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Today’s Panel 
Discussion Topics
1. Wekiva Island Pillars: What Drives Us

2. Preserving Family Identity While Scaling

3. Growth Strategies: Driving Business with Roadblocks

4. Community Partnerships: Enhancing Guest Experience

5. Succession Planning: The Next Generation



• How to balance family passion with professional strategy

• How to build partnerships that enhance guest experience and revenue

• How to grow with intention while protecting brand identity

• How to handle mom - and - pop challenges with grit and grace

• How to turn a local business into a lasting community destination

• How to keep your mission strong through changing years and leadership

What You’ll Leave With



Wekiva Island began as a simple canoe and 
ka ya k re n ta l o p e ra tio n  o n  th e  We kiva  Rive r, 
fo u n d e d  with  th e  id e a  th a t people protect what 
they experience and love . 

Ove r t im e , it  e vo lve d  in to  a  community 
gathering space  th a t b le n d s  o u td o o r 
recreation , sustainability , education , a n d  art . 

By transforming a once - underutilized 
riverfront property into an eco - conscious 
destination , We kiva  Is la n d  b e c a m e  a  model  fo r 
h o w to u ris m , e n viro n m e n ta l s te wa rd s h ip , a n d  
lo c a l c u ltu re  c a n  wo rk to g e th e r to  inspire 
connection with nature and each other .

About Us 



What Drives Us
Part One | VISION



Why WE Care
Our Story

From the depths of the oceans to 
the top of the highest mountains 
and everything in between,

our family has personally 
witnessed the change happening 
across the planet we all share.



BRAND MISSION

Wekiva Island is a family - owned legacy committed to leaving a 
positive impact. We aim to preserve our natural surroundings, inspire 

wonder, and enrich lives. We do this by setting a standard for green 
practices, sharing the unique beauty of our location, and contributing 
more to the planet than we take. Our hope is that visitors experience 

Wekiva Island’s spirit and carry its purpose with them.



Sustainability

Our Core Pillars
Rooted in Purpose

Education Art



Preserving Family 
Identity While Scaling

Part Two | IDENTITY



“What are we leaving our children 
a n d  a ll t h e  future generations ? ”

The Question That Guides Us



What  it  means  to  you  to  be  a  small  business?  
We are  not  only  a  small  business,  we  are  a  family  business . To 
me,  that  means  being  a  small  business  is easier,  because  it  is 
something  we  are  all  invested  in  and  care  so much  about . 
Being  a  small  business  means  each  family  member  wears  
many  hats . But  what  it  does  not  mean  is that  we  are  limited . 
We still  dream  big,  and  everyone  involved  works  hard  to  make  
our  dreams  happen  at  Wekiva  Island .

What  advice  would  you  give  to  an  entrepreneur  starting  out?  
Do not  let  the  “small”  label  make  you  lax . Run your  small  
business  like  a  business . Do business  planning  and  goal  
setting  intentionally  every  year . Take  it  seriously  and  prepare  a  
long - term  strategic  plan  yearly,  too . You cannot  succeed  if 
you  do  not  have  goals,  and  you  cannot  meet  goals  if you  do  
not  have  foresight .

Recent Feature



Our Decision Filter 
We protect  identity  through  the  decisions  we  make  every  day :

• We prioritize  guest  experience  and  feedback
• We hire  and  train  for  values,  not  just  skills
• We keep  family  involvement  active  in  operations  and  culture
• We design  growth  around  the  natural  environment,  not  over  it
• We’re  intentional  about  strategic  business  planning
• We say  no  to  opportunities  that  don’t  align  with  who  we  are
• We connect  everything  back  to  our  three  pillars

Does this improve the guest experience without changing the feel of the place?

Does this align with our values and how we operate as a family business?

Will this still make sense for our business in 10 –20 years?

Does this strengthen our team, culture, or community relationships? 

Are we saying yes for the right reason — or just because we can?

✓

✓

✓

✓

✓

Check  List



From Stop to 
Destination

Part Three | GROWTH



Every roadblock is a signal . Th e  b ra n d s  th a t g ro w a re n 't  th e  
o n e s  with o u t fric tio n  — th e y're  th e  o n e s  who build around it .



Growing Within 
Boundaries

• Capacity Limits
• Unable to Build New Buildings 
• Sound Metering 
• Lighting Limitations
• Must use exclusive onsite catering



The Quiet Risk 
of Success
The biggest  threat  to  o u r id e n tity is n ’t fa ilu re , it’s  s u c c e s s .

• Mo re  g u e s ts  =  m o re  p re s s u re
• Mo re  d e m a n d  =  fa s te r d e c is io n s
• Fa s te r d e c is io n s  =  le s s  re fle c tio n
• Le s s  re fle c tio n  =  d rift  fro m  o rig in a l in te n t

Bu t if we  s ta y intentional : 

• Gu e s ts  b e c o m e  m u lti- g e n e ra tio n a l
• Vis its  b e c o m e  tra d itio n s
• Tra d itio n s  b e c o m e  id e n tity re in fo rc e m e n t
• Th e  b u s in e s s  b e c o m e s  p a rt o f fa m ily s to rie s



Month by month revenues 
before we started Winter 
Wonderland


Sheet0

				2011		2012		2013		2014

		January		34,951.34		43,994.69		60,244.56		26,835.12

		February		57,875.89		49,282.68		62,106.91		46,189.48

		March		115,407.19		118,599.72		109,083.48		164,035.80

		April		130,575.78		134,819.71		130,570.87		165,742.71

		May		118,356.64		129,096.74		155,728.35		202,645.01

		June		103,058.37		115,723.00		144,513.37		189,477.70

		July		120,725.27		141,429.93		139,527.62		188,543.59

		August		85,730.01		102,883.17		127,176.26		191,064.13

		September		60,706.20		84,533.84		105,822.90		106,011.29

		October		43,792.70		53,097.23		45,860.15		101,420.09

		November		34,302.07		41,220.50		30,887.05		54,050.83

		December		32,996.97		38,440.15		31,928.29		62,210.67







Winter Wonderland
Turning Winter into Opportunity



2015: Launched 
Winter Wonderland

2023 : Launched 
Santa’s Workshop

Historical December

C
O

V
ID



Objective : Develop a 5 - year corporate strategy that 
introduces packages for retreats, team building, strategy 
sessions, and work/fun outings.

Benefits
• Enhance delivery to the community
• Leverage our client’s needs with a customized approach
• Expand reach with campaigns into the corporate arena
• Concierge apprach to service

Enhancements
• Drive revenue in off - peak seasons

⚬ Q1: “Sta rt th e  Ye a r Ou ts id e ”
⚬ Q4 : “Clo s e  th e  Ye a r Co n n e c te d ”

• Co rp o ra te  Lo ya lty Pro g ra m
• Re fe rra l Pro g ra m

Corporate Strategic Plan



Community 
& Partnerships

Part Four | COMMUNITY



Guests can feel  wh e n  relationships  a re  real —a n d  
th a t authenticity  b e c o m e s  a  part of the brand  its e lf. 



Kings Landing Wa yn e  De n s c h  In c . K9 2.3 FM Ch ris tn e rs

Business Partners
Wh a t Do e s  “Au th e n tic  Pa rtn e rs h ip ” Lo o k Like ?

Co rp o ra te  Lo ya lty 
Pa rtn e rs



Audubon Society Th e  Ce n tra l Flo rid a  
Zo o  & Bo ta n ic a l 
Ga rd e n s

Ke e p  Se m in o le  
Be a u tifu l

We kiva  Wild e rn e s s  
Tru s t

Community Partners
Wh a t Do e s  “Au th e n tic  Pa rtn e rs h ip ” Lo o k Like ?

Flo rid a  Sp rin g s  
Co u n c il



Turning Challenges 
Into Connection
When  gathering  looked  different  during  COVID- 19, we  found  
new  ways  to  support  our  community,  artists,  musicians,  and  
guests  while  staying  connected  to  the  spirit  of  Wekiva  Island .
Featured  Initiatives

The Great American Paint In
A n a tio n wid e  a rt p ro je c t c re a te d  to  in s p ire  c re a tivity a n d  
c o n n e c tio n  d u rin g  is o la tio n .

Sounds of Wekiva
A virtu a l c o n c e rt s e rie s  s u p p o rtin g  lo c a l m u s ic ia n s  th ro u g h  
o n lin e  p e rfo rm a n c e s  a n d  virtu a l t ip  b u c ke ts .

Digital Community Engagement
Exp a n d e d  virtu a l s to ryte llin g  a n d  o n lin e  e xp e rie n c e s  to  ke e p  
o u r c o m m u n ity c o n n e c te d  b e yo n d  th e  Is la n d .



Resilience & the 
Next Generation

Part Five | SUCCESSION



The next generation doesn’t inherit a 
b u s in e s s , th e y in h e rit  a  responsibility .



How  d o  yo u  p a s s  s o m e th in g  o n  with o u t lo s in g  wh a t m a d e  it  
s p e c ia l?

• Tra d itio n s  th a t g u e s ts  re tu rn  fo r
• Cu ltu re  th a t s ta ff c a rry fo rwa rd
• Re la tio n s h ip s  b u ilt  o ve r tim e
• Th e  fe e lin g  o f th e  e xp e rie n c e
• The  “why”  behind  everything

What We Pass Forward



From Perception to Legacy

More Than
A Destination

Pe rc e p tio n Vis io n Le g a c y

What People 
Thought We Were
A s im p le  c a n o e  a n d  
ka ya k la u n c h , rive r b a r, 
o r we e ke n d  h a n g o u t 
s p o t fo c u s e d  m a in ly o n  
re c re a tio n  a n d  to u ris m .

What We Were Building
A c o m m u n ity- d rive n  
d e s tin a tio n  wh e re  
o u td o o r a d ve n tu re  
in s p ire s  s u s ta in a b ility, 
e d u c a tio n , a rt , a n d  
d e e p e r c o n n e c tio n  with  
n a tu re .

What People Came For
A p la c e  to  s p e n d  a  fe w 
h o u rs  o u td o o rs  a lo n g  
th e  rive r.

What We Hoped 
They'd Find
A p la c e  p e o p le  wo u ld  
re tu rn  to , g ro w with , a n d  
fe e l o wn e rs h ip  o f a s  p a rt 
o f th e  c o m m u n ity.

What People Discovered
A p la c e  to  g a th e r, 
re c o n n e c t, a n d  c re a te  
la s tin g  m e m o rie s  with  
fa m ily a n d  c o m m u n ity.

What We Hope Endures
A le g a c y o f s te wa rd s h ip , 
c o n n e c tio n , a n d  c a re  fo r 
th e  rive r th a t fu tu re  
g e n e ra tio n s  will c a rry 
fo rwa rd .



People Remember 
How A Place Feels
Guests  may  come  for :

• Th e  rive r
• Th e  fo o d
• Th e  e ve n t
• Th e  e xp e rie n c e

Bu t th e y return  because  they  feel :

• Co n n e c te d
• We lc o m e d
• Re la xe d
• Pa rt o f a  c o m m u n ity



Family - o w n e d  a t t ra c t io n s  d o n ’t  s u c c e e d  b e c a u s e  t h e y’re  t h e  b ig g e s t . Th e y  
succeed  because  they’re  personal . Gu e s t s  c a n  fe e l t h e  heart  b e h in d  t h e m .

In  a  w o rld  t h a t  ke e p s  g e t t in g  m o re  a u t o m a t e d , m o re  c o rp o ra t e , a n d  m o re  
d is c o n n e c t e d , p e o p le  a re  craving  places  with  authenticity,  purpose,  and  
real  human  connection .

Fo r u s , re s ilie n c e  h a s  m e a n t  staying  rooted  in  our  values , in ve s t in g  in  o u r 
community , b u ild in g  m e a n in g fu l partnerships  a n d  re m e m b e rin g  t h a t  every  
guest  experience  matters .

Fa m ily - o w n e d  a t t ra c t io n s  d o  m o re  t h a n  b rin g  p e o p le  t h ro u g h  t h e  g a t e  — 
t h e y  c re a t e  la s t in g  m e m o rie s , c a rry  t ra d it io n s  fo rw a rd , s u p p o rt  t h e ir  lo c a l 
c o m m u n it ie s , a n d  b u ild  p la c e s  fa m ilie s  re t u rn  t o  ye a r a ft e r  ye a r.

Th a t ’s  n o t  ju s t  g o o d  b u s in e s s . That’s  lasting  impact .

THANK YOU

@we kiva is la n d
www.we kiva is la n d .c o m
in fo @we kiva is la n d .c o m



Coming Up Next! 

Florida Attractions 2026 Annual Conference

Conference Keynote

Alex Sheen  
“Because I Said I Would”

Grand Ballroom – 3:00 – 4:15 pm
Presented by
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