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~ Arizona Travel Industry
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Up 5.4% YOY
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$5.9 billion

employment earnings
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Gross Domestic Product in Arizona

Export Orlented Industries
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Total Overnight Visitation

201

Total Visitation:
40.7 million
f 4.1% YOY

Domestic Visitation:
35.0 million

P 3.7% vov

gt | | International Visitation:
5.7 million
1~ 6.3% YOY
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Domestic Overnight Visitation

1.2 million
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1. Arizona 9.9 M 3. lllinois 1.6 M 5. New York 1.5 M
2. California 7.7 M 4. Texas 1.6 M 6. Colorado 1.2 M



Domestic Overnight Visitation
to Arizona by Type

Resident
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2.5 nights
- a8

persons per party
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67 % pald accommodahons 3% ‘
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$58 750 average household income &%

Source: Longwaads lr'femﬁana} 2-‘.}14 4
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pald accommodanons
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$75 160 average househo}d Income




83%
Leisure

persons per party

$68,090 average household income

44.7 average age

Source: Lon gwbods;'__lnternaﬁon al, 2014

*Does not include Trénsportation to and from destination =~ = -
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nights

33

i persons per party

$872

pald accommodations

N
4
i 46.9 average age

Source: Lnngwooas International, 2014

*Does not include transportation to and from destination
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International Overnight Visitation
to Arizona

compared
to 2008
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~ International Overnight Visitation
to Arizona

1. Mexico 3.8 million 5. France 113,385 9. Australia 47,535
2. Canada 896,467 6. S. Korea 54 015 10. Switzerland 36,554
3. Germany 127,705 7. China 52,105 11. Brazil 30,992
4. United Kingdom 116,542 8. Japan 51,602 12. Other overseas 321,878



Internatlonal Overnlght Visits to Arlzona

2011 2012 2013 2014
MeXxico -4.6% 6.8% 7.8% 6.0%
Canada 8.3% 3.4% 16.8% 5.4%
. |Germany 2.9% 0.2% -0.2% 6.4%
(¥4 United Kingdom -6.2% -4.9% -2.4% 2.1%
“France 13.3% -2.9% -1.0% 7.1%

s Korea Republic of -4.1% 10.3% 19.5% 2.4%

% China 19.2% 24.0% 18.4% 42.0%
Japan 9.9% 4.5% 4.4% 5.1%
Australia 7.8% 4.1% -4.6% 8.7%
Switzerland 9.8% -6.0% -6.3% 6.3%

& Brazil 13.0% 17.4% 3.6% 10.8%|
|Other Overseas 6.8% 0.2% 0.2% 8.7%|

= Overseas Total 5.2% 0.9% 1.1%
HTotal Internatmnal -1.2% 5.2% 7.9%

Suurce Tourtsm Econumlcs 2014
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6.3

nights

3.6 persons per party

MMI@
$4 228  trip expendltures* ““"'
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78% paid accommodations
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$93,337 average household income
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Arizona
2014 Indlcator Performance
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Arizona
2014 Indlcator Performance
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2015 YTD Indicator Performance
Ludgmg (as of May 2013)
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693% % Smsa0 g SEs
Occupancy ADR - RevPAR

Up 4.6% Up 10.0% Up 15.0%
compared to compared to | compared to
May 2014 May 2014 May 2014
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Arizona _
20]5 YTD Indicator Performance

- ﬁ ﬂqﬂ T 5 % +“
ﬁ State Parks ?’ Alrports

14.4% compared 4.1% compared to
to May 2014 April 2014
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~ AOT Research-Partners

P
NORTHERN ARIZONA Dean Runyan LEEEE
UNIVERSITY ST R
Lengwoods ~ “— Destination g Analysts
= TOURISM i i »

@8 ECONOMICS (DSIght @ o o oA
o  Hinsights Buxton
Phocuswrlght Strategic Marketing and Rescarch o | Hi!muhﬂﬂgl:usmmm-

.8 Experian
AT OF ¢ Mosaic

REDmarke Research
VisaVue® Travel
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AOT's Target Llfe Stages

. oung Bﬁers (with children) - $100K- ‘*‘:
I Young Boomers (no children) - $100K§ v -ﬁ'a :

J_\ Dlder Boomers (no childre )~=$10 oy

- 3 I'

Represents 30% of all US households
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| Represents

b1.4%

of A_rizona
visitors
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Arlzona Lifestage Performance

(May 2013 - April 2014)

;‘. Yuunger‘fears (no children) - $75K-
@ Family Life - $100K-
¥ Gen X Older (no children) - $75K-
o Young Boomers (with children) - $100K-
ﬁ/ Young Boomers (no children) - $100K-
A\ 01der Boomers (no children) - $100K-
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Lifetage Performance

% Percent of Visa Card Spend

B North Central §ll Northern | Phoenix & Central

B Tucson & Southemn ! West Coast
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Lifestages and Segments

27 Experian Segments
Targeted by AOT  /
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High Performing Experian Segments

o , -

Rank erepe“ lf 01
B Arizona ] 8.6%
North Central 1 9.5%

Northern 1 9.0%

' ‘ Phoemx&("ntral ‘l 8.6%
_ .|

Tucson & Southern 8.7%

West Coast 1.49%
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High Performmg Experlan Segments
i -> -
' l
' xﬁ‘it “Rank ercsepen "

B Arizona 2 1.3%
NorthCentral 2 15%

Northern 2  13%

Phoenix & Central ( 8.3%
7

1.4%0

" Tucson & Sou hern

West Coast 3.19%
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High Performmg Experian Segments

\‘, \1‘

v

Percentage of
Rank -Spen__

~ Arizona 3 < 1.3%

North Central 4 4.2/
Northern 4 3.8%

Phoenix & Central | 4.2%
Tueson & Southern C 4.50%

West Coast 24‘ 1.6%
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arch and Bok Trends

OTA Se

2 adults, O children

80 million 5,000
Daily shopper looks and books Travel Websites
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OTA Search and Book Trends fo‘Arizona

ay 2015
.56 16%

Search to Book
Arizona 22%
California 19%
New York 7%

Texas 5%

" |llinois 4%

Wil

—EE ==
‘Source: nSight
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AOT National Campaign Cycle

N RR— Planning
L Phase

Ad Ny 'S
Effectiveness ‘ Creative
Study P &

Campalgn

Ad Testing
Launch



AOT Target Cities Analysis
X = AN Y

: : : Spending, Miles from Target City, . ;
Media Cﬂﬁt, Alrfar& Seats ﬂ\l"a"able, Discret?ﬂnaw?ncﬂme Gas PFEC%S ty Social Media

Comp Media spending Passengers Engagement

Climat
AZ Specific

Target Demos



Inputs are then'Weighted and
sorted into categories..

= Index Score

Seattle, WA - Tacoma, WA
Minneapolis, MN

R . e € N e
Dallas, TX~Ft. Worth, TX AOT then chooses Target

Sp:: Li::;if:o,mnﬂakland,m-!ian Jose, CA CItles ba.sed on t..he a.ge ncy'%
Houston, TX - budget, city ranking, internal
Denver, CO and external stakeholder
preferences, and other
actors...

Emmummhmnm
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. 9 Seattle, WA QMinneapolis, MN 9 Portland, OR 9 Austin, TX

Full Campaign Digltal Oniy
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In fllght Magazme Ad Purchase

UI HE_IIP!PQWE

6 FAMILYERITITLY

KEND
m AUSTIN

2FURT S
HHHHHHHHH

Circulation: 850,000 Circulation: 450,428
Cost of fullﬂaﬁe ad: Cost of fulIa:a&e ad:
$36,00 $28,00

& B N L O —
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In-flight Magazine Ad Purchase

h 8
Co-Op Target Markets:

Austin
4 Chicago
Las Vegas
Los Angeles
San Diego
Seattle

. : carned 61% ufpa
e target markets to




Chicago Activation Site Location Analysis

Two potential locations:




icago Activation Site Location Analysis

¥ 63 ﬁf aa residents r
within AOT's target lifestages.

" t'_'Ef .rf b k g e

Younger Years = Pink Family Life = Orange Young Boomers w/ C = Purple
Young Boomers NC = Brown Older Boomer NC = Green
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“Northern Region

(Apache, Coconino and Navajo Counties)

H $i)I.I|IO?‘

Source: Dean Runyan Associates, Tourism Economics
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SI;B billion of direct spending

oy Loet et

Source: Dean Runyén Associates, 2014 .



Dlrect TraveIS endmg
_in Northern \egion

S

Compared to

2007

Source: Dean Runyan Associates, 2014
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Domestic Overnight Visitation

to Northern Region

Northern e X
Region Non-Resident

620%

Arizona

‘I? 3 r: \ 37

L o o R
.~ Spurce: Longwoods Intern al, 2014
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~ Northern Region
Domestlc(yermght Isitor Portrait

3.3 nights Top 5

':1, \i [ [ ] [ ]
Y / T Activities
| | d : - Shopping ,
‘ $644 trip expenditures* = A !
Y Ine Dining
/8% paid accommodations L = National/State Park
D W f

Landmark/Historic
Site

$68,430 average household income

Hiking/Backpacking

42.7 average age

Source: Longwoods Intemational, 2014

*Does n;Jt include transportation to and from destination ,



Northern Region
2014 Indicator Per ormance

g8 M 58602 $5153
Occupancy ADR RevPAR

Up 3.6% YOY Up 3.2% YOY Up 7.7% YOY



Northern Region
2014 Indicator Per ormance

| gt _3 L Tl
I'. ) /i _‘1 I-'! BYimd ‘Ei‘ { "i. % : ; .r
e Pa W ! W Nétmnal Parks - Alrports

il *ﬁv':ﬁi° A

¥

é 9 million

! Recreational
| Visits ,

Down* -27% YOY. ’/ Up6.7% YOY B Up 12% YOY

f “i‘ B I35 E L g e
} Iusllf 3 inﬂaj( Gre 1,";_: -"-u Al i ri "W Ry ource:
[ .! f L P TR T T T S VS S

285338

{fj Total Visitors
r’a

231944

Passengers
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Northern Region
May 2015 OTA Search & Book Trends

© 220

Of all searches

¥

Average Lead Time (Ilays)

Seamh toBook

. for Arizona

g ?T A‘rlzona
2. California
3. New York
4. Texas Book to Stay
50 Florlda *For domestic travel to the Northern

Region in May 2015



West Coast Regmn

(La Paz, Mohave and Yuma Counties)

Total Direct
Spending

i V|S|’ro rs'

Source: Dean Runyan Associates, Tourism Economics, 2014



$315 million

employment earnings

61 4 |l||||[lll of dlrectsmm%
generateﬂ'...‘ s -

"‘ W -ﬁ" ——

*Decline due to expiration of temporary 1% sales tax in May 2013



Direct Travel Spending
in West Coast Region

YOY

N o, L - 3

2013 2014

T 13.0%

Compared to
2007
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‘Domestic Overnight Visitation
1o West Coast Region

B -
’

West Coast

Resident
2290

Non-Resident Leisure

849/

Arizona Non-Resident -

129

Leisure
83%

Source: Longwoods International, 2014



West Coast Region |
~ Domestic Overnight Visitor Portrait

3% nights 'I'Op 5
h 3.1 persons per party ACtIVItIBS
' Shopping

A R TN T
$537 trip expenditures* ,
‘ .

Fine Dining

78% paid accommodations L National/State Park
" | i ‘ . Swimming
$70,170 average household income |
Casino

TR A TE oo

40.3 average age

P
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West Coast Region
2014 Indlcator Per formance

Occupancy RevPAR

Up 1.0% YOY | Up 4.8% YOY



West Coast Region
2014 Indlctor er ormarnce

) ¥ 1R '-"‘ A S v
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\."l.t

Stgt’e Parks Natmnal Par

686,785 ? 2 million wm o

Total Visitors ffi Recreational £ = Passengers [
VIsIts ) —
Up 9.8% YOY Up8.5%YOY B  Up3.2% YOY
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West Coast Region
May 2015 OTA Search & ook Trends

4 19 #,

Of all searches
Average Lead Time (Ilays)

for Arizona
: ‘%"mx %
o -~ Search to Book

- cau.fo'm.'a
2. Arizona
3. Texas

4. \Washington Book to Stay

*For domestic travel to the West Coast
Region in May 2015



North CentraIRegmn

(Gila and Yavapai Countles

Total Direct
Spending

Source: Dean Runyan Associates, Tourism Econogiics, 2C



§1.0 h||||en of direct spending
generated

*Decline due to expiration of temporary 1% sales tax in May 2013



Direct Travel Spending
in North Central Region

il a

tgr-*éqﬂﬁ"." ¢
N s . PIRRRR Compared to
- - i QR 2007

- e ’ b
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SourcefDeayp, Runyah ﬁséoﬂag&s,\fﬂ‘f 4

. ./ .1"‘



o e

Domestlc Overnight Visitation
_to North Central Region _

T ‘-'Ifw.—‘%-_ "‘ﬁt_

Resident
39

North Central SSSss
Region e

Non-Resident | AR S 5 Leisure
[ . ' s 830%

';_ gwoods Intemational, 201&.

hl "i-



; persons perparty < ACtIVItIBS
R i

trip expenditures* -3 : o

T — o Fine Dining

72% ' ' National/State Park
1 ...L _&t §

— i Landmark/Historic
$71,690 average household income Site

N ﬁ Hiking/Backpackin
45 .3 average age E = : <

o

Source: Longwoods International, 2014 _,
*Does notinclide transportation to and from destination




North Central Regio 3
2014 Indicator Performance

A

o T i . S ’
“I. 1
. - -
i » F - - T -
- - M i

$103.02 $98.95

Occupancy ADR RevPAR

LTS % YO Y Up 3.4% YOY Up 5.9% YOY



North Central Region
2014 Indicator Performance
_ StateParks .- NationahParks "\ - s

LT 171 O R 5L

“=_Total Visitors ™ Recreational # Passengers
VIsIts .
Up 11.3% YOY

A.‘

e

o
| S
-
Down 26.2% YOY * %

Up 10.4% YOY
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North Central Region
May 2015 OTA Search & Book Trends

2°Io
Of all searches
. for Arizona

2

< Average Lead Time (Il
A o W SearchtoBook

k _‘1,1’ Arlzona
2. California
3. New York
4. Texas Bouktu Stay
5. Washington “For c ravel o he Nort

c IRg yzuﬁ
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Tucson & Southern Region

(Cochise, Graham, Greenlee, Pima and Santa Cruz Counties)
}

A\ million .\ billion £

Domestic

Source: Dean Runyan Associates, Tourism Economics, 2014
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*Decline due to expiration of temporary 1% sales tax in May 2013



Direct Travel Spending

5 N

in Tucson & Southern Region

12007 2008

2 } g .'.“ o

compared to
2007



DbmesticOuarnight Visitation
_to Tuson & So hern Region

ey ¥,

'gi

Resident

Tucson & Southern 36
Regmn Nnnilsiftsqlodent

Anzo“a Non-Resident

120
F &

’_,_

Source: Longwoods Inter ational, 2{]14
o



Tucson & Southern Region
Domestic Overnight Visitor Portrait

:nih_ts A | 'I'Op 5
LARTR o of o B Activities

Shopping

Fine Dining

60% paid aLcommodatlons National/State Park

Landmark/Historic
Site

Wy N b E W A

Swimming
47 .1 average age




on & Southern Region

—

Tucson ¢
2014 Indicator Performance
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ADR RevPAR

Up 3.4% YOY Up 5.9% YOY



Tucson & Southern Region
2014 Indicator Prfrmance

it

..........

628,195 - 1.09 million 3.29 million

Total Visitors Recreational Passengers
VIsIts

\ B

Up 6.8% YOY Up 3.0% YOY

- Squﬁ:e: NAU
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Tucson & Southern Region
May 2015 OTA Search & Boo Trends

9 40,
. for Arizona

91

Tnp 5) nomestm D
F‘ﬁmﬂ Locations

1. Arizona

2. California
3. New York
4. Texas Book to Stay
5. Florida *For domestictravel to Tucson & Southern

Region in May 2015




Phoemx & Central Regmn

%copa and Pmal Countles)

s B W

ﬁDémes’g.c-r_ -
‘ \vernlgh’r C
Visitors

Source: Dean Runyan Associates, Tourism Economics, 2014



513 3 billion of rllrect spendmg

i Vg

23R " generated..

*Decline due to expiration of temporary 1% sales tax in May 2013
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_ in_Pho_enix &kCen ral Region
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omestic Overnig
to Phoenix & Central

5 ) SR

P
X ,"F-A-" P

Phoenix & Central
Reglon Non-%{gsident

Leisure
83%

Non-Resident
120



SRR
Phoenix & Central Region
Domestic Overnight Visitor Portrait

L AT T G AR Lt f I
s A ey R SN AN B3

4.4 nights TOp 5
mcxne ol T ET Activities

: persons per party //

NSRRI Lot SR AR Shopping
‘ trip expenditures= - | -
RN e R RN g / Fine Dining

National/State Park

62% paid accommodations
, roa: - <5 | [‘;‘_j— .

$72,540 average household income

Landmark/Historic
Site

7

46.2 average age

1
]
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Swimming
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Phoenix & Central Régiun
- 2014 Indicator Performance
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28.8%

Occupancy

$91.93
ReVPAR

Up 8.4% YOY

Up 3.3% YQOY Up 4.5% YOY
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Phoenix & Central Region
2014 Indicator Performance

[
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=iy W s
‘ 3 ——— . ‘ & ‘
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L

.~ StateParks " National Parks Airports
i ”.‘, h ‘_. » [ |

4

282,700 63,698 43.4 million
Total Visitors Recreational Passengers
A VIsIts

':’" Up 3.9% YOY Down 2.2% YOY Up 4.0% YOY
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Phoenix & Central Region
May 2015 0TA Search & Book Trends

3%

Of all searches

. for Arizona Aﬁ

o, Average Leatl TIIIIE (Ilays)

Tnp Eﬂomastlc =\

Arlzona
2 California
3. New York
4. Texas Book to Stay
5. lllinois *For domestic travel to the Phoenix &
Central Region in May 2015



Arizona Super Bowl
Visitor VisaVUE Spending Tren

ap Lg% g R ¢ g o e
o e sre At G aa T e e
- g i . L

u_-‘u}'.;.rj-;k'l.._*'- fa g




.y . T

Arizona Super Bowl
Visitor VisaVUE Spending Trends

Methodology

Capture Visa card spending activity throughout
UBIEETWE Maricopa County and at major events/venues

related to Super Bowl XLIX.

Saturday, January 24, 2015 through Wednesday,
TIME PERmD February 3, 2015.

Year-over-year comparison (Saturday, January 25,
BUMPARISUN 2014 through Wednesday, February 4, 2014).
g A

Source;AOT Research/VisaVUE




rizona Super Bowl Visitor VisaVUE Spending Trends

Saturday, January 24, 2015 through Wednesday, February 3, 2015

ADVANTAGES LIMITATIONS

Based on actual domestic Cannot be used as
visitor Visa spending in Economic Impact
Maricopa County
Can evaluate spend activity Not a complete
by geographic segment representation of activity

related to the Super Bowl

Detalils available by Merchant
Category Spending




Arizona Super Bowl Visitor VisaVUE Spe

Saturday, January 24, 2015 through V

Overall - Maricopa County”

999 minicn B 7.8% 4

lift in Visa Card Spending in Year-over-year (YOY) Visa
Card Spending

* Reflects all Visa Card Spending, including Maricopa County residents.
E w _ J %

Source: AOT ResearcthsaVUE 3 |
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Arizona Super Bowl Visitor VisaVUE Spending Trends

Saturday, January 24, 2015 through Wednesday, February 3, 2015

Overall - Maricopa County (Out-of-area Origin)

824 .inicn §18.2% 4

lift in Visitor Visa Card in Year-over-year (YOY) Visitor
Spending Visa Card Spending

* Reflects out-of-area origin only. Maricopa County data was removed.

Source: AOT Research/VisaVUE |
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Map of Geographic Segments Represented
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Arizona Super B

Saturday,

Visitor Visa Card Spending

Geographic Segments

Out-of-Area
Spending YOY

Total (with Phoenix)

Spending

(Jan 24 - Feb 3, 2015)
Glendale
Phoenix Downtown
Scottsdale Downtown
Phoenix Open-Scottsdale
Phoenix Sky Harbor

Growth
143.4%
168.0%
45.0%
23.8%
22.9%

Spending Spending YOY
Difference (lift) Growth
$1.6 million 59.3%
$4.4 million 88.4%
$3.1 million 19.8%
$800,000 12.6%
$450,000 15.1%

ALLE

Source: AOT Research/VisaVUE

Difference (lift)

$3.2 million
$8.0 million
$5.0 million
$1.2 million
$5.8 million




o uperl Bowl Visitor VisaVUE Spending Treml!

Saturday, January 24, 2015 through Wednesday, February 3, 2015

Top Merchant Categories Spending Lift

Other Rt N 52 ¢
Restaurants | 5.

Supermarkets $17.9m
Quick Service Restaurants | $3.8m
Health Core [N $2.9m
Lodging $2.8m
Auto Rental [ $1.8m
Other Travel & Entertainment [ $1.7 m

Source: AOT Research/VisaVUE
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Saturday, January 24, 2015 through Wednesday, February 3, 2015

ﬂrizona Super Bowl Visitor VisaVUE Spending Trends
-

Metropolitan Statistical Areas (MSAs) Spending Lift

#1 Los Angeles, CA: $9.2 million
#12 Seattle, WA: $8.1 million

#3 Chicago, IL: 57.2 million

#4 New York City, NY: 56.1 million
#5 Denver, (0: 55.0 million

#6 Tucson, AZ: $4.9 million

#7 Minneapolis, MN: $4.5 million
#8 San Francisco, CA $4.2 million
#9 Washington, DC: $3.9 million
#10 Las Vegas, NV: $3.3 million
#11 San Diego, CA: $3.0 million
#12 Boston, MA: $2.9 million

Source: AOT Research/VisaVUE



Arizona Super Bowl Visitor VisaVUE Spending Trends

Saturday, January 24, 2015 through Wednesday, February 3, 2015

" -
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Metropolitan Statistical Areas (MSAs) Spending

YOY GROWTH

#1 Seattle 137.6%
#2 Boston 70.9%
#3 NYC 54.6%

Source: AOT Research/VisaVUE
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Competitive Analysis of
AOT's Budget

1. Tourism industry is essential to economic development
2. Arizona’s tourism market competiveness over time
3. Benchmarking AOT's budget against other destinations :

4. Recommending the optimal competitive budget for AOT

5. Potential benefits; scenario economic impact analysis i‘h |
AETORA NN, L
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Competitor Tourism Budgets

ros o Tl R PR
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Sa .Ib , r;;évef Association - Survey of U.S. State Tourism Office Budgets (2013-2014)
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ARIZONA

CFFICE OF TOURISM

Thank You!
AOT Research Team:
Karen Churchard e
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