ponte Vedra Beach 377,792$           
City of St. Augustine 
Beach 261,308$           

Collection by Municipality

FY2026 MONTHLY LOTDT DASHBOARD
Occupancy Month Net to TDC +/- PY

1,936,067$         3.6%

February 26 Collection Accounts

9,090,623$         1.96%
41.7%
38.7%



ST. JOHNS COUNTY TOURIST DEVELOPMENT TAX
FISCAL YEAR 2026

OCCUPANCY/REPORTING MONTH OCT % PY NOV % PY DEC % PY JAN % PY
GROSS RECEIPTS $29,287,405.71 6.1% $37,297,247.14 5.1% $48,691,057.90 3.0% $35,303,204.12 -8.1%
EXEMPT RECEIPTS -$1,215,706.71 2.9% -$940,725.34 -28.8% -$1,231,116.70 -14.1% -$1,426,938.12 19.4%
TAXABLE RECEIPTS 28,071,699.00$        6.3% 36,356,521.80$       6.4% 47,459,941.20$      3.5% 33,876,266.00$       -8.9%
TOTAL TAX COLLECTED 1,403,584.95$          6.3% 1,817,826.09$         6.4% 2,372,997.06$        3.5% 1,693,813.30$         -8.9%
ADJUSTMENTS
TOTAL TAX DUE 1,403,584.95$           6.3% 1,817,826.09$         6.4% 2,372,997.06$        3.5% 1,693,813.30$         -8.9%
LESS COLLECTION ALLOWANCE -$11,457.89 -$14,459.31 -$17,992.94 -$13,653.96
PLUS PENALTY $11,689.91 $19,288.17 $25,246.30 $11,131.09
PLUS INTEREST $409.29 $1,008.05 $705.95 $431.09
TOTAL AMOUNT REMITTED 1,404,226.26$          6.4% 1,823,663.00$         6.3% 2,380,956.37$        3.9% 1,691,721.52$         -9.2%
LESS TAX COLLECTOR & CLERK (28,084.53)$               6.4% (36,473.26)$             6.3% (47,619.13)$            3.9% (33,834.43)$             -9.2%
NET TO TDC 1,376,141.73$          6.4% 1,787,189.74$         6.3% 2,333,337.24$        3.9% 1,657,887.09$         -9.2%

 
FEB % PY MAR % PY APR % PY MAY % PY

GROSS RECEIPTS 40,881,777.94$        0.4%
EXEMPT RECEIPTS -$1,433,531.94 -43.6%
TAXABLE RECEIPTS 39,448,246.00$        3.3%
TOTAL TAX COLLECTED 1,972,412.30$          3.3%
ADJUSTMENTS
TOTAL TAX DUE 1,972,412.30$           3.3%
LESS COLLECTION ALLOWANCE -$16,662.92
PLUS PENALTY 17,880.85$                
PLUS INTEREST 1,948.79$                  
TOTAL AMOUNT REMITTED 1,975,579.02$          3.6%
LESS TAX COLLECTOR & CLERK (39,511.58)$               3.6%
NET TO TDC 1,936,067.44$          3.6%

JUNE % PY JULY % PY AUG % PY SEP % PY YTD
GROSS RECEIPTS $191,460,692.81
EXEMPT RECEIPTS -$6,248,018.81
TAXABLE RECEIPTS $185,212,674.00
TOTAL TAX COLLECTED $9,260,633.70
ADJUSTMENTS  
TOTAL TAX DUE $9,260,633.70
LESS COLLECTION ALLOWANCE
PLUS PENALTY
PLUS INTEREST
TOTAL AMOUNT REMITTED $9,276,146.17
LESS TAX COLLECTOR & CLERK -$185,522.92
NET TO TDC $9,090,623.25



Net TDT Revenue to the Tourism Department by Fiscal Year
FY22  + /- FY23  + /- FY24  + /- FY25  + /- FY26  + /-

October 1,433,249$     87.6% 1,472,774$     2.8% 1,502,822$     2.0% 1,293,718$     -13.9% 1,376,142$       6.4%
November 1,411,921$     92.3% 1,419,713$     0.6% 1,554,762$     9.5% 1,681,780$     8.2% 1,787,190$       6.3%
December 1,848,637$     105.3% 1,878,754$     1.6% 2,089,638$     11.2% 2,245,861$     7.5% 2,333,337$       3.9%
January 1,339,161$     77.6% 1,707,915$     27.5% 1,731,678$     1.4% 1,825,237$     5.1% 1,657,887$       -9.2%
February 1,829,297$     92.4% 1,947,956$     6.5% 1,994,649$     2.4% 1,869,355$     -6.7% 1,936,067$       3.6%
March 2,580,026$     74.4% 2,778,964$     7.7% 2,903,360$     4.5% 2,748,197$     -5.6%
April 2,337,424$     62.6% 2,439,606$     4.4% 2,109,250$     -13.5% $2,204,047 4.3%
May 1,862,167$     30.2% 1,899,752$     2.0% 2,005,957$     5.6% 2,011,064$     0.3%
June 2,188,339$     28.5% 2,263,926$     3.5% 2,248,389$     -0.7% 2,196,675$     -2.4%
July 2,517,580$     28.8% 2,584,377$     2.7% 2,413,376$     -6.6% 2,227,555$     -8.3%
August 1,515,709$     13.8% 1,405,773$     -7.3% 1,467,943$     4.4% 1,520,170$     3.4%
September 1,336,608$     41.2% 1,392,580$     4.2% 1,162,523$     -16.5% 1,324,904$     12.3%
Total 22,200,117$  23,192,091$  23,184,347$  23,148,562$  9,090,623$       
Per Penny 4,440,023$     4,638,418$     4,636,869$     4,629,712$     1,818,125$       
Per Penny
Growth 23.5% 4.5% 0.0% -0.2%

Red indicates months in which the TDT collections were less than the collections of the same month in the prior year



FY 2026 TOURIST DEVELOPMENT TAX REMITTED BY ACCOMMODATIONS TYPE 
OCC. MNTH H/M % of Ttl PV+- Condo % of Ttl PV+- Apts % of Ttl PV+-

October $881,121.06 62.7% 6.0% $150,139.24 10.7% -0.3% $279,991.92 19.9% 8.2%
November $1,128,634.03 61.9% 0.9% $171,068.72 9.4% 8.7% $397,515.84 21.8% 17.3%
December $1,472,859.42 61.9% 3.5% $189,145.39 7.9% -3.9% $568,758.25 23.9% 12.0%

2026 January $965,414.55 57.1% -9.8% $263,814.61 15.6% 2.0% $351,259.45 20.8% -13.2%
February $1,121,874.84 56.8% 3.0% $294,214.36 14.9% -9.2% $407,685.45 20.6% 13.9%

March
April
May
June
July

August
September

TOTAL 5,569,903.90$       1,068,382.32$    2,005,210.91$         
OCC. MNTH Camp % of Ttl PV+- B&B % of Ttl PV+- TOTAL

October $40,792.33 2.9% 23.5% $52,191.71 3.7% 13.6% $1,404,236.26
November $51,663.20 2.8% 33.6% $74,781.21 4.1% 20.2% $1,823,663.00
December $60,937.86 2.6% -10.3% $89,255.45 3.7% -6.9% $2,380,956.37  

2026 January $49,376.20 2.9% -24.7% $61,856.81 3.7% -2.3% 1,691,721.62$        
February $78,292.42 4.0% 1.5% $73,511.95 3.7% 24.2% 1,975,579.02$        

March -$                        
April -$                        
May -$                        
June -$                        
July -$                        

August -$                        
September -$                        

TOTAL 281,062.01$          351,597.13$       9,276,156.27$        



FY 2026 TOURIST DEVELOPMENT TAX REMITTED BY ZIP CODE    
ST. JOHNS COUNTY TOURIST DEVELOPMENT COUNCIL

32080 % TTL +/- PY 32082 % TTL +/- PY 32084 % TTL +/- PY 32086 % TTL +/- PY
Fiscal Year 2026

OCT $427,312.70 30.4% 10.0% $293,104.14 20.9% 17.7% $564,887.43 40.2% 4.1% $18,567.31 1.3% -16.1%
NOV $487,835.05 26.8% -2.9% $335,403.36 18.4% 10.1% $850,369.51 46.6% 9.9% $25,236.72 1.4% 98.0%
DEC $654,948.55 27.5% -0.5% $284,664.08 12.0% 17.8% $1,252,209.38 52.6% 5.5% $34,740.71 1.5% -19.7%
JAN $547,002.16 32.3% -1.5% $279,810.55 16.5% -24.3% $734,506.31 43.4% -7.0% $22,566.41 1.3% -33.3%
FEB $639,255.41 32.4% -3.8% $378,813.48 19.2% 19.2% $801,300.65 40.6% 5.1% $28,824.34 1.5% -26.4%

MAR
APR

MAY
JUN
JUL

AUG
SEP

FY YTD 2,756,354$             1,571,796$              4,203,273$           129,935$      

32092 % TTL +/- PY 32095 % TTL +/- PY 92+95 OTHER % TTL +/- PY TOTAL
OCT $80,242.99 5.7% -8.3% $14,476.56 1.0% 0.5% 6.7% $5,635.13 0.4% -64.8% $1,404,226.26
NOV $101,537.26 5.6% 3.2% $15,157.05 0.8% -10.2% 6.4% $8,124.05 0.4% 19.6% $1,823,663.00
DEC $120,280.65 5.1% -0.1% $21,869.89 0.9% -5.7% 6.0% $12,243.11 0.5% -31.8% $2,380,956.37
JAN $85,522.48 5.1% -6.4% $13,677.09 0.8% 1.2% 5.9% $8,636.62 0.5% -6.5% $1,691,721.62
FEB $101,812.14 5.2% 6.1% $17,780.23 0.9% 7.4% 6.1% $7,792.77 0.4% -27.7% $1,975,579.02

MAR
APR

MAY
JUN
JUL

AUG
SEP

FY YTD 489,396$                 82,961$                    42,432$          $9,276,146.27

Anastasia Island Ponte Vedra Beach St. Augustine/Villano/N. Bch  Shores/South/207

  WGV + west of I95   I95&SR16 +  Palencia Other

Dena Masters
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