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Appendix(
 
 
Appendices are intended for reference only for the Tourist Bureau and are not specific 
recommendations, except as noted in the 5-Year Strategic Tourism Plan. Information is 
intended to provide a useful resource for the Bureau during the implementation phase.  
 
All costs, statistics, contact information, dates, etc. are subject to change by the 
respective vendor without notice and at any time. 
 

! Appendix A – Strategic Tourism Plan – Five Year Budget Projections, including 
recommended allocations for FY2013/14 (pages A-1 to A-2). 
 

! Appendix B – Tourism Plan Tactics Flow Chart – This chart details the fiscal 
years, objectives, tasks, budgets, timelines, and persons responsible  
(pages B-1 to B-15). 

 
! Appendix C – Possible Outline for future Website Enhancements – offered for 

discussion purposes only by the Tourist Bureau and Staff (pages C-1 to C-2). 
 

! Appendix D – Travel Websites - This is a comprehensive list for reference only, 
not necessarily all are recommended for Surfside considering currently identified 
target markets. The initial rollout of the program in the first fiscal year will utilize 
only free to low-cost websites. As the budget grows, so will the opportunity to be 
more aggressive and gain greater exposure (pages D-1 to D-7). 

 
! Appendix E – South Florida Destination Management Companies – These are 

specialists in the organization of incentives, meetings, conferences and events 
for incoming groups to a destination and handle local logistics for the travel 
industry (page E-1). 
 

! Appendix F – Cruises into Miami Port – database of cruise line companies  
(page F-1). 
 

! Appendix G – Tourism Advertising – list of local tourist publications and contact 
information for reference (pages G-1 to G-4). 
 

! Appendix H – Potential Travel Trade Shows and Missions – highlighted shows 
are recommended for the first fiscal year (page H-1). 

 
! Appendix I – Phase One: Audit Report – March 2013 (pages 1-33) 

 
 

 
 
 



BUDGET CATEGORY Year 1 (13/14) Year 2 (14/15) Year 3 (15/16) Year 4 (16/17) Year 5 (17/18)
CONTRACTUAL SERVICES:

Graphic Designer $12,000
Marketing Resource $24,000 $36,000 $36,000 $48,000 $48,000

Tourism Sales Consultant $27,000 $60,000 $78,000 $78,000 $78,000

CONTRACTUAL SERVICES TOTAL $63,000 $96,000 $114,000 $126,000 $126,000

PROMOTIONAL ACTIVITIES:
Pre-Arrival Tactics Trade & Consumer

Owned Media
Website $10,000 $5,000 $5,000 $5,000 $5,000

Social Media $2,400 $3,000 $5,000 $5,000 $5,000
QR Codes $1,000 $1,000

E-blasts $2,400 $2,400 $2,500 $2,500 $2,500

Earned Media
Public Relations (including Fam Tours) $2,400 $5,500 $6,000 $10,000 $10,000

Travel Websites - Trade & Consumer $5,100 $5,100 $8,000 $12,000 $12,000
Partnerships $10,000 $22,500 $10,000 $15,000 $15,000

Paid Media
Advertising $15,000 $15,000 $15,000 $15,000 $15,000

Trade Shows $26,700 $48,000 $60,000 $75,000 $75,000
Packages $2,000 $2,000 $3,500 $3,500

Sales Tools $5,500 $8,100 $4,000 $12,500 $12,500
Niche market programs $4,000 $8,000 $8,000

Total Pre-Arrival Tactics $79,500 $116,600 $121,500 $164,500 $164,500

Terrell N. Fritz
Appendix A - Five-Year Budget Projections

Terrell N. Fritz
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BUDGET CATEGORY Year 1 (13/14) Year 2 (14/15) Year 3 (15/16) Year 4 (16/17) Year 5 (17/18)
Post-Arrival Tactics - Consumer

Owned Media:
Mobile Media (BID to match?) $2,500 $2,500 $2,500 $2,500

Foursquare
Earned Media:

Concierge Outreach Program $2,500 $3,500 $3,500
Paid Media:

Advertising (BID to match?) $25,000 $46,000 $46,000
Sales Tools (BID to match?) $3,000 $3,000 $3,000 $10,000 $10,000

Total Post-Arrival Tactics $3,000 $5,500 $33,000 $62,000 $62,000

Pre and Post Arrival Contingency $7,500 $3,900 $2,500 $2,500 $2,500

Total Pre- and Post- Arrival Tactics $90,000 $126,000 $157,000 $229,000 $229,000

Public Programming/Special Events
Third Thursday Events $30,000 $30,000 $30,000 $30,000 $30,000

Downtown Surfside Merchant/Other Grant Event $25,000 $25,000 $25,000 $25,000 $25,000
Surfside Turtles (Public Art & Celebrations) $12,500 $12,500 $12,500 $12,500 $12,500
Future Public Programming/Special Events

Seasonal Event (eg Auto Show, Italian Festival) $15,000 $15,000 $15,000 $15,000
Street Banner Program $10,000 $10,000 $10,000 $10,000 $10,000

Signature Event $30,000 $40,000 $40,000
Contingency $5,000 $5,000 $5,000 $5,000 $5,000

Total Public Programming/Special Events $82,500 $97,500 $127,500 $137,500 $137,500

TOTAL PROMOTIONAL ACTIVITIES $172,500 $223,500 $284,500 $366,500 $366,500

SUBSCRIPTIONS & MEMBERSHIPS $2,000 $3,000 $5,000 $5,000 $5,000

CONFERENCES & SEMINARS $2,500 $2,500 $2,500 $2,500 $2,500

TOTAL"DISCRETIONARY" $240,000 $325,000 $406,000 $500,000 $500,000

Terrell N. Fritz
A-2
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Appendix B – Tourism Plan Tactics Flow Chart 
 
 
FY 
13/14 OBJECTIVES  TASKS BUDGET RESPONSIBLE NOTES AND ACTUAL COSTS STATUS/ 

COMPLETED 

 

Launch the 
tourism program 
by developing the 

infrastructure: 

Issue the RFP and 
hire the necessary 

contractual services. 

Tourism 
Sales 

$27,000 
Marketing 
$36,000 

Staff 
See Section 13 in the Plan for job descriptions 

and proposed approach for the necessary 
resources. 

 

  

Renew the CVB 
membership and 
plan to attend the 

Gov. Conf. in 2014. 

$4,500 Staff 

This year’s Governor’s Conference falls within 
the current fiscal year, prior to the launch of 
this Plan. However, it is recommended that 

one staff member attend. 

 

       

 

Launch the Pre-
arrival marketing 

tactics. 
 
 

Agree on the brand 
and communicate 

that to the marketing 
company or 

graphics designer. 

-0- Staff and 
Tourism Board 

Preferred approach is Graphic Designer, 
unless there is a talented marketing firm 

available for the same cost. 
 

  Create the Graphics 
package. 

Part of the 
above 

$36,000 
for 

marketing 

Staff with 
Graphic 

Designer or 
Marketing 
Resource 

  

  

Prep and launch 
reservation agent 
training and RTO 

sales calls. 

-0- Staff and 
Tourism Board On-going annual activities.  

  
Monitor progress of 
destinationmiami.or

g 
-0- Staff and 

Tourism Board On-going annual activities.  

  Conduct evaluation 
process. -0- Staff and 

Tourism Board On-going annual activities.  
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FY 
13/14 OBJECTIVES  TASKS BUDGET RESPONSIBLE NOTES AND ACTUAL COSTS STATUS/ 

COMPLETED 
       

 

Launch the Pre-
arrival marketing 

tactics. 
Owned Media: 

Discuss the website 
outline and hire 

website company 
for new design. 

$10,000 Staff and 
Tourism Board Initiate the RFP  

  
Implement the 
social media 

program. 
$2,400 Marketing 

resource   

  

Launch e-blast 
campaign to the 

trade. 
 

$2,400 Tourism Sales 
 

Databases from trade shows, local RTOs and 
DMCs, etc. Staff already has the WTM Latin 

America database. The DMC list is provided in 
Appendix E. 

 

 
 

 
      

 

Launch the Pre-
arrival marketing 

tactics. 
Earned Media: 

Launch the PR 
campaign with a 
series of press 

releases and press 
kits and work with 
the CVB on FAM 

tours. 
 

$2,400 

Marketing 
Resource with 
the Tourism 
salesperson 

Work with the GMCVB.  

  

Research travel 
websites and 

determine most 
appropriate for 

available dollars. 

$5,100 Tourism Sales Appendix D  

  Partnership 
Development $10,000 Staff with 

Tourism Sales 

Section 8, page 31 of the Plan lists the DMOs 
recommended with which to partner, industry 
associations, transportation, cruise lines, etc. 

The budget earmarked for this is for 
opportunities such as pay-to-play partnership 

opportunities with the GMCVB, Visit FL, 
BRAND USA, etc. 
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FY 
13/14 OBJECTIVES  TASKS BUDGET RESPONSIBLE NOTES AND ACTUAL COSTS STATUS/ 

COMPLETED 
       

 

Launch the Pre-
arrival marketing 

tactics. 
Paid Media: 

Renew the ad in the 
GMCVB Visitor’s 

Guide. 
$15,000 Marketing 

Resource 

Graphic Package proposed includes one ad 
design. 

Should negotiate value-added editorial and 
website exposure. 

 

  
Trade Shows prep, 

registration and 
collateral. 

$26,700 
Staff, Tourism 
Sales and the 
Grand Beach 

4 trade shows and 2 missions outlined in the 
Plan under tactics and Appendix H.  

  

Develop sales tools 
for the above trade 

shows. 
 

$5,500 Staff and 
Tourism Sales 

New sales sheets based on new brand. 
Translations into appropriate languages.  

  

Continue the 
discussion with the 
GMCVB regarding 
hosting one of the 
evening functions 

for La Cita in 2014. 

-0-  

Gisela Marti | VP, Marketing & Tourism 
GREATER MIAMI CONVENTION & VISITORS 

BUREAU 
701 Brickell Avenue | Suite 2700 Miami, FL | 

33131 
Tel: (305) 539.3080 |  Fax: (305) 539.2985 

|  Mobile:  (305) 302.3807 |  E-
mail:  gmarti@gmcvb.com 

 

 

       

 

Launch the Post - 
arrival marketing 

tactics. 
Paid Media: 

Sales Tools – 
reprint the business 

directory. 
$3,000 

Staff with Event 
Support 
Services 

  

  

Work with 
downtown business 
owners and the BID, 

if created. 

-0- Staff and 
Tourism Sales   
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FY 
13/14 OBJECTIVES  TASKS BUDGET RESPONSIBLE NOTES AND ACTUAL COSTS STATUS/ 

COMPLETED 

 

Launch the Public 
Programming 

Efforts based on 
the new brand. 

Public Programming 
Activation of Third 

Thursday. 
$30,000 

Staff with Event 
Support 
Services 

  

  Downtown merchant 
event. $25,000 

Staff with Event 
Support 
Services 

  

  Turtles $12,500 
Staff with Event 

Support 
Services 

  

  Launch the Street 
Banner program. $10,000 Staff and 

graphic designer   
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FY 
14/15 OBJECTIVES TASKS BUDGET RESPONSIBLE NOTES AND ACTUAL COSTS STATUS/ 

COMPLETED 

 

Continue with the 
pre-arrival 

marketing tactics. 
Owned Media: 

Website updates 
and enhancements. $5,000 Staff and 

Tourism Board   

  Continue the social 
media program. $3,000 Marketing 

resource   

  
Continue the e-blast 

campaign to the 
trade. 

$2,400 Tourism Sales 
   

       

 

Continue with the 
Pre-arrival 

marketing tactics. 
Earned Media: 

Enhance the PR 
efforts. $5,500 

Marketing 
Resource with 
the Tourism 
sales person 

Focus on the FAM tour opportunities.  

  
Continue promotion 

on the travel 
websites. 

$5,100 Tourism Sales Appendix D  

  Partnership 
Development. $22,500 Staff with 

Tourism Sales 

Money allocated to hosting an evening function 
with La Cita. Work with the GMCVB. May need 

additional financial support from the hotels. 
Great exposure for the Latin Market. (Contact 

person is above.) If sufficient funds, launch 
sweeps and booking incentives, if insufficient 
funds due to La Cita partnership, do the prep 

work and launch next year. 

 

       

 

Continue with the 
Pre-arrival 

marketing tactics. 
Paid Media: 

Renew the ad in the 
GMCVB Visitor’s 

Guide. 
$15,000 Marketing 

Resource 
Should negotiate value-added editorial and 

website exposure.  

  
Trade Shows prep, 

registration and 
collateral. 

$48,000 Staff and 
Tourism Sales 

Review all potential shows and based on 
market conditions, determine which ones to 

add. 
 

  Develop packages. $2,000 Tourism Sales Promote packages on the website, GMCVB, 
etc.  

  
Develop sales tools 
for the above trade 

shows. 
$8,100 Staff and  

Tourism Sales 
New sales sheets based on new brand. 
Translations into appropriate languages.  
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FY 
14/15 OBJECTIVES TASKS BUDGET RESPONSIBLE NOTES AND ACTUAL COSTS STATUS/ 

COMPLETED 
       

 

Continue with the 
Post - arrival 

marketing tactics. 
Paid Media: 

Launch a mobile 
media campaign $2,500 Tourism Sales BID should match.  

  
Sales Tools – reprint 

the business 
directory. 

$3,000 
Staff with Event 

Support 
Services 

  

  

Work with downtown 
business owners 

and the BID, if 
created. 

-0- Staff and 
Tourism Sales   

       

 

Continue with the 
Public 

Programming 
Efforts based on 
the new brand. 

Public Programming 
Activation of Third 

Thursday. 
$30,000 

Staff with Event 
Support 
Services 

  

  Downtown merchant 
event. $25,000 

Staff with Event 
Support 
Services 

  

  Turtles $12,500 
Staff with Event 

Support 
Services 

  

  Seasonal event. $15,000 
Staff with Event 

Support 
Services 

  

  Monitor Street 
Banner program. $10,000 Staff and graphic 

designer   

 On-going annual 
activities: 

Reservation agent 
training and RTO 

sales calls. 
-0- Staff and 

Tourism Board   

  Monitor progress of 
destinationmiami.org -0- Staff and 

Tourism Board   

  Conduct evaluation 
process. -0- Staff and 

Tourism Board   
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FY 
15/16 OBJECTIVES  TASKS BUDGET RESPONSIBLE NOTES AND ACTUAL COSTS STATUS/ 

COMPLETED 

 

Continue with the 
pre-arrival 

marketing tactics. 
Owned Media: 

Website updates 
and enhancements. $5,000 Staff and 

Tourism Board   

  Continue the social 
media program. $5,000 Marketing 

resource 

$2,000 added to the program, possibly 
outsource? Or, use the funds for FB 

promotions. 
 

  
Continue the e-blast 

campaign to the 
trade. 

$2,500 Tourism Sales 
   

       

 

Continue with the 
Pre-arrival 

marketing tactics. 
Earned Media: 

Enhance the PR 
efforts. $6,000 

Marketing 
Resource with 
the Tourism 
sales person 

 

  

  
Continue promotion 

on the travel 
websites. 

$8,000 Tourism Sales Increase in funding to add more websites.  

  Partnership 
Development. $10,000 Staff with 

Tourism Sales 

Less than the previous year due to hosting the 
La Cita event in the last fiscal year. 

Use for sweeps and booking incentives, as well 
as new partnership development programs. 

 

       

 

Continue with the 
Pre-arrival 

marketing tactics. 
Paid Media: 

Renew the ad in the 
GMCVB Visitor’s 

Guide. 
$15,000 Marketing 

Resource   

  
Trade Shows prep, 

registration and 
collateral. 

$60,000 Staff and 
Tourism Sales 

$12,000 added to this fiscal year to increase 
the number of trade shows and missions.  

  Develop packages. $2,000 Tourism Sales   

  Develop sales tools 
for trade shows. $4,000 Staff and  

Tourism Sales   

  Niche marketing 
programs. $4,000 Staff and  

Tourism Sales 

Select the niche(s) from the Tourism Plan that 
would be the most lucrative and develop a plan 

to capture that market. 
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FY 
15/16 OBJECTIVES  TASKS BUDGET RESPONSIBLE NOTES AND ACTUAL COSTS STATUS/ 

COMPLETED 
       

 

Continue with the 
Post - arrival 

marketing tactics. 
Owned media: 

Continue the mobile 
media campaign. $2,500 Tourism Sales   

 

Continue with the 
Post - arrival 

marketing tactics. 
Earned media: 

Develop and launch 
a concierge 

outreach program. 
$2,500 Tourism Sales   

 

Continue with the 
Post - arrival 

marketing tactics. 
Paid Media: 

Consumer 
advertising in-

market, post arrival. 
$25,000 Marketing 

resource 
Appendix G. 

Rates are as of summer, 2013  

  
Sales Tools – reprint 

the business 
directory. 

$3,000 
Staff with Event 

Support 
Services 

  

  

Work with downtown 
business owners 

and the BID, if 
created. 

-0- Staff and 
Tourism Sales   

       

 

Continue with the 
Public 

Programming 
Efforts based on 
the new brand. 

Public Programming 
Activation of Third 

Thursday. 
$30,000 

Staff with Event 
Support 
Services 

  

  Downtown merchant 
event. $25,000 

Staff with Event 
Support 
Services 

  

  Turtles $12,500 
Staff with Event 

Support 
Services 

  

  Seasonal event $15,000 
Staff with Event 

Support 
Services 

  

  Signature Event $30,000 
Staff with Event 

Support 
Services 
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FY 
15/16 OBJECTIVES  TASKS BUDGET RESPONSIBLE NOTES AND ACTUAL COSTS STATUS/ 

COMPLETED 

  Monitor Street 
Banner program. $10,000 Staff and graphic 

designer   

 On-going annual 
activities: 

Reservation agent 
training and RTO 

sales calls 
-0- Staff and 

Tourism Board   

  Monitor progress of 
destinationmiami.org -0- Staff and 

Tourism Board   

  Conduct evaluation 
process -0- Staff and 

Tourism Board   
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FY 
16/17 OBJECTIVES  TASKS BUDGET RESPONSIBLE NOTES AND ACTUAL COSTS STATUS/ 

COMPLETED 

 

Continue with the 
pre-arrival 

marketing tactics. 
Owned Media: 

Website updates 
and enhancements. $5,000 Staff and 

Tourism Board   

  Continue the social 
media program. $5,000 Marketing 

resource   

  Implement a QR 
code program. $1,000 Tourism Sales Work with the BID and have them contribute.  

  
Continue the e-blast 

campaign to the 
trade. 

$2,500 Tourism Sales 
   

       

 

Continue with the 
Pre-arrival 

marketing tactics. 
Earned Media: 

Enhance the PR 
efforts. $10,000 

Marketing 
Resource with 
the Tourism 
sales person 

 

  

  
Continue promotion 

on the travel 
websites. 

$12,000 Tourism Sales Increase in funding to add more websites.  

  Partnership 
Development $15,000 Staff with 

Tourism Sales   

       

 

Continue with the 
Pre-arrival 

marketing tactics. 
Paid Media: 

Renew the ad in the 
GMCVB Visitor’s 

Guide. 
$15,000 Marketing 

Resource   

  
Trade Shows prep, 

registration and 
collateral. 

$75,000 Staff and 
Tourism Sales   

  Develop packages. $3,500 Tourism Sales   

  
Develop sales tools 
for the above trade 

shows. 
$12,500 Staff and  

Tourism Sales Design a new consumer brochure.  

  Niche marketing 
programs. $8,000 Staff and  

Tourism Sales   
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FY 
16/17 OBJECTIVES  TASKS BUDGET RESPONSIBLE NOTES AND ACTUAL COSTS STATUS/ 

COMPLETED 
       

 

 
Continue with the 

Post - arrival 
marketing tactics. 

Owned media: 

 
 

Continue the mobile 
media campaign. 

 
 

$2,500 

 
 

Tourism Sales 
  

 

Continue with the 
Post - arrival 

marketing tactics. 
Earned media: 

Continue a 
concierge outreach 

program. 
$3,500 Tourism Sales   

 

Continue with the 
Post - arrival 

marketing tactics. 
Paid Media: 

Consumer 
advertising in-

market, post arrival. 
$46,000 Marketing 

resource 
Appendix G. 

Rates are as of summer, 2013  

  
Sales Tools – reprint 

the business 
directory. 

$10,000 
Staff with Event 

Support 
Services 

BID to match  

  

Work with downtown 
business owners 

and the BID, if 
created. 

-0- Staff and 
Tourism Sales   

       

 

Continue with the 
Public 

Programming 
Efforts based on 
the new brand. 

Public Programming 
Activation of Third 

Thursday. 
$30,000 

Staff with Event 
Support 
Services 

  

  Downtown merchant 
event. $25,000 

Staff with Event 
Support 
Services 

  

  Turtles $12,500 
Staff with Event 

Support 
Services 

  

  Seasonal event $15,000 
Staff with Event 

Support 
Services 
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FY 
16/17 OBJECTIVES  TASKS BUDGET RESPONSIBLE NOTES AND ACTUAL COSTS STATUS/ 

COMPLETED 

  Signature Event $40,000 
Staff with Event 

Support 
Services 

  

  Monitor Street 
Banner program. $10,000 Staff and graphic 

designer   

 
 

On-going annual 
activities: 

 
Reservation agent 
training and RTO 

sales calls. 

 
 

-0- 

 
Staff and 

Tourism Board 
  

  Monitor progress of 
destinationmiami.org -0- Staff and 

Tourism Board   

  Conduct evaluation 
process. -0- Staff and 

Tourism Board   
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FY 
17/18 OBJECTIVES  TASKS BUDGET 

 RESPONSIBLE NOTES AND ACTUAL COSTS STATUS/ 
COMPLETED 

 

Continue with the 
pre-arrival 

marketing tactics. 
Owned Media: 

Website updates 
and enhancements. $5,000 Staff and 

Tourism Board   

  Continue the social 
media program. $5,000 Marketing 

resource   

  Continue the QR 
code program. $1,000 Tourism Sales   

  

Continue the e-blast 
campaign to the 

trade. 
 

$2,500 Tourism Sales 
   

       

 

Continue with the 
Pre-arrival 

marketing tactics. 
Earned Media: 

Enhance the PR 
efforts. $10,000 

Marketing 
Resource with 
the Tourism 
sales person 

 

  

  
Continue promotion 

on the travel 
websites. 

$12,000 Tourism Sales   

  
Partnership 

Development 
 

$15,000 Staff with 
Tourism Sales   

        

 

Continue with the 
Pre-arrival 

marketing tactics. 
Paid Media: 

Renew the ad in the 
GMCVB Visitor’s 

Guide. 
$15,000 Marketing 

Resource   

  
Trade Shows prep, 

registration and 
collateral. 

$75,000 Staff and 
Tourism Sales   

  Develop packages. $3,500 Tourism Sales   

  

Develop sales tools 
for the above trade 

shows. 
 

$12,500 Staff and  
Tourism Sales   
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FY 
17/18 OBJECTIVES  TASKS BUDGET 

 RESPONSIBLE NOTES AND ACTUAL COSTS STATUS/ 
COMPLETED 

  Niche marketing 
programs $8,000 Staff and  

Tourism Sales   

       

 

Continue with the 
Post - arrival 

marketing tactics. 
Owned media: 

Continue the mobile 
media campaign. $2,500 Tourism Sales   

 

Continue with the 
Post - arrival 

marketing tactics. 
Earned media: 

Continue a 
concierge outreach 

program. 
$3,500 Tourism Sales   

 

Continue with the 
Post - arrival 

marketing tactics. 
Paid Media: 

Consumer 
advertising in-

market, post arrival. 
$46,000 Marketing 

resource   

  
Sales Tools – reprint 

the business 
directory. 

$10,000 
Staff with Event 

Support 
Services 

  

  

Work with downtown 
business owners 

and the BID, if 
created. 

-0- Staff and 
Tourism Sales   

       

 

Continue with the 
Public 

Programming 
Efforts based on 
the new brand. 

Public Programming 
Activation of Third 

Thursday. 
$30,000 

Staff with Event 
Support 
Services 

  

  Downtown merchant 
event $25,000 

Staff with Event 
Support 
Services 

  

  Turtles $12,500 
Staff with Event 

Support 
Services 

  

  Seasonal event $15,000 
Staff with Event 

Support 
Services 
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FY 
17/18 OBJECTIVES  TASKS BUDGET 

 RESPONSIBLE NOTES AND ACTUAL COSTS STATUS/ 
COMPLETED 

  Signature Event $40,000 
Staff with Event 

Support 
Services 

  

  Monitor Street 
Banner program. $10,000 Staff and graphic 

designer   

 On-going annual 
activities: 

Reservation agent 
training and RTO 

sales calls. 
-0- Staff and 

Tourism Board   

  Monitor progress of 
destinationmiami.org -0- Staff and 

Tourism Board   

  Conduct evaluation 
process. -0- Staff and 

Tourism Board   

       
       
 



! ! ! ! !!!!!!C#1!

Appendix C – Possible Outline for future Website Enhancements (for discussion purposes only) 

 NEED TO ADD ACROSS THE TOP: 
 

TRAVEL PROFESSIONALS 
MEETING PLANNERS 
PRESS 

!

PRESENTLY!AT!THE!TOP!BANNER:!

� home 

� shops and services 

� dining 

� hotels 

� events 

� contact us 

!

Change!to:!

Home Explore Stay Dine Shop Play Events Connect Navigate Contact 
 Turtles Hotels Restaurants 

and Cafes 
Stores Packages Calendar 

of Events 
Facebook How to get 

there 
Tourist 
Board 

 Beaches Hotel 
Packages 

Casual Services Itineraries Annual 
Events 

Twitter Air, train, 
bus 

Staff 

 Bring the 
kids 

Hotels for 
pre/post 
cruise 

Culinary 
Tourism 

Discounts 
and Offers 

Area 
attractions 

Third 
Thursday 

Pinterest Parking Book Now 
(on-line 
reservatio
n system) 

 Holidays Spas Desserts  Area nightlife Legal 
Holidays 

Live cam Maps  

 Multi-
cultural 

Beach 
weddings 

Family-Style  Special 
shopping 
offers and 
discounts 

Live music Photo 
gallery 

ADA 
accessible 

 

 Sports Florida 
residents 
rates 

Kosher  Beach 
weddings 

Free 
things to 
do 

Instagram Travel Tips  

 History Vacation 
Like a 
VIP 
 

Fast Food  Honeymoons  YouTube Weather  



! ! ! ! !!!!!!C#2!

 Visitor 
Center 

 Fine Dining  Family 
Reunions 

 Google+ Local 
Services 

 

 Cruises  Sports Bar  Girlfriend 
getaways 

 Flicker For 
hurricane 
information 

 

 Water 
sports 

 Coffee 
Shops 

 LGBT Travel  Bloggers Places of 
worship 

 

   Offers    Apps   
          
          

!

SUGGESTED!TEXT!FOR:!

TRAVEL!PROFESSIONALS!

� Assistance!with!itinerary!planning!
� Commissionable!Packages!with!the!hotels,!restaurants!and!shops!
� Marketing!Support!Materials!#!Images,!logo!and!text!for!your!printed!and!on#line!brochures!
� Res!agent!seminars!and!training,!plus!agent!incentive!programs!such!as!sweepstakes!
� FAM!tour!assistance!
� For!directions!and!maps,!click%here!
� INCLUDE%CLICK%THRU%TO%THE%SALES%SHEETS%IN%MULTIPLE%LANGUAGES!

MEETING!PLANNERS!

� Unique!ocean#front!meeting!space!
� Variety!of!restaurants!for!off#site!meals!and!receptions,!some!restaurants!will!consider!a!complete!buy#out!
� Ocean!front!activities!and!functions!
� Meet!&!Greet!Programs!with!special!incentives,!discounts!and!activities!from!select!retailers!and!restaurants!
� Private!Lunch,!Dinner!and!Cocktail!Functions!with!all#inclusive!group!menus!#!available!upon!request!
� INCLUDE%CLICK%THRU%TO%THE%SALES%SHEETS%IN%MULTIPLE%LANGUAGES!

PRESS!

� Press!releases!
� Images!
� Video!

� TRAVEL AND TOURISM CONTACT 
 
 
Translate the website into appropriate languages as the budget permits. 
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Website Consumer Trade
# of 
Registered 
Trade Prof.

# of 
Registered 
Consumers

Total 
Visits/ 
Month

Total 
Unique 
Visits/ 
Month

Avg. # 
of 
Pages/ 
Visit

Avg. # of 
Visits by 
Return 
Users

Avg. # 
of Visits 
by 
New 
Users

Average 
Visit 
Duration

% of North 
American 
Users

% of 
International 
Users

Reporting 
Mechanism(s) 
Used

Cost/ Year
Value-added/ P.R. 
Opportunities

Print Component (Description. 
And Cost)

Contact 

destinations2discover.com                                        
in combination with 
vacations2discover.com (see 
consumer sites)

N/A x 700,000 141,903     125,000  N/A 12 43% 57% N/A 70.0% 30.0%
Email Reporting; 
Google Analytics

$8,000 for both this site and 
vacations2discover.com (the 
consumer site - see below)

Listing and content on 
vacations2discover.com;                        
Content sharing on social 
networks;      Links to client 
social networks;      Integration 
of client YouTube videos and 
social media sharing widgets;              
linking between selected social 
network content; Facebook 
events; Twitter mentions; Bi-
monthly blogs; ITI YouTube 
channel

N/A

Franci Edgerly                
912.267.1558                         
franci@iti-
marketing.com

Thetouroperator.com N/A x               5,400  N/A  N/A      1,164       6.90 24% 76% 4:59 58.4% 32.6% Google Analytics
$695 to be on the website 
with a "value added" coupon.

Full page, four color ad in print 
edition plus banner title on 
homepage: $7,500 

The Tour Operator print 
version is  distributed at Pow 
Wow and to receptive tour 
operators; a digital version is e-
mailed to registered users, 
domestic tour operators and 
2,800 buyers from previews 
Pow Wows. (Total circulation: 
10,000)  

Jake Steinman
415-339-0578
jake@visitnaj.com

groupstoday.com N/A x  N/A   N/A          6,358  N/A       3.94 40% 60% 2:25 87.0% 13.0% Google Analytics
Signature Banner: $4,800                                                                                    
Box ad: $3,000                                                

Links ads directly to   pre-
selected landing page;                                                       
Social media mentions;                     
Additional options are 
available through  E-
newsletters (Groups Today 
eNews to Trade Markets)

Groups Today, their bi-
monthly print publication , 
has 10,000  professional group 
travel planners as subscribers, 
including tour operators (ABA, 
NTA, USTOA, UMA, SYTA), 
travel agents, bank travel 
mgrs, group leaders. Cost 
determined by ad size and 
frequency.

Eric Lutey                              
866.252.7108 x104 
eric@serendipityme
diallc.com

grouptraveldirectory.com (PMT) N/A x N/A  N/A         8,724      5,428       2.92 18% 82% 1:24 60.0% 40.0%
Insta-track 
(internal);   
Google Analytics

Annual Home Page Header 
Banner ($5,095).  InSite E-
newsletter Banner (Header: 
$5,795 - Sidebar: $3,195)                            
Leisure Group Travel E-
newsletter (Header: $11,590 - 
Sidebar: $6,390)

"Niche Market Coverage w/ 
built in ROI tracking: $1,475        
(-25%);"Pick Four Directory 
Sites": $425 (-45%); "Showcase 
Web Page": $925 (-44%) 
"Banner Branding Bonanza" 
$7,565 (-25% w/ free directory 
page in chosen market)

Group Travel Directory (print, 
online) Directory Showcase 
Web Page ($950) includes 1/6 
page, 2-color ad and listing in 
the print directory a 
customized web page, plus 
photo gallery video. 1/6 page 
print ad ($600) w/ "Showcase 
Web Page Package"

Ellen Klesta                      
630.794.0696
Ellen@ptmgroups.c
om 

Appendix D                                                                                                                                                          Travel Websites (This is a comprehensive list for reference only, not necessarily all are recommended for Surfside considering currently identified target markets.

TRADE 

GROUP TRAVEL MARKET
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Website Consumer Trade
# of 
Registered 
Trade Prof.

# of 
Registered 
Consumers

Total 
Visits/ 
Month

Total 
Unique 
Visits/ 
Month

Avg. # 
of 
Pages/ 
Visit

Avg. # of 
Visits by 
Return 
Users

Avg. # 
of Visits 
by 
New 
Users

Average 
Visit 
Duration

% of North 
American 
Users

% of 
International 
Users

Reporting 
Mechanism(s) 
Used

Cost/ Year
Value-added/ P.R. 
Opportunities

Print Component (Description. 
And Cost)

Contact 

TRADE 

Grouptravelmart.com/ 
Grouptravelleader.com 
(G.L.A.M.E.R.) - GLAMER is now 
Travel Talks - This is also Bank 
Travel

N/A x  N/A N/A  N/A    12,167  N/A N/A N/A N/A N/A N/A N/A

Leaderboard Ad: $6,600; 
Website Banner Ad: $4,200;   E-
newsletter Leaderboard Ad: 
$6,600;  E-newsletter Banner 
Ad: $4,200       

Digital Sponsorship (exclusive)*: 
$7,200   Blog Ad: $3,000;                                       
Video Streaming: $4,200;                   
Exclusive Video Sponsorship: 
$6,000      *Digital Sponsorship 
includes:  (1) bellyband ad with 
logo and contact; (1) 600 x 100 
Leaderboard ad;   (1) 
Sponsorship mention in print 
edition  

N/A  

leisuregrouptravel.com (PMT) N/A x N/A            20,000       15,000      9,124       2.44 23% 77% 2:28 50.0% 50.0%
Insta-track 
(internal);     
Google Analytics

Twenty different platforms 
(InSites, Travel Directories, E-
newsletters, Itineraries and 
Social Media) are available to 
reach any type of travel 
industry entity and provide a 
high ROI. Website Header 
Banner: $5,095; Sidebar 
Banner: $3,075;  inSpection 
Feature: $995; Latest News 
Sponsorship: from $3,590

Online Itinerary (SEO-friendly, 
based on location or niche 
market, 2-3 sentences of 
editorial, 2-3 photos); Buy 4 
InSpection Articles: $2,985         
(-25%); "BYOB": $8,275 (-20%); 
"30 Day Takeover": $6,995 (-
20%)

N/A

Ellen Klesta                      
630.794.0696
Ellen@ptmgroups.c
om

ntaonline.com N/A x N/A  N/A       35,000    10,000       4.00 67% 33% N/A N/A N/A Google Analytics ICF Website Banner Ad: $3,000 N/A
Courier + NTA Membership 
(total circ: 10,000)

Beth Engel                        
859.264.6560 
beth.engel@NTAser
vicesinc.com

Tripinfo.com N/A x           123,000  N/A  N/A    31,380     10.24 23% 77% 12:40 87.5% 12.5%
Linktracker 
(internal);   
Google Analytics

Tripinfo.com National 
Shopping Index 
Skyscraper Ad w/ video link 
(fixed position, 2 ads/ pg.): 
$3,500 net  

Ad cost based on reach: 
$7,000 for entire state with 
package options;               
Inclusion in 36,000 E-
newsletters/ week; Mobile 
options available (16% reach 
which is highest in category for 
IOS devices);        3 Index/ 
State/ Map Ads + 8 Table/ 
Market Ads: $36,000

N/A
Elise Allen
(770) 825-0220
Elise@tripinfo.com
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Website Consumer Trade
# of 
Registered 
Trade Prof.

# of 
Registered 
Consumers

Total 
Visits/ 
Month

Total 
Unique 
Visits/ 
Month

Avg. # 
of 
Pages/ 
Visit

Avg. # of 
Visits by 
Return 
Users

Avg. # 
of Visits 
by 
New 
Users

Average 
Visit 
Duration

% of North 
American 
Users

% of 
International 
Users

Reporting 
Mechanism(s) 
Used

Cost/ Year
Value-added/ P.R. 
Opportunities

Print Component (Description. 
And Cost)

Contact 

TRADE 

Vacationfun.com x N/A  N/A  N/A N/A N/A N/A N/A N/A N/A N/A N/A N/A

Interesting site which covers 
every state Multiple 
opportunities including Best of 
American Traveler - targets 
Canadians; MASS Spring 
Getaway Guide; 
vacationfun.com lead 
generation campaigns, 
Facebook campaigns
Cost vary depending on 
programs selected

N/A N/A

Steven Paganelli, 
CDME 
Madden Media 

203-691-7940 
(Direct)
203-858-7308 
(Mobile)

spaganelli@Madde
nMedia.com

Guidebookamerica.com x N/A             15,000  N/A       30,000    10,000       4.00 25% 75% 2:30 90.0% 10.0% internal only

A listing today in Guidebook 
America the online 2013 U.S. 
and Canada Guidebook is 
$25 (Varies w/ campaign)

Editorial and articles based on 
budget

N/A

Cheryl Bruedigam 
575.749.3995 
cheryl@guidebook
america.com

vacations2discover.com                                  
in combination with 
destinatons2discover.com (see 
trade sites)

x N/A 700,000 141,903     125,000  N/A 12 43% 57% N/A 70.0% 30.0%
Email Reporting; 
Google Analytics

$8,000 in a combination with 
destinations2discover.com 
(see) above

Listing and content on 
destinations2discover.com; 
Monthly Newsletter (total 
circulation: 700,000)                                               
Content sharing on social 
networks;      Links to client 
social networks;      Integration 
of client YouTube videos and 
social media sharing widgets;              
linking between selected social 
network content; Facebook 
events; Twitter mentions; Bi-
monthly blogs; ITI YouTube 
channel

N/A

Franci Edgerly                
912.267.1558                         
franci@iti-
marketing.com

CONSUMER 
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Website Consumer Trade
# of 
Registered 
Trade Prof.

# of 
Registered 
Consumers

Total 
Visits/ 
Month

Total 
Unique 
Visits/ 
Month

Avg. # 
of 
Pages/ 
Visit

Avg. # of 
Visits by 
Return 
Users

Avg. # 
of Visits 
by 
New 
Users

Average 
Visit 
Duration

% of North 
American 
Users

% of 
International 
Users

Reporting 
Mechanism(s) 
Used

Cost/ Year
Value-added/ P.R. 
Opportunities

Print Component (Description. 
And Cost)

Contact 

TRADE 

Priceline.com x N/A N/A N/A N/A N/A N/A N/A N/A N/A N/A N/A N/A

All ad units are sold on a CPM 
basis and rates vary based on 
budget, frequency and 
targeting, and specific sites.

The Priceline network of sites 
offers an opportunity to 
capture users in the online 
buying process. Their network 
of sites includes Priceline; or 
any of the Priceline suite of sites 
(Lowestfare.com, 
Travelweb.com, 
MyTravelGuide.com, 
RentalCars.com. There are a 
limited number of ads per 
page.

N/A

Advertising 
Department 
203.299.8729

Lonely Planet Travel x N/A N/A N/A 17.0M 13.0M 4.5 N/A N/A :58 18% 82% ComScore

All ad units are sold on a CPM 
basis and rates vary based on 
budget, frequency and 
targeting, and specific sites. 
Multiple sections available for 
advertising including 
Homepage, Destinations, 
Themes, Thorn Tree Forum, 
Avid Travelers, Newsletter. 

N/A N/A

Christopher Dean
Account Executive, 
Digital Ad Sales
212.339.1725
christopher.dean@b
bc.com

Orbitz

(Affiliated with cheapticket.com, 
ebookers.com and 
hotelclub.com)

x N/A N/A N/A N/A 8.5M 14 N/A N/A 10:00 N/A N/A ComScore

Programs designed per 
budget & desired goals. 
Opportunities include: 
integrated online placement, 
email marketing, sponsored 
search, lead generation, geo-
targeting. 

N/A N/A
Complete online 
request form
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Website Consumer Trade
# of 
Registered 
Trade Prof.

# of 
Registered 
Consumers

Total 
Visits/ 
Month

Total 
Unique 
Visits/ 
Month

Avg. # 
of 
Pages/ 
Visit

Avg. # of 
Visits by 
Return 
Users

Avg. # 
of Visits 
by 
New 
Users

Average 
Visit 
Duration

% of North 
American 
Users

% of 
International 
Users

Reporting 
Mechanism(s) 
Used

Cost/ Year
Value-added/ P.R. 
Opportunities

Print Component (Description. 
And Cost)

Contact 

TRADE 

Travelocity
travelocity.com

x N/A N/A N/A N/A 10.3M N/A N/A N/A 5:00 N/A N/A ComScore

All ad units are sold on a CPM 
basis and rates vary based on 
budget, frequency and 
targeting, and specific sites. 
Multiple sections available for 
advertising including 
Homepage, Destinations, 
Leaderboard, Featured 
Graphic & Copy, Peel Back 
Ad, Push Down Ad, Mobile 
Ad, Email. 

N/A

N/A

miamiandbeaches.com x N/A N/A 70,000 3.6M N/A N/A N/A N/A N/A N/A N/A N/A

4 Options:
#1 - Members of GMCVB 
receive listing
#2 - $1,000: Digital Magazine, 
Online ad (330x250), Blog 
write-up w/ links
#3 - $2,500: Option 1 + Email 
Marketing and ad distributed 
to email database
#4 - $5,000: Option #3 + 
Social Media posts, images 
and links

N/A

N/A

Lori Castle
lcastle@hcpaboard
.com

VisitFlorida.com x x N/A N/A 1.7M N/A N/A N/A N/A N/A 81% 19% Catalyst, 2012 N/A N/A
Complete online 
request form
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Website Consumer Trade
# of 
Registered 
Trade Prof.

# of 
Registered 
Consumers

Total 
Visits/ 
Month

Total 
Unique 
Visits/ 
Month

Avg. # 
of 
Pages/ 
Visit

Avg. # of 
Visits by 
Return 
Users

Avg. # 
of Visits 
by 
New 
Users
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Visit 
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% of North 
American 
Users

% of 
International 
Users

Reporting 
Mechanism(s) 
Used

Cost/ Year
Value-added/ P.R. 
Opportunities

Print Component (Description. 
And Cost)

Contact 

TRADE 

discoveramerica.com (TIA) x N/A N/A  N/A       33,300  N/A  N/A N/A N/A N/A 2.5% 97.5% Google Analytics

Standard Page: $6,800 (500 
word description, official 
travel link to website, Explore 
Experience tile, language 
translations);                                  
Enhanced Page: $8,800 
(standard options in addition 
to 20 picture photo gallery 
and video player module); 
Homepage Experience 
Enhancement (guaranteed 
homepage exposure): 
$10,000/ month or $3,000/ wk; 
Homepage Sponsorship Tile 
Option (guaranteed 
homepage exposure): 
$10,000/ month

Cooperative newspaper and 
magazine inserts 
(geotargeted);                            
Social channels (language 
specific); :30 spot or :10 tag 
opportunity for in-room 
advertising at participating 
hotels; OOH inventory offer for 
co-op advertising

Global Visitor Guide 
(total dist.: 400,000)    

Amir Eylon                         
202.787.5944 
Aeylon@@thebrand
usa.com 
info@discoverameri
ca.com

EXPEDIA MEDIA SOLUTIONS

    expedia.com

    Hotwire.com

    Hotels.com

x N/A N/A N/A N/A 51.2M N/A N/A N/A N/A 47% 53% ComScore

For a $10,000 investment there 
is a choice of the following: 
CO-OP PARTNER & BRAND 
USA: $20,000 Media with Co-
op 
Partner & Brand USA logos
OPTION #1: Ads link to a 
custom Co-op Partner 
landing page on Expedia with 
Brand USA logo
OPTION #2: Ads link off to Co-
op Partner’s website with 
Brand USA logo
EXPEDIA: $20,000 In-kind 
Media Match with Brand USA 
logo Ads link to custom Brand 
USA microsite on Expedia with 
Co-op Partner media

Expedia has joined Brand USA’s 
“Discover America” co-op 
campaign to connect partners 
with nearly 60 million online 
travel consumers globally each 
month. Partners share in up to 
$1,000,000 Value-Added Media 
that will draw more visitors their 
destinations.

N/A
mesolead@exped
ia.com

WAYN.com

(Where You Are Now - world's 
leading social travel network)

x N/A N/A 21.5M 19M 4.16% 21% 79%

$10,000 per Brand USA 
partner. Leverage Discover 
America social integration 
within WAYN and USA Friends 
and build own community for 
Friends within WAYN. Includes 
Social engagement, digital 
advertising and customer 
insight.

100% matched by Brand USA. N/A
nathan.easom@wa
yn.com

BRAND USA MARKETING CO-OP PROGRAMS: Programs to reach travel consumers through key online mediums while offering reduced rates to members of the travel industry 
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Website Consumer Trade
# of 
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Trade Prof.

# of 
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Month
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Avg. # of 
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And Cost)

Contact 

TRADE 

tripadvisor.com x N/A N/A 20M N/A 50M N/A N/A N/A 5:00 28% 73% ComScore

$10,000 per Brand USA 
partner. Utilize targeting 
methods by domain, 
geographic region and IP 
address on TripAdvisor's family 
of domains. Program is 
customized to meet needs. 

100% matched by Brand USA. N/A

Melissa Surane
773.398.4747
msurane@tripadviso
r.com

Steven Paganelli, 
CDME
203.691.7940
spaganelli@tripadvi
sor.com

Richard  Black
770.904.7779
black@tripadvisor.c
om

RAKUTEN.com

(Leading online travel agency in 
Japan)

x N/A N/A 75M N/A 13M N/A N/A N/A N/A 0% 100% N/A

No minimum investment. 
Featured on 
DiscoverAmerica's Landing 
page, banner advertising 
linked to customized page, 
digital campaign 
travel.rakuten.co.jp, 
development of creative and 
all translations. 

100% matched by Brand USA. N/A
Vincent Andretta
vincent.andretta@
mail.rakuten.com

ODIGEO.com

(Services customers in 38 
countries - UK, France, 
Germany, Spain, Italy, Australia, 
Brazil, Mexico, Argentina, etc.)

x N/A N/A 15M N/A 19M N/A N/A N/A N/A 0% 100% N/A

$10,000 per Brand USA 
partner. Includes digital click 
into an ODIGEO hosted 
microsite of established site, 
trade marketing into 
ODIGEO's weekly marketing 
cycle to drive traffic to 
microsite or website. 

100% matched by Brand USA. N/A
James O'Leary
james.oleary@odig
eo.com

itravel2000.com

(Leading Canadian travel 
brand)

x N/A N/A 1.4M 3.6M 1.7M 6.6 N/A N/A N/A 0% 100% N/A

$10,000 per Brand USA 
partner. Includes live TV 
Broadcast and ads, radio 
placement, online 
advertising, in-destination 
promotions, contests, email 
database of 1.4M

100% matched by Brand USA. N/A

Kim Uno
Director, Business 
Development & 
International 
Markets
905.267.4514
kuno@itravel2000.c
om

BestDay.com.mx

(Latin America's largest travel 
providers to consumer & travel 
agents)

x x N/A 300K N/A 1.3M 10.7 N/A N/A N/A 0% 100% N/A

$10,000 per Brand USA 
partner. Includes: Feature 
destination on kiosk (over 200 
in Mexico), digital 
advertisement, pay-per-click 
Google/Yahoo, email, 
advertisement websites 
through "Best Media Display", 
TV and movie theaters based 
on regular spot campaign. 

100% matched by Brand USA. N/A  



E"#"1

Company Contact Last Name Job Title Email Office Phone Alternate Phone Address City State Zip

A South Florida Event asfecontact@asouthfloridaevent.com 305-491-5921  5262 NE Fifth Avenue  Miami FL 33137

Access Corporate Travel info@accesscorptravel.com 305-513-0073  8750 NW 36th Street, Suite 210  Miami FL 33178

ACCESS Destination Services - Florida Jeff Nelke Vice President jeff.nelke@accessdmc.com 954-927-0507 3363 Sheridan Street #205 Hollywood FL 33021

Advantage Destination & Meeting Services, INC. Michael Avitable mavitable@advantagedms.com 305-651-2367 305-457-5814 20211 NE 15th Court North Miami Beach FL 33179

AlliedPRA South Florida Rachelle Stone Vice President rachelle.stone@alliedpra.com 954-880-0455 3005 Greene Street Hollywood FL 33020

Barton G Whitney Kirkland whitney@BartonG.com 305-576-8888 5061 Biscayne Boulevard  Miami FL 33137

Blooming Events International Fernando Rojas Partner fernando@be-original.com 305-437-8336 4443 NW 2 Avenue Miami FL 33127

Deco Productions, Inc., a DMC Network Company Sharon Siegel President ssiegel@decoproductions.com 305-558-0800 800-553-0800 7711 W 22 Avenue Miami FL 33016

GEP Destination Management - South Florida Marty Mackay mmackay@gepdmc.com 954-966-7122 3440 Hollywood Boulevard #450 Hollywood FL 33021

Global Events Partners South Florida Alvin Young Senior Account Executive ayoung@gepdmc.com 954-966-7122 3440 Hollywood Boulevard, Suite 450 Hollywood FL 33021

Hello Florida! Kelly Kruszewski Account Executive kkruszewski@hello-florida.com 754-263-4040 300 South Park Road, Suite 120 Hollywood FL 33021

Hello Florida! - South Florida Douglas Kahler Executive Vice President dkahler@hello-florida.com 300 South Park Road, Suite 120 Hollywood FL 33021

ICC Events Inc. iccevents@gate.net 303-442-8107 340 Minorca Avenue, Suite 2 Miami FL 33134

Kuoni Destination Management Elaine Keller Regional Manager Sales  elaine.keller@us.kuoni.com 305-341-7171  555 Washington Ave, Suite 360 Miami Beach FL 33139

Kuoni Destination Management - Miami Marc Haeni marc.haeni@us.kuoni.com 305-255-7919 555 Washington Avenue, Suite 350 Miami Beach FL 33139

Meeting Dynamics Global, Inc.  Kathy Blout President kathy@meetingdynamicsglobal.com 954-923-0800 954-895-7760 605 North 21st Avenue  Hollywood FL 33020

The Vibe Agency Valerie Bihet President valerie@thevibeagency.com 305-695-7718 1210 Washington Avenue #290 Miami Beach FL 33139

Appendix E                                                                                                                                             South Florida Destination Management Companies
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Company Office Phone Address City State Zip

Azamara Cruises 877-999-9553 1050 Caribbean Way Miami FL 33132

Carnival Cruise Lines 800-327-9501 3655 NW 87 Avenue Miami FL 33178

Celebrity Cruises 800-437-3111 1050 Caribbean Way Miami FL 33132

Costa Cruises 877-882-6782 200 South Park Road, Suite 200 Hollywood FL 33021

Crystal Cruises 800-804-1500 2049 Century Park East, Suite 1400 Los Angeles CA 90067

Disney Cruise Line 800-951-3532 P.O. Box 10210 Lake Buena Vista FL 32830

MSC Cruises (USA) 877-665-4655 6750 N. Andrews Avenue, Suite 100 Fort Lauderdale FL 33309

Norwegian Cruise Line 800-327-7030 7665 Corporate Center Drive Miami FL 33126

Oceania Cruises 800-531-5619 8300 NW 33rd Street, Suite 308 Miami FL 33122

Regent Seven Seas Cruises 877-505-5370 8300 NW 33rd Street, Suite 1000 Miami FL 33122

Royal Caribbean International 800-327-6700 1050 Caribbean Way Miami FL 33132

Appendix F                                                                                            Cruises Into Miami Port
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Appendix G - The Town of Surfside 
Tourism Advertising 

 

PUBLICATION CONTACT SPACE 
DEADLINE 

MATERIAL 
DEADLINE 

INSERTION 
DATES 

CIRC/ 
DIST. COST COMMENTS/VALUE ADDED 

CONSUMER:        
DADE COUNTY:        
Greater Miami Convention and 
Visitors Bureau – Visitor’s Guide 
and Vacation Planner 
Annual Publications 

Shawn Paulus 
HCP/ABOARD Publishing 
One Herald Plaza 
Miami, FL 33132 
O - 305-376-5283  
C - 954-224-2427  
spaulus@hcpaboard.com 
 
 

July 9 July 30 Annual – hard 
bound 
Dec. 2013 - 
Nov. 2014 
Plus, annual soft 
cover format and 
a Spanish version. 
 
 

68,000 copies 
28,408 rooms in 156 hotels at the 
airport, in Aventura, Coconut 
Grove, Coral Gables, Doral, 
Downtown/Brickell, Key Biscayne,  
Miami Beach, Miami Lakes/ 
Hialeah, South Miami 

2014 Edition 
Annual cost - $17,000 
includes the soft cover 
Vacation Planner 
which is distributed to 
travelers requesting 
information about 
greater Miami. 

The Greater Miami Convention and Visitors 
Bureau will have new social media 
opportunities for their clients 

Welcome/Bienvenidos – Miami 
 
(Published as both English and 
Spanish editions) 
 
 

DeAnne Connolly Graham 
Director of Sales & Marketing 
Welcome & Bienvenidos Magazines 
305-944-9444 office 
954-559-1758 cell 
dee@welcomemag.com 
 

Two months 
prior to 
publication 
months 

Two weeks 
after space 
deadlines 
 

Monthly 
 
 

Reaches over 200,000 visitors 
every month between both the 
English and Spanish editions. 
300 locations 

 Approx. $28,740 
For full page/full year 
  
 

This publication is unique in that each issue 
is published in both English and Spanish. 
Translation into Spanish is at no additional 
cost. 
Commitment is for a full year but can be 
canceled after 8 months. 
Welcome online will promote advertisers free 
for the first year. 
Advertisers can use their Facebook page, 
blog and targeted Twitter feeds to promote 
special events and other items. 

Where Guest Book - Miami 
 
 
 
 
 
 
 

JaDee Guidice 
Associate Publisher   
WHERE South Florida 
1801 NE 123rd Street # 411, North 
Miami FL 33181 
O:305.892.4343│M: 305.785.2170 I 
F:305.892.2991 
jadee.guidice@wheremagazine.com 

Two months 
prior to 
publication 
months 

Two months 
prior to 
publication 
months 

Annual 
Sept. 2013 to 
Aug. 2014 

37,000 copies distributed in 20,000  
hotels rooms in Miami, Miami 
Beach and North Miami Beach, 
and Condominiums  

$8,760 a year for  1/2 
page 

Where Magazine is a fixture in hotel rooms 
across the country. They are hardbound 
upscale publications which tend to have 
higher end advertisers. Since it is an annual 
publication ads should have a “call to action” 
offer which is good all year to determine the 
ROI on advertising. 
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Where Magazine – South Florida JaDee Guidice 
Associate Publisher   
WHERE South Florida 
1801 NE 123rd Street # 411, North 
Miami FL 33181 
O:305.892.4343│M: 305.785.2170 I 
F:305.892.2991 
jadee.guidice@wheremagazine.com 
 

End of the 
second 
month prior 
to 
publication 

Due 
immediately 
after space 
deadline 

6 Issues annually 
Jan 
Mar 
May 
Jul 
Sept 
Nov 

160,000 copies of  each issue are 
distributed at hotels and condos  in 
Aventura, Broward Cty, Surfside, 
Coral Gables, Kendal, Miami 
Beach, South Beach, Palm Beach, 
Bal Harbor, Brickell, Key Biscayne, 
Miami Lakes, Doral, South Miami 

$23,400 for ½ page in 
all six issues 

There are many other opportunities including 
a concierge event, newsletter, editorial 
coverage, etc. 

        
BROWARD COUNTY:        
Travel Host  Elite - Ft. 
Lauderdale 

Ina Lee, President 
Travelhost Magazine of Greater Fort 
Lauderdale 
831 N.E. 20th Avenue 
Fort Lauderdale, Florida 33304 
(954) 463-4733 cell (954) 614-7402 
Sharon Zalkin 
Sr. Advertising Manager 
sharon@travelhostftl.com 
 

Two months 
prior to 
publication 
months 

Two weeks 
after space 
deadlines 
 

6 insertions: 
 
Feb/Mar  
Apr/May 
Jun/Jul 
Aug/Sept  
Oct/Nov  
Dec/Jan  

16,000 in room distribution in 100+ 
hotels, 38 lobbies/ concierge 
desks, 95 condominiums and  12 
marinas 

Approx. $25,000 
For full page/ full year 
 
 

Magazine is now Travel Host Elite 
Rate is based on year-round schedule  
Schedule & link on their national web site.  
Large presence on all social media sites 
 

Great Locations John Neuner 
954-943-1188 
JNeuner@greatlocations.com 

Two months 
prior to 
publication 
months 

Two months 
prior to 
publication 
months 

2 publications a 
year 
Spring/Summer   
Fall/Winter  

600,000 Guidebooks are 
distributed annually in 450 -hotels, 
resorts, condos, airport 
car rentals 
. 

Approx. $14,500 for 
both issues 
 
 
 

Has one of the largest circulation of any 
tourist print publication  
Ad will also appear on 
www.greatlocations.com 
 
 
 
 
 

Where Guest Book – Ft. Laud JaDee Guidice 
Associate Publisher   
WHERE South Florida 
1801 NE 123rd Street # 411, North 
Miami FL 33181 
O:305.892.4343│M: 305.785.2170 I 
F:305.892.2991 
jadee.guidice@wheremagazine.com 

Two months 
prior to 
publication 
months 

Two months 
prior to 
publication 
month 

Annual – calendar 
year 

Circulation of 26,600 which 
includes in-room at hotels in 
Greater Fort Lauderdale and Palm 
Beaches 
 

$10,320 a year for ½ 
page ad 

Where Magazine is a fixture in hotel rooms 
across the country. They are hardbound 
upscale publications which tend to have 
higher end advertisers. Since it is an annual 
publication ads should have a “call to action” 
offer which is good all year to determine the 
ROI on advertising. 
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DATES 
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DIST. COST COMMENTS/VALUE ADDED 

TRADE:        
Miami CVB Travel Planner Shawn Paulus 

HCP/ABOARD Publishing 
One Herald Plaza 
Miami, FL 33132 
O - 305-376-5283  
C - 954-224-2427  
spaulus@hcpaboard.com 

July 9. July 30 Annually 
Published in 
December 

12,000 -0- for 2010. 
 

Targets travel agents, tour operators and other 
advisers to help them plan trips for clients. The 
easy-to-use reference lists key contacts and 
covers arts, culture, dining, shopping, sports, 
attractions and more. 

Miami CVB Meeting Planner Shawn Paulus 
HCP/ABOARD Publishing 
One Herald Plaza 
Miami, FL 33132 
O - 305-376-5283  
C - 954-224-2427  
spaulus@hcpaboard.com 

Dec. 3 Dec. 17 Annually 
Published in 
March 

8,000 Full Page $5,180 The Meeting Planner is directed to the meeting, 
convention and incentive travel planners who 
bring a million plus delegates to the market who 
spend over $1.6 billion annually. The Meeting 
Planner covers  hotels and resorts, plus amenities 
and business services, dining, nightlife, 
attractions, shopping 
and collateral services. 

Leisure Group Travel  
Magazine 
 

 Two months 
prior to 
publication 
date on the 
15th of 
month 
 

Two months 
prior to 
publication 
date on the 
22nd  
of month 
 

6 times a year 
Feb 
Apr 
Jun 
Aug 
Oct 
Dec 

20,000 subscribers including tour 
operators, travel agents, bus 
companies, senior groups, bank 
travel clubs and affinity & special 
interest 

$23,350 for full page in 
all 6 issues 

 

RACK CARDS:        
CTM Mary Glidden  

CTM Media 
mglidden@ctmmedia.com 
954-929-8009 

  Monthly -12 
months 

Distribution Example: 174 Greater 
Miami Hotels, 44 Greater Miami 
Transportation & Attractions, 94 
North Miami/Hollywood Hotels, 152 
Greater Fort Lauderdale Hotels, 
41, 4 Major Malls  

Approx $23,000 
annually for 
distribution + approx 
$4,00 for 121,000 
printed brochures 

CTM has a large network of brochure 
distribution points as well as electronic 
display boards in sport arenas. Printing of the 
rack cards are available from CTM but can be 
done by other printers. 

Kenney 
 

Ruth Ann Kenney 
Kenney Communications 
1215 Spruce Ave. 
Orlando, FL 32824 
Phone: 407-859-3113 
Fax: 407-859-4044 
Email: ruthann@kenneycom.com 
 

  Monthly -12 
months 
 
 

 Cost for all 8 plazas for 
a full year is $5,400 
plus printing 
 
 
 

Rack card holders are in 8 Florida Turnpike 
plaza locations. The cards need to be 4”x6” 
and printing is not included (but can be done 
at an additional cost). Digital media ads are 
also available at 7 of the plazas 
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CIRC/ 
DIST. COST COMMENTS/VALUE ADDED 

        
MOBI MARKETING Franci C. Edgerly 

President and CEO 
ITI Marketing, Inc. 
Phone: +1 912-267-1558  
Franci@ITI-Marketing.com 

  Annual  $4,500 Since this is destination-driven marketing. 
Makes perfect sense to co-op. 
 
Power Point presentation to follow. 
 

SFCA & PM Miami Map Project Cristy Martinez 
Creative Director  
Playground Maps Inc. 
Work: 305-695-9119 
Direct: 786-999-0322 

   250,000 to start – they will reprint if 
necessary 

$4,000 – share with 
GP - $2,000 per 
property. 

Dimensions are as follows: 
 
Half Horizontal: 3 7/8”W  X  4 3/8”H 
Half Vertical: 1 7/8”W  X  8 1/2”H 
 
Please be sure to deliver the file (.pdf) 
at 300dpi and with the fonts outlined 

 



Appendix(H(*(Potential(Travel(Trade(Shows(and(Missions:(Working(Spreadsheet

H(*(1

SHOW DATE LOCATION WEBSITE .COST.
LOGIN/.

PASSWORD

APPOINTMENT.
SCHEDULE.

START.DATE/.
END.DATE

E5BLAST.
SCHEDULE

NOTES

GMCVB(Sales(Mission October(6*12,(2013
France,(Italy,(
and(Portugal

www.miamiandbeaches.com(
(Partners(Section)

($3,500(*(
actual(

Partner(with(
GMCVB

WTM(London((( November(4*7,(2013 London,(UK www.wtmlondon.com
($5,000(*(

est.(
Partner(with(
GMCVB

USTOA(*(United(States(Tour(
Operators(Association

December((5*7,(2013 Scottsdale,(AZ ustoa.com

Florida(Huddle January(14*16,(2014

Palm(Beach(
County(

Convention(
Center

FloridaHuddle.com
($3,500(*(

est.(
Partner(with(
GMCVB

RSAA(*(Annual(Conference(((((((((((((((((((((((((((((((((((((((((((((((((((((((((((((((((((((((((((((((((((((((((((((((((((((((((((((((((((((((((((((((((((((((February(4*5,(2014
Washington,(

D.C.
www.rsana.com

New(York(Times(Travel(Show
February(28(*(March(
2,(2014

New(York,(NY www.nyttravelshow.com

ITB(Berlin March(5*9,(2014
Berlin,(

Germany
www.itb*berlin.de/en/

($5,000(*(
est.(

Partner(with(
GMCVB

Active(America(China(SUMMIT March(11*14,(2014
Richmond/(
Vancouver,(

B.C.
www.activeamericachina.net

Latin(America(Sales(Mission(
with(GMCVB((((((((((((((((
(Probably(Brazil)

Spring,(2014 Latin(America
www.miamiandbeaches.com(

(Partners(Section)
($4,500(*(

est.(
Partner(with(
GMCVB

CLIA(*(Cruise3Sixty April(2*6,(2014
Fort(

Lauderdale,(FL
www.cruise3sixty.com

International(Pow(Wow April(5*9,(2014 Chicago,(IL www.ipw.com
($5,200(*(

est.(
Partner(with(
GMCVB

FY.2013/2014



Appendix(H(*(Potential(Travel(Trade(Shows(and(Missions:(Working(Spreadsheet

H(*(2

SHOW DATE LOCATION WEBSITE .COST.
LOGIN/.

PASSWORD

APPOINTMENT.
SCHEDULE.

START.DATE/.
END.DATE

E5BLAST.
SCHEDULE

NOTES

WTM(Latin(America April(23*25,2014
São(Paulo,(
Brazil

www.wtmlatinamerica.com

NAJ(East((((((((((((((((((( June,(2014 New(York,(NY www.najsummit.com

Nassau,(Bahamas(Sales(Call July,(2014
Nassau,(
Bahamas

www.miamiandbeaches.com(
(Partners(Section)

Florida's(Governor's(
Conference(on(Tourism

September,(2014 Florida www.visitflorida.org

La(Cita
September(30(*(
October(3,(2014

Miami,(FL www.lacitaamericas.com

Latin(America(Sales(Mission(
with(GMCVB

Fall,(2014 Latin(America
www.miamiandbeaches.com(

(Partners(Section)

Canadian(Sales(Mission October,(2014
Toronto(and(
Montreal,(
Canada

www.miamiandbeaches.com(
(Partners(Section)

Brazilian(Association(of(Travel(
Agents((ABAV)(

October(19*21,(2014
Rio(de(Janeiro,(

Brazil
www.miamiandbeaches.com(

(Partners(Section)
Feria(Internacional(de(Turismo(
(FIT)(Trade(Show

November(1*4,(2014
Buenos(Aires,(
Argentina

www.miamiandbeaches.com(
(Partners(Section)

WTM(London(((((((((((((((((((((((((((((((((((November(3*6,(2014 London,(UK www.wtmlondon.(com
USTOA(*(United(States(Tour(
Operators(Association

November*(
December,(2014

ustoa.com

Florida(Huddle January,(2015 Florida FloridaHuddle.com
($3,500(*(

est.(
Partner(with(
GMCVB

RSAA(*(Annual(Conference(((((((((((((((((((((((((((((((((((((((((((((((((((((((((((((((((((((((((((((((((((((((((((((((((((((((((((((((((((((((((((((((((((((((February,(2015 www.rsana.com

New(York(Times(Travel(Show February,(2015 New(York,(NY www.nyttravelshow.com

FY.2014/2015



Appendix(H(*(Potential(Travel(Trade(Shows(and(Missions:(Working(Spreadsheet

H(*(3

SHOW DATE LOCATION WEBSITE .COST.
LOGIN/.

PASSWORD

APPOINTMENT.
SCHEDULE.

START.DATE/.
END.DATE

E5BLAST.
SCHEDULE

NOTES

ITB(Berlin March,(2015
Berlin,(

Germany
www.itb*berlin.de/en/

($5,000(*(

est.(

Partner(with(

GMCVB

Active(America(China(SUMMIT March,(2015 www.activeamericachina.net

Latin(America(Sales(Mission(

with(GMCVB((((((((((((((((

(Probably(Brazil)

Spring,(2015 Latin(America
www.miamiandbeaches.com(

(Partners(Section)

($4,500(*(

est.(

Partner(with(

GMCVB

CLIA(*(Cruise3Sixty April,(2015 www.cruise3sixty.com

International(Pow(Wow May(30(*(June(3,(2015 Orlando,(FL www.ipw.com
($5,200(*(

est.(

Partner(with(

GMCVB

WTM(Latin(America April,(2015
São(Paulo,(

Brazil

http://www.wtmlatinamerica

.com/

NAJ(East((((((((((((((((((( June,(2015 www.najsummit.com

Nassau,(Bahamas(Sales(Call July,(2015
Nassau,(

Bahamas

www.miamiandbeaches.com(

(Partners(Section)

Florida's(Governor's(

Conference(on(Tourism
September,(2015 Florida www.visitflorida.org

Notes:

1)(Shows(recommended(for(FY*1(are(highlighted(in(yellow.

2)(Other(shows(that(are(listed(should(be(considered(for(future(years.

3)(Shows(with(no(dates(*(It(is(because(the(GMCVB(has(not(finalized(their(Fiscal(Year(2013/2014(plan(yet,(or(the(dates(are(not(yet(available(on(the(show's(website.
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Strategic Tourism Plan – Phase One:  Audit Report 2 

1. Executive+Summary+
 

Nestled within the Greater Miami and the Beaches metropolis is a quaint oasis known as 
the Town of Surfside. With the world-famous Bal Harbour Shops bordering on the north 
and Miami Beach just to the south, somehow the Town of Surfside has escaped the 
limelight and, in fact, has very limited recognition outside of the immediate area of Miami-
Dade County. 

With a small community of approximately 5,000 residents and a two-block Downtown, in 
the past the town had just enough two- to three-star hotel product and subsequent resort 
tax revenue to give it some exposure to the travel and tourism world. In the past, there 
was representation by the Town of Surfside at some key travel trade shows, typically 
partnering with Best Western. This representation decreased at the time when much of the 
hotel product was converted to residential condominium. 

While the initial purpose of this audit was to explore and analyze what had been done in 
the past to attract the visitor market to Surfside, in conducting this audit, it was found that 
not much is recorded from those days. Years ago, signature events such as “Jazz on the 
Beach” and “Shakespeare on the Beach” were held, but in recent years bed taxes have 
been primarily spent on special events for residents and visitors from local/regional 
markets. 

Therefore, we will move forward and analyze the opportunities for the Town of Surfside, 
with new hotel product coming online.  As a result of the new product, the Tourism Board 
retained CJFMI and RMA to research and write a five-year strategic tourism plan to 
recommend the most efficient and effective way to allocate the additional resort tax 
revenue that the town will realize starting in Fiscal Year 2013/14. 

The travel industry has changed significantly over the last decade and will most likely 
continue to change and transform. It is important to keep up with the research, statistics 
and trends, and have a plan that is not only strategic, but also flexible. 

This report begins with a review of budgets and Tourist Board organization.  Then, we 
provide a global perspective, demonstrating the growth in travel and tourism worldwide 
and drill down to explore travel and tourism’s impact on the U.S., Florida and Greater 
Miami, culminating with how the Town of Surfside will once again be able to capitalize on 
the visitor market. 

With the audit complete, we will begin work on the Strategic Tourism Plan, which will 
analyze the data presented in the audit and provide recommendations that will define how 
the Town of Surfside should move forward to brand itself. Specific strategies and tactics 
that tie back into the increased budget will become the roadmap for both pre-arrival and 
post-arrival visitor programs targeted to the travel trade and consumer over the next five 
years beginning in Fiscal Year 2013/14. 
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2. Resort)Tax)Projections/Tourist)Board)Budget)
 
 

! !

!FY!07/08!
Actual!!

!FY!08/09!
Actual!!

FY!09/10!
Actual!!

!FY!10/11!
Actual!!

!FY!11/12!
Actual!!

!FY!12/13!
Adopted!!

SOURCE:!
! ! ! ! ! ! !Line%Item%Prefix%102000000%

% % % % % !31201200% Two%Percent%Resort%Tax% %$100,796%% %$90,922%% %$109,635%% %$112,453%% %$108,624%% !$90,152!!

31201400% Four%Percent%Resort%Tax% %$45,065%% %$36,220%% %$31,910%% %$41,486%% %$68,438%% !$81,940!!

%
Total%Resort%Tax%(34%)% %$145,861%% %$127,142%% %$141,545%% %$153,939%% %$177,062%% !$172,092!!

% % % % % % % !36101000% Interest%Earnings% %$4,813%% %$412%% %$511%% %$387%% %$27%%
!36908500% Resort%Registration%Fees%

% % % %
%$2,300%% !$3,000!!

36909000% Other%Miscellaneous%Revenues% %$7,780%% %$10,891%% %$3,294%% %$3,413%% %$5,804%% !$28,530!!

39200000% Use%of%Restricted%Fund%Balance%
%

%$75,757%%
%

%%%%
%

!$27,189!!

%
Total%Other%Funds% %$12,593%% %$87,060%% %$3,805%% %$3,800%% %$8,131%% !$58,719!!

% % % % % % % !

%
TOTAL!FUNDS! %$158,454%% %$214,202%% %$145,350%% %$157,739%% %$185,193%% !$230,811!!

% % % % % % % !USES:!
! ! ! ! ! ! !Line%Item%Prefix%102080000552%

% % % % % !1210% Regular%Salaries% %%%%
%

%$9,808%% %$13,482%% %$18,623%% !$38,720!!

1410% Overtime%
% %

%$1,038%% %$389%% %$68%%
!2110% Payroll%Taxes%

% %
%$831%% %$1,099%% %$1,419%% !$2,963!!

2210% Retirement%Contribution%
% % %

%$1,115%% %$754%% !$1,801!!

2310% Life%&%Health%Insurance%
% % %

%$1,287%% %$1,484%% !$4,428!!

2410% Workers%Compensation%
% %

%$78%% %$44%% %$53%% !$111!!

%
Total%Personal%Expenses% %%%% %%%%% %$11,755%% %$17,416%% %$22,401%% !$48,023!!

% % % % % % % !
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3110% Professional%Services% %$37,493%% %$11,700%%
%

%$2,588%% %$17,592%% !$13,600!!

3410% Other%Contractual%Services%
% % % % %

!$25,000!!

4110% Telecommunications% %$2,174%% %$856%% %$844%% %$1,078%% %$245%% !$780!!

4111% Postage% %$72%% %$168%% %$276%% %$363%% %$1,505%% !$1,000!!

4403% Equipment/Vehicle%Leasing%
%

%$3,293%% %$3,329%% %$2,290%% %$3,970%% !$2,495!!

4601% Maintenance%Serv/Repair%Contracts% %$6,962%% %$2,129%%
%

%$1,310%%
%

!$1,500!!

4611% Miscellaneous%Maintenance%
% % % % % !4810% Promotional%Activities% %$105,853%% %$89,353%% %$97,216%% %$101,897%% %$146,677%% !$108,913!!

4911% Other%Current%Charges% %$16,790%%
% % % %

!$25,000!!

5110% Office%Supplies% %$3,231%% %$2,001%% %$2,244%% %$3,863%% %$5,586%% !$3,000!!

5290% Miscellaneous%Operating%Supplies% %$305%% %$70%% %$60%% %$48%% %$411%%
!5410% Subscriptions%&%Memberships% %$250%%

%
%$594%% %$895%% %$395%% !$1,500!!

5420% Conferences%&%Seminars%
% % %

%$359%%
% !

%
Total%Operating%Expenses% %$173,130%% %$109,570%% %$104,563%% %$114,691%% %$176,381%% !$182,788!!

% % % % % % % !6210% Buildings%
% % %

%$19,800%%
% !

% % % % % % % !

%
TOTAL!EXPENSES! %$173,130%% %$109,570%% %$116,318%% %$151,907%% %$198,782%% !$230,811!!

% % % % % % % !

% % % % % % % !

%
NET! %$(14,676)% %$104,632%% %$29,032%% %$5,832%% %$(13,589)% !!!!!

% % % % % % % !

%
FUND!BALANCE!

% % % %
%$173,018%% !$173,018!!

 

During the planning process for the 5-Year Strategic Tourism Plan, we will project resort tax receipts for five years, including 
significant contributions from the Grand Beach Hotel, Surf Club and 92nd Street Hotel projects.  It is not anticipated that the expansion 
of the Bal Harbour Shops will directly impact resort tax receipts, but the competitive impact will be further analyzed as a component 
of the Strategic Tourism Plan. 
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Resort'Taxes'
 

 

Budget'for'Promotional'Activities'
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Tourism'Advertising'
'
Publication Date  Cost Notes 
Welcome Channel Ad Daily from February 

2011-2012 in 27 
hotels 

$6,000 Plus Visit FL promo 
for $2,500 

Jewish Journal 2010 $500 Focus on kosher 
restaurants 

Welcome 
Magazine/Bienvenidos 

July – September 
2012 

$6,300  $3,000 from General 
Fund 

Welcome 
Magazine/Bienvenidos 

February – May and 
June -September 
2013 

$16,800  

GMCVB Visitor’s 
Guide 

Annual $12,500  

Ad budget for the 
Spice Restaurant 
Promo – Miami New 
Times 

2012 $18,000  

 

Promotional'Events'
 
Event Date Cost  
Farmers Market 2008 – 2009 $5,000  
Arts Festival March 2008-2010 $25-30,000  
Surfside Spice 
Restaurant 
Promotion 

July – September 
2010~2011 

$10-12,000  

Culinary Event 2011 $25,000  
Food Trucks Event December 27, 2012 $5,000  
Tales of the Surfside 
Turtle – viewing 

January 12-13, 2013 Free  

Tales of the Surfside 
Turtle Public Art 
Event 

January 2013 – June 
2014 

$68,201 Paid out of Resort 
Tax Funds Reserve 

Third Thursday 2008 through present ~$25,000/year 4 or 6 events per 
year 

!
'
 '
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Collateral'Material'
 
Description Date Cost Notes 
Surfside Directory 2010-2012 $2,000 Sold ad space to 

help alleviate the 
cost 

Restaurant Brochure 2012 $1,000  
Surfside Directory 2013 $2,000 Will not have ads 
Hotel ~ Restaurant 
Brochure 

2013 $3,000  

    
!
 

Other'
 
Web Site ' $2,500 $150/month 

maintenance 
!
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3. Review(Resort(Tax(Ordinance/Tourist(Board(Mission(Statement(
  

We have reviewed the Town of Surfside Charter and Resort Tax Ordinance and the 
Mission Statement of the Resort Tax (Tourist) Board.  The Tourist Board is responsible for 
bringing visitors into Surfside to patronize hotels restaurants, businesses and recreational 
amenities. 

The Board has asked the Town Attorney to review provisions of the ordinance regarding 
"Continued Delinquency" and is currently reviewing Board policies and procedures. 

Other than these issues, we have no recommendations for change to the resort tax 
ordinance as a result of the Audit.  We will review the ordinance again in light of final 
recommendations developed in the 5-Year Strategic Tourism Plan and include any 
recommendations for amendment to the ordinance. 
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4. Tourism(Marketing(Opportunities(for(the(Town(of(Surfside(
 
There are some “givens” with the travel and tourism industry that are important to understand 
and adhere to: 

! An effective Travel and Tourism Sales and Marketing program is a long-term 
commitment. Do not expect overnight results. 

! Tourism strategies and tactics fit under the umbrella of the overall economic 
development plan for a community. After all, “tourists want to go where the locals go.” 
In the case of the Town of Surfside, as with many smaller communities, the economic 
development and tourism initiatives rightfully fall under the same office and staff. 

! Tourism Sales and Marketing are based on two key strategies: partnerships and 
leveraging. 

! Tourism Marketing = ROR - Return on Relationship. 
! The “P’s” of Tourism – Product, Packaging, Partnership and Promotion. 

 
Product:  

! For the Town of Surfside, the primary product is the hotels, both the existing hotels and 
the new ones coming on line. 

! Second is the “what to do”, which is the beach. 
! Third, statistics from the Department of Commerce show that shopping and dining are 

the number one and two activities of the traveler. The visitor is going to spend their 
money on shopping and dining somewhere, so the Town of Surfside needs to do all it 
can to make sure the Town received its share of those dollars being spent.  This would 
result in a healthier Downtown Surfside and an increase in resort tax from restaurant 
food and beverage sales.  To that end, the Commissioners approved the creation of a 
Business Improvement District (BID) Organization Plan to study what can be done in 
the Town of Surfside’s Downtown to create a consensus amongst commercial property 
and business owners regarding programs and improvements to the Downtown area.   

 
Packaging: Dynamic Packaging, developing packages that far exceed just air and hotel, 
continues to drive the visitor market. Once we get into the tactical section, unique packages will 
be recommended. 
 
Partnerships: No one destination or attraction can go after the visitor market in a vacuum; it 
takes support, leveraging and partnerships. Numerous potential partners will be explored 
locally with the Greater Miami and the Beaches Convention and Visitors Bureau (GMCVB) and 
Visit Florida, as well as nationally with BRAND USA, Shop America Tours, AAA, CAA, credit 
cards, etc. 
 
Promotion: For a community like Surfside, promotions will always play an important role. 
However, their scope may change so that there will be more variety and include new signature 
events/festivals that can be tied into the packages. 
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It should also be noted that effective tourism initiatives are one of the most appealing set of 
tools for economic development of a community. It is a clean industry, it puts “heads in beds”, 
they pay taxes, they shop with very few returns and they eat out, a lot! 

• The visitor market stays longer and spends more money in a destination than the local 
market. 

• Typically visitors shop at home for price, but while traveling they shop for selection and 
quality while still seeking value. 

• Visitors not only buy for themselves, they also buy for friends and family…all those left 
behind, including the dog sitter. 

• International travelers spend 3-10 times more than the local shopper and the domestic 
traveler.  

 
We have the opportunity to create a new brand that will resonate with today’s traveler, both 
those already coming to South Florida and travelers who will be experiencing the area for the 
first time! 
 
What follows is an overview of the travel and tourism industry with statistics demonstrating the 
health of the industry from a global, national, state and local perspective.  
 

The'Global'Tourism'Perspective'
 

World Tourism Organization UNWTO 
 The UNWTO World Tourism Organization is a specialized agency of the United Nations 

  

As noted, this audit will first explore the outlook for global travel with information provided 
by the World Tourism Organization (UNWTO) in Madrid, Spain, which is the United 
Nations agency responsible for the promotion of responsible, sustainable and universally 
accessible tourism. By understanding what is happening on a global and national level for 
travel and tourism, it will aid us in determining the direction we need to take to reach out to 
and attract the visitor market, especially the over six million international visitors who 
arrive to South Florida. Also, that number is growing faster than domestic visitation.  

UNWTO is the public sector entity that promotes tourism as a driver of economic growth, 
inclusive development and environmental sustainability and offers leadership and support 
to the sector in advancing knowledge and tourism policies worldwide. UNWTO generates 
market knowledge, promotes competitive and sustainable tourism policies and 
instruments, fosters tourism education and training, and works to make tourism an 
effective tool for development through technical assistance projects in over 100 countries 
around the world. (1) 
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For just the second time, UNWTO has conducted a very forward-looking outlook for the 
industry (the first one was in 2001) – originally going out 20 years to 2020 to see what the 
industry would look like, which they have recently updated to push out to 2030. They don’t 
forecast at the country specific level, only at a world and world region level, but their work 
does give a good overview and helps make sense of what’s going on in this very dynamic 
industry. They focus on two factors – changes in GDP in a country/region and trends in 
transportation costs.  They assume very similar trends going forward as we’ve seen in the 
past for both developed and emerging countries.  For the first time, however, they assume 
an increase in transportation costs.  They now make the assumption that transportation 
costs will increase, both for land and for air – with air increases that would include higher 
fuel costs, higher labor costs, as well as increases in taxation of the industry. 

According to a January 28, 2013, UNWTO press release, international tourist arrivals grew by 
4% in 2012 to reach 1,035 billion. This is from the latest UNWTO World Tourism Barometer. 
Emerging economies (+4.1%) regained the lead over advanced economies (+3.6%), with Asia 
and the Pacific showing the strongest results. Growth is expected to continue in 2013 only 
slightly below the 2012 level (+3% to +4%) and in line with UNWTO long term forecast.  
 
With an additional 39 million international tourists, up from 996 million in 2011, international 
tourist arrivals surpassed 1 billion (1.035 billion) for the first time in history in 2012. 
Demand held well throughout the year, with a stronger than expected fourth quarter. By region, 
Asia and the Pacific (+7%) was the best performer, while by sub-region South-East Asia, North 
Africa (both at +9%) and Central and Eastern Europe (+8%) topped the ranking. 
 
UNWTO forecasts international tourist arrivals to increase by 3% to 4% in 2013, much in line 
with its long term forecast for 2030: +3.8% a year on average between 2010 and 2020. This 
outlook is confirmed by the UNWTO Confidence Index. Compiled among over 300 experts 
worldwide, the Index shows that prospects for 2013 are similar to the evaluation of last year 
(124 points for 2013 against 122 for 2012). By region, prospects for 2013 are stronger for Asia 
and the Pacific (+5% to +6%), followed by Africa (+4% to +6%), the Americas (+3% to +4%), 
Europe (+2% to +3%) and the Middle East (0% to +5%).  
 

(1) http://www2.unwto.org/en/content/who-we-are-0  

The Americas (+4%) saw an increase of 6 million arrivals, reaching 162 million in total. 
Leading the growth were destinations in Central America (+6%), while South America, up by 
4%, showed some slowdown as compared to the double-digit growth of 2010 and 2011. The 
Caribbean (+4%), on the other hand, is performing above the previous two years, while North 
America (+3%) did remain on par with the average. 
 
http://media.unwto.org/en/press-release/2013-01-28/international-tourism-continue-robust-
growth-2013 
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Looking at the first forecast by the UNWTO from 10 years ago, travel is up through 2012. The 
left side of the above chart in maroon is the actual Y2Y changes in int’l arrivals, and on the right 
is the forecast for the next 20 years.  Arrivals is always greater than travelers as it reflects 
multiple visitations – so as an example, a German traveler going to 3 or 4 countries across 
Europe would be counted 3 or 4 times. 
 
What we see in the orange bars for the next couple of years is growth of about 4.4%, which 
gradually decreases to about 2.8% growth.  This reflects that the base is grown now up to 
nearly a billion travelers in any one year, producing nearly a trillion in spending – but also with 
increases in transportation costs. 
 
What does that turn into?  The average over the years will be 43 million travelers if this forecast 
holds up, and that would total about 1.8B arrivals by 2030, compared to just about a billion 
arrivals today. Even in the worst-case scenarios for GDP growth and for transportation costs, 
they would still end up with a forecast at the end of 2030 of about 1.4 billion. 
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National'Tourism'Perspective'

      

 
 

 
 
 
 
A November 30, 2012, report from The Office of Travel & Tourism Industries, OTTI, offered 
a relative bullish forecast calling for 3.6 - 4.3% annual growth over the next five years, and 28% 
total growth from 2011 through 2017.  In 2012 alone, over 66 million international travelers are 
projected to have visited the U.S., representing a 6% increase over the 2011 visitor volume.  
Top contributions to total growth from 2011-2017 are from Canada, China, Mexico, and Brazil. 
 
Positives:  

! The BRIC(K) (Brazil, Russia, India, China and sometime South Korea) countries are 
exceeding expectations, in part due to efforts to decrease their visa wait times.   

! Western Europe showed strong numbers YTD through June 2012, except for the U.K.  
! The launch of Brand USA in May 2012 with strong multi-channel marketing campaigns 

in Canada, U.K., and Japan.   
! ESTA (Electronic System for Travel Authorization) fees are not an apparent negative 

as originally thought they would be.  ESTA fee collections, not taxpayer dollars, are 
used as matching grants for Brand USA contributions, 

 
Negatives:   

! Low air capacity growth through April 2013.  Some of the growth numbers include 
Americans returning home.   

! USA marketing levels abroad are low from U.S. state and city destinations, perhaps 
offsetting, or MORE than offsetting, Brand USA levels.   

! Several key origin markets are closely tied to China economy. 
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Significant Impact of International Travel: 
 

 

 
 

! The above chart from OTTI demonstrates that 4%-5% of travelers in the U.S. are from 
the international markets; and this figure is a much higher percentage for destinations 
like Miami Beach. 

! However, this 4-5% represented 14% of travel demand (spend) in 2007, 17% in 2010 
and is projected to be 20% by 2013 

! This demonstrates the strong economic impact of the international visitor. 
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Visitation Chart to the U.S. 

 

 
 
According to an April 2012 press release from the Office of Travel & Tourism Industries 
(OTTI) the U.S. can expect a 4-5% average annual growth rate of international travel over 
the next five years! That equates to 65.4 million foreign travelers who are projected to 
visit the U. S. this year! 
 
The largest growth potential over the next five years will come from: 
  

China  198% 
Brazil    70% 
Argentina    46% 
Australia     45% 
Korea         35% 
Venezuela    35% 
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The following chart is the 2011 visitation figures to the U.S. The ones in bold are top 
international markets to Miami: 
  

Country Visitors %up/down from 2010 Ranking for Miami 
Canada 21.03M 5%+ #2 
Mexico 13.41M Flat #16 
UK 3.84M Flat #7 
Japan 3.25M Flat  
Germany 1.82M 6%+ #6 
Brazil 1.51M 26%+ #1 
France 1.50M 12%+  
S. Korea 1.15M 3%+  
China 1.09M 36%+  
Australia 1.04M 15%+  

 
The following chart is the visitation figures to Miami, again showing the countries that are also 
top countries to the US in bold: 
 

Ranking Top countries to Miami  
1 Brazil 
2 Canada 
3 Argentina 
4 Colombia 
5 Venezuela 
6 Germany 
7 UK 
8 Bahamas 
9 France 
10 Costa Rice 

 
In summary, four out of the seven top markets to the U.S. are also top markets for Miami, and 
three of them are on the increase. 
 

! The 62 million international visitors who traveled to the U.S. in 2011 generated a record 
$153 billion in receipts and a $43 billion trade surplus.  

! International and domestic tourism spending increased 8.1%, supporting an additional 
103,000 jobs for a total of 7.6 million Americans employed in travel and tourism 
industries or in industries that support them.  

! Further, 1.2 million jobs are supported directly or indirectly by international traveler 
spending within the U.S. and on U.S. carriers. 

 
Source for the above:  
http://tinet.ita.doc.gov/view/f-2000-99-001/forecast/Forecast-Summary.pdf 
 
According to the OTTI publication “International Visitation to the U.S.: A Statistical Summary of 
U.S. Visitation”, while only 4% of the visitation is international, it represents 17% of 
traveler spend.  
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More detail can be found at: 
http://tinet.ita.doc.gov/outreachpages/download_data_table/2011_Visitation_Report.pdf 
 
From the United States Travel Association’s (USTA) Power of Travel 2012 report, the following 
is an overview of the travel industry to the U.S.: 
 

! Direct spending on leisure travel by domestic and international travelers = $564 billion 
in 2011 (up from $526 billion in 2010). 

! Spending on leisure travel generated $86 billion in tax revenue. 
! 3 out of 4 domestic trips are for leisure (77%). 
! Top leisure activities for U.S. domestic travelers: 

1. Visiting Relatives 
2. Shopping 
3. Visiting Friends 
4. Fine Dining 
5. Beaches 

 
Compared to the previous year, the top three were the same, but fine dining replaced rural 
sightseeing. Now shopping and dining are in the top five activities for the domestic traveler. 

 
! Top leisure activities for the international traveler: 

1. Shopping 
2. Dining 
3. City Sightseeing 
4. Visiting Historic Places 
5. Amusement Parks 
 

Source: 
http://www.ustravel.org/sites/default/files/page/2009/09/USTravelAnswerSheet_June201
2.pdf 
 
Travel Facts and Statistics: 

! Domestic Leisure Traveler: 
o 76% traveled by auto (preferred method for domestic traveler) 
o 42% traveled by air 
o Note:  more than 100% - many take more than one trip a year 

! Business Travel in the U.S. remains flat. 
! Family Travel – multigenerational – make up 30% of leisure travel. 
! Gen X – make up 31% of leisure travel. 
! Older Boomers (1946 - 1954) take an average of 4.4 leisure trips per year. 
! Mature travelers (pre-1946) take an average of 4.1 leisure trips per year. 
! 18% travel with their pets. 
! Solo travel is growing – 11% of U.S. adults take a trip by themselves 
! The Stay-cation is being replaced with trips to destinations further from home, but 

consumers are seeking cost-savings with their travel. 
 
Resource and more details: 
http://www.ustravel.org/news/press-kit/travel-facts-and-statistics 
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This chart demonstrates the steady rise in international visitors projected for the U.S.: 
 

 
 
Corporation for Travel Promotion  
 
The Travel Promotion Act of 2009 has significant operational, managerial and funding impacts 
on the Department of Commerce. It established the Corporation for Travel Promotion, a 
nonprofit entity, to communicate U.S. entry policies and otherwise promote leisure, business 
and scholarly travel to the U.S. 
 
For the first time, this allows the U.S. to have a public/private partnership to market the U.S. to 
the world. The goal is to generate $200 million to spend on marketing and sales to become 
more globally competitive. 
 
BRAND USA is the marketing arm of the Corporation for Travel Promotion 
 
Brand USA was established by the Travel Promotion Act in 2010 to spearhead the nation's first 
global marketing effort to promote the U.S. as a premier travel destination and communicate 
U.S. entry/exit policies and procedures. Formed as the Corporation for Travel Promotion, the 
public/private entity began operations in May 2011 and does business as Brand USA. As 
already discussed, travel and tourism plays an important part in economic growth and vitality to 
the U.S. In fact, BRAND USA research shows that, an incremental increase  of just 1% travel to 
the U.S. results in 500,000 more visitors, demonstrating that the BRAND USA efforts are…a 
good investment!  Brand USA works in close partnership with the travel industry and through its 
call-to-action, DiscoverAmerica.com, Brand USA inspires travelers to explore the United States 
of America's boundless possibilities.  
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Additionally: 

! Travel is the largest export for the US accounting for 25% of all services exports in 
2011. 

! Travel supports 14.4M workers in the private sector. 
! In 2011 spending by International travelers supported 1.2M jobs. 
! Every 33 travelers equal one new U.S. job! 

 
BRAND USA successes to date: 

! Achieved FY2012 Funding Target 
! Maximized the 2:1 Match = $100 Million in Federal Funds 
! Launched Successful Campaigns in Canada, the UK and Japan 
! These campaigns are designed to motivate travel to the U.S. 
! Established International Representation in eight markets  
! Began Tourism Exchange Year with Japan 
! Completed First Sales Mission to India 
! Significantly Increased Global Tradeshow Presence 
! Developed Successful Partnership Programs…and Strong and Growing Partnerships 

with more than 260 Leading Brands in the Travel Industry 

What Brand USA does versus U.S. Travel Association is best described as follows: 
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State'of'Florida'Perspective'
 

 
 
 

Historic Visitor Numbers (in millions) 
Year Domestic Overseas Canadian Total 
     2002 67.9 4.4 1.6 73.9 
2003 68.7 4.2 1.7 74.6 
2004 73.4 4.4 1.9 79.7 
2005 77.2 4.4 2.0 83.6 
2006 77.6 4.1 2.1 83.9 
2007 77.3 4.7 2.5 84.5 
2008 76.1 5.2 2.9 84.2 
2009 71.2 7.0 2.6 80.9 
2010 71.2 8.0 3.1 82.3 
2011 74.7 9.3 3.3 87.3 

 
Calendar Year Visitor Numbers for 2011 

Visitors Percent of Total Most Recent Value Change 
Total Visitors 100.0% January-December  87.3 million  6.1%  
Air Visitors 52.2% January-December  45.6 million  5.1%  
Non-Air Visitors 47.8% January-December  41.7 million  7.2%  

Seasonality of Visitation to Florida by Quarter (2011): 
January to March (Quarter 1) 
April to June (Quarter 2)  
July to September (Quarter 3)  
October to December (Quarter 4)  

26.7% 
25.0% 
24.3% 
24.1% 

Top International Markets by Number of Visitors (2011): 

Canada 3.3 million 
Brazil 1.5 million 
United Kingdom 1.3 million 
Mexico   387,000 
Argentina   375,500 
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Top Origin States - by Percentage of Total Domestic Visitors (2011): 

Georgia 10.6% 
New York 8.9% 
Texas 5.7% 
Illinois 5.6% 
New Jersey 4.5% 
Michigan 4.4% 
Ohio 4.4% 
Alabama 4.2% 
North Carolina 4.1% 
Pennsylvania 3.9% 

 

Florida Travel Facts:  
Domestic Visitors in 2011*1  

! Florida's domestic visitors said their primary reason for coming to the Sunshine 
State was for leisure (88%). The major type of lodging used by domestic visitors 
was hotel/motel (54%).  

! The average length of stay for a domestic visitor to Florida was 4.9 nights. The top 
activities domestic visitors enjoyed while in Florida were shopping, beaches, 
touring/sightseeing, and going to a theme/amusement park.  

! The top origin Designated Market Areas (DMAs) for total visitors to Florida was 
New York, Atlanta, and Chicago. Top origin DMAs for visitors who came to Florida 
by air were New York, Chicago, and Boston; for auto visitors to Florida, the top 
three origin DMAs were Atlanta, New York, and Chicago.  

Canadian Visitors in 2011*2  

! The primary purpose for Canadians was Pleasure/Recreation/Holiday (82.1%).  
! The major type of lodging used by Canadian visitors was hotel (28.7%).  The 

average length of stay for Canadian visitors was 18.0 nights, but the median length 
of stay was 9.0 nights.  

Overseas Visitors in 2011*3  

! The primary trip purpose for overseas visitors was leisure/recreation/holiday 
(68.5%). 

! The major type of lodging used by overseas visitors was hotel/motel (75.7%).  
! The average length of stay for overseas visitors to Florida was 11.2 nights, while 

the median length of stay was of 8.0 nights.  

 

Sources: 
1 D.K. Shifflet and Associates; TNS TravelsAmerica, Travel Industry Association 
2 Statistics Canada 
3 U.S. Department of Commerce, ITA, Tourism Industries 
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Economic'Impact'of'Tourism'to'Greater'Miami' '
 
The most recent study conducted for the GMCVB was in 2011 by Ipsos Loyalty, a global 
customer experience, satisfaction and loyalty research and consulting company. The 
methodology used included 4,502 intercept interviews with Miami visitors conducted at the 
Miami International Airport, the Fort Lauderdale-Hollywood International Airport and various 
attractions in Miami-Dade County. 
 
In 2011, there was a 6.7% increase in overnight visitors (6.2% domestic and 7.3% 
international) to Greater Miami and the Beaches compared to the previous year, resulting in a 
record estimated 13.4 million visitors who stayed at least one night, resulting in a record spend 
of $20.7 billion. This reflects direct expenditures. With the industry standard of an accepted 
multiplier effect of 1.5, the direct and indirect impact is $31 billion added to the economy of 
Greater Miami and the Beaches. What is most significant is that the international visitors 
accounted for 70% of total spend!  
 
The following shows the 2011 increases in spend over 2010 for specific categories: 
 

Lodging  +2.4% 
Meals   +1.0% 
Transportation  +2.7% 
Entertainment  +3.6% 
Shopping  +2.6% 

 
! The average daily spend per party is $497.41, up 2.3%. 
! The average daily spend per visitor is $264.58, up 1.8%. 
! The total dollars per person spent per visit is $1,539.85, up 3.2%. 
! The total overnight visitor spend is $20,702.1 billion, up 10.1%. 

 
Total tourist-related tax revenue collected in 2011 by Miami-Dade County was $108,179,050, 
up 15.6% from the previous year. The City of Miami Beach collected $51,289,024, up 16.4%, 
and the Village of Bay Harbour collected $1,725,400, which actually was a decrease of 7.6% 
from 2010.  
 
Total tourism–related taxes for 2011 were $161,193,473 for 2011, up 15.5% from the previous 
year. 
 
Leisure/Hospitality employment accounts for 11% of total employment for Greater Miami and 
the Beaches. The 2011 figure showed a slight increase of 0.6% over the previous year. 
 
Total airport arrivals into MIA and FLL have been trending upwards since a dip in September 
2011. 
 
Note: The airport arrivals and hotel figures are only through 2011. 
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The following summary is the most recent data available from the GMCVB and provides a 
profile of the visitor to Greater Miami and the Beaches. 
 

MIAMI-DADE COUNTY 
2% TOURIST DEVELOPMENT TAX COLLECTIONS 

January-December 2012 January-December 2011 % Change 
$20,327,005 $18,706,586 +8.7% 

3% CONVENTION DEVELOPMENT TAX COLLECTIONS 
January-December 2012 January-December 2011 % Change 

$60,423,718 $55,681,199 +8.5% 
2% HOTEL FOOD AND BEVERAGE TAX COLLECTIONS 

January-December 2012 January-December 2011 % Change 
$6,504,648 $6,161,139 +5.6% 

 
MIAMI BEACH 

3% RESORT TAX COLLECTIONS 
January-December 2012 January-December 2011 % Change 

$30,485,871 $27,840,691 +9.5% 
2% FOOD & BEVERAGE TAX COLLECTIONS 

January-December 2012 January-December 2011 % Change 
$24,815,625 $23,448,332 +5.8% 

  
JANUARY 2013 

AVERAGE DAILY ROOM RATE 

Market $ % Change vs. 2011 

1. Miami $211.11 +12.2% 

2. Oahu Island $209.06 +15.0% 
3. New York $196.59 +4.4% 

4. San Francisco $166.67 +5.7% 
5. Washington $151.75 +17.0% 

REVENUE PER AVAILABLE HOTEL ROOM (REV PAR) 

Market $ % Change vs. 2011 
1. Oahu Island $179.96 +13.9% 

2. Miami $174.26 +17.5% 
3. New York $145.17 +16.3% 

4. San Francisco $111.41 +5.1% 
5. Los Angeles $92.65 +8.9% 

AVERAGE DAILY OCCUPANCY 

Market % Occupancy % Change vs. 2011 
1. Oahu Island 86.1% -1.0% 

2. Miami 82.5% +4.7% 
3. New York 73.8% +11.4% 

4. Los Angeles 69.6% +3.1% 
5. Orlando 69.3% +5.5% 
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Profile'of'the'Visitor'Market'to'Greater'Miami'&'the'Beaches'

Total Market Overview 
 
As previously noted, a record number estimated at 13.4 million visitors stayed at least one night 
in Greater Miami and the Beaches, resulting in $20.7 billion in direct expenditures in the area. 
 
An overwhelming 70.8% came for leisure/vacation, 12.5% for business/convention, 7.1% for a 
cruise and the balance for personal/other reasons. Most, 41.2%, stayed in Miami Beach. 
 
More than half of the visitors, 53%, stayed in a hotel/motel during their visit, with the balance 
staying with friends and family. No surprise that the VFR (visiting friends and relatives) has 
increased since the economic decline. 

As noted, the most popular place to stay for all visitors is Miami Beach, with 41.2% of the 
visitors staying there, which of course is good news for the Town of Surfside. Additionally, 
another 9.8% stay in North Dade/Sunny Isles Beach, again another opportunity. 
 
Although as a nation-wide trend, solo travel is up, this is not the case for our area. Solo travel 
was down to 33.7% in 2011 from 35.8% in 2010.  However, for that same time period, parties 
of two are up to 52.4% from 48.8%. The vast majority, 96.9%, arrived by air, due to the higher 
visitation by the international traveler. 
 
An incredible 90.4% of overnight visitors were extremely or very satisfied with their visit in 2011. 
The figure does not fluctuate much between domestic (89.4%) and international (91.7%). Also, 
91% intend to return to Miami. It is this second-time visitor who may be more apt to try a new 
destination such as the Town of Surfside.  Already, four out of five travelers are repeat visitors. 
 
When surveyed about the features most liked about Miami, weather was number one, at 
49.2%. This was followed by attractions, which includes both gated attractions and unpaid 
attractions such as the many festivals that are held.  Third was South Beach/Ocean Drive, 
followed by the beaches, nightlife, sun bathing, shopping, restaurants, international ambiance, 
friendly people, and cultural activities. As noted below, this is very different between the 
domestic vs. the international traveler. 
 
Interesting to note that not only was Art Deco/South Beach listed as the number one most 
visited area; but also out of the top ten, six favorite places were actually destinations within 
Miami instead of attractions. That indicates that our visitor to Miami likes to go and experience 
“places” vs. just going to the attractions. This is another opportunity for Surfside. 
 
The average age of all visitors is 43 years, and 61.8% are between the age of 35 and 64.  
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Domestic Market 

Domestic visitors accounted for almost 52% of overnight visitors, up 6.2% over 2010. The 
majority come from the Northeast region of the country resulting in 3.3 million visitors 
which set the record in 2011. However, the South showed the greatest growth, up 8.4%, 
generating 1.7 million visitors. Both the Midwest and western regions were also up in 
2011. 
 
TOP 10 DOMESTIC 
MARKETS 

2011 VISITORS % CHANGE 2011 VS. 2010 

New York 1,758,046 5.4% 
Chicago 409,586 6.6% 
Philadelphia 397,463 5.0% 
Boston 301,428 8.2% 
Atlanta 264,542 8.6% 
Washington DC 193,419 4.9% 
Dallas/Ft. Worth 183,931 9.0% 
Detroit 148,660 6.6% 
Los Angeles 136,190 6.8% 
Houston  121,665 8.4% 
 
Sixty six percent of domestic travelers come for leisure, and 60.6% stayed in a hotel/motel with 
the rest staying with friends and family. 
 
Favorite features by the domestic market are weather, beaches, South Beach/Ocean Drive, 
Attractions, night life, sun bathing, international ambiance, friendly people, restaurants and 
cultural activities. 
 
Eighty-two percent said they did not find anything that they disliked. The other 18 percent 
mentioned items that included traffic, prices, service, too crowded and weather. 
 
International Market 
 
While domestic visitation was up 6.2%, the international markets showed even greater strength 
as they were up 7.2% accounting for 48% of all visitors. International visitors are drawn to 
Miami due to the rich culture and diversity and remain one of the top U.S. cities visited by 
international travel. Latin America accounted for 4.4 million visitors in 2011 – a 9.2% increase 
 
TOP 10  INTERNATIONAL 
MARKETS 

2011 VISITORS % CHANGE 2011 VS. 2010 

Brazil 634,155 14.2% 
Canada 627,931 6.9% 
Argentina 417,981 9.5% 
Colombia 394,395 8.5% 
Venezuela 354,311 8.3% 
Germany 338,785 2.0% 
England 285.592 (1.8%) 
Bahamas 229,752 1.4% 
France 192.004 3.5% 
Costa Rica 181,063 2.8% 
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While 70.8% of all overnight travel is for leisure, that figure is even higher for the international 
traveler, 83.1%. More international travelers (54.9%) than domestic (38.9%) stayed with friends 
and family. 
 
Favorite activities for the international traveler are the attractions, South Beach/Ocean Drive, 
shopping, weather, night life, restaurants, beaches, international atmosphere, culture, and 
friendly people. 
 

Niche Markets 

The cruise business is growing and many people enjoy a pre- or post-cruise opportunity. 
There will be opportunities to package pre/post cruise stays at the hotels in Surfside. 
 
Due to a high percentage of VFR (Visiting Friends and Relatives) travel to Miami and the 
Beaches, especially from the international markets, this will be an important niche market to 
reach. 
 
The meetings and convention markets may present an opportunity – not for onsite meetings, 
as there does not seem to be much product available in Surfside – but possibly as off-site 
venue functions utilizing our restaurants. 
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5. Target(Markets(Identified(for(the(Town(of(Surfside(
 

Throughout this Plan, we will consider the following target markets based on current market 
strengths. 
 
Domestic Markets – trade and consumer 

! DMOs 
! Group leisure travel tour operators 
! Meeting Planners 
! Affinity groups 
! Destination events (wedding, ceremonies, etc.) 
! Domestic Travel Media for PR (trade and consumer) 

 
! The following are the domestic markets to target: 

1. New York – 1,758,046 visitors 
2. Chicago – 409,586 
3. Philadelphia – 397,463 
4. Boston – 301,428 
5. Atlanta – 264,542 
6. Washington, DC – 193,419 

 
The International Markets – trade and consumer 

! DMOs (GMCVB, Visit Florida, BRAND USA)  
! RSAA-Receptive Tour Operators (RTOs) who contract with the overseas tour 

operators 
! International Tour Operators 
! On-line travel partners such as thetouroperator.com 
! International Travel Media for PR (trade and consumer) 

 
The following are the international markets to target: 

1. Brazil - #1 growth market – 634,155 visitors 
2. Canada – 427,931 
3. South America (Argentina, Colombia, Venezuela) – 1,166,687  
4. Germany, UK, France and Italy – 971,269 
5. Central America – 537,600 
6. Bahamas – 229,752 

 
Types of Travel - International and Domestic 

! Leisure – FIT and Group  
! VFR (Visiting Friends and Relatives) 
! Cruise ship Passengers – pre- and post- visitations 
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6. Travel(and(Tourism(Trends(
 
The link below is an interesting and entertaining look into the future. It is a YouTube video 
called “The Future of Travel” and is described as a fun look at how technology can help travel 
in the future become a little easier. While this technology seems very far off, in reality it may not 
be that far-fetched. Already tickets for space travel are being sold by Virgin Galactic, Richard 
Branson’s company - http://www.virgingalactic.com   
 
Proximity Mobile Marketing is already here, too offering travelers real-time discounts at stores 
and restaurants via their smart phone as soon as they enter the destination. The phone knows 
you are there! 
 
http://www.youtube.com/watch?v=VsjfA1K6ELo 
 
The point is that technology is rapidly changing. To keep up with this changing technology and 
how it will affect travel in the future, it is important to stay on top of the trends in travel. The 
following are the current trends affecting today’s travel. 

 
Top Tourism Trends of the Day… 
 

! The New Frugal – drives the majority of travelers’ planning and shopping behavior 
o Always seeking “a good deal” 
o Determined to find good value 
o 75% of U.S. consumers have become smarter shoppers 
o 64% will pay full price if guaranteed quality AND service 

 
Significance to The Town of Surfside – Business Improvement goals of Downtown 
businesses and proposed BID need to take this into consideration. 

 
! Social Media and Mobile Marketing - must be integrated and used. Keep on top of 

new developments such as Pinterest. 
 

Significance to The Town of Surfside – Social media is the way to engage the traveler 
at all touch-points…when they are planning their trip, while they are at their destination 
and after they have returned home. Mobile Marketing provides real-time offers to the 
traveler as they approach the destination. 

 
! Culinary  

o Departure from signature chef restaurants 
o Focus on regional specialties – BBQ, Cajun, seafood 
o Food trucks and exhibitions 
o Tastings expand from wine and tequilas to teas and fresh juices 
o Agriculture tours - planting and harvesting - from field to table 
o Do it yourself gourmet kits - rolling sushi, confectionaries, etc. 
o Cooking, grilling, canning and baking classes or workshops 

 
Significance to The Town of Surfside – Knowing this provides opportunities to create 
culinary events to attract today’s traveler. 
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! Cultural Travel Immersion 
o Not just viewing…creating. Museums and galleries offer art classes. 
o Travel photographers offer landscape photography classes. 
o Performing arts offer dance and theatre classes. 
o Orchestras and regional artists teach music classes. 
o Authors teach writing for travel or short stories, then publish books. 
o Local artisans teach crafts. 

 
Significance to The Town of Surfside – Adding art, music and cultural programming 
could enhance the tourism program and offer diverse choices for individuals on group 
trips. Special events will play an important role. 

 
! Health and Wellness 

o More than a spa - Mind and Body 
o “Deprivation Vacations” – for those who feel “deprived” during their 

everyday life and need a change. 
o Cleanses, wraps and detox 
o 37% of international travelers seek spa treatments 
o “Spiritual”, faith–based and religious studies and cultural immersions 
o Yoga 

 
Significance to The Town of Surfside – The addition of a spa would give The Town of 
Surfside another attraction for the visitor market. Some of the hotels, including the Surf 
Club, may have a spa component.  

 
! Friends and Family 

o Family travel is multi-generational. 
o Travel with kids is up 17% since 2000.  
o Girlfriend Getaways and Bro-cations are still popular (usually spa and sport 

related, with shopping). 
o Solo travel is increasing. 
o “Ceremonial Travel” takes the place of weddings, anniversaries, 

graduations, reunions and includes GLBT commitments and Ash 
Releases/Celebrations of Life. 

 
Significance to The Town of Surfside – These are all trends that can be taken 
advantage of with different tourism programs. 

 
! Pet Friendly – The Town of Surfside should be pet-friendly as traveling with pets is 

very popular. 
 
! Cruising – A growing industry, notwithstanding the recent Carnival Cruiseline 

incident. 
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7. Other(Information((

EGSurveys'

In early February, an e-survey (attached) was emailed to Downtown Surfside business 
owners to identify current and future advertising strategies.  There has not been a 
significant response to the survey. 

We will facilitate completion of this survey and identify more specific objectives as part of 
the 5-Year Strategic Tourism and Business Improvement District (BID) planning 
processes. 

Business'&'Property'Owner'Meeting'–'February'13,'2013''
 
On Wednesday, February 13th, “kickoff” meetings were scheduled for business and commercial 
property owners at 9:00am and 6:30pm.  Invitations to the meetings were emailed to business 
owners and mailed to property owners.  Town staff members distributed invitations to business 
owners by hand. 
 
In addition to staff, seven people attended the 9:00am meeting: 

Olga Brismendi – Hair & Body New Dimensions 

Barbara Cohen – Tourist Board 

Andy Labrada – Event X llc/Downtown Vision Action Committee 

Pauline Johnson – Property Owner 

Bill Reynolds – Amtrust Bank 

Walid Sfeir – Surf Club 

Andre Shambley – Real Living/First Service Realty 
 
The meeting started with a presentation outlining the Strategic Tourism and Business 
Improvement District (BID) planning processes.  The presentation was followed by question 
and answer and a brainstorming session.  Results of the brainstorming session are included in 
the next section. 
 
Only Barbara Cohen and Andy Labrada attended the evening session.  As they had both 
attended the meeting in the morning, discussion was informal. 
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8. Brainstorming(Session(–(February(13,(2013(

Strengths'
 
What do you love about Downtown Surfside? 

! Great walking/pedestrian-friendly experience 
! Prime for growth 
! Vibrant, young & eclectic 
! Offers a variety of price ranges 
! Relaxed, touristy 
! Reasonably priced shopping - like Mason Blanc/ other retail in the past 
! Location 
! Small town feeling 
! Feels like resort – far away, but you’re not 
! Community/people visiting with each other 
! Starbucks coming 
! Resident $10 parking program 

 
Why do people come to your store? 

! Traveling between Aventura and South Beach 
! Personal service – long term clients 
! Bank customers are strictly local 

 
What would you say to promote Downtown Surfside? 

! Variety of shops 
! “Affordable Luxury” 

 

Weaknesses'
 
What things do you love less about Downtown Surfside? (Problems) 

! Parking “times 10” 
o Price for employee parking 
o Lack of ease 
o Hate the meter system 

! One-way traffic “pairs” 
! Current environment not conducive to retail leasing 
! Not enough trees 
! Not enough businesses advertise – no outreach 
! Undesirables/quality of some clientele 
! Business mix – so many salons in a two block area 

 
 
 '
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Opportunities'
 
What events might bring more potential customers/visitors to Downtown Surfside? 

! Art Festival– signature event  
! Other annual signature event 
! Third Thursdays – commitment to continually increase quality 
! Daytime events 
! Farmers Market (like previous – in different location) 
! Business-to-Business – “Come have wine in my place” during Third Thursdays 
! Need to: 

o involve businesses in events 
o build consensus with businesses to support events 
o advertise events 

 
When visitors return home, what do you wish they would tell others about Surfside? (Initial 
Branding discussion) 

! WOW! 
! I want to move here! 
! I’ve been here before; what a change! 
! Must stop! (South Beach visitor going to Bal Harbor) 
! Must stop! (Visitor just passing through South Florida) 
! It’s a charming town and a charming experience. 

 
 

Questions/Comments'from'Participants'
 

! Who is our competition and how are we going to position ourselves in the South 
Florida market? 

! How can we attain a proper merchandise mix? 
o We cannot control but can we can influence.  
o “Sometimes the accident can be more interesting that the intentional.” 

! BID Questions: 
o What do property owners think of the BID?  
o Property owners will want to know the Return on Investment (ROI) 
o Are other BIDS successful? 
o How are BIDs staffed? 
o Will residents be represented on a BID Board? 
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9. Outline(of(Phase(Two(–(Surfside(Strategic(Tourism(Plan(
 
With the Audit completed, we will begin work on the Strategic Tourism Plan, which will define 
how the Town of Surfside should move forward to brand and market itself.  The objectives of 
the 5-Year Strategic Tourism Plan are: 
 

! Develop Target Markets 
! Develop a Situation Analysis 
! Identify Strengths & Weaknesses 
! Set Goals & Objectives 
! Determine Appropriate Message Points 
! Determine the Strategies 
! Identify Specific Marketing Tactics 
! Develop Systems for Measurement/Evaluation 
! Determine 5-Year Budget 
! Review Governance & Structure 
! Determine Staffing Needs 
! Identify “Buy in” & Approval Process 
! Define a process for Annual Update of the Strategic Tourism Plan 

 
 


