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News of COVID-19 started to hit in early January, but the major milestones were in early March
followed by a strong second wave in the summer, which reversed many plans for destinations to
re-open.

COVID-19 Impact Timeline
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2020 COVID-19 Timeline
Month Development

January

• January 9 — World Health Organization Announces Mysterious Coronavirus-Related 
Pneumonia in Wuhan, China

• January 21 — CDC Confirms First US Coronavirus Case
• January 31 — WHO Issues Global Health Emergency

February • February 2 — Global Air Travel Is Restricted
• February 3 — US Declares Public Health Emergency

March

• March 11 — WHO Declares COVID-19 a Pandemic
• March 13 — COVID-19 Declared a National Emergency
• March 13 — Travel Ban on Non-US Citizens Traveling From Europe Goes Into Effect
• March 14 — CDC issues No Sail Order, halts cruises
• March 19 — California Issues First Statewide Stay-at-Home Order
• March 19 — GMCVB launches Miami Eats and Meals for Heroes restaurant programs

April
• April 1 – Gov. DeSantis signs executive order to restrict activities only to those deemed as 

essential
• April 1 – GMCVB launches Miami Shines Pre-Recovery Campaign

May • May 28 — Miami Shines Pre-Recovery Campaign live throughout the U.S.

June • June 1 – GMCVB launches Miami Spice in support of the local restaurant industry
• June 1 – GMCVB launches Miami Shines Tourism Recovery Campaign

July • July 2 — States Reverse Reopening Plans
• July 16 — US Reports New Record of Daily COVID-19 Cases

August • August 1 – GMCVB launches Practice Safe Sets and Work & Learn Remotely programs

September • September 1 — GMCVB extends Miami Spice, Miami Spa, Museum & Attraction 
Months programs through October 31

October • October 1 — GMCVB relaunches national multi-media campaign Miamiland which highlights 
the areas’ Open Spaces, Beaches and Parks

November • November 4 — GMCVB continues to expand the Miami Shines Tourism Recovery Program 
with its Arts, Culture & Heritage including Art of Black Miami Program

December

• December 1 — GMCVB books first major citywide 2021 Miami Beach Convention Center 
meeting (Aesthetic Society) April 30-May 3, 2021

• December 11 — FDA Agrees to Emergency Use Authorization for COVID-19 Vaccine From 
Pfizer, BioNTech

• December 18 — FDA Signs Off on EUA for Moderna's COVID-19 Vaccine
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The Greater Miami Convention & Visitors Bureau (GMCVB) is proud to serve as Greater
Miami's official destination sales and marketing organization, representing the brand globally with
offices in 49 cities and 52 countries.

As the top industry for Greater Miami, the travel sector’s performance is closely monitored by the
GMCVB. Research insights are an essential element of the GMCVB’s work and serve as the
strategic driver for marketing programs to promote leisure tourism (including cruising) as well as
meetings and conventions business. With such an unforeseen year of travel disruption,
understanding travel trends becomes critical to developing plans for recovery.

The following pages represent the 2020 Visitor Profile for Greater Miami. Building off of recent
years reports, we continue to profile three broad segments (International, Domestic and Florida
Resident) with trend to prior years. In segmenting Greater Miami’s visitor profile in three
categories, the GMCVB is able to better understand the recent impacts and develop strategic
sales and marketing programs to attract visitors back to the area.

In response to an unprecedented year and its impact of COVID-19 on hospitality and tourism in
Greater Miami, the GMCVB launched a series of targeted Tourism Recovery programs
specifically aimed at supporting our community. These included on March 19th, Miami Eats,
which promoted delivery and/or take-out menus available for Miamians to enjoy at home,
followed by Hotels for Essential Lodgers, which presented a comprehensive list of hotels that
were open for first and front-line responders during the crisis; Help for Tourism, an online portal
providing the industry and other GMCVB partners a look at how to secure assistance; and the
Miami Pandemic Response Fund, a partnership between the GMCVB, United Way of Miami-
Dade, Miami Herald/Nuevo Herald, Health Foundation of South Florida and The Miami
Foundation to create a fund to support hospitality workers and their families with emergency
needs including food, supplies, utilities, rent/mortgage assistance and micro-grants.

During June 2020, the GMCVB launched Miami Shines, a comprehensive travel and tourism
recovery program to promote Greater Miami as a place for vacations and future meetings and
conventions business. The program included a strong lineup of promotional incentives across
restaurants, hotels, museums, spas and attractions. The GMCVB rolled out the Miami Shines
platform to coincide with the opening of hotels and public beaches as a way to drive demand and
stimulate business for the hard-hit tourism industry. The overall campaign was designed to help
the destination recover as quickly as possible, offering relief to the tourism and hospitality
industry, which accounts for the economic backbone of the community.

Overview
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During 2020, Greater Miami attracted 7.9 million overnight visitors and an additional 3.7 million
day trippers, for a total of 11.6 million visitors in the face of a world-wide pandemic that shut
down travel for months. Total visitors were down 52% for the year after a strong start in the first
two months of the year bolstered by the Super Bowl. Total 2020 economic impact was $7.9B,
less than half of what was accomplished in the prior year.

• Visitor volumes and behavior in 2020 had three distinct phases, a strong start in
January/February, a near complete shutdown in March/April/May and then an uneven
recovery through the rest of the year starting in June including starts and stops related to
declining and then rising COVID-19 cases and deaths.

• On a relative basis, Greater Miami fared best with the Domestic visitor as they declined 37%
for the year, while International (-64%) and Florida Residents (-58%) did not hold up as
well. International air travel was suspended to and from many popular origins throughout the
year including Canada, most European countries and parts of South America.

• Florida Residents were exposed on a regular basis to media reports of the strong spread of
the virus in Miami-Dade, which likely kept them away. While they did cut down their travel
overall, there is evidence that they still continued to visit other parts of the state including the
Panhandle.

There were few bright spots on a regional or market level as the entire globe was affected by the
pandemic.

• New York City faced a significant health crisis early in the pandemic which clearly limited their
travel. While this remained by far the largest source Domestic market (3X more than the next
largest market), NYC was down 45% and more than 600,000 visitors. The top ten markets
generally remained the same as in prior years, while San Francisco and Kansas City received
an early 2020 boost with Super Bowl entries.

• Mexico remained largely open and rose to the top of inbound International visitors, down only
14% for the year. Other nearby Caribbean countries also fared slightly better than overall
International, especially the Dominican Republic and Jamaica, two areas that have been hard
hit in recent years by hurricanes that depressed prior year travel.

Executive Summary
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• Visitors from Palm Beach County and Naples/Fort Myers saw the largest declines relative to
other markets. Where these markets had the advantage of proximity in prior years, that
turned into a disadvantage this year as local media reports discouraged travelers for much of
the year. Orlando’s theme parks were shut down for most of the year and their visitation to
Greater Miami held up stronger than other Florida markets.

There were notable shifts in the reasons for a visit to Greater Miami as the year went on, most of
which are expected. While early in 2020 there was robust cruise and business visitor
populations, much of that business was shut down or at least very limited. As a result, more
visitors in the second half were coming to the area to visit friends and relatives, along with shop
and do outside leisure activities.

The hotel industry was severely impacted in 2020, with the volume of hotel rooms sold were
down 48% across the county. Room demand was down primarily due to fewer visitors; but even
among those that did visit, the shift to visiting friends and relatives caused a swing towards
unpaid accommodations types.

Other impacts that caused downward pressure on the overall economic impact were related to
attractions and other venues closing. Visitor spending on a per person basis otherwise held up
fairly well and the decline of overall visitor spending was primarily related to lower visitation.

Executive Summary
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Greater Miami Visitor Volume
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The total number of visitors to Miami-Dade County is estimated to be 11.6 million total visitors in
2020, down from 24.2 million in 2019 due to the pandemic disruption of travel for the last nine
months of the year. Overnight visitors accounted for 7.9 million, or nearly 70% of the total, and
the remaining 3.7 million visited for the day.

11.6 Million Total Visitors in 2020
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2020 Greater Miami Visitation
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Overall visitation to the Greater Miami area was less than half of the 2019 total. After a strong
start in Q1, the pandemic halted travel in Q2 and there was an uneven recovery in the second
half of the year.

International visitors were hit the hardest by travel bans and the elimination of most flights.
Florida Residents also largely stayed away from Greater Miami, either staying at home or finding
other destinations that were perceived to be more open.

Greater Miami Visitors (000s)

2018 2019 2020 Var %

Domestic Overnight 6,198 6,897 4,328 -37%

International Overnight 5,779 5,337 1,842 -65%

Florida Resident Overnight 4,006 4,089 1,708 -58%

Total Miami Overnight Visitors 15,983 16,323 7,877 -52%

Domestic Day Trippers 2,050 2,213 1,421 -36%

International Day Trippers 1,913 1,568 614 -61%

FL Resident Day Trippers 3,305 4,064 1,682 -59%

Total Day Trippers 7,268 7,845 3,717 -53%

Total 23,251 24,168 11,594 -52%
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Greater Miami Overnight Visitor Market Visitation
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Regional Visitation
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Travel bans, air travel limitations and more severe virus outbreaks all contributed to much lower
visitor volume from Europe and South America.

In the Domestic markets, the South region held up the best, but overnight visitor volume was still
down 29% to the prior year. The Northeast and West (California) had more extreme case
numbers early in the pandemic, which led to steeper declines.

NOTE: Percentages inside the blue bars 
reflect variance to the prior year.
Q. What is your country of residence?
Q. What is your zip code? Latin America

+11% +14%

+10%
+10%

-17%

-5% +1%

-2%

-1% +2%
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2019
2020

2,002
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1,670

550 553

1,772

353 485537
322 342 288 150 203
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America

Caribbean Europe Canada Other
Countries
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New York City remained comfortably ahead of other domestic markets in visitation to the Greater
Miami area, despite the city being harder hit than most early in the pandemic. Philadelphia, Los
Angeles and Washington DC were the top markets with the largest declines, while Atlanta,
Chicago, Dallas and Boston fared better on a relative basis.

Top 20 Domestic Markets
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Q. What is your zip code?
Note: Due to smaller sample sizes, only overnight visitor volumes can be reported (no day trippers)

Greater Miami Overnight Domestic Visitors

Market
2018 

Volume 
(000s)

2019 
Volume
(000s)

2020
Volume
(000s)

Variance to 
2019
(000s)

Variance to 
2019

%

New York City 1,235 1,364 752 -612 -45%

Atlanta 331 380 237 -143 -38%

Chicago 349 385 234 -151 -39%

Philadelphia 314 349 164 -185 -53%

Dallas 207 223 149 -74 -33%

Boston 182 208 142 -66 -32%

Los Angeles 276 304 139 -165 -54%

Washington 270 299 135 -164 -55%

Houston 167 191 125 -66 -35%

Detroit 153 141 106 -35 -25%

Charlotte 63 86 77 -9 -10%

Minneapolis 97 110 69 -41 -37%

Denver 95 104 66 -38 -37%

Raleigh 80 85 55 -30 -35%

San Francisco 113 117 55 -62 -53%

Cleveland 85 100 58 -42 -42%

Baltimore 58 58 53 -5 -9%

Nashville 82 105 48 -57 -54%

Kansas City 39 49 43 -6 -12%

Indianapolis 64 67 43 -24 -36%
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Top 20 International Markets
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Visitors from South American and European markets saw the largest declines. Several
Caribbean markets fared better on a relative basis, but it should be noted they were also coming
off multiple years of hurricane impacts that lowered prior year visitation.

Due to these shifts, Mexico became the number one international overnight travel market in
2020. They did not have as stringent travel barriers as other countries and were able to travel
more freely than other markets.

Q. In what country do you reside? Note: Due to smaller sample sizes, only overnight visitor volumes can be reported (no day trippers)

Greater Miami Overnight International Visitors

Country 2018 
(000s)

2019
(000s)

2020 
(000s)

Variance to 
2019

(000s) 

Variance 
to 2019 

%

Mexico 226 203 176 -27 -14%

Canada 357 351 150 -201 -57%

Colombia 422 374 144 -230 -61%

Brazil 462 440 118 -322 -73%

Dominican Republic 96 92 106 14 15%

Argentina 364 285 79 -206 -72%

Ecuador 207 205 70 -135 -66%

UK 353 321 54 -267 -83%

Jamaica 58 66 54 -12 -18%

Chile 103 102 52 -50 -49%

Bahamas 173 163 51 -112 -69%

Haiti 18 65 45 -20 -30%

France 216 251 43 -208 -83%

Spain 172 205 41 -164 -80%

Peru 101 90 39 -51 -57%

Venezuela 229 169 37 -132 -78%

Costa Rica 76 67 35 -32 -48%

Panama 64 66 32 -34 -51%

Germany 314 296 31 -265 -89%

Italy 85 82 25 -57 -70%
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Due to COVID-19 outbreaks and shutdowns across the state, visitation to the Greater Miami
area by other Florida markets changed. Visitation from Naples/Fort Myers as well as those from
Palm Beach lost ground as well. Meanwhile, areas in the Panhandle capitalized on COVID-19
outbreaks in other parts of Florida due to their decreased restrictions and beaches that never
closed.

Visitation from Orlando fared better than other markets on a relative basis for both overnight and
day trips. Visitation from Tampa/St Petersburg held up better than other markets on day trips.

Top Florida Resident Markets
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Q. What is your zip code?

Greater Miami Overnight Florida Resident Visitors

Market 2018 
(000s)

2019
(000s)

2020
(000s)

Variance 
to 2019
(000s) 

Variance 
to 2019 

%

Orlando 1,086 1,078 631 -447 -41%

Tampa/St 
Petersburg 1,162 1,001 398 -603 -60%

Palm Beach 695 1,059 287 -772 -73%

Jacksonville 467 401 188 -213 -53%

Naples/Fort Myers 446 310 141 -169 -55%

Other 150 240 62 -178 -74%

Greater Miami Day Trip Florida Resident Visitors

Market 2019
(000s)

2020
(000s)

Variance to 
2019

(000s) 

Variance to 
2019 

%

Palm Beach 1,946 643 -1,303 -67%

Orlando 542 425 -117 -22%

Tampa/St 
Petersburg 520 334 -186 -36%

Jacksonville 268 129 -139 -52%

Naples/Fort Myers 585 124 -461 -79%

Other 203 27 -176 -87%
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Domestic Overnight Visitors
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On a more broad spectrum, the great majority of domestic visitors come to the Greater Miami
area for vacation and other leisure-related activities, mostly on par with the past several years.
During the first quarter of 2020, PortMiami continued to see record cruise passengers, which
surpassed other reasons to visit the area over previous years.

Purpose of Visit – Domestic Overnight
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Q. What was the MAIN purpose of your visit to the Greater Miami Area?
Q. Were there any OTHER purposes of your visit to the Greater Miami Area?
*Surveying took place in Q1 and Q4 of 2020. Data collection was halted at the start of the pandemic and resumed in October 2020
**Not asked in 2018

All Reasons for Visit Domestic Overnight Visitors 

2018 2019 2020 
Q1*

2020 
Q4*

Vacation/Pleasure 72% 65% 49% 59%

Business 18% 19% 32% 15%

Cruise 14% 15% 25% 0%

Visit friends 13% 15% 11% 13%

Visit relatives 11% 13% 6% 13%

Meeting/Convention 3% 3% 5% 0%

Food/Gastro-tourism ** 4% 2% 7%

Shopping 4% 3% 2% 8%
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Type of Lodging – Domestic Overnight
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Domestic visitors generally favor hotels and this continued to be the case throughout 2020. By
the end of the year, some visitors opted to stay with family more so than earlier in the year.
Conversely, visitors stayed in hotels at a lower frequency prior to lockdowns.

NOTE: Only includes accommodation types with more than 3% in each segment
Q. What type of lodging have you used during this visit?
*Surveying took place in Q1 and Q4 of 2020. Data collection was halted at the start of the pandemic and resumed in October 2020

75%
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81%
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Miami Beach continues to be the most popular place to stay in the Greater Miami area. Starting
the year, the airport area was also a popular place to stay but by the end of the year, visitors
generally favored the same areas as they have in the past.

Accommodations Area – Domestic Overnight
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Q. In what area(s) did you stay? Select all that apply. 
*Surveying took place in Q1 and Q4 of 2020. Data collection was halted at the start of the pandemic and resumed in October 2020

Domestic Overnight Visitors

Area 2018 2019 2020 Q1* 2020 Q4*

Miami Beach 47% 38% 38% 49%

Airport Area 13% 17% 25% 12%

Downtown 13% 15% 12% 13%

South Miami 8% 9% 7% 8%

Doral 5% 4% 7% 5%

Coral Gables 2% 4% 4% 6%

Aventura 3% 4% 4% 3%

Key Biscayne 3% 3% 2% 2%

South Dade 2% 3% 2% 3%

Coconut Grove 2% 3% 1% 3%

Sunny Isles 3% 2% 1% 1%

North Dade 2% 2% 1% 1%

Kendall 2% 2% 1% 3%
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Mode of Arrival – Domestic Overnight
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Continued expansion to Miami International Airport has helped increase the volume of Domestic
visitors to Greater Miami. While Fort Lauderdale-Hollywood International Airport is also a popular
choice for our visitors, visitors started to show more preference towards MIA as well as traveling
by automobile.

Q. Which modes of transportation did you use to get to the Greater Miami Area?
Q. At what airport did you arrive?
*Surveying took place in Q1 and Q4 of 2020. Data collection was halted at the start of the pandemic and resumed in October 2020

54% 54%
57%

62%

34% 36%

29%

19%

12% 10%
14%

19%

0%

25%

50%

75%

2018 2019 2020 Q1* 2020 Q4*
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In 2020, the makeup of domestic visitors shifted more towards younger visitor and considerably
less who were traveling without children. Furthermore, the average traveler party size also
decreased.

Age and Party Size – Domestic Overnight
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Q. Which of the following age groups are you in? 
Q. Including yourself, how many people from each of the following age categories were in your immediate travel party? 
*Surveying took place in Q1 and Q4 of 2020. Data collection was halted at the start of the pandemic and resumed in October 2020

16% 17%
11%

19%

30% 27% 36%

40%

20% 19%
20%

20%
17% 20% 15%

12%
17% 17% 18%

9%

2018 2019 2020 Q1* 2020 Q4*

Domestic Overnight Visitors - Age

55+

45-54

35-44

25-34

18-24

Percent with any children in the party:
12% 19% 9% 8%

Average Party Size:
2.9 2.6 2.9 2.2
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International Overnight Visitors
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Purpose of Visit – International Overnight
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International visitors often visited their friends and families while taking a vacation in the Greater
Miami area. Shopping remains a very popular activity and toward the end of the year, about one
in three international overnight visitors also claimed they were here to shop.

Business travel, while not nearly as common as other reasons, remained relatively on par with
previous years.

Q. What was the MAIN purpose of your visit to the Greater Miami Area?
Q. Were there any OTHER purposes of your visit to the Greater Miami Area?
*Surveying took place in Q1 and Q4 of 2020. Data collection was halted at the start of the pandemic and resumed in October 2020
**Not asked in 2018

All Reasons for Visit
International Overnight Visitors 

2018 2019 2020 
Q1*

2020 
Q4*

Vacation/Pleasure 84% 78% 75% 54%

Shopping 18% 19% 17% 30%

Business 10% 11% 16% 11%

Visit relatives 14% 14% 16% 22%

Visit friends 11% 15% 15% 19%

Cruise 7% 8% 13% 1%

Food/Gastro-tourism ** 4% 4% 4%

Meeting/Convention 2% 3% 4% 1%
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While International visitors still generally prefer hotels over other accommodations, a
considerably higher proportion in 2020 opted to stay with friends and family instead; this is
consistent with their primary reasons for visiting. Using home sharing and peer-to-peer rentals
was consistent with prior years.

Type of Accommodations – International Overnight
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NOTE: Only includes accommodation types with more than 3% in each segment
Q. What type of lodging have you used during this visit?
*Surveying took place in Q1 and Q4 of 2020. Data collection was halted at the start of the pandemic and resumed in October 2020
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50%

10%
12% 13% 12%

22% 22% 21%

38%

0%

20%

40%

60%

80%

100%

2018 2019 2020 Q1* 2020 Q4*

International Overnight Visitors

Hotel/Motel/Resort/Spa Home sharing/peer-to-peer rentals

Stayed with friends/relatives



GMCVB.com Visitor Industry Overview 2020

Accommodations Area – International Overnight
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International visitors basically stuck to the same areas they stayed in during 2020 as they did in
2019, with Miami Beach remaining their top pick. Most areas did not noticeably change. Towards
the end of the year, some international visitors shifted to areas like Aventura and Kendall as
compared to the beginning of 2020.

Q. In what area(s) did you stay? Select all that apply. 
*Surveying took place in Q1 and Q4 of 2020. Data collection was halted at the start of the pandemic and resumed in October 2020

International Overnight Visitors

Area 2018 2019 2020 Q1* 2020 Q4*

Miami Beach 51% 39% 38% 37%

Airport Area 12% 16% 16% 11%

Downtown 12% 14% 15% 12%

Doral 6% 10% 9% 10%

Kendall 3% 4% 6% 9%

Coral Gables 4% 5% 5% 4%

South Miami 7% 9% 4% 3%

Aventura 5% 7% 4% 9%

Key Biscayne 3% 3% 4% 3%

Coconut Grove 3% 2% 3% 3%

Sunny Isles 4% 2% 2% 2%

North Dade 3% 5% 2% 2%
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International visitors strongly preferred flying into MIA over FLL in 2020, and as a result we saw
proportionally less visitors who chose to fly to FLL than in previous years.

Mode of Transportation – International Overnight
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Q. Which modes of transportation did you use to get to the Greater Miami Area?
Q. At what airport did you arrive?
*Surveying took place in Q1 and Q4 of 2020. Data collection was halted at the start of the pandemic and resumed in October 2020
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Age and Party Size – International Overnight
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Much like other overnight visitor segments, International visitors who spent the night in
Greater Miami towards the end of 2020 tended to be younger and less likely to have children
traveling with them. Furthermore, the average party size in Q4 2020 was less than at the
beginning of the year.

Q. Which of the following age groups are you in? 
Q. Including yourself, how many people from each of the following age categories were in your immediate travel party? 
*Surveying took place in Q1 and Q4 of 2020. Data collection was halted at the start of the pandemic and resumed in October 2020

11%
17% 16% 18%

29%

33% 32%
41%

24%

21% 23%

23%
22%

17% 19%
9%

14% 12% 11% 9%

2018 2019 2020 Q1* 2020 Q4*

International Overnight Visitors - Age

55+

45-54

35-44

25-34

18-24

Percent with any children in the party:
19% 12% 13% 10%

Average Party Size:
2.8 2.7 2.3 1.9
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An important frame of reference is how well Miami attracts visitors versus other USA
destinations. To monitor this, we have compared Miami Overnight Visitors to the overall USA
visitation tracked by I94 immigration forms.

Among the top ten countries in 2020, Miami gained share relative to overall USA visitation in nine
of the ten. In particular, there were substantial gains in share from Dominican Republic and
Jamaica residents visiting Greater Miami.

While not on the same magnitude, South American countries generally saw share increases,
with the exception of Ecuador. Miami’s share of all Colombia visitors increased substantially, a
14% point gain over 2019.

Share of Greater Miami Visitors to the United States

28

NOTE: Canada and Mexico I94 data based on those flying only.

Greater Miami 
Overnight 
Visitors
(000s)

I94 USA 
Visitors
(000s)

Greater Miami 
Share of USA 

Visitors

Country 2019 2020 2019 2020 2019 2020
Share 

Variance
(ppts)

Mexico 203 176 2,798 1,089 7% 16% +9

Canada 351 150 9,013 2,574 4% 6% +2

Colombia 374 144 944 270 40% 53% +14

Brazil 440 118 2,105 424 21% 28% +7

Dominican 
Republic 92 106 489 179 19% 59% +40

Argentina 285 79 854 198 33% 40% +7

Ecuador 205 70 457 169 45% 41% -3

UK 321 54 4,780 730 7% 7% +1

Jamaica 66 54 293 81 23% 67% +44

Chile 102 52 384 132 27% 39% +13
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Florida Resident Overnight Visitors
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Purpose of Visit – Florida Resident Overnight

30

Much like in 2019, Florida Residents who visited the Greater Miami area and stayed overnight
came for a vacation. However, their motivations became more centered around visiting friends
and family, which is quite possibly due to the desire to reconnect after the lockdowns were lifted.
Shopping also appears to have been more important to these visitors in 2020 over years past.

Q. What was the MAIN purpose of your visit to the Greater Miami Area?
Q. Were there any OTHER purposes of your visit to the Greater Miami Area?
**Not asked in 2018

All Reasons for Visit - Florida Resident Overnight Visitors 

2018 2019 2020 

Vacation/Pleasure 46% 62% 63%

Visit friends 18% 26% 38%

Visit relatives 16% 24% 26%

Shopping 17% 16% 23%

Business 12% 10% 19%

Food/Gastro-tourism ** 13% 14%

Special Events 14% 15% 14%

Sports 9% 8% 8%

Cruise 13% 7% 6%

Meeting/Convention 3% 5% 5%
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Hotels continue to be the preferred lodging for Florida Residents but peer-to-peer rentals have
increased quite substantially over the past 2 years.

In line with visiting friends who live in Greater Miami, the proportion of visitors who opted to stay
with their friends also increased in 2020 from last year.

Type of Lodging – Florida Resident Overnight
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Q. What type of lodging have you used during this visit?
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The top areas where Florida Residents stayed are still their top picks. In 2020, more people
said they stayed in places near the airport and Coconut Grove as opposed to recent trends in
those areas.

Accommodations Area – Florida Resident Overnight

32

Q. In what area(s) did you stay? Select all that apply.

Florida Resident Overnight Visitors

Area 2018 2019 2020

Miami Beach 34% 35% 37%

Airport Area 15% 11% 18%

South Miami 12% 12% 14%

Downtown 13% 10% 13%

South Dade 10% 12% 13%

Coral Gables 8% 9% 11%

Coconut Grove 5% 6% 10%

Doral 7% 6% 7%

Aventura 8% 6% 7%

Kendall 6% 4% 7%

Key Biscayne 6% 5% 6%

Sunny Isles 4% 4% 5%

North Dade 4% 3% 5%
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Relatively unchanged from previous years, the Florida Resident segment continues to be a
strong drive market. In 2020, a few more visitors than in the past said they decided to fly to MIA
than they did in years past. Very few Floridians said they used FLL.

Mode of Transportation – Florida Resident Overnight

33

Q. Which modes of transportation did you use to get to the Greater Miami Area?
Q. At what airport did you arrive?
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The desire to visit Miami Beach did not go away in 2020 despite the pandemic. Florida Residents
showed an even greater likelihood to visit Miami Beach than they did last year. Many other areas
became more popular as well- South Dade, Aventura, South Miami, the Design District, Bal
Harbour and even Miami Gardens all increased over a year ago.

Areas Visited – Florida Resident Overnight

34

Q. Did you visit (or do you plan to visit) any of the following places during THIS visit to the Greater Miami Area?
NOTE: Percentages indicate the % of respondents that visited a particular neighborhood and do not reflect if a respondent made multiple 
visits to that neighborhood on that trip. 

Florida Resident Overnight Visitors

Neighborhood 2019 2020
Miami Beach 35% 44%
Downtown Miami 34% 34%
South Miami 15% 23%
Aventura 9% 20%
Coconut Grove 15% 19%
Coral Gables 14% 19%
Miami Gardens 10% 16%
Little Havana 11% 13%
Bal Harbour 6% 12%
Doral 9% 11%
Hialeah 9% 11%
South Dade 6% 11%
Key Biscayne 10% 10%
Everglades 9% 10%
Homestead 9% 9%
Design District 4% 9%
Historic Overtown 6% 9%
Little Haiti 6% 7%
Wynwood 7% 7%
Westgate 2% 3%
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It’s quite clear that Florida Residents flock to Greater Miami’s beaches. In 2020, a very
substantial number of Florida Residents mentioned they visited Greater Miami’s parks, which is
quite likely to be due to the ability to social distance. The GMCVB also introduced Miamiland, an
innovative campaign which actively showcased Greater Miami’s many national parks and other
outdoor spaces.

Top Places of Interest – Florida Resident Overnight
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Q. Did you visit (or do you plan to visit) any of the following places during THIS visit to the Greater Miami Area?
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Several areas moved up in popularity among those Florida Residents who spent the night. In
particular, Bayside Marketplace, Lincoln Road, Little Havana and even Coconut Grove were all
areas that visitors said they went in 2020.

Top Places of Interest – Florida Resident Overnight
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Q. Did you visit (or do you plan to visit) any of the following places during THIS visit to the Greater Miami Area? 
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Shopping was also a very popular activity and this was evident among those places that Florida
Residents said they went. Malls were of particular interest compared to what we saw in 2019.

Shopping Areas Visited – Florida Resident Overnight

37

Q. Did you visit (or do you plan to visit) any of the following places during THIS visit to the Greater Miami Area?
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The Florida Resident overnight visitor in 2020 most often in the 35-44 year age group, which was
a bit older than in previous years. Those that did come here in 2020 more often tended to be
traveling with children.

Age and Party Size – Florida Resident Overnight

38

Q. Which of the following age groups are you in? 
Q. Including yourself, how many people from each of the following age categories were in your immediate travel party? 
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15%
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36%
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Florida Residents Overnight Visitors - Age

55+

45-54

35-44

25-34

18-24

Percent with any children in the party:
21% 23% 32%

Average Party Size:
2.4 2.8 3.0
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Domestic Day Trip Visitors

39
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Purpose of Visit – Domestic Day Trip

40

While visiting the area for a vacation, many Domestic day trippers were also here to visit friends
and family, often being visitors who were not able to connect to their loved ones for much of the
year due to lockdowns.

Q. What was the MAIN purpose of your visit to the Greater Miami Area?
Q. Were there any OTHER purposes of your visit to the Greater Miami Area?
*Surveying took place in Q1 and Q4 of 2020. Data collection was halted at the start of the pandemic and resumed in October 2020
**Not asked in 2018

All Reasons for Visit - Domestic Day Trip Visitors 

2018 2019 2020 
Q1*

2020 
Q4*

Vacation/Pleasure 70% 68% 78% 57%

Visit relatives 13% 4% 24% 15%

Visit friends 18% 19% 16% 24%

Business 21% 14% 14% 12%

Cruise 13% 8% 8% 3%

Food/Gastro-tourism ** 7% 8% 6%

Sporting Event 3% 4% 8% 3%

Shopping 16% 24% 3% 14%

Meeting/Convention 0% 2% 0% 1%

Special Event 1% 5% 0% 0%
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Much like Domestic overnight visitors, the age of Domestic day visitors was a little younger in
2020 as compared to years past. This was particularly evident at the end of 2020, where more
than half were under the age of 35.

Age and Party Size – Domestic Day Trip

41

Q. Which of the following age groups are you in? 
Q. Including yourself, how many people from each of the following age categories were in your immediate travel party? 
*Surveying took place in Q1 and Q4 of 2020. Data collection was halted at the start of the pandemic and resumed in October 2020
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Domestic Day Trip Visitors - Age
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Percent with any children in the party:
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Average Party Size:
2.4 2.7 3.0 2.9
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International Day Trip Visitors
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Purpose of Visit – International Day Trip

43

Shopping has consistently been a reason for International visitors from all over the world to visit
the great retail locations in Miami. In Q4 2020, about half that were able to visit Miami on a day
trip mentioned this as a reason, likely bolstered by the holiday period. Visiting friends and
relatives was also a prominent reason.

Q. What was the MAIN purpose of your visit to the Greater Miami Area?
Q. Were there any OTHER purposes of your visit to the Greater Miami Area?
*Surveying took place in Q1 and Q4 of 2020. Data collection was halted at the start of the pandemic and resumed in October 2020
**Not asked in 2018

All Reasons for Visit
International Day Trip Visitors 

2018 2019 2020 
Q1*

2020 
Q4*

Vacation/Pleasure 81% 66% 87% 57%

Shopping 20% 16% 26% 50%

Visit friends 7% 15% 18% 19%

Visit relatives 9% 18% 10% 19%

Cruise 13% 5% 10% 0%

Business 4% 8% 9% 12%

Sporting Event 3% 3% 8% 0%

Food/Gastro-tourism ** 4% 6% 12%

Special Event 1% 3% 6% 0%

Meeting/Convention 0% 2% 3% 0%



GMCVB.comVisitor Industry Overview 2020

Over the past three years International Day Trippers have started to skew younger with more in
the 18-34 age bracket. This accelerated in Q4 with a 15ppt difference compared to the beginning
of the year, likely due to travel restrictions and a change in market visitation and their reasons for
visiting.

Age and Party Size – International Day Trip
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Q. Which of the following age groups are you in?
Q. Including yourself, how many people traveled in your IMMEDIATE party on this trip to the Greater Miami area? 
Q. Including yourself, how many people from each of the following age categories were in your immediate travel party?
*Surveying took place in Q1 and Q4 of 2020. Data collection was halted at the start of the pandemic and resumed in October 2020
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Average Party Size:
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Florida Resident Day Trip Visitors
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Purpose of Visit – Florida Resident Day Trip

46

While overall volume of Florida Resident Day Trippers was down in 2020, those who did visit
were more often visiting friends and relatives than in prior years. Shopping and dining also
remained important elements of this segment in 2020 despite capacity constraints and a general
desire to avoid crowded indoor settings.

Q. What was the MAIN purpose of your visit to the Greater Miami Area?
Q. Were there any OTHER purposes of your visit to the Greater Miami Area?
**Not asked in 2018 

All Reasons for Visit 
Florida Resident Day Trip Visitors 

2018 2019 2020 

Vacation/Pleasure 27% 41% 47%

Visit friends 17% 18% 28%

Visit relatives 13% 16% 26%

Shopping 19% 20% 23%

Business 10% 12% 17%

Food/Gastro-tourism ** 13% 15%

Special Events 13% 10% 9%

Cruise 9% 9% 8%

Sports 10% 3% 7%

Meeting/Convention 2% 8% 5%



GMCVB.comVisitor Industry Overview 2020

Florida Resident Day Trip visits are spread throughout the county, but the Downtown area and
Miami Beach clearly lead the pack. Miami Beach received more visitation this year, consistent
with a desire to be outside.

Other neighborhoods including Aventura, Coconut Grove and Miami Gardens also picked up at
least five percentage points of visitation this year indicating that more day trippers were visiting
multiple areas while in-market.

Areas Visited – Florida Resident Day Trip

47

Q. Did you visit (or do you plan to visit) any of the following places during THIS visit to the Greater Miami Area?
NOTE: Percentages indicate the % of respondents that visited a particular neighborhood and do not reflect if a respondent made 
multiple visits to that neighborhood on that trip. 

Florida Resident Day Trip Visitors

Neighborhood 2019 2020
Downtown Miami 29% 31%
Miami Beach 22% 29%
Aventura 13% 18%
South Miami 12% 16%
Coral Gables 11% 15%
Coconut Grove 9% 14%
Miami Gardens 7% 13%
Doral 5% 9%
Hialeah 7% 9%
Everglades 5% 8%
Design District 4% 8%
Bal Harbour 6% 8%
South Dade 3% 8%
Little Havana 8% 8%
Homestead 5% 7%
Historic Overtown 3% 6%
Key Biscayne 4% 6%
Wynwood 6% 6%
Little Haiti 4% 4%
Westgate 2% 3%
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Parks and tours of the city saw significant gains to trail only the beaches in terms of in-market
things to do. Visiting parks lines up well with an overall trend of people doing more outside in
wide open spaces until they can feel safe and healthy being in big crowds again.

Top Places of Interest – Florida Resident Day Trip
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Q. Did you visit (or do you plan to visit) any of the following places during THIS visit to the Greater Miami Area?
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Consistent with higher levels of shopping and dining, more Florida Resident day trippers reported
visiting the major retail and dining districts in the area. Bayside and CocoWalk saw the most
visits, but Lincoln Road and Calle Ocho trail them closely.

Top Places of Interest – Florida Resident Day Trip
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Q. Did you visit (or do you plan to visit) any of the following places during THIS visit to the Greater Miami Area? 
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Visits to malls and shopping areas were up at each individual location a few percentage points
among day trippers in spite of closures and capacity limitations. Aventura stayed near the top,
and Miami International and Dolphin Mall gained to be in the top tier among this audience.

Shopping Areas Visited – Florida Resident Day Trip
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Q. Did you visit (or do you plan to visit) any of the following places during THIS visit to the Greater Miami Area?
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There was an increase in day trip parties that had a child under 18 in them in 2020, and a
corresponding increase of those aged 35-44. The mix of visitors aged 55+ who made a day trip
remained constant with the prior year despite the emerging risks of contracting the virus for the
older population.

Age and Party Size – Florida Resident Day Trip
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Q. Which of the following age groups are you in? 
Q. Including yourself, how many people from each of the following age categories were in your immediate travel party? 
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Florida Resident Day Trip Visitors - Age
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Economic Impact
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Tourist spending declined substantially, primarily due to lower volumes. The lack of International
tourist volume was responsible for most of the decline. While less than prior years, International
spending still contributed 30% of spending despite fewer visitors.

Total Visitor Spend

53

NOTE: Individual segments may not sum to total due to rounding.
Q. While visiting the Greater Miami Area, did anybody in your immediate group spend money on…
Q. For each of these please indicate how much money you spent IN TOTAL ON YOUR TRIP, specifically in the MIAMI AREA. Please 
include in your estimate the money spent by EVERYONE in your IMMEDIATE party on YOUR TRIP.

Total Visitor Spend

Segment 2018
($M)

2019
($M)

2020
($M)

Var
20 vs 19

($M)

Var
20 vs 19

(%)

Domestic $6,115 $6,867 $4,153 -$2,714 -40%

International $9,558 $8,378 $2,501 -$5,877 -70%

FL Resident $2,215 $2,614 $1,262 -$1,352 -52%

Total $17,889 $17,860 $7,916 -$9,943 -56%

52%
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32%

21%

16%

29%

Percent of
Expenditures

Percent of Visitors

2020 Visitor Vs. Expenditure Mix
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Domestic Tourists contributed half of the total tourist spending on their lodging and dining alone.
All categories of spending saw significant drops due to the pandemic-related visitor volume loss,
but with the closure of many attractions and venues, entertainment expenditures were softer
than other categories.

Visitor Spending – Total and Per Person

54

NOTE: Individual rows and columns may not sum to total due to rounding.
Q. While visiting the Greater Miami Area, did anybody in your immediate group spend money on…
Q. For each of these please indicate how much money you spent IN TOTAL ON YOUR TRIP, specifically in the MIAMI AREA. Please 
include in your estimate the money spent by EVERYONE in your IMMEDIATE party on YOUR TRIP.

Total Visitor Spending ($M)

Category Domestic
% of Total

International
% of Total

Florida Residents
% of Total

Total
% of Total

Lodging $1,601 39% $743 30% $350 28% $2,694 34%

All Meals $1,261 30% $535 21% $354 28% $2,150 27%

Transportation $501 12% $338 14% $127 10% $966 12%

Entertainment $335 8% $124 5% $126 10% $585 7%

Shopping $455 11% $761 30% $306 24% $1,521 19%

Total $4,153 100% $2,501 100% $1,262 100% $7,916 100%

Per Person Per Visit Spending

Category Domestic International Florida 
Residents Total

Lodging $278 $303 $103 $241

All Meals $219 $218 $104 $192

Transportation $87 $138 $37 $86

Entertainment $58 $50 $37 $52

Shopping $79 $310 $90 $136

Total $722 $1,018 $372 $708
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GMCVB partners with Integrated Insights Inc., to conduct surveys at Miami International Airport
(MIA), Ft. Lauderdale-Hollywood International Airport (FLL) and throughout various attractions,
retail outlets and visitor centers in Miami-Dade County. To maintain a safe and healthy
environment for visitors and interviewers, surveys were suspended in 2020 from mid-March
through the start of October. Florida Resident visitors were interviewed continuously
throughout the year via online survey panels.

The 2020 study includes perspectives on the following:
• Total overnight visitors by market segment
• Purpose of visit, length of stay, party size, type and location of lodging used
• Demographic characteristics
• Expenditures by category

When the in-market surveying was re-started in the Fall, due to safety concerns and social
distancing, the interviews required a more brief interaction and some questions related to areas
visited, satisfaction and other trip behaviors were temporarily removed and expect to be added
back in 2021.

In addition, the ongoing online research study of Florida Residents continued throughout the
year, providing a full year perspective on trip and visitor characteristics.

Visitor volume calculations are done using statistical modeling, which uses the following
additional data inputs:

• Miami International Airport arrivals
• Fort Lauderdale – Hollywood International Airport arrivals
• Airlines Reporting Corporation/IATA ticket sales to MIA and FLL
• See Source mobile device data
• STR
• I94 Visitor Arrivals

This research, along with supplemental information about travel and tourism jobs, hotel
occupancy data, airline arrivals and departures, as well as Miami-Dade County tax receipts,
forms the foundation for determining the direct economic impact of visitors on the Miami-Dade
County economy.

Methodology

56

NOTE: Canada and Mexico i94 data based on those flying only.
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Hotel Industry Recap
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This section uses information sourced from STR
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Greater Miami offers a diverse hotel product for leisure and business travelers alike. Whether it’s
a luxury resort or a quaint boutique hotel, visitors to Greater Miami will find the right hotel to meet
their travel needs. As one of the most-telling travel industry metrics, hotel performance for Miami-
Dade is closely monitored by the GMCVB and reported on regularly.

According to STR, the industry leader for hotel performance monitoring, Greater Miami ranked
high in the Top 25 U.S. Hotel Markets in 2020 despite the turmoil of the pandemic. The
destination ended the year with an average hotel Occupancy rate of 46.4%, a decrease of -
38.9% compared to 2019, and ADR of $188.01, a decrease of -4.1%. The changes in
Occupancy and ADR resulted in RevPAR (revenue per available room) of $87.22, a net decrease
of –41.4%

Continuing from 2019, Airbnb and other home sharing platforms’ inventory continued to grow and
provide alternative lodging options to overnight visitors to Greater Miami. Despite the sustained
growth of Airbnb and other home sharing platforms, Greater Miami and the Beaches’ hotels
continue to be favored by visitors to the area.

In 2020, Greater Miami ranked among the top 10 in all three major categories (Occupancy, ADR
and RevPAR) when compared against the Top 25 U.S. Hotel Markets by STR.

Greater Miami:

#1 Revenue Per Available Room (RevPAR)

#2 Average Daily Room Rate (ADR)

#8 Occupancy

2020 Hotel Industry Recap
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TOP 25 HOTEL MARKETS

REVPAR

2020 % Change

Rank City Jan - Dec 2020 Jan - Dec 2019 20 vs 19

1 Miami-Dade $87.22 $148.82 -41.4%

2 Oahu Island $84.04 $202.69 -58.5%

3 San Francisco $74.09 $205.37 -63.9%

4 New York $70.74 $219.15 -67.7%

5 Los Angeles $67.98 $143.44 -52.6%

6 San Diego $62.88 $127.77 -50.8%

7 Anaheim $59.91 $129.40 -53.7%

8 Tampa $59.83 $95.87 -37.6%

9 Phoenix $57.97 $93.57 -38.0%

10 New Orleans $48.21 $103.87 -53.6%

11 Orlando $45.59 $96.62 -52.8%

United States $45.48 $86.63 -47.5%

12 Norfolk $43.93 $67.27 -34.7%

13 Nashville $42.94 $110.67 -61.2%

14 Philadelphia $42.94 $95.12 -54.9%

15 Boston $42.27 $147.26 -71.3%

16 Washington, DC $41.55 $112.73 -63.1%

17 Atlanta $41.32 $79.35 -47.9%

18 Denver $40.83 $99.92 -59.1%

19 Seattle $40.47 $118.76 -65.9%

20 Detroit $37.51 $68.90 -45.6%

21 Dallas $37.17 $73.77 -49.6%

22 Houston $34.21 $63.87 -46.4%

23 Chicago $32.44 $101.19 -67.9%

24 St Louis $31.63 $69.04 -54.2%

25 Minneapolis $28.91 $80.79 -64.2%

Source: STR
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TOP 25 HOTEL MARKETS

ROOM RATE

2020 % Change

Rank City Jan - Dec 2020 Jan - Dec 2019 20 vs 19

1 Oahu Island $215.57 $240.92 -10.5%

2 Miami-Dade $188.01 $196.11 -4.1%

3 San Francisco $177.18 $250.43 -29.2%

4 New York $151.62 $254.08 -40.3%

5 Los Angeles $138.96 $180.16 -22.9%

6 Anaheim $135.64 $165.73 -18.2%

7 San Diego $130.01 $166.71 -22.0%

8 Boston $121.81 $199.18 -38.8%

9 Tampa $117.75 $132.93 -11.4%

10 New Orleans $117.63 $149.46 -21.3%

11 Phoenix $116.33 $132.64 -12.3%

12 Washington, DC $112.78 $159.68 -29.4%

13 Orlando $109.74 $126.72 -13.4%

14 Seattle $106.77 $160.67 -33.5%

15 Nashville $105.03 $150.67 -30.3%

United States $103.25 $131.19 -21.3%

16 Philadelphia $98.69 $135.94 -27.4%

17 Denver $94.88 $135.40 -29.9%

18 Chicago $91.56 $145.38 -37.0%

19 Norfolk $89.42 $105.86 -15.5%

21 Minneapolis $86.74 $121.47 -28.6%

20 Atlanta $86.51 $114.61 -24.5%

22 Dallas $85.57 $109.18 -21.6%

23 St Louis $84.16 $106.47 -21.0%

24 Detroit $83.72 $105.27 -20.5%

25 Houston $80.84 $101.54 -20.4%

Source: STR
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TOP 25 HOTEL MARKETS

OCCUPANCY

2020 % Change

Rank City Jan - Dec 2020 Jan - Dec 2019 20 vs 19

1 Tampa 50.8% 72.1% -29.5%

2 Phoenix 49.8% 70.5% -29.4%

3 Norfolk 49.1% 63.5% -22.7%

4 Los Angeles 48.9% 79.6% -38.6%

5 San Diego 48.4% 76.6% -36.9%

6 Atlanta 47.8% 69.2% -31.0%

7 New York 46.7% 86.3% -45.9%

8 Miami-Dade 46.4% 75.9% -38.9%

9 Detroit 44.8% 65.5% -31.5%

10 Anaheim 44.2% 78.1% -43.4%

United States 44.0% 66.0% -33.3%

11 Philadelphia 43.5% 70.0% -37.8%

12 Dallas 43.4% 67.6% -35.7%

13 Denver 43.0% 73.8% -41.7%

14 Houston 42.3% 62.9% -32.7%

15 San Francisco 41.8% 82.0% -49.0%

16 Orlando 41.5% 76.2% -45.5%

17 New Orleans 41.0% 69.5% -41.0%

18 Nashville 40.9% 73.5% -44.3%

19 Oahu Island 39.0% 84.1% -53.7%

20 Seattle 37.9% 73.9% -48.7%

21 St Louis 37.6% 64.8% -42.0%

22 Washington, DC 36.8% 70.6% -47.8%

23 Chicago 35.4% 69.6% -49.1%

24 Boston 34.7% 73.9% -53.1%

25 Minneapolis 33.3% 66.5% -49.9%

Source: STR
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FLORIDA CITIES HOTEL MARKETS
REVENUE PER AVAILABLE ROOM

2020 % Change

RANK AREA 2020 2019 2020 vs 2019

1 Florida Keys $166.20 $210.78 -21.1%

2 Miami-Dade $87.22 $148.82 -41.4%

3 West Palm Beach $84.63 $133.28 -36.5%

4 Fort Myers $77.25 $108.32 -28.7%

5 Fort Lauderdale $67.34 $111.28 -39.5%

Florida $63.55 $104.75 -39.3%

6 Florida Panhandle $61.27 $86.87 -29.5%

7 Tampa $59.83 $95.87 -37.6%

8 Daytona Beach $57.32 $74.24 -22.8%

9 Jacksonville $53.93 $83.33 -35.3%

10 Melbourne $51.56 $82.04 -37.2%

11 Orlando $45.59 $96.62 -52.8%

United States $45.48 $86.63 -47.5%

FLORIDA CITIES HOTEL MARKETS
ROOM RATE

2020 % Change

RANK AREA 2020 2019 2020 vs 2019

1 Florida Keys $283.16 $277.48 2.0%

2 Miami-Dade $188.01 $196.11 -4.1%

3 West Palm Beach $183.59 $185.18 -0.9%

4 Fort Myers $154.78 $157.41 -1.7%

Florida $132.67 $145.21 -8.6%

5 Fort Lauderdale $132.32 $146.62 -9.8%

6 Florida Panhandle $118.31 $132.03 -10.4%

7 Tampa $117.75 $132.93 -11.4%

8 Daytona Beach $115.24 $119.19 -3.3%

9 Orlando $109.74 $126.72 -13.4%

10 Melbourne $108.37 $118.80 -8.8%

United States $103.25 $131.19 -21.3%

11 Jacksonville $101.18 $116.96 -13.5%

FLORIDA CITIES HOTEL MARKETS
OCCUPANCY

2020 % Change

RANK AREA 2020 2019 2020 vs 2019

1 Florida Keys 58.7% 76.0% -22.7%

2 Jacksonville 53.3% 71.2% -25.2%

3 Florida Panhandle 51.8% 65.8% -21.3%

4 Fort Lauderdale 50.9% 75.9% -32.9%

5 Tampa 50.8% 72.1% -29.5%

6 Fort Myers 49.9% 68.8% -27.5%

7 Daytona Beach 49.7% 62.3% -20.2%

Florida 47.9% 72.1% -33.6%

8 Melbourne 47.6% 69.1% -31.1%

9 Miami-Dade 46.4% 75.9% -38.9%

10 West Palm Beach 46.1% 72.0% -36.0%

United States 44.0% 66.0% -33.3%

11 Orlando 41.5% 76.2% -45.5%

Source: STR
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by: Miami-Dade County, Miami Beach, Bal Harbour and Surfside

Tourist-Related Taxes Collected in Miami-Dade County
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GREATER MIAMI CONVENTION & VISITORS BUREAU
Analysis of Miami-Dade Tourist Taxes Fiscal Year 2019/2020

Tax Rate Tax Name Where Tax is Collected Who Collects Amount Collected
GMCVB

GMCVB %
Allocation

3% Convention Development Tax* All of Miami-Dade except 
Bal Harbour and Surfside

Miami-Dade 
County $63,249,283 $0 0%

2% Tourist Development Tax*
All of Miami-Dade except 
Bal Harbour, Miami Beach 
and Surfside

Miami-Dade 
County $22,856,171 $11,611,437 51%

1% Professional Sports Tax*
All of Miami-Dade except 
Bal Harbour, Miami Beach 
and Surfside

Miami-Dade 
County

$11,428,085 $0 0%

2%
Hotel Food & Beverage Tax: 
This tax is collected on all food 
and beverages sold in hotels.

All of Miami-Dade except 
Bal Harbour, Miami Beach 
and Surfside

Miami-Dade 
County $5,700,202 $5,325,169 94%

1%

Non-Hotel Food & Beverage  
Tax: This tax is collected on 
food and beverages sold in 
restaurants not in hotels, with 
full liquor license and gross 
sales of over $400,000 
annually. (The Homeless Tax)

All of Miami-Dade except 
Bal Harbour, Miami Beach 
and Surfside

Miami-Dade 
County $22,434,108 $0 0%

4% Resort Tax

Miami Beach City of Miami 
Beach

$37,062,198 

$6,560,130 18%
2%

Food & Beverage Tax: This tax 
is collected on food and 
beverages sold in restaurants in 
and out of hotels. This includes 
fast food establishments.

$19,983,705 

4% Room Tax Bal Harbour reports its Room 
Tax and F&B Tax combined. Its 
Food & Beverage Tax is 
collected on food and 
beverages sold in restaurants in 
and out of hotels. This includes 
fast food establishments.

Bal Harbour Village of Bal 
Harbour $2,804,128 $0 0%

2% F&B Tax

4% Room Tax Surfside reports its Room Tax 
and F&B Tax combined. Its 
Food & Beverage Tax is 
collected on food and 
beverages sold in restaurants in 
and out of hotels. This includes 
fast food establishments.

Surfside Town of Surfside $0 0%
2% F&B Tax

TOTAL TOURIST-RELATED TAXES COLLECTED $185,517,880 $23,496,735 

Miami-Dade .5% 
Transit Tax**

.5% Sales tax on all goods and 
services sold in Miami-Dade 
County which the state sales 
tax is collected on.

All of Miami-Dade County Miami-Dade 
County $36,990,654 

Miami-Dade .5% 
JMH Tax**

.5% Sales tax on all goods and 
services sold in Miami-Dade 
County which the state sales 
tax is collected on.

All of Miami-Dade County Miami-Dade 
County 

$36,990,654 

6% FL State Sales Tax

6% Sales tax on all goods and 
services sold in Miami-Dade 
County which the state sales 
tax is collected on.

All of Miami-Dade County Miami-Dade 
County $433,887,850 

TOTAL SALES TAXES COLLECTED $517,869,159
TOTAL SALES AND TOURIST-RELATED TAXES COLLECTED $703,387,039 

GMCVB % OF TOTAL TOURIST TAX COLLECTIONS $23,496,735 13%
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This section uses information sourced from the 
Florida Department of Economic Opportunity

Leisure and Hospitality Employment
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*reflects annual revision by Florida Department of Economic Opportunity
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MIAMI-DADE COUNTY JOBS

2019* 2020 % CHANGE

Total Employment 
(Non-Agricultural) 1,235,700 1,166,500 -5.6%

Leisure and Hospitality 
Employment 145,800 118,000 -19.1%

Leisure and Hospitality 
Employment as % of Total 

Employment
11.8% 10.1% -14.4%

Leisure / 
Hospitality 

Employment, 
10.1%

Non - Leisure / 
Hospitality 

Employment, 
89.9%

Leisure and Hospitality Employment 
Miami-Dade County 2020
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Note: Reported figures are in thousands
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MIAMI-DADE COUNTY
LEISURE AND HOSPITALITY EMPLOYMENT TRENDS

% 
CHANGE

2011 2012 2013 2014 2015 2016 2017 2018 2019 2020 20 vs 19
JANUARY 109.9 116.6 123.0 126.9 132.1 138.9 139.5 140.6 143.7 146.9 2.2%
FEBRUARY 110.0 116.9 124.9 128.5 133.5 141.4 141.5 144.1 145.8 150.1 2.9%
MARCH 111.3 119.6 127 131 135.5 143.5 143.3 145.6 148.1 142.7 -3.6%
APRIL 111.6 120 127 130.4 135.3 143.0 143.6 144.2 147.2 80.3 -45.4%
MAY 112.2 120.3 126.5 129.8 134.3 141.7 143.4 143.9 146.5 93.5 -36.2%
JUNE 112.6 119.7 125.5 129.4 133.5 139.6 143.4 141.2 144.1 117.5 -18.5%
JULY 110.1 118.7 123.5 127.3 132.6 138.5 140.7 141.5 143.6 112.5 -21.7%
AUGUST 109.3 118.7 124.1 127.6 133.5 138.3 141.4 143.4 145.6 109.9 -24.5%
SEPTEMBER 109.3 119.1 124 128.7 132.9 139.7 133.3 142.5 143.7 115.1 -19.9%
OCTOBER 111.5 120.0 125.3 130.1 133.5 141.2 137.7 143.4 145.4 119.7 -17.7%
NOVEMBER 113 120.4 127.3 132.5 135 144.1 140 145.2 147.3 122.8 -16.6%
DECEMBER 113.2 121.7 128.7 133.6 135.2 144.5 140.8 145.9 148.3 104.7 -29.4%

YTD Total 111.2 119.3 125.6 129.7 133.9 141.2 140.7 143.5 145.8 118.0 -19.1%
Source: Florida Agency for Workforce 
Innovation
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2020 Dashboard of Key Visitor Industry Indicators
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Prepared by: GMCVB’s Research Division
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Monthly Dashboard of Key Visitor Industry Indicators
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701 Brickell Ave., Suite 2700
Miami, FL 33131 USA

305/539-3000, 800/933-8448
MiamiandBeaches.com

© Greater Miami Convention & Visitors Bureau 
The Official Destination Sales & Marketing Organization for Greater Miami. CS-03673


