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Executive Summary 

St. Mary’s County Department of Economic Development is taking a step toward a more diversified economy that is 
less reliant on Naval Air Station Patuxent River with the creation of the Comprehensive Economic Development 
Strategy. The Tourism & Hospitality Master Plan is part of that process. 

The Situational Analysis is a component of Phase I of the Tourism & Hospitality Master Plan, which creates a 
roadmap for tourism development in St. Mary’s County. The analysis examines tourism assets and resources within 
the context of St. Mary’s County, the greater tourism environment, and developing trends. It also assesses current 
operational structures and capacities for growth. Drawing on these findings, The Areas of Focus and Best 
Opportunities Report will complete Phase I.  

Phase I findings will form the basis for Phase II — the creation of the Tourism & Hospitality Industry Master Plan. At 
the same time, a South County Action Plan will be produced aimed at kick-starting tourism development in that area. 

The Master Plan will define investment and project priorities along with funding sources within short-, medium-, and 
long-range timeframes. The plan is to be visionary and creative, measurable and specific, action oriented and 
achievable, and engender a sense of ownership and shared vision among stakeholders and the community. 

The consulting firm of Jones, Lang, LaSalle (JLL), along with the St. Mary’s County Department of Economic 
Development and its Division of Tourism and the St. May’s County Chamber of Commerce, are steering the planning 
process with assistance from the Master Planning Committee comprised of local and regional industry leaders.  

Situational Analysis Components  
The Situational Analysis includes an Asset and Activity Analysis of the constituent parts that compose the St. Mary’s 
County visitor experience. Each asset is examined within the context of industry data and the report includes an 
asset inventory, analysis, and a conclusion to guide next steps. 

The Situational Analysis includes a Benchmarking Study that provides a means to compare components of St. 
Mary’s County Tourism operations to areas with similar situations or programs or methods of operations that could 
serve as models for St. Mary’s County. 

The Situational Analysis includes a Strengths, Weaknesses, Opportunities and Threats (SWOT) Analysis that pulls 
together the strengths of, weaknesses of, opportunities for, and threats to tourism growth in St. Mary’s County.  

And, the Situational Analysis includes a Research Summary of the data, interview, and focus group details used to 
compile the report. 

Stakeholder engagement has been central to the development of the Situational Analysis. Phase I included a 
stakeholder survey of opinions of local industry partners and local, regional, and state leaders working in areas that 
intersect with tourism. In addition, nine focus groups of 90 total participants shared their thoughts on specific tourism 
assets or sectors. Over the course of six months, the consultants and the Executive Team held meetings with 
industry members, department heads and staff within county government, and officials from the Maryland Office of 
Tourism to explore specific topics including regulatory issues and potential new markets. Findings were presented to 
the Master Plan Committee for discussion and input during monthly meetings.  
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Findings and Key Observations 
Travel Trends: There is a high level of interest in participatory experiences. This is especially important to Millennials 
who will soon comprise the largest market segment in terms of visitor spending.    

Return on Investment: The span of activities and assets that comprise tourism in St. Mary’s County necessitates an 
evaluation of activities that produce the highest return for St. Mary’s County. The definition of “return” for purposes of 
this report will be defined as “overnight visitors.” St. Mary’s County activities could produce significant returns on 
investment and these will define priorities within the plan.  

Leonardtown: The town is arguably the county’s most significant tourism asset with additional development potential 
which, when realized, will serve to attract overnight visitors. Assisting Leonardtown in realizing its potential should be 
a priority. 
 
Regulatory Challenges: Workable and innovative approaches to meeting regulatory requirements must be developed 
and a “can do” collaborative atmosphere fostered among regulators and all parties. Creating an achievable tourism 
plan for the future, especially for South County, depends on this.  
  
Amenities: The amenities that support the visitor experience are as important as sites and attractions. The presence 
of top-notch lodging, dining, and retail experiences factor into travel decisions. St. Mary’s County may have great 
activities, but without the appropriate mix of lodging, restaurant and retail opportunities, potential visitors will not 
travel here for multi-day stays.    

 
Organizational Infrastructure: The breadth of activities and the importance of stakeholder engagement and support, 
coupled with the complexity of implementation of the Master Plan, warrants a new operational structure, or at the 
very least, significant infrastructure and organizational shifts. Plan implementation and funding strategies will be an 
important consideration in plan development. 

The high level of interest and participation in the St. Mary’s County Tourism and Hospitality Master Planning process 
is an early indicator that the final plan will have the support and participation of the St. Mary’s Tourism and Hospitality 
Community. Rarely does a community have such a singular opportunity to direct the course of its future. JLL is proud 
to be part of this exciting process. 
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Overview of St. Mary’s County 
St. Mary’s County is situated on a peninsula in Southern Maryland with more than 500 miles of shoreline on the 
Patuxent and Potomac rivers and the Chesapeake Bay. Naval Air Station (NAS) Patuxent River, employing 22,400 
military personnel, civilians and defense contractors, is home to the U.S. Naval Air Systems Command, including the 
Naval Air Warfare Center Aircraft Division. With more than 200 high-tech aerospace and defense contractors, the 
County has emerged as a world-class center for maritime aviation research, development, testing, evaluation, and 
acquisition with a bright future in the commercial development of unmanned and autonomous systems.  

The County’s current population is 109,633, which represents 2% of the State’s population. The number of residents 
under 19 years old is 29,594, or 29% of the County’s population. The County’s median family income is $85,032, one 
of the highest in Maryland, and unemployment is consistently lower than that of the state and the nation.  

The area combines access to high-technology jobs in a community that has a rich heritage and a myriad of outdoor 
sports and recreational opportunities. The County’s location allows easy access to major metropolitan areas while 
offering residents a high quality of life and affordable lifestyles.  

The County’s total civilian labor force is 56,080. In addition to the U.S. Navy, there are more than 2,000 businesses in 
the County with more than 50 of these businesses employing 100 or more workers apiece. Major defense contractors 
include DynCorp International, Wyle, BAE Systems, SAIC, L-3, Lockheed Martin, and Northrop Grumman. Non-
defense employers include St. Mary’s Hospital, St. Mary’s College of Maryland, Burch Oil and the Paul Hall Center 
for Maritime Training and Education.  

The County’s economy is heavily reliant on federal defense spending. It is estimated that 75% to 80% of the 
economy is tied, either directly or indirectly, to spending generated by the NAS Patuxent River, locally known as “Pax 
River.” The County seeks to diversify the local economy.  

The County appointed an Economic Development Commission (EDC) to develop recommendations for broadening 
the local economy. The outcome of this effort will be the creation of a Comprehensive Economic Development 
Strategy (CEDS) designed to retain and grow existing industries including defense, agriculture and seafood, light 
manufacturing, and retail and service businesses and to identify new markets for business growth. Work on the 
CEDS began in 2014. 

Consultants from the University of Maryland and Towson University are under contract to develop an economic 
overview of the County, perform comparative studies on unmanned and autonomous systems and irregular warfare, 
identify untapped and new markets for technology business growth, manage a community visioning process, 
interview focus groups, and work with the EDC to develop an action plan designed to leverage the County’s existing 
assets for new business and job growth.  

Given the tourism and hospitality industry’s relationship to so many facets of the economy, a standalone master plan 
for this industry is critically necessary for the CEDS.  

From the tourism perspective, the County is both close to major urban centers and remote. The County lies at the 
farthest tip of the Southern Maryland Peninsula, just 55 miles south of Washington, D.C. and 80 miles south of 
Baltimore. While Southern Maryland forms the western shore of the Chesapeake Bay, the area remains less well 
known to Marylanders and visitors than the Bay’s Eastern Shore.  

The County’s single incorporated town is the county seat of Leonardtown. It serves as the tourism hub for the County 
and features small shops and restaurants, the town square, and a waterfront park. Leonardtown is a state-designated 
Arts and Entertainment District. Its population grew from 1,896 in 2000 to 2,930 in 2010 and is projected to grow by 
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another 65% over the next decade. Leonardtown retains its small town feel and includes significant acres of 
undisturbed property along Breton Bay, which the Town desires to develop as a residential/tourism mix.  

The other population center is the Lexington Park area, which developed in response to the construction of the NAS 
Patuxent River in the 1940s. Major defense contractors and brand hotels serving the federal business traveler are 
located along the Route 235 corridor leading to Lexington Park. The corridor is also the retail focus for the County 
and the southern portion of neighboring Calvert County. At the same time, Lexington Park proper is home to some of 
the County’s least advantaged citizens. DED hopes that the new exhibit hall of the Patuxent River Naval Air Museum 
and Visitor Center, which recently opened, will become a revitalization anchor for “the Park” and a gateway to “South 
County,” an area, which has strong outdoor recreation assets and a compelling Civil War story. 

Beyond Leonardtown and Lexington Park, the County generally retains its rural character with visible traces of the 
area’s water-based heritage and centuries old “tobacco culture.” St. Mary’s County Division of Tourism (SMCT) 
divides the County into geographic sections to better define and present the unique qualities of these more rural 
areas to the traveler. North County features Amish and Mennonite communities and motorsports venues; the 
“Seventh District” is the birthplace of Maryland; and the St. George Island area retains the flavor of the old Tidewater. 

Visitor draws fall mainly within the categories of “cultural/historic” and “recreational.” Among the cultural/historic sites 
are Historic St. Mary’s City, which tells the story of Maryland’s first settlement, Sotterley Plantation, which extends the 
colonial story, and Piney Point Lighthouse and Museum, which interprets the area’s maritime culture. Recreational 
venues include five water-based state parks including Point Lookout State Park, which is among the state’s most 
visited, and Newtowne Neck State Park, which is the state’s newest park and has recently completed a master plan 
for future implementation. The area has numerous water trails, and opportunities to fish, hunt, sail, hike and cycle.  

The County has joined other Maryland counties in the push to grow Maryland’s wine industry, and has two wineries 
and numerous small vineyards. Agri-tourism sites, farm markets and a small, but noticeable move into modern oyster 
farming align well with the area’s character. Festivals and events, mostly produced by local nonprofit organizations, 
take place throughout the year. Most notable is the St. Mary’s County Oyster Festival, which features the National 
Oyster Shucking Contest and the National Oyster Cook-off. 
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Map of Major Tourism Assets 
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Map of Main Geographic Areas 

 North County  

Charlotte Hall, Golden Beach, Sandgates, Budds Creek, 
Wicomico Shores, Mechanicsville, Loveville, Hellen, 
Morganza, Oakville                                     

Charlotte Hall is home to the St. Mary’s County Welcome 
Center and the Charlotte Hall Veterans’ Home. The area 
features walking trails and a seasonal Amish market. Route 236 
winds through Amish country to Budds Creek, home to three 
major motorsports venues and the Wicomico Golf Club. 

Seventh District Area 

Chaptico, Bushwood, Avenue, Abell, Coltons Point,  
St. Clements Island, Maddox, Oakley, Dynard, Avenue     

St. Clement’s Island is where colonists landed in 1634 proclaiming the land as “Terra Mariae,” or “Maryland.” The St. 
Clement’s Island Museum tells this story. The island is now a state park accessible by boat or seasonal water taxi 
and features a reconstructed lighthouse. Scenic back roads wind through this rural area. Chaptico’s Christ Church is 
a War of 1812 site. 

Patuxent-Chesapeake-Lexington Park corridor 

Hollywood, California, Lexington Park, Patuxent River Naval Air Station, Great Mills 

Sotterley Plantation and Greenwell State Park are located on the east side of the St. Mary’s County peninsula along 
the Patuxent River. Moving south, brand hotels and restaurants are clustered along Route 235 near NAS  Patuxent 
River. The Patuxent River Naval Air Museum, the Monument to African-American Contributions, the U.S. Colored 
Troops Memorial and the Three Notch Community Theater are located here.  

Lower Potomac area  

Valley Lee, Drayden, Piney Point, St. George Island, Tall Timbers 

The area features campgrounds, marinas, several restaurants and a small hotel. The Merchant Marine’s Paul Hall 
Center for Maritime Training is located in Piney Point, as is the Piney Point Lighthouse, the oldest lighthouse on the 
Potomac, which is now a museum. St. George Island is separated from the mainland by a narrow strip of water. It still 
retains much of its character as a traditional fishing community. 

St. Mary’s South County 

St. Mary’s City, St. Inigoes, Ridge, Scotland, Point Lookout, Dameron, Park Hall 
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South County forms the tip of the St. Mary’s Peninsula. St. Mary’s College of Maryland and Historic St. Mary’s City 
share a location along the St. Mary’s River on the site of Maryland’s founding colony. The latter is now an outdoor 
living history museum. The area offers seafood restaurants, marinas and charter fishing plus bed & breakfasts. Point 
Lookout State Park is popular for fishing and swimming. The flat terrain makes South County an attractive area for 
cycling.  
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The Master Planning Process 

Master Plan Objective 
The Comprehensive Economic Development Strategy being created by the St. Mary’s County Department of 
Economic Development, is a first step toward developing a more diversified economy that is less military dependent. 
The Tourism & Hospitality Master Plan is part of that process. It seeks to ensure that this economic sector and those 
working within it, are full participants and beneficiaries of this “new” economy. The master plan seeks to create a path 
forward for sustainable tourism development.  

Planning Partners 
The plan is being developed by consultant Jones, Lang and LaSalle under the direction of the St. May’s County 
Department of Economic Development and its Division of Tourism in partnership with the St. Mary’s County Chamber 
of Commerce.   

Plan Components 
Phase I: Research and analysis to help define specific priorities and areas of focus for the master plan. 

Phase II: Strategy for implementation of specific projects, initiative, and investments to drive tourism development. 

South County Action Plan: A subcomponent of the master plan, the action plan is intended to kick-start tourism 
growth in the southern most portion of the county. 

 

Situational Analysis Objective and Components 
The Situational Analysis is meant to create the foundation for the Master Plan. Components include: 

Asset and Activity Analysis 
This section looks at the constituent parts that make up the whole of the St. Mary’s County visitor experience. Each 
asset is discussed within the context to industry data and includes an asset inventory, an analysis of the asset, a 
discussion of challenges and opportunities, and a conclusion that points toward priorities. 

Benchmarking Study 
The study reviews data from destinations with similar experiences or that offers models that could be emulated.  

Phase I
• Research and analysis
• Identifcation of 

opportunities and areas 
of focus.

Phase II
• Strategy for 

implementation of specific 
projects to include 
funding sources, steps, 
and measurements.

South County Action 
Plan
• A subcomponent to kick-

start tourism growth in the 
southern most portion of 
the county.

St. Mary's County 
Tourism & Hospitality 

Master Plan
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Strengths Weaknesses, Opportunities, and Threats Analysis (SWOT) 
The SWOT analysis summarizes the strengths, weaknesses, opportunities, and threats facing tourism growth in St. 
Mary’s County. It lists areas that need to be addressed if tourism is to advance. Several threats have the potential to 
thwart tourism development if not addressed.  

Research Review 
The appendix cites research reviewed by JLL as a means to understand programs and actions at the local, state, and 
federal level that affect tourism in St. Mary’s County or shed light on tourism and travel environment and trends. The 
section also cites people consulted and those who have participated in some way in the master-planning process to 
date.  
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Community Involvement 

Stakeholder Engagement 
Stakeholder input has been central to the process. It has been essential to understanding the local situation and in 
determining priorities. Community engagement will continue to inform the developing plan and will be critical to its 
implementation. 

 

Focus Groups 
Nine focus groups with a total of 105 participants were conducted to gather thoughts and opinions. Participants were 
selected based on their professional expertise or interest, or involvement with the specific topic. The results of the 
focus groups were shared with the MPC, with additional feedback. The outcome of the focus groups and MPC review 
was instrumental in gathering the background found in the situational analysis. The following chart illustrates the 
areas of focus. A list of participants can be found in the appendix of this report.  

   

Stakeholder Survey 
A stakeholder survey designed to gauge opinions and gather preliminary data was sent to more than 900 community 
members and tourism stakeholders. One hundred and forty-three respondents shared their perceptions of tourism in 
the County and provided early input for the SWOT analysis. 

Stakeholder 
Engagement 

Tourism 
Master 

Planning 
Committee 

Stakeholder 
Survey 

Focus Groups Individual 
interviews

Dedicated 
websites 

Stakeholder 
Updates 

Tourism Master Plan Focus Groups 

Farm and 
Food Hotels 

Water-
Related 
Activites 

Historic and 
Cultural Sites 

South 
County Events Recreation 

and Sports 

Trails, Hunting, 
Recreation 

and 
Conservation 

Leonardtown 
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Meetings and Interviews 
The JLL consultant team visited the County on numerous occasions to conduct the focus groups and convene 
meetings on a variety of topics to include museum operations, the sports and small meetings markets, and to gather 
the thoughts and opinions of local government and state tourism officials. The consultant team toured and met with 
the directors of all major tourism sites and attractions as well as Leonardtown officials. The team conducted nearly 
100 phone interviews with stakeholders, agency heads, and others involved with tourism at the local, regional, state, 
and federal level and facilitated monthly meetings of the MPC via phone.  
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Introduction to the Situational Analysis  

Below are some key thoughts generated during the Phase I process that will help shape the planning process. 

The Importance of Demand Generators  
Solely increasing or refocusing the current sales and marketing efforts will not make a material impact on tourism in 
St. Mary’s County. It is important to determine the “demand generators” —activities and assets that will drive visitors 
to St. Mary’s County. Those will constitute the starting point for the path forward.  

The Importance of a Healthy Hotel Industry 
Current hotel occupancy in St. Mary’s County was less than 60% in 2015 and the average daily rate (what guests are 
paying for hotel rooms) has declined. The other important factor in assessing the health of the hotel industry is the 
reliance on the business travel generated by NAS Patuxent River. The fact that the customer base is not diversified is 
another indicator of weakness and risk for future development.  

In terms of the potential for future hotel development, it is generally agreed upon that a hotel market needs to be 
close to or at 70% occupancy for it to be attractive to future private hotel developers. This challenge is heightened 
because the bulk of the current hotels in St. Mary’s County were developed to support the Naval Air Station activity. 
This has influenced the type of hotels developed, leaving St. Mary’s County without any full-service hotels or resorts 
attractive to certain leisure visitors.  

The Importance of Building on Tourism Trends  
Among emerging trends in travel that hold promise for St Mary’s County are ecotourism and culinary agri-tourism. 
The youth and amateur sports market continues to grow as does interest in outdoor and water activities. With its 
water-based setting and rural heritage, and its young demographic, these trends should be strong factors in a plan 
for St. Mary’s County. 

The Importance of Building for Future Audiences  
Relevance of a long-range plan means building for future audiences. The plan should take into account the millennial 
generation—the next big wave of travelers, as well as changing population demographics.   

The Importance of an Economic Development Strategy 
The importance of an aligned economic development strategy cannot be understated. Each of the plan's components 
must be accompanied by a proactive economic development approach designed to attract investment that can 
support implementation.  

The Advantage of Scope and Breadth  
As a rural destination with hundreds of miles of waterfront, St. Mary’s offers a wide range of outdoor activities with 
appeal to distinct groups of enthusiasts as well as the general leisure traveler. While every activity will not emerge as 
a high priority demand generator, together they should be integrated into, and supported in, the plan.  

The Importance of Creating Connectivity 
The County’s rural nature with activities separated by great distances from each other and from amenities, calls for 
finding ways to create connections between offerings to encourage visitors to extend their stays.  

The Significance of Regulatory Challenges 
The Chesapeake Bay is positively perceived as a visitor destination throughout the global marketplace. The County’s 
Bayside location is key to attracting visitors. While the Critical Area Law helps to protect this valuable tourism 
resource, it also impedes tourism development and presents the overarching challenge in developing the county as a 
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tourism destination. Innovative ways to meet the law’s requirements and fostering a “can do” ethos among regulators 
will be key. 

The Importance of Building Organizational and Funding Capacity 
How the plan will be implemented, who will implement it, and how it will be funded cannot be an afterthought. The 
plan must be implementable and sustainable. Organizational capacity and funding to administer the plan must be 
built into it. 

The Importance of Consensus 
Implementation of the plan cannot be accomplished without consensus of industry stakeholders and the wider St. 
Mary’s County community. The planning process must be propelled by stakeholders if it is to engender a sense of 
ownership and shared vision. 

The Importance of Metrics 
 Having solid data to understand the current economic climate and to measure return on investment is necessary to 
keep the plan on track, direct investment, attract funding, and retain partners. As such, means to measure must be 
addressed within the plan. 

Four Pillars of Support 
There are four areas of potential support for tourism opportunities 
in St. Mary’s County. These include capital investment, regulatory 
support, sales and marketing support, and product development. 
Based on the information in this report, each of the activities need 
to be further analyzed to determine which have the highest 
potential for success and what areas of support are needed to 
move the experience and results forward. The need to develop a 
new organizational structure with ongoing public- and private-
sector involvement will be reviewed later in this report.  
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Demographic Information and Visitor Trends 

The Changing Demographics  
If the master plan is to create a roadmap for the future, it must be aligned with evolving demographics.  

The Millennial Wave and Demographic Shift in the United States 
This year, the Millennial generation (those born between 1981 and 
1997), will surpass the Baby Boomers (born 1946 to 1964) as the 
largest living generation, according to data from the U.S. Census 
Bureau. By the end of 2015, there will be an estimated 75.3 million 
Millennials, compared to 74.9 million Boomers. 

The Baby Boom generation peaked at 78.8 million in 1999. The number 
of Millennials is projected to peak at 81.1 million in 2036. The smaller 
Generation X, sandwiched between the two outsized generations, is 
expected to peak at 65.8 million in 2018 and surpass Baby Boomers in 
2028. 

The Needs of Millennials  
Much research on the travel characteristics of Millennials has been 
done. A recent article by Urbaneer Creative, a firm that focuses solely 
on understanding the millennial generation, cited the following key 
finding: Millennials travel more often than other generations (4.2 leisure 
trips annually), Millennials also spent more than $200 billion on travel 
globally, which represents 22% of all travelers.  

In addition, Millennials are “digital-native borns” and are looking for 
unique travel experiences with technology at the core of how they make 
decisions. They are open to alternative accommodations like Airbnb and use social media (97% of all Millennials use 
social media) to make short-term decisions on what they are going to experience. The long-term master plan for St. 
Mary’s County tourism needs to ensure it is relevant to Millennials.  

Hotel News Now reported on key travel habits of Millennials, which pointed to the high propensity to travel make their 
travel decisions at the 11th hour. This could bode well for St. Mary’s County’s efforts to attract drive-in Millennials from 
the region.   

Millennials also have a great interest in receiving recognition (“trophies”) and therefore the need to post pictures and 
get feedback is a mainstay of a vacation experience. Millennials are also less likely to participate in “packaged travel” 
and prefer custom travel experiences and customized travel options from travel providers. This has implications for 
destination websites and the role of visitor centers in the future.   

Destination Marketing Association International calls for tourism bureaus to shift to strategies that appeal to 
Millennials by creating interactive opportunities and enticing the collaborative shared economy (Airbnb, Uber) that 
appeals to them. These “service disruptors” are here to stay and can be an important part of a destination’s 
attractiveness. A search of shared accommodations in St. Mary’s County showed a range of 20-40 units available at 
any given time through Airbnb.    
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Growing Population Diversity  
Only 59 percent of Millennials and 62 percent of Gen Xers are white. This is significantly lower than the 79 percent of 
Silent Generation (65+) and 73 percent of Baby Boomers. The trend continues as the audiences get younger. In 
2014, the U.S. population under the age of 5 was 50 percent white, 50 percent multicultural. The Hispanic population 
makes up the largest — and fastest growing — portion of that non-white population, representing 24 percent of those 
under 18. 

Overall, there are an estimated 54 million Hispanics in the United States, or 17 percent of the population. The U.S. 
Census Bureau projects that the number of Hispanics will increase to 65 million and 20 percent of the population by 
2020. It’s a much younger population as well – the median age of US Hispanics is 28 years old versus 42 years old 
for non-Hispanic whites. Hispanics will remain the largest minority group for many years. The African-American and 
Asian populations are also growing percentages of the population. 

 
 

 

 

The Needs of a More Diverse Audience 
This shift in demographics must be considered when determining priorities for the tourism master plan. This will have 
a profound effect on choosing long term investments as well as altering experiences to attract a younger, more 
diverse audience. Each of the activities analyzed in this report will be subject to these population trends. 
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Experiential Economy  
Another major shift is the rise of the “Experiential Economy.” In the past, most economic offerings fell into the 
categories of commodities, goods, and services. In the new Experiential Economy, there is a fourth category: 
experiences. The chart below illustrates this new paradigm.  

Economic Distinctions 

Economic Offering Commodities Goods Services Experiences 

Economy Agrarian Industrial Service Experience 

Economic Function Extract Make Deliver Stage 

Nature of Offering Fungible Tangible Intangible Memorable 

Key Attribute Natural Standardized Customized Personal 

Method of Supply Stored in bulk Inventoried after 
production 

Delivered on 
demand 

Revealed over a 
duration 

Seller Trader Manufacturer Provider Stager 

Buyer Market User Client Guest 

Factors of Demand Characteristics Features Benefits Sensations 
 

 
Behavior studies show that people who buy experiences, not things, 
are happier; this new mantra is changing the way we see travel. 
Younger audiences are more inclined to spend money on 
experiences and making memories, than retail products. This trend 
will continue to raise the bar in terms of experiences that will attract 
future visitors.  

There was a time when services could differentiate one market from 
others to gain market share. This is not the case today. Having a 
friendly staff and a clean, well-organized static museum will not 
differentiate a museum from others. How do we create experiences 
that will differentiate St. Mary’s County and increase the number of 
visitors?  

 

 

 

  


