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Visitor Profile and Economic Impact Report

October ς December 2025



METHODOLOGY
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Data Collection:
From October 1, 2025, to December 31, 2025, 617 interviews 
were completed with Charlotte County visitors at the Punta 
Gorda Airport, area beaches, hotels, resorts, public places, 
and events, as well as with online surveys.

Questionnaire Update: 
The visitor questionnaire has been updated starting October 1, 
2025. Not all response options have a one-to-one comparison 
to last year. Some YOY differences are due to the 
questionnaire change. 
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ECONOMIC 
IMPACT SUMMARY



ACCOMMODATION & ECONOMIC IMPACT DATA UPDATES
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STR and AirDNA updated their models in late 2025 to improve the accuracy of their data. These 
updates resulted in adjusted hotel and vacation rental occupancy and average daily rates figures. 

!ŘŘƛǘƛƻƴŀƭƭȅΣ ǘƘŜ /ƘŀǊƭƻǘǘŜ /ƻǳƴǘȅ ¢ŀȄ /ƻƭƭŜŎǘƻǊ ǳǇŘŀǘŜŘ ǘƘŜ ŎƻǳƴǘȅΩǎ ǾŀŎŀǘƛƻƴ ǊŜƴǘŀƭ ǳƴƛǘǎ ŦƛƎǳǊŜΦ

Lastly, the economic impact analysis process has been updated to align with current IMPLAN data 
models. IMPLAN models are based on government data sources (e.g., BEA, BLS, Census, etc.) that lag 
ōŜƘƛƴŘ ǘƘƛǎ ǊŜǇƻǊǘΩǎ ŎŀƭŜƴŘŀǊ ȅŜŀǊΣ ǘƘŜǊŜŦƻǊŜ ŦǳǘǳǊŜ ǳǇŘŀǘŜǎ Ƴŀȅ ƻŎŎǳǊ ŀǎ ƴŜǿŜǊ ŘŀǘŀǎŜǘǎ ōŜŎƻƳŜ 
available. This economic impact analysis accounts for leakage outside of Charlotte County (i.e., money 
ǎǇŜƴǘ ƻƴ ǿƘƻƭŜǎŀƭŜ ŀƴŘ ǊŜǘŀƛƭ ǘǊŀŘŜ ǎŜǊǾƛŎŜǎ ǘƘŀǘ ŘƻŜǎ ƴƻǘ ŎƻƴǘƛƴǳŜ ǘƻ ŎƛǊŎǳƭŀǘŜ ǿƛǘƘƛƴ ǘƘŜ ŎƻǳƴǘȅΩǎ 
economy).

October -December 2024 economic impact figures have been updated to reflect these changes.  



METHODOLOGY
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Visitation metrics for October -December 2024  were influenced by hurricane recovery. 
The YOY decrease in figures for 2025 should be interpreted in light of this influence 2,3. 

Total 
Visitors4

Room 
Nights

Direct
Spending4 TDT Collections

282,600 257,400 $188,340,000 $1,607,097

KEY PERFORMANCE INDICATORS1

1Sources: Smith Travel Research (STR), AirDNA, and Charlotte County Tax Collector.
2October-December 2024 visitors included recovery workers who have different behaviors, including spending, than 
a more typical mix of leisure and business travelers.
3October-December 2024 KPIs revised due to STR, AirDNA, and IMPLAN model updates.
4Visitation and spending estimates are preliminary. Adjustments may be made at the end of the year to account for 
quarterly fluctuations.

6.0% 13.2% 5.3% 1.2%

Percent Change 
Compared to Oct -
Dec 2024: 

Economic Impact

$218,803,700

1.2%



LODGING METRICS
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Average Daily 
Rate

Revenue Per 
Available Room

HOTELS3 VACATION RENTALS4

Occupancy
Average Daily 

Rate
Revenue Per 

Available Room
Occupancy

49.6% $135.02 $67.16 50.9% $195.33 $99.75

COMBINED

Average Daily 
Rate

Revenue Per 
Available Room

Occupancy

50.3% $168.55

1Visitation metrics for October-December 2024 were influenced by hurricane recovery. Visitors included recovery 
workers who have different behaviors, including spending, than a more typical mix of leisure and business travelers.
2October-December 2024 metrics revised due to STR and AirDNA updates.
3Hotel source: Smith Travel Research
4Vacation rental source: AirDNA

17.8% 0.7% 18.4%

$84.78

Percent Change Compared to Oct -Dec 2024 1,2: 

23.8% 13.4% 33.4% 12.0% 7.3% 5.4%
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VISITOR PROFILE 
SUMMARY



VISITOR PROFILE
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53 12%

Median Age1 First-time Visitor

$104,800 18%

Median Household Income Traveled With Children

2.4 6.6

Travel Party Size Length Of Stay

1Age of member of travel party surveyed. The demographic 
data reflects the surveyed individual, who may not fully 

represent the entire travel party or all visitors to the area.



TRIP PLANNING CYCLE
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The average planning cycle is 61 
days and is getting shorter:

ÅThere has been a 7% point 
increase in trips planned 1-2 
months in advance

ÅShort-notice travel is declining, 
with a 6% point drop in trips 
planned within 1 week or less of 
travel   

How far in advance did you plan this trip?

16%

25%

35%

12%

4%

8%

A week or less

2 to 3 weeks

1 to 2 months

3 to 4 months

5 to 6 months

Over 6 months



TRIP BOOKING CYCLE1
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The average booking cycle is 43 
days. 

Å85% of visitors booked their trips 
between 2 weeks and 2 months in 
advance of their visit.

ÅWhile 24% of visitors planned 
their trips between 3 and 6 months 
in advance, only 5% booked during 
this period. 

How far in advance did you book this trip?

10%

45%

40%

5%

<1%

<1%

A week or less

2 to 3 weeks

1 to 2 months

3 to 4 months

5 to 6 months

Over 6 months

1New question beginning FY2026.



Visitors have increasingly used 
online resources to plan their 
trips: 

ÅInternet search has increased by 
6% points

ÅDestination website and social 
media use has increased by 4% 
points

ÅTravel reviews and travel blogs 
have increased by 3% points

TRIP PLANNING SOURCES1

11

1Multiple responses permitted.
Represents all visitors.

Options adjusted for FY2026.

54%

54%

36%

13%

6%

6%

5%

4%

4%

3%

3%

2%

2%

1%

1%

<1%

1%

Internet search

Previous Visit or experience

Airline, hotel, and rental car websites/apps

Recommendations from friends, family, co-workers, etc.

Destination website(s) and/or social media

Business/conference/meeting information

Newspapers/Magazines

Travel reviews or travel blogs

Travel brochures/visitor guides

Television/Radio

Trip planned by someone else

Event or festival website/app

Events or festivals listings

Booking and vacation rental platforms

Travel agent/AAA

AI - Artificial intelligence

Other



MAIN REASONS FOR COMING TO CHARLOTTE COUNTY1
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60%

37%

18%

5%

3%

2%

2%

2%

1%

<1%

<1%

3%

Vacation or leisure (including beaches)

Visiting friends/relatives

Business conference or meeting

Looking for a second home or to retire/relocate

Shopping

Visiting Attractions

Special occasion

Large-scale events/festivals

Outdoor activities and sports

History, arts, culture, or museums

Attend or participate in sports/events

Other

ÅVacation and visiting friends 
and relatives  are consistently 
the primary reasons for travel in 
October - December

ÅAttending a business 
conference was the main 
reason for nearly 1 in 5 trips to 
Charlotte County, steadily 
growing the past 3 years (+4% 
points from 2024)2 

1Multiple responses permitted.
Options adjusted for FY2026.

2YOY changes likely attributed to 
the opening of the Sunseeker Resort



PAID ACCOMMODATION BOOKING1

1 Visitors staying in paid accommodations.
Options adjusted for FY2026

ÅVisitors have increasingly booked 
directly with hotels and condos 
(+6% points from 2024). 

ÅBooking directly with a vacation 
rental platform or company has 
also been increasing (+4% points 
from 2024). 

75%

15%

4%

4%

2%

<1%

<1%

Directly with hotel/condo

Through a vacation rental
platform or company

Online travel agency

Corporate travel platform

Booked by someone else

Travel agent or tour operator

Other
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VISITOR ORIGINS & TRANSPORTATION
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Top Origin Markets Percent

Fort Myers-Naples 6.1%

Sarasota 4.9%

New York City1 4.6%

Boston 3.0%

Tampa-St. Petersburg 2.8%

Indianapolis 2.4%

Philadelphia 2.4%

Top Origin States & International Countries

2.4% Canada

1.0% United Kingdom

0.1% Germany

1.7% Other International
1NYC market includes parts of New York, 

New Jersey & Connecticut.

Top Transportation & Airports Percent

Driving 36%

Punta Gorda Airport 40%

{ƻǳǘƘǿŜǎǘ CƭƻǊƛŘŀ LƴǘΩƭ !ƛǊǇƻǊǘ14%

{ŀǊŀǎƻǘŀκ.ǊŀŘŜƴǘƻƴ LƴǘΩƭ !ƛǊǇƻǊǘ4%

20.8%

7.5%

6.4%

5.2%

4.9%

4.5%
3.1%

3.0%

2.3%

2.8%

2.0%

2.5%

3.3%



VISITOR ACTIVITIES1
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59%

57%

45%

32%

19%

18%

7%

7%

5%

4%

2%

2%

4%

Restaurants, bars, or nightlife

Beach activities

Visiting friends and relatives

Shopping

Outdoor recreation

Business conference or meeting

Visited Attractions

Attended an event, festival, or show

Looking for a second home, retirement, or relocation

Spa, wellness, or relaxation

Participated in or attended sporting events

Attended a special occasion

Other

ÅThe main activities enjoyed by 
visitors remain visiting 
restaurants, bars, or nightlife 
as well as the beach.

ÅAttending business 
conferences or meetings has 
been steadily increasing among 
Charlotte County visitors (+4% 
points from 2024).

Which activities did you/will you engage in during your visit?

1Multiple responses permitted.
Options adjusted for FY2026.

 



REPEATED AND LOYAL VISITORS

OTHER DESTINATIONS CONSIDERED1

86% of visitors only considered visiting 
Charlotte County 

(+3% points from 2024)

RETURNING VISITORS

12% were first-time visitors. These have been 
consistently decreasing YOY 

(-3% points from 2024)
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86%

4%

3%

2%

2%

2%

3%

None

Ft. Myers/Cape Coral

Sarasota

Naples

Orlando

Tampa

Other

12%

30%

21%

11%

11%

15%

First-time visitor

2-3 visits

4-5 visits

6-10 visits

11-20 visits

21+ visits

There has been an increase in those not even considering other destinations and 
returning, with a consistent YOY decrease in first time visitors.  

1Multiple responses permitted. 



SATISFACTION STATISTICS

SATISFACTION

97% of visitors reported being 
very or completely satisfied 

with their experience.

RETURN

77% of visitors said they would 
definitely return to the area.

RECOMMEND1

Likelihood of recommending the 
area to a friend was an 

8.9 on a 0-10 scale.
(Not at all likely ς 
Extremely Likely)

17

77%

12%

2%

<1%

9%

Definitely

Probably

Probably not

Definitely not

Don't know

8.9

1Question adjusted for FY2026.
 

39%

58%

3%

<1%

<1%

<1%

Completely satisfied

Very satisfied

Somewhat satisfied

Slightly satisfied

Not at all satisfied

Not sure



HOW VISITORS DESCRIBE CHARLOTTE COUNTY*

18
*Coded open-ended responses

Area descriptors

ÅwŜƭŀȄƛƴƎ ŀƴŘ ǇŜŀŎŜŦǳƭΥ ά±ŜǊȅ ǇŜŀŎŜŦǳƭΦ vǳƛŜǘΦέ

ÅtŜǊŦŜŎǘ ǿŜŀǘƘŜǊΥ ά{ǳƴǎƘƛƴŜ ŀƴŘ ǿŜŀǘƘŜǊΦέ

Å.ŜŀŎƘŜǎΥ ά²ŀƭƪǎΦ {ƘŀǊƪ ǘŜŜǘƘΦ .ŜŀǳǘƛŦǳƭ DǳƭŦΦέ

Areas for improvement

Å.ŜŀŎƘŜǎΥ ά.ŜŀŎƘ ǎǘƛƭƭ ƴŜŜŘ ŀ ƭƻǘ ƻŦ ǊŜŎƻǾŜǊȅΦέ

ÅCƛǎƘƛƴƎ ǇƛŜǊǎΥ άLΩƳ ƭƻƻƪƛƴƎ ǘƻ ŦƛǎƘ ƘŜǊŜ ŀƴŘ ƴƻ ǇƛŜǊǎ ǘƻ 
ŦƛǎƘ ƻƴΦέ



Detailed Findings
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Visitor Journey: Impact of Tourism

Pre-Visit
Traveler 
Profile

Trip 
Experience

Post-Trip 
Evaluation

Impact of 
Tourism

20



Tourism Snapshot: Metrics1
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October-December 20242,3 October-December 2025 % Change

Occupancy 61.2% 50.3% - 17.8%

ADR $169.72 $168.55 - 0.7%

RevPAR $103.92 $84.78 - 18.4%

Room Nights 296,700 257,400 - 13.2%

October-December 2024 2,3 October-December 2025 % Change

Visitors4 300,500 282,600 - 6.0%

TDT $1,587,866 $1,607,097 + 1.2%

Direct Spending4 $198,847,800 $188,340,000 - 5.3%

Economic Impact $221,544,600 $218,803,700 - 1.2%

1Sources: AirDNA, Smith Travel Research (STR), and Charlotte County Tax Collector
2October-December 2024 metrics revised due to STR, AirDNA, and IMPLAN model updates.
3Visitation metrics for October-December 2024 were influenced by hurricane recovery. Visitors included recovery workers 
who have different behaviors, including spending, than a more typical mix of leisure and business travelers.
4Visitation and spending estimates are preliminary. Adjustments may be made at the end of the year to account for 
quarterly fluctuations.



Visitor Spending by Visitor Type1

Total spending for the quarter across all visitors was $188,340,000

Paid
 Accommodations

Non-paid
 Accommodations

Day Trippers Total

Visitors 98,600 126,000 58,000 282,600

Spending $91,679,600 $93,358,500 $3,301,900 $188,340,000

22

1Visitation and spending estimates are preliminary. Adjustments may be made at the end of the year to account 
for quarterly fluctuations.



Daily Travel Party Spending

Paid 
Accommodations

Non-Paid
Accommodations Day Trippers All Visitors

Accommodations $169 $0 $0 $59

Restaurants $97 $64 $61 $75

Groceries $25 $35 $15 $27

Shopping $29 $25 $25 $26

Entertainment $30 $26 $31 $28

Transportation $44 $26 $8 $29

Other $7 $5 $1 $5

Total $401 $181 $141 $249
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Total Travel Party Spending

Paid 
Accommodations

Non-Paid
Accommodations Day Trippers All Visitors

Accommodations $1,016 $0 $0 $390

Restaurants $584 $619 $61 $496

Groceries $151 $340 $15 $181

Shopping $172 $242 $25 $173 

Entertainment $182 $251 $31 $188 

Transportation $267 $256 $8 $192 

Other $39 $46 $1 $30

Total $2,411 $1,754 $141 $1,650

24



Visitor Journey: Pre-Visit

Pre-Visit
Traveler 
Profile

Trip 
Experience

Post-Trip 
Evaluation

Impact of 
Tourism

25



Trip Planning Cycle

ÅOver 3 in 4 visitors had a planning 
window of 2 months or less in advance

ÅAverage trip planning cycle was 61 
days, 1 day shorter than 2024 

26

16%

25%

35%

12%

4%

8%

A week or less

2 to 3 weeks

1 to 2 months

3 to 4 months

5 to 6 months

Over 6 months



Trip Booking Cycle1

ÅOver 9 in 10 visitors had a booking 
window of 2 months or less in advance

ÅAverage trip booking cycle was 43 days

27

10%

45%

40%

5%

<1%

<1%

A week or less

2 to 3 weeks

1 to 2 months

3 to 4 months

5 to 6 months

Over 6 months

1Question added for FY2026.
 



ÅOver half of visitors used the 
Internet to plan their trip (+6% points 
from 2024)

ÅOver half of visitors planned their 
trips based on a previous visit (-2% 
points from 2024)

ÅOver 1 in 3 visitors planned their 
trips directly through airline, hotel, 
and rental car websites or apps 

Trip Planning Sources
Trip Planning Sources1

Internet search 54%

Previous Visit or experience 54%

Airline, hotel, and rental car websites/apps 36%

Recommendations from friends, family, co-workers, etc. 13%

Destination website(s) and/or social media 6%

Business/conference/meeting information 6%

Newspapers/Magazines 5%

Travel reviews or travel blogs 4%

Travel brochures/visitor guides 4%

Television/Radio 3%

Trip planned by someone else 3%

Event or festival website/app 2%

Events or festivals listings 2%

Booking and vacation rental platforms 1%

Travel agent/AAA 1%

AI - Artificial intelligence <1%

Other 1%

28

1Multiple responses permitted.
Options adjusted for FY2026.



Punta Gorda/Englewood Beach Promotions1

15% of visitors recalled promotions or travel stories about the area from the following sources:

43%
of visitors who recalled 

advertising said it was very 

or extremely influential in 

their decision to come to 

the area.

29

26%

21%

18%

15%

11%

9%

6%

5%

3%

1%

2%

Destination website/social media

Travel reviews or travel blogs

Newspaper/magazines

Television/Radio

Travel brochures/visitor guide

Influencer, personal, or peer social media

Video/music streaming platforms

Outdoor Advertising

Booking and vacation rental platforms

Travel agents/AAA

Other

1Multiple responses permitted.

Options adjusted for FY2026.



Impact of Charlotte County Promotions

Saw Advertising
Paid 

Accommodations
Non-paid

Accommodations Day Trippers
All 

Visitors

Yes 16% 18% 18% 15%

No 82% 80% 79% 83%

5ƻƴΩǘ ƪƴƻǿ 2% 2% 3% 2%

ÅRecall of promotions is similar across visitor types

Influenced by 
Advertising

Paid 
Accommodations

Non-paid
Accommodations Day Trippers

All 
Visitors

Not at all influential <1% 4% <1% 3%

Slightly influential 15% 13% <1% 11%

Somewhat influential 39% 44% 46% 43%

Very influential 46% 35% 54% 40%

Extremely influential <1% 4% <1% 3%

Not sure <1% <1% <1% <1%

ÅDay trippers and visitors staying in non-paid accommodations were more influenced by advertising1

1 Base: Visitors who recalled advertising
Options adjusted for FY2026.30



Paid Accommodation Booking1

1 Base: visitors staying in paid 
accommodations.

Options adjusted for FY2026.

Å3 in 4 visitors who stayed in paid 
accommodations booked directly 
with their hotel/condo (+6% points 
from 2024)

ÅOver 1 in 7 paid visitors booked 
through a vacation rental platform 
or company.

31

75%

15%

4%

4%

2%

<1%

<1%

Directly with hotel/condo

Through a vacation rental
platform or company

Online travel agency

Corporate travel platform

Booked by someone else

Travel agent or tour operator

Other



Visitor Transportation 1

Å2 in 5 visitors flew into Punta Gorda 
International Airport

ÅOver 1 in 3 visitors drove to Charlotte 
County

ÅNearly 1 in 5 visitors flew into 
Southwest Florida International Airport 

40%

36%

14%

4%

3%

2%

<1%

1%

<1%

<1%

Punta Gorda Airport

Drove

Southwest Florida Int'l Airport

Sarasota/Bradenton Int'l Airport

Tampa Int'l Airport

Orlando Int'l Airport

St. Pete-Clearwater Int'l Airport

Another airport

Came by boat

Other

32

1 Multiple responses permitted. 
Options adjusted for FY2026.



Reasons for Visiting1

People visit Charlotte County mainly for vacations (including visiting the beach), to 
see friends or relatives , or to attend business conferences or meetings.

33

1Multiple responses permitted.
Options adjusted for FY2026.

60%

37%

18%

5%

3%

2%

2%

2%

1%

<1%

<1%

3%

Vacation or leisure (including beaches)

Visiting friends/relatives

Business conference or meeting

Looking for a second home or to retire/relocate

Shopping

Visiting Attractions

Special occasion

Large-scale events/festivals

Outdoor activities and sports

History, arts, culture, or museums

Attend or participate in sports/events

Other



Why did you choose to come to this area over other vacation destinations? 1

άDǊŜŀǘ ǿŜŀǘƘŜǊ ƛƴ 5ŜŎŜƳōŜǊΦ 

Easy to fly into. Lovely for 

ōǳǎƛƴŜǎǎ ƳŜŜǘƛƴƎΦέ

ά9ǾŜǊȅǘƘƛƴƎΦ !ǘƳƻǎǇƘŜǊŜΦ 

²ŀǘŎƘƛƴƎ ƳŀƴŀǘŜŜǎΦέ

34

1Coded open-ended responses; 
multiple responses permitted.

άbƛŎŜ ǿŜŀǘƘŜǊΦ {ŀŦŜΦ /ƭŜŀƴΦ 
CǊƛŜƴŘƭȅΦέ

ά¢ƘŜ {ǳƴǎŜŜƪŜǊ ƛǎ ŀ ǾŜǊȅ ƴƛŎŜ 

place. I wanted to check it 

out.



86%

4%

3%

2%

2%

2%

3%

None - I only considered
Charlotte County

Ft. Myers/Cape Coral

Sarasota

Naples

Orlando

Tampa

Other

Other Destinations Considered 1

ÅOver 4 in 5 visitors only considered visiting 
Punta Gorda/Englewood Beach when 
planning their trip (+3% points from 2024)

ÅTop other 2 destinations considered: 

ÅFt. Myers/Cape Coral

ÅSarasota

35

1Multiple responses permitted.
Options adjusted for FY2026.



5% 2%

93%

Requested a
print version

Requested an
online version

Did not request
a visitors guide

Visitors Guide1

1Rated on a 10-point scale where 10 is 
extremely useful and 1 is not at all useful.

Å7% of visitors requested a Visitors 

Guide before their trip

Å5% requested a print version

Å2% requested an online version

ÅThe Visitors Guide received a 

rating of 8.0 out of 10 1

36



Visitor Journey: Traveler Profile

Pre-Visit
Traveler 
Profile

Trip 
Experience

Post-Trip 
Evaluation

Impact of 
Tourism
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Origin of Visitors ς By Region

30.0%

21.7%

20.8%

17.7%

4.6%

5.2%

Midwest

Northeast

Florida

Southeast

West

International

94.8%
of visitors came 

from the U.S. 
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State Percentage of Visitors

Florida 20.8%

Michigan 7.6%
Ohio 6.3%

New York 5.2%

Indiana 4.8%

Pennsylvania 4.6%

Massachusetts 3.2%

New Jersey 3.1%

Illinois 3.1%

Wisconsin 2.7%

Tennessee 2.5%

North Carolina 2.2%
Missouri 2.0%

Origin of Visitors ς Top States

68.1%
of visitors came from 

13 U.S. States
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Origin of Visitors ς Top Markets
Market % of All Visitors

Fort Myers-Naples 6.1%

Sarasota 4.9%

New York City1 4.6%

Boston 3.0%

Tampa-St. Petersburg 2.8%

Indianapolis 2.4%

Philadelphia 2.4%

Detroit 2.3%

Cincinnati 2.2%

Grand Rapids-Kalamazoo-Battle Creek 2.2%

Orlando-Daytona Beach-Melbourne 2.2%

Cleveland-Akron 2.1%

Minneapolis-Saint Paul 1.8%

Pittsburgh 1.6%

Providence-New Bedford 1.6%

1New York City market includes parts of New York, New Jersey & Connecticut.

Market % of Paid Overnight Visitors

Orlando-Daytona Beach-Melbourne 5.6%

Miami-Fort Lauderdale 4.7%

Cleveland-Akron 3.8%

Jacksonville 3.3%

New York City
1

3.3%

Tampa-St. Petersburg 3.3%

Philadelphia 3.3%

West Palm Beach-Ft. Pierce 2.8%

Knoxville 2.8%

Nashville 2.3%

Buffalo 2.3%

Cincinnati 1.9%

Denver 1.9%

Des Moines-Ames 1.9%

Minneapolis-Saint Paul 1.9%

Springfield, MO 1.9%

Traverse City-Cadillac 1.9%

40



Travel Parties

ÅThe typical visitor1 traveled in a party 

composed of 2.4 people

ÅOver 2 in 5 traveled as a couple

Å3 in 10 visitors traveled by themselves

Å18% traveled with at least one person 

under the age of 21

41%

30%

18%

4%

4%

2%

1%

<1%

As a couple

By yourself

As a family with children (21 or
younger)

As a family without children

With a group of couples or
friends

With a tour group

With business associates

Other

41

1Includes visitors staying in paid accommodations, 

nonpaid accommodations, and day trippers.



Typical Punta Gorda/Englewood Beach Visitor

ÅTypical visitors1 spent 6.6 nights in 
Punta Gorda/Englewood Beach

ÅFewer than 1 in 8 were first-time 
visitors

ÅOver 1 in 4 visited more than 10 times

ÅThere has been a YOY increase (+7% 
points) in visitors who are returning for 
their 2nd or 3rd visit

12%

30%

21%

11%

11%

15%

First-time visitor

2-3 visits

4-5 visits

6-10 visits

11-20 visits

21+ visits
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1Includes visitors staying in paid accommodations, non-

paid accommodations, and day trippers.



Punta Gorda/Englewood Length of Stay

Paid
 Accommodations

Non-paid 
Accommodations Day Trippers Average

Length of Stay1 6.0 9.7 1.0 6.6

Travel Party Size 2.3 2.4 2.4 2.4

1±ƛǎƛǘƻǊǎΩ ƭŜƴƎǘƘǎ ƻŦ ǎǘŀȅ ŎŀǇǇŜŘ ŀǘ ол ƴƛƎƘǘǎΦ
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Age1

Å53 ƛǎ ǾƛǎƛǘƻǊǎΩ ƳŜŘƛŀƴ ŀƎŜ

1%

12%

18%

25%

27%

16%

1%

18 to 24

25 to 34

35 to 44

45 to 54

55 to 64

65 to 74

75 or older
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1Age of member of travel party surveyed. The demographic 
data reflects the surveyed individual, who may not fully 

represent the entire travel party or all visitors to the area.
Options adjusted for FY2026.



Household Income1

Å$104,800 is the median 
household income

ÅOver half  of visitors had a 
household income of 
$100,000 or more

1%

5%

14%

26%

26%

12%

7%

4%

5%

Less than $25,000

$25,000-$49,999

$50,000-$74,999

$75,000-$99,999

$100,000-$124,999

$125,000-$149,999

$150,000-$199,999

$200,000-$249,999

$250,000 and over
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1Options adjusted for FY2026.



Race/Ethnicity 1

96%

3%

2%

1%

1%

<1%

<1%

<1%

Caucasian/White

Hispanic, Latino, Latina, or Latinx

African-American/Black

Asian or Asian American

Middle Eastern or Northern African

Native American

Native Hawaiian or Other Pacific Islander

Another option not listed here
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1 Race/ethnicity of member of travel party surveyed. The 
demographic data reflects the surveyed individual, who may not fully 

represent the entire travel party or all visitors to the area.
Options adjusted for FY2026.
Multiple responses permitted



Gender1

54%

46%

Female

Male
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1Age of member of travel party surveyed. The demographic 
data reflects the surveyed individual, who may not fully 

represent the entire travel party or all visitors to the area.



Visitor Journey: Trip Experience

Pre-Visit
Traveler 
Profile

Trip 
Experience

Post-Trip 
Evaluation

Impact of 
Tourism
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Visitor Accommodations

Å80%  of visitors stayed overnight in 
Punta Gorda/Englewood Beach

ÅOver 1 in 4 visitors stayed at a 
hotel or motel

ÅOver 1 in 4 visitors stayed at a 
ŦǊƛŜƴŘΩǎ ƻǊ ǊŜƭŀǘƛǾŜΩǎ ƘƻƳŜ

27%

27%

18%

7%

1%

<1%

20%

<1%

Hotel/motel

At a friend's or relative's residence

Personal second house, condo, timeshare

Rental house, condominium (Airbnb, Vrbo, etc.)

RV Park, campground

Marina/Boat

Day tripper

Other

49



Area Stayed vs. Areas Visited1

41%

23%

18%

7%

4%

2%

1%

1%

<1%

<1%

<1%

<1%

3%

70%

42%

46%

33%

5%

13%

3%

9%

1%

1%

1%

4%

14%

Punta Gorda

Port Charlotte

Englewood

Charlotte Harbor

Rotonda West

Manasota Key

Placida

Gasparilla Island (Boca Grande)

Cape Haze

Palm Island/Knight Island

Don Pedro Island

Little Gasparilla Island

Other

Stayed

Visited

1Multiple responses permitted on 
Areas Visited question.
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Visitor Activities 1

59%

57%

45%

32%

19%

18%

7%

7%

5%

4%

2%

2%

4%

Restaurants, bars, or nightlife

Beach activities

Visiting friends and relatives

Shopping

Outdoor recreation

Business conference or meeting

Visited Attractions

Attended an event, festival, or show

Looking for a second home

Spa, wellness, or relaxation

Attended a special occasion

Participated/attended sporting events

Other

1Multiple responses permitted.
Options adjusted for FY2026.

 

ÅLike in previous quarters, 
visitors enjoy local 
restaurants, going to the 
beach, spending time with 
friends and relatives, 
and going shopping while 
in Charlotte County
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