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Research and Webinar Resources

www.milespartnership.com

Research, slides and other 
resources will be available at: 

http://www.milespartnership.com/SAT


FIFA World Cup Review
June & July 2026



BEFORE THE WORLD CUP

2026 FIFA 
World Cup 
Predictions.

Source: FIFA SocioEconomic Analysis for North America 2026 

$40.9B
added to GDP

$13.9B
incremental 
spending

1.74M
international 
visitors

824K
full-time jobs

$9.4B
in tax revenue



AFTER THE WORLD CUP

2026 FIFA 
World Cup 
Actuals.

Sources: NTTO, Visa, Key Data
600K
international visitors, June & 
July 2026

−4.7%
vs. 2025 (excl. Mexico & 
Canada)

9 of 11
U.S. host cities saw 
occupancy drop

ADRs up
strongly year over year, with 
vacation rentals also growing

  



AFTER THE WORLD CUP

2026 FIFA 
World Cup 
Actuals.

Sources: Visa, Arrivalist
+6%
Increase on total spending 
(cards) YOY

+20%
Increase in international 
visitor spending

+17%
Increase in spending on 
hotel, entertainment and 
dining

+33%
Increase in spending 
with SMEs



SPENDING

FIFA US World Cup Visitors: more spend per visit and longer stays

Days present in market

Miami 4.4 days vs 2.9 typical

Houston 4.1 days vs 3.8 typical

Dallas/Arlington 3.1 days vs 2.7 typical

Philadelphia 2.8 days vs 2.8 typical

Source: Arrivalist SpendInsights. Unweighted sample of domestic card-present transactions. Days present = distinct days with in-market transactions (length-of-stay proxy).



Upcoming Events
U.S. 2028 - 2034



International Interest in the 
2028 Olympics

43%
Of international travelers are interested or 
very interested in visiting the U.S. around 
the Los Angeles Olympics in 2028. 

Source: Future Partners, State of the American Traveler, January 2026,  n = 12,800 U.S. travelers



Other Sporting Events Coming to the United States.

FISU World University 
Games

2029

Men’s and Women’s 
Rugby World Cups

2031 & 2033

FIFA Women’s 
World Cup*

2031

Salt Lake City Winter 
Olympics

2034

*TBC by FIFA but the U.S.-led group is the only bid



Six Best Practices for 
Destinations 



1 - Welcome the World

● Educate & support your 
community to welcome 
event attendees 

● Let the magic happen
● Share, boost and 

promote the best 
stories



2 - Practical & Prudent

● Don’t overinvest in 
facilities and 
infrastructure

● Manage expectations
● Mitigate the 

displacement effect



3 - Right Facilities & Community

● Kansas City has world-class 
performance and training facilities

● Passionate local teams and 
soccer community

● Oklahoma City has unique 
water-sport & softball facilities

● Urban renewal

● Business, government and 
community collaboration



4 - Work with Others



4 - Work with Others



5 – Community Centric

Resident sentiment 
towards sporting 
events

Cimarron Global Solutions & 
Longwoods International, 
presented by Miles Partnership

Terre de Jeux 2024, 
France



6 - Broader Sports Strategy

29% of all U.S. visitors 
have traveled to a 
sporting event in past 
12 months.

Source: Future Partners State of the American Traveler to June 2026, n 
= 28,094 U.S. travelers



Recent and likely U.S. visitors who traveled to a 
sporting event in the past 12 months 

40%
Boston

38%
Los Angeles

37%
San Diego

29%
of all U.S. travelers

Have traveled to attend a sporting event in any destination at least once in the past 12 months.  Source: Future Partners State of the American Traveler to June 2026, n = 28,094 U.S. travelers

6 - Broader Sports Strategy



How did your destination leverage the FIFA World Cup?
Select all that apply

● Advertised to domestic U.S. FIFA World Cup travelers

● Advertised to international FIFA World Cup travelers

● Developed FIFA World Cup-specific content

● Posted, shared or boosted relevant social media content

● Worked with other destinations on touring options & itineraries

● Encouraged & promoted Fan Zones and/or watch parties

● Highlighted vacation rentals as well as hotel accommodation options

● No specific marketing efforts aimed at the FIFA World Cup

SURVEY
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Q&A
Winning the Mega-Event Era: How Any Destination Can Capture 
Value from the World Cup to LA28



Webinar Resources

www.milespartnership.com

Research, slides and other 
resources will be available at: 

http://www.milespartnership.com/SAT


Upcoming Webinar

Traveler Segments Edition
Powered by The State of the 
American Traveler

Tuesday, September 15
3pm ET / 12pm PT



Thank you!
Winning the Mega-Event Era: How Any Destination Can Capture 
Value from the World Cup to LA28


