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LAUDERDALE LOYALIST PASSPORT = o

. Mehbile exclusive

. Instantly delivered via text and emai

- o apps to downlosd - g
. Save on the best of Visit Lauderdale!

FREE = ==

Get Your Pass! Learn More
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Registered:
Graduates:

Top Countries:

1.US—
2.Canada —
3. UK-
4.Brazil /Germany—

LAUDERDALE
LOYALIST

2022 TRAVEL WEEKLY

MAGELLAN
g, AWARDS
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Domestic April - June <= LAUDERDALE

EVERYONE UNDER THE SUN

*Cruise 360

*Travel Weekly Sunshine Ambassador
FAM

*ASTA South Florida Spring Affair

*AAA Auto Club Enterprise Training £

ASTA Travel Advisor Conference |

*Signature Regional Conference
(Chicago)

*Signature / Pleasant Holidays FAM

.....
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Domestic - Upcoming

GTM Pre & Post FAMs —7/16-7/18 & 7/21-7/23

GTM Elite —7/18 - 7/21

* Cruise Planners Luxury Forum 8/5 — 8/8

Royal Caribbean Trunk Show 9/10

Maine and New England ASTA Regional Events 10/15 - 10/18

**Partner opportunity to come soon**

AAA Travel Conference 10/24 - 10/28
 Cruise World 11/6-11/8

**Partner opportunity to come soon**




Canada / UK/ Europe April-June
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Virtuoso On Tour Montreal (April 4"-5th)

IPW LA, Partner Event in LA (May 4tk7th)
LIEB PR/ Media FAM (May12th-15t)
DERTOUR FAM (May 16 -19t)

Brand USA Canada Mission (June 8-7t") 1 |
Travel Marketplace, Toronto (June 2%-26t) 3{ {
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travel .

market plac

Upcoming Canada / UK/ Europe ME%

VisitThelUSA.com

,.1%

WESTJET

Brand USA

 Orlando Sales Mission (July 15-17)

* Virtuoso Canadian Training Webinar, August 28

AIR CANADA
- Scandinavia/ Air Canada FAM (September 2-5)

- Travel Market Place, Calgary (September 910)

* Ignite UK FAM (September 2126)

« Hablo UK/ Ireland FAM (September 24-27)

« Brand USA UK/ Ireland Mega FAM(September 2728)
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Lieb Activities April-June

Media, PR and Trade

Feedback: i i - ¥ “
Bianca Radunz, Product Specialist DERTOUR. “...we are all back in Germany again....Paul &‘rx |
llona, thank you again for such a fantastic time in Fort Lauderdale. We are physically back in S

Germany, but our minds are still there with you.”

TRAUM-ZIELE

Beste SUP-

Canada H t t
- Participation in agency-PR-Roadshow: Munich, Berlin, Hambi § Ospo S
170 Media participants ,

« DERTOUR Trade FAM in May, 14 qualified Travel Agents
« CANUSA campaign with the Florida Keys and Air Canada: 2

month campaign

* Online Promotion 2 million impressions

» Social Media Promotion 73K Facebook, 11.7K followers

Instagram, 200K ad interests on Pinterest

« Print and Mini Newsletter 60K targeted readers

G:ANUSA Vozer Traude

P awr Reire
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Outlook in the German-speaking market

/lona, Roja and Ralf

Press releases, pitches and media liaison (What's New, VUSA articles)
Identify opportunities for individual press trips (media and influencer)
FVW Media podcast recording, 30-minute program 1.5 million recipients
Participation in UNIQUE travel show, Sept. in Mallorca

Florida Partner Showcase with Travelzoo, campaign directed at tour

operators, travel agents and end consumers in Germany



IPW 2024 Los Angeles May 3rd-7th

* FLORIG

Visit Lauderdale Press Conference announcing IPW 2026 in
Fort Lauderdale

13 Partners and 20 Visit Lauderdale and Convention Center
Staff attended.

160+ Trade & 50+ Media/ Marketing appointments over 3-

LATATEE

day period
Chicago IPW 2025 June 14th-18t

* Increased development of our booth presence and partner /j

involvement.

VISIT

 Partner participation and involvement details coming soon < LAUDERDALE
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< LAUDERDALE LATAM April - June
*ARGENTINA:

* Florida Day — Delfos Turismo & Swan Turismo
* Visit USA Workshop

*BRAZIL:

* WTM LATAM

* VL Sales Mission (Belo Horizonte & Recife)
* VF Sales Mission (Sao Paulo & Curitiba)

* Virtuoso Connect Sao Paulo

* PRGE FAM

*COLOMBIA:

* In Person Trainings: Atrapolo, Aviatur Cali, Price ‘ : B e\ S e | A — M
Travel Cali ' TOMARET R e B T | e s N S i) S

Webinars with: Viajes Armenia

VL Sales Mission (Medellin, Bucaramanga & Bogota)
Visit USA Events

VF FAM

*PERU / ECUADOR:

* VF FAM
* Visit USA Webinar
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LATAM A P ril - June = T — .o

VISIT e - i
antes Vdespllés de navegar en crucero Descubre Maravillas Inexploradas
LAUDERDALE S.u.m R pR— e~ ~4 ; Mas Allé de las Olas
et GLSTRONOMIA -:wl pric

4 dias y 3 noches

VUELO+HOTEL

* Co-Ops & Media
* Price Media, COL y
e Visual Turismo, BR
* Orinter, BR
* Viajes El Corte Ingles, COL
* Hotel Beds
* Price Media, MX — Brand USA
« ABC Mundial - ARG, COL
* Mundo Turistico — LATAM > _ a
e Ladevi/ Panrotas - LATAM == === VUELO+HOTEL

Destino dos Sonhos : DeSde &

FORT LAUDERDALE $1.418.00

desayuno incluido

¥ ATRAPALO

Descubra experiéncias inesqueciveis em um paraiso tropical!

* Precio por persona en acomodacién doble. Fecha de viaje: 16 a 19 de julio 2024. Todos Ic acios y ofertas
ia sin previo aviso. R

XELIJ-IIE.) E R DA LE publ\cudﬂsz?gn sujetas a disponibilidad, cambios y vigenia sin previo avi
—

EVERYONE UNDER THE SUN
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LATAM - Upcoming

FAMS

* Spirit — Colombia: 8/19-8/23

Caribbean — South American FAM w/ Spirit: 9/16-9/19

Interep Brazilian LUX FAM: 11/1-11/4

Celebrity Cruises Mexico FAMS: 11/7-11/9 & 11/15-11/17

Central America & South American FAM w/Spirit—11/22-11/25

TRAVEL

* FITUR: Argentina 9/27-10/1

« NEW MARKETS: Spain & Portugal Sales Mission 10/21-10/25
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APRIL/2024

LATAM Macro Data Resume

Argentina

Brazil Chile Colombia México Peru

Unemployment rate

Basic interest rate
Inflation (LTM -Sep*)

SLTH - Las= Twaelse Momhs

Good to Know!

5,70%
40,00%
289 40%

7,90% 8,500 11,30% 2, 70% 71.70%
10,50% 6,500 11,75% 11,00% 5,75%
3,69% 4, 00% 7,16% 4.65% 2,11%

Current Population: 203 million
Brazil represents the largest source of LATAM visitors to USA
5 Regions with 26 states & one Federal District

FLL has direct flights from 5 major cities:
* Belo Horizonte, Belem, Campinas, Manaus, Recife

Connecting Flights from 5 more cities:

* Sao Paulo, Rio de Janeiro, Brasilia, Florianopilis and Porto
Alegre (suspended until December)



Trade Updates ‘i I|| j"*l’f n'

Brazil: 2023 operating air capacity —top 10 arrival airports Brand USA

% of 2023 Seat Capacity

Source: Sabre, November 2023




Air connectivity between Brazil and the
USA

u.s. FLIGHTS/ U.5. FLIGHTS/

AIRLINES DESTINATION WEEK ATRLINES DESTINATION WEEK

Atlanta Chicago
Mew York Newark
Atlanta AIRLIMES b5 Houston

Washington
Houston

ADELTA

Fort Lauderdale
Orlando

Fort Lauderdale Miami
Fort Lauderdale Orlando
Fort Lauderdale Miami
Orlando

San Francisco
Las Vegas
Los Angeles

Miami
Orlando
Mew York Denver
Miami Chicago
Boston D.C.
Los Angeles Atlanta

New York 206

“Lhroug® Fanasa

Lo |'_‘IEI.FI.'F|| § ]
STETLT N o g Boston

Tampa
S % MNew York
.|'|l:|:|_ll.1.;|r: ‘ Dallas ﬂrlandu
Miami Fort Lauderdale
New York Miami
Miami Baltimore

Austi :
pnbal Current weekly fights: 162+

MNo new routes were announced for 2024




 The World Travel & Tourism Council (WTTC)
revealed, through its Annual Economic Impact
Report:

* Brazil’s GDP for Tourism Sector will surpass pre-
pandemic levels, generating $145.7 billion for the
national economy, 5% above 2019. There has been
a slight slow down due to global scenario & tragic
floods in the South.

e Brazilians were the fourth largest nationality
classified as overseas arrivals (long distance) after
UK, Germany and India (excluding Canada and
Mexico.)




Good to Know! o' st mprsions o v 5

Diverse Sophisticated Creative Down-to-earth Energetic

Brazil’s GDP (S2 trillion) is almost 3.5x
larger than Argentina, 6x larger than Chile
and 8x larger than Peru.

Brazil represents the largest source of
LATAM visitors to USA

Expected Household Travel Spending Expected Travel Party Size
for Next Intercontinental Trip of Next Intercontinental Trip

Less than $2,499 i 139% iiii 9%
b o
b o

$2,500-%4,999
$5.000-57.499
$7.500-%9,999

510,000+

Tourism spending in U.S. (2023) is $6 billion




OVERSEAS VISITATION & MARKET SHARE

180 K
160 K
140 K
120 K
100 K
80 K
60 K
40 K
20K

0K

Brazilian Visitation to FL: Monthly

165 K

92 K

46 K 45K 45K

52 K

48K

142 K

Jan Feb Mar Apr

““FLORIDA

May
—2019

Jun Jul Aug
e 2022 e 2023

Sep

Oct

Nov

Dec

Source: VISIT FLORIDA

-~ ~

N\

e High Season for Brazilian trips to the US: \

July, December, January and February

* |Important Holidays for quick trips:
* Week of October 12t

e Carnival (February or March) and Holy
Week/ Easter

 US Commercial Service

* 57% of Brazilian Travelers visit 3 cities
* 25% visit 4 or more cities

* 12% visit 1 city

* 6% undecided.



Trade Updates

Brazil: Importance of destination considerations

Variety of leisure attractions | 306
The price of the overall trip | IE—| S— e G 2%
Cultural offerings at the destination |GGG - 0%

Ease of travel to destination  INEEGEGEGEG__E—_—— G726

Activities available in the destination I 22
Matural features/landscapes in the... INEGITITIGEGEGEGEGEREREEEEEEEEEEEEN 726
Quality of beaches GGG G
Reputation/popularity as a travel... INNIEINGEGEGEGENEEEEEEEEEEEN 141%

Opportunity to explore lesser-known... NGNS 20
Local experiences that are otherwize... INIEININIEIDITEN o

0% 10% 20% 30% 40% 0% 0%

E When you choose to visit a gestination tor an international overnight leisure trip, which of the following are most important’?
Base: All respondents, MN=1010
source: Brand LUSA Market Intelligence Survay, September 20025

7056

USA

VigitThelSA.com

Brand USA




Good to Know!

* According to research by NTTO,
Brazilians spent an average of 19
days in the USA last year, 74%
stayed in hotels & 35% in rental
homes.

* The average age of Brazilians who
visited the YSA was 42.5 years for
men and 43.2 for women.

* They spent an average of $4,000

per person on the land package and

S1,100 on the air.

Q19¢./Q19d./Q19e. Detailed Expenditures in the United States - per Visitor / Trip

Total in USA £2.198

. B107 (4,9%)
R < s

Accommodations / Lodging
Additional Air Transportation

Entertainment & Recreation

Food & Beverage 5391 (17.8%)
Ground Transportation - 5138 (6,3%)
Shopping [/ Gifts 5541 (24.6%)
Medical Services £3 (0.1%)

Other Spending $42 (1,9%)

U.5.A, Airport I £28 (1.3%)

Among the activities carried out in the United States:

* 87.2% made purchases

« J6.7% went on tours

» 50% visited theme parks

o And 33.6% visited monuments and natural parks.

» (Other activities highlighted show that 14 2% attended concerts or musicals and
16.7% went to sporting events. And 20% invested in good dinners and lunches.



Top Leisure Activities Engaged

Shopping

Sightseaing
Amusement/Theme Parks
Mational Parks/Monuments
Art Gallenes/Museums
Historical Locations

Small Towns/Countryside
Experience Fine Dining
Concert/Play/Musical

Main Purpose of Trip

Vacation/Holiday 65.5%

sporting Event \Visit Friends/Relatives |  20.1%
Mightclubbing/Dancing _ :

Cultural/Ethnic Heritage Sights BLUsSIness™ 7. 1%
Guided Tour(s) ]

Casino/Gamble Convention f Co nfe... 3.29%
Camping/Hiking : ] .

Water Sports Education 2.8%
Environmental/Eco. Excursions . .
Golfing/Tennis o |'-'IE'r 0%
American Indian Communities

Snow Sports H E'Elt |_| Treatment 0.5%

Hunting/Fishing

Other Religion/Filgrimage 0.1%
Total 100.0%

e =T " O ™ N ¥ ¥




Destination Decision and Air Booking Windows for Next Intercontinental Trip

DESTINATION DECISION AlR BOOKIMNG

| didfweill not 1 day or less/did not

decide in advance decide in advance

1 day oF less
Z to b days

110 2 wWeeks

3 to 4 weeks
1o 2 months
3 to 5 months

o to 12 months

HMore than one yaar

2 to & days

1 ta 2 weeks

2 to 4 weeks
1 to 2 months

3 to 5 months

6 to 12 months

More than one year
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P wwavoestanons  Travel Trends Among. s

FOR BRAZILIAN TRAVELLERS

Brazilian Travelers \

=i

e National Parks & small cities

 2: ORLANDO l
e Luxury Travel (including quiet luxur
Bl PORUEAL y ( 54 V)
* Sports
4:. 1.1 N
* Celebrations, concerts & special events
5 RARIS
* Pop Culture
6: NEW YORK
 Well-Being
gL ROPE
* Instagrammable places
8: FRANCE
| * Cruises
- 9: CANADA

e Food & Wine

VLo

e Shopping (no matter where in the US, always include
shopping experiences.)

.....



“Searches from internauts from Brazil had the web’s
greatest increase between February 2023, and January
2024. The country occupies the 7th place in the list of
countries that most carry out searches — The United States

) [] ”
heads this ran klng. Brazilian Overview Monthly Report, Panrotas - March 2024

Top Destination Searches in Google
1. Orlando

2. Buenos Aires
3. USA

4. Cancun

5. Paris

-~ ~

Booking Trends

CVC Corp

(Largest distribution companies in Brazil)

Main brands:

CVC Viagens, Trend Viagens, Rextur Advance, Visual Turismo, Experimento

Over 1,000 store fronts in Brazil.

Top USA Destinations:

1. Orlando
2. Miami
3. New York

4. California

YTD over 4,300 passengers to GFL (more than 2019.)

N\



Social Media Channels

00006000000

82% 84% 73% 35% 33% 49% 34% 15% 11% 3% 2%

* Brazilian travelers are known for their active and extensive use of
social media platforms. Social media has become an integral part of
Brazilian society, influencing various aspects of life, including
communication, entertainment, business, and politics.




Visit Lauderdalé Brazil s
Actions \

: VISIT P
= LAUDERDALE '
: * Tour Operator Trainings:
* Diversa
| = Laly ave
g 9 -
£ e - z * Abreu
‘ " | N | W N * Orinter
!} '_;_ ' 1J:JE-ILJ _% : then.c..
| y o 20 | k- * Trade Shows:
o 4 SNSRI B e 1 World Travel Market
j : L S L .| - Lol =]

wal T"EAREN T e Virtuoso
e =i et 14  Azul Ta On

- T
o
=y 3 b

— = IR NN S  Sales Missions:
e Visit Lauderdale: Belo Horizonte & Recife
e Visit Florida: Sao Paulo & Curitiba




Brazilian FAMS ~

* Three Completed

e e * (Azul / Disney Cruise Lines x2)

HYATT PLACE )
FORT LAUDERDALE * PRGE (Receptlve)
CRUISE PORT &
CONVENTION CENTER

* Three Incoming

* Interep (Luxury, was for September. Now moved to November.)
e CVC Corp (was for June and now TBA)
* Diversa Turismo (pre-cruise TBA / November)

Testimonial:

“All our team in Personal RGE Tours would like to extend our gratitude for the support and
attention you provided during our recent stay in Fort Lauderdale for our FAM Tour. Your
contribution was essential for our travel agents to have an enriching and memorable experience
that they loved and enjoyed a lot!

The quality and hospitality of the hotels were outstanding, providing our agents the comfort that
overcame with all our clients could expect. The time we spent together were not only informative
but also immersive, allowing our agents to have a complete experiment, including the Brightline
train that most of them have never experienced (including me!).

Our agents returned to Brazil, Portugal and Spain with a wealth of knowledge that will enhance a
lot their ability to promote the destination to their clients. The positive feedback and enthusiasm
shared by them are a proof to the exceptional services and experiences you provided.

No words can express how grateful we are for your partnership and support!!! Your willingness to
always collaborate with Personal RGE Tours is super valued, and we look forward to continuing
our successful relationship and increasing sales in the very near future.

Thank you once again and please share this special thanks to everyone in your team and partners
who made this trip a HUGE success!”
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Hotel Metri€s

= LAUDERDALE

EVERYOME UmDED THE SUM

April 2024

OCCUPANCY

May 2024

AVERAGE AVERAGE
DAILY RATE DAILY RATE

520222 [ PPN ST7401

6% below 2023 4% above 2023 1% below 2023

June 2024

OCCUPANCY AVERAGE

DAILY RATE

m $151.00

0.4% above 2023 2% below 2023

OCCUPANCY

2% below 2023

5% below 2022 5% below 2022 1% above 2022 4% below 2022 3% above 2022 1% below 2022
REVENUE PER REVENUE PER REVENUE PER
SUPPLY
SUPPLY AVAILABLE ROOM SUPPLY AVAILABLE ROOM AVAILABLE ROOM
0
s 191.82 e $123.32 e $103.85
above 2023 = above 2023 u above 2023 =
-
— 0 2% below 2023
== ‘Iﬁlu 7% below 2023 - - U_4ﬂ/n 3% above 2023 'I ju % :w i
o ﬁ R oo 9% below 2022 s P 3% below 2022 — ST above
g DEMAND HOTEL REVENUE DEMAND HOTEL REVENUE F_._q_.."" DEMAND HOTEL REVENUE + .
- 0 0 0 0 0 0 o
0.3% 6% 6% 2% 2% 0.9%
& below 2023 below 2023 above 2019 above 2023 above 2023 above 2023
-
-8 0 0 0 0 0 0
- 4% 9% 1% 3% 3% 2% :
e below 2022 below 2022 above 2022 below 2022 below 2022 above 2022 .
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Hotel Metrics

2024 Year-to-Date
January 1 - July 6

FHITEL
REVENUE

OCCUPANCY AVERAGE

DAILY RATE

$203.28 19 s

v/
1% above 2023 3% below 2023 7 0 above 2022
1% above 2022 4% above 2022

REVENUE PER

DEMAND AVAILABLE ROOM NEW SUPPLY
& 0
3 20/0 above 2023 S‘I 5 4 ‘I 4 1 /u above 2023
0 0
g 3 / 0 above 2022 3% below 2023 1 / 0 above 2022
. 6% above 2022
e *2 hotels (157 rooms)
3 In pipeline for 2024

gce: STR, LLC
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Comparison of Segmentation Mix =~ LAUDERDALE

2022 vs. 2023 vs. 2024 (Apr-May)

=

$196.43 £195.94

2023 2023 2024 2022 2023

Occupancy ADR Demand

W fransient = Group m Contract

‘E: F. -._-"__:.'._ g I.':.I:-. :

,ﬁ‘ ‘1‘ -




Hotel Forecast vs Performance

Jan-Jun

e Occ  7aT%  761% 2%
gt iy BRI ADR S 207.54 $204.98  -1%

RevPAR S 155.11 $156.13 0.4%

Forecast Actual %Difference

CY 2023 Forecast

as released Feb 2023
Occ ADR RevPAR
74.3% $191.41 S 144.05

+ Source: STR, LLC
i o0uice: STR, LILC,



Hotel KPIl Forecast %;-‘-“KLSLIJBERDALE

EVERYGHE UNMDER THE SUM
Occupancy Forecast
—_—0cc24-Act — 0Occ24-Fcst — Occ 25-Fost
RevPAR Forecast 08
0.7
= RevPAR 24 -Act = RevPAR 24-Fcst —— RevPAR2S5 - Fcst
200
0.6
e January March May July September November
February April June August October December
160
ADR Forecast
140
—_— ADR 24 - Act = ADR24-Fcst —— ADR25-Fcst
120
250
100
200
80
January March May July September November 150
February April June August October December
100
January March May July September  November
February April June August October December

Data sources: GFLCVB, STR, LLC., USTA, CERE
Last updated: February, 2024



Competitive Set Per

% A Occ '23-'24 % A ADR '23-'24
10.0% 20.0%

30.0%

20.0%

10.0%

0.0%

-10.0%

-20.0%

-30.0%

Lauderdale Miami e N APl 25 Orlando

s | U 30 e BiaMN ms W aplies -Orlando

e P3| M Ba Ch = Tampa = Florida s P2l ) B Ch === Tampa = Florida

==u

B e
-

'S
=

T
..I""--‘I .

5 A
e

% A RevPAR '23-'24

i e
| ¥R
P I [,1 =, MR

40.0%
30.0%
20.0%
10.0%

0.0%

-10.0%

-20.0%
-30.0%

Lauderdale

Miami e N p 5 : -Orlando

Florida

e P3| Beach Tampa




Total Rooms in Pipeline

10,015

Number of Properties

63

TR FEFEFEERFEAEREREERRRRERNARNE YRR EFERE R R R EED

2024 Total Rooms

142

2025 Total Rooms

1,296

2026 Total Rooms

3,370

2027 Total Rooms

3,838

Opening Date TBD Total Rooms

459

10.
11.
12,
13.
14.
15.
16.
17.
18.
19.

20.

Opening
Date -

Jul 2024
Aug 2024
Mar 2025
Mar 2025
Oct 2025
Nov 2025
Dec 2025
Jan 2026
Jan 2026
Feb 2026
Mar 2026
Mar 2026
Mar 2026
Apr 2026
Apr 2026
Apr 2026
May 2026
Jun 2026
Jun 2026

Jun 2026

Visit Lauderdale Hotel Pipeline Report

Hotel

Tucker at Palm Trace Landings Fort Lauderdale

Tru by Rilton Miramar

Auberge Resorts Collection Shell Bay Club and Resort
Home? Suites by Hilton Weston Fort Lauderdale

Omni Fort Lauderdale Hotel

The Whitfield Las Olas Hotel & Spa

Nautica Residences and Hotel

Dania Beach City Center- Hotel

Hampton Inn by Hifton FL. Lauderdale Alrport North Dixie Hwy
Home?2 Suites by Hilton Plantation Ft. Lauderdale West
Bayshore Hotel

Comfort Suites Ft. Lauderdale

Courtyard by Marriott Hollywood

Homewood Suites by Hilton Ft. Lauderdale Beach North
Ocean Park Hotel and Residences

Residence Inn by Marriott Fort Lauderdale Beach
Unnamed Hotel at Falls at Gulfstream

Holiday Inn Fort Lauderdale Airport-Cruise

Microtel Inn & Suites Fort Lauderdale

Trademark by Wyndham Fort Lauderdale

Address

6300 Palm Trace Landings Dr
14577 SW 27th Way
Shell Bay

SWQ k75

1950 Eisenhower Bivd
1007 E Las Olas Bivd
400 SW 3rd Ave

100 W Dania Beach Bivd
1851 S Federal Hwy
7676 Peters Rd

3016 Bayshore Dr

720 NW 4th Ave

1926 Tyler St

3001 N Ocean Bivd

2884 E Sunrise Blvd

SEQ E Las Olas Blvd and Seabreeze ...

900 S Faderal Hwy
2100 5 Federal Hwy

2005 S Federal Hwy

NE 36th Street & N Ocean Bivd Blvd

City

Davie

Miramar
Hallandale Beach
Weston

Fort Lauderdale
Fort Lauderdale
Fort Lauderdale
Dania Beach
Fort Lauderdale
Plantation

Fort Lauderdale
Fort Lauderdale
Hollywood

Fort Lauderdale
Fort Lauderdale
Fort Lauderdale
Hallandale Beach
Fort Lauderdale
Fort Lauderdale

Fort Lauderdale

VISIT

Status

In Construction
In Construction
Final Planning
In Construction
In Construction
in Construction
Final Planning
Final Planning
Final Planning
Final Planning
Deferred

Final Planning
Final Planning
Final Planning
Final Planning
Final Planning
Defarred
Deferred
Flanning

Planning
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150
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168
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140
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Data source: STR, LLC. and industry media releases

Last updated: July 1, 2024



FLL Passenger Volume
Monthly YoY in Millions
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MIA Passenger Volume

International and Total Monthly YoY (in Millions)
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5 Source: Miami International Airport
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Fantastic 5 Takeaways

First:
The 5 W's

Fantastic Five
Takeaway #1

Fantastic Five
Takeaway #2

Fantastic Five
Takeaway #3

Fantastic Five
Takeaway #4

Fantastic Five
Takeaway #5

Who: Colombian Travel Trade & Media

What: Visit Lauderdale Global Trade Colombian Sales Mission

When: June 17" =217, 2024

Where: Medellin, Bucaramanga & Bogota, Colombia

Wihy: Face toface trainings for travel advisors, tour operators & media

1. In Wedellin, we had several in office visits with clients who were very receptive to
learming more about GFL. Ticketland is an operator with offices in Orlando and Medellin,
they also book through PRGE Rereptive (with whom we just had a FAN] and they would
like to set up another RAN for their Orlando Product Team and our Colombian Rep will
foll owr up with avirtual training for Colombian agents.

2. The event in Medellin was surressful thanks to our tour operator partner, Aviatur,
Aviatur sells GFL frequenthy and all agentsthat participated in curtraining were very
engaged and ready to boolk GFL. Aviatur has over 3,000 employees and 100 offices in the
country. Medellin is a strong market for them.

3. In Barrannguilla, there are direct flights to FLL through Spirit Airlines. The CTO in
Barranguilla, JIREH TRAVEL, is very active with the loral community of agents and they
also represent SIXT Rental Car in that area and sell packages through their terminals out of
Port Bverglades and FLL.

4. Vigjes Over Turisme, in Barrangquilla, has several operations booking GFL including
WICE, Golf Lusury and Vacation Paclages. Wewill be following up with them to invite
them on a FAN for MICE and doing a virtual training for their corporate travel. Our visit to
their offices was surressful and they also sent their G to our lunch training.

5. Bogota rontinues to have alarge amount of travel agents and wholesalers ready to
hook trips to Florida, Many of these agents stll need lots of training as many do not hawve
visas to travel themselvesto the UsAso they rely on these in parsen and virtual trainings.
Itis imperative that we have a representative in Colombia that is readily able to meet and
train with these agents and wholesalers so that we can continue to capture our fair share
and more of the Colombian market,

Coming

Soon'!
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Tourism Partnership
Summit

5 Sessions
-

o

2 Panels
2

1 Goal
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