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DESTINATION DNA ANALYSIS

–
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A. ASSET VISITATION ANALYSIS

TOURISM PRODUCT GROUPINGS AND COMPONENTS
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CULTURE ENTERTAINMENT SIGHTSEEING
OUTDOOR 

ADVENTURE CULINARY LODGING



12

SELECTED DESTINATIONS FOR PALM BEACH COUNTY TMP BENCHMARKING

TOTAL ANNUAL VISITATION TOTAL ANNUAL VISITATION
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CULTURE COMPARISON
(TOTAL REVIEWS INDEXED BY VISITORS TO DESTINATION)

OCEANOGRAPHIC MUSEUM 
OF MONACO LOUVRE ABU DHABI USS MIDWAY MUSEUM

ST. AUGUSTINE 
AMPHITHEATER

DOMESTIC MARKETS INTERNATIONAL MARKETS
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ENTERTAINMENT COMPARISON
(TOTAL REVIEWS INDEXED BY VISITORS TO DESTINATION)

ZOO MIAMI PETCO PARK FERRARI WORLD ABU DHABI CASINO OF MONTE CARLO

DOMESTIC MARKETS INTERNATIONAL MARKETS
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SIGHTSEEING COMPARISON
(TOTAL REVIEWS INDEXED BY VISITORS TO DESTINATION)

WYNWOOD WALLS SIESTA BEACH PONTA DE PIEDADE CRYSTAL & FANTASY CAVES

DOMESTIC MARKETS INTERNATIONAL MARKETS
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OUTDOOR ADVENTURE COMPARISON
(TOTAL REVIEWS INDEXED BY VISITORS TO DESTINATION)

TORREY PINES GLIDERPOINT
EVERGLADES HOLIDAY
PARK AIRBOAT TOUR SERIAL DIVERS DOLPHIN QUEST BERMUDA

DOMESTIC MARKETS INTERNATIONAL MARKETS
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LODGING COMPARISON
(TOTAL REVIEWS INDEXED BY VISITORS TO DESTINATION)

SEMINOLE HARD ROCK 
HOTEL & CASINO RESORT HOTEL DEL CORONADO FAIRMONT MONTE CARLO

HAMILTON PRINCESS
& BEACH CLUB

DOMESTIC MARKETS INTERNATIONAL MARKETS
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CULINARY COMPARISON
(TOTAL REVIEWS INDEXED BY VISITORS TO DESTINATION)

COLOMBIA RESTAURANT CVI.CHE 105 NOSOLOAGUA AL KHAYMA

DOMESTIC MARKETS INTERNATIONAL MARKETS
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DOMESTIC SCORING SUMMARY

DESTINATION AMENITY SATISFACTION MATRIX

MARKET CULTURE ENTERTAINMENT SIGHTSEEING OUTDOOR 
ADVENTURE LODGING CULINARY TOTAL

AVERAGE 32.4 77.9 72.7 5.4 76.1 120.1 384.7

PALM BEACH COUNTY VS. AVERAGE -7.3 41.0 -18.9 1.2 -19.7 -6.0 -9.6

PALM BEACH COUNTY RANK (OUT OF 12) 5 4 7 5 9 6 7
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GLOBAL SCORING SUMMARY

DESTINATION AMENITY SATISFACTION MATRIX

MARKET CULTURE ENTERTAINMENT SIGHTSEEING OUTDOOR 
ADVENTURE LODGING CULINARY TOTAL

AVERAGE 14.0 28.1 24.4 0.6 16.2 18.2 101.4

PALM BEACH COUNTY VS. AVERAGE -11.5 -16.2 -19.0 0.1 -10.6 -6.8 -63.9

PALM BEACH COUNTY RANK (OUT OF 10) 3 6 6 3 8 6 7
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B. DESTINATION SALES ANALYSIS

ENTERTAINMENT / RECREATION SALES COMPARISON
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DINING SALES COMPARISON
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RETAIL SALES COMPARISON
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STORY AND STRATEGY ANALYSIS

STORY AND STRATEGY ANALYSIS TOPICS

BRAND CHALLENGES RESPONSE TO TRENDS

STRATEGIES TARGET VISITOR 
PREFERENCES

TRANSFERRABLE IDEAS 
FOR PBC
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STORY AND STRATEGY ANALYSIS: DOMESTIC MARKETS

DOMESTIC MARKET CASE STUDIES

YE
AR

-R
OU

ND
 M

ET
RO

S
MO

ME
NT

UM
 M

AR
KE

TS
EX

CL
US

IV
E G

AT
EW

AY
S

Larger tourism destination 
with strong brand 
recognition, diverse visitor 
appeal, and well-
established hospitality 
infrastructure

Competitive tourism 
markets with strong 
appeal that are further 
elevating their position 
through sustained growth 
and evolving offerings

High-end getaway 
destinations that offer a 
blend of sophistication, 
scenic beauty, and 
premium hospitality 
experiences

SAN DIEGO + LA 
JOLLA , CA MIAMI, FL

TAMPA + 
SARASOTA, FL

FORT 
LAUDERDALE, FL

JACKSONVILLE + ST. 
AUGUSTINE, FL HILTON HEAD, SC NAPLES, FL

THE HAMPTONS, 
NY

SANTA BARBARA, 
CA SCOTTSDALE, AZ NEWPORT, RI
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YEAR-ROUND METROS 
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MOMENTUM MARKETS 
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EXCLUSIVE GETAWAYS 
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VISITOR PREFERENCE ANALYSIS

EXPERIAN'S MOSAIC USA – TOP 14 “HIGH-VALUE” MARKET SEGMENTS

TARGET TRAVELER SEGMENT
HEAD OF

HOUSEHOLD AGE

AGE OF

CHILDREN

HOUSEHOLD SIZE 

(PERSONS)

HOUSEHOLD

INCOME ($)
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POWER ELITE
–

–

–

–

–

–

FLOURISHING FAMILIES
–

–

–

–

BOOMING WITH CONFIDENCE
–

–

–

–
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VISITOR PREFERENCE ANALYSIS: PALM BEACH COUNTY VS. DOMESTIC DESTINATIONS

VISITATION PREFERENCE – PALM BEACH COUNTY VS. DOMESTIC DESTINATIONS

TARGET TRAVELER SEGMENT
YEAR-ROUND METROS MOMENTUM MARKETS EXCLUSIVE GETAWAYS PALM

BEACH WINS 
(OUT OF 11)SAN DIEGO + 

LA JOLLA MIAMI TAMPA + 
SARASOTA

FT. 
LAUDERDALE

JACKSONVILLE 
+ ST. 

AUGUSTINE
HILTON HEAD 

ISLAND NAPLES THE 
HAMPTONS

SANTA 
BARBARA SCOTTSDALE NEWPORT

PO
WE

R 
EL
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6

9

7

7

6
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7

11

8

9

PALM BEACH WINS (OUT OF 14) 9 8 9 13 10 9 7 7 8 9 10
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LIVABILITY PREFERENCE – PALM BEACH COUNTY VS. DOMESTIC DESTINATIONS

TARGET TRAVELER SEGMENT
YEAR-ROUND METROS MOMENTUM MARKETS EXCLUSIVE GETAWAYS PALM

BEACH WINS 
(OUT OF 11)SAN DIEGO + 

LA JOLLA MIAMI TAMPA + 
SARASOTA

FT. 
LAUDERDALE

JACKSONVILLE 
+ ST. 

AUGUSTINE
HILTON HEAD 

ISLAND NAPLES THE 
HAMPTONS

SANTA 
BARBARA SCOTTSDALE NEWPORT

PO
WE

R 
EL

ITE

9

11

11

11

11

9
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RI
SH

IN
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FA
MI

LIE
S

8

8

8

4
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OM
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ID
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CE

4

11

9

9

PALM BEACH WINS (OUT OF 14) 11 11 11 13 9 14 13 10 12 11 8
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STORY AND STRATEGY ANALYSIS: GLOBAL MARKETS

GLOBAL MARKET CASE STUDIES
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High-net-worth appeal, 
ultra-luxury real estate, 
and exclusive social status

Wealthy vacationers, 
luxury lifestyle tourism, 
and exclusive but 
accessible experience

Luxury mix with a broader 
tourism mix, appealing to 
both high-net-worth 
visitors and general 
affluent travelers

MONACO ST. BARTS ABU DHABI

MARBELLA THE ALGARVE GOLD COAST

SAN JUAN NASSAU BERMUDA
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ULTRA LUXURY 
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41



42
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HIGH-END RESORT & LIFESTYLE 
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45
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ACCESSIBLE CARIBBEAN 
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VISITOR PREFERENCE ANALYSIS: PALM BEACH COUNTY VS. GLOBAL DESTINATIONS

VISITATION PREFERENCE – PALM BEACH COUNTY VS. DOMESTIC DESTINATIONS

TARGET TRAVELER SEGMENT
ULTRA LUXURY HIGH-END RESORT & LIFESTYLE ACCESSIBLE CARIBBEAN PALM

BEACH WINS 
(OUT OF 9)MONACO ST. BARTS ABU DHABI MARBELLA THE ALGARVE GOLD COAST SAN JUAN NASSAU BERMUDA
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PALM BEACH WINS (OUT OF 14) 6 6 4 6 6 8 9 5 6
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VISITATION PREFERENCE – PALM BEACH COUNTY VS. DOMESTIC DESTINATIONS

TARGET TRAVELER SEGMENT
ULTRA LUXURY HIGH-END RESORT & LIFESTYLE ACCESSIBLE CARIBBEAN PALM

BEACH WINS 
(OUT OF 9)MONACO ST. BARTS ABU DHABI MARBELLA THE ALGARVE GOLD COAST SAN JUAN NASSAU BERMUDA

PO
WE
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9
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9

PALM BEACH WINS (OUT OF 14) 13 14 13 14 14 14 14 14 14
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POTENTIAL PALM BEACH COUNTY DESTINATION DEVELOPMENT OPPORTUNITIES



APPENDIX
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FORT LAUDERDALE
FLORIDA
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FORT LAUDERDALE FLORIDA

WATERFRONT 
ACTIVATION

YACHTING IDENTITY

CONVENTION CENTER 
INVESTMENT FOCUS

$50,633,300 12.00% 35.8 MILLION

DMO BUDGET HOTEL TAX PLACER VISIT NIGHTS
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FORT LAUDERDALE FLORIDA
OVERALL TAKEAWAYS

–

–

–

–

–

–

–

–

PRIMARY ASSETS
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RESPONDING TO TRENDS
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FORT LAUDERDALE FUTURE TOURISM STRATEGIES
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HIGH VALUE VISITOR PREFERENCES: FORT LAUDERDALE VS. PALM BEACH COUNTY

TARGET TRAVELER SEGMENT
PREFERRED

PLACE TO VISIT

PREFERRED

PLACE TO LIVE
REASONING
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PALM BEACH WINS (OUT OF 14) 13 13
FORT LAUDERDALE IS A VIBRANT WATERFRONT TRAVEL DESTINATION, BUT PBC REMAINS THE TOP CHOICE FOR ITS 

EXCLUSIVE ESTATES AND LEISURE LIFESTYLE.
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BENCHMARKING LESSONS
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HILTON HEAD ISLAND
SOUTH CAROLINA
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HILTON HEAD ISLAND SOUTH CAROLINA

YACHTING IDENTITY

ELEVATED DINING / 
SEAFOOD FESTIVAL

THE HARBOR 
(ENTERTAINMENT 
DISTRICT)

$8,125,000 10.00% 15.8 MILLION

DMO BUDGET HOTEL TAX PLACER VISIT NIGHTS
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HILTON HEAD ISLAND SOUTH CAROLINA
OVERALL TAKEAWAYS

–

–

–

–

–

–

–

PRIMARY ASSETS
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RESPONDING TO TRENDS
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FUTURE TOURISM STRATEGIES

HIGH VALUE VISITOR PREFERENCES: HILTON HEAD ISLAND VS. PALM BEACH COUNTY
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TARGET TRAVELER SEGMENT
PREFERRED

PLACE TO VISIT

PREFERRED

PLACE TO LIVE
REASONING
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PALM BEACH WINS (OUT OF 14) 9 14
HILTON HEAD ISLAND IS A PEACEFUL, SCENIC TRAVEL RETREAT, BUT PBC IS FAVORED FOR ITS LUXURIOUS, YEAR-

ROUND RESIDENTIAL APPEAL.
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BENCHMARKING LESSONS
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JACKSONVILLE +
ST. AUGUSTINE
FLORIDA
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JACKSONVILLE + ST. AUGUSTINE FLORIDA

SPORTS

HERITAGE & HISTORY

SUSTAINABILITY 
FOCUSES

$5,125,400

$5,949,100

12.50%

11.5%
26.9 MILLION

DMO BUDGET HOTEL TAX PLACER VISIT NIGHTS
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JACKSONVILLE + ST. AUGUSTINE FLORIDA
OVERALL TAKEAWAYS

–

–

–

–

–

–

–

–

PRIMARY ASSETS
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RESPONDING TO TRENDS
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FUTURE TOURISM STRATEGIES

HIGH VALUE VISITOR PREFERENCES: JACKSONVILLE + ST. AUGUSTINE
VS. PALM BEACH COUNTY
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TARGET TRAVELER 

SEGMENT

PREFERRED

PLACE TO VISIT

PREFERRED

PLACE TO LIVE
REASONING
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PALM BEACH WINS

(OUT OF 14)
10 9

JACKSONVILLE + ST. AUGUSTINE ARE HISTORICAL AND COMMUNITY-DRIVEN 

DESTINATIONS, THOUGH PBC IS PREFERRED FOR ITS ELITE LIFESTYLE AND REFINED 

LIVING.
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BENCHMARKING LESSONS
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MIAMI
FLORIDA
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MIAMI FLORIDA

STRONG GLOBAL
BRAND / IDENTITY

EVENT-DRIVEN
TOURISM

MULTICULTURAL 
HIGHLIGHTS FOCUS

$49,365,000 12.00% 39.7 MILLION

DMO BUDGET HOTEL TAX PLACER VISIT NIGHTS
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MIAMI FLORIDA
OVERALL TAKEAWAYS

–

–

–

–

–

–

–

–
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PRIMARY ASSETS
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RESPONDING TO TRENDS
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MIAMI FUTURE TOURISM STRATEGIES

HIGH VALUE VISITOR PREFERENCES: MIAMI VS. PALM BEACH COUNTY
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TARGET TRAVELER 

SEGMENT

PREFERRED

PLACE TO VISIT

PREFERRED

PLACE TO LIVE
REASONING
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PALM BEACH WINS

(OUT OF 14)
8 11

MIAMI IS A HIGH-ENERGY INTERNATIONAL HUB FOR TRAVEL AND BUSINESS,

YET PBC IS THE BETTER CHOICE FOR UPSCALE, PRIVATE LUXURY LIVING.
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BENCHMARKING LESSONS
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NAPLES
FLORIDA
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NAPLES FLORIDA

ULTRA-HIGH-END 
LUXURY

OUTDOOR
ADVENTURE

SUSTAINABILITY 
FOCUSES

$34,134,000 11.00% 15.7 MILLION

DMO BUDGET HOTEL TAX PLACER VISIT NIGHTS
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NAPLES FLORIDA
OVERALL TAKEAWAYS

–

–

–

–

–

–

–

PRIMARY ASSETS
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RESPONDING TO TRENDS
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FUTURE TOURISM STRATEGIES

HIGH VALUE VISITOR PREFERENCES: NAPLES VS. PALM BEACH COUNTY
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TARGET TRAVELER 

SEGMENT

PREFERRED

PLACE TO VISIT

PREFERRED

PLACE TO LIVE
REASONING
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PALM BEACH WINS

(OUT OF 14)
7 13

NAPLES IS A REFINED AND RELAXING TRAVEL DESTINATION FOR RETIREES,

BUT PBC OFFERS A MORE DYNAMIC AND PRESTIGIOUS LONG-TERM HOME.
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BENCHMARKING LESSONS
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NEWPORT
RHODE ISLAND
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NEWPORT RHODE ISLAND

ULTRA LUXURY

HISTORIC MANSIONS

PREMIUM EVENTS

$5,425,800 13.00%
3.2 MILLION

DMO BUDGET HOTEL TAX PLACER VISIT NIGHTS
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NEWPORT RHODE ISLAND
OVERALL TAKEAWAYS

–

–

–

–

–

–

PRIMARY ASSETS
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RESPONDING TO TRENDS
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FUTURE TOURISM STRATEGIES

HIGH VALUE VISITOR PREFERENCES: NEWPORT VS. PALM BEACH COUNTY
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TARGET TRAVELER 

SEGMENT

PREFERRED

PLACE TO VISIT

PREFERRED

PLACE TO LIVE
REASONING
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PALM BEACH WINS

(OUT OF 14)
10 8

NEWPORT IS A HISTORIC, HIGH-SOCIETY RETREAT, BUT PBC REMAINS

THE BETTER CHOICE FOR LONG-TERM PRESTIGE AND WEALTH PRESERVATION.
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BENCHMARKING LESSON
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SAN DIEGO + LA JOLLA
CALIFORNIA
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SAN DIEGO + LA JOLLA  CALIFORNIA

COASTAL
ADVENTURE

CONVENTION & 
MEETINGS

HISPANIC HERITAGE 
FOCUSES

$50,765,100 10.50% 56.5 MILLION

DMO BUDGET HOTEL TAX PLACER VISIT NIGHTS
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SAN DIEGO + LA JOLLA CALIFORNIA
OVERALL TAKEAWAYS

–

–

–

–

–

–

–

–

PRIMARY ASSETS
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RESPONDING TO TRENDS
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FUTURE TOURISM STRATEGIES
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HIGH VALUE VISITOR PREFERENCES: SAN DIEGO + LA JOLLA VS. PALM BEACH COUNTY
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TARGET TRAVELER 

SEGMENT

PREFERRED

PLACE TO VISIT

PREFERRED

PLACE TO LIVE
REASONING
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PALM BEACH WINS

(OUT OF 14)
9 11

SAN DIEGO + LA JOLLA ARE DYNAMIC, MULTICULTURAL COASTAL EXPERIENCES, 

BUT PBC IS PREFERRED FOR ITS YEAR-ROUND EXCLUSIVITY AND TAX ADVANTAGES.
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BENCHMARKING LESSONS
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SANTA BARBARA
CALIFORNIA
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SANTA BARBARA CALIFORNIA

SANTA BARBARA
FILM FESTIVAL

ART DISTRICT

HISTORIC FOCUSES

$9,914,700 12.00% 9.5 MILLION

DMO BUDGET HOTEL TAX PLACER VISIT NIGHTS
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SANTA BARBARA CALIFORNIA
OVERALL TAKEAWAYS

–

–

–

–

–

–

–

–
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PRIMARY ASSETS

RESPONDING TO TRENDS
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FUTURE TOURISM STRATEGIES

HIGH VALUE VISITOR PREFERENCES: SANTA BARBARA VS. PALM BEACH COUNTY
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TARGET TRAVELER 

SEGMENT

PREFERRED

PLACE TO VISIT

PREFERRED

PLACE TO LIVE
REASONING
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PALM BEACH WINS

(OUT OF 14)
8 12

SANTA BARBARA IS A PICTURESQUE COASTAL CITY IDEAL FOR TRAVEL, BUT PBC

PROVIDES A MORE STABLE AND FINANCIALLY ADVANTAGEOUS LUXURY 

ENVIRONMENT.
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BENCHMARKING LESSONS



114

SCOTTSDALE 
ARIZONA
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SCOTTSDALE ARIZONA

WELLNESS

OUTDOOR
ADVENTURE

SUSTAINABILITY 
FOCUSES

$14,500,000 14.02% 9.3 MILLION

DMO BUDGET HOTEL TAX PLACER VISIT NIGHTS
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SCOTTSDALE ARIZONA
OVERALL TAKEAWAYS

–

–

–

–

–

–

–

–

PRIMARY ASSETS
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RESPONDING TO TRENDS
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FUTURE TOURISM STRATEGIES

HIGH VALUE VISITOR PREFERENCES: SCOTTSDALE VS. PALM BEACH COUNTY
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TARGET TRAVELER 

SEGMENT

PREFERRED

PLACE TO VISIT

PREFERRED

PLACE TO LIVE
REASONING
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PALM BEACH WINS

(OUT OF 14)
9 11

SCOTTSDALE IS A LUXURY DESERT ESCAPE WITH STRONG RETIREMENT APPEAL,

YET PBC OFFERS A MORE EXCLUSIVE, YEAR-ROUND WATERFRONT LIFESTYLE.
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BENCHMARKING LESSONS



121

TAMPA + SARASOTA 
FLORIDA
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TAMPA + SARASOTA FLORIDA

WATERFRONT 
RECREATION

CULTURAL ART 
OFFERINGS

SIGNIFICANT
FESTIVALS FOCUSES

$27,335,400

$1,736,800

12.00% 43.0 MILLION

DMO BUDGET HOTEL TAX PLACER VISIT NIGHTS
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TAMPA + SARASOTA FLORIDA
OVERALL TAKEAWAYS

–

–

–

–

–

–

–

–

–

–

–
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PRIMARY ASSETS

RESPONDING TO TRENDS
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FUTURE TOURISM STRATEGIES
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HIGH VALUE VISITOR PREFERENCES: TAMPA + SARASOTA VS. PALM BEACH COUNTY
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TARGET TRAVELER 

SEGMENT

PREFERRED

PLACE TO VISIT

PREFERRED

PLACE TO LIVE
REASONING
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PALM BEACH WINS

(OUT OF 14)
9 11

TAMPA + SARASOTA ARE FAMILY-FRIENDLY AND AFFORDABLE COASTAL GETAWAYS,

BUT PBC DOMINATES IN LUXURY LIVING AND HIGH-END AMENITIES.
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BENCHMARKING LESSONS



129

THE HAMPTONS
NEW YORK



130

THE HAMPTONS NEW YORK

INVITATION-ONLY 
EVENTS

HIGH ART

ULTRA LUXURY
FOCUSES

$4,040,000 14.38%
16.9 MILLION

DMO BUDGET HOTEL TAX PLACER VISIT NIGHTS
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THE HAMPTONS NEW YORK
OVERALL TAKEAWAYS

–

–

–

–

–

–

–

PRIMARY ASSETS
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RESPONDING TO TRENDS
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FUTURE TOURISM STRATEGIES

HIGH VALUE VISITOR PREFERENCES: THE HAMPTONS VS. PALM BEACH COUNTY
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TARGET TRAVELER 

SEGMENT

PREFERRED

PLACE TO VISIT

PREFERRED

PLACE TO LIVE
REASONING
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PALM BEACH WINS

(OUT OF 14)
7 10

THE HAMPTONS IS A SOUGHT-AFTER SEASONAL RETREAT, YET PBC IS THE SUPERIOR 

CHOICE FOR YEAR-ROUND ELITE LIVING.
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BENCHMARKING LESSONS



136

MONACO
FRANCE
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MONACO FRANCE

HIGH-END
EXPERIENTIAL DINING

AGGRESSIVE 
SUSTAINABILITY 
INITIATIVES

EXCLUSIVE / LUXURY 
EXPERIENCES

N/A UP TO $15.50 PER NIGHT 340,000

DMO BUDGET HOTEL TAX REPORTED VISITORS

HIGH-VALUE MEETINGS
/ CONVENTION SECTOR
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MONACO FRANCE
OVERALL TAKEAWAYS

–

–

–

–

–

–

–

–
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PRIMARY ASSETS

UNIQUE ASSETS
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RESPONDING TO TRENDS
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TOURISM STRATEGIES

HIGH VALUE VISITOR PREFERENCES: MONACO VS. PALM BEACH COUNTY
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TARGET TRAVELER 

SEGMENT

PREFERRED

PLACE TO VISIT

PREFERRED

PLACE TO LIVE
REASONING
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PALM BEACH WINS

(OUT OF 14)
6 13

MONACO IS A PRESTIGIOUS TRAVEL DESTINATION FOR ULTRA-HIGH-NET-WORTH 

INDIVIDUALS, BUT PBC IS THE PREFERRED PLACE TO LIVE DUE TO TAX ADVANTAGES

AND ESTATE LIVING.
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BENCHMARKING LESSONS



144

ST. BARTS
FRENCH WEST INDIES
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ST. BARTS FRENCH WEST INDIES

SECLUDED BEACH 
ESCAPE

WELLNESS RETREAT 
DESTINATION

N/A 5.0% 200,000

DMO BUDGET HOTEL TAX REPORTED VISITORS

ULTRA HIGH-END & 
UNIQUE FESTIVALS
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ST. BARTS FRENCH WEST INDIES
OVERALL TAKEAWAY

–

–

–

–

–

PRIMARY ASSETS
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TRANSFERRABLE ASSETS

RESPONDING TO TRENDS
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TOURISM STRATEGIES
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HIGH VALUE VISITOR PREFERENCES: ST. BARTS VS. PALM BEACH COUNTY
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TARGET TRAVELER 

SEGMENT

PREFERRED

PLACE TO VISIT

PREFERRED

PLACE TO LIVE
REASONING
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PALM BEACH WINS

(OUT OF 14)
6 14

ST. BARTS IS AN ELITE SEASONAL RETREAT FOR THE ULTRA-WEALTHY, BUT PBC IS 

THE PREFERRED PLACE TO LIVE DUE TO ITS FINANCIAL BENEFITS AND LUXURY 

INFRASTRUCTURE.
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BENCHMARKING LESSONS



152

ABU DHABI
UNITED ARAB EMIRATES
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ABU DHABI UNITED ARAB EMIRATES

CURATED LUXURY

CULTURAL PRESTIGE

$45 MILLION
23.00% 24 MILLION

DMO BUDGET HOTEL TAX REPORTED VISITORS

DESERT & SEA 
ADVENTURES

GLOBAL TOURISM

THRILLING SPECTACLE
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ABU DHABI UNITED ARAB EMIRATES
OVERALL TAKEAWAYS

–

–

–

–

–

–

–

–

–

–
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PRIMARY ASSETS

UNIQUE ASSETS
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RESPONDING TO TRENDS

TOURISM STRATEGIES
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HIGH VALUE VISITOR PREFERENCES: ABU DHABI VS. PALM BEACH COUNTY



158

TARGET TRAVELER 

SEGMENT

PREFERRED

PLACE TO VISIT

PREFERRED

PLACE TO LIVE
REASONING
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PALM BEACH WINS

(OUT OF 14)
4 13

ABU DHABI IS A LUXURY TRAVEL HOTSPOT FOR ELITE EXPERIENCES, BUT PBC WINS 

FOR LONG-TERM LIVING WITH ITS FINANCIAL BENEFITS AND ESTABLISHED SOCIAL 

CIRCLES.
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BENCHMARKING LESSONS



160

MARBELLA
SPAIN
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MARBELLA SPAIN

WELLNESS TOURISM

LUXURY WATERFRONT 
DESTINATION

N/A N/A 114.5 MILLION

DMO BUDGET HOTEL TAX REPORTED VISITORS

MAJOR DESTINATION 
FESTIVAL
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MARBELLA SPAIN
OVERALL TAKEAWAYS

–

–

–

–

–

–

–

–

–
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PRIMARY ASSETS

UNIQUE ASSETS
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RESPONDING TO TRENDS
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TOURISM STRATEGIES

HIGH VALUE VISITOR PREFERENCES: MARBELLA VS. PALM BEACH COUNTY
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TARGET TRAVELER 

SEGMENT

PREFERRED

PLACE TO VISIT

PREFERRED

PLACE TO LIVE
REASONING
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PALM BEACH WINS

(OUT OF 14)
6 14

MARBELLA IS AN APPEALING EUROPEAN COASTAL RETREAT FOR TRAVEL, YET PBC

IS FAVORED FOR ITS YEAR-ROUND LUXURY AND HIGH-END COMMUNITY AMENITIES.
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BENCHMARKING LESSONS



168

THE ALGARVE
PORTUGAL
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THE ALGARVE PORTUGAL

EVENT / FESTIVAL 
CAPITAL

PRESERVING CULTURAL 
& HISTORIC TOURISM 
ASSETS

$5.7 MILLION $1 TO $2 PER NIGHT 5.2 MILLION

DMO BUDGET HOTEL TAX REPORTED VISITORS

TYING ECOTOURISM
TO SUN & BEACH
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THE ALGARVE PORTUGAL
OVERALL TAKEAWAYS

–

–

–

–

–

–

–

–
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PRIMARY ASSETS

TRANSFERRABLE ASSETS
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RESPONDING TO TRENDS

TOURISM STRATEGIES
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HIGH VALUE VISITOR PREFERENCES: ALGARVE VS. PALM BEACH COUNTY
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TARGET TRAVELER 

SEGMENT

PREFERRED

PLACE TO VISIT

PREFERRED

PLACE TO LIVE
REASONING
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PALM BEACH WINS

(OUT OF 14)
6 14

THE ALGARVE IS A SCENIC, RELAXED EUROPEAN GETAWAY, THOUGH

PBC OFFERS A MORE PRESTIGIOUS, YEAR-ROUND LUXURY LIFESTYLE.
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BENCHMARKING LESSONS



176

GOLD COAST
AUSTRALIA
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GOLD COAST AUSTRALIA

ECO & ADVENTURE 
TOURISM

SHORT-TERM THRILL-
SEEKING DESTINATION

$73.3 MILLION 10.00% 12,300,000

DMO BUDGET HOTEL TAX REPORTED VISITORS

AI AND SMART CITY 
PIONEERING
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GOLD COAST AUSTRALIA
OVERALL TAKEAWAYS

–

–

–

–

–

–

–

–

PRIMARY ASSETS



179

UNIQUE ASSETS
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RESPONDING TO TRENDS



181

TOURISM STRATEGIES

HIGH VALUE VISITOR PREFERENCES: GOLD COAST VS. PALM BEACH COUNTY
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TARGET TRAVELER 

SEGMENT

PREFERRED

PLACE TO VISIT

PREFERRED

PLACE TO LIVE
REASONING
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PALM BEACH WINS

(OUT OF 14)
8 14

THE GOLD COAST IS A VIBRANT, HIGH-ENERGY TRAVEL DESTINATION, BUT

PBC IS PREFERRED FOR AFFLUENT, STABLE, AND FAMILY-FRIENDLY LIVING.
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BENCHMARKING LESSONS



184

BERMUDA



185

BERMUDA

DIVERSIFYING
FROM BEACHES

YACHT CULTURE

$35.9 MILLION 10.00% 550,000

DMO BUDGET HOTEL TAX REPORTED VISITORS

WATER ADVENTURES
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BERMUDA
OVERALL TAKEAWAYS

–

–

–

–

–

–

PRIMARY ASSETS
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TRANSFERRABLE ASSETS

RESPONDING TO TRENDS
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TOURISM STRATEGIES

HIGH VALUE VISITOR PREFERENCES: BERMUDA VS. PALM BEACH COUNTY
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TARGET TRAVELER 

SEGMENT

PREFERRED

PLACE TO VISIT

PREFERRED

PLACE TO LIVE
REASONING
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PALM BEACH WINS

(OUT OF 14)
6 14

BERMUDA IS A PRIVATE, UPSCALE TRAVEL DESTINATION, YET PBC

OFFERS A MORE ESTABLISHED ENVIRONMENT FOR LUXURY LIVING.
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BENCHMARKING LESSONS



191

NASSAU 
BAHAMAS



192

NASSAU BAHAMAS

CULTURAL IMMERSION

WATER EXCURSIONS

$25 MILLION 

$141 MILLION 

15.50% 

21.00% 
11.2 MILLION

DMO BUDGET HOTEL TAX REPORTED VISITORS

ECOLOGICAL TOURISM

MEGA RESORTS
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NASSAU BAHAMAS
OVERALL TAKEAWAYS

–

–

–

–

–

–

–

–

PRIMARY ASSETS
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UNIQUE ASSETS
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RESPONDING TO TRENDS



196

TOURISM STRATEGIES
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HIGH VALUE VISITOR PREFERENCES: NASSAU VS. PALM BEACH COUNTY

TARGET TRAVELER 

SEGMENT

PREFERRED

PLACE TO VISIT

PREFERRED

PLACE TO LIVE
REASONING
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PALM BEACH WINS

(OUT OF 14)
5 14

NASSAU IS A LUXURIOUS ISLAND ESCAPE FOR HIGH-NET-WORTH TRAVELERS,

YET PBC REMAINS THE TOP CHOICE FOR LONG-TERM RESIDENCY.
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BENCHMARKING LESSONS



199

SAN JUAN 
PUERTO RICO



200

SAN JUAN PUERTO RICO

CENTRAL 
ENTERTAINMENT 
DISTRICT 

LOCAL & AUTHENTIC 
STORYTELLING

$55.1 MILLION 7.00% 5.0 MILLION

DMO BUDGET HOTEL TAX REPORTED VISITORS

SUPER FOOD FESTIVAL
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SAN JUAN PUERTO RICO
OVERALL TAKEAWAYS

–

–

–

–

–

–

–

–

–
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PRIMARY ASSETS

TRANSFERRABLE ASSETS
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RESPONDING TO TRENDS
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TOURISM STRATEGIES
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HIGH VALUE VISITOR PREFERENCES: SAN JUAN VS. PALM BEACH COUNTY
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TARGET TRAVELER 

SEGMENT

PREFERRED

PLACE TO VISIT

PREFERRED

PLACE TO LIVE
REASONING
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PALM BEACH WINS

(OUT OF 14)
9 14

SAN JUAN IS AN EXCITING CULTURAL TRAVEL DESTINATION, BUT PBC IS THE 

PREFERRED PLACE TO LIVE FOR ITS ECONOMIC STABILITY AND EXCLUSIVE 

COMMUNITIES.
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BENCHMARKING LESSONS
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PRELIMINARY IDEAS

EXCLUSIVE TRAVEL EXPERIENCES

o

o

o

o

o

LUXURY ACCOMMODATIONS

o

o

o

o
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CULTURAL IMMERSION

o

o

o

ADVENTURE & EXPLORATION

o

o

o

o

WELLNESS & RELAXATION

o

o

o
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EXCLUSIVE EVENTS & EXPERIENCES

o

o

o

PHILANTHROPIC EXPERIENCES

o

o

HIGH-END HOBBIES

o

o

o

TAILORED LUXURY SHOPPING

o



211

o

FESTIVALS AND EVENTS

o

o

o

CULTIVATING CULINARY

o

o

o

EVENT FACILITY INVESTMENT

o

o



FROM ALL OF US AT CSL

THANK YOU


	Slide 1: PALM BEACH COUNTY
	Slide 2: PALM BEACH COUNTY DESTINATION REPORT
	Slide 3: DESTINATION DNA ANALYSIS: KEY TAKEAWAYS
	Slide 4
	Slide 5
	Slide 6: STORY & STRATEGY ANALYSIS: KEY TAKEAWAYS
	Slide 7
	Slide 8
	Slide 9
	Slide 10: INTRODUCTION
	Slide 11: DESTINATION DNA ANALYSIS
	Slide 12
	Slide 13
	Slide 14
	Slide 15
	Slide 16
	Slide 17
	Slide 18
	Slide 19
	Slide 20
	Slide 21: B. DESTINATION SALES ANALYSIS
	Slide 22
	Slide 23
	Slide 24: STORY AND STRATEGY ANALYSIS
	Slide 25
	Slide 26
	Slide 27
	Slide 28
	Slide 29
	Slide 30
	Slide 31
	Slide 32
	Slide 33
	Slide 34: VISITOR PREFERENCE ANALYSIS
	Slide 35
	Slide 36
	Slide 37
	Slide 38
	Slide 39
	Slide 40
	Slide 41
	Slide 42
	Slide 43
	Slide 44
	Slide 45
	Slide 46
	Slide 47
	Slide 48
	Slide 49
	Slide 50
	Slide 51
	Slide 52
	Slide 53
	Slide 54: FORT LAUDERDALE FLORIDA
	Slide 55: FORT LAUDERDALE FLORIDA
	Slide 56: FORT LAUDERDALE FLORIDA
	Slide 57
	Slide 58
	Slide 59
	Slide 60
	Slide 61: HILTON HEAD ISLAND SOUTH CAROLINA
	Slide 62: HILTON HEAD ISLAND SOUTH CAROLINA
	Slide 63: HILTON HEAD ISLAND SOUTH CAROLINA
	Slide 64
	Slide 65
	Slide 66
	Slide 67
	Slide 68: JACKSONVILLE + ST. AUGUSTINE FLORIDA
	Slide 69: JACKSONVILLE + ST. AUGUSTINE FLORIDA
	Slide 70: JACKSONVILLE + ST. AUGUSTINE FLORIDA
	Slide 71
	Slide 72
	Slide 73
	Slide 74
	Slide 75
	Slide 76: MIAMI FLORIDA
	Slide 77: MIAMI FLORIDA
	Slide 78: MIAMI FLORIDA
	Slide 79
	Slide 80
	Slide 81
	Slide 82
	Slide 83
	Slide 84: NAPLES FLORIDA
	Slide 85: NAPLES FLORIDA
	Slide 86: NAPLES FLORIDA
	Slide 87
	Slide 88
	Slide 89
	Slide 90
	Slide 91: NEWPORT RHODE ISLAND
	Slide 92: NEWPORT RHODE ISLAND
	Slide 93: NEWPORT RHODE ISLAND
	Slide 94
	Slide 95
	Slide 96
	Slide 97
	Slide 98: SAN DIEGO + LA JOLLA CALIFORNIA
	Slide 99: SAN DIEGO + LA JOLLA  CALIFORNIA
	Slide 100: SAN DIEGO + LA JOLLA CALIFORNIA
	Slide 101
	Slide 102
	Slide 103
	Slide 104
	Slide 105
	Slide 106: SANTA BARBARA CALIFORNIA
	Slide 107: SANTA BARBARA CALIFORNIA
	Slide 108: SANTA BARBARA CALIFORNIA
	Slide 109
	Slide 110
	Slide 111
	Slide 112
	Slide 113
	Slide 114: SCOTTSDALE  ARIZONA
	Slide 115: SCOTTSDALE ARIZONA
	Slide 116: SCOTTSDALE ARIZONA
	Slide 117
	Slide 118
	Slide 119
	Slide 120
	Slide 121: TAMPA + SARASOTA  FLORIDA
	Slide 122: TAMPA + SARASOTA FLORIDA
	Slide 123: TAMPA + SARASOTA FLORIDA
	Slide 124
	Slide 125
	Slide 126
	Slide 127
	Slide 128
	Slide 129: THE HAMPTONS NEW YORK
	Slide 130: THE HAMPTONS NEW YORK
	Slide 131: THE HAMPTONS NEW YORK
	Slide 132
	Slide 133
	Slide 134
	Slide 135
	Slide 136: MONACO FRANCE
	Slide 137: MONACO FRANCE
	Slide 138: MONACO FRANCE
	Slide 139
	Slide 140
	Slide 141
	Slide 142
	Slide 143
	Slide 144: ST. BARTS FRENCH WEST INDIES
	Slide 145: ST. BARTS FRENCH WEST INDIES
	Slide 146: ST. BARTS FRENCH WEST INDIES
	Slide 147
	Slide 148
	Slide 149
	Slide 150
	Slide 151
	Slide 152: ABU DHABI UNITED ARAB EMIRATES
	Slide 153: ABU DHABI UNITED ARAB EMIRATES
	Slide 154: ABU DHABI UNITED ARAB EMIRATES
	Slide 155
	Slide 156
	Slide 157
	Slide 158
	Slide 159
	Slide 160: MARBELLA SPAIN
	Slide 161: MARBELLA SPAIN
	Slide 162: MARBELLA SPAIN
	Slide 163
	Slide 164
	Slide 165
	Slide 166
	Slide 167
	Slide 168: THE ALGARVE PORTUGAL
	Slide 169: THE ALGARVE PORTUGAL
	Slide 170: THE ALGARVE PORTUGAL
	Slide 171
	Slide 172
	Slide 173
	Slide 174
	Slide 175
	Slide 176: GOLD COAST AUSTRALIA
	Slide 177: GOLD COAST AUSTRALIA
	Slide 178: GOLD COAST AUSTRALIA
	Slide 179
	Slide 180
	Slide 181
	Slide 182
	Slide 183
	Slide 184: BERMUDA
	Slide 185: BERMUDA
	Slide 186: BERMUDA
	Slide 187
	Slide 188
	Slide 189
	Slide 190
	Slide 191: NASSAU  BAHAMAS
	Slide 192: NASSAU BAHAMAS
	Slide 193: NASSAU BAHAMAS
	Slide 194
	Slide 195
	Slide 196
	Slide 197
	Slide 198
	Slide 199: SAN JUAN  PUERTO RICO
	Slide 200: SAN JUAN PUERTO RICO
	Slide 201: SAN JUAN PUERTO RICO
	Slide 202
	Slide 203
	Slide 204
	Slide 205
	Slide 206
	Slide 207
	Slide 208: PRELIMINARY IDEAS
	Slide 209
	Slide 210
	Slide 211
	Slide 212: FROM ALL OF US AT CSL

