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MIAMI BEACH 
City of Miami Beach, 1700 Convention Center Drive, M iomi Beech , Florido 33139, www.miomibeochfl.gov 

COMMITIEE MEMORANDUM 

TO: Finance and Citywide Projects Co 

FROM: Jimmy L. Morales, City Manager 

DATE: February 2, 2015 

SUBJECT: DISCUSSION REGARDING THE REATER MIAMI CONVENTION AND VISITORS 
BUREAU INTERLOCAL AGREEMENT. 

BACKGROUND 

The City has been contracting with the Greater Miami Convention and Visitor's Bureau (GMCVB) 
since 1984 for the purpose of promoting the Miami Beach Convention Center and the destination. 
The GMCVB is the entity primarily responsible for pursuing and securing Convention business for 
the Convention Center, with the Convention Center management company also responsible for 
pursuing booking business, which typically includes shorter term uses. A booking policy governs 
priority of bookings. The GMCVB also engages in local, national and international marketing of the 
overall destination in an effort to promote tourism. The goal of both the convention booking and 
destination marketing is to secure hotel room nights in the City, and further enhance the City's 
tourism economy. Funding for the City's Agreement with the GMCVB is derived from the Municipal 
Resort Tax revenue. The GMCVB derives additional funding from Miami-Dade County, Village of Bal 
Harbour, member fees and cooperative marketing partnerships. The GMCVB's activities are 
focused primarily in marketing and convention sales/meeting sales. 

In 1984, the City of Miami Beach (CMS), Miami Dade County, the City of Miami and the Village of 
Bal Harbour, entered into an lnterlocal Agreement with the Greater Miami Convention and Visitor's 
Bureau to perform tourism and convention sales and promotion functions. On July 7, 1999 the 
Mayor and City Commission adopted Resolution No. 99-23237 approving an agreement with the 
GMCVB for an initial term commencing on October 1, 1999 and ending on September 30, 2002 with 
one, two (2) year renewal option, at the City's discretion. On December 8, 2004, the City 
Commission adopted Resolution No. 2004-25767 which approved an agreement with the GMCVB 
for five (5) years from October 1, 2004 - September 30, 2009. On July 7, 2009, the Finance and 
Citywide Projects Committee directed the Administration to negotiate a new five (5) year agreement 
with the GMCVB. On September 24, 2009, the City Commission adopted Resolution No. 2009-
27217 approving a new five (5) year agreement commencing on October 1, 2009, and ending on 
September 30, 2014. I have also attached for your review a summary of the GMCVB current annual 
revenues, as well as a comparison of the City's funding allocation to the GMCVB versus the City's 
resort tax collections. 

NEW AGREEMENT 

In anticipation of the expiration of the GMCVB agreement, the City contracted with Strategic 
Advisory Group (SAG) to assist the City in analyzing the current GMCVB agreement and 
recommend revisions. As you know, SAG is the City's consultant for the Convention Center 
Renovation Project. In addition to these services SAG also has destination marketing experience. 
Mr. Daniel Fenton, Associate Partner with SAG, has over 25 years of Hospitality and Destination 
Marketing experience. Prior to joining SAG, Mr. Fenton was CEO of the San Jose Convention and 
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Visitors Bureau and has held senior management positions with Radisson, Amfac and Hyatt Hotels. 
He is a graduate of the Cornell School of Hospitality Management. 

Mr. Fenton specifically performed the following services for the City: 

1. Reviewed and analyzed the current GMCVB agreement; 

1. Reviewed historical bookings and recommended future production goals and goal setting 
process; 

2. Reviewed proposed Term Sheet by GMCVB; 

3. Reviewed budget information from CMS and Bureau including summary data on 
key measures from the past three to five years; 

4 . Reviewed hotel inventory data for Miami Beach and the Greater Miami area, 
including trends in transient occupancy tax collections; and 

5. Conducted interviews with stakeholders including City staff, and multiple 
interviews with key staff of the Convention Center. 

6 . This research effort established industry standards, as well as suggest 
alternative strategies that are currently working well in other locations (along with 
lessons learned from failed experiments elsewhere) . 

7 . Identifying opportunities to refine approach to guiding future performance; and 

8 . Proposing revisions to current GMCVB agreement. 

SAG RECOMMENDATIONS 

SAG's primary recommendation was to change the overall direction of the proposed terms for the 
GMCVB contract with the City to a performance based agreement from a fee for services approach. 
This new direction focuses on the achievement of key metrics and the overall measureable success 
of GMCVB in their contractual relationship with the City. As part of this recommendation, the City 
would establish a base fee and establish an incentive fee to be paid based on the overall 
achievement of agreed-upon annual performance goals. 

On July 18, 2014 this item was brought to Finance and Citywide Projects Committee meeting. The 
committee made no recommendation and moved the item to the August 13, 2014 Budget meeting 
and then to the September 10, 2014 Commission meeting for final discussion. On September 10, 
2014, the City Commission adopted Resolution No. 2014-28745, which accepted the 
recommendations of the Finance And Citywide Projects Committee to extend the lnterlocal 
Agreement with The Greater Miami Convention And Visitors Bureau (GMCVB) on a month-to-month 
basis under the current contracted terms, but not to exceed one (1) year from September 30, 2014; 
for the City Administration to re-negotiate an incentive based agreement that establishes a base fee 
and an incentive fee to be paid based on the overall achievement of annual performance goals; and 
further that funding to the GMCVB remain at the current level of $5,366,000; and that the city hire an 
owner's representative in an amount not to exceed $161 ,000 at the City Manager's discretion. 
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CONCLUSION 

The Attached Term Sheet represents the culmination of negotiations to date and is being presented 
for your consideration. 

JLM/KGB/MAS 
F:\INFO\$ALL\Max\TCD\GMCVB\GMCVB FCWPC Memo Feb 2015.doc 
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DRAFT TERM SHEET 

Agreement between the City of Miami Beach {CMB) 
and 

Greater Miami Convention & Visitors Bureau (GMCVB) 

Overview: The overall direction of the proposed terms for the GMCVB contract with the City of Miami 

Beach (City) is a shift to a performance based agreement from a fee for services approach. This new 

direction focuses on the achievement of key metrics and the overall measureable success of GMCVB in their 

contractual relationship with the City. 

TERMS 

1. Term 

2. Base Fee 

3. Incentive Fee 

4. Performance Metrics 

Five years, commencing October 1, 2015, with a five-year extension option 
based on the satisfactory achievement of performance metrics and overall 
execution of the contract. 

During the full term of this agreement, the GMCVB agrees to maintain a 
sales office at the Miami Beach Convention Center. 

Note: A "contract year" shall be defined as the period from October 1 
through September 30 of the following year (coinciding with the City's 
Fiscal Year). 

Base fee will be $4,700,000. This fee will be indexed against the overall 
growth or reduction of the gross hotel and food and beverage tourist tax 
collections on an annual basis, provided however that the GMCVB achieves 
100% of all incentive fee metrics . 

The City will establish an incentive fee to be paid based on the overall 
achievement of agreed-upon annual performance goals. A fee of $1.5 
million will be paid for 100% achievement of all metrics and will be 
awarded on a pro-rated basis for achieving a minimum of 85% of the 
established goals and can be exceeded to a maximum of 135%. 

Additional Incentive for Leveraging City of Miami Beach Investment: 
GMCVB is eligible for an additional $50,000 for every 100% match of the 
City of Miami Beach investment secured by the GMCVB from other public 
or private entities, not including Miami-Dade County. 

Citywide Conventions 

• Definite Room Nights 
o Associated with future Convention Center bookings 
o Associated with agreed-upon future need periods 

• Convention Center Fiscal Performance 
As a key partner in the overall success of the Miami Beach 
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Convention Center (MBCC), the GMCVB will have performance 
metrics tied to the fiscal results. The following are the performance 
metrics: 

0 MBCC Revenue 
• Future Revenue booked into MBCC annually 

• Future revenue will be determined based on the 
estimated revenues in rent, food and beverage, 
electric and audio visual 

• Current Revenue 

• As an indicator of past sales efforts, current annua l 
MBCC revenue will be a performance metric 

0 Economic Impact 
Using an agreed-upon formu la, the economic impact of future 
citywide bookings 

Miami Beach Hotels "In house" group bookings 

• Room Nights 
0 Room nights associated with future " in house booking" 

• Economic Impact 
0 Using an agreed-upon formula, the economic impact of " in 

house" bookings 

Leisure Groups 

• The efforts to secure group tour/leisure business wil l be measured 
with the following metrics: 

0 Consumeq Room Nights 
• Consumed room nights are defined as actual rooms 

occupied by tour groups and others verified through hotel 
rooming lists 

0 Economic Impact 
• Using an agreed-upon formula, the economic impact of 

leisure groups will be determined 

Individual Leisure Travel 

• The marketing and conversion of leisure travel will be measured 
with the following metrics: 

0 Room Night Conversion 
• Using an agreed-upon methodology, an annual conversion 

study will be conducted to determine the direct impact of 
leisure travel marketing efforts. 

0 Online Bookings 
• Room nights booked through the online booking engine 

5. Incentive Matrix A scoring matrix will be finalized utilizing the following weighted 
percentages: 

0 Citywide Group Business - 55% 
0 In house Miami Beach Hotel Group Business - 20% 
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GMCVB ANNUAL PEREORMANCE REPORT !FY 12113 11 of S.ottmblr 30, 2013) 

FY 03/04 fY IMIOS FY05106 FY Oll07 FY 07/0I FY Ol/09 FYOt/10 FY 10t11 FY 11112 FY 12113 
IBueYr.) fYr. 11 (Yr. 2) (Yr. 3) !Yr. 41 (Yr. 5l CYr. ll (Yr. n (Yr. ll IYr. 11 

Hotel 4&9 '89 441 '470 4115 41M 593 659 623 664 
Ell Room l'l9llS 273.294 224.528 149.272 225.291> 240.890 ~.'66 281 .aou 347.057 :W..552 324 .~ 
Esl EIXIOOll'llC ......_ S101,I00,439 S79,n5.m ~7.939.n9 597,827.2~ 1135.281.343 $100.8911.9511 1122.115.579 $168.934.382 $143.835,&46 S1'5.62'4.929 

MBCC- 41 27 48 32 St 41 33 30 46 38 
Ell. Room rciwu 250.078 89,148 231.021 86.747 229.541 102.924 I It .918 165.540 233.503 166.089 
Ell. Economic lm...a S1S9.033 151 $63,678.452 $' 76.294.443 $69.585.557 5132.533,411 SB0.248,01' $70.763,961 1138.802.385 $195.505.343 $157.304.331 

IMAAllM E.mrtllS OMlioo 
NIA 191 195 208 ze1 1S3 295 345 325 342 

Est.RoomNl<lhl& NIA tS.220 17.555 15.&43 27.320 13.834 33.092 53.501 55,344 59.165 
Est ECXlllOll*: lmoact NIA $12.622,440 s 111.1192,000 $12.571.000 $23,264.000 $9.103.000 $21 .345.000 S26.an.ooo $38.592.000 $29.314.000 

Toe.II- 500 516 '83 S20 536 525 659 727 703 742 
E11. RoomN- 523.Jn 313.878 400.097 341.502 470.'31 339.390 452,051 S5U16 581 .868 523,089 
Ell Ecooomlc lmoea '260.133.590 $154.225.615 $2'40.226222 $1711.130.810 $267 .81"'75" S160.M4.973 $214.361 .052 $338.688.632 $365. 7117 .306 $332.3111196 

L"da Gener*«I 
MBCC LHds Generwled 93 n 911 111 119 104 109 n 98 111 
HOlel LNCll GeNtMd 1,109 t .226 1,249 1368 1.280 964 1. 178 1,320 1,428 1.656 
Olher Cenlllf Lud5 69 83 70 1()4 131 104 128 160 172 182 
TOia! llt9Ck ~ 1.271 1.366 1,417 1553 1,530 1.1n 1.415 1,557 1.698 1.9411 
Fem Trips 
Convenllon Sllles Fam TnllS .. I 4 4 4 3 5 6 I 6 I 4 5 I 
Mee""" ~nner Allltndeu 2 1 26 " 32 35 60 165 328 so 48 

Slteln~ 

MHbno PlaMet S.18 I 172 184 165 1811 222 I 185 245 238 230 215 
-.... f>llmll( AllendM• 195 182 162 30ll I '400 I 380 '488 453 381 329 

Convention S.rvfcH 
-s.vlced 370 I 570 579 619 I 450 452 433 538 569 1.359 
Tomi -.es 189.726 220.000 275.61 1 362.864 • 265.n3 229.606 293671 I 236. 170 4150.875 728.4111 

• Superbowl 

Media Rellllon• 
FamToin 19 19 28 27 23 26 27 26 42 2'6 

Mtdla Hosted 128 138 1'48 155 161 182 189 175 29' 120 
~;, Mouion1 13 16 14 23 15 16 21 13 17 13 

Media Conlllct• 420 575 580 590 432 464 609 377 '493 392 
Media V1511s 119 156 130 200 136 173 327 368 392 3411 

Medi8 SeNlold 150 193 181 2.500 1.750 1.900 3.900 4.200 4.'472 3,982 

SDllClal Med11 t'RllllQS 413 39 38 35 13 24 JO 32 29 2 1 

Audlenc:e 1 Gentni.d '71 m 572m S67m 658m 700m 1 I b 3 3b 27 b 30b 13 Sb 

Esb Ad PromOIJonal S108m $12.0m $1J m S13.2 m '15.9 m S255 m S344 m S63 7m 5412 "' S65m 



GMCVB ANNUAL PERFORMANCE REPQRT (FY 12J13 11ofS!ettmbtr30. 2013) 
Page2 

FYOl/94 FYIMI05 FY 051'11e FYOMl7 FY 07/0I (Yr. FYOll'Clt fY 09!10 FY 10!11 fY 11/12 FY 12/U 
IRMAYr.) (Yr. 11 !Yr. 21 CYr ll 41 (Yr. 5) CYr II CYr. 11 CYr. 11 CYr. ti 

T 011111111 S-. 
Trade $hOWl/MISliOnl 122 194 1n 207 183 140 122 186 220 317 

T,...... Tr.i. Clenl Conlads 12.733 15.666 16.730 47.503 35.620 31.500 33.908 38,646 n .ooo 82.061 
Fem Tours 80 !18 85 75 82 60 51 S2 53 66 

Travel T l"idt Clients Hosled 1.'68 1.903 1.764 1.902 1.950 1.380 1.297 668 890 1.038 

Ad\leltlAlna . ~.896264 207.219. 180 218.211 .905 140.037.581 101.628.015 378.751 .278 293.188,091 1168.824.932 335~.303 381.000.000 
Cal Center lncUnH 11 .908 9.696 5.567 4.842 5.287 5,573 2,847 1.918 2,&50 2.405 
WebtlteV~ 1.308.546 2.092.456 2.685.882 3,454,8CO 3.907.228 3.088.979 4.380.748 2.548551 1.590.600 1,910 032 
Website R.llOISlered UstfS/Emmil Drll- 8.196 18.916 22.593 33.257 23.668 5.282 15.988 847 8 .262 8.743 
Weba1t11 8toc:tue R...,._ 19.324 19.681 18.102 16.858 16.068 13,005 20.268 20.196 17.930 7 ,278 

Pubtl91*1g 
Ad\ltf1 ...... ~ Genllreled Sl.247.000 Sl.330.000 I $1 .237.528 51.259.912 $1.140.172 $907,991 $815,199 $975.000 I $958.681 S9n.181 
Coleler.i ProllCU 145 212 I 237 320 451 800 750 900 1.250 1.500 
Coll*'ll PrOttClS Vollme/Circ:ulallOn 423.791 624.370 I 919.989 387,002 680.294 I 810,000 925.000 1.200.000 1.500.000 1.575.000 

Membenhlp 

Renewal Membels 887 898 &511 Ml 1163 1128 1114 935 1,010 787 
R~Reverw $1,044.900 SI 047,111 $1 .053.632 $902.733 S907 013 $1 ,111 .396 $1 .200,733 s1 .1n,114 51 .982.818 $1.255.689 
NIWMembels 159 IV 163 153 171 151 152 150 83 191 
New Member ~nue $125000 $114.878 $154,522 $120.864 $162.769 $140.S.U $145.642 $121,488 $198.668 $189603 
T ot.i MemberS 1.()46 1.025 1.021 1.()34 1.034 1.079 I 066 1,085 961 978 
Tomi Member R.-iul $1.170.040 Sl .181.9119 Sl.208. 154 Sl.023.598 SI 140.782 $1.251 .939 $1 .346.376 51.299.603 SI 291.585 Sl .445.292 
Lost Memberl ·1113 · 148 167 · 144 206 -203 - 1~ 131 .75 · 185 
LOii Memblr ~ -$145.759 ..$142.425 -$122.246 $132.840 sin.483 $194.946 $135,402 $115.618 $55051 $160, 181 
Annual MemberlhlO Relenlion/R-1 Rn 79% 86% 83% ea-. 91% 79 .... 83% 88% 93"' 81 '11. 

Updated: April 7. 2014 



Greater Miami Convention & Visitors Bureau 

Analysis ofCMB Revenue as a% of Total Revenues 
Adi.a/~ 

FYOO.OI FYOl.Q2 FY02.o3 FYO~ FYM.os FY OS-46 I FY 06-07 FY07-ol FYGl-09 FY 09-10 FY 1~11 FY 11·12 

ilMlii•iMlil°'jj•ja~COU)ITY~~~cror a FBI 10.•10.n1 9,070.417 9.SJ9,«19 10.m,954 u ,no,124 11,8".916 12.7ll.323 1•.1ss.ois t6.54S.542 " -_. ··~-~ ..-- :J'N W - ._- W -· .... ,,_ ...,. 
100 Vll.UGf; Of 1AL HAUOV1t lOO,eoO 100.000 l00.000 100,MO 0 lS.000 25,000 50.000 0 

SU&-TOTALPUllUC ~E 16,IOl,lll 14,210,"'7 IS,IJl.900 17,lZl,lll 17,492..131 11,l'lO,sN _ 1_90tif,!•9 _!_7,Sll.4$6 17,763,JJJ lt,l60.0IS l l,7SJ,192 

,794 1.201.Jll l.21llJJ l ... J ,UJ l.l2M67 1)42,411 
.m 1,121.661 791.J)) 4.PJl,SJJ 2.UUOI l,60l.09l 

•• 1n.•10 U7,191 154,11> 197,919 $4,1'1 
l&S 910.914 929.107 l.'21.117 971,912 l.9M,1'6 

Jit.lti m ).417,l&> ).160.160 l066.W 4.9U.D6 J.000.$ 

l~INCOME 154.092 Sl,7)9 30.646 Zl.OSI 114S7S >02.409 >61.$44 113,UI Sl.900 31,416 4J.S)4 )9,1)0 

TOTAi.AU IUNl'.NUR 19.141.* 21J9SJ7i 1~ __ . 21)64..w_ 11.111lii uruJicl . v .1>Q1t n.101.'11 ll.MU1• ll.746.97$ 24.tOUn 26.Bi.ISI 

,,,. ... ~ JN .a. 8" ... 
CWTalt Conaac:l Term 

I T~~n J 

ISi ,117 ."5 
-......... 

1.000.000 

ll6.4l6J96 

15)67.641 
ll.ou.011 

l ,915,796 
ll,691,H4 

U.OOS.409 

1.406.Jl.S 

171.Mi.190 

8" 
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Greater Miami Convention & Visitors Bureau 
Analysis of All Revenue Sources 
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Gremer MillDi Conwalion & Visitcrs Bureau 

Analysis of Distribution of Resort (Hotel & F & B) Tax Collected by the City of Miami Beach 
F"ascal Yem 2001-2002-2003-2004-200S-2006-2007-2008-~2010-201 l-2012 

FY2001 
FY2002 
FY2003 
FY2004 

FY200S(c-} 
FY2006 
FY2007 
FY2008 
FY2009 

FY2010(c-) 
FY2011 
FY2012 

I GMCVB (Net) I VCA I City of MimU 8c8dl I 
SS,107,379 S9S0,519 S13,744.S78 
4,670,000 131,968 11,969,537 
S,OS9,491 MS,914 13,701,129 
S,899,274 l,121,146 16,489,504 
4,442,111 l,2S6,974 20,4'17,091 
S,OS0,000 1,370,lSI ~124,801 

S,2()1,ISO 1,433,024 23,213,490 
S,JSS,378 l,S04,294 24,479,715 
S,567,S40 1,478,717 23,761,732 
4,.9SO,OOO 1,647,918 27,733,710 
S,OOS,000 1,897,S32 32,629,383 
5,lS6,6SO 2,083,177 36, 159,691 

Noce: VCA receives S% of the Resort Tax less a 4% collection &e. 

Fie N-: F:\EXCEL\1-<MCVB\CityofMimil Bada\CMB Dillribudoll ofRaort Ta C~ Slloct 

I Tocal I "to CVB I "to VCA I "to CMB I 
$19,802.476 26% .5% 69% 
$17,471,S0.5 27% .5% 61% 
SJ9,706,534 26% .5% 70% 
S23.Sl7,624 25% S% 70% 
$26,186,9.53 17% 5% 71% 
S21,s44,.966 18" S% 71% 
$29,154,664 17" .5% 71% 
$31,339,457 17% .5% 71% 
$30,808,0SI 18% .5% 77% 

$34,.331.621 '"" 5% 81% 
S39.S31,91S 13% S% 83% 
$43,399.Sll 12% S% 83% 

.0.0 Rcpon Primed: 7N2013 10:17 AM 



Greater Miami Coaveation & V1Siton Bureau 

Analysis of Distribution of Resort (Hotel & Food and Beverage) 
Tax Collected by the City of Miami Beach 

SS0,000,000 ,------------------------------------. 

$45,000,000 r--------- -------------------------;:::::==---

$40.000.000 ... _.. Lfllll\ "'te"'t 

S3S,OOO,OOO . ___ _ _ 

SJ0.000,000 I I--.." 11 *'l ...... ~ ~iJ 

FY 2001 FY 2002 FY 2003 FY 2004 FY200S 
(Contract) 

FY 2006 FY 2007 FY 2008 

IGMCVBI 
Sl, .. 78,787 I Sl ,647,9111 Sl ,197.S32 ~ $2.,083,177 

FY 2009 FY 2010 FY 2011 FY 20121 VCA I 
(Connet) 

[ DVCA DGMCVB (Net) DCity ofMi1111i Beach J 



Greater Miami Convention Visiton Bureau 
Analysis of City of Miami Beach Room and Food Beverage Tax Collections 

Fiscal Yean 199711998 to 2012/1013* (16 Years) 
*Projected 

GMCVB and City of Miami Beach Room and FAB Tax comparison 
510.llOO.OOO 

S60.000.000 

SS0.000.000 

S«).OOQ.000 

S>0.000.000 

»O~ I I 
"-: .1 .~ . 1 •• ~ I I 

I I I 
I , : 1' I ·~ · I I I I I I I 

tl/tl """ 99/00 llOJOl 01/02 02/01 OJIM CMftlS OSJll6 06/07 07/0t OMll Ol/10 10/11 11/ll lUll 

. GMCVI • _..,.O.nlr-•-·• T• o--J!l-T .. 

focal Year :!%it... Fi.cal YCM 
07.111 Sl.152.910 97/Cll - SIO.~ -..... Sll.193.m 99'00 -· Sl?.'ll9.4l6 llD'DI 
Ul"ll? S ICU 11.11115 Ol'ID 

~ Sl?.015.Ull la9' 
UJ4' Sl4.61J..S$6 0)100 

116115 Sl._,~..Sn ~,,. - s 17, 7)0.1124 °" .... ...,., s 19.)91.ljl Olillf1 
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Greater Miami Convention Visitors Bureau 
Analysis of City of Miami Beach Room and Food Beverage 1rax Collections 

Fiscal Years 1997/1998 to 2012/2013* (16 Years) 
*Projected 

GMCVB and City of Miami Beach Room and F&B Tax Comparison 
$ 70,000,000 
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GMCVB, VCA and City of Miami Beach Room and F&B Tax Comparison 
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GMCVB and City of Miami Beach Room and F&H Tax Comparison 

ach Tax Collections 
Fiscal Ytar J•;. Room Fiscal Year 21/e F & B Fiscal Vear G\fC'VB Total Collecdou 

16 97198 Sl,152,910 97198 $7.247,163 97198 SS.137.S68 SI 5,400,073 
IS 98199 Sl0.636.299 98199 $8.528,672 98199 $6.911,. $19,164,971 
14 99/00 SI 1,793.777 99/00 SIO,O.U,692 99/00 

·~- Sl 1,826,469 
IJ 00/01 $12,989,436 00/01 S11J30,708 00/01 $5.437,379 $24,120,144 
12 01/0l SIO,SI 1,805 01/02 $I 0.430,992 01/02 ~- $20,942. 797 
ll Ol/OJ $12,015,479 02/0J $11,663,794 02/0J S5.J89.49l SlJ,679.273 
10 03/04 $14.685~56 OJ/04 Sl3~94.24' 03/04 .§U.49,274 $28.279.802 
9 04/05 $16,554~53 04/05 $15,490~26 04/0S $5..f-- Sl2,04S.079 
8 OS/06 $17,730,824 05/06 $16.291,916 05/06 SS.ISOMO Sl4,022,740 
7 06/07 s 19,398.252 06/07 $17.276..319 06/07 WSl.150 Sl6.674Sll 
6 07/08 $20,706,940 07/08 $17,917,547 07108 S5..405.J78 Sll,624,41'7 
s OllU9 Sl9,678,l07 08/09 $18.150.738 08/09 SS..567.539 Sl?JllB.1145 
4 09110 $22,J 12,123 09/10 $19.873,982 09/10 '5.ooo.- SU,986.lOS 
3 10/11 $26,285,403 10/t l $22,725,978 I0/11 S5.lt55.800 $49,01 J,381 
2 11/ll $19,751 ,712 11112 $24,319 ,507 11/12 $5..106.650 Sst.071,219 
l 12113* SJJ,50(),428 12113* $26.216.429 12113* SS. 'OS.SSO 559,716,8..~ 

• FY 2012/JJ IS PROJECTED 



GMCVB, VCA and City of Miami Beach Room and F&B Ta:x Comparison 

... f Miami Beach Tax Collections -

Fiscal Year J•.t. Room Fiscal Year ?9/e F & 8 Fiscal Year GMCVB VCA Total Colltttions 

ll 00101 512,989,436 00/01 SI 1,130,708 00/01 $Ml7.,l79 $9!0,519 524,120,144 

12 01/02 SIO.Sll,805 01/02 SJ 0,430,992 01/02 ·---- $838,961 S20,942. 797 

II 02/03 512,015.479 01/0J SI 1,663,794 Ol/OJ S5,Jl9,491 S94S.914 S2J,679.27J 

to 03/04 514,685,!56 OJ/04 $13,594.246 03/04 5'.249,274 Sl.128,146 528.279.802 
9 04/05 516.Ss.&.SSJ 04IOS SI S,490,516 CM/05 S5.-- Sl.256,974 SJl.045,079 
8 05/06 $17,730,824 05/06 $16.291,916 05/06 SS,l!l,000 Sl,370,151 SJ4,0ll.740 
7 06/07 Sl9,J98.l5l 06/07 S17,l76,Jl9 06/07 S5,2Sl.l!O Sl.43J.024 SJ6.674.S71 
6 07108 $20, 706,940 07/08 $17,917,547 07/08 55,405.,171 Sl.!04,294 S.Jl,624.487 
s 08/09 519,678,IU7 08/09 Sl8,J~,738 08/09 55,567.s,19 Sl.471,787 SJ7.828MS 
.. 09110 Sll.112,113 09110 $19.8'73.982 09110 ss.-. !-1,647,918 541.986,115 
3 I0/11 Sl6,l&S.403 10/11 $22, 725.978 10/11 ~ !-1.897.5.Jl 549,011.Jll 
2 11112 $29,751,712 I 1112 $14,319,507 11/12 $5,2"'650 ~2.083.177 s.~.071.219 

I 12/13* SJJ~.428 12113* Sl6,216,429 12/ IJ* SS,JOS.580 ~l,427,502 $59,716.857 

* F\ 2012113 IS PROJECTED 



GREATER MIAMI CONVENTION AND VISITORS BUREAU 

2013 
Rank Q!Y 

1 New York 

2 San Francisco 

3 Boston 

4 Oahu Island 

s New Orleans 

I ...... 
7 Washington 

8 Los Angeles 

9 Chicago 

10 San Diego 

11 Seattle 

12 Anaheim 

13 Philadelphia 

14 Nashville 

15 Denver 

16 Minneapolis 

17 Houston 

18 Phoenix 

19 Dallas 

20 Orlando 

21 St Louis 

22 Atlanta 

23 Tampa 

24 Detroit 

25 Norfolk 

TOP 25 HOTEL MARKETS 

REV PAR 
-~---

Oct.2013 Oct. 2012 Oct.2008 

$270.91 $260.79 $257.43 

$197.09 $181.70 $135.06 

$17169 $149.61 $131.75 

$162.57 $147.75 $116.67 

$117.37 $115.85 $76.06 

$11UI tJ.M• ••• 
$108.84 $114.55 $126.36 

$107.94 $103.38 $91.87 

$105.25 $111.38 $98.78 

$97.35 $93.50 $94.79 

$96.54 $90.49 $85.29 

$94.70 $93.09 $76.82 

$89.96 $86.83 $93.08 

$83.06 $72.39 $62.81 

$82.29 $82.10 $66.68 

$81.00 $73.33 $62.88 

$77.15 $68.04 $93.02 

$69.26 $65.34 $72.20 

$68.81 $61.97 $60.83 

$67.33 $63.22 $65.97 

$65.36 $58.82 $55.00 

$61.02 $57.24 $54.16 

$56.49 $54.59 $52.67 

$55.66 $55.89 $46.51 

$39.30 $39.68 $4095 

Source: Smith Travel Research 

S:\Research\OCCUPANCY\MONTHLY UPDATES\ Top 25 Occupancy and ADR\ 

Top 25 20130ct 

%Change %Change 
13vs12 13 vs08 

3.9% 5.2% 

8.5% 45.9% 

14.8% 30.3% 
10.0% 39.3% 
1.3% 54.3% 

-2.1'6 zz.a 
-5.0% -13.9% 

4.4% 17.5% 

-5.5% 6.5% 

4.1% 2.7% 

6.7% 13.2% 
1.7% 23.3% 

3.6% -3.4% 

14.7% 32 2% 

0.2% 23.4% 

10.5% 28.8% 

13.4% -17.1% 

6.0% -4.1% 

11.0% 13.1% 

6.5% 2.1% 
11.1% 18.8% 

6.6% 12.7% 

3.5% 7 .3% 

-0.4% 19.7% 

- 1.0% -4.0% 

Prepared by. GMCVB Research Division 

11/ 22/2013 



GREATER MIAMI CONVENTION AND VISITORS BUREAU 

2013 

Rank ~ 

1 San Francisco 

2 New York 

3 Boston 

4 Oahu Island 

5 Los Angeles 

6 Anaheim 

7 Denver 

8 New Orleans 

9 Minneapolis 

10 Nashville 

11 Seattle 

II 
13 Chicago 

14 Houston 

15 San Diego 

16 Philadelphia 

17 Dallas 

18 Orlando 

19 Washington 

20 St Louis 

21 Atlanta 

22 Detroit 

23 Phoenix 

24 Tampa 

25 Norfolk 

TOP 25 HOTEL MARKETS 

OCCUPANCY 

Oct. 2013 Oct.2012 Oct. 2008 

90.3% 87.8% 79.6% 

89.1% 89.0% 82.7% 

86.1% 81.()% 76.4% 

80.8% 82.0% 73.3% 

78.4% 77.6% 70.9% 

75.7% 75.7% 65 7% 

75.1% 72.4% 62.1% 

74.9% 78.0% 64.5% 

74.6% 69.7% 61.0% 

74.5% 70.2% 62.9% 

73.6% 72.7% 66.2% 

73.4% 75.7% 69.4% 

72.7% 69.6% 84.8% 

70.8% 70.1% 68.6% 

70.6% 70.2% 71.8% 

70.0% 66.7% 61.8% 

67.6% 65.5% 61.7% 

67.4% 72.3% 73.6% 

66.7% 64.8% 62.0% 

66.6% 63.3% 57.5% 

64.6% 67.9% 54.3% 

61.3% 59.6% 59.4% 

59.6% 58.5% 52.0% 

50.2% 52.0% 51.7% 

Source: Smith Travel Research 

S·\Research\OCCUPANCV\MONTHLY UPDATES\ Top 25 Occupancy and ADR\ 

Top 25 20130ct 

% Change % Change 

13vs12 13 vs 08 

2.8% 13.4% 

0.1% 7.7% 

6.3% 12.7% 

-1.5% 10.2% 

1.0% 10.6% 

0.0% 15.2% 

3.7% 20.9% 

-4.0% 16.1% 

7.0% 22.3% 

6.1% 18.4% 

1.2% 11.2% 

1W* 
-3.0% 5.8% 

4.5% · 14.3% 

1.0% 3.2% 

0.6% · l.7% 

4.9% 13 3% 

3.2% 9.6% 

-6.8% -8.4% 

2.9% 7.6% 

5.2% 15.8% 

-4.9% 190% 

2.9% 3.2% 

1.9% 14.6% 

-3.5% - 2.9% 

Prepared by GMCVB Research 01v1s1on 

11/22/2013 



GREATER MIAMI CONVENTION AND VISITORS BUREAU 

2013 

Rank gn 

1 New York 

2 San Francisco 

3 Oahu Island 

4 Boston 

5 Washington 

6 New Orleans 

7 ....... 
8 Chicago 

9 Los Angeles 

10 San Diego 

11 Seattle 

12 Philadelphia 

13 Anaheim 

14 Phoenix 

15 Nashville 

16 Denver 

17 Minneapolis 

18 Houston 

19 Orlando 

20 Dallas 

21 St Louis 

22 Tampa 

23 Atlanta 

24 Detroit 

25 Norfolk 

TOP 25 HOTEL MARKETS 

ROOM RATE 
-- ---

Oct. 2013 Oct. 2012 Oct. 2008 

$304.02 $293.02 $311.19 

$218.18 $206.93 $169.73 

$201.12 $180.29 $159.09 

$199.42 $184.59 $172.46 

$161.47 $158.47 $171.72 

$156.76 $148.55 $117.87 

ssss.12 • $143.36 $147.05 $142.43 

$137.71 $133.29 $129.50 

$137.55 $133.39 $138.20 

$131.18 $124.42 $128.87 

$127.42 $123.74 $129.69 

$125.14 $122.97 $116.84 

$112.96 $109.71 $121.58 

$111.48 $103.17 $99.83 

$109.62 $113.38 $107.43 

$108.65 $105.25 $103.07 

$106.09 $97.83 $109.65 

$99.63 $96 48 $106.99 

$98.32 $92.90 $98.41 

$98.05 $89.57 $88.73 

$94.72 $93.33 $101.19 

$91.69 $90.46 $94.22 

$86.20 $82 29 $85.67 

$78.24 $76.35 $79.27 

Source: Smith Travel Research 

S:\Research\OCCUPANCV\MONTHLY UPDATES\ Top 25 Occupancy and AOR\ 

Top 25 20130ct 

% Change % Chan1e 
13VS12 13 vs OS 

3.8% -2.3% 
S.4% 28.5% 

11.6% 26.4% 

8.0% 15.6% 

1.9% -6.0% 

5.5% 33.0% 

~ 10.1• 
-2.5% 0.7% 

3.3% 6.3% 

3.1% -0.5% 

5.4% 1.8% 

3.0% -1.8% 

1.8% 7.1% 

3.0% -7.1% 

81% 11.7% 

-3.3% 2.0% 

3.2% 5.4% 

8.4% -3.2% 

3.3% -6 .9% 

5.8% -0.1% 

9.5% 10.5% 

1.5% -6.4% 

1.4% -2.7% 

4.8% 0 .6% 

2.5% -1.3% 

Prepared by: GMCVB Research 01v1s1on 

11/22/2013 



MIAMI BEACH TARGETED INITIATIVES 
2011/12 2012/13 

Art Basel Miami Beach $ 55,000 
Art Basel (Art Fairs Unlimited· Pavillion and installation) $ 25,040 
Art Basel (Media Support/airline tickets) $ 10,000 $ 10,000 
Art Basel, Basel, Switzerland - Staff Travel $ 5,771 $ 6,1 61 

Miami Beach Resident Program 
South Beach Wine and Food Festival Marketing $ 46,800 $ 46,800 
South Beach Comedy Festival $ 5,000 $ 5,000 

Marketing·Public Relations I LGBT Social Media with Current s 250,000 $ 250,000 
MB Golf Club and Normandy Golf Course and Shop Miami 
Beach - HCP Ads $ 15,925 $ 17,850 
Welcome Channel (Shop MB, Park & Culture and Events $ 22,500 $ 15,000 
Miss Miami Beach USA $ 5,000 
Shop Miami Beach $ 15,000 $ 16,871 
Shop Miami Beach Brochure Distribution through CTM $ 4,600 $ 3,067 
Miami Beach Itineraries Bochures $ 3,970 
Miami Beach Police/Water Safety Brochure Translations $ 1,342 

Funding for Miami Beach Visitor Center currently operated by 
the Miami Beach Chamber $ 30,000 $ 30,000 
Customer Service $ 10,000 $ 10,000 

Boutique Hotel Program $ 225,000 $ 225,000 
Boutique Hotel Brochure Repring $ 60,468 
Gay & Lesbian Tourism Research & Co-op Advertising $ 145,000 $ 150,000 
Gay Pride Miami Beach $ 5,000 

Orgullo $ 15,000 $ 5,000 
Miami Beach OutGames $ 50,849 
Miami Beach OutGames Delegation Expenses $ 5,000 

Fiim, Fashion & Entertainment 
Trade Shows/events (Graham Winick's Expenses) $ 27,941 $ 20,541 

Miami Beach Website $ 24,247 $ 10,854 
Respect the Scene Campaign $ 59,288 $ 25,524 
Polo Life, LLC $ 20,000 $ 10,000 
Film Life, Inc. (American Black Film Festival) $ 15,000 $ 17,250 
Miami Beach Latin Chamber Visitor Center $ 5,000 $ 5,000 

Total $ 1,021,042 s 1,022,617 

November 25, 2013 


