


City of Clearwater, Florida

HOSPITALITY, RETAIL & RESTAURANT
REDEVELOPMENT OPPORTUNITIES
FOR CLEARWATER BEACH
Building Our Future Together

Responding to the need to reposition Clearwater Beach as a
tourism destination and upgrade the beach environment, the 

City of Clearwater prepared a Master Plan for the beach called
Beach by Design. 

Adopted by the city on February 15, 2001, Beach by Design is 
a working document that defines the revitalization strategies 

envisioned for this exceptional beach by promoting catalytic
infill projects within defined neighborhood districts. This
report can be reviewed by accessing www.myclearwater.com.

Specific strategies identified in Beach by Design are:

• Protect the intrinsic beauty of the beach

• Reinvest in public infrastructure and amenities

• Attract high quality residential projects, resorts, hotels and retail

• Construct the Beach Walk pedestrian promenade along South 
Gulfview and a quality streetscape for North Mandalay Avenue

• Expand the current inventory of public parking spaces

• Establish a limited bonus pool of 600 additional hotel rooms to leverage 
the development potential of select catalytic world-class resort projects

Redevelopment opportunities are already evident within the residential sector 
with development companies responding to an exceptionally strong consumer 
demand for beach and intracoastal condominiums and townhome housing projects.
Currently, numerous small motel property owners are assembling their older 
properties for sale to investors.

While this trend has contributed to a large reduction in the number of moderately-
priced hospitality units, Beach by Design notes that these physically exhausted 
establishments have limited economic and functional utility. Therefore, continued
investment in improvement would not justify a concurrent increase in room rates.
However, the infill redevelopment of small hotel parcels for condominiums is offset 
by the 600 new “bonus” hotel units that will be allocated to new resorts proposed 
at strategic locations on the beach. In fact, three developers currently have resort 
proposals that take advantage of the bonus pool.

Overall, the city’s goal is to create a quality beach environment that balances the 
needs of property owners, businesses, visitors and residents. This brochure provides 
an overview of the Clearwater Beach tourism market, resident population, economic 
base and hospitality inventory.

Ranked as one of the most beautiful beaches in the world, with three miles of expansive
white powder sand and a magnificent western exposure facing the warm tropical waters of

the Gulf of Mexico, Clearwater Beach offers an unparalleled opportunity for prospective
real estate investors targeting innovative destination sites for hospitality resorts, hotels,

motels, and tourist-based retail and restaurants.

Approximately 1.5 million
visitors enjoy Clearwater

Beach annually.



Clearwater Beach has a broad economic base, with daily support
for hospitality, restaurant and retail land uses coming from three 
distinct adjoining neighborhoods: Sand Key, Island Estates and the
Downtown Core.  Collectively with the Downtown Core, these
areas account for a high level of resident consumer purchasing
power and a taxable base approaching three billion dollars.

Providing a link between Clearwater Beach and the Downtown
Core is an important component of the City Council’s vision 
for the city.  Downtown’s strategic location on a large expanse 
of intracoastal waterway, adjacent to the Gulf of Mexico’s best 
city beach, make this link a valuable asset to prospective beach
investors. The city has committed to millions of dollars of new 
capital infrastructure, attracting private investment, and creating 
a destination downtown.

Some examples of downtown investment include:

• A new 90,000-square-foot, $20.2 million Main Library designed 
by Robert A.M. Stern

• A planned $5 million streetscape for Cleveland Street from 
Myrtle Avenue to Osceola Avenue

• A new $64.2 million bridge linking the downtown core to 
Clearwater Beach

• A planned $5 million bayfront marina

• The planned redevelopment of the 18-acre Coachman Park 
as a destination bayfront venue for passive recreation and 
entertainment events such as the nationally renowned 
Clearwater Jazz Holiday, now celebrating its 25th anniversary

• Prime bluff redevelopment parcels (Calvary Baptist Church 
parcels, City Hall, AmSouth parcel) under discussion for future 
corporate office, condominiums, retail and entertainment land 
uses including a multi-plex movie theatre complex

CLEARWATER BEACH OVERVIEW

Unlike the eleven smaller beach communities within Pinellas
County, Clearwater Beach has the distinct advantage of being
physically incorporated within the larger populated City of
Clearwater.  The city offers a high quality of life with an array 
of municipal services.

Clearwater Beach is divided into two 
distinct corridors – North Beach and South Beach.
North Beach, due to its proximity to the northern
enclave of single-family homes, is rapidly becoming
the favored location for new condominiums, chic
restaurants and bistros, and is home to several 
popular beach restaurants.  The city has completed
a major award-winning streetscape project on
Mandalay Avenue and is conducting due diligence
on the preferred location for a future public parking
structure.  The North Beach corridor contains a 
relatively small base of existing motels and one

“flag” hotel (Hilton Clearwater
Beach Resort). Additionally,
North Beach is the proposed
location for a $140 million, 
four-star beach resort with 260 
hotel rooms, 124 condominium
units and 16 townhomes 
(aerial symbol A).

South Beach is an active 
tourist entertainment corridor 
accommodating water-related 
recreational venues, the popular 
Pier 60 attractions, an array of

national and locally-owned restaurants, active beach
bars with entertainment, tourist gift shops, several
established national “flag” hotels with more than
100 rooms (Adam’s Mark Club Beach Resort and
Holiday Inn Sunspree Resort) and a large inventory
of older small motels.  South Beach is experiencing
a substantial amount of residential townhome, 
mid-rise condominium and condominium/hotel
infill development.  South Beach is also the location
of two proposed resorts: a $100 million, 350-room
hotel with 75 condominium units (aerial symbol B)
and a $90 million, 250-room hotel (aerial symbol C)
with 18 condominiums. Both of these proposed
hotel developments will face the city’s new project
called Beach Walk.

Mandalay Beach Club, a new
156-unit condominium, faces
Mandalay Avenue.

Sunsets at Pier 60 Daily Festival

North Beach South Beach



Domestic

• The top domestic tourist origin markets are Georgia, New York,
Illinois, Ohio, Alabama, Michigan, California, New Jersey, 
Pennsylvania, North Carolina, Texas, Indiana, South Carolina,
Tennessee and Maryland

• 83.2 percent of domestic visitors come for leisure and 16.8 
percent for business. Visitors have an average household 
income of $77,000 ($90,400 for air travelers and $64,800 for 
automobile travelers)

• The top activities are the beaches and sunbathing, shopping, 
theme parks, outdoor activities, historic tours, nightlife, national/
state parks, golf and tennis

Pinellas County
According to the St. Petersburg/Clearwater
Convention and Visitor’s Bureau, Pinellas
County in 2003 broke records with 12.9 
million total visitors (4.8 million overnight
visitors and 8.1 million day visitors) with
direct tourist expenditures of $2.7 billion
and $5.6 billion economic impact. 

•The strongest source for international 
visitors are from the United Kingdom, 
Germany, Canada, Brazil, Taiwan, South 
Korea, Mexico, Argentina, Puerto Rico, 
Venezuela, Scotland, Ireland, Netherlands
and France

• The top domestic feeder markets are Chicago, New York, Indianapolis, 
Boston, Detroit, Minneapolis/St. Paul, Philadelphia, Columbus, 
Pittsburgh, Hartford/New Haven and Baltimore

• The principal reasons for choosing the area in order of priority are: 
white, sandy beaches; warm weather; complete relaxation; safe 
destination; clean unspoiled environment; good value for the money; 
sunning on the beach; reasonably-priced lodging; upscale 
accommodations and excellent dining

The market support for new hospitality and retail facilities will 
come from a variety of these consumer segments:

• Florida residents seeking a beach experience (Florida is the 
nation’s fourth most populous state)

• Regional and national corporations seeking meeting and 
conference space

• A portion of the 43 million visitors who combine a 
destination trip to the amusement parks in Orlando with a 
beach vacation to Clearwater 

• Local residents and visitors

TOURISM MARKET OVERVIEW

2003 was an exceptional year for tourism in the State of Florida. The market made an astonishing recovery from
the tragic events of September 11th in both leisure and business travel, with a record-breaking 75.6 million visitors.

*Sources: FL USA Visit Florida (2002 Visitor Profiles), Tampa Bay
Business Journal, Orlando Convention and Visitor’s Bureau

State of Florida*

• 69.6 million domestic visitors, 4.4 million international travelers 
and 1.7 million Canadian visitors

• Tourism generated $51.1 billion for the state

• Florida ranked second nationally in domestic tourism 
spending and first in international tourism spending

• Florida ranks second in the nation with 885,100 tourist-
related jobs

• Florida has 1,100 miles of coastal beaches. From any point in 
the state, a beach is no more than 60 miles away

• Orlando, ranked as one of the top three destinations in the 
United States (along with Las Vegas and New York), hosted 
43 million visitors in 2002

International

• The top international tourist origin markets are Canada, United Kingdom, 
Venezuela, Germany, Brazil, France, Italy, Argentina, Spain, Japan and the 
Netherlands

• 55.9 percent of international visitors predominantly come to Florida for 
vacations, 16.3 percent to visit friends and 18.4 percent for business. 
These visitors have a median age of 43 years

• The top activities desired by international visitors are shopping, dining, 
theme parks/amusements, water sports, beach/sunbathing, and sightseeing

Beach Walk will offer a unique environment for resorts, sidewalk cafes, boutiques, street entertainment
and artwork along a serpentine beach promenade. Beach Walk is meant to reposition Clearwater Beach
as a destination for locals and tourists alike.

BEACH WALK: AN EXCITING, NEW DESTINATION IN CLEARWATER

Captain Memo’s Pirate Cruise
sails south to Clearwater Pass.

Sunset at Pier 60

Sand Key Bridge

Clearwater Jazz Holiday

Best Western Sea Stone 
Resort & Suites overlooks 

new townhome construction.

Newly completed 
townhomes

Conceptual design plan for Beach Walk

Due to the intensity of pedestrian traffic and the need to upgrade
the physical appearance of this area, the city is designing a broad,
meandering beach promenade called Beach Walk. With the aid
of a federal grant, construction drawings for the multi-million
dollar infrastructure improvement are currently being prepared. 
To encourage the hotel/resort development needed for the area,
the city has approved the $15 million funding to begin 
construction of Beach Walk by mid-2005.

Gulfview Boulevard will be moved
closer to the water and turned into a
meandering two-lane drive bordered 

by a promenade with palm trees, new street
furniture and lush landscaping. Coronado
Drive will be widened to three lanes to 
improve traffic flow. 



Existing Inventory

In 2004, only nine hotels/resorts within the State
of Florida received a AAA Five Diamond Award
designation, and only three hotel/resorts hold the
prestigious Five-Star Award from the Mobil 
Travel Guide.

While a Five-Star Mobil Travel
Guide or AAA designation is
certainly impressive, it is not our
desire to change the historically
family-oriented Clearwater
Beach to an elite passive 
environment.  Our goal is to
encourage the development of
several three- and four-star
resorts and mid-level two- and
three-star smaller national flags
to offer an array of room rates,
amenities and support retail.
These new developments should
address the needs of a broad
spectrum of residents, tourists
and the business meeting sector. 

A regional market that hosts only a small 
number of competitive hospitality establishments
further strengthens the feasibility for quality 
new hospitality facilities. In fact, within Pinellas
County there are currently only nine hotels and
resorts that have earned the Mobil Travel Guide
three-star designation.

Clearwater Beach/Sand Key National Flag Hotels/Resorts with 100 Rooms or More 

Facility Location Number of Meeting Space Mobil Star Ranking AAA Diamond
Rooms/Suites Ranking

Adam’s Mark Clearwater Beach Resort Clearwater Beach 217 10,000 sq. feet Not Designated ***
Hilton Clearwater Beach Resort Clearwater Beach 425 32,000 sq. feet *** ***
Clearwater Beach Hotel Clearwater Beach 157 2 rooms seat 95 people ** Not Designated
Holiday Inn Sunspree Resort Clearwater Beach 216 10,000 sq. feet *** ***
Sheraton Sand Key Resort Sand Key 390 24,600 sq. feet *** ****
Clearwater Beach Marriott Suites Sand Key 220 7,500 sq. feet Not Designated ***

Source:  City of Clearwater, Field Study Report, June 2004

In June 2004, the city conducted a detailed inventory of the existing hospitality base within Clearwater Beach and Sand Key.  This data can be obtained by
accessing www.myclearwater.com, then proceeding to the Economic Development & Housing Department’s link.  The survey documented 4,020 existing
rooms within 106 facilities. This current inventory ranges in age and size as follows:

Age Number of Hotel Facilities Number of Rooms

<1949 17 259
1950 – 1969 76 1753
1970 – 1989 14 2119
1990 – 2004 - 0 - - 0 -
Proposed 3 824

Source:  City of Clearwater, Field Study Report, June 2004

It is expected that this current inventory of hotel and motel rooms will continue 
to decline as more investors assemble properties for new condominium, 
condominium/hotel and townhome projects.  Since 2001, it is estimated that 
upwards of 408 older motel units have been withdrawn from the market due to 
the attractive land prices being offered.

Sales Comparison of 2001 – 2003 Motels with Less than 50 Rooms 

Pinellas County Clearwater Beach Clearwater Beach South Pinellas County 
In-Land Motels Non-Waterfront Intracoastal Motels Gulf Front Motels

Minimum Sales 
Price Per Square Foot $51.50 $101.20 $147.06 $245.58
Maximum Sales Price 
Per Square Foot $122.59 $213.00 $306.00 $519.23
Minimum Sales 
Price Per Unit $17,727.00 $52,083.00 $52,250.00 $93,750.00
Maximum Sales 
Price Per Unit $77,600.00 $117,500.00 $250,000.00 $337,500.00

Source:  Records of the Pinellas County Appraiser’s Office based on 48 sales transactions, 
March 2004; no gulf view motels/hotels under 50 rooms sold during this time.

Proposed Hospitality Projects

The attraction of new resorts, mid-size hotels and retail is a high priority of 
the city. Investors are now recognizing Clearwater Beach as an overlooked 
hospitality and retail investment opportunity. This opportunity will only
strengthen as new families take up residency as permanent and seasonal 
homeowners within the three beach neighborhoods.

HOSPITALITY ANALYSIS

Clearwater Beach Marriott Suites

Hilton Clearwater Beach Resort

Adam’s Mark Clearwater Beach Resort

Sheraton Sand Key Resort



Clearwater Beach

The City of Clearwater commissioned Research Data Services to conduct an analysis of the Clearwater Beach
tourism base for spring/summer, fall and winter visitation.  The study documented that upwards of 900,000 visitors
are annually attracted to Clearwater Beach. Visitation volume increases to approximately 1.5 million when taking
into account the use of the beach by residents living in the region.  As redevelopment on the beach occurs, 
visitation numbers, room nights and total economic impact are expected to continue to rise. 

Year Visitation Total Economic Estimated Room 
Impact Nights

1999 841,763 $   964,511,006 2,009,432
2000 874,687 $1,019,713,350 2,078,634
2001 870,028 $1,042,486,480 2,000,199
2002 857,329 $1,047,078,150 1,886,678
2003 879,975 $1,080,457,073 1,891,410

Source: Research Data Services 1999-2003 (Klages)

Party Size Length of Florida Stay/Days
2002    2003 2002      2003

Spring/Summer 3.0 3.0 9.7 9.5
Fall 2.6 2.7 10.4 10.6
Winter 2.7 2.7 10.2 10.2

Visitor Composition 
Family Couple Single Family Couple Single

2002 2003

Spring/Summer 60.7% 36.2% 2.1% 59.4% 37.0% 3.0%
Fall 35.6% 52.7% 8.3% 36.3% 52.4% 7.9%
Winter 44.3% 45.0% 7.2% 44.1% 48.3% 4.5%

2003 Arrivals
Airport Domestic International 2003 Total Passengers

St. Pete-Clearwater
Airport 462,062 41,012 997,761 

Tampa
International 7,550,605 211,709 15,523,568

Orlando 
International 12,802,952 899,500 27,319,223

Orlando-Sanford 
Int•l Airport 227,953 399,682 1,253,862

Source: Activities/Traffic Summary Reports/Airport Authorities Respective

Air Travel Segment

A substantial portion of both domestic and international travelers arrive by air.  Clearwater
Beach is locally served by two highly acclaimed airports: St. Petersburg-Clearwater
International Airport (10.6 miles) and Tampa International Airport (17.2 miles).  The area
also attracts a substantial number of visitors arriving in Florida via Orlando International
Airport (128 miles) and Orlando-Sanford International Airport (132 miles).

CLEARWATER BEACH TOURISM

Clearwater Beach•s national and international reputation 
as a destination is not only because of its immaculate 
beach environment, but also because it offers an 
abundance of regional tourist-related attractions.

€ Deep-sea fishing, dinner cruises, and dolphin sighting boats leaving from 
the beach marina

€ Nightly sunset celebrations with street performers at Pier 60

€ Clearwater Marine Aquarium

€ Multiple musical performances at Coachman Park ranging from jazz, 
rock, country and classical music

€ Acoustically renowned Ruth Eckerd Hall

€ The new $34 million Bright House Networks Field, home of the Philadelphia 
Phillies spring training (Sports IllustratedMagazine selected Clearwater in 2004 
as their Fiftieth Anniversary Sports Town representing the State of Florida) 

€ Nearby quaint historic towns

€ Over 44 golf courses within Pinellas County

€ Short distance to world famous amusement parks

2003 Median Age        2003 Median Annual 
Head of Household Household Income

Spring/Summer 44.4 $84,874
Fall 46.6 $83,967
Winter 48.8 $89,494


