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Key Takeaways

More travelers chose Utah in 2025 (+8%) eethat's real, and it
matters. But the growth is coming from out -of-state visitors
who already know Utah, are staying for shorter trips, and
spending less while they visit. First -timers aethe lifeblood of
long -term destination growth aeshrank as part of the mix.

The headline number is good. The story underneath it is a
call to action.

Utah has successfully positioned itself as a go -to repeat
destination for out -of-state travelers. The next challenge is
converting that familiarity into longer, richer, higher -value
visits aeand rebuilding the pipeline of first -timers who
become the repeat visitors of tomorrow.

The strategic question for 2026 isn't how to get more
people to think of Utah. It's how to get the people already
thinking of Utah to do more when they arrive.
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A De ep ér; Dive

-Utah hada strong year for V|S|tors The opportunlty is -
makmg those VISItS count for more.

Utah'attracted more out '—of—state visitars in 2025'than any yea'r'in | & AII of this flows,.dtrectly |nto the spendlng number. Per —party

_ recent memory, and total person trips rose 8%. That's a real win. spendlng fell from $1,022 to $897 aenot because Utah lost'its
But the visitors driving that growth weren't the same kind of . * - appeal, but because the visitor mix shlfted toward thelower -
- - visitors Utah has historically relied on to generate economic spending traveler archetype. Visitors who drive-in, stay with
|mpact aeand the difference shows up clearly in the numbers. famlly, and return to a knawn experience don't generate as much
' : ey _ i _ _ . hotel revenue; don't build multi- -destination itineraries, and don't
- The 2025 out -of-state visitor increasingly looks like this: someone . need much convincing to come back. They're already sold on

who has been to Utah before, drove in from a.neighboring state,

o _ _ Utah. They're just not spending deeply when they get here.
spent a long weekend visiting family or friends, and came back :

specifically for an outdoor experience they already knew they The strategic opportunity is clear: Utah has built a loyal audience.
loved. VFR jumped from 30% to 36% as a top motivation. The next step is converting that loyalty into longer, richer, higher -
Personal vehicle arrivals rose from 56% to 61%. More visitors value visits seand rebuilding the pipeline of first -timers who

took overnight trips 291% versus 84% the prior year aebut become tomorrow's returning visitors.

average nights fell from 4.3 to 3.9, the footprint of a long

weekend rather than a vacation. Stays with family and friends Utah doesn't have an awareness problem. It has a depth

rose; hotel stays fell. Outdoor activities climbed as a motivation; problem. And that's a marketing challenge with very actionable
exploring somewhere new declined. solutions.
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As overall domestic travel pulls back, Utah visitation grows

Despite a decline in national domestic travel ( -4%), Utah saw an 8% increase in visitation in 2025. Not only did Utah grow its

visitor volume amid a backdrop of national decline,

(-18%), Utah outpaced its regional competitors in terms of visitor volume growth for 2025.
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remained flat compared to 2024, while out -of-state visitation climbed by roughly 1 million visits.

— Travel Trends for U.S. and Utah

m Utah In-State Visitors

1.44B

1.34B  1.32B 1.37B

1.13B

m Utah Out-of-State Visitors

=.S. Domestic Travel

1.12B

1.04B  100B

203M 193M 19.8M

2016 2017 2018 2019 2020

2022

14.6M 13.0M 14.0M

2023

2024 2025

it outperformed neighboring states as well. From Nevada ( -3%) to Wyoming

Regional Volume

Utah
Arizona
Colorado
Nevada
ldaho
Montana

Wyoming il

k| ®sa
7%
<5-5%
CY 2024
mCY 2025
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Utah residents left home more in 2025, but still found time to
vacation within their home state

Q®"r i« gq2~pu®r s| A%AA pr« i2s” k| f- s| g2k r«ki "Nraag’ ANz« pa-~{
all of which posted double -digit year -over-year increases in travel to Utah.

In addition to increased visitor volume to the state, Utah residents also traveled more in 2025 than they did the year before
showing an 8% increase in outbound trips.

— Utah Person -Trips by Origin State Outbound Person -Trips from Select States
2024 2025 Difference % Change 2024 2025 Difference % Change
Utah 5.4M 54M V¥V -70K -1% Utah 10.9M 11.8M A +918K +8%
California 1.3M 1.6M A +295K +22% California 123M 118M v -5.8M -5%
Colorado 785K 533K ¥ -252K -32% Colorado 21.6M 182M v -3.4M -16%
Nevada 755K 987K A +232K +31% Nevada 6.5M 88M A  +2.4M +37%
Idaho 617K 911K A +294K +48% Idaho 6.1M 58M Y -308K -5%
Wyoming 441K 279K ¥ -162K -37% Wyoming 2.4M 21M V¥V -308K -13%
Texas 390K 424K A +34K +9% Texas 89.5M gse.oMm ¥ -2.5M -3%
Washington 387K 113K ¥ -274K -71% Washington 26.0M 235M ¥ -2.5M -10%
Florida 337K 284K V -53K -16% Florida 59.2M 62.9M A +3.7M +6%
lllinois 325K 229K V¥ -96K -30% lllinois 36.3M 3a7m ¥ -1.6M -4%
New York 307K 393K A +86K +28% New York 54.5M 529m Y -1.6M -3%
Arizona 254K 646K A +392K +154% Arizona 21.0M 202M V¥ -786K -4%
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Non-VFR leisure from Out-of-State visitors drives overall growth in
2025 visitor volume

In-state volume remained largely flat for 2025, but shifts did occur between VFR and Non

-VFR leisure travel. Business travel for

2025 decreased significantly year -over-year (-83%), but this did not move the needle much for total in -state volume.

Among out -of-state visitors, volume increased by 15% in 2025. This increase was driven by a 49% increase in Non -VFR leisure
travel, contributing to a 22% increase in net leisure travel.

— Utah In -State Volume by Trip Purpose

CY 2024 mCY 2025

-35%

NewivE

Total Leisure
(Net)

VFR Non-VFR Business*
Leisure

Other

Utah Out -of-State Volume by Trip Purpose

CY 2024 mCY 2025

2.9M

4.4M

0.9M

Total Leisure VFR
(Net)

Non-VFR Business* Other
Leisure
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Residents of the Salt Lake City DMA continue to lead Utah travel, making up 41% of all trips to the state, down slightly
from the previous year. Utah saw increased visitation from Texas and Georgia in 2025, making up a combined 5% of visits.

— 1 0p Utah Visitor Source I\/Iarkets
40900 129% Top Origin DMAs

Utah California @ sait Lake City 41%
7% 5% e Los Angeles 6%
Idaho Nevada Q Las Vegas 4%
ﬁ 4% 4% o Idaho Falls-Pocatello 4%
L | Colorado Arizona e Phoenix 3%
@ Denver 3%

3% 2%
Texas Georgia G Dallas-Fort Worth 2%
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With so many visitors residing in nearby states, nearly three -quarters
traveled to Utah in their personal vehicle

Most travelers to Utah arrived in their own vehicle (73%), while 16% flew to their destination. When traveling within the

state, their own vehicle (77%), a rental car (13%), and taxi/rideshare (8%) were the most popular modes of transportation.

2h - ~p Q®*"ri« ®~8 1 k«®s| "®s~|] « "®®2"N"g®kiI N z~pk? §2 ~8§~3@®s
the decline is that visitors were less likely to visit multiple Utah destinations on their trip.

— Transportation — 10p Utah Destinations
Travel To Utah CY 2024 CY 2025
oy 73% Q@ salt Lake City 32% 30%
Own Vehicle Own Vehicle 9 St. George 13% 15%
0
)). 16% Q@ Park City 11% 9%
Airplane Rental Car
> a0 @ Provo/orem 11% 10%
a Rental Car Taxi/Rideshare 9 Moab 9% 10%
Zion/Springdale 8% 8%
- ;
Taxi/Rideshare Motorcoach/Bus 9 Bryce Canyon 8% 1%

Omnitrak 10
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Travel decision timing holds steady among Utah visitors, while their top planning

sources begin to stabilize

Around half of Utah and overall domestic visitors made the decision to travel less than a month before their trip, on par

with prior year levels. Despite little year -over-year change with trip timing, there was some movement around the top trip

planning sources.

Utah visitors were more likely to use their own experience (+7 pts) in trip planning than in the previous year. Among
overall domestic travelers, there was little movement at all compared to the previous year.

— Advance Decision to Visit

m U.S. Domestic m Utah
33%
29%

19% 2292570
189,197

1594 16%

<2 2-4 1-2 3-5
weeks weeks months months

139%14%

6+
months

— Top Trip Planning Sources
U.S. Domestic  Utah

@ own experience 35% 39%
e Friends/relatives 35% 37%
e No plans made 23% 20%
o Search engines 14% 18%
e Destination website 8% 8%
G Online Travel Agency 6% 6%
0 Social media platforms 6% 5%
ON-{k~-|k kz«k §z7| 4% 4%

% Omnitrak
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Utah visitors carry their 2024 travel habits into the new year

Q® "r i« ~ k2| sqgr® ~s«s®~2« "~ kputtirglk on pak With th¢ reatipnaRaverage| of 3@ mightsi k « ® s
Despite the slight downturn in length of stay compared to the prior year (-0.2 nights), accommodation type usage in 2025
matched 2024 across all types.

U.S. Domestic Visitors Overnight Trip Characteristics Utah Visitors Trip Overnight Characteristics

% 7804 % 81%
¥ Overnight visits ¥ Overnight visits 2104
0

17%
First-time First-time
" : Visit — . Visitors
3.4 Nights o 3.5 Nights
Average overnight stay Average overnight stay

12%

Rental

31%

Friend/Family
Home

31% /ﬁ\ 10% ﬁ A7%
Friend/Family Rental Hotel/Motel

Home

a

56%
Hotel/Motel

Omnitrak 12
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Utah visitors increase their outdoor activity participation, continuing

to outpace U.S. domestic travelers

Utah visitors were more likely than overall domestic travelers to travel with a spouse and with friends
to a greater average travel party size (3.0 vs 2.6) than the U.S.

During their trip, Utah visitors engaged in a wider variety of outdoor activities

hiking/backpacking, and rural sightseeing athan U.S. domestic travelers.

— Travel Party Composition

'ﬁ‘ Alone
(1)) Spouse/Significant Other
,# Children
B  Friend(s)
= Other family members
eee Other

Average Party Size

U.S. Domestic
22%
54%
36%
11%
18%

2%
2.6

Utah
19%
59%
36%
11%
18%
2%
3.0

aesuch as visiting National/State parks,

, which contributed

Top Activities

U.S. Domestic
B Visiting friends/relatives 33%
Hiking/Backpacking 9%
National park/Monument/Rec areas 7%
ﬂ Shopping 20%
ii;i Historic sites 14%
F§  Rural sightseeing 10%
-+ State park/Monument/Rec areas 8%
o Wildiife viewing 7%

Utah
34%
21%
19%
16%
15%
14%
11%
11%
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Note: Travel party composition is not mutually exclusive.
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Average travel party spend eclipsed $1,000 in CY 2025 for all but one of the niche segments ad-riends & Family.

-k«8s®k r*""s| g ®rk z~pk«® " k2a2rgk «8k|i1 "{~]qg ®rk «kqg{k]|] ®«
having the highest potential value, followed closely by Nature & Rural Explorers and Adventure Seekers.

— Share of Travelers Visiting Utah for Niche Activity Niche Activity Travelers Share of Est. Potential Value —
Friends & Family ($822) Friends & Family 22%
Adventure Seekers ($1,393) Nature & Rural Explorers 19%
Entertainment ($1,043) Adventure Seekers
State/National Parks (Net) ($1,187) Entertainment
o CY 2024 _
Outdoor Recreationalists ($1,064) mCY 2025 State/National Parks (Net)
National Parks ($1,201) Arts & Culture
Arts & Culture ($1,108) Outdoor Recreationalists
Nature & Rural Explorers ($1,054) National Parks
State Parks* ($1,187) & State Parks*
@~-®kD Ns| gk s®i « §~««sfzk p~2 » Ng®s s®: "N« N §2s{ " pfoups (sek glessary fof niche Tategotyldéfiritior|s), gpmetoverlap wibeRist.| g ®

*Sample <30
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Utah overnight visitors use hotels less than U.S. domestic travelers,
opting instead to stay in RVs and tents

— Overnight Visitor Accommodations

m Hotel/Motel/B&B Friend/Family Home Rental Home/Condo/Shared Economy  m Personal 2nd Home/Condo or Time Share mRV/Tent m Other

=
©
e}

31%
10%
4%
3%
2%
I
31%
12%
5%
8%
4%
I o
39%
10%
8%
8%
4%
I ;2
27%
14%
4%
8%
4%
I
10%
9%
9%
I o
30%
16%
4%
9%
3%
I
4%
0%
4%
9%

U.S. Domestic Utah Utah In-State Utah Out-of-State Utah Leisure In-State Utah Leisure Utah Business*
Out-of-State

*Sample Size <30.
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Compared to the prior year, Utah travel party spending eased in 2025,
falling in line with overall U.S. domestic traveler spending

Among Utah visitors, travel party spend averaged $897, which was $125 less than the prior year. Spend decreased among
overall domestic travelers, West Region, and Intermountain West Region visitors, although not as much as Utah visitor

spend.

— Trends in Travel Party Spend

2018 2019 2020 2021 2022 2023 2024 2025

- = =U.S. Domestic Travelers - = =West Region Visitors - = =Intermountain West Region Visitors —o— Utah Visitors

Omnitrak
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money ratings land near the top among competitors

Utah saw year-over-year increases in 2025 for ratings of satisfaction, likelihood to recommend and value for the money,
and out -performed ratings for the U.S. overall, West Region, and Mountain West.

Compared to its competitive set, Utah ranked second for trip satisfaction, likelihood to recommend, and value for the
money.

— Satisfaction Likelihood to Recommend Value for the Money
CY 2024 mCY 2025 CY 2024 mCY 2025 CY 2024 mCY 2025
U.S. 8.76 U.S. 8.35 U.S. 8.06
West Region 8.76 West Region 8.40 West Region 7.91
Mountain West 8.75 Mountain West 8.38 Mountain West 7.98
Colorado 8.96 Colorado 8.61 Wyoming 8.39
Utah 8.92 Utah 8.56 Utah 8.21
Wyoming 8.76 Wyoming 8.43 Arizona 8.12
Arizona 8.71 Arizona 8.39 Colorado 8.06
Nevada 8.66 Nevada 8.26 Montana 7.90
Montana 8.65 Montana 8.23 Idaho 7.77
ldaho 8.53 Idaho 7.92 Nevada 7.61

Note: Performance indicators are based on leisure trips to the destination.

% Omnitrak
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Leisure travel intent to Utah continues to hover around 5%

Utah leisure travel intent increased from 4.6% to 4.8% in 2025 among U.S. travelers. Future leisure travel intent for Utah
was highest among residents of nearby DMASs, such as Los Angeles (9%) and Salt Lake City (7%).

— |eisure Travel Intent

Intent to Visit States in Next 2 Years Top DMAs for Utah Travel Intent

mCY 2025 mCY 2024 Los Angeles N 9%
Salt Lake City N 7%
New York I 5%
Dallas-Fort Worth | 3%
13.6%
14.0% Denver I 3%
San Francisco-Oakland 1 3%
Phoenix 1M 3%
Seattle-Tacoma I 3%
Nevada 11.8%
A 670 Las Vegas [l 2%
Wyoming Chicago M 2%

Utah

Arizona

Colorado

Idaho

Montana

Note: San Francisco-Oakland-San Jose shortened to San Francisco-Oakland.

% Omnitrak 18
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Source Markets
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As overall domestic travel pulls back, Utah visitation grows

Against a backdrop of overall domestic travel decreases ( -4%) compared to the previous year, Utah grew its visitor
volume by 8% from 13 million to 14 million visitors in 2025. Utah managed to generate gains in visitor volume even as
visitation to both the West Region and Intermountain West declined by 5% compared to the prior year.

Travel Trends for U.S. and Utah Travel Trends for Utah, West, and Mountain West

mmm Utah Visitors ~ —e=West Region Visitors  —e=—Intermountain West
Region Visitors

359M 378M
1.44B
1.37B 283M  275M  269M
234M o 258M  244M
1.13B 1.13B 1.12B ¢ ¢ o .
0.908 N . . 1.04B 1.00B 157M 163M =—
: T ,___.\11?M 126M 121M 115M  115M 109M

19.8M 21.0M

mmm Utah Visitors —e—U.S. Domestic Travel

v \ g
v \g =

19.8M 21.0M
16M  178M " q59M  146M  130m  14.0M

I B R RRERR]

2018 2019 2020 2021 2022 2023 2024 2025 2018 2019 2020 2021 2022 2023 2024 2025

S Ommtrak

// INSIGHTS. MASTE!



Utah grows visitor volume and market share compared to 2024

Within its competitive set, Utah saw 8% growth in visitor volume even as its competitors saw declines. Utah was the fourth
most visited destination among the competitive set, behind Arizona, Nevada, and Colorado.

Travel to Utah accounted for 1.4% of national domestic travel in 2025, up 0.2 points from 2024. Additionally, Utah was the
only state in the competitive set to see an increase in market share.

— Regional Volume

Utah
Arizona
Colorado
Nevada
Idaho —-6%
Montana —m
Wyoming KR

25.3M
25.5M

CY 2024
mCY 2025

— Market Share of U.S. Domestic Travel

Utah
) 2.8%
Arizona 2.9?)/0
Colorado 22-_5(%%
dah m CY 2025
aho
mCY 2024

Montana

Nevada %gg//g

0.3%

Wyoming 04%

Omnitrak
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Sources: TravelTrak America - Q4a. U.S. state(s) visited (in persontrips)
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Proximity matters, Utah visitors primarily reside in nearby states

z®r ~ qr Q®"ri« ~s«s®~2 f "N« knUsah or from{nesalby states, shifts-in viBitatiorskill oéclr« s i s |
Among the top origin markets for Utah, there was an increase in travelers from California, Idaho, and Arizona compared to
the previous year. Among the top DMASs, Los Angeles, Las Vegas, and Idaho Falls saw gains over the previous year.

— Top Origin States for Utah Visitors by Year — Top Origin DMAs for Utah Visitors by Year

2022 2023 2024 2025 2022 2023 2024 2025
1 Utah 39% 40% A 40% 40% 1  Salt Lake City 40% 42% A 43% A 41% Vv
2 California 11% 10% V¥ 10% 12% A 2 Los Angeles 5% 5% 5% 6% A
3 Idaho 9% 6% Vv 5% Vv 7% A 3 Las Vegas 4% 3% v 3% 1% A
4 Nevada 4% 4% 5% A 5% 4 Idaho Falls-Pocatello 3% 3% 2% v 4% A
5 Colorado 4% 8% 5% v 4% 5  Phoenix 4% 3% v 3% 3%
6 Arizona 4% 3% v 3% 4% A 6  Denver 4% 6% A 4% v 3% Vv
7 Texas 3% 3% 4% A 3% v 7 Dallas-Fort Worth 1% 1% 1% 2% A
8 Georgia 1% 1% 1% 2% A 8  San Francisco-Oakland 2% 2% 2% 2%
9 Florida 2% 2% 3% A 2% v 9 Atlanta 1% 1% 1% 2% A
10 Oregon 1% 1% 0% v 2% A 10 Boise 3% 2% Vv 2% 2%

Note: San Francisco-Oakland-San Jose shortened to San Francisco-Oakland.

Y% Omnitrak 23
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As person trips grew, overnight trips captured a larger share of the
Utah travel market

Yearover-- k~a] | /r. ®2s8« i kgakM«ki "« N «-Bptfram 20P). Qad Sawiless dy+Hips* z R
overall than the national average of 22%, and this was driven by a decrease in day trips both for in -state and out -of-state
visitors.

— Type of Trips

U.S. Domestic Utah Utah In-State Utah Out-of-State
(in trips) | (in trips) (in trips) (in trips)

000

= Day Trips = Overnight Trips

7 .
$% Omnitrak 24
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ravel Motivations,
ecision Timing &
rip Planning
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Utah visitors came to enjoy the outdoors, with nearly double the portion

Indicating it as their top motivation for visiting Utah (32%) compared to the
national average (18%)

— Top Motivations for Visit

Visiting friends/family 4411%% Visiting friends/family i 3604/? % Visiting friends/family 44%
Lo 0 Lo
Outdoor activities 320 Outdoor activities _24 /%8% Outdoor activities 36%
Iconic destination/attraction Iconic destination/attraction -7%16% Iconic destination/attraction
. . ; i 16% : "
Family tradition Family tradition W 8% Family tradition
Family-friendly activities Family-friendly activities g 120 Family-friendly activities
Explore a new place Explore a new place é% 16% Explore a new place
Attend event 12% Attend event
Attend event M 8%
0,
Work work 2% o Work
. . . 0,
Bucket list destination Bucket list destination -2 /8% Bucket list destination
0,
Health and wellness Health and wellness '47/%/0 Health and wellness

m U.S. Domestic

m Utah

Utah In-State

m Utah Out-of-State

m Utah Day ® Utah Overnight

NN
2

Omnitrgu!g
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Note: Motivations for Visit differs from Activities as Primary/Secondary Reason for Visit.
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Utah visitors trip decision timing aligned with overall domestic travelers

Visitors to Utah in 2025 were less impulsive than in the previous year, with only 29% deciding within 2 weeks of their trip
compared to 33% of U.S. domestic travelers. Although Utah visitors overall took more time than last year to decide on their
trip, Utah In-State travelers (44%) and Day trippers (66%) needed little time to make their decision.

— Advance Travel Decision

mLess Than 2 Weeks m2 -4 Weeks 1-2Months m3-5Months ®m6-11 Months m More Than 1 Year

66%

44%
33%
29% 29% 26%
23%
1% oo 19% 179619%  19% 17% 20%619% = 19%
11% 14%129 0% 12% 10% 13%
4% 3% 204 3% 5% 394 4%
U.S. Domestic Utah Utah In-State Utah Out-of-State Utah Day Utah Overnight

.
% Omnitrak
UNEARTH AHA! INSIGHTS. MASTER YOUR MARKET.



Domestic and Utah travelers leaned more on friends/relatives and their own
experience when planning a trip than any other resource

— T0p Trip Planning Sources by Visitor Segment

U.S. Domestic Travel

Friends/relatives

Own experience

No plans made

Search engines
Destination website
Social media platforms
Online Travel Agency
Someone else planned

35%
35%

Utah

Own experience
Friends/relatives

No plans made

Search engines
Destination website
Online Travel Agency
Social media platforms
Someone else planned

39%
37%

Utah In-State
Own experience 47%
Friends/relatives 36%
No plans made 26%
Search engines 12%
Destination website 4%
Online Travel Agency 4%
Social media platforms 3%
Traveler review websites 2%

Utah Out -of-State

Friends/relatives
Own experience 33%
Search engines
No plans made
Destination website
Online Travel Agency
Travel blogs
Social media platforms

38% |

Travel agent/Tour operator

Utah Day

Own experience
No plans made
Friends/relatives
Search engines
Destination website
TV (cable/satellite)
Travel provider

38%
36%

Utah Overnight

Own experience
Friends/relatives
Search engines

No plans made
Destination website
Online Travel Agency
Social media platforms
Travel blogs

40%
39%

Omnitrak
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Hotel websites (+8 pts) reemerged as the most popular website/app used
to select a destination among Utah visitors, though Airbnb remains more
popular than the national average

- Websites/Apps Used to Select Destination

m U.S. Domestic m Utah

28%
25%

149, 15% 14% 15%

12% 13%
10% 9% 9% 8% 8% 8y

Hotel website Airbnb Booking.com YouTube Expedia/ Airline website Instagram Facebook TripAdvisor
Travelocity/
Orbitz

Note: Figures shown reflect websites/apps chosen as being used to select destination.
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While Hotel websites and AirBnb ranked as the top websites/apps used by
overnight visitors to Utah, YouTube, Facebook and Expedia led the way for

day trip visitors to the state

— \Websites/Apps Used to Select Destination
m Utah m Utah In-State Utah Out-of-State m Utah Day m Utah Overnight
S . S
< & I R DA
© X N % ©
N IE(\I') al N
x
Q (=) (=] (=]
s o R SR g
i S & S X ° o °

$ © 3 - < S - @ < % % % - ‘\3

N & S A S g X © — © X - &

o S - S 3 2SS ¢ 9 £ o S

O\O — H o 83 C,Q 83 8\0 © o\o o\o =2 O\O
~ N~ E’o [e¢} oo N~
L o
& >
Hotel website AirBnb Booking.com YouTube Expedia/ Airline website Instagram Facebook TripAdvisor
Travelocity/
Orbitz
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Trip Characteristics
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Increases in trips to Visit Friends/Relatives increased notably among Utah
In-State and Overnight Leisure Visitors

— Primary Trip Purpose — Leisure Trip Purpose Distribution
U.S. Domestic p';ah Utah Leisure ol Sl Utah Uta_h
Travel Visitors o In-State  |Out-of-State : Overnight
MISIOIS Visitors Visitors RGNl Visitors
2024 2025 2024 2025
: 2024 | 2025 [ 2024 | 2025 | 2024 | 2025 | 2024 | 2025 | 2024 | 2025
Leisure (net) 83% 84% 81% 84%
Visit Friends/Relatives 411%  41%  38%  40% Leisure (net) 100% 100% 100% 100% 100% 100% 100% 100% 100% 100%
: 0 0 18% 0 .
Outdoor Recreation 10% 10% () 19% \IR{I;lI;tli:\:IeesndS/ A7% 48% 47% 54% A7% 44% 46% 4% 46% 49%
Entertainment/Sightseeing 17% 18% 12% 14%
Other Personal 15%  15%  13%  11% ggé‘:g;’trion 22% 22% 19% 12% 24% 2% 10% 22% 26% 23%
1 ) o) 0, 0, i
Personal Business 5% 5% 5% 6% ggﬁ{i’gir:ge”t/ 15% 17% 12% 14% 17% 19% 20% 14% 13% 17%
General Business 8% 8% 10% 7%
Other 4% 30 304 304 Other Personal 17% 13% 22% 20% 13% 9% 23% 24% 15% 11%
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In line with national levels, most Utah visitors continue to travel to the state
via personal vehicle

— | ransportation To

s, bieesilie Utah |nl-Jé?2te Out%tﬁrs]tate LIJDtZ;I OVLethr?ight
@@ Personal Vehicle 73% 73% 91% 61% 85% 70%
>~ Airplane 16% 16% 1% 27% 20 20%
é Rental Car 7% 8% 0% 13% 5% 8%
@m  Shared Economy/Taxi 4% 4% 2% 5% 2% 4%
e  Motorcoach/Group Tour/Bus 3% 2% 1% 3% 2% 2%
M. Camper/RV 2% 3% 1% 4% 1% 3%
® e e Other 7% 6% 7% 5% 13% 4%

4 . k
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When traveling within the state, Utah visitors were more likely to use a
personal vehicle compared to national levels

— Transportation Within

Motorcoach/Group Tour/Bus

" d

G

&y Shared Economy/Taxi
EN

5.  Camper/RV

e o o Other

4%

2%

9%

3%

3%

6%

1%

2%

3%

5%

4%

8%

3%

3%

9%

it bieiesis Inl-Jé?Qte Out%tﬁgtate ng;] OvLeJ;[gight
G Personal Vehicle 75% 77% 96% 63% 89% 74%
Rental Car 12% 13% 1% 21% 4% 15%
10% 8% 1% 13% 2% 10%

3%

3%

5%

% Omnitrak
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Despite an increase in overnight trips compared to last year, overnight trip

length of stay eased from 3.7 nights to 3.5 nights

— Length of Stay

Average Nights
2.6 (incl 0)
3.4 (excl 0)

Average Nights
2.9 (incl 0)

U.S. Domestic Utah Utah In-State
3.5 (excl 0)

Average Nights

1.9 (incl 0)

2.8 (excl 0)
ﬂ %ﬂ

0 Nights m1 Night =2 Nights =3 Nights 4-6 Nights 7+ Nights

Utah Out -of-State

Average Nights%

3.6 (incl 0)
3.9 (excl 0)

«@»
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Utah leisure out -of-state visitors were influential in mitigating length of stay
decreases, with an average length of stay of 3.7 nights

— Length of Stay

Utah Business* Utah Leisure Utah Leisure In-State Utah Leisure Out -of-State

Average Ng& Average Nights Average Nights
3.2 (incl 0) 2.0 (incl 0) 3.7 (incl 0)
3.0 (excl 0) ! 4.0 (excl 0)

Average Nights
3.0 (incl 0)

3.4 (excl 0) 3.6 (excl 0)

o

0 Nights m1 Night =2 Nights =3 Nights 4-6 Nights 7+ Nights

*Small sample size (n<50)
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Among Utah visitors, the use of paid accommodations remained at national
norms in 2025

—= Paid vs Non -Paid Accommodations

U.S. Domestic Utah Utah In-State Utah Out-of-State
® Paid ™ Non-Paid m Paid ™ Non-Paid i m Paid ® Non-Paid i ® Paid ™ Non-Paid

62% 2eh 59%

55% 54% 54% ! 60% 53% 55% !

46% 46%

40% 38%

CY 2023 CY 2024 CY 2025 ! CY 2023 CY 2024 CY 2025 ! CY 2023 CY 2024 CY 2025 ! CY 2023 CY 2024 CY 2025

.
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Utah overnight visitors use hotels less frequently than U.S. domestic

travelers, opting instead to stay in RVs and tents at a greater rate

— Overnight Visitor Accommodations

m Hotel/Motel/B&B Friend/Family Home

U.S. Domestic Utah

Rental Home/Condo/Shared Economy m Personal Second Home/Condo or Time Share mRV/Tent m Other

10%99% 9oy

Utah In-State

3%

Utah Out-of-State

10%99% 9oy

Utah Leisure In-State

Utah Leisure
Out-of-State

90%

0
4% 4% 9%
0

Utah Business*

4 . k
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Average travel party size for Utah continues to outpace the national
average, driven in part by the increased likelihood of Utah visitors to be
traveling with spouses and/or children

— Travel Party Composition

B Alone  m Spouse/Significant Other/Partner Friend(s) = Children  m Grandchildren/Great Grandchildren m Other Family Members m Other

60% 62%

59% 57%

54%

U.S. Domestic Utah Utah Utah Utah Utah
In-State Out-of-State Day Overnight
Average 2.63 2.97 2.84 3.06 2.61 3.02

Note: Travel party composition is not mutually exclusive.

Omnitrak
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Adjusted for inflation 2025 travel spend decreased across the board, falling
closer to 2021 and 2022 levels

— Trends in Travel Party Spend (Inflation -adjusted based on 2018)

20‘18 20‘19 2020 2021 2022 2023 2024 2025

- = =U.S. Domestic Travelers - - —=West Region Visitors - = —Intermountain West Region Visitors - Utah Visitors

.
% Omnitrak
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by 54%, which outpaces domestic and regional levels and indicates a shift
to attracting high spend visitor

— Trends in Travel Party Spend (Indexed)
200

180
160 . / \

140

120 /

100 % - T T e e 306 185

-------- R /,,’,f'_______._-———"——————————--"'""""'—9'7“‘———--- 94
-~ - > ~ _ /’ rd -
80 R T R
60 T T T T T T 1
2018 2019 2020 2021 2022 2023 2024 2025
- - =U.S. Domestic Travelers - = =West Region Visitors - = =Intermountain West Region Visitors Utah Visitors

Note: Index is based on inflation -adjusted spend to 2018.
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2025 spending decreases occurred across all segments for Utah visitors,
except for in -state travelers who spent $79 more on average

Average Spend for Utah Trips by Segment
Total Spending by Travel Party (including 0)

CY 2025 ($897)
U_ta_h CY 2024 ($1,022) 3%
Visitors CY 2023 ($794)
CY 2022 ($888) 2%
CY 2025 ($564) 9
Utah In-State CY 2024 ($485)
Visitors CY 2023 E$4363 9%
CY 2022 ($459 2%
CY 2025 ($1,139)
Utah Out-of-State  CY 2024 ($1,415
Visitors CY 2023 $1,049 40% 25% 0
CY 2022 ($1.202) 0% 549 T
CY 2025 ($268 56% 0Of 8% 7% 6%
Utah Day CY 2024 ($308 16% 23% 7%
Visitors CY 2023 ($254)
CY 2022 ($455) 9% 7% 5%
CY 2025 ($1,044) 33% 30% 6% 6% 294
Utah Overnight CY 2024 ($1,289) 6% 6%
e CY 2023 ($929) 9
CY 2022 ($1,019) 38% 27% 7% 6% T

B Transportation (incl. to/within)  m Lodging Food/Beverage (excl. groceries) m Groceries ™ Entertainment mCasinos/Gaming Shopping m Other

Note: Transportation includes transportation to/within the state

7 . k
% Omnitra 22
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Average Spend for Utah Trips by Segment
Total Spending by Travel Party (including 0)

Utah CY 2025 ($897) Y.\ o800 0% 00h 300
ta CY 2024 g$ 022) 5L i 7% O 1306 390
Visitors CY 202 %794 380 A = 0% 604 ] 304,
_____________________________ CY 2022 ($883) . . sy . e 7 O W . YA
. CY 2025 %1,110 4007 00 300 D0 0

Utah Business CY 2024 ($1.228) i N < A S —80% 20300 |
Visitors* CY 202 &$979 1 - 7Y < 0 |/ M D0% 504 |
CY 2022 ($1,022) Iy |7 Y 1 4”7 T (B0 505 300 L7

. CY 2025 ($613) 7 S - L S G

Utah Leisure CY 2024 ($515) 7" S e <1 1100 00h_ 305300
SiEE Vi s CY 2023 (S431) . S 1 £ W 1% 6o Gua20g
CY 2022 ($504) n i N S 7. |/ S = 1A% B0, ] n

_ CY 2025 ($1,155) -\ Y L 000 60h  CACGA0H

Utah Leisure 8¥ %8%% %’6’421:7% qm_wxv_ -:2-7.1“7_3'71.- m&::
Out-of-State Visitors Xy 5022 ($1'147) | — 1o, S -,/ 6% 7% ] 2%
""""" U CY 2025 ($831) N S S 7 S L A7 M W - 0
Utah Leisure Overnight 8\\; %8%1 g%z [ 240, B A!%{yx_ -.‘U-I_ 600 | =
In-State Visitors CY 2022 ($589) mu] 1 S 0 1 1304 _50p n
hh8¥%8%2§%82 "" kT S T
Utah Leisure Overnight , I’ v, M 7 . S 07
o Y 2023 ($1.144) I - 7 S . S " 500 604 N

Out-of-State Visitors  Cy 2022 ($1,252) I el A S ./ S 6% 7% >

m Transportation (incl. to/within) = Lodging Food/Beverage (excl. groceries) m Groceries ™ Entertainment mCasinos/Gaming = Shopping = Other

Note: Transportation includes transportation to/within the state
*Sample size <50
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parks, hiking, and rural sightseeing outpace national norms
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— TOp Activities

U.S. Domestic Travelers  mUtah Visitors
34%
33%
20%
19% ’
16%
14% 14% 14% 13%
11% 11% 11%
10% 80/ 0 0 0 9% 11%
7% ’ 7% 7% 7%
I l - l
Visiting National park/  Shopping Historic sites Rural State park/ None of Wildlife Fine dining Museums Camping
friends/ Backpacking/ Monuments/ sightseeing  Monuments/ the above viewing
relatives  Canyoneering  Rec areas Rec areas

AHA! INSIGHTS. MASTER YOU
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Outdoor activities remain the top activities for Utah visitors, especially
among overnight visitors

Utah In-State Top Activities

Utah Day Top Activities Utah Overnight Top Activities

0 Visiting friends/relatives  42% Visiting friends/relatives c Visiting friends/relatives 31% ° Visiting friends/relatives  35%
: National park/ Hiking/Backpacking/

0, 0, 0

e Shopping LA Monuments/Rec areas o None of the above 22% 9 Canyoneering 24%

Hiking/Backpacking/ 5 Hiking/Backpacking/ . 0 National park/ 0

e Canyoneering LA Canyoneering e Shopping L% e Monuments/Rec areas 23%

e Historic sites 10% Historic sites e Other 10% e Historic sites 18%

e Rural sightseeing 10% Shopping e Wildlife viewing 10% e Shopping 17%

National park/ ) . . : . 0 : . 0

Monuments/Rec areas 8% Rural sightseeing e Rural sightseeing 7% @ Rural sightseeing 16%

e State park/ Hiking/Backpacking/ State park/

0 0, 0

0 Wildlife viewing o Monuments/Rec areas e Canyoneering 6% o Monuments/Rec areas 14%

e None of the above 13% Wildlife viewing e Casino/Gaming 6% e Wildlife viewing 12%

e Fine dining 8% None of the above 9 %ﬁoetrogﬂgﬁy etc) 6% Q Fine dining 10%

@ Camping 8% Fine dining @ Historic sites 5% @ None of the above 9%
Omnitrak 45



Most destinations in Utah saw roughly the same proportion of visitors that they did in 2024,
but there were some notable changes. Ogden saw a 3 -point increase, and St. George,
Davis County, and Garden City all saw a 2-point increase compared to the previous year.

Utah Destinations Visited

Salt Lake City 33% 32% 30% 18% 18% 19% 43% 43% 37%
St. George 15% 13% 15% 22% 16% 15% 10% 10% 16%
Park City 10% 11% 9% 3% 4% 7% 15% 17% 11%
Provo/Orem 14% 11% 10% 13% 9% 11% 14% 13% 10%
Moab 12% 9% 10% 6% 2% 5% 17% 13% 13%
Zion/Springdale 10% 8% 8% 4% 3% 3% 15% 11% 12%
Bryce Canyon 9% 8% 7% 2% 2% 0% 13% 12% 11%
Ogden 5% 6% 9% 3% 7% 8% 5% 6% 10%
Cedar City 7% 6% 3% 6% 7% 2% 7% 5% 4%
Logan 5% 5% 6% 5% 6% 8% 5% 5% 5%
Brigham City 2% 4% 3% 0% 7% 3% 4% 2% 2%
Monument Valley/Monticello/Bluff/Mexican Hat 4% 3% 2% 1% 1% 1% 6% 5% 3%
Kanab 4% 3% 3% 1% 0% 1% 6% 5% 5%
Torrey/Capitol Reef 4% 2% 2% 2% 1% 1% 5% 4% 2%
Davis County/Lagoon 3% 2% 4% 3% 4% 7% 4% 1% 1%
Vernal 2% 2% 1% 1% 3% 2% 3% 1% 1%
Escalante/Boulder 3% 1% 1% 1% 1% 0% 4% 1% 1%
Garden City/Bear Lake 3% 1% 3% 2% 0% 2% 3% 1% 4%
Dutch John/Flaming Gorge 1% <1% 1% 0% 0% 0% 2% 1% 2%
Price ae ae 2% ae ae 2% & & 2%
Other 18% 18% 15% 27% 29% 21% 11% 9% 11%

Y% Omnitrak 46
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Niche Vacation
Motivations
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Characteristics differ across leisure travelers driven by niche activities to

visit Utah

A Adventure Seekers: 18% of leisure trips, highest income & spend
A Parks:17% of leisure trips, older, longest stays, highest portion visiting from

farther away

A Outdoor Recreationalists: 15% of leisure trips, youngest, highest portion of
neighboring state residents

A Nature & Rural Explorers: 10% of leisure trips, most day trips

Leisure Visitors

Arts & Culture

State/National

Parks (Net)

State Parks*

A Arts & Culture: 14% of leisure trips, lower tendency to stay overnight than most
other niches

A Entertainment: 17% of leisure trips, three -quarters come from Utah/neighbor
state, lower income than most other niches

A Family & Friends: 39% of leisure trips, highest % of leisure trips but lowest spend,

National Parks

Adventure

Seekers

Outdoor

Recreationalist

Nature & Rural
Explorers

Entertainment

Family &
Friends

Demographics

Average Age 46.6 42.6 48.3 52.6 48.7 42.7 41.7 45.2 43.2 48.3
Approx. Avg. Household Income $103,972 $102,739 $111,570 $105,097 $117,233 $120,989 $95,534 $100,138 $96,314 $99,487
Children <18 in Household 41% 42% 35% 23% 36% 37% 46% 41% 45% 37%
Utah Resident 43% 31% 23% 38% 21% 25% 45% 33% 43% 51%
Neighbor State Resident 23% 24% 20% 15% 23% 19% 30% 29% 23% 21%
Overnight Stay 83% 81% 98% 100% 98% 95% 89% 80% 84% 84%
Average Nights (excl. 0) 4.6 4.3 6.5 8.0 6.0 5.3 3.4 3.7 4.0 43
Average Travel Party Size 3.0 3.6 2.9 2.6 2.8 3.5 3.8 3.4 2.7 2.8
Family Travel Party 33% 31% 26% 11% 29% 32% 43% 31% 30% 27%
Average Spend (per trip/party) $923 $1,108 $1,187 $1,216 $1,201 $1,393 $1,064 $1,054 $1,043 $822
@~®kD Ns| gk s®fi « 8~««sfzk p~2 ~|] "~g®s s® "« " §2s{ " foups (set glessary fol niche Tategatyldefinitior|s), qmmeaoveflaép wili;leﬁis316| q
*Sample <
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Travelers motivated to visit Utah for niche activities provide value and
contribute to total spending in the state

The most lucrative niche activity segments:

A The Friends & Family niche segment offers the highest estimated potential value due to the share of visitors within that segm  ent. The
Nature & Rural Explorers segment had the second highest visitor share as well as an average spend over $1,000 which helped it land
second place in terms of potential value.

Share of Utah Visitors Motivated to Travel Average % of Estimated Potential Value for Niche Vacation Motivations
by Niche Activity Spend E Estimated value reflects the proportion of potential spend, calculated by the share each niche comprises of
. . ' Utah visitors, multiplied by average spend per niche. Chart figures represent potential amount a niche
Friends & Family 35% $822 ' contributes to total Utah trip spend.
Nature & Rural Explorers $1,054 ! 220

| 19% 18%

Entertainment $1,043 I 15% 139
0 12% 12% 12%

Adventure Seekers $1,393 !
| 4%
State/National Parks (Net) $1,187
- ; | S % Q L %
Outdoor Recreationalists $1,064 : @« \&k (Q \%Q} \&\}@ Q}\ 7} ’b&

| <<’b \O 2 S o CJ\) Q& \Q R

Arts & Culture $1,106 ; o Q.Q e & RN 2 w0 ) 3
! ¥ N X 2 Q ° ® X

National Parks $1,201 ! <<<\®o Qp@ &7}\& <<5’\& o‘\& Vé Qg}é °
: Y S S <

State Parks 4% $1,216 5 & v @\éb @oo

R & o’

Note: Niche activity figures reflect Utah visitors who said an activity within the niche category was a primary/secondary rea son for visit (see glossary for niche category definitions);
«s| gk s®i « 8§8~««sfzk p~2 ~| ~"g®s s® "N« N §gag{nra. 2akAn«apillexidt. «k

Y% Omnitrak .
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In order to build on their strong potential value, Utah could target Nature &
Rural Explorers in markets like Los Angeles, New York, and Minneapolis

— 10p Markets for Targeting U.S. Niche Travelers
Top DMAs for Arts & Culture Travelers Top DMAs for State/National Parks Travelers : Top DMAs for Adventure Seekers
E 0
Los Angeles 6% Los Angeles 7% E Los Angeles o
New York 6% New York New York
Chicago San Francisco-Oakland San Francisco-Oakland
Dallas-Fort Worth Minneapolis-Saint Paul Dallas-Fort Worth
Houston Dallas-Fort Worth Denver
Washington DC Philadelphia Atlanta
. Atlan.ta Phoenix Chicago
Philadelphia Chicago Boston-Manchester
Top DMAs for Outdoor Recreationalists : Top DMAs for Nature & Rural Explorers | Top DMAs for Entertainment Travelers
Los Angeles 5% | Los Angeles 5% | New York 6%
New York 4% New York 5% Los Angeles 5%
Minneapolis-Saint Paul 3% : Minneapolis-Saint Paul : Philadelphia
Houston 3% 5 Dallas-Fort Worth Chicago
Dallas-Fort Worth 2% Washington DC San Francisco-Oakland
Detroit 2% Seattle-Tacoma Dallas-Fort Worth
Chicago 2% , Atlanta Washington DC
Atlanta 2% Sacramento-Stockton Atlanta
Note: San Francisco-Oakland-San Jose shortened to San Francisco-Oakland. Sacramento-Stockton-Modesto shortened to Sacramento -Stockton.

Y4 gmnitrgmlg 50
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Utah Regiona
Snapshots

“% Omnitrak

WK
///\ UNEARTH AHA! INSIGHTS. MASTER YOUR MARKET.




Northern Utah draws visitors from across the country, while Southern Utah
visitors primarily come from the Southwest, with Salt Lake City as the notable

exception.

— Origin Markets

Top DMAs for Northern Utah Top DMAs for Southern Utah
Salt Lake City _ 47% Salt Lake City _ 34%
Idaho Falls-Pocatello . 6% Los Angeles - 8%
Los Angeles I 4% Las Vegas - 8%
Dallas-Fort Worth I 2% Denver . 5%
‘ Denver I 2% Phoenix . 5%

4, itrak
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Northern Utah visitors plan more spontaneously, with 31% deciding to visit within
two weeks of their trip. Southern Utah visitors plan further ahead, most commonly
182 months in advance (27%), likely reflecting their focus on outdoor activities
and favorable weather.

— Advance Decision to Visit Top Motivations for Visit
Northern Utah Southern Utah
/A 46% 50%
® Northern Utah m Southern Utah a Visit friends/family ﬁ Outdoor activities

31%

23% /0\ 32%

ﬁ Outdoor activities Visit friends/family

16% N\, 12% ‘ 24%

19% 1% 20%

Attend event Iconic destination/attraction

Ade 12% ¥ 15%
Family-friendly 9___'_': Explore a place
<2 2-4 1-2 3-5 6+ 10% =l 12%
weeks weeks months months months Family tradition v =] Bucket list destination
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Visitors spend a similar number of nights, on average in Northern and Southern Utah
(3.5 vs. 3.6), but Southern Utah visitors are more likely to stay overnight (87% vs. 81%)
and be first -time visitors (25% vs. 22%).

Northern Utah visitors stay with friends/family nearly as often as in hotels (37% vs. 42%)).

Southern Utah visitors favor hotels (51%) and are slightly more likely to camp or stay in
an RV (9% vs. 7%).

Northern Utah

Southern Utah

81%

Overnight visits

87%

Overnight visits

22% 25%
First-time First-time
O\\;er_night O\\;ernight
c isitors . isitors
'OUm 3.6 Nights OO 3.5 Nights
% Average E Average
overnight stay overnight stay

42% 37% 7% 7% 51% 20% 12% 9%
0 O O] Hotel/Motel/ Friend/Family Shared RV/ o ool Hotell Friend/Family Shared RV/
0 ool B&B Home Economy Tent o ool Motel Home Economy Tent
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Northern Utah visitors, on average spend $170 more per trip than their Southern
Utah counterparts, but Southern Utah visitors are more satisfied with their trip and
more likely to recommend Utah to others.

Total Spend Likelihood to Recommend Satisfaction
8.76 8.76 8.91
8.24
$1,174
$1,004 I

Northern Utah Southern Utah Northern Utah Southern Utah Northern Utah Southern Utah

4, itrak
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Visitors to Northern and Southern Utah share similar demographics. Minor
differences in income and children at home suggest that travel patterns are driven
more by motivations and activities than by demographics.

— Age = Household Income

m Northern Utah m Southern Utah D 24%
e 17%

]
31% $50,000-$74,999 15%

Under $50,000

250% 26% 22/ 28% D 18% m Northern
0 0 Utah
g(y 16% 17Aa $ $ I 14% = Southern
]
’ 8% $100,000-$149,999 27%  Utah
e 289%
I 202
150,000+
18 24 25-34 35 44 45 54 $ P 23%
= Children in Household = Ethnicity
Northern Utah Southern Utah m Northern Utah m Southern Utah

85% 84%

II 8% 7% 8% 7% 0% 2% 1% 2%
N — I —

White Hispanic  Asian/Pacific  African- American
Islander American  Indian/Aleut
Eskimo

4, itrak
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Northern Utah Visito

6~{k ®~ Q®"ri« z7"2gk«® gs®: |
proportion of visitors to Northern Utah resided in Salt
Lake City in 2025 than in the year prior (+3 pts).
Meanwhile, a lower proportion of visitors traveled to
Salt Lake City (-2 pts), which suggests that visitors
wanted to visit other areas in the region.

Visitors to the region come mostly to visit
friends/relatives. In 2025, Northern Utah visitors were
more likely to stay in a friend/family home (+3 pts) and
less likely in a hotel (-5 pts) than in 2024.

Visitors to Northern Utah were less spontaneous than
in 2024, as seen by a 4-pt decrease in the two weeks
or less advance decision category. While travel party
size remained flat and length of stay declined slightly
(-0.3 nights), spending increased by $142 and both
satisfaction and likelihood to recommend saw slight
increases.




Northern Utah Visitor Snapshot | CY 2025

Age Annual Household Income Top Origin Markets Top Northern Utah Destinations
18-24 1 Salt Lake City 47% @ salt Lake City 45%
25-34 2 ldaho Falls-Pocatello 6% @ Provo/Orem 16%
35-44 3 Los Angeles 4% Q@ Park City 14%

- 0,
45-54 Less than $50,000- $75,000- $100,000- $150,000 4 Dallas-Fort Worth 2% ¢ Ogden 4%
2 $50,000  $74,999  $99,999 $149,999  or more 5 Denver 2% Q Logan 9%
Ethnicity Children <18 in HH Advance Decision to Visit Primary Purpose for Trip
[ 4 | Yes 31% Visit Friends/ Outdoor :
39% 19% 20% : ] Business
85% 8% 1% I 15% 139% Relatives Recreation
3%
- No . . . . — Entertai t/ Oth
White/ Hispanic Almg.r iG] 61% <2 24 12 35 611 1+ Sir]gﬁtrSZ'QiTge " perg(rmm Other
Caucasian Pacific Islander naian,
Aleut Eskimo Wks. Wks. Mos. Mos. Mos. Yrs.
Top Transportation Modes Trip Type Overnight Visit Frequency Top Accommodation Types Top Motivations for Visit
1 Visit friends/famil 46%

m‘ 71% {i 78% First-time Visitors ooDo ﬁgfg‘l’/MoteV /\ ;ﬁ/" d I /

©"7®" Personal auto Overnight 000| geR Ecgrrl(?)my 2 Outdoor activities 23%
55% Repeat Visitors . 3 Attend event 12%

5% /\Er?eﬁé/Famuy T 4 Family-friendly 12%

Rental car Taxi/Rideshare 2394 Infrequent Visitors Home il 5 Family tradition 10%

Travel Party Size

Average persons

\\///\ i
YR Omnitrak

HTH AHAT INSIGHTS. AST

Total Spend on Visit

= A
$1,174 Auesere

Length of Overnight Stay
@z 3.6 Average nights visited

Satisfaction Rating

Average satisfaction
with visit

Recommendation Rating

& 824

Average likelihood
to recommend

Sample Size (n) = 340
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Age
18-24
25-34

35-44
45-54

5+
Ethnicity
w
84% 7%
White/ Hispanic
Caucasian

Top Transportation Modes

76%

ﬁ Personal auto

)).

Travel Party Size

10%

Airplane )

'ﬂ'ﬂ‘ﬁ‘ 3.3 Average persons

\\///\ i
Y Omnitrak

HTH AHAT INSIGHTS. AST

Annual Household Income

Total Spend on Visit

$1,004 fpusaseve

Top Origin Markets

Length of Overnight Stay
'—'Ql‘z 3.5 Average nights visited

Satisfaction Rating

Y 8.91

Average satisfaction

with visit

Top Southern Utah Destinations

28% 1 Salt Lake City 34% 9 St. George
0,
17% 18% 23% 2 Los Angeles 8% @ Moab
0
3 Las Vegas 8% 9 Zion/Springdale
Less than $50,000- $75,000- $100,000- $150,000 b D °% ¢ Bryce Canyon
$50,000 $74,999  $99,999 $149,999 or more 5 Phoenix 5% 9 Cedar City
Children <18 in HH Advance Decision to Visit Primary Purpose for Trip
w ! 27% Visit Friends/ Outdoor
MES 23% 910y 20% . : Business
7% 204 6% Relatives Recreation
. inlln.-
54% — -
Asian/ African- <2 24 12 35 6-11 1+ gptﬁtrtaln_ment/ gther | Other
Pacific Islander ~ American Wks. Wks. Mos. Mos. Mos. Yrs. e ersona
Trip Type Overnight Visit Frequency Top Accommodation Types Top Motivations for Visit
1 OQutdoor activities 50%
12% ))Ji 87% 259%0 First-time Visitors 000 a%toél)/Motel ﬂ %E%d o : 0
Rental car Overnight ooo Ecg{]%my 2 Visit friends/family 32%
i 4904 Repeat Visitors 3 Iconic destination/attraction 24%
20%
4% 13% _\‘/_ N ﬁ = n(()j/Famin W% 4 Explore a new place 15%
@' Camper/RV Day 4PN 26% Infrequent Visitors At 5 Bucket list destination 12%

Recommendation Rating

@ 8.76

Average likelihood
to recommend

Sample Size (n) = 206
60
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