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Who We Are 

What We Do 
• 

How We Do It 

Why It Matters 

Whot's Next 
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SAVANNAH AREA CHAMBER 
OF COMMERCE 
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VISIT TYBEE 
ISLAND 
....... _,J/f/T 

ll 

JJ " SAVANNAH AREA CHAMBER 
OF COMMERCE ....._~ 

as 
~ 

VISIT SAVANNAH 

SAVANNAH AREA CHAMBER 
OF COMMERCE 

VISIT SAVANNAH 

SAVANNAH SPORTS 
COUNCIL ....._, 

Li 

VISITOR 
CENTERS ,.,., 
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Visit Savannah Org Chart 

CAREY FERRARA :~:·1o1·r 202~/2C2J) 
Go!.!ight Gr0t.1:, 

WHIP TRlPLETT {lttcc-1-:.1ir.g Cl· :i" :~02 i 
N:: rth Pcint Ho"!.pit afiry 

TOOD COSTIN (IF.,, :~in~ .:: i .:a!=, Ct-. :-' ·r) 
Hyatt R3:5,:1;cy Sovcrmah 

KEIT H BUTZ (7rcc , .. ,_r) 
Th~ Thomr::;:on Hotel 

DALE PARKER 
J. Parl.•,r Ltd. 

MONTY JON ES 
Emr.orket Ar,? n.:.i: 

NORA FLEM ING LEE 
Comito! H<:dtO:JC SoC!::ty 

DARREL NAY LO R-JOHNSON 
SCAD 

KAL PATEL 
lmag•:: Hotels 

MONCELLO Sl 'EWART 
Greater Seiva:.r.ah Glock Chcmb!?r of Comm! rc~ 

IAATTHEW OOUZUK 
Perry Lcme lfotei 

MICHAEL OW ENS 
Tourism Leod,';!.rship Counci l 

STUART ROBIN SON 
\.Ve:;t in Scv~nnch Harber Gc!f R'i"sort & S?a 

JENN IFER STRICKLAND 
Ri".- .:?'r St reet Restaurant Group 

COREY JONES 
Lucky Sava nc:h Vocation Re:r1t.al:; 

SINI SA C!RIC 
Savm:nah t\lusic festivd 

AME LIA JAMERSON 
18Lo•, a:?c Ar t 

IAATT MEECE 
Hi:;toric Savctr1r. oh Theatre 

JULIE MUSSELMA N 
Savar,.noh's Wat~drc n~ 

Ex O'ffid ;.,: 

A l.lCI A MILLER BLAKELY 
Sovci":no.h City Col:nci! 

BERT BRANTLEY 
Sovcrmoh Area Chamber of' Comm ?rce 

CH EST: R ELLIS 
Chathor.1 Coua1 t}' Corr:missicners 

GP.E G KE LLY 
Savrmnch/Hil ton Head tntcn1,1ticm c! .A.irport 

JOSEPH MARINE\.U 
Vi..it Sovc:nnah 

JAY MELDER 
City of Savannah 

KELVIN MOORE 
SaYa:inah Convention Cent er 

EVAN GOETZ 
Tybee lsfcnd Representa\ iv-: 

JAMIE MCCURRY 
2026/2027 Ch~mber Ch:1ir 

Visionorfr.:s: 

DAWN BROSNAN 
Nc tiono! Musca.;m of the Mighty Eighth Air force 

MARGUERITE SF.CKMAN 
Fet-J, Star:ancl St range end Bazaar. One for the 

Road, Superh/oom 

AUSTI N WRI GHT 
Left Lone Hospitality 

01:2.512026 
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How We're Funded 

8% 1-totel/Motel 
Bed Tax 

I 

City of Savannah 
General Fund 

H 

■ Tourism Product 
Development Fund 

E ARE 

Savannah Area Chamber 
of Commerce 

Visit Savannah 

■ Visit Savannah ■ Savannah 
Convent ion Center 

E'RE NOT 

Tourism Leadership Council 

Sovannoh's Waterfront 

Downtown Business Association 

City Market 

Plant Riverside District 

Eastern Wharf 

6/25/2026 
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MISSION STATEMENT 

'' 
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2026 Business Plan: 
Strategic Pillars 

Our anml(li business and mar:ceting plan defines Visit Savannah's priorities, orgcmized into 'five 
pilkirs that align efforts between all departments and support a healthy visitor economy. 

ti/:.Z!J/2026 
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SH .. RING OUR WORK: 
I Y GNM T 

Clear vis ibility into our goals, priorities, and progress keeps stakeholders 
aligned and confident in our direction. 

Publish Annual Business Pion 

Produce Mid-Year and End-of-Year Results 

Email Monthly Insights & Strategic Updates 

6/25/2026 
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2026 Budget Allocation 

■ Marketing 

Personnel 

■ Sales & Promotions 

■ Miscellaneous 

■ Rent & Utilities 

■ Depreciation 

Reaching a Sophislicalcd, Diverse -r,-avclcr 
O;.ir strategy is designed to ttract hghcr- ✓alue cxpericncc-dri\<en tr elers 

whil ~x (ll ding the depth a d diver-ity of who we reach. 

Leisure 
Travelers 

Sports 
Tourism 

Meetings 
& 

Conventions 

Group Tour 

International 

Multicultural 

6/25/2026 
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SAVANNAH TRAVEL MARKET PROFILE 

MAIN PURPOSE OF 
LEISURE TRIP 

8% - -SPECIAL 
EVENT 

OU TDOORS 

•soun cE: lONCiWOOOS INTEilHATIO-'tAL lOlS, TA .... Vf l USA S TIJOV; ?OiS TOIJ RI Slo.l ECO /,IO~II CS, 
( CO NO"'IC IMPACT Of VIStiO IIS TO S.\VANPIAH, G(OI\GIA 

VISITOR 
DEMOGRA PHICS 
& RACE 

c ,1AKLOTT£, r. 

,UU.MTA .GA 

AU(>US"f"-6"' 

C!iARLtsTOH. SC 

8AUp,,SW,C)C ,Sf SN~ S. GA 

P',CXSONVKlf fl 

ORU.lfflO,fL 

fo\VPA· ST fo'tTl!. fL 

1,HAJ.11, fl, 

15':lo 
Af;t1CAN 

Ai..tf..RICAN 

'SOUll(t: ~0 /\ICiWOODS l NTOl:'I.\TIONAL 1n_o;, 11t,t.Yll v s -. STUIN: i n s r o up1::. .. fCC>«DNi(S, 
fCOIIONIC INl'ACf Of 111s1ro11s TO UV#JIH-' 11 , GlOIH,IA 

9% 

CITY TRIP 

TOP OMAS 
OF ORIGIN 

m, 
HISPANIC 

TOURING 

.... 
WHITE 

38% 

V!SIT!f.lG 
'FRIEHDS & 
~ElAT IVES 

Q12.9M 

••• ·-
V1,n011s 

3 

g 93% 
1tcsr,o,owu:.rnu 

Y, !)lfSAn SfitO 

VISITOR A CTIV ITIES & EXPERIENCES 

• SH OPPING 

MUSEUI.I 

LA.~IOM.\RKJ 
t-l!STORIC s rf f 

SIGHTSF.EINQ 

BAR/ 
NIGH TCLUB 

6/25/2026 
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LEISURE: 

Spring Strolls in Savannah 
Sunlit squares and blooming bc<Juty 
awa it. 

Digital Advertising 

1l , i:.. ! ~; \'c·n tr \.;; • n 

ii., \, is \r ..; _, v 1n .:•i 

nou 0 

MEETINGS, SPORTS 
& GROUP TOUR: 

~Ice! in Sl)'lc: Sa\'all1wli"s 
llicnd nDludcrn Vennes and 
Timclc., ., Charm 

Print Advertising 

6/25/2026 
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EMAIL: 

C<- • _ ._,,._ ., ... - ~ ... _ , ,.,... f'$ 

.. ,.. ,. ..,.,.._ • .,., _. ._.., 11,w11, wo• .,. .,, ~.__. .. 
""' '~ .,..-,,. .. .,. ... _. '"'-... ... -= ~ • .,,. --~--~ 
... .c:, "'M .... ---«.:...7,~ ,1-..q11-...... ._., 

,,_:I ~ f .... t-1.,.U>,,_ 1111 I • l'M'-'t...,.~<l ..... '.:a ..... 
-, .. ,.~~i;,,r • ""'-~-"·•• lo"-"..,..,. .. 
Tl' . ..-..ii •,-~,."(lt,llrCI M - • IOO,,, ...,_,,r,..ctt W 

♦ iij, ii I' ,,,, I I . ♦ 

... 
24 

Public Relations 

Content 

WEB: 

- ~ •• ,u:~, ;. -

Ct'll'bralt' Junt'll'<'nlh 
in ~a,anm1h 

....... , .. "'9 .... _ •• 

F n ; 111 ti,,· Weeping Time 
Monument t" Laurel Grove 
Cemetery.,c'c......=.c...c.-.....,._--'---~ 
fr 1·•·1l11ni n 
1hn•n:jH;U 

The mo~, Juhi!o111 
C11lcbr0 1c culturc 
l0l6.Enjoyt111nci 
rnm\1y, !cmuhtt r, a 
ce!clm11lon or h~ rl 

_., 
Savannah Just Keeps 

Getting Cooler-Here's 
Where to Soak in the City's 

Creative Buzz 

SOCIAL: 

6/25/2026 
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Partnerships & Experiential 

!><::hinc1 l .. (1,"t:Sl1i1cld .- ;11K)··s 

Si!,,an,ial, · lnspi1·l·ll C;,psuk· 

=-:=~.::::..=-?.=;;::=.=-:.;-;-:::::-:::::;-;;;;: 

Working Together 

5111']11'1,fnif, 

SAVANNAH 
• 

b/L!JILU:Zo 
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A Destination on the Rise: 
Savannah's Expanding Product 

Ongoing investment & development are strengthening Savannah's appeal. 

Expanding hotel inventory and accommodation options 

Growing culinary scene with diverse offerings 

New attractions enhancing visitor experiences 

Expanded convention center boosting capacity 

Emerging districts beyond the Historic core 

• New facilities supporting sports and entertainment growth 

blL.blL026 
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80% 
cf overnigi-.t travelers 1.v:?ro very 
!:ctisfi:.;cl ·.,· ith ':.h..?ir overa ll trip 

eXi=~rie:ice. 

~h v~ry Satisfied w it h Trip* 

StGHTS£ElNG / AT'i'RACTIONS 

QtJAUTY OF FOOD 

FP.IENOl..'NESS Cf PECPLE 

QIJAL!TY OF ACCOWOOATI· NS 

I 
1 SAFETt / S.ECURlTY 

MUS!C / NIGHTLIFE/ ENTERTAIOIWENT 

VAll.lE FOR WC NEY 

EASE Of ACCES:;lBILiTY 

ruauc T. ANSPO~T 

·,·-·: ~ sc•: h•,11" r,, • •cr•·d t o:.p r;,:. , •Jr,-, li•,~•v, ,'ll .rnr, 
•(;, .c or -~i:.c1 ,i :,;:::,~; 'Y" •d •.r, mr>~t ,..;I.I, :r:,,·. • ;;.,,;1,,• 1 ,1,.s.,!!iU:,,,l wi!/,ir, ui:v< I p•J•1y . Qt:< :~-;,.. -,pd::! :, in _,z,;_ 

The Visitor Economy: 
Powering Local Prosperity 

Expanding economic vitality and prosperity throughout Savannah 
and Chatham County 

• Supporting local area businesses, large and small 

• Showcasing the Historic Landmark District while increasing exposure 
to areas of interest throughout the city, county, and Tybee Island 

• Partnering with SEDA and RISE related to workforce development 
initiatives 

Leveraging Savannah's national and international reputation as 
a world-class v isitor destination 

o/L5/2026 
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Built on the City's O,vn Framework 
The City's Tourism Management Plan named the prioriti s that matter most -

here's how Visit Savanna delivers on each. 

COLLABORATIVE 
TOURISM MANAGEMENT 

We're at the table - partnering with City 
staff, the Chamber, TLC, and the TAC 
to manage tourism growth alongside 

resident quality of life. 

DATA-DRIVEN 
DECISION MAKING 

We put a range of research tools 
and methods behind every priority 
and m easure their impact - so the 

vi sitor economy runs on evidence, not 
assumption. 

Mi'iM EiMfilE 

Shared Priorities 

COMMUNICATION 
&ADVOCACY 

We show the community what the visitor 
economy delivers - through regular 

presentations, cornmunity meetings , o 
four-part video series, an annual Tourism 
Snapshot r~port , cmd an ongoing public 

relations strategy. 

Four tourism-development priorities, each rooted in the City of Savannah GPS, 
Tourism Management Plan, and the Mayor's letter. 

~ 
HISTORIC 

PRESERVATION 

'-./ 

Hi'i& 

~ 

VVe hold historic preservation as our 
highest priority-partnering with the 
City, Historic Savannah Foundation, 
the TLC, and the Chamber to protect 
the "golden goose." and ensure its 
long-term sustainability. 

MiMihiM 

RESIDENT­
SENSITIVE GROWTH 

W e support a thriving visitor 
economy while stayinn mindful 
of a nd sensitive to resident 
quality of life -1:eeping growth 
bc,lanced, intentional, and 
well -managed. '-./ 

MiMbliM +me 

~ ­
SAFETY, 

MOBILITY & 
TRANSPORTATION 

"--" 

We understand and support City 
and County initiatives for ongoing 
public safety, mobility, woyfinding, 
and trcmsportation improvements. 

Mid& MHH&fiiE 

HOSPITALITY 
WORKfORCE 

We help develop and bu il d a healthy 
work environment and ca reer paths 
for a strong hospitality workforce -
the backbone of Savannah/Chatham's 
growing visitor economy. 

MIU& 
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I 
Build a place whi!re 

BUSINESS HAS TO ■E, and 
you' ll build a place where 
people HAVE TO VISIT. 

\ 

Build a place where people 
WAHT TO V1$1T, and 

you'll build a place where 
people WANT TO LIVf. 

It all starts with 
the VISIT. 

And the visit 
starts with US. 

Build a place where people 
WANT TO WORK, and 

you'll build o place where 
■USINHS HAS TO BE. 

\ 
Build o place where people 
WANT TO LIVE, and you'll 
build a, place where people 

WANT TO WORK. 

I 

6/25/2026 
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