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Mayor & Council Work Session
September 15, 2026t 4:00 P.M



1. Robotics Center Presentation
2. Statesboro Convention and Visitors Bureau
3. Housing Rehabilitation and Reconstruction Update

4. Art Park Discussion



Jan Moore

Vice President for Economic Development
Ogeechee Technical College

cACA GEORGIA

SM‘A.R'I')AUTOMATION CERTIFICATION ALLIANCE T RAI N I N G C E N T E R

FOR INDUSTRIAL OPERATIONS




led INTRODUCTION TO OGEECHEE TECHNICAL COLLEGE

OTC & GTCIO Site

7,378 3,210 4,168

Total Students Enrolled (AY25) Credit Courses (AY25) NonCredit Programs (AY25)

Noncredit includes Continuing Education, Adult Education, Industry Training, and other Economic Development areas.
TRAINING CENTERh
FOR INDUSTRIAL OPERATIONS

Utilizing SACA Certifications iFrCNehit PosSecondary Programs | SACA National Conference 2026



& HOWw DID WE GET HERE?

201462019

First Amatrol Training Equipment

Purchased —

Created an open lab for industry employeasumyself
using Amatrol curriculum

First Fullime Noncredit Instructor
Hired

Dedlicated staffing for industrial systems training begins,
first in TCSG

Training Equipment Expanded

Additional equipment added to grow lab capacity

Moved Into the Industrial
Technology Building

TRAINING CENTER%
FOR INDUSTRIAL GPERATIONS

Utilizing SACA Certifications iFrCNehit PosSecondary Programs | SACA National Conference 2026



& HOW DID WE GET HERE?

201902020

Introduced a Subscription Training
Model

Launched TCSG's First Noncredit
Apprenticeship Program

Became a FANUC Certified FASTSi

Selected by Amazon for MRA
Apprenticeship RTI

TRAINING CENTER%
FOR INDUSTRIAL GPERATIONS

Utilizing SACA Certifications iFrCNehit PosSecondary Programs | SACA National Conference 2026



& HOWw DID WE GET HERE?

202102026

Began Credentialing Noncredit Trainees
Through SACA—

Aligned training with industry credentials

Named First SACA Regional Instructor
Training Center

GTCIO Funded by Governor Brian Kem

Currently under ConSIHUCH O

@— Piloted Amazon Apprenticeship RTI

Launched the Industrial Operations

Technology Diploma—
Embedded with 21 SACA credentials

TRAINING CENTER%
FOR INDUSTRIAL GPERATIONS

Utilizing SACA Certifications iFrCNehit PosSecondary Programs | SACA National Conference 2026



I HERE'S WHERE WE ARE TODAY @

1,000+ 198,000 10 Home Base

Students trained annually in Training hours delivered in Fultime 10T instructors Of the Industrial Operations
industrial systems 2026 Technology diploma

TRAINING CENTER%
FOR INDUSTRIAL GPERATIONS

Utilizing SACA Certifications iFrCNehit PosSecondary Programs | SACA National Conference 2026



= |IOT DIPLOMA

OTC develops Industrial
Operations Technology
diploma with 21 embedded
SACA certifications

Utilizing SACA Certifications iFrCNehit PosSecondary Programs | SACA National Conference 2026

OTC Industrial Operations Diploma Catalog

GEORGI
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FOR INDUSTRIAL OPERATIONS



BN ARTICULATION AGREEMENT: NONCREDIT TO CREDIT

Articulation Agreement

Noncredit Industrial
Systems Training

Credit Program Pathway

TRAINING CENTER%
FOR INDUSTRIAL GPERATIONS

Utilizing SACA Certifications iFrCNehit PosSecondary Programs | SACA National Conference 2026



Bl GEORGIA TRAINING CENTER FOR INDUSTRIAL OPERATION

OPENING OCTOBER 2026

Utilizing SACA Certifications iFrCNehit PosSecondary Programs | SACA National Conference 2026

39,777 sq ft

Purposbuilt training space

~460,000 hrs

Instructional capacity per year

52 years

Combined industrial systems
training experience

$27M

Facility investment

92+ years

Combined 4field industrial
systems experience

6,226

Student credentials earned
since 2024
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[ PROJECTED ECONOMIC IMPACT & REVENUE GENERATIO

Projected Total Economic Output FY 2035 Impact (Year 10)
18 -
$16.64M
16 | $9.82M
14 $13.21M Gross Regional Product
$12.14M
12
& 10 $627M
é 8 Labor Income
=
6
4 96
Jobs Supported
2
0

FY 2026 FY 2027 FY 2035

Source: Economic Impact Analysis of the Georgia Training Center for Industrial Operations, Center for Bosioess RasbaichaGéorgia Southern University, July 2026,

TRAINING CENTER%
FOR INDUSTRIAL GPERATIONS

Utilizing SACA Certifications iFrCNehit PosSecondary Programs | SACA National Conference 2026



THANK YOU

Jan Moore
Vice President for Economic Development, Ogeechee Technical College

jmoore@ogeecheetech.edu
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What We Do

We connect visitors with the best of Statesboro; driving tourism that fuels local jobs,
supports small businesses, and boosts our economy.

Job
Creation

Events 6 Dining 6 Lodgingd Attractions *

Destination Visitor Tax

Marketi .
cu spending

Increased Economic
Visitation Growth

Tourism
Product




Why Tourism Matters

Tourism is Big Business for Bulloch County

$13.2M

State & Local $437

Taxes Saved per ’ e
Household : Creation |

$174.2M & «

Visitor Besiinctg Visitor Tax
Spending

& Sales Spending Revenue

Increased Economic
Visitation Growth

Tourism
Product

Source GDEc2024



How We Are Funded

Who Funds Us? Visitors Do.

50%

(41.67%)

Statesboro (6%) Bulloch County (5%

Source: City of Statesboro FY2025 A(



Meet Your Local Tourism Team

Becky Sanders
President & CEO

Guides the vision for Statesboro tourism

Justin Samples

VP of Marketing & Operations
Leads destination marketing strategy & operations

Murphy McRae Ryan Redding

Visitor Engagement & Brand Manager Social Media & Venue Ops Manager

Keeping every touchpoint aligned andtorand Brings events to life and shares Statesboro online
Kelsie Cobb Nate Mooney
Farmers Market Manager Hospitality Specialist

Connects visitors to local food and makers Welcomes guests and guides their visit



Visitor Center Services

What We Provide Visitors

Personalized Help with dining, lodging, and attractions

TR

aps, brochures, and souvenirs

% Local history, hidden gems

%

i

Welcome hub for newcomers, realtors, and job candidates
Meeting space for local groups, clubs, and education

\ Georgia Southern University partnership: Museum on Main

o

30k Visitors

per year
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Mobile Game to increase SEO and Website Engagement
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CHOOSE YOUR ADVENTURE IN A PLACE OF SOUTHERN POSSIBILITY. 3400 PLAY S 400 $4
J0  $600 $600 S6

J0 $800 5800 $800 S8
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Visitor Analytics Dashboard
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% of all Devices that are Visitors

33%

Same time previous year

-1.0%

Difference

29%

Same time previous year

Where are your visitors from?

Source: Zartico Geolocation Data

All Visitors

103 183 227 289 33 413 474

HBoeg. Visitor Spend:

Tulsa
* Jonesboro ENM

Huntsvil O
.

Amarillo Memphis
. .

Wilmington
.

["u'l'ﬂ‘il'lf.h:l@
Dallas -
. >3 AL

Shreveport
.

Dathan

Mobile .
. @ Jacmenville
Mew Orleans
Houston .
.

% of Out-of-State Visitors

1.2%
Difference

% of Visitors: () 1% - O 6% .. O 35%

*Virginia Beach

BERMUD.

% of Accommodation Visitors

10%

Same time previous year

% of Visitor Spend towards Local Businesses

11%

1.3%

Difference

29%

Same time previous year

-2.2%

Difference

Your Top 10 Visitor Markets

Visitor Origin Market % of Visitors % of Spend

Atlanta GA 35% 20%

g

Macon GA : 1% 11y

'
e N

Augusta GA i 8% T

o e o e o = = i e e = = = b =

Savannah GA 7% 3

g

Jacksenville FL 6% 0%

e N

Albany GA { 3% 8%

e R

Tallahassee FL-Thomasville GA 2% 5%

e e = = i e = = = b =

Columbus GA 2% 2%

g

Orlando-Daytona Beach-Melbourne FL ' 2% 1%

e U

Muevo Laredo
s

e - b
(Omapboxies
\EHRIETFE Reynosa

Tam \.|O
rb’nrl Saint Lucie

Marsh Harbour

Sum

7% 75%



THE INTELLIGENCE WE WORK FROM

Who visits, what they spend, where they stay

Our analytics partner turns visitor movement, spending, and lodging performance into targeting we can act on.

GEOLOCATION VISITOR SPEND
Where visitors come from and go What visitors spend, and who they are Eeor\:‘vo?rar hotels and short-term rentals
A Visitor vs. local share A Visitor share of all spend Occupancy
A Top origin markets A Spend by category ADR (average daily rate)
A Visits by category A Average daily spend RevPAR (per available room)
A Visitor vs. local by category A By income, age, and household Revenue
A Quality Visitor Index Inventory

lodging, local business, web engagement

And we can drill into every metric by market, category, demographic, and time period.

Metrics available through Visit Statesborols destination analytics platfor m.



Where Are Visitors Spending

Market Segment Analysis

19% 11%

Accommodations Outdoor Recreation Gas & Service Stations

10% 9%
o o
O |

Retail Health

Arts & Entertainment Transportation

SourceZarticoSpend Data; Previous 12 months as of 8/22;



Statesboro Hotel & STR Revenue 2010 - 2026

JAN FEB MAR APR MAY JUN JUL AUG SEP OoCT NOV DE




Statesboro/Bulloch Lodging Revenue

Monthly 3yr Average

$1,826,904

$2,494,321

$2,871,489

$2,611,683

$2,543,461

$2,388,352

$2,519,055

$2,908,633

$2,746,078

$2,839,912

$2,603,210

$2,085,324

Dec

Jan



woUS655090

$31,594,387

$27,882,751
$23,597,056
$19,845,266
$12,357,889
$16,914,880
M $15,903,081

|

) $16,792,781

$16,249,178

$14,087,620

$13,629,268

$12,608,920

$11,749,047

$11,387,823

Statesboro Lodging Revenue

Annual Comparison

$9,826,395

2022 2023 2024 2025

2012 2013 2014 2015 2016 2017 2018 2019 2020 2021

2010 2011



Social Media Channels

() Content overview

Breakdown: Followers/non-followers «

Content interactions @

8.9 K T 269.6%

@) 91,096 views

2359.2K 1 4135 @ 148068views | 35 0K 4 2808%

== From followers From non-followers

Views breakdown

Aug 1- Aug 31

Total
148,068 1 150.3%

From followers

57,591 1 286%

From non-followers

90,402 1 s205%




Social Media Channels

Followers ©

Age & gender ©

20%




Social Media Channels

Followers @
11,208 O
Age & gender ©

20%

18-24 25-34 3544 415-54 55-64 65+

Women B “en
T T 404
fu o ]

66.9%




MARKETING & CAMPAIGNS

How we share Statesboro with the world

Marketing works three ways: the channels we control, the advertising we buy, and the coverage we earn.

OWNED MEDIA PAID MEDIA EARNED MEDIA

What we control What we buy What others say

Our website, visitor guide, and social Advertising in print, digital, social, News stories, influencer features, and
accounts. pre-roll video, and streaming TV. hosted travel-writer visits.

NEWS  SHOPPING  ABOUTUS

SouthernLiving  roop  HOME  GARDEN  TRAVEL HOLIDAYS  CULTURE  STVLE

12 Best Things To Do In Statesboro, Georgia

ha personaii

Virtt Statesbors

* See What's
Possible

Three approaches, one message: getting Statesboro in front of travelers.
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How We Share Statesboro with the World
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Rolling Billboard with Trackable Data for Retargeting

Southern
Possibility =
Statetboro

i GEORG'A_ o«‘-lu( w,u!s:.u F'n--s"-l-u}_

A Place of
Southern
Possibility

—GEORGIA—
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Scan for a
chance

to win a
getaway in
Statesboro!

VISITSTATESBORO.ORG
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What a Targeted Paid Digital Campaign Did to Our Website Traffic

Monthly website sessions, June 2024 - May 2026. The orange surges are the paid ‘A Place of Southern Possibility” digital
campaign; the steady band beneath is our normal traffic. Outside the two flights, the site runs on organic search alone.

20K
- All our other traffic
(organic search, direct, referral, organic social)
10K
0

Jun Aug Oct Dec Feb Apr Jun Aug Oct Dec Feb Apr

Source: Google Analytics 4 (channel totals exact; monthly distribution reflects the documented campaign flight pattern). Shows website traffic and audience reach only — not bookings or revenue. lllustrates top-of-funnel potential.



What a Targeted Paid Digital Campaign Did to Our Website Traffic

Monthly website sessions, June 2024 - May 2026. The orange surges are the paid ‘A Place of Southern Possibility” digital
campaign; the steady band beneath is our normal traffic. Outside the two flights, the site runs on organic search alone.

50K

40K

I Al our other traffic

(organic search, direct, referral, organic social)

30K

20K

10K

Jun Aug Oct Dec Feb Apr Jun Aug Oct Dec Feb Apr

Source: Google Analytics 4 (channel totals exact; monthly distribution reflects the documented campaign flight pattern). Shows website traffic and audience reach only — not bookings or revenue. lllustrates top-of-funnel potential.



What a Targeted Paid Digital Campaign Did to Our Website Traffic

Monthly website sessions, June 2024 - May 2026. The orange surges are the paid ‘A Place of Southern Possibility” digital
campaign; the steady band beneath is our normal traffic. Outside the two flights, the site runs on organic search alone.

50K
FALL '24 FLIGHT SPRING ’'25 FLIGHT
40K
B Paid digital campaign (Display)
I Al our other traffic
(organic search, direct, referral, organic social)
30K
20K
10K
0

Jun Aug Oct Dec Feb Apr Jun Aug Oct Dec Feb Apr

Source: Google Analytics 4 (channel totals exact; monthly distribution reflects the documented campaign flight pattern). Shows website traffic and audience reach only — not bookings or revenue. lllustrates top-of-funnel potential.



What a Targeted Paid Digital Campaign Did to Our Website Traffic

Monthly website sessions, June 2024 - May 2026. The orange surges are the paid ‘A Place of Southern Possibility” digital
campaign; the steady band beneath is our normal traffic. Outside the two flights, the site runs on organic search alone.

50K
FALL '24 FLIGHT SPRING '25 FLIGHT
~84,000 sessions from
40K
~6 months of paid flights
That's 23% of ALL website traffic over two full years. - Paid digital campaign (Display)
B Al our other traffic
Nea rly 10)( the reaCh Of Organic SOCiaI (organic search, direct, referral, organic social)
= Our usual organic social drew =8,600 sessions across 24 months.
20K
10K
0

Jun Aug Oct Dec Feb Apr Jun Aug Oct Dec Feb Apr

Source: Google Analytics 4 (channel totals exact; monthly distribution reflects the documented campaign flight pattern). Shows website traffic and audience reach only — not bookings or revenue. lllustrates top-of-funnel potential.






