
BUSINESS PLAN

We have enjoyed our 2 decade tenure as the
leading eco-tourism and waterway destinations
in Palm Beach County.  Our application to
Martin County comes on the cusp of several
key initiatives which have been in planning for
years now.  The opportunity to bridge Martin
and Palm Beach County destinations with
deeper community engagement efforts couldn't
be more perfectly timed.

Our experience has pointed us to 3 key
opportunities for future-facing growth:

O V E R V I E W

A  P R O P O S E D  P A R T N E R S H I P
W I T H  M A R T I N  C O U N T Y ,
L O C A L  A N D  N A T I O N A L
B U S I N E S S E S ,  S C H O O L S ,
C O N S E R V A T I O N  I N T E R E S T S
A N D  T O U R I S M
A S S O C I A T I O N S

1: Active engagement with local school
districts to ensure every child has had the
opportunity to learn to ride a bike, is
comfortable with and has been introduced to
watercraft safety and kayak/canoe handling
and is introduced to the natural and historical
wonders of their local waterways and trails.

2. Building a new and informed model for
cooperative local marketing spend which
allows national vendors to more actively spend
marketing dollars in partnership with local
venues to educate, inform and motivate
recreational activities at local parks.

3. Engaging the healthcare business
community through CARES-ACT provisions
which allow for the integrated re-imbursement
of medical benefits for certified recreational
therapy, equipment purchasing or rental, and
the provision of trained therapists to work
directly with individuals and groups through
local park and rec-center systems. 



REVENUE PROJECTIONS AND MOBILE VENDING
P A R K  D E L I V E R Y ,  B A C K G R O U N D  C H E C K S ,  V E N D O R  S E L E C T I O N S

Our targeted Capital Improvements to
existing structure are as follows: 

Multi-tiered patio to water extending to doc
ramp improving accessible access and
providing seating for up-to 150. 

Partial covering of patios with tiki-hut roofed
structure and other rain barriers which have
minimal impact on water flow.

Internal build out to existing structure will
include 600 square foot kitchen, grease traps,
hoods and ranges and an 8x8 walk-in cooler
with an extensive counter area for services
staff and customer activity.

Permeable driveways and gravel for vehicle
pickup and drop-off and mobile vendor spots.

Sand and gravel improvements as a no-impact
improvement to current shore access along
waterway for kayayk, paddle-board and canoe
launch.

Improved and expanded boat dock for better
and safer access to pontoons and other
docking vehicles.

Showers and equipment cleaning area

P R O J E C T I O N S ,  C A P I T A L
I M P R O V E M E N T S  A N D
I N V E S T M E N T S  W H I C H  W E
W I L L  B E  R E C O M M E N D I N G
T O  M A R T I N  C O U N T Y  F O R
R E V I E W

F i n a n c i a l  P r o j e c t i o n s :

C a p i t a l  I m p r o v e m e n t s  f o r  P a t i o ,
K i t c h e n ,  a n d  p r e m i s e
m o d i f i c a t i o n s :  
$ 5 0 0 k  t o  $ 7 0 0 k  f o r  c o n s t r u c t i o n
$ 6 5 k  t o  $ 1 3 5 k  f o r  e q u i p m e n t

1 s t  y e a r  d a i l y  r e v e n u e
e s t i m a t e s :   
$ 3 k  l o w - r a n g e  d a i l y  s a l e s
$ 1 0 k  h i g h  r a n g e  d a i l y  s a l e s
A v e r a g e d  e s t i m a t e  i s  $ 5 k  d a i l y
b e t w e e n  r e c r e a t i o n a l  s p e n d  a n d
r e s t a u r a n t  g r o s s  e a r n i n g s

G r o s s  r e v e n u e s  e s t i m a t e s :  
1 s t  y e a r  r a n g i n g  f r o m  $ 1 . o M  -
$ 2 . 5 M  i f  r e s t a u r a n t  i s  a p p r o v e d
a n d  i n s t a l l e d  b e f o r e  y e a r - e n d .  
I f  n o t  w e  a n t i c i p a t e  $ 6 5 0 k  t o
$ 9 5 0 k

W e  a n t i c i p a t e  a  1 0 %  g r o w t h  r a t e
y e a r - b y - y e a r

O p e r a t i n g  e x p e n s e s :  
M o n t h l y  f o o d  a n d  b e v e r a g e  c o s t s
e s t i m a t e d  a t  $ 3 5  -  $ 7 0 k  
F o o d  &  B e v  S t a f f i n g  $ 4 0 k  -  $ 7 0 K
P a r k  a n d  T o u r s  S t a f f i n g  $ 1 5 K  
O p e r a t i n g  e x p e n s e  $ 3 0 k  -  $ 5 0 K



O V E R V I E W  O F  G E N E R A L  W E B ,  P R I N T ,  S O C I A L
A N D  T R A D I T I O N A L  A D V E R T I S I N G  A S  A
C O O R D I N A T E D  P L A T F O R M

MARKETING PLAN
G E N E R A L  O V E R V I E W  F O R  C O M M U N I T Y  O U T R E A C H

A D A  c o m p l i a n t w e b ,  s o c i a l ,  p r i n t ,  m e r c h a n d i s e ,  r a d i o
a n d  t v  a n d  i n f l u e n c e r  m a r k e t i n g  c h a n n e l  f o c u s e d  o n
l o c a l  a d  a v a i l a b i l i t y  a n d  u s e r  e n g a g e m e n t
a  d e e p e r  c u s t o m e r  e n g a g e m e n t  p l a t f o r m  f o c u s e d  o n
a l e r t i n g  l o c a l  a n d  t o u r i s t  t o  u p c o m i n g  e v e n t s
C o r p o r a t e  e n g a g e m e n t  o f f e r i n g  p a r k  m e m b e r s h i p  a s  a
h e a l t h  a n d  f i t n e s s  b e n e f i t .
C o o r d i n a t i n g  w i t h  M a r t i n  C o u n t y  r e g a r d i n g  f u l l f i l l m e n t
o f  a l l  c o m m u n i c a t i v e  r e g u l a t i o n s  a n d  g u i d e l i n e s .

W E  A R E  2 T O N
J O C  m a r k e t i n g  p a r t n e r  2 T O N ,  i s  a  f u l l - s e r v i c e  a g e n c y
t h a t  m i x e s  t h e  p e r f e c t  b a l a n c e  o f  c r e a t i v i t y  a n d  t e c h n i c a l
s e r v i c e s .   T h e y  w i l l  b e  w o r k i n g  i n  c o n c e r t  w i t h  o u r
o r g a n i z a t i o n  a n d  n a t i o n a l  a s s o c i a t i o n  a n d  r e t a i l  p a r t n e r s
t o  b u i l d  o u t  a  s t a t e - o f - t h e - a r t  r e c r e a t i o n a l  o m n i - c h a n n e l
m a n a g e m e n t  p l a t f o r m  f o c u s e d  o n  t h e  f o l l o w i n g :



We are currently designing creative marketing campaigns dedicated to outreach programs and
organizations in South Florida to create an easy to access private events channel which caters to
non-profit organizations.  Our goal is to working in conjunction with the chamber art shows and
non-profit entities - (JOC currently runs these non-profit partnerships with River Center, Jupiter
Inlet lighthouse, Battlefield Park, and every Wednesday, we offer free kayaking to anyone willing to
pick up trash on the river) and other associations to make the park a ready-to-access resource
which will fit into their annual events calendars as a premier offering.

We see church community outreach to all major denominations as a key growth are and are
looking to the new Christ Fellowship campus in Martin county as a hopeful first partner.  These
engagements will focus on all ages, camps, leadership and special interest groups. A possible
exame is a ropes course setup on site in partnership with CF and other corporate team building
interests.

We provide nominal fees access for all scout related activities and are exploring potential
partnership with Treasure Coast YMCA and South Florida YMCA.

O U T R E A C H  T O  L O C A L  A N D  P U B L I C  O R G A N I Z A T I O N S ,
C H U R C H E S ,  A F F I L I A T E D  G R O U P S ,  N A T I O N A L
R E C R E A T I O N A L  A N D  S C O U T I N G

MARKETING PLAN
P A R T N E R S H I P S  W I T H  L O C A L  A N D  P U B L I C  O R G A N I Z A T I O N S



P r o v i d i n g  t r a n s p o r t a t i o n  f o r  c o u n t y  e n g a g e m e n t  w i t h
2  b u s e s  a n d  d r i v e r s  a v a i l a b l e  f o r  c l a s s e s  u p  t o  3 5  

E N G A G I N G  P U B L I C  S C H O O L S  -  S P E C I F I C A L L Y  M I D D L E
S C H O O L ,  S U M M E R  S C H O O L  A N D  A F T E R  S C H O O L
A C T I V I T I E S  A N D  I N T E R N S H I P S  W I T H  I N D I A N  R I V E R  S T A T E
C O L L E G E

MARKETING PLAN
P A R T N E R S H I P S  W I T H  S C H O O L S  A N D  U N I V E R S I T I E S

Our school based outreach plan is based on
interviews with martin county outdoor and
science center and IRSC coordinators.  We will
be developing standards based outreach and
programming with and emphasis on bringing
external funding to the county from federal
subsidies and grants.  Most critically we have
been told that transportation is key.

We are looking to build out a deeper
merchandising and branded product line focused
on apparel and products which will appeal to
students and recreational enthusiasts.  T-shirts,
hats, sun-glasses hoodies, riding and kayaking
wear, school products, stickers and other
merchandise which can combine popular brands
with the park, school logos and HOC branding.



D R I V I N G  R E C R E A T I O N A L  H E A L T H  E N G A G E M E N T  I N
M A R T I N  C O U N T Y  T H R O U G H  P R I V A T E  P U B L I C
P A R T N E R S H I P S  

MARKETING PLAN
P A R T N E R S H I P S  W I T H  H E A L T H ,  F I T N E S S  A N D  M E D I C A L

We have been working for several years now
on the research and development of medical
organization engagement systems.  Our
primary goal is to partner with medical
providers at the local level to educate
consumers and patients on recreational
opportunities and create incentives to "get
them outside".  Practically this is implemented
through insurance reimbursement systems
with direct engagement of insurers.

We have decided to tackle medical issues
related to Diabetes and Obesity as our first
Proof-of-Concept and are designing the
systems to engage patients with discrete
clinics to provide services in ways which
protect the privacy of the patient and provide
ease of integration for medical providers to
track patient outcomes, certifications, activity
logs and patient satisfaction with the programs
and activities.



We are intent on driving retail engagement with our parks and programming.  The most
successful way to increase awareness of our parks to the local community is to spend money on
advertisting and communications.  We hope to offer Retail "Pop-ups" and kiosks on-site.

National retailers and manufacturers spend hundreds-of-million-of-dollars on wide-reaching
marketing initiatives.  We have found that they are exceptionally receptive to partnering with
local recreational entities to funnel that spend in localized spend.  This type of "Co-Op"
marketing means that ads are co-branded with the product and with the local park or provider.

In order to facilitate an increase of spend in Martin and Palm Beach counties we have to show
the impact and value of these ads from a return-on-investment reporting function.  We are
partnering with 2Ton and possibly REI to run a proof-of-concept trial in early 2023 to monitor
how cooperative local advertisting can benefit both the parks-and-rec departments and the
vendor.  We hope to increase communication spend by $2M to $5M annually in year-to-come.

D R I V I N G  R E C R E A T I O N A L  M A R K E T I N G  I N  M A R T I N
A N D  P A L M  B E A C H  C O U N T I E S  

MARKETING PLAN - ROMP PLATFORM
P A R T N E R S H I P S  W I T H  L O C A L  A N D  N A T I O N A L  R E T A I L



FINANCIAL PLAN
C U R R E N T  A N D  A P P L I C A B L E  P R O F I T  A N D  L O S S  F I G U R E S

Our anticipation is that Halpatiokee will start
some where between our 2019 and 2020 totals
even with initial advertising.  Our dedication
though is to grow active county and tourism traffic
to over 40,000 visitors annually.

O V E R V I E W  O F  C U R R E N T
O P E R A T I O N A L  P & L  A N D  B Y
C A T E G O R Y  R E V E N U E S  F O R
R I V E R B E N D  J O C



FINANCIAL PLAN
P E R  C U S T O M E R  I N C O M E  A V E R A G E  E S T I M A T E D  3 0 K  V I S I T O R S



FINANCIAL PLAN

We are providing cited estimates from our
insurance provider.  This has been figured
intoi our overall budget and operational
expenses. 
Total annual Insurance costs:
$107,000.00
Monthly costs for insurance: $9000.00

I N S U R A N C E  O V E R V I E W

Peter Golding
Senior Agent
Phone #:(561)451-1900  cell: 561-201-4519  
Email: pgolding@GreatHarborIns.com
Website:www.GreatHarborIns.com
301 Yamato Rd #2250 Boca Raton, FL 33431

P R I C I N G  A N D  C O V E R A G E
F O R  H A L P A T I O K E E  P A R K
A N D  K A Y A K  R E S T A U R A N T

Licensed Insurance Provider/Broker:

C o m m e r c i a l  G e n e r a l
L i a b i l i t y / M a r i n e  G e n e r a l  L i a b i l i t y
1  m i l  p e r  o c c u r r e n c e  /  $ 2 m i l
a g g r e g a t e  -  $ 3 0 , 0 0 0  a n n u a l
p r e m i u m
 

L i q u o r  L i a b i l i t y  $ 2 m i l  p e r
o c c u r r e n c e  /  $ 5 m i l k  a g g r e g a t e
( w h y  s u c h  h i g h  a g g r e g a t e  l i m i t ? )  -
$ 5 , 0 0 0
 

B u m b e r s h o o t / U m b r e l l a  $ 5 m i l  p e r
o c c u r r e n c e  /  $ 5 m i l  a g g r e g a t e  -
$ 2 0 , 0 0 0
 

C o m m e r c i a l  A u t o  I n s u r a n c e  ( 4
v e h i c l e s  L i a b i l i t y  o n l y )  1 0 0 , 0 0 0  p e r
p e r s o n  /  5 0 0 , 0 0 0  o c c u r r e n c e  -
$ 1 0 , 0 0 0
 

2  P o n t o o n  B o a t s  ( H u l l  &  M o t o r s
a n d  $ 1 m i l  P & I  i n c l  C r e w )  $ 7 , 5 0 0
p e r  v e s s e l  -  $ 1 5 , 0 0 0
 

W o r k e r s  C o m p  &  U S L H  ( J U A )  -
$ 1 5 , 0 0 0
W o r k e r s  C o m p  U  U S L & H  ( t h r o u g h
c o m m e r c i a l  m a r k e t )  -  $ 1 1 , 0 0 0
 

B u s i n e s s  P e r s o n a l  P r o p e r t y  L i m i t
$ 2 5 , 0 0 0  R e p l a c e m e n t  C o s t
v a l u a t i o n  -  $ 1 , 0 0 0
 

mailto:pgolding@GreatHarborIns.com
http://www.greatharborins.com/
https://www.google.com/maps/search/301+Yamato+Rd+%232250+Boca+Raton,+FL+33431?entry=gmail&source=g


FINANCIAL PLAN

This is, however, a contested distinction as
academic work on the cultures and sociology
of travel has noted. Reasons for traveling
include recreation, tourism or vacationing,
research travel for the gathering of information,
for holiday to visit people, volunteer travel for
charity, migration to begin life somewhere else,
religious pilgrimages and mission trips,
business travel,trade, commuting, and other
reasons, such as to obtain health care or
waging or fleeing war or for the enjoyment of
traveling. 

P R O J E C T I O N S  F R O M  C O M P A R I T I V E  Y E A R S

O V E R V I E W  O F  G R O W T H
A N D  B U S I N E S S  E A R N I N G S

2 0 2 1  G R O S S  R E V E N U E S



FINANCIAL PLAN

We are being conservative on our estimates of
revenue but are confident that with our
attention to customer experience, the foot
traffic and customer availability across the
larger park footprint, and outreach to
corporate, public, educational and association
croups that we can maximize the opportunity
afforded to our firm.

P R O J E C T E D  R E V E N U E S  Y E A R  1

O V E R V I E W  O F  G R O W T H
A N D  E S T I M A T E S  O F
B U S I N E S S  P R O F I T S

F i n a n c i a l  P r o j e c t i o n s :

C a p i t a l  I m p r o v e m e n t s  f o r  P a t i o ,
K i t c h e n ,  a n d  p r e m i s e
m o d i f i c a t i o n s :  
$ 5 0 0 k  t o  $ 7 0 0 k  f o r  c o n s t r u c t i o n
$ 6 5 k  t o  $ 3 3 5 k  f o r  e q u i p m e n t
( p o n t o o n  b o a t s  a r e  $ 7 5 k  e a c h )
( B u s e s  a r e  $ 1 3 5 k  a v g .  e a c h )
( E l e c t i c  C a r t s  $ 1 0 K  e a c h )

1 s t  y e a r  d a i l y  r e v e n u e
e s t i m a t e s :   
$ 3 k  l o w - r a n g e  d a i l y  s a l e s
$ 1 0 k  h i g h  r a n g e  d a i l y  s a l e s
A v e r a g e d  e s t i m a t e  i s  $ 5 k  d a i l y
b e t w e e n  r e c r e a t i o n a l  s p e n d  a n d
r e s t a u r a n t  g r o s s  e a r n i n g s

G r o s s  r e v e n u e s  e s t i m a t e s :  
1 s t  y e a r  r a n g i n g  f r o m  $ 1 . o M  -
$ 2 . 5 M  i f  r e s t a u r a n t  i s  a p p r o v e d
a n d  i n s t a l l e d  b e f o r e  y e a r - e n d .  
I f  n o t  w e  a n t i c i p a t e  $ 6 5 0 k  t o
$ 9 5 0 k

W e  a n t i c i p a t e  a  1 0 %  g r o w t h  r a t e
y e a r - b y - y e a r

O p e r a t i n g  e x p e n s e s :  
M o n t h l y  f o o d  a n d  b e v e r a g e  c o s t s
e s t i m a t e d  a t  $ 3 5  -  $ 7 0 k  
F o o d  &  B e v  S t a f f i n g  $ 4 0 k  -  $ 7 0 K
P a r k  a n d  T o u r s  S t a f f i n g  $ 1 5 K  
O p e r a t i n g  e x p e n s e  $ 3 0 k  -  $ 5 0 K
I n s u r a n c e  e x p e n s e s  $ 1 1 0 K  a n n u a l




