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Partnership

GMCVB & PortMiami Cruise Miami Program

• Generate awareness of pre/post cruise stays

• Support cruise line partners through trade channels

• Cruise Tradeshows (Consumer & Trade)

• Cruise Agent Training/Educational Programming

• Advertising

• Inaugural Welcome Events for new builds

• And more…



Overnight Visitors – Greater Miami 2017

49.2%50.8%

Domestic International

• Vacation/Leisure:           86%
• Business/Conventions:    7%
• Cruise:                             5% 
• Other:                               2%

Purpose of visit:

15.9 Million Overnight Visitors



Consistent growth over the last 10+ years 

Note: Port Miami reports numbers by Fiscal Year 



PortMiami set new record in a single day 

Nine cruise ships were docked on 
December 9th:
• Carnival Horizon
• Carnival Magic
• Disney Magic
• FRS Caribbean San Gwann MSC 

Divina
• Norwegian Getaway
• Oceania Riviera
• Empress of the Seas
• Allure of the Seas

Largest embarkation day in cruise 
history with 52,000 cruisers.



More than $5 Billion of Infrastructure Investment  

• 50 Hotels+ / 10,000+ New Rooms

• American Dream Miami

• Miami Beach Convention Center (Now Open) 

• Miami International Airport (Central Terminal Optimization Program)

• Miami World Center

• Sky Rise Miami

• Virgin USA Trains



5-Year Visitor Industry Strategic Plan Process

• The GMCVB’s goal is to develop an action-
oriented, forward thinking strategic business 
plan that will be a roadmap for identifying and 
taking action on the critical issues that will drive 
the Travel and Tourism industry forward for the 
next 5 years. 

• This plan will ensure the GMCVB has the tools to 
maintain its relevancy as a Destination 
Marketing Organization (DMO) in an ever-
shifting competitive marketplace.

• Plan to be published during Summer 2019.



5-Year Visitor Industry Strategic Plan

The plan will closely look at key issues affecting Travel & Tourism: 
• Mobility
• Sustainability
• Resiliency



Early insights

• Shifting from DMO to DMMO

• Destination Marketing Organization                Destination Marketing Management Organization



Considerations

Finding solutions will require:

• Partnerships - Closer cooperation and 
communication among elected officials, 
stakeholders, private sector and local 
communities.

• Understanding residents’ attitudes toward 
tourism is central. Engaging residents and 
further advocate for the value of tourism.

• Raising awareness of unique travel experiences 
within the destination that are beyond the 
most-frequented travel hotspots.



Tourism is Everybody’s Business
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