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I. EXECUTIVE BRIEF 
Motion and Title: STAFF RECOMMENDS MOTION TO RECEIVE AND FILE: The 
results of the Brand Assessment analysis and research for Palm 
Beach County performed by Duane Knapp, President of BrandStrategy, 
Inc. 

Summary: On May 19, 2009 the Board of County Commissioners 
contracted to assess the destination brand in order to develop a 
one-of-a-kind tourism experience for Palm Beach County. Research 
was conducted to analyze the perception of the destination by 
all tourism customer groups and stakeholders. Customer groups 
included visitors, meeting planners and travel trade. 
Representatives from community agencies, government entities, 
chambers of commerce, lodging facilities, attractions and 
business leaders participated as tourism stakeholders. 
Palm Beach County influencers, travel & meeting professions and 
consumers were surveyed by BrandStrategy and previously 
completed research studies, totaling over 600 pages, were 
reviewed. The team met with hundreds of community leaders, 
business owners and residents. The research was summarized and 
the findings presented to the CVB. Today's presentation is the 
result of those findings. (Countywide) (MC) 

Background and Justification: The assessment was requested for 
the entire Palm Beach County. Palm Beach County is a di verse 
destination much like a typical state. It has a population of 
approximately 1. 3 million people, 2,386 square miles of land and 
water, 38 municipalities, 47 miles of Atlantic beaches, 17,000 
hotel rooms, 2,749 restaurants, 392 parks and eco areas, more 
than 300 museums, performing arts companies and venues, 
historical sites and thriving cultural organizations comprise 
its vast artistic landscape. 

The diversity and size of 
combined with the absence 
important issues for the 
destinatiods brand. 

D. Attachments: 
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II. FISCAL IMPACT ANALYSIS 

A. Five Year Summary of Fiscal Impact: 

Fiscal Years 
Capital Expenditures 
Operating Costs 

External Revenues 

2010 

Program Income (County) ----
In-Kind Match (County) 

* 

2011 2012 2013 2014 

NET FISCAL IMPACT ======= ======= ======= ------- -------------- -------

# ADDITIONAL FTE 
POSITIONS (Cumulative 

Is Item Included In Current Budget? Yes 

Budget Account No.: Fund Agency_ Org. 
Reporting Category ----

No. 

Object 

B. 
The 
And 
c. 

Recommended Sources of Funds/Summary of Fiscal Impact: 
Convention & Visitors Bureau receives 52.47% of the 2nd

, 

5
th 

cent of th~ local o~tion b?~~~ 
Department Fiscal Review: ~ 
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III. REVIEW COMMENTS 
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Assistant County Attorney 

C. Other Department Review: 

Department Director 
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INTRODUCTION 

WE HAVE ASSESSED OUR DESTINATION 

BRAND SO THAT WE CAN CHART A COURSE 

TOWARD CREATING A ONE·OF·A·KIND 

DESTINATION EXPERIENCE. 

TODAY WE WANT TO UPDATE YOU ON OUR 

© 2010 BrandStrategy, Inc. 
All. Rights Reserved 

PERSPECTIVES AND INSIGHTS. 

BCC 
2 



"The information contained in this document is confidential and exempt 
from disclosure undertcehe public records law, unless judicially determined 

otherwise. Such information includes booking _business records; 
information in respqnse to a sales promotion, advertisement, or research 
roject which, if released, would reveal the identity of persons or entities 
who provide data or other information; trade secrets as defined by Sec. 

812.081, Fla. Stat; and/or trade secrets and commercial or financial 
information gathered from a person and privileged or confidential under 

© 2010 BrandStrategy, Inc. 
All Rights Reserved 

federal/aw. "-
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BRANDSTRATEGY, INC. 
Advising Genuine Brands 

We have had the pleasure of advising over 300 brands worldwide including corporations, societies, 
professional associations, institutions, countries, world-class professionals, celebrities and successful 
individuals who desire to optimize their perception, image and success by applying the BrandScience™ 
principles. 
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PALM BEACH/<30l.JNTY GENUINE BRAND 

PROCESS 

PHASEl-·STRATEGY 

• BRAND ASSESSMENT 

PHASE II - IMPLEMENTATION/ACTION PLANS 

• BRAND BLUEPRINT 

(CREATIVE, MARKETING, ADVERTISING, 
OMMUNICATIONS, ETC.) 

• BRAND CUL TURALIZATION 

© 2010 BrandStrategy, Inc. 
All Rights Reserved BCC 
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PERCEPTION IS REALITY 
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PBC/TDC RESEARCH (600+ PAGES)~ 

SENT THOUSANDS OF SURVEYS TO: 

~ .COMMUNITY LEADERS (200) 

.. TRAVEL & MEETING PROFESSIONALS (226) 

.. CONSUMERS (2, 100+ ), ETC. 

• MEETINGS WITH HUNDREDS OF 

COMMUNITY LEADERS, VISITORS, ETC. 

© 2010 BrandStrategy, Inc. 
All Rights Reserved 
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DESIRE FOR•·· SUCCESS 

THE PBC COMMUNITY WANTS 

TO WORK IN. PARTNERSHIP_ TO 
BUILD A ''ONE -OF A KIND'' 

DESTINATION 

!1•811- BCC 
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ENTHUSIASTIC VISITOR SPARK PLUGS 

• WORLD\CLASS HOSPITALITY LEADERS 
IN.YOUR DESTINATION KNOW HOW TO 
MAKE GUESTS FEEL GREAT 
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PALM BEACH-

1 . UPSCALE/LUXURY 

2. BEACH/BEACHES 

3. BEAUTIFUL 
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