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While there is certainly a trend in developing specifically   for the Sports  

Tourism market, there are some pitfalls to be aware of:    

    -  The perception that the facility is not for the taxpayers   

    -  Over building to be a “Venue” can = poor ROI   

    -  Building but not promoting the facility   

  

In recent years we have seen many large, stand alone Tournament Facilities  

being developed specifically for the purposes of accessing the Sports  

Tourism market.   

  

We believe that the actual ROI on these facilities are still to be determined    

  



 
  



 
  

 
 

 
   

 
   

 
 

 
 
 

 
 



 
  

Our observations and research of the general sports participation  
market are below: 
  
•   Considerable participation at the local league level in youth football,  
baseball and soccer.  These leagues are well established and serve as a solid  
base to future tournament development.   
  
•   At present, soccer facilities are of high quality and capable of hosting  
smaller regional tournament activity.  Other  quadrilinear  fields for football  
activity were also of high quality but sporadically located.   
  
•   Baseball facilities are well maintained but sporadically located and  
some field sizes are small, making it difficult to host multiple age groups in  
tournament settings.  The County facility across I-4 was of high quality.   
  
•   Indoor facilities are lacking in quantity.  We observed one indoor  
basketball court.   
  
•   No aquatics facility was identified in our tour.   
  
•   No track and field facility was identified on our tour but we understand  
they exist to some extant at local high schools.   
  
•   Tennis facilities were of average quality and sporadically located at  
multiple parks.   
  
•   Trail system identified throughout the city and area is well setup and  
could have great potential for cycling and endurance sports.   
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Almost all events discussed in our  

analysis are considered participation- 

based events. 

That is, soliciting the participants in the  

event, and their travel party is the main  

focus. 

This is different than events that are  

provided as part public recreation  

services or other planned sporting   

events that bring in spectators to watch  

an event. 

The economic impact starts with visitors  

that stay in the community for multiple  

nights 
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In the State of Florida alone, the Florida Sports Foundation in  
2014  estimated that 13.3 million visitors came to the state for  
the sole purpose of sports and recreation.  

When considering just sports tourism, the survey indicated that  
Florida’s Sports Commissions hosted over 2,500 events  
attracting over 3.1 million sports tourists.  

With such significant amounts of dollars being spent on sports  
tourism, cities and municipalities are investing in new sports  
facilities and complexes to draw more of these participation- 
based events and reap the spending impacts that they bring.   

Cities are investing in facilities.  

Cities are investing in e ff orts to develop this tourism segment. 

Convention and Visitor’s Bureaus and/or Sports Commissions in  
these markets dedicate significant resources and manpower to  
marketing their destinations, facilities and other attractions to  
attract sports tourism. 

In many cases this is accomplished through SPORTS  
COMMSSIONS   



 
  

As noted in research done by  

the National Association of  

Sports Commissions, the  

Sports Tourism industry  

continues to grow year to year.    

  

  

According to NASC, estimated  

visitor spending associated  

with sports events was $9.45  

billion in 2015, up from $8.96  

billion in 2014.   



 
  

Often these sports tourism e ff orts are housed inside of a CVB as a natural o ff shoot of their  
existing tourism e ff orts. 

The general event development model for CVBs and Sports Commissions has three  
facets:  

   
Bidding on events through a RFP or bid process overseen by an event rights holder. 

   
Supporting existing event activity in the market and lastly working with local sports  
contacts to start organic. 

   
Home-grown events.   

Most CVBs or Sports Commissions focus their e ff orts on the first of those facets: BIDDING  
ON EVENTS. 

Opportunity Period Goals:   Times of year when a community has slow or marginal visitor  
Impact is the best time to bring in outside events. 

Specific to the Deltona area and Central Florida, many cities have invested significantly into  
attracting sports tourism to their communities. Beside new facility construction, these  
entities also aggressively market their cities and facilities to rights holders all over the  
country and the world.  

29  separate entities are represented as regional representatives of the Florida Sports  
Foundation.  
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Funding for these Sports Commissions and to create additional economic is most  
commonly focused on hotel/motel taxes in their jurisdiction. 

These tax rates can vary greatly with some tourism driven markets utilizing this funding  
stream for uses outside of tourism.   

A 2-5% hotel/motel tax on each room night is most common in smaller cities  
and counties 

Food and beverage Taxes are another common tax that can be use, with the  
thought that sports tourists generally spend while in town eating and drinking  
at local establishments (only partially OPM) 

Generally  public recreation facilities  are built and  

maintained, and local programs are funded by a  local dedicated  

property tax .   It is important to establish the di ff erence between the  
two revenue sources and how they will be utilized     

Sports Commissions  

These can also generate funding with memberships, owned events operated  
by the commission and corporate sponsorship.   
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1. GENERAL  

  

Number of Competitors    X  Sport Party Travel Multiplier   

X  Number of days   

X  spending $140  



1. GENERAL  

  

Specific impacts of sports events: 

The most significant factor in estimating economic impact of sports events  
is based on length of the event.  

Sports groups can di ff er significantly in terms of travel party ratios and  
spending habits, and younger participants naturally draw higher ratios. 

Weekend sports events with 2-3 days of competition are most common in  
sports tourism, particularly at the youth level 

Large scale events with 4-7 or more days of competition can have smaller  
numbers of competitors but generate significant economic impact. 



1. GENERAL  

  

Adult & senior sports can be attractive events and  

generate significant spending impacts 

generally these have low ratios of other travelers and generally should not 
be more than 1-1.   

Senior softball, tennis, track & field,  pickleball  and shu ffl eboard can draw  
relatively good participation numbers in certain markets  



1. GENERAL  

 

Specific impacts of sports events: 

The most significant factor in estimating economic impact of sports events  
is based on length of the event.  

Sports groups can di ff er significantly in terms of travel party ratios and  
spending habits, and younger participants naturally draw higher ratios. 

Weekend sports events with 2-3 days of competition are most common in  
sports tourism, particularly at the youth level 

Large scale events with 4-7 or more days of competition can have smaller  
numbers of competitors but generate significant economic impact. 

EXAMPLE A: 3 DAY U8 – U17 SOCCER TOURNAMENT WITH 60 TEAMS  

1080  players X 4 = 4,320 X 3 days = 12,690 x $140/ day =   

  

  



 
 



 
 

Central Florida Sports Commission represents the City of Orlando,  
Orange County, Seminole County, Lake County and Osceola County  
as a single entity actively soliciting events and marketing those areas  
to rights holders on a  



 
  



 
  



 
  



 
 



 
  

. Rec’linear Field

 Sports  

1 
  Soccer primary Use
       Youth club, college & pro training, show-

cases     Lacrosse

   Rugby  

  Tier two field Sports (Aussie Football, UlBmate

 Frisbee,  

Quidditch )   
2 .  Connec’vity, Trails, Lakes and

 Nature    Cycling passive and events  
  Endurance sports – Swim, Bike, Run
    Running Club Runs, Racing -
     Birding & nature based tours  
  Cross Country – HS &

 College  3 . 

 Tenn  Tournaments, League Play  

. Entertainment

 Venue  

4 
  Fall/Spring concert

 series    FesBvals and special events  
  Events aNached to other Sports acBviBes
  5 .  Indoor Recrea’on Center/Gym/Fieldhouse as center of a New

 Suburban Park    Basketball, Volleyball, Cheer, Dance  
  Indoor Track & Field
    GymnasBcs  
  Family Pickup RecreaBon  

        
  
  

  



 
  

Successful economic development from Sports Tourism lies mainly in attracting large  

scale events, predicated on having facilities capable of accommodating large  

numbers of teams and participants. This requires large acreages (80 - 150 acres for a  

stand alone facility).   
  



 
  

The concept of a single large, tournament-grade sports facility, tied into an area such  

as “City Center” is not particularly common in our experience due largely to the cost  

and availability of land near these types of areas. 



 
  

HOWEVER, Participants will stay in local hotels and be patrons of local establishments, if  

quality facilities are located and promoted within a general area even if the facilities are  

not all in one stand alone sports complex.  In other words -- The games can be spread  

out in several places around town, as long as they are promoted by the town, and there  

are things to do during o ff  times in the town.   



 
  

The concept of a single large, tournament-grade sports facility, tied into an area such  

as “City Center” is not particularly common in our experience due largely to the cost  

and availability of land near these types of areas. 



 
  

City Center Stadium 

A primary, centralized park including a small, multi-purpose stadium  

•   
Could serve the local youth and high school football 

•   
Marketed as well as a showcase field for larger tournaments 

•   
A  partnership with the VCSB hosting  local high school games 

•   
Could also host high school, college or pro soccer teams. 

•   
Tack & field facility inside of this stadium 



 
  

However all of these events are somewhat limited in Economic  
development because:  

  The events are spectator based not parBcipant based  
  Over night stays are typically not required
    Spending in restaurants and stores is limited because the stay is hours not

 days.    Low ROI based on cost of one stadium as opposed to a sports

 oriented park.    

AddiBonally a Stadium would have a limited posiBve addiBon the  

The RecreaBon for the Deltona CiBzens. 
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It is critical to build right – what is right for Deltona  

That’s what is important ...   

Build on what you have ...  

Build for the market...  Find SYNERGY! 



 
  

New facilities for local recreation of all types is typically a desire by a  

community, and, given the demographics of the city, is also a needed in  

Deltona. Tying a sports and recreational component to the “City Center”  

is certainly conceivable with perhaps a focus on other portions of the  

sports niche and desired public recreation activities or that supports  

other facilities in town.  



 
 

THIS COULD INCLUDE: 
  

Traditional Youth Sports to meet the needs of public recreation 

With Sports Tourism in mind 

A venue for active and passive recreation 

Indoor and Outdoor Recreation 

Entertainment 

Casual recreation and community events 
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