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The Recovery is Coming

Let's Prepare Together. 

Changes in Travel 
Behavior: 

- Drive Trips
- Open Spaces

- Short Booking 
Windows

- Social Distancing
- Stay Home Orders

- Civil Unrest
- Fear of Virus

- Discomfort at Home
- Missing Family & Friends

- Desire for Feelings of 
Freedom



Tools and Resources for Idaho 
Tourism Industry:

Research on visitation before and during 
COVID-19 crisis

The US Daily Travel Index (free)

Owned media indicators
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Impact of COVID on Idaho Trips



When?

Who (aggregate)?

How?

How much?

Where?

What?

In the face of chaos, answering the big 
questions
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Date Ranges: 01.01.2019– 04.30.2019 & 01.01.2020 – 04.30.2020  |   Data Compiled: 06.01.2020  |   Balanced Panel   |  Overnight Stays 
Only 

Overnight Arrivals to Idaho Destinations: Year over Year Comparison

January February March April

YOY 
△ 10.1% 28.7% -31.3% -81.9%

13 Mar: USA & ID
State of Emergency

25 Mar: ID
Stay-at-Home Order 

Began
2 May: ID

Stage 1 Reopening 
Began
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If using with Universe, include disclaimer and update footnote:
NOTE: Universe data is a sample panel of arrivals and, due to volatility in the data sources and volume over time, should be used to inform trends over time, not as literal arrival volume. Monthly data may incomplete at this date and will likely increase, potentially significantly, as more trips complete and their data is included.

https://www.governor.ok.gov/articles/press_releases/governor-stitt-announces-declaration-of-emergency
https://www.governor.ok.gov/articles/press_releases/governor-stitt-holds-press-conference--issues-two
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Overnight Arrivals to Idaho Destinations: COVID Impact

January February March April

YOY 
△ 10.1% 28.7% -31.3% -81.9%

13 Mar: USA & ID
State of Emergency

25 Mar: ID
Stay-at-Home Order 

Began

29 Mar: ID
Visitation Low Point

4 April: ID
Peak 7-Day Ave. New 

Cases
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Impact to Date | Jan-Feb v. March-April Year over Year
WA, CA & UT most resilient out-of-state markets
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Looking for Opportunity in Recovery



Jan Feb March April May June July Aug Sept Oct Nov Dec

Overnight Arrivals

Arrivals by Month: Assessing Loss & Opportunity
Spring is significant, but summer offers rebound potential

5.4% 4.9% 6.7% 6.5% 9.0% 10.4% 12.8% 10.8% 9.0% 8.7% 8.5% 7.3%
2019 Trips 
By Month

Total Balanced Panel Overnight Trips Estimated: 6.8M

22.2%
March-May 

43.0%
June-Sept. 



Out of State Market Value: Volume, Loyalty, Impact
Markets with strong volume, repeat visit rates, and length of stay, all with a 
propensity to drive, could be considerations for targeting during recovery.

TOP 5 BY VOLUME
1 Salt Lake City, UT 27.9%
2 Spokane, WA 11.7%
3 Seattle, WA 9.6%
4 Portland, OR 7.0%
5 Yakima, WA 4.5%

TOP 5 BY REPEAT VISIT RATE
1 Boise, ID 58%
2 Spokane, WA 54%
3 Salt Lake City, UT 43%
4 Yakima, WA 38%
5 Missoula, MT 34%

TOP 10 BY LENGTH OF STAY 
(DAYS) X VOL.

1 Los Angeles, CA 4.1 607,663

2 San Diego, CA 4.1 132,085

3 Phoenix, AZ 4.0 250,732 

4 Las Vegas, NV 3.9 136,878 

5 Dallas/Ft. Worth, TX 3.9 75,452 

6 Denver, CO 3.7 271,238 

7 San Francisco, CA 3.6 311,856 

8 Sacramento, CA 3.5 286,528 

9 Eugene, OR 3.5 80,980 

10 Reno, NV 3.2 131,583 

All 7
Potential 

Target 
Markets 
Have LOS 
Over 3.5 

Days



A MOVE IN BEHAVIOR TOWARD OPEN SPACES & PARKS
Volume & Length of Stay in Idaho for 2019
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Yellowstone National Park

Priest Lake

Grand Teton National Park

Craters of the Moon NM & Preserve

Bear Lake & Minnetoka Cave

Thousand Springs SP & Hagerman Fossil Beds

Shoshone Falls

St. Anthony Sand Dunes

Bruneau Sand Dunes SP

City of Rocks NR & Castle Rock SP

Lookout Pass & Route of the Hiawatha

Mesa Falls

Balance Rock Park

Date Ranges: 01.01.2019– 12.31.2019  |   Data Compiled: 06.01.2020   |   Balanced Panel   |  Parks and Natural Attractions and Parks POI  



A MOVE IN BEHAVIOR TOWARD OPEN SPACES & PARKS
Top OOS Impact Markets for Summer
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Date Ranges: 05.25.2019– 09.02.2019  |   Data Compiled: 06.01.2020   |   Balanced Panel   |  Parks and Natural Attractions and Parks POI  



Park POI Trips All Trips

A MOVE IN BEHAVIOR TOWARD OPEN SPACES & PARKS
Length of Stay: Summer Park Trips v. All Summer Trips Park Trips 

9 Hours Longer 
on Average

Date Ranges: 05.25.2019– 09.02.2019  |   Data Compiled: 06.01.2020   |   Balanced Panel   |  Parks and Natural Attractions and Parks POI  
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A SHIFT IN BEHAVIOR TOWARD STATE PARK TRIPS In the face of chaos, answering the big 
questions

When?

Who (aggregate)?

How?

How much?

Where?

What?

And back to…When?
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Be ready for surprises
Remember, preferences will change and road trips will be perceived as safer
Meet DTI






Daily Travel Index : 
Displays the Index value of 
the last updated date.

Week over Week 
Change : 

Displays the increase 
or decrease in the 
index value of last 7 
days compared to prior 
7 days. Mouse-over the 
metric to see the dates 
compared 

Displays the last 
updated date. 

Day of Week Change: 
Displays the increase or 
decrease in index value of 
last updated date 
compared to the same day 
last week. Mouse-over the 
metric to see the dates 
compared 

Home State: 
Allows you to select 
one or multiple home 
states and understand 
how the index changes 
for those residents.  
Please note that you 
must hit ‘apply’ at the 
end of the filter for the 
filters to take effect.

Daily Travel Index:
Displays the date, day 
of week and the travel 
index compared to Feb 
2020 average.





Travel is Rebounding…but Slowly and With a Long Way to 
Go

Labor Day 2019

Memorial Day 2020

Memorial 2020 saw 56% of Road Trip 
Volume, Compared to Labor Day 2019



Closer Look: Recent National Travel Trends
Trips by Auto, U.S. Residents
>50 miles



Regional Brief: Western U.S.
(CA, CO, WY, MT, ID, WA, OR, NV, UT)

All Trips >50 Miles



Regional Brief: Southwest U.S.
(TX, OK, NM, AZ)

All Trips >50 Miles



Regional Brief: Midwestern U.S. 
(OH, IN, MI, IL, WI, MN, IA, MI, ND, SD, NE, KS, MO)

All Trips >50 Miles



Regional Brief: Southeastern U.S. 
(FL, GA,  SC, NC, VA, WV, KY, TN, AR, LA, AL, MS)

All Trips >50 Miles



Regional Brief: Northeastern U.S. 
(DE, MD, PA, NY, MA, ME, RI, NH, VT, CT, DC, NJ)

All Trips >50 Miles





Idaho’s 500-mile bubble



50 - 100 MILES

100 - 250  MILES 250+ MILES

Analyzing Trip Activity by Mileage 
Band: 
Potential Idaho Drive Markets
(CA, WA, OR, MT, NV, UT, AZ, CO, ND, SD, NE) 



Analyzing Day of Week Travel: 
Potential Idaho Drive Markets

All Trips >250 Miles



Drive Market Analysis:
Top Potential Drive Markets

All Trips >50 miles
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Daily Travel Index : 
Displays the Index value of 
the last updated date.

Week over Week 
Change : 

Displays the increase 
or decrease in the 
index value of last 7 
days compared to prior 
7 days. Mouse-over the 
metric to see the dates 
compared 

Displays the last 
updated date. 

Day of Week Change: 
Displays the increase or 
decrease in index value of 
last updated date 
compared to the same day 
last week. Mouse-over the 
metric to see the dates 
compared 

Home State: 
Allows you to select 
one or multiple home 
states and understand 
how the index changes 
for those residents.  
Please note that you 
must hit ‘apply’ at the 
end of the filter for the 
filters to take effect.

Daily Travel Index:
Displays the date, day 
of week and the travel 
index compared to Feb 
2020 average.





Travel is Rebounding…but Slowly and With a Long Way to 
Go

Labor Day 2019

Memorial Day 2020

Memorial 2020 saw 56% of Road Trip 
Volume, Compared to Labor Day 2019



Closer Look: Recent National Travel Trends
Trips by Auto, U.S. Residents
>50 miles



Regional Brief: Western U.S.
(CA, CO, WY, MT, ID, WA, OR, NV, UT)

All Trips >50 Miles



Regional Brief: Southwest U.S.
(TX, OK, NM, AZ)

All Trips >50 Miles



Regional Brief: Midwestern U.S. 
(OH, IN, MI, IL, WI, MN, IA, MI, ND, SD, NE, KS, MO)

All Trips >50 Miles



Regional Brief: Southeastern U.S. 
(FL, GA,  SC, NC, VA, WV, KY, TN, AR, LA, AL, MS)

All Trips >50 Miles



Regional Brief: Northeastern U.S. 
(DE, MD, PA, NY, MA, ME, RI, NH, VT, CT, DC, NJ)

All Trips >50 Miles





Idaho’s 500-mile bubble



50 - 100 MILES

100 - 250  MILES 250+ MILES

Analyzing Trip Activity by Mileage 
Band: 
Potential Idaho Drive Markets
(CA, WA, OR, MT, NV, UT, AZ, CO, ND, SD, NE) 



Analyzing Day of Week Travel: 
Potential Idaho Drive Markets

All Trips >250 Miles



Drive Market Analysis:
Top Potential Drive Markets

All Trips >50 miles



Drive Market Analysis:
Trips to Outdoor Experiences

All Trips >50 miles





Takeaways
Idaho and the surrounding region is slightly above 
the national curve for drive market activity, 
especially in the 100-250+ mile range.  This makes 
regional drive markets more important than ever.  

Defining your drive markets---and their distance 
from you---is critical. Monitor trip trends for key 
states within the mileage bands that are applicable 
to Idaho.

Travel is rebounding, but slowly.  Travel 
research largely reflects a desire by 
consumers this summer for outdoor and rural 
experiences.  Additionally, with more 
consumers taking trips by car, there is a 
greater opportunity for a wide spread of 
visitation across many communities within the 
state.



Media Patterns in an Acute Crisis
Indicators
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Monitor your website traffic as an early indicator of intent to travel
Shown: Aggregate of all Arrivalist Attribution Clients

Week



Once consumers visit owned media or are exposure to paid 
media, how long before they arrive? How might this influence my 
messaging?

2019 Values for all attribution clients.
Miles Traveled From Home

84.95 84.41 83.51 82.65

90.31 92.06
96.39

104.48
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Idaho: 
Take Action Using Your 
Updated Toolkit

Understand the macro travel patterns and how 
behaviors could change

Keep a pulse on market readiness and mobility 
with the US Daily Travel Index for day by day 
signs of recovery

Use media indicators to help prepare for arrivals 
and put the right message in market at the right 
time.

Learn from your neighbors.
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Adapting to the environment. Meeting your needs.
Arrivalist is expediting the roll-out of A4 to adapt to changing market 
conditions.

Key offerings include:
• Daily Travel Index 2.0 – Customized to your destination
• Origin Markets by Zip Code – Greater fidelity for visitor analysis
• Enhanced Reporting and Download Capabilities 
• Audience Demographics for Visitation Data 

New Capabilities for the “New Normal”:
• Measure repeat visitation from the drive markets you rely on
• Game-changing new insights to measure the impact of your DMO



SVP, Marketing
Matt@Arrivalist.com

Sr. Account Director
Brooke@Arrivalist.com

Matt Clement Brooke Burnham

Sr. Business Development 
Director

Nevo@Arrivalist.com

Nevo Waintraub

Q&A + Follow-Ups

mailto:Matt@Arrivalist.com
mailto:Ktimene@Arrivalist.com
mailto:Charles@Arrivalist.com
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