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Presenter
Presentation Notes
We’ve been on a really long run of consistent growth in the tourism industry. 
Arizona has managed to grow visitor spending every year since 2009, and last year there was a particularly good year from a statewide perspective.



DIRECT TRAVEL SPENDING 
GENERATED IN 2018

$24 
BILLION 

Presenter
Presentation Notes
Total spending increased almost 8% last year. That’s a big jump.
In some years there have been one or two sectors really responsible for the overall trend. You may remember a couple of years ago, spending was only up 1%, and that was because cheap gas was dragging everything down.




Spending Breakdown

Presenter
Presentation Notes
But it’s a different story this year, so first I want to get into some of the details and trends in our visitor spending.
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Presenter
Presentation Notes
This year we saw really good growth across all sectors! Hospitality had a great year in 2018. Visitors spent almost 10% more on accommodations than they did in 2017, which adds up to $4 billion dollars.
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Presenter
Presentation Notes
Transportation spending got the biggest boost.  As gas prices rise, so does spending on transportation. But it isn’t just gas prices.




Transportation

Source: Longwoods International, 2018
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Presenter
Presentation Notes
Travelers to Arizona use a ton of different transportation options in one trip. They’re more likely to fly here, they’re WAY more likely to rent a car, and they utilize taxis, Ubers, and RVs more than the average American traveler.

Over the last couple of years, the use of services like Uber and Lyft have really gone up, but they don’t seem to have eaten into other transportation modes. Car rentals, taxi usage, and personal vehicle usage are all up from the prior year. Arizona visitors seem to have EXPANDED their transportation options rather than shifting them.
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Presenter
Presentation Notes
And of course because we’re in Tucson, I have to talk about my favorite part of travel, which is food. Dining, or Food Service, is up a really solid 8% compared to 2017.




Spending on Food Service

Source: Dean Runyan Associates, 2018p
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Presenter
Presentation Notes
We’re up to $5 billion dollars a year spent by visitors in food service establishments.




Spending on Food Service
– Pima County

Source: Dean Runyan Associates, 2018p
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Presenter
Presentation Notes
Visitors to Pima County spent $694 million dollars dining out in 2018. Other than a very small contraction in 2016, spending on food service has been on a long upward trajectory in Pima County.  Overall spending has risen 42% since 2009 and almost 5% in just the last year.




SPENDING JOBS

EARNINGS TAXES

Presenter
Presentation Notes
We know that this money does all kinds of good things for our communities.

So knowing that spending is high, visitation is high, as destination marketers and tourism professionals, now we get to relax, right?

No! Now is when we build support. Now is when we take the information we have and use it to make our case so when the economy starts to slow down, which it always does because economies are cyclical, we have warriors on our side to make sure we have the resources to keep attracting visitors and keep that money flowing into our communities. To protect jobs, increase earnings, and increase the tax revenue we all rely on.




Local Taxes

Source: Dean Runyan Associates, 2018p
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Presenter
Presentation Notes
Local tax collections from travel spending broke the $1 Billion dollar mark for the first time ever. That’s a SIXTEEN percent increase from the year before. This is the value that tourism brings to the community. These taxes pay for vital services, and they don’t have to come from residents. 



Tax Revenue per Household

Source: Dean Runyan Associates, 2018p

Apache $440 Greenlee $250 Pima $510
Cochise $590 La Paz $1,420 Pinal $420
Coconino $2,970 Maricopa $850 Santa Cruz $1,140
Gila $1,060 Mohave $630 Yavapai $880
Graham $500 Navajo $860 Yuma $750

Presenter
Presentation Notes
Because of the travel industry, each household in your county pays less in taxes for the same level of service. In some places, that revenue per household is more than a $1000.

Now if you’re looking at this table and thinking for your county, “That’s not super impressive,” that’s also an argument to make. The more you develop your tourism product, the more potential you have to attract visitor spending and generate more local tax revenue. But you need the support and marketing budget to do it.



Earnings and Employment

Source: Dean Runyan Associates, 2018p
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Presenter
Presentation Notes
Another thing that I’m sure you’re feeling is the tight labor market. Last year, earnings outpaced job growth for a couple of reasons. The new state minimum wage of $10.50 took effect in January 2018, which naturally has a big impact on our industry. The lack of available labor is a challenge too, and with such a low unemployment rate, it’s harder to fill open jobs and retain staff.

And we need that staff!



OVERNIGHT VISITS IN 2018

45.4
MILLION 

Presenter
Presentation Notes
Because last year alone, Arizona welcomed 45 million overnight visitors. That’s up 3%.

So how do you get your share of these visitors? As a tourism marketer, are you going to try to appeal to all of them? No, probably not. Let’s find your niche.




Marketing to Arizona Visitors

Presenter
Presentation Notes
Now if we’re going to attract more visitors, or in some cases, more of a particular TYPE of visitor, we need to understand why they come, where they come from, and what they like to do while they’re here.
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Presenter
Presentation Notes
Every destination is different. What you see here is the percentage of visitor spending based on what type of accommodation they used.



La PazPimaApache

Vacation Home

Campground

Day Traveler

Hotel, Motel, STVR

Private Home

Who spends the most in your 
destination?

Source: Dean Runyan Associates, 2018p

Presenter
Presentation Notes
If you’re Pima County, almost half of your visitor spending comes from people who stay in hotels. 
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Presenter
Presentation Notes
If you’re La Paz, most of your spending is coming from day visitors, and you have a good chunk of spending by people who stay in campsites. However, if we dig a little bit deeper, spending by hotel guests is exploding in La Paz.



Spending by Hotel Guests in La Paz

Source: Dean Runyan Associates, 2018p

0

5

10

15

20

25

2008 2009 2010 2011 2012 2013 2014 2015 2016 2017 2018

M
ill

io
n 

$

Presenter
Presentation Notes
84% increase

However, this year was a mixed bag for some communities. There were a few places that saw a drop in spending or maybe growth that wasn’t on par with other counties. You can still use this information to make your argument for more marketing dollars. 



Direct Travel Spend by County

Source: Dean Runyan Associates, 2018p

Presenter
Presentation Notes
The bubbles on this map represent the amount of visitor spending that occurred in each county. If you’re not Maricopa County, you need the resources to pull those visitors to your destination. That visitor money is there, but if you’re in a smaller part of the state, they need to know about you first; you need to have a voice.




Domestic Visitor Profile

Presenter
Presentation Notes
So let’s focus on our domestic visitors for a minute.



DOMESTIC VISITS IN 2018

39.6
MILLION 

Presenter
Presentation Notes
US residents make up the vast majority of overnight trips, coming in at 39.6 million domestic overnight visitors. 

Up 3.2% from 2017



Marketable
45%

Visiting Friends 
and Relatives 

(VFR)
43%

Business
9%

Business/
Leisure

4%

Source: Longwoods International, 2018

Presenter
Presentation Notes
We can assume that not every trip to our destination is one where we can influence destination choice. 43% of trips to Arizona last year were to visit friends and family, and another 10% had a business element to it. But 45% were considered “marketable,” meaning these are the types of visitors who can be influenced to visit through advertising. 



Source: Longwoods International, 2018
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Presenter
Presentation Notes
Your strategy might differ depending on the types of trips you are seeing in your region. 

The West Coast and Central regions have higher shares of VFR trips than the average, and the Central region has the largest share of business trips. Notably, the Central region has a high rate of combination Business-Leisure trips, slightly higher than the state AND national averages. 

You don’t have to ignore the VFR travelers. You can’t encourage more of them to come, but you can probably influence how much they spend while they’re here. 
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Presenter
Presentation Notes
Of the marketable trip types, general touring tends to be the main reason people visit Arizona. They’re just out to see new things. And while it’s a kind of vague trip purpose, that’s where we fill in all the cool things we have to see and experience in Arizona. 
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Presenter
Presentation Notes
The outdoors is ALWAYS a major draw for us, and really, who can blame them?
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Presenter
Presentation Notes
And despite what many people might think about us, golf is not a major driver of trips. About 2% of all trips to Arizona are specifically to play golf, and that’s about in line with the national average.

So if you do go after golfers, just know that it’s a niche, albeit a very high-spending niche, rather than a mass driver of travel.
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Presenter
Presentation Notes
I also noticed that resort trips could be an area of opportunity. About 3% of marketable trips to Arizona were specifically to stay at resorts, which is quite a bit lower than the national average. Again, this a niche, but probably a valuable one.



Travel Drivers to Arizona –
Promote these!

State/National/Tribal 
parks

Diverse scenery

Offers something for 
the family

Great vacation for 
couples

Warm, friendly, 
welcoming people

Fun and relaxing place 
to visit

Source: Strategic Marketing and Research Insights (SMARI)

Presenter
Presentation Notes
Every year, we conduct an advertising effectiveness study. And year after year, the things that make people want to visit the most are our parks, opportunities for family activities, couples vacations. They want to see our diverse scenery, they want to relax, and they want to be around friendly, welcoming people. 

These are the strengths to really push!




Arizona Destination Differentiators –
Maintain these!

American Indian 
experience

Old West

Outdoor Adventure Good place to relax by 
the pool

Easy to fly to

Source: Strategic Marketing and Research Insights (SMARI)

Presenter
Presentation Notes
There are also things that may not really drive travel, but they are part of our identity and our brand. Maintain these! 



Top Activities

Shopping

National/State Park

Landmark/Historic 
Site

Casino

Hiking/Backpacking

Swimming

Bar/Nightclub

Museum

Fine/Upscale Dining

Source: Longwoods International, 2018

Presenter
Presentation Notes
When they’re here, these are the things visitors tend to do. Shopping is ALWAYS high, but that’s true of most trips to any destination.



Top Activities

Shopping

National/State Park

Landmark/Historic 
Site

Casino

Hiking/Backpacking

Swimming

Bar/Nightclub

Museum

Fine/Upscale Dining

Source: Longwoods International, 2018

*Activities in which participation outpaces the national average by 5% or more.

Presenter
Presentation Notes
But again, outdoors rule in Arizona. For the one’s I’ve highlighted here, Arizona visitors participate in these activities far more often than the average US trip.



Origin Markets

Presenter
Presentation Notes
I wanted to quickly go through your top origin markets, because they do differ between regions and trip types. 



VFR Marketable Business
Arizona Arizona Arizona

California California California
Texas Texas Texas
Illinois Florida Florida

Colorado New York Colorado

Arizona

Source: Longwoods International, 2018

Presenter
Presentation Notes
There tends to be a lot of alignment of origin markets for VFR and Marketable trips, but notably Florida and New York are higher among those marketable ones.



VFR Marketable Business
California California Arizona
Arizona Arizona California
Texas Texas Utah
Illinois New York Georgia
Florida Nevada Texas

West Coast Region

Source: Longwoods International, 2018

Presenter
Presentation Notes
In the West Coast region, Nevada pops into the top five for Marketable, and Utah and Georgia appear for business trips.



VFR Marketable Business
Arizona Arizona Arizona

California California California
Texas Texas Colorado
Florida New York Michigan
Illinois Florida Georgia

Northern Region

Source: Longwoods International, 2018

Presenter
Presentation Notes
Florida is pretty high for VFR trips in the Northern region. Marketable origin markets align pretty closely with the state.



VFR Marketable Business
California Arizona Arizona
Arizona California California
Illinois New York Washington
Florida Texas Montana

Colorado Illinois Texas

North Central Region

Source: Longwoods International, 2018

Presenter
Presentation Notes
More people visit friends and family in the North Central region from California rather than other parts of Arizona. North Central and the West Coast regions are the only places where that’s true.



VFR Marketable Business
Arizona Arizona Arizona

California California California
Illinois Texas Texas

Minnesota Washington Florida
Texas Illinois Colorado

Tucson & Southern Region

Source: Longwoods International, 2018

Presenter
Presentation Notes
Down here you have some transplants from Minnesota and Illinois drawing friends and family, and Washington is one of your top marketable states. We heard pretty frequently when we were doing marketing activations in Seattle that people there tend to be really familiar with Tucson.



VFR Marketable Business
Arizona Arizona Arizona

California California California
Illinois Texas Illinois

Colorado Nevada Texas
Texas Illinois Florida

Phoenix & Central Region

Source: Longwoods International, 2018

Presenter
Presentation Notes
And for the Phoenix and Central region, Illinois makes all three lists, including a strong showing for business travel.



Destination Differentiators

Presenter
Presentation Notes
I wanted to call out a few things that stood out to me for each of your regions. This is by no means an exhaustive list. In the next few months, we will put out five webinars focused each of the five regions that will go into MUCH more detail, so keep an eye on Tourism Tuesday to register.



Off-Roading

Source: Longwoods International, 2018
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Presenter
Presentation Notes
Off-roading was a new question on the survey this year. Between 1-2% of domestic travelers go off-roading on their trips. For Arizona, it’s about double that. And this surprised me... One in ten business travelers to the North Central region went off-roading!



Birding

Source: Longwoods International, 2018
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Presenter
Presentation Notes
7% of people on Tucson & Southern marketable trips went birding in 2018! And more people went birding than golfing in 2018 (5%). This is actually a reversal from 2017, so we’ll keep an eye on that to see if it’s a trend. (2017: golf – 10%, birding 4%)



Professional/College Sports Event

Source: Longwoods International, 2018
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Presenter
Presentation Notes
10% of marketable trips to the Phoenix and Central Region included attending a professional sporting event. The US norm is 4%.




Visit an American Indian Community

Source: Longwoods International, 2018
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Presenter
Presentation Notes
Circling back to things that are a part of our identity, only 1.5% of domestic travelers in the US visited an American Indian community. In Arizona, it’s closer to 7%




International Visitation

Presenter
Presentation Notes
Ok, so let’s talk about international travelers. Last year, you may remember that international visitation was down slightly, mostly due to decreases from Mexico and the UK. 




INTERNATIONAL OVERNIGHT
VISITS IN 2018

5.82
MILLION 

Presenter
Presentation Notes
This year I’m happy to say that we welcomed 5.8 million international overnight visitors which is up 4% from 2017.



International Visitation to AZ
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Presenter
Presentation Notes
These numbers are a little bit preliminary since the estimates were made prior to when the National Travel and Tourism Office released final arrivals data. I don’t anticipate drastic changes, but I’ll have the most updated numbers in our International Webinar in a couple of months. So again! Keep an eye on Tourism Tuesday for the webinar date.

Our big players, Canada and Mexico both increased about 4% last year, which is important, and total Overseas increased by 4% as well.
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Presenter
Presentation Notes
Among our European markets, the UK rebounded from a dip last year, but France dipped below 100 thousand visits for the first time in a while.



Asia Pacific

0

10

20

30

40

50

60

70

80

90

2007 2008 2009 2010 2011 2012 2013 2014 2015 2016 2017 2018

Th
ou

sa
nd

 T
ri
ps

Australia China Japan

Source: Tourism Economics, April 2019

Presenter
Presentation Notes
Among our top markets in the Asia Pacific region, growth from China has moderated from the crazy growth we had seen the past few years, and in general Japan has had a steady climb. 



Change in Visitation YOY

-10%

-5%

0%

5%

10%

15%

20%

Mexico Canada Germany United
Kingdom

France China Australia South Korea Japan

U.S. Arizona

Source: Tourism Economics, NTTO, Statistics Canada, Banco de Mexico

Presenter
Presentation Notes
We did see slight drops from Japan and China, though not as dramatic as total arrivals to the US. Australia had an awesome year, growing 15%. Mexico was back up almost 4%, and we all know that sets the pace for Arizona, and we managed to grow visitation from Germany while total arrivals to the U.S. declined. But this is where I will mention again, that the Arizona numbers are preliminary.



Arizona was the MAIN destination

Source: National Travel & Tourism Office, Survey of International Air Travelers

0%

10%

20%

30%

40%

50%

60%

70%

Japan Germany UK France China Australia/New
Zealand

Italy

Presenter
Presentation Notes
Who loves us the most? Who said Arizona was their MAIN destination?

Believe it or not, Japan comes in first, and you’ll see why in a bit.



Arizona was the MAIN destination

Source: National Travel & Tourism Office, Survey of International Air Travelers

0%

10%

20%

30%

40%

50%

60%

70%

Japan Germany UK France China Australia/New
Zealand

Italy

Presenter
Presentation Notes
Germany is a great market for us, but even so, only 20% said Arizona was the main destination.
60% of German visitors to Arizona said their main destination was California.



Arizona was the MAIN destination

Source: National Travel & Tourism Office, Survey of International Air Travelers
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Presenter
Presentation Notes
British travelers love us way more. If they came here, 42% said we were the main destination.



Arizona was the MAIN destination

Source: National Travel & Tourism Office, Survey of International Air Travelers
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Presenter
Presentation Notes
China loves us a lot. For almost half of them, Arizona was their primary destination.



Arizona was the MAIN destination

Source: National Travel & Tourism Office, Survey of International Air Travelers
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Presenter
Presentation Notes
France and Italy, less so. About 70% of visitors from both countries primarily visited California. And that shows up in our Visa data too. A lot of them tend to spend most of their money in Northern Arizona around the Grand Canyon.

So California is clearly our top competitor for overseas visitors.



Main Purpose - Leisure

Source: National Travel & Tourism Office, Survey of International Air Travelers

0%

10%

20%

30%

40%

50%

60%

70%

80%

90%

100%

Japan Germany UK France China Australia/New Zealand Italy

Presenter
Presentation Notes
Most overseas visitors come to Arizona for leisure.



Main Purpose – Visit Friends/Family

Source: National Travel & Tourism Office, Survey of International Air Travelers
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Presenter
Presentation Notes
Who has the strongest family or social ties to Arizona? Both the UK and Australia have quite a few VFR trips, and almost a fourth of Chinese visitors to Arizona come to see friends and family.




Main Purpose – Business

Source: National Travel & Tourism Office, Survey of International Air Travelers
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Presenter
Presentation Notes
Clear winner here with Japan. Also explains the high % of AZ as the main destination.




Main Purpose – Education

Source: National Travel & Tourism Office, Survey of International Air Travelers
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Presenter
Presentation Notes
Almost 9% of Chinese visitors to Arizona were coming to study. I’m hoping this serves as a buffer for us if Chinese visitation continues to slow to the U.S.



Activities - Overseas

Source: National Travel & Tourism Office, Survey of International Air Travelers
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Presenter
Presentation Notes
I talked earlier about destination differentiators for domestic travelers. For the overseas market, the thing that stands out very clearly is their draw to national parks. 34% of overseas visitors to the U.S. visit a national park. For Arizona visitors, it’s 74%.




National Parks/Monuments

Source: National Travel & Tourism Office, Survey of International Air Travelers
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Presenter
Presentation Notes
I pulled this chart out to highlight just how much national parks dominates the itinerary for our visitors compared to the average overseas visitor to the U.S.



Top Activities

Japan
• National Parks
• Guided Tours

• Casino

Germany
• National Parks

• Small Towns/Countryside
• Historical Locations

Source: National Travel & Tourism Office, Survey of International Air Travelers

Presenter
Presentation Notes
Other top activities differ a little bit by country. And I’m not including Sightseeing and Shopping. I did think it was interesting how high Casinos were for Japanese visitors. 



Top Activities

United Kingdom
• National Parks

• Small Towns/Countryside
• Historical Locations

France
• National Parks

• Amusement/Theme Parks
• Small Towns/Countryside

Source: National Travel & Tourism Office, Survey of International Air Travelers

Presenter
Presentation Notes
Remember how I said the French are really here to go to California? But you’ll also notice that it’s really the matured European markets (the UK, Germany, and France) that tend to visit small towns.



Top Activities

China
• Shopping

• National Parks
• Fine Dining

• Small Towns/Countryside

Australia
• National Parks

• Small Towns/Countryside
• Historical Locations

Source: National Travel & Tourism Office, Survey of International Air Travelers

Presenter
Presentation Notes
Here’s where I’m going to break my rule about listing Shopping. And that’s because China is a pretty impressive spender, and from the data I see, it tends to be a much more intentional activity among Chinese visitors. I also tend to see a lot of electronics and furniture shopping in my Visa card data, which makes sense if you have university students setting up housing.



Look Ahead
2019

Presenter
Presentation Notes
I wanted to take a look at some of the indicators we track on a monthly basis so far in 2019.  Since it takes so long after the close of the year to get the final results, it’s really nice to gauge the temperature of the industry with these.




STATE PARKS

-1.5%

NATIONAL PARKS

0.8%

AIRPORTS

4.0%

GROSS SALES

5.5%

Source: AHHRC, Northern Arizona University

Presenter
Presentation Notes
National Parks had a really big year in 2018, so it’s natural that things would calm down a little bit. We had a lot of weird weather early this year, so that could be why state park visitation is down a little bit. Airport traffic is doing great, and Sky Harbor had their busiest month on record in March. And gross sales are doing really well also, up more than 5% so far.
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Statewide Revenue per Available Room looks good so far too. Not a ton of growth in April, but all other months are doing well.
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If you want to keep tabs on these indicators too, we update them as soon as data is available on tourism.az.gov.  And you might notice that our business site has gotten a much-needed update! 






Source: Tourism Economics
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Leisure in Q1 grew at roughly the same rate as Q1 last year, so that’s great news. We did see a little bit of slowing in business, which grew 1%. Last year at this time, business had grown a little more than 1.5%.

Resident travel in Q1 slowed down quite a bit from 3.5% down to 1.7%. Still growth, but much slower growth. And naturally that is going to impact rural areas more that rely on visitation from Phoenix and Tucson residents.

But to end on a high note, out of state visitation picked up pace in Q1 from 1.6% to 2.1%.



Source: VisaVUE
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Q1 was a little slower for international Visa card spending. Total international spending into Arizona was down about 7%. Keep in mind that Visa is always volatile, so the percent change numbers will always look big. The drop in Canadian spending had the biggest impact, and we did see drops from China, Japan, and Germany. But on a bright note, spending from the UK increased in Q1.

Spending from Mexico looks stable in the Visa data, but Visa is not a data source that works particularly well for Arizona when it comes to Mexico. Most of us, especially those of us along the border, know that Mexican visitors use a lot of cash, which wouldn’t be reflected here. 

Which brings me to the update I am most excited about . . . Our update of the Study of Mexican Visitors to Arizona.



2019/2020 
Study of Mexican Visitors

to Arizona
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This is a year-long, in-person intercept study of Mexican visitors at all six land ports of entry and at Sky Harbor International Airport. The last time we conducted this study was in 2007 and 2008. A lot has changed since then.
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This update will give us much more accurate data on how Mexican visitors spend money and travel throughout Arizona. This is data that just doesn’t exist at the federal level. To conduct the research, we’ve partnered with WestGroup Research as well as Research by Design and Elliott Pollack and Co.

I mentioned earlier that anecdotally we know that Mexican visitors use a lot of cash, which is why credit card data is probably underrepresenting them. 
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This is very preliminary data, but we’ve already seen that 74% of people surveyed spend ALL their money in cash in Arizona. Only 8% of Mexican visitors to Arizona use other payment methods with any real frequency. 



Source: 2019/2020 Study of Mexican Visitors to Arizona
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And that’s why, to do this study right, we needed to talk to people in person and have real conversations. I’m really proud of our team conducting this survey, and I can’t wait to share the results with you next year.
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We’re collecting data now. We’ll wrap up that piece in May and hopefully have at least the topline numbers, by next year’s conference.
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