
Global Trade Partner Update
Tuesday, April 8th, 2025



Global Trade Team: Tracy, Caitlan, Paul, Roger & Willine
&

Research, Strategy, Revenue Mgmt: Ted 

WELCOME



• Welcome

• India – Market Overview/Research

• Global Trade Team Updates

• Domestic 

• LATAM

• Europe/Canada

• Lauderdale Loyalist & Passport

• Co-ops

• Visit Lauderdale Market Update & Outlook

• Open Forum/Discussion

Meeting Agenda



INDIA MARKET 
OVERVIEW/RESEARCH





























Brand USA Sales Mission: India



Take aways - Travel is a lifestyle . . .

* Mainly FITs, Groups – families, multi-families up to 40 people
* Packages – East and West coast, plus MIA & MCO
* Knowledge of Port Everglades – cruising
* Activities – beach is  a top reason for traveling, shopping & culinary, plus 
interest in Casinos (separating us from MIA)
* Four- & Five-star hotels only
* Celebrations & Sports
* Air travel – significant increase in seat capacity in past 5 years – 146% since 
2019

• Air India has privatized (TaTa) 
• Non-stop SFO, JFK, EWR, ORD, IAD 
• Anticipation that Air India will soon serve MIA



TEAM UPDATES



DOMESTIC



•  Happily Ever After Travel (Mini FAM)

•  Virtuoso US Forum

•  Chicago Travel and Adventure Show

• My Mickey Vacation Homecoming       
Tradeshow

Domestic January – March
•  Cruise Planners STAR University

•  Texas Sales Mission

•  Dallas Travel and Adventure Show



• Cruise 360 Tradeshow 4/24 (sold out)

• ASTA South Florida Spring Affair 4/29 (sold out)

• Visit Florida Sales Mission 4/28 – 5/1 

• JetBlue Agent Trainings & FAM

• ASTA Annual Travel Advisor Conference 5/20 – 5/22 (sold out)

• Signature Travel Network Regional Event

• GTM FAMs* and Elite Conference 7/8 – 7/15

• Cruise Planners Luxury Forum 8/4 - 8/7

• Delta Vacations University 9/12 – 9/13*

* indicates Partner Opportunity 

Domestic – Upcoming FY2025



LATAM



•FITUR, Madrid, Spain

•ANATO, Bogota, Colombia

•AZUL – Curacao Flight Promotion

•Mexican Sales Mission
•CDMX with Pe-tra & Princess
•Guadalajara with Pe-tra & Princess
•Cancun with Price Travel

Latam: 
January - March



• Spanish Media FAMS April 

• Celebrity Cruise Mexico FAM April

• WTM LATAM Trade  Show, Brazil 4/11-4/18*

• Azul FAMS May & June*

• Visit USA Argentina Webinar 5/28*

• IPW

• Brand USA Argentina & Chile Sales Mission 8/17-8/22

• Brazilian Sales Mission 9/21- 9/26*

• REPS: FIT, Diversa, Azul Ta-On, Virtuoso, Visit USA Shows, etc.

       

* indicates Partner Opportunity 

Latam – Upcoming FY2025



EUROPE/ CANADA



• IITA, Salt Lake City, UT

•Toronto Outdoor Adventure Show

•Unique Luxury Show, Berlin

• ITB, Berlin

•Montreal Outdoor Adventure Show

EME / Canada January-March



EME/ Canada – Upcoming

• Virtuoso On Tours Toronto 4/16-4/17/25

• Canada Connect Brand USA Mission 4/28-5/2/25

• UK-Ireland Mission 5/19-5/23/25

• IPW Chicago 6/15-6/18/ 25 *

• Orlando Sales Mission July 25 *

• Air Canada-Europe Global T.O. FAM Lieb (4/7-4/10/25) *

• MSC Cruise FAM (4/8-4/9/25)

• Brand USA MEGA FAM (Italy and Swiss T.O.) (5/11-5/13/25) *

• Hablo Fort Lauderdale Ambassador FAM (9/8-9/11/25 Tent) *

* indicates Partner Opportunity 



LOYALIST & PASSPORT 
UPDATES



• Loyalists from over 50 unique countries!

• Top Countries continue from our key markets: 

USA, Canada, UK, Germany, Colombia, Peru 

and Brazil

• 36.330 Collateral Views

• 3,273 “Partner Handoffs”



Lauderdale Loyalist 
Passport

Sellers from: Toronto, 
Seattle, Australia, Sao 
Paulo, Columbus, Buenos 
Aires, Ontario, and more!



TRADE 
CO-OPS



INTERNATIONAL
• Hotelbeds
• Travel Industry Today
• Sunway (Ireland)
• Gold Medal 
• Mercados & Eventos
• Ladevi
• Visit Florida LATAM

DOMESTIC
• Pleasant Holidays
• Hopper  (Brazil too)
• AAA Northeast



VISIT LAUDERDALE 
MARKET UPDATE

































326K

EVENT ATTENDEES

PCT OF CONVENTION  
ROOM NIGHTS

50%
INCREMENTAL ROOM NIGHTS

EXPECTED IMPACT IN 2024

307K +20%

IPW 2026 Conservative Pro Forma

Sources: Rockport Analytics and GFLCVB

ATTENDEES

5500

ECONOMIC IMPACT

$393M

Impact in USD (Millions) 3 Year 1 Year
Food / Beverages $                   234.3 $                     78.1 
Lodging $                   379.9 $                   126.6 
Shopping $                   213.0 $                     71.0 
Recreation & Entertainment $                   172.1 $                     57.4 
Ground Transportation $                     83.5 $                     27.8 
Other Spending $                     36.3 $                     12.1 
Total $               1,119.0 $                   373.0 



Entering Uncertain Times
What does it look like?

How will we react?



Economic Slowdown Coming? . . . Unclear but Trending ↑
• What is a recession?:  2 quarters of negative economic growth (i.e., GDP contracts) US not in one
• What makes up GDP?:  Two-thirds of GDP: Consumer Spending (+Investment, Import/Export)
• What does the Fed do?: Balance inflation and unemployment via the price of money

• Flow of money tighter:  12-year highs: Credit Card default & Min Payments (Philadelphia Fed)
• Consumer confidence:  12-Yr low: The Conference Board Market Index for Feb ‘25
• Consumer sentiment:  Consumer sentiment Mar ’25:  -22% vs. Dec ’24 (Univ of Michigan)
• Leading indicators falling: Airline profit estimates/schedules: All revised down in Q1
• Uncertainty kills investment: Trade wars/tariffs have created uncertainty in market, pounded Wall St.

• What does the Fed say?: More inflation, lower growth, pre-tariff GDP ‘25 forecast down to +1.7%
• Will people stop traveling?: 35% of Americans say more travel in ‘25 vs ’24 (The Points Guy/Harris)
• Tourism Economics reset: End-of-’24 forecast +9% Intl, revised baseline -5% YoY (~13% drop)
• Goldman Sachs:  35% chance of recession prior to April 2nd tariff announcement
• JP Morgan   40% chance of recession pre-tariff escalation (March 31st)

Definitions

Meaningful Data Points

Drawing on Experts



What is Downside Scenario and is it the New Baseline?

A drop in demand for domestic air 
travel can be sign of a weakening 
economy. … (Delta CEO Ed) Bastian 
said he saw in February a “pretty 
significant shift in GDP sentiment” 
and in the “confidence signals that we 
monitor,” adding that “consumer 
spending started to stall.”- Forbes



Impact of Canada on Greater Fort Lauderdale
• Volume of Canadian Visitation:  3-5% of Visitation, 6-9% of Spend
• Stated Preference Data:  Leger Marketing Survey: ~60% will reduce visits
• Revealed Preference Data (CBP): Behavior at the Border: ~25% decline in Feb border X-ings
• Airline Booking Behavior (OAG):  Airline bookings Canada to U.S.→ -70% YoY
• Seasonality of Canadian Visitation: Winter is the dominant season for visitation
• Value of the Dollar:   Canadian Dollar struggling relative to US Dollar

• Application of Boeing Spill Model (k-factor = 0.35) 
• Natural Demand by Month: Nov 103%, Dec 104%, Jan 104%, Feb 112%, Mar 112%, Apr 105%
• Peak Canadian demand #s largely replaceable given aggressive seasonality of South Florida demand
• Canadian spend will impact averages when replaced by U.S. visitors (+ no off-peak backfill)

• How will it hurt? – WE WILL BE WORSE OFF, but seasonality helps hotels pad the economic blow
• Visitors should largely be replaced by spilled demand (although Canadian character will be sorely missed)
• Average visitor spend likely to decline and hurt bottom lines even at similar occupancies
• Average Length of Stay likely to decline and hurt hotel revenue performance/stability
• Aggressive reduction to International travel may only be replaced Feb/Mar with net loss Nov/Dec/Jan/Apr
• Ancillary Businesses (Restaurants, Attractions, Coffee Shops, etc.) may experience greater loss than hotels
• Every Off-Peak Canadian visitor choosing not to come likely to be pure net loss to the destination (May-Oct)



Impact of Overseas on Greater Fort Lauderdale
• Volume of International Visitation: 3-5% of Visitation, 6-9% of Spend
• Perception Impact Varies by Market: Tariffs and economic impact differ by country
• Travel Warnings and Restrictions:  Varied border restrictions and warnings
• Seasonality of Overseas Visitation: Year-round visitation including Summer

• Application of Boeing Spill Model (k-factor = 0.35) 
• Natural Demand by Month: Nov 103%, Dec 104%, Jan 104%, Feb 112%, Mar 112%, Apr 105%,  others <100%
• Overseas demand numbers are less replaceable than Canada given year-round visitor profile
• International spend will impact averages even when replaced by U.S. visitors (+ no off-peak backfill)

• How will it hurt? – Volume/spend cuts hurt, seasonality makes the economics worse
• European visitor’s seasonality will hurt extensively since they travel during off-peak periods as well (summer)
• Average visitor spend likely to decline and further hurt bottom lines swapping domestic for international
• Aggressive reduction to International travel may only be replaced Feb/Mar with net loss all other months
• Ancillary Businesses (Restaurants, Attractions, Coffee Shops, etc.) may experience similar loss to hotels

←Facing Tariffs & 
Travel Advisories



What Helps Us in Uncertain Times?
• Relationships built over time keep conversations going  
• Patience is required in times of uncertainty
• Building common ground based upon reliable data
• Maintaining close watch on facts and developments
• Updating forecasts frequently
• Communicating with Partners as new knowledge appears 
• Rigorous investment prioritization

• U.S.
• Canada
• Latin America (by Country – Brazil, Colombia, Argentina, etc.)
• Overseas (by Country – UK/Ireland, EU, etc.)
• New Markets (India, Asia, etc.)



Open Forum
Discussion 





Leisure Lauderdale
Reels, Photos, Sneak 

Peaks & More 
Interactions



SAVE THE DATE
Tuesday, July 22, 2025

9:30 a.m.
Virtual

Q UA R T E R LY  PA R T N E R  M E E T I N G
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