ST.PETE
CLEARWATER

CANADA
UNITED KIN
CENTRAL EU
UPDATE

GDOM
ROPE

Rosemarie Payne — Visit St. Pete/Clearwater
Jayne Brooke — Rooster
Axel Kaus — Kaus Media







Canada Overnight Visitation to the Tampa-St Pete-Clearwater MSA
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2023 Tampa-5St. Pete., FL Visitor Markets by Overnight Visits 2023 Visitors from Canada to Tampa-St. Pete., FL
All International, Year-over-year percent change vs. Previous Year; CAGR for 2019 to 2025 Year-over-year percent change vs. Previous Year; CAGR for 2019 to 2025
canada [N -5 .c < A46.2% YOY A1.5% CAGR Overnight Visits Mights Spending
United Kingdom [N 150.3K AB8.0% YOY 42.1% CAGR 545.8K 3.9M 286.7M
Rest of Caribbean il 73.5K A41.7% YOY A5.4% CAGR 3 ? $ '
Germany [l 54.7K A10.1% YOY A5.3% CAGR A46.2% YOY  41.5% CAGR A46.2% YOY  42.6% CAGR A416.9% YOY  41.7% CAGR
Netherlands [ 24.0K A107.5% YOY 45.6% CAGR
Brazil | 21.5K A215.9% YOY 43.8% CAGR
Ttaly | 18.5K A127.2% YOY 44.2% CAGR
France | 17.6K A105.4% YOY 44.9% CAGR
Rest of South Ame.. | 16.5K A1.8% YOY 42.8% CAGR
Sweden | 12.9K A216.5% YOY A6.7% CAGR Forecast Forecast Forecast
vayr % 2010 2015 2020 2025 2030 2010 2015 2020 2025 2030 2010 2015 2020 2025 2030
i,
L%

2023 Top United States Destinations for Visitors from Canada

Year-over-year percent change vs. Previous Year

By Overnight Visits By Nights

At 545.8K visits, Tampa-5t. Pete., FL ranks #9 At 3.2M nights, Tampa-5t. Pete., FL ranks #5
Seattle, wa [ 1.5M A30.6% YOY orlando, FL I S .3M A4B.5% YOY
Las Vegas, NV NN 1.4M AS9.6% YOY Las vegas, Nv NI 1.7M AS9.6% YOY
. Orlando, FL NN 1.3M A48.5% YOY New York, NY I -.5M 439.1% YOY
j Mew York, NY I 506.1K A39.1% YOY Phoenix, AZ [N =.5M A48.3% YOY
J Los Angeles, CA I 814.4K A38.1% YOY Tampa-5St. Pete., FL [N 3.2M A4E6.2% YOY
1 j-r/ Boston, MA I 759.5K A27.7% YOY Los Angeles, CA I =.0M A38.1% YOY
? Detroit, MI I 696.6K A37.8% YOY seattle, wa [N 2.9M A 30.6% YOY
© 2023 Mapbox ® OpenStreethap Phoenix, A7 [l 661.2K A48.3% YOY Boston, M4 [ 2.6M A27.7% YOY
2023 Overnight Visits to Tampa-5St. Pete., FL Tampa-St. Pete,, FL I 545.8K A46.2% YOY Miami, FL [N 2.0M A26.7% YOY
30 e miami, FL I 494.3K A 26.7% YOY Honolulu, HI I 2.0M 429.4% YOY

Source: Tourism Economics Global City Travel Updated August 27, 2023 Powered by SYMPHCONY TOURISM ECONOMICS




2023 International Overnight Visits to Tampa-St Pete-Clearwater MSA
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Country of Origin
Canada

United Kingdom
Germany
Netherlands
Brazil

Italy

France
Sweden
Switzerland
Spain

Me xico

India
Argentina
Ireland
Denmark
Belgium
Norway
Austria
Poland
Hungary
Finland

Overnight Visits YOY %o Change

545,810
160,280
54,650
23,970
21,450
18,520
17,620
12,850
12,310
12,170
10,310
9,820
7,580
3,060
3,020
2,470
2,290
2,260
1,530
1,450
1,370

AA46.
A 88.
A10.
A107.
A215.
Al127.
A105.
A216.
AO.

A 166.
AG3.
AA46.
A225.
A170.
v21.
AS55.
A104.
A7/37.
A51.
A57.
A85.

2%
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5%
9%
2%
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5%
2%
9%
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3%
3%
8%
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6%
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YOY
YOY
YOY
YOY
YOY
YOY
YOY
YOY
YOY
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YOY
YOY
YOY
YOY
YOY
YOY
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Method of Arrival

Method of Arrival

Persona Vehicle I 5G.2:
Airine  INNEGGEGEGEEEEEEEEEEEEEE C0.4%
RentalVehicle I 114%
Rideshare (Uber, Lyft, etc) ] 2.4%
RV I 0.9%
Taxiorlimo @ 0.1%
Train  0.1%

0.0% 10.0% 20.0% 30.0% 40.0% 50.0% 60.0%

Base: Canada and (2022 OR 2023) 372 responses. Destination¢Ana|yst5



First-Time Visit to Florida / Previous Visitation to St. Pete/Clearwater

First Time Visitors to Florida

Yes: 20.4%~_4

7 ““No: 79.6%

Previous Visitation to the St. Pete/Clearwater Area
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Infographic Profile: Canada and (2022 OR 2023) 372 responses.

Length of Stay

6.5 Days (on average)

Seasonality of Visit Travel Party Size Daily Spending
® 0
Jan-Mar [ 40.5% 23
Apr-Jun B 27.9% People $124.71
Jul-Sept [ 11.5% Per Person
o)
gedpis || 2Bk 0.2% Traveled with Children
Top Communities Visited Top Activities
[+]
Madeira Beach 0 92.0% 74.3% 57.0% 46.8%
St. Petersburg I 48.2% . . - ZQ.ﬁ:
Clearwater Beach W 42.9% Vieit Sinina in Shoning Swimm
St. Pete Beach Wl 30.7% boeh roetaurte o SIS
Tierra Verde B 30.2%

Destination¢Analysts
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FY23 Key
Accomplishments

Canadian Sales Mission — Calgary, Toronto
& Montreal

BranchUP — Facebook Initiative
Florida Huddle & IPW Canadian Meetings

Product Launches with Air Canada
Vacations & TravelBrands

Canadian Automobile Association/Alberta
Motor Association FAM

Hotelbeds Receptive Operator Campaign in
Canada




Opportunities & Headwinds

Opportunities

* Nonstop Air Service to TPA
»* Air Canada — Toronto &

Ottawa
* WestdJet — Toronto &
Calgary (Dec.)

“ Lynx Air — Toronto &
Montreal (Nov.)

s» Porter Air — Toronto

Headwinds

* Increased competition from
other FL Destinations,
Cruises, Caribbean

e Political Climate

e Canadian Economic
Challenges

 Weather/Environmental
Issues



Looking Ahead
to FY24

Visit Florida Training Portal

Brand USA Initiatives (new BUSA
Representation in Canada — Casey
Canevari)

IPW Canadian Reception
Florida Huddle — Miami
Increased FAM Visits

Tour Operator Product Launches

2 Canadian Sales Missions for April &
June 2024







UK/Ireland/Scandinavia Overnight Visitation to the Tampa-St Pete-Clearwater MSA

United Kingdom Ireland Scandinavia
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Source: Tourism Economics - GCT
Scandinavia = Denmark, Norway, Sweden




FY 2023
Key Accomplishments

Telegraph Campaign, a six-month targeted awareness campaign
with value added competition element. Total competition entries:
22,806 (3,650 of these have opted-in to our newsletter database).

Camp Bestival, Shropshire, a successful outdoor consumer
activation, targeting the family market. Visit St. Pete/Clearwater
were also an official partner of the festival.

Trade events and training in the UK, Ireland and Scandinavia,
educating key travel partners.

Media events in the UK, educating media across the country.
Virgin Atlantic inaugural and trade mega FAMS, launching the
new daily service working with and educating key journalists and
trade partners — hosting a total of 84 trade members.

Continued and ongoing success running marketing campaigns
with prominent travel publications and tour operators.

Grew the trade database by 357% & consumer by 12.64%




Marketing campaigns
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Trade & Media FAM Trips




FY 2023
Key PR Accomplishments

Public Relations Results:

* 9 media and bloggers hosted (individual / group visits)

« Monthly press releases, ongoing pitching of a variety of story
angles to generate media interest

* Promotion of St. Pete / Clearwater at leading media events
including IMM London, Media Getaway Leeds, Visit USA

=<» 135 articles in UK press

=2 680+ million reach

=» Strong domain authority (quality pieces)
= $33.3 million media value




Opportunities & Headwinds

OPPORTUNITIES

Flight frequency from the UK into Tampa Intl

Strong, interactive arts scene (urban murals, Dali
Museum) with interesting stories to tell

Trend of discovering the ‘lesser known’
destinations and travelling off the beaten track

Trend of eco-tourism and nature-based
tounsm/explornng places with outdoor landscapes

New hotel opening/renovations & ongoing strong
tounism product development (accommodation,
restaurants, bars, attractions, museums)

Home to Florida's largest Pride Festival and other
impressive events calendar

Twin centre with Orlando and other Florida
destinations

THREATS

+ Competition from other beach destinations both in
the US and globally

«  Environmental, Red Tide & Hurricanes

« Perception of danger/gun crime in the US & civil
unrestiracial inequalities in the US (Black Lives
Matter AND LGBTQIA+ rights infringes)

« Ongoing conflicts in Ukraine/|srael

«  Costof living



Looking ahead to FY2023-24

« ITV A Taste of Florida’
« Upcoming press and trade FAM trips

« Pitching of story angles and themes that differentiate VSPC from
competitor destinations

« Media events (IMM London, Meet the Media Dublin)
« Trade trainings & roadshows

* Consumer & trade shows

« Tour operator campaigns

« Brand partnerships

« Partnershipswith Brand USA, Visit USA & Visit Florida
+ Leveraging the ‘Orlando’ effect
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FY 2023
Key Accomplishments

Public Relations Results:

* 16 media visits (individual / group visits)

« Monthly press releases, robust media outreach after the
pandemic

» Promotion of St. Pete / Clearwater at leading media events

=>» 668 articles (in DACH markets)
=» 301+ million reach
= almost $14 million media value




FY 2023
Key Accomplishments

Marketing & Sales Activities in nine European countries:
B2C promotions with leading tour operators
Face-to-face training of 900+ travel agents

Promotion of St. Pete / Clearwater at about 30 leading trade shows
and industry events (B2B and B2C)

Hosted 32 top travel agents and tour operators from Germany,
Switzerland and the Netherlands in our area

One month long complimentary promotion of St. Pete / Clearwater in
700 McDonald’s restaurants resulted in 35 million consumer
contacts (media value: $2.65 million)




Headwinds & Opportunities

Challenges Opportunities

« Strong Competition from other FL .
destinations, Caribbean, Asia, etc.

Increased air service to TPA:

* Discover (daily flights from FRA in 2024)
« Exchange Rate — value for product _
available. * Edelweiss (4 flights/week from ZRH in 2024)

« Higher prices for accommodations as well * Potential new airlines (i.e., AMS)

as gas/plane tickets. - .
* Strong motivation to travel to Florida.
e Weather/Environmental issues — Red Tide

and Hurricanes. « Ongoing strong tourism product development
« Economies (ongoing inflation and {EIE:EEJI'!"IH‘IEJI’.‘!E![IEJHS, restaurants, breweries,
moderate recession). attractions, museums).

e Military Disturbances (Ukraine / Israel).



Central European Visitation

Post Pandemic

Germany/Switzerland/Belgium/Netherlands Overnight Visitation to the Tampa-5t Pete-Clearwater MSA
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Intern. Inbound Spending - Regions

Tampa-5t Pete-Clearwater M5A Visitor Markets by inkaund Spending
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FY 2024 - Tactics

Very robust media outreach and high amount of
tourism sales activities to increase visibility and
demand.

Increase FAM visits to showcase our destination
(media / trade).

Leverage our relationship with Brand USA.

Partner with Visit Florida, Visit USA Committees
and other Florida DMO's when applicable.

Continued focus on affluent travelers & savvy
value travelers.

LGBTQ+ International Travel.
Both B2B and B2C sales concentration.
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