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Highlights

Out-of-state visitor spending reached $108.8 billion in 2015,
growing 3.9%.

1.4 million jobs, with associated income of $50.7 billion, were
supported by visitors in 2015.

These jobs represent 17.3% of total nonfarm employment in
2015; 1-in-6 nonfarm jobs in Florida is supported by out-of-state
visitor spending.

Including indirect and induced impacts, out-of-state tourism in
Florida generated $11.3 billion in state and local taxes and
$13.0 billion in Federal taxes last year.

In the absence of the state and local taxes generated by
tourism, each Florida household would need to pay $1,535 to
maintain the current level of government services.
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Out-of-State Visitor Spending Results
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Continued growth in out-of-state visitor spending

® (Qut-of-state visitor

spending in Florida . .
Visitor Spending

reached $108.8 $ Billions
G 120.0 T
billion in 2015. ’
$110.0 + $108.8
.. . $104.7
® Visitor spending $100.0 | $98.5
increased by $4.1 591.5
- $90.0 + $87.4
billion.
$80.0 + $787
® Growth has $70.0 - I
averaged 6.7% per $60.0 , , , , ,
annum in the past 5 2010 2011 2012 2013 2014 2015
years.

Note: This study reports the visitor spending and associated
economic impacts for out-of-state visitors to Florida. All spending
and impacts stated in this report occur within the state.
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Out-of-state visitor spending by sector

Out-of-State Visitor Spending

(US$ Million)

Lodging $19,653 $21,801 $24,633 $26,817 $27,824 $30,819 10.8%
Transp w/in destination $10,784 $12,237 $12,581 $13,200 $13,916 $13,465 -3.2%
Food & Beverages $16,422 $17,976 $18,132 $19,453 $21,230 $22,168 4.4%
Retail $10,582 $11,853 $14,330 $15,167 $16,475 $15,805 -4.1%
Recreation $14,255 $15,352 $13,062 $14,252 $14,900 $15,524 4.2%
Air $7,022 $8,201 $8,747 $9,632 $10,357 $11,052 6.7%
Visitor Spending $78,719 $87,421 $91,484 $98,521 $104,702 $108,832 3.9%

% Change 11.1% 4.6% 71.7% 6.3% 3.9%

® More overnight stays along with higher room rates pushed lodging
spending up 10.8% in 2015.

® Gasoline prices dropped in 2015, capping overall spending growth
while freeing up money for spending in areas like recreation and
restaurants.
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Visitor spending shares

Out-of-State Visitor Spending

Retail
14.5% N Recreation
ol 14.3%

Food &
Beverages
20.4%

Transp w/in
destination
12.4%

Lodging
28.3%

® [ odging captured 28.3% of
out-of-state visitor spending
in 2015.

Food & beverage spending
followed, comprising 20.4%
of visitor spending.

14.3 cents of every visitor
dollar was spent on
recreational activities in
2015.
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Visitor spending by industry

® \V/isitor spending in
Florida has increased an

Florida's Out-of-State Visitor Spending average of 6.7% each
gy vear, Billions of $ year over the past five
.$120.0 -
years.
'$100.0 - -
® [ odging sales increased
s00 | 3181 ging sales |
- by $3.0 billion in 2015,
56001 w §22.2 representing 70% of
$40.0 - visitor spending growth.
$20.0 1 Spending on food &
$0.0 - beverages grew $938
2012 2013 2014 2015 HTF .
B | odging W Transp w/in destination ™ Food & Beverages m|”|0n IN 201 5
H Retail = Air = Recreation
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Visitor spending by industry

Florida's Out-of-State Visitor Spending

by Year, Share of Total
100% 1

90% -
80% -
70% -
60% -
50% - 19.8% 19.7%
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20%
10%

0%

2012 2013
| odaina ® Transp w/in destination

20.3% 20.4%

2014 2015
Food/bev ®m Retail ® Recreation ® Air

The share of the
visitor dollar spent
on lodging and food
& beverages has
increased over the
past three years.

Visitor’'s allocation
of spending to
lodging has
expanded to 28.3%
in 2015 from 26.9%
in 2012.
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Visitor spending by travel sector

® Qut-of-state business
travelers spent $17.4

Visitor Spending in 2015

(US$ billion)

billion in Florida in 2015.

Business $17.4 Domestic $83.1
|nternationa| ViSitorS Leisure $91.5 Overseas $21.4
. . , Canada $4.3
InCIUdlng overseas and Total $108.8 Total $108.8
Canadian travelers, . share
Spent $257 bl”IOn in Busir.1ess 16.0% Domestic 76.4%

] ] Leisure 84.0% Overseas 19.6%
Florida in 2015, down Canada 4.0%
from 2014, as the . Gowth

.. Business 8.6% Domestic 7.6%
appreCIatlon Of the Leisure 3.1% Overseas -4.0%
dollar affected spending Canada -16.2%

power.
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Visitor spending by travel sector

10

Leisure travel
spending accounts
for 84.0 cents of
every out-of-state
visitor dollar spent.

In total,
iInternational visitor
spending
represents 23.6%
of all out-of-state
visitor spending,
down from 26.2% in
2014.

1

Percentage distribution
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Purpose

Overseas
19.6%

Domestic
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Market
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Visitor spending by travel sector

11

In 2013 and
2014, growth in
overseas and
Canadian

spending led out-

of-state visitor

spending growth.

In 2015,
domestic out-of-
state visitor
spending growth
accounted for all
spending gains.
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Florida's Out-of-State Visitor Spending
by Year, Billions of $

$120

2012 2013 2014 2015
B Overseas Canada
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How visitor spending generates impact

« Travelers create direct economic value within a discrete group of sectors (e.g. recreation,
transportation). This supports a relative proportion of jobs, wages, taxes, and GDP within
each sector.

« Each directly affected sector also purchases goods and services as inputs (e.g. food
wholesalers, utilities) into production. These impacts are called indirect impacts.

= Lastly, the induced impact is

( Sector | Impact | Effect W genera’Fed when employees
N whose incomes are
( Transpaietits Production generated either directly or
Entera indirectly by tourism, spend
o those incomes in the local
- Direct 1
. Recreation economy
1 Indir '
ppending Retalil iy :
- Induced | pages = Tables and charts referring to
Food & Bt “tourism” reflect the impact of
out-of-state visitor spending.
: Taxes
tAccommodanns
o
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Visitor spending impacts

® Including indirect and induced business sales, out-of-state visitor spending
generated $183.5 billion in business sales in 2015.

Tourism Sales
(US$ Million)

Finance, Insurance and Real Estate 14,000.0 9,413.0 11,199.4 34,6124
Food & Beverage 22,167.5 720.8 2,459.0 25,3474
Retail Trade 15,804.5 1,289.1 2,453.5 19,547 .1
Business Services 3,754.4 9,935.1 3,8414 17,530.9
Lodging 16,819.5 701 75.8 16,965.3
Recreation and Entertainment 14,2824 795.3 7761 15,853.9
Air Transport 11,051.6 196.6 276.2 11,5243
Gasoline Stations 7,405.7 64.6 125.6 7,595.9
Other Transport 2,693.0 3,196.5 871.3 6,760.9
Education and Health Care - 61.4 5,945.1 6,006.5
Communications - 2,568.4 2,328.7 4,897.1
Construction and Utilities - 3,336.5 1,515.1 4,851.6
Wholesale Trade - 1,656.4 1,799.3 3,455.7
Personal Services 853.8 857.8 1,624.4 3,336.1
Manufacturing - 1,787.3 1,372.9 3,160.2
Government - 950.3 575.1 1,525.5
Agriculture, Fishing, Mining - 277.6 2381 515.8
TOTAL 108,832.5 37176.9 374771 183,486.5
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Visitor spending impacts

® All business

sectors of the Tourism Sales by Industry  [i%feandpoense | e
Florlda economy $ million gus.. %ervici_es:SBtu?_iness Services
. 40,000 7 O’?hsérTarz(r:slg:eOtﬁé?pl'sransportation
beneflt from Significant indirect Manu.: Manufacturing
. . 35,000 - benefits giﬁ‘r":‘% S;rr\;{:r?g;%:al Services
tourism activity + Communica
. 30,000 -
directly and/or
indirect] 250001 " incuced
y- 20,000 - 0 Indirect
15,000 - — Direct
® Sectors that serve 10000 B " birec
the tourism 5’000 _
L] ) 7 -
industry, such as o | [ I s =
business services b 3 3 2 5 5 8 & 6 £ 6
- Qi b = = 8 § @2 S § 5 9
(e.g.: advertising, - 5 8 © ¢ = 8 38 &2
‘© wn -l 8 lc_E 5 5e) »
. . . A i (NN c
building services), ks ; T L £ 5

gain as suppliers to
a dynamic industry.

Note: Direct sales include cost of goods sold for retail

FIRE = finance, insurance and real estate
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Tourism employment surging (direct)

Direct Tourism Employment

Tourism Employment
Percent Change

697,396

705,016
1.1%

734,694
4.2%

762,496
3.8%

787,842
3.3%

820,353
4.1%

852,495
3.9%

® Direct tourism employment
are those jobs that interact

directly with out-of-state

visitors.

® Direct tourism employment
grew 3.9% and added
32,142 employees in 2015.
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Tourism employment growth

Out-of-state tourism employment driving growth
growth rate

5.0%
4.0%
3.0%
2.0%
1.0%
0.0%
-1.0%

-2.0%

Source: BEA, Tourism Economics
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2010 2011
Florida Economy

2012 2013 2014 2015
® Out-of-state tourism employment

® And not only is the out-of-state tourism employment industry large, it
has consistently grown faster than the state economy, driving Florida’s
employment growth.

17
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Tourism impact on employment (total)

Tourism Employment

Food & Beverage 322,751 13,406 39,398 375,556
Recreation and Entertainment 180,317 11,388 8,862 200,567
Lodging 152,996 626 689 154,311
Business Services 15,267 91,851 37,260 144,378
Retail Trade 91,971 16,016 29,939 137,927
Finance, Insurance and Real Estate - 56,576 41,915 98,490
Personal Services 27,614 9,646 25,652 62,913
Education and Health Care - 1,286 61,596 62,882
Other Transport 20,346 25,072 6,888 52,306
Air Transport 29,828 531 745 31,104
Construction and Utilities - 11,326 4,108 15,433
Wholesale Trade - 6,852 7,443 14,295
Gasoline Stations 11,403 857 1,668 13,928
Communications - 6,596 4,831 11,427
Manufacturing - 5,637 3,262 8,898
Government - 6,079 2,637 8,717
Agriculture, Fishing, Mining - 1,948 1,939 3,886
TOTAL 852,495 265,694 278,830 1,397,018

® Out-of-state visitor spending directly and indirectly supported 1.4
million jobs, 17.3% of all nonfarm employment in Florida last year.
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Tourism impact on employment (total)

® The 1.4 million tourism-

19

supported jobs in
Florida span every
sector of the economy,
either directly or
indirectly.

The most significant
indirect impacts are in
business services and
finance, real estate &
insurance.

Tourism Employment by Industry
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Tourism share of key industry employment

® Tourism is a significant part of several industries — out-of-state visitor
spending directly supports 81.1% of all employment in lodging, 53.2% of
recreational employment, and 41.2% of food & beverages jobs.

Tourism Employment Intensity by Industry

Lodging
Recreation _ 53.2%
Retail . 7.3%
-

Total

0% 20% 40% 60% 80% 100%
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Tourism personal income

Tourism Labor Income (Compensation)

(US$ Million)
Food & Beverage 7,877 349 974 9,200
Business Services 897 4,609 1,850 7,357
Recreation and Entertainment 5,612 322 266 6,200
Lodging 5,281 22 24 5,326
Retail Trade 2,454 451 1,020 3,924
Finance, Insurance and Real Estate - 2,033 1,633 3,666
Education and Health Care - 39 3,228 3,267
Air Transport 2,566 46 64 2,675
Other Transport 1,010 1,150 287 2,447
Personal Services 642 410 808 1,860
Wholesale Trade - 551 598 1,149
Communications - 593 381 974
Construction and Utilities - 584 235 818
Government - 521 205 726
Gasoline Stations 408 31 60 498
Manufacturing - 298 179 477
Agriculture, Fishing, Mining - 50 66 117
TOTAL 26,747 12,058 11,878 50,683

® Employees in Florida earned $50.7 billion as a result of out-of-state
visitor activity in 2015.
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Tourism personal income

22

The larger
employment

numbers in F&B and

recreation support
significant labor
income in those
industries.

Higher wages
support labor
income in supplier
industries like
business services
and finance,
insurance and real
estate (FIRE).

Tourism Labor Income by Industry
$ million

10,000 ~
9,000 -+
8,000 -+
7,000 -
6,000 -
5,000 ~
4,000 -
3,000 -
2,000 -
1,000 -

0_

Significant
indirect and

induced benefits

m Direct

Indirect

¥ |nduced

F&B

Bus. Services IR

Recreation

Lodging

Retail Trade N 9

FIRE
Education

Air Transport | NN
|

Other Transp |

&) TOURISM ECONOMICS

Personal Serv. || I8

Comm.

Wholesale Tr.



Tourism tax generation

Out-of-State Tourism Generated Taxes

(US$ Million)

Federal 6,879.6 6,185.0 13,064.6
Personal Income 2,298.5 2,063.9 4,362.4
Corporate 674.3 973.5 1,647.8
Indirect business 803.7 440.8 1,244.5
Social Security 3,103.1 2,706.8 5,809.9

State and Local 7,594.5 3,668.0 11,262.5
Sales 3,844 .1 1,788.4 5,632.4
Bed Tax 600.4 - 600.4
Personal Income - - -
Corporate 90.5 130.7 2212
Social Security 34.3 294 63.7
Excise and Fees 7421 463.2 1,205.3
Property 2,283.2 1,256.3 3,5639.5

TOTAL 14,474 1 9,853.0 24,3271
23

Taxes of $24.3 billion
were generated by out-of-
state tourism in 2015.

State and local
governments received
$11.3 billion in tax
revenue from out-of-state
visitor activity.

Each household in Florida
would need to be taxed an
additional $1,535 per year
to replace the tourism
taxes received by state
and local governments.
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Tourism tax generation

Tourism Generated Taxes - State and

Local Government Revenues

(US$ Million)

State Tax Subtotal 4,074.3 2,011.4 6,024.6
Corporate 90.5 130.7 221.2
Personal Income 0.0 0.0 0.0
Sales 3,513.9 1,643.2 5,096.0
Lodging 0.0 0.0 0.0
Property 0.0 0.0 0.1
Excise and Fees 435.6 2081 643.6
State Unemployment 343 294 63.7

Local Tax Subtotal 3,520.3 1,656.6 5,237.9
Corporate 0.0 0.0 0.0
Personal Income 0.0 0.0 0.0
Sales 330.2 145.2 536.5
Lodging 600.4 0.0 600.4
Property 2,283.2 1,256.3 3,5394
Excise and Fees 306.5 2551 561.6
State Unemployment 0.0 0.0 0.0

24

53.5% of the total state
and local tax revenue
accrues to state
government.

85% of state
governmental collections
come from out-of-state
visitor sales tax receipts.

Top revenue streams for
local governments include
property, lodging, sales
and fee collections.
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2015 Wrap-up

25

Visitor spending in Florida grew 3.9% in 2015, reaching $108.8
billion with a total impact on business sales of more than $183.5
billion.

Despite a 25% decline in gasoline prices, visitor spending grew,
supported by strong increases in accommodations and food &
beverage spending.

1-in-6 non-farm jobs in Florida is supported by out-of-state visitor
spending.

Out-of-state visitor supported employment growth has been higher
than overall state employment growth.

Total state and local tax revenue supported by tourism activity
reached $11.3 billion in 2015.
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Tourism In context
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Tourism in context

® The $6.0 billion in state revenue is enough to fully fund six state
agencies — including three of the top ten: Economic Opportunity,
Environmental Protection, and Health Departments along with Law
Enforcement, Executive Office of the Governor and Citrus
Departments.

® State and local tax revenue supported by out-of-state visitors
reached $11.3 billion. The state’s contribution to all levels of
education in the 2014-2015 budget was $10.6 billion — a record
amount.

® On average, out-of-state visitors spend $300 million per DAY in
Florida.
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Methodology and Background
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Why quantify the tourism economy?

® By monitoring tourism’s economic impact, policy makers
can make informed decisions regarding the funding and
prioritization of tourism development.

® |t can also carefully monitor its successes and future
needs.

® |n order to do this, tourism must be measured in the
same categories as other economic sectors — i.e. tax
generation, employment, wages, and gross domestic
product.
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What is this a challenge?

® Most economic sectors such as financial services,
insurance, or construction are easily defined within a
country’s national accounts statistics.

® Tourism is not so easily measured because it is not a
single industry. It is a demand-side activity which affects
multiple sectors to various degrees.

® Tourism spans nearly a dozen sectors including lodging,
recreation, retail, real estate, air passenger transport, food
& beverage, car rental, taxi services, travel agents...
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Methods and data sources

31

Domestic visitor expenditure estimates are provided by DKSA representative survey
of US travelers. These are broken out by sectors (lodging, transport at destination,
food & beverage, retail, and recreation), by purpose (business and leisure), and by
length of stay (day and overnight).

Tourism Economics then adjusts these levels of spending based on a range of
known measures of tourism activity:

* Industry data on employment, wages, GDP, and sales (source: BEA, BLS,
Census)

« STR data on hotel revenues

« Bed tax receipts (various)

« Gross sales tax by industry (Florida Department of Revenue)

« Overseas visitor spending (source: NTTO, TE)

« Canada visitor spending (source: Statistics Canada, TE)

« Spending on air travel which accrues to all airports and locally-based airlines

« Gasoline purchases by visitors (source: TE calculation)
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Methods and data sources

32

An IMPLAN model was compiled for the state of Florida. This traces the
flow of visitor-related expenditures through the local economy and their
effects on employment, wages, and taxes. IMPLAN also quantifies the
indirect (supplier) and induced (income) impacts of tourism.

All results are benchmarked and cross-checked and adjusted based on
the following:

» US Bureau of Labor Statistics and Bureau of Economic Analysis
(employment and wages by industry)

* US Census (business sales by industry)

The source of the employment and wage data is the Regional Economic
Information System (REIS), Bureau of Economic Analysis, U.S.
Department of Commerce. All employment rankings are based on Bureau
of Labor Statistics (ES202/QCEW) data.
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Description of spending categories

Spend Category  Description

Lodging Includes traveler spending in accommodation sector. This includes food
and other services provided by hotels and similar establishments.

Recreation Includes traveler spending within the arts, entertainment and recreation
supersector.

Includes the local economic activity generated by travelers within the air

Air transport transport (airline) and support services (on airport) sectors.
Transport w/in Traveler spending on gasoline and Includes all forms of local transport
destination services such as taxis, limos, trains, rental cars, and buses.

Includes traveler spending within all retail sectors within the Florida
Retail economy.

Food & beverages Includes all traveler spending at restaurants and bars.
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Description of industrial categories

Business Examples

Orange groves, nursery's, cattle ranching, marine fishing, natural
gas extraction

Electric power generation, sewage treatment plants, residential and
commercial construction

Agriculture, Fishing, Mining

Construction and Utilities

Manufacturing Paper, paint, plastics, metal and machinery manufacturing
Wholesale Trade Businesses selling goods to anyone other than a standard consumer
Air Transport Airlines, Airport support
Other Transport Trucking, bus companies, taxi and limosine companies
. Businesses selling to standard consumers including car dealers,

Retail Trade . . .

grocery, elextronic, sporting good and general merchandise stores
Gasoline Stations Gas station businesses

Newspaper publishers, motion picture/video businesses, radio and

Communications .
TV stations

Banks, insurance carriers, real estate agents, car/consumer and
commercial rental businesses

Lawyers, architects, payroll, graphic design, advertising agencies,
security services

Private colleges, business schools, trade schools, language schools,
physicians, dentists, home health care and nursing homes

Theather companies, spectator sports, museums, zoos, golf

Finance, Insurance and Real Estate

Business Services

Education and Health Care

Recreation and Entertainment

courses
Lodging Hotels, BnBs, RV parks
Food & Beverage Restaurants, buffets, drinking places

Automotive repair, appliance repair, beauty/nail salons, funeral
homes, drycleaners
Government Police/Fire, general government, regulatory agencies

Personal Services
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About Tourism Economics

= Tourism Economics, headquartered in Philadelphia, is an Oxford Economics
company dedicated to providing high value, robust, and relevant analyses of the
tourism sector that reflects the dynamics of local and global economies. By
combining quantitative methods with industry knowledge, Tourism Economics
designs custom market strategies, project feasibility analysis, tourism forecasting
models, tourism policy analysis, and economic impact studies.

= Qur staff have worked with over 200 destinations to quantify the economic value
of tourism, forecast demand, guide strategy, or evaluate tourism policies.

= Oxford Economics is one of the world’s leading providers of economic analysis,
forecasts and consulting advice. Founded in 1981 as a joint venture with Oxford
University’s business college, Oxford Economics is founded on a reputation for
high quality, quantitative analysis and evidence-based advice. For this, it draws
on its own staff of 150 highly-experienced professional economists; a dedicated
data analysis team; global modeling tools; close links with Oxford University, and
a range of partner institutions in Europe, the US and in the United Nations
Project Link.

=  For more information: info@tourismeconomics.com.
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For more information:

Adam Sacks, President

adam@tourismeconomics.com

Christopher Pike, Director of Impact Studies

cpike@tourismeconomics.com
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