






Economic Crash Course for Florida Tourism

With this segment of the workshop we will walk away with the answers 

to these following questions:

What are TDTs ?
Why Should You Care ?
Where is this in pictures ?



What are Tourism Development Taxes (TDT)?



What are Tourism Development Taxes (TDT)?
•Original TDT: 1% or 2% tax levied since 1977

•Additional TDT: Extra 1% tax allowed since 1986

•Professional Sports Franchise Facility Tax: Up to 1% tax for 
sports facilities since 1988

•High Tourism Impact Tax: Extra 1% tax for high tourism 
impact counties since 1989

•Additional Professional Sports Franchise Facility Tax: 
Another up to 1% tax for sports facilities since 1994



Why Should We Care about TDT?

I. Tourism Stimulates all sectors of a local economy

II. Offers another alternative to tax collection that 
does not pertain to Ad valorem taxes



Why Should We Care about TDT?

Using data from Visit Florida and data related to Sales Tax Collections 
from FY 2021-22, the Office of Economic and Demographic Research gave 
the following estimates related to who pays TDTs: 

• When combined with international visitors, it is reasonable to assume 
approximately 21.4% of Taxes on Transient Rentals were paid by 
Floridians. 

• According to annual reports from DOR,* statewide TDT collections in 
FY 2021-2022 were $1,202,280,184; using this estimate, the total TDT 
paid by Floridians in that year was $257,247,365. 

* Local Government Tax Receipts by County, Form 3, FY 2021-22, available at: 
https://floridarevenue.com/DataPortal/Pages/TaxResearch.aspx 



2024 Transient Rental 
Taxable Sales:

Can you give this to me in Pictures ?
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2023-24 Transient 
Rental Taxable 
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Total 
Statewide 
Transient 
Rentals
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1 Orange $ 6,231,489,630 17.5% 17.5% 11 Collier $ 1,105,219,565 3.1% 72.9%
2 Miami-Dade $ 5,136,544,853 14.5% 32.0% 12 Bay $ 1,018,963,601 2.9% 75.8%
3 Broward $ 2,360,051,223 6.6% 38.7% 13 Okaloosa $    967,103,024 2.7% 78.5%
4 Monroe $ 2,208,877,873 6.2% 44.9% 14 Sarasota $    878,723,415 2.5% 81.0%
5 Pinellas $ 1,770,613,788 5.0% 49.9% 15 Manatee $    701,002,102 2.0% 83.0%
6 Osceola $ 1,584,424,615 4.5% 54.3% 16 Volusia $    622,006,781 1.8% 84.7%
7 Walton $ 1,545,191,700 4.4% 58.7% 17 Duval $    595,776,312 1.7% 86.4%
8 Palm Beach $ 1,495,092,459 4.2% 62.9% 18 St. Johns $    581,554,209 1.6% 88.0%
9 Lee $ 1,353,192,075 3.8% 66.7% 19 Escambia $    508,163,649 1.4% 89.5%

10 Hillsborough $ 1,105,881,397 3.1% 69.8% 20 Brevard $    503,404,829 1.4% 90.9%

2023-24 Top 20 Counties
Transient Rental Taxable Sales
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America’s First Resort Destination





• Discover The Palm Beaches

• Official Tourism Marketing Corporation 
contracted by Palm Beach County government

• Private, not-for-profit organization accredited by 
Destinations International

• Reports to a 25 Member Board/7 appointed by 
Palm Beach County Board of County Commissioners

• Tourist Development Council organization 
collaborating with sister agencies

• Funding almost entirely through bed taxes, plus 
some private revenues

• WHO WE ARE



WE MARKET. WE SELL. WE CONNECT.

We’re more than just tourism marketing, we’re an 

economic development organization. 

Working for the people of Palm Beach County 











BEST YEAR EVER!    





•Research Platform• BUSINESS 
INTELLIGENCE

• Visitation, Visitor Profiles & Market Segmentation – Visa Destination 
Insights, Placer.ai, Omnitrak, Longwoods, MMGY DK Shiflet 

• Visitor Spending & Economic Impact – Visa Destination Insights, Florida 
Department of Revenue, IMPLAN, Event Impact Calculator

• Lodging Performance (Hotels, Vacation Rentals, Airbnb) – STR, Airdna, 
PBC Tax Collector, Department of Professional Regulation

• Resident Sentiment – DTPB in-house research platform

• Brand Performance & Traveler Sentiment – DTPB in-house research 
platform

• Destination DemandTM – DTPB Proprietary Platform based on ARC, OTA 
Insight, Keydata, Airdna, FuturePace, Sport Commissions data



methodology2024 STRATEGIC APPROACH



• Transforming 
• The Palm Beaches 
• Visitors’ Experience; 

• Integrating Meaningful 
• Brand Evolution; 

• With Revolutionary 
• Marketing Technology

• FY24 MARKETING 
PLAN



CORE STRATEGIC PILLARS FOR 2024 & 2025

Revenue 
Optimization

Sales

Marketing

Partnership

Organization 
& Destination 
Development

Master Plan

PBCCC HQ Hotel

MarTech

Events

CTA

Talent

Collaboration

TDC Agencies

Community 
Stakeholders

Residents

Advocacy

State

County

Cities

Social 
Inclusion & 

Sustainability

Diversity, 
Equity, Inclusion

Accessibility

Environment

Quality of Place



Artificial Intelligence & Digital PlatformsMARKETING TECHNOLOGY

Website | Generative AI | Mobile App | Deep Learning AI 





Residents invite friends and family, build awareness of what we do

Social media based, giveaways for locals, summertime 

Local leaders have participated and encouraged residents 



Invite visitors and residents to see our eco assets  

Visitation leads to awareness and preserving  

We work with our eco partners and promote protected assets   







TOURISM MASTER PLAN 

Framework of plan approved by Board of County Commissioners, 

we’ll begin with interviews and town halls 

What will tourism look like in 10 – 20 years? 

How do we prevent overtourism? 

How do make sure our residents don’t come to despise visitors? 

What do we need in tourism infrastructure? 

Year to year & half time frame     



Image taken from 
Apollo 8, Dec. 1968

Astronaut William Anders 



It’s perspective … we want to put tourism in 
a different perspective

Earthrise



methodologyTHANK YOU



Increasing your ROI through Partnership 

with VISIT FLORIDA



Melbourne Beach

Million

140
Visitors in 

2023



Florida: Beating the Competition



Florida Resident 

Sentiment Survey







Florida:

Adventure 

Travel

● Go Beyond the Expected

● Trails and Trail Towns 

Campaign

● "Adventure within Reach"



＞ Turnkey programs offered year around in 4 week flights

＞ Leverage buying power to offer highly negotiated rates

＞ 25% co-investment from VISIT FLORIDA

＞ Packages start at $3,750

＞ Partner-led creative

＞ Requires our co-op logo: 

What does Cooperative Marketing with VISIT 

FLORIDA look like? 













Key Takeaways

● Communicate with your local DMO

● Engage with VISIT FLORIDA

○ Partnership, Free Web Listing, #LoveFL

 
● Participate in Co-op

○ Turnkey programs that fit every budget 



Lindsey Norris 

Director of Industry Relations

850-445-8421 

lnorris@visitflorida.org

www.visitflorida.org



Ginnie Springs

Thank 

You!



John Solomon, Director Franklin County TDC

Winning Big by

Promoting Small



ogether 

veryone 

ccomplishes 

ore



1. The County  Commission

2. Tourism Development Advisory Committee

3. Administration & Vendors

4. Positive Public Input

Who is on the Team?
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Visitor 
Spend

2017 2018 2019 2020 2021 2022

2019 – 293.8 Million

2018 – 272..3 Million

2017 – 257.3 Million

2021 – 384.5 Million

Statistics Provided by

Total Visitor Spending for Franklin County

2022 - 460.1 million

2020 – 247.4 Million
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Information provided by VISIT FLORIDA



G.I. Boomer Gen X Millennial Gen Z

GEN X – 28.1%

Boomer – 25.4%

GEN Z – 9.2%

G
.I.–

1.9%

Millennial –
35.2%

Statistics Provided by



Top Activities 2023

Activity Percentage

Beach / Waterfront 39%

Shopping 24%

Culinary – Dining Experience 22%

Culinary Typical Restaurant Dining 22%

Visit Friends / Relatives 16%

Theme Parks 16%

Touring / Sightseeing 14%

Birthdays 11%

Business / Work 10%

Nightlife 10%

Special Dining Experience 9%

Fishing 7%

Boating 7%

National / State Parks 7%

Movies 7%

Live Music 6%

Biking 6%

Museums / Art Exhibits 5%

Golfing 5%

Festival / Fairs 5%

Historic Sites 5%
Statistics Provided by



O u r Way o f T h i n k i n g







ST. GEORGE ISLAND STATE PARK

#1 BEACH IN AMERICA 2023

For over three decades, Dr. Stephen Leatherman ("Dr. Beach") has reviewed, evaluated and rated beaches and coastal areas throughout the world. In

addit ion to his annual rank ing of America's Best Beaches, he works tirelessly to increase awareness about the dangers of rip currents and to promote 

no smoking at beaches.



John Solomon

Director Franklin County TDC

Email:

fctdcdirector@floridasforgottencoast.com

mailto:fctdcdirector@floridasforgottencoast.com
mailto:fctdcdirector@floridasforgottencoast.com
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