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Longwoods Travel USA®

Base: 2019 Overnight Person-Trips

Introduction

* Longwoods International began tracking American travelers in
1985, and has conducted large-scale syndicated visitor research
quarterly since 1990.

* In 2007, our proprietary Longwoods Travel USA® program was
migrated from mail to online, with the benefits of rapid turnaround,
enhanced flexibility and interactivity, as well as greater respondent
involvement.

« It is currently the largest ongoing study conducted of American
travelers, providing our clients with more reliable data and greater
ability to home in on key market segments of interest.

* This report provides an overview for Idaho’s domestic tourism
business in 2019.

Methodology

Each quarter, a random, projectable sample of adult members (18 years of
age and over) of a major U.S. consumer panel is invited to participate in
the Longwoods Travel USA® survey:

Selected to be representative of the U.S. adult population

For Idaho, the following sample was achieved in 2019:

‘ + t" . S' P
Overnight Base Size Day Base Size

1,157 566

For analysis, data were weighted on key demographics to correct for any
differences between the sample and U.S. population targets.
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Size and Structure of the U.S. Overnight Travel Market

Base: 2019 Overnight Person-Trips

Total Size of U.S. Overnight Travel Market 2019 Overnight Trips
+2.0%
2
175
- 1,65 1.68
157 1.59
15
1.25 B Visiting friends/relatives 41%
@ B Marketable Trips 46%
£ 1
o B Business-Leisure Trips 3%
0.75 B Business trips 10%
05
0.25

2015 2016 2017 2018 2019

o
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Size and Structure of Idaho's Domestic Travel Market
Base: 2019 Overnight Person-Trips

Overnight Trips to Idaho Total Size of Idaho 2019 Domestic Travel Market

| .

2017 2018 2019

Total Person-Trips

35.4 Million

‘ Up 3.3% vs. 2017
W Day
60% | 21.1 Million

20

H Overnight

15
40% | 14.3 Million

Millions
S

Size of Idaho Overnight Travel Market - Adults vs. Children

(¢

Total Overnight Person-Trips

14.3 Million

B Adults
70% | 9.9 Million

Up 4.5% vs. 2017

B Children
30% | 4.3 Million

Lengwoods




Idaho's Overnight Trip Expenditures

Base: 2019 Overnight Person-Trips

Domestic Overnight Expenditures - by Sector Average Per Person Expenditures on Domestic Overnight
Trips - by Sector
: $75
Total Spending
T l Lodging
$ 2.111 Billion 36% | $759 Million $53
50
Bl Transportation at Destination ¢ $39
[ Up 12.9% vs. 2017 14% | $303 Million
B Restaurant Food & Beverage
26% | $559 Million $25 - $18 .
B Retail Purchase
12% | $255 Million
. . $0
B Recreation/Entertainment Lodging Restaurant Transportation Retail Recreation/
11% | $235 Million food & at Destination Purchase Sightseeing/
beverage Entertainment
Average Per Person Expenditures Average Per Party Expenditures Average Per Party Expenditures on Domestic Overnight
on Domestic Overnight Trips on Domestic Overnight Trips Trips - by Sector
- by Trip Purpose - by Trip Purpose
$150 $142 $600 $200
$167
$463
$123
$100 $400
$100
$67
$56 $52
b N l . .
$0 - _ : .
Lodging Restaurant Transportation Retail Recreation/
$0 $0 Food & at Destination Purchase Sightseeing/
Leisure Business Leisure Business Beverage Entertainment,
®ngwoods




Idaho's Overnight Trip Characteristics

Base: 2019 Overnight Person-Trips

Main Purpose of Trip

44%

Visiting friends/ relatives

12%
Touring

1%
Outdoors

8%
Special event

5%
City trip

4%
Casino

2%
Theme park

2%
Cruise

Bt e¢2T»0 I

3%
Conference/
Convention

5%
Other business trip

e

4%
Business-Leisure

Main Purpose of Leisure Trip

H idaho B U.S. Norm

o I 2
Touring I o

I
Outdoors _ 6%

: [ K
SpeC|aI event I

City trip =5°2%

I
Casino. o

M 2%
Theme park .

. B >
Cruise P

| KA
Resort mm s

Ski/Snowboarding = 1:;:

Golf Trip .0 of%

0% 10% 20% 30%

40% 50%
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Idaho's Overnight Trip Characteristics

Base: 2019 Overnight Person-Trips

State Origin Of Trip DMA Origin Of Trip

Idaho Washington California
24% 11% 1%

Utah Oregon Texas

9% 6% 4%

Los Angeles, CA 6%

Idaho Falls-Pocatello, ID 5%

Season of Trip Seattle-Tacoma, WA 5%

Total Overnight Person-Trips

5%

Portland, OR

0% 2.5% 5% 7.5% 10% 12.5% 15%

Lengwoods




Idaho's Overnight Trip Characteristics

Base: 2019 Overnight Person-Trips

Total Nights Away on Trip

7+ nights
B idaho W U.S. Norm o
1% . :
Nights Spent in Idaho
1 0,
I - _ . Average number of nights
: 5-6 nights 2 nights
I s 9% 24% 3.6

26%

N

: 3-4 nights
29% . 31 %

g
N

27%

12%

5-6
B 0
i I : Number of Nights Spent in Idaho - Trended
- I o '
I - E 2018 W 2019 )
14+ . Average in 2019
0% 5% 10% 15% 20% 25% 30% 35% 30% 31% _ :
25% 26% 24% 26% \_ Nights y
S
Average last year
1%
9% 9% 9%
Idaho U.S. Norm 3'1
5.4 3.8 il A
- -
1 night 2 night 3-4 night 5-6 night 7+ night
Average Nights Average Nights e nignts nights nights nignts
Lengwoods




Idaho's Overnight Trip Characteristics

Base: 2019 Overnight Person-Trips

Size of Travel Party Percent Who Traveled Alone
B Adults W Children B idaho W U.S. Norm

0% 5% 10% 15% 20% 25% 30%

Just myself / traveled alone

Total

3.3

Composition of Immediate Travel Party

B idaho W U.S. Norm
Average number of people

67%

Spouse/partner | o/

. I 0
U.S. Norm Child(ren) N 3 ;

. I
Friend(s) | 152

Total Other relative(s) =21/f%
2.7 parent(s) [ 1%
1 2 3 4

. : s
Business associate(s) g 3o

o

0% 10% 20% 30% 40% 50% 60% 70% 80%

Average number of people
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Idaho's Overnight Trip Characteristics

Base: 2019 Overnight Person-Trips

Primary Method of Transportation Other Transportation

U.S. Norm

Plane - 13% 17%
Plane
-] B
Taxi Cab o
Camper, R.V 'il l 5% 1%
Camper, RV
81
Online Taxi Service 149
Ship/Boat |2% 2%

Own car/truck

8%

B idaho B U.S. Norm

13%
13%

Rental car

12%

9%

Rental car

1%

10%

Bus
10%

Ride share service

hen bt ee) -
> I
Train 1% 2%
- I
MO R
Traditional taxi cab 1% 1%
= I
Motorcycle 1% 1%
e N
Bicycle . 1% 0%
Lengwoods




Idaho: Pre-Trip

Base: 2019 Overnight Person-Trips

Trip Planning Information Sources Length of Trip Planning

N 1daho B U.S. Norm
Idaho U.S. Norm

19%
12% More than 1 year in
advance

Advice from relatives or friends

4% 4%

16%
A hotel or resort

19%

15% 6-12 months 15% 14%

Online travel agencies
13%

o . ) 13%
An airline/commercial carrier

10% 3-5 months 21% 18%

13%
Destination Websites

3
e

Auto club/AAA 12% 2 months 16% 17%

3
e

10%

Travel Company Websites

X
X

1 month or less 30% 33%

©
X

A visitors™ bureau/government tourism
office

Did not plan anything
in advance

©
X

)
X

14% 14%

Social Media

3
e

A travel agent/company

0% 5% 10% 15% 20% L@'ngwqqu




Idaho's Overnight Trip Characteristics

Method of Booking
H idaho B U.S. Norm

Hotel .+ N
O OTTEsoT . -

. . Y
Online travel agencies | -

- o [, -
A ol i | -

14%

Travel company websites 10%

. I
Short term rental websites _ 5%

visitors' bureau/government tourism | EGcNNGNGNG
office | I 3%

1%

Travel agenticompany | 10%

Destination websites _ 0,

I -

Travel/ski show or exhibition - 9,

0% 5% 10% 15% 20% 25% 30%

35%

Accommodations

Base: 2019 Overnight Person-Trips

Idaho U.S. Norm
g rHe?erlgsecg friends or 299 229,
H Motel 28% 16%
Eﬁﬂ Other hotel 23% 22%
ﬁ Resort hotel 16% 23%
b el
ﬂ:‘ Bed & breakfast 10% 5%
m Country inn/lodge 9% 3%
Lengwoods



Idaho: During Trip

Base: 2019 Overnight Person-Trips

Activities of Special Interest (Top 5)
Idaho

Activities and Experiences (Top 10) Historic places 29%

Cultural activities/Attractions 18%

Shopping Landmark/historic site Hiking/backpacking National/state park Camping Brewery Tours/Beer Tasting 12%

ol w 6_@
-g I I I | l m\ ‘ $ Exceptional Culinary Experiences 11%

29% 1 9‘%) 1 8% 1 70/0 1 3% Winery Tours/Tasting 1%

U.S. Norm U.S. Norm U.S. Norm U.S. Norm U.S. Norm
29% 12% 7% 9% 4%

Activities of Special Interest (Top 5)
U.S. Norm

Bar/nightclub Swimming Museum Fine/upscale dining Casino Historic places 21%

?’ .g m % — R Cultural activities/Attractions 17%
1 2% 1 2% 1 ZOA) 1 0% Exceptional Culinary Experiences 11%

U.S. Norm U.S. Norm U.S. Norm U.S. Norm S. Brewery Tours/Beer Tasting 7%
14% 13% 10% 12%

Winery Tours/Tasting 6%

Lengwoods
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Idaho's Overnight Trip Characteristics

Base: 2019 Overnight Person-Trips

Devices Used for Planning Devices Used During Trip
Idaho U.S. Norm Idaho U.S. Norm
‘ El]:l \ Used any device 84% 84% 80% 79%
A
Desktop/Home computer 43% 38% 0% 0%
Laptop 40% 39% 29% 26%
Smartphone 31% 30% 62% 63%
-
V—E~h Tablet 14% 14% 27% 22%

Lengwoods




Idaho's Overnight Trip Characteristics

Base: 2019 Overnight Person-Trips

Online Social Media Use by Travelers

Of those who followed an Influencer

82%

. Ny . .
I } Used any social media 58% 55% noticed them posting travel-
\f related content

5 Shared travel Social media platforms used in general
MHH stories/photos/videos on 29% 24% 68%
— social media
45%
p—] Read online travel reviews 39%
= that influenced my travel 23% 22%
L= decisions
12%
2%
o) Saw a video or photo on -
> social media that inspired me 17% 14% x
— to visit
- & & N 4 ¢
| OQ‘POO -\0&00 o 0§ .\{\\Q}@ A \{\& {ﬁé‘ 4 \&g,é R &q,é &
. Clicked through on a travel <® «® < < v <°
\‘ - advertisement seen on social 15% 13% \,&9
media &
00
Lengwoods




Idaho

: During Trip

% Very Satisfied with Trip

Overall trip experience

Friendliness of people

Safety and Security

Quality of accommodations

Cleanliness

Quality of food

Sightseeing and attractions

Value for money

Music/nightlife/entertainment

1 $.0.0.0.0.8.6
1. $.8.0.8.8.8
1. 8.0.0.8.8.8
1. $.6.0.8.8.¢
1. 8. 8.8.8. 8¢
1. 8.8.8.8.8,

1 8. 8.0.8.8

1 8. 8. 8.8 ¢
%k ok

75%

67%

65%

62%

61%

57%

53%

50%

32%

Base: 2019 Overnight Person-Trips

Past Visitation to Idaho

B 2018 W 2019

85% 84%
65%
| I

Past 12 Months Ever

Lengwoods



Demographic Profile of Overnight Idaho Visitors

Base: 2019 Overnight Person-Trips

Gender Age

B 1824 W2534 WM3544 W 4554 W5564 W65+

Idaho
10% 21% 23% 12% 14% 19%
Female
U.S. Norm
(0)
50 A) 10% 20% 18% 18% 16% 18%
U.S. Norm U.S. Norm
50% Marital Status

B idaho W U.S. Norm

[ N )
1* Married / with partner

Single / never married

" Divorced / widowed / _ 15%

| '1 I

Lengwoods




Demographic Profile of Overnight Idaho Visitors

Base: 2019 Overnight Person-Trips

Education Employment
B idaho B U.S. Norm B Full time / self-employed M Part time [l Not employed / retired / other
I o Idaho U.S. Norm

I o
Colege et |
Some college o
°° I
| I
Figh school orless o 15

B %
Other 1%

0% 10% 20% 30% 40% 50%

Household Income Race Hispanic Background

50% 42% 20% 14% 17% 79% B White B African-American Wl Other BvYes BNo
(] (1] (] ( o (1}

89% 91%
Idaho U.S. Norm ’

25%

N— N
S = =
- =

——
K—— N—— \—— K—— N——

0%

$50 - $75 - $100 - 1% 9%
< $49.9K $150K +
$74.9K $99.9K $149.9K - -
ldaho U.S. Norm
U.S. Norm [ 39% ][ 21% ][ 15% ][ 17% ][ 8% ]
Lengwoods




Demographic Profile of Overnight Idaho Visitors

Base: 2019 Overnight Person-Trips

Household Size

1 member 2 members 3 members 4 members 5+ members

U.S. Norm

Children in Household

Idaho U.S. Norm
I No children under 18 56% B No children under 18 58%
B Any 1317 20% H Any13-17 19%
l B Any6-12 28% . B Any6-12 22%
. . Il Any child under 6 18% . . B Any child under 6 16%
L@ngwoods
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Size and Structure of Idaho's Domestic Travel Market
Base: 2019 Day Person-Trips

Day Trips to Idaho Total Size of Idaho 2019 Domestic Travel Market

Total Person-Trips

35.4 Million
‘ Up 3.3% vs. 2017

Il Day
60% | 21.1 Million

25

20 H Overnight
40% | 14.3 Million
15
(2]
S
E
10
Size of Idaho Day Travel Market - Adults vs. Children
5
Total Day Person-Trips
0 - -
2017 2018 2019 21-1 MI"IO“

W Adults

Up 2.5% vs. 2017
72% | 15.2 Million

B Children
28% | 5.9 Million

Lengwoods




Idaho's Day Trip Expenditures

Base: 2019 Day Person-Trips

Domestic Day Expenditures - by Sector

Total Spending

$1.298 Billion

[ Up 8.9% vs. 2017

Average Per Person Expenditures
on Domestic Day Trips
- by Trip Purpose

$75
$60
$50
$25
$0 . .
Leisure Business

Bl Lodging
- | $-

Bl Transportation at Destination
21% | $267 Million

B Restaurant Food & Beverage
34% | $443 Million

B Retail Purchase
32% | $413 Million

H Recreation/Entertainment
13% | $174 Million

Average Per Party Expenditures
on Domestic Day Trips
- by Trip Purpose

$200
$175
$150
$100
$50
$0 - )
Leisure Business

Average Per Person Expenditures on Domestic Day
Trips - by Sector

$30
$21 $20
$20
$13
$10 I $8
$0 .
Restaurant Retail Transportation Recreation/ Lodging
food & Purchase at Destination Sightseeing/
beverage Entertainment
Average Per Party Expenditures on Domestic Day
Trips - by Sector
$75
$60
$56
$50
$36
$0 " - . -
Restaurant Retail Transportation Recreation/ Lodging
Food & Purchase at Destination Sightseeing/
Beverage Entertainment

Lengwoods



Idaho's Day Trip Characteristics

Base: 2019 Day Person-Trips

Main Purpose of Trip Main Purpose of Leisure Trip

H idaho B U.S. Norm

- 2 29%
II n .|| Visiting friends/ relatives .
_ 00
Visiting friends/ relatives [ 7%
I 7%
17% Qutdoors _ 7% 1
Outdoors
Tourng  — 117
6 12% 2%
= . I
H Touring Conference/ Shopping p— 7,
Convention
. .. I s
'ﬁ 7% City UiD. | — o,
Shopping ® %
orto Special event = 8%
6% - - 20
> Theme park v
Eil City trip 8% Pare s«
- Other business trip Ski/Snowboarding .0%3%
' Special event W%
p Casino _ 5%
2% T-r. — Cruise =1Z:
ﬁ Theme park J
5% Golf Trip lo%jﬁ)
- 1% ’
‘E Business-Leisure 0% 5% 10% 15% 20% 25% 30% 35% 40%
Ski/Snowboarding
Lengwoods



Idaho's Day Trip Characteristics

Base: 2019 Day Person-Trips

State Origin Of Trip DMA Origin Of Trip

Idaho Falls-Pocatello, ID 8%

Idaho Washington Utah
45% 17% 7%
Oregon California Montana
Salt Lake City, ID/UT _ 8%
5% 5% 4%

5%

Twin Falls, ID

Season of Trip Portland, OR 3%

Total Day Person-Trips

3%

Seattle-Tacoma, WA

0% 5% 10% 15% 20% 25%

Lengwoods




Idaho's Day Trip Characteristics

Base: 2019 Day Person-Trips

Size of Travel Party Percent Who Traveled Alone

B idaho B U.S. Norm

Total
0% 5% 10% 15% 20% 25% 30%
. 2 n 8
0 1 2 3 4

Idaho
Just myself / traveled alone

Composition of Immediate Travel Party

B idaho W U.S. Norm
Average number of people

62%

Spouse/partner | o',

. I ;5%
U.S. Norm Child(ren) I 3o °:

. I (o
Friend(s) . o>

Total Other relative(s) =112§};%
2 . 6 Parent(s) -001/02%
1 2 3 4

. : 3%
Business associate(s) =2%°

o

0% 10% 20% 30% 40% 50% 60% 70%

Average number of people

Lengwoods




Idaho: During Trip

Shopping

-@
20%

U.S. Norm
24%

Swimming
Q
7%

U.S. Norm
5%

Activities and Experiences (Top 10)

Hiking/backpacking

4 A

12% 10%

U.S. Norm U.S. Norm
5% 6%

Casino

5%
U.S. Norm
7%

U T T T ey Y e ey S

National/state park

Landmark/historic site

(GRRO)]
1]

9%
U.S. Norm
7%

Beach/waterfront

,j’
(S
LA

Camping

-

8%
U.S. Norm
2%

Base: 2019 Day Person-Trips

Activities of Special Interest (Top 5)

ldaho

Historic places

Cultural activities/Attractions

Eco-tourism

17%

8%

6%

Exceptional Culinary Experiences 5%

Religious Travel

5%

Activities of Special Interest (Top 5)

U.S. Norm

Historic places

Cultural activities/Attractions

17%

13%

Exceptional Culinary Experiences 7%

Brewery Tours/Beer Tasting

Winery Tours/Tasting

5%

5%

Lengwoods




Idaho's Day Trip Characteristics

Base: 2019 Day Person-Trips

Online Social Media Use by Travelers

Of those who followed an Influencer

88%

. Ny . .
I } Used any social media 59% 57% noticed them posting travel-
\f related content

5 Shared travel Social media platforms used in general
FHH stories/photos/videos on 25% 24% 71%
— social media
44%
p—] Read online travel reviews 39%
= that influenced my travel 25% 23%
L= decisions
) Saw a video or photo on
> social media that inspired me 17% 16%
— to visit
A N > 0 S 5
& Nl & @ S R & S ¥
& S & & S 3 < S ©
A Clicked through on a travel <& * & < s s o
\‘ - advertisement seen on social 15% 15% &
media &
00
Lengwoods




Demographic Profile of Day Idaho Visitors

Base: 2019 Day Person-Trips

Gender Age

B 1824 W2534 WM3544 W 4554 W5564 W65+

Idaho
14% 23% 20% 14% 15% 13%
Female
U.S. Norm
51 % 10% 19% 19% 19% 16% 17%

U.S. Norm
53%

U.S. Norm
47% Marital Status
B idaho M U.S. Norm
o O
1* Married / with partner
[ ]
? Single / never married

[ 3K ] o
"’* Divorced / widowed / _1“’

Lengwoods




Demographic Profile of Day Idaho Visitors

Base: 2019 Day Person-Trips

Education Employment
B idaho B U.S. Norm B Full time / self-employed M Part time [l Not employed / retired / other
I Idaho U.S. Norm

I -
Some college | 7,
I o
High school or less _12/ 17%
Other = 1;)
0% 10% 20% 30% 40% 50%
Household Income Race Hispanic Background
B White B African-American W Other BYes B No
75% 54% 18% 12% 13% 2%
% 92%
Idaho U.S. Norm 597
50% @ N—
N——
N——
—
25% —
—, R—— — I
- E e =
0% el Al el e —
$50 - $75 - $100 - 1% 8%
< $49.9K $74.9K $99.9K $1400K  P150K+ I —
Idaho U.S. Norm
U.S. Norm [ 46% ] [ 21% ] [ 13% ] [ 14% ] [ 5% ]
Lengwoods




Demographic Profile of Day Idaho Visitors

Base: 2019 Day Person-Trips

Household Size

1 member 2 members 3 members 4 members 5+ members

f

Children in Household

Idaho U.S. Norm
I No children under 18 56% B No children under 18 57%
B Any 1317 16% H Any13-17 19%
l . B Any6-12 27% . B Any6-12 22%
. Il Any child under 6 22% . . B Any child under 6 16%

Lengwoods
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Idaho Regions Map

Northern

Moscow

» Orofino North Central

Grangeville

Lewiston

Salmon Central
» McCall

°
Stanley .‘ LUS Eastern
o Weiser Sun Valley A
Rexburg

Caldwell ¢

Boise Ketchum | Victor

Nampa

Southwestern

Mountain Home Bl:ddoot
o Pocatello
LU CLCN Southeastern
Lava Hot Springs
Bear Lake o

South Central



Idaho Overnight Visitor Volume by Region*

Base: 2019 Overnight Person-Trips

Base: Overnight Person-Trips to Idaho

Southwestern ||, -5
-
oo | 2.0
central - | 1.8

South Central _ 1.3

0.0 0.5 1.0 1.5 2.0 2.5 3.0 3.5 4.0 4.5 5.0

m Millions of Trips
*Adds to more than total state visitor volume because people may visit more than one region during their trip
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Longwoods Travel USA®
Base: 2018/2019 Overnight Person-Trips

Introduction Methodology
* Longwoods International began tracking American travelers in Each quarter, a random, projectable sample of adult members (18 years of
1985, and has conducted large-scale syndicated visitor research age and over) of a major U.S. consumer panel is invited to participate in
quarterly since 1990. the Longwoods Travel USA® survey:

Selected to be representative of the U.S. adult population
* In 2007, our proprietary Longwoods Travel USA® program was
migrated from mail to online, with the benefits of rapid turnaround,
enhanced flexibility and interactivity, as well as greater respondent

invol t.
mvolvemen For ID Northern Region, the following combined two-year sample for 2018

* It is currently the largest ongoing study conducted of American and 2019 was:

travelers, providing our clients with more reliable data and greater +t
ability to home in on key market segments of interest. ‘ +

* This report provides an overview for ID Northern Region’s domestic Overnight Base Size
tourism business in 2018 and 2019.

354

For analysis, data were weighted on key demographics to correct for any
differences between the sample and U.S. population targets.

L@ngwoods




Size and Structure of Northern's Domestic Travel Market — 2019 _ _
Base: 2019 Overnight Person-Trips

Overnight Trips to Northern Total Size of Northern Overnight Domestic Travel Market

Total Person-Trips

8.2 Million

4 Day
64% 5.3 Million

Overnight
36% 2.9 Million

Millions
N

2019

Longwoods




Northern's Overnight Trip Characteristics

Main Purpose of Trip

= 40%
Mu Visiting friends/ relatives

13%
Outdoors

10%
Touring

fsd
A

E

¢ ..
~

W

6%

Special event
5%

City trip

4%

Theme park

7)\$3%

£ Resort

3%
Conference/
Convention

5%
Other business trip

e

3%
Business-Leisure

Base: 2018/2019 Overnight Person-Trips

Main Purpose of Leisure Trip

H Northern M U.S. Norm

Visitin friends/ relatives. M o
Siting frien g/ relatv e Y 1%

I 0
Outdoors _ 6%

Touring N o
ouring S o

. I -
Casino. S ov

: I o
SpeC|aI event I

City trip -_502%

I 4%
Theme park B

. s
Resort s

Ski/Snowboarding = 122

N B
Cruise o 2%

Golf Trip g5,

0% 10% 20% 30% 40%

50%

Lengwoods



Northern's Overnight Trip Characteristics

Base: 2018/2019 Overnight Person-Trips

State Origin Of Trip DMA Origin Of Trip
29% 26% 10%
Montana Oregon Illinois Seattle-Tacoma, WA - o
6% 4% 3%

Boise, ID 6%

Portland, OR 4%

Los Angeles, CA 3%

0% 5% 10% 15% 20% 25% 30% 35% 40%

Lengwoods




Northern's Overnight Trip Characteristics

Base: 2018/2019 Overnight Person-Trips

Total Nights Away on Trip

7+ nights
B Northern B U.S. Norm 9%,
o - -
Nights Spent in Northern
. I -
I, - _ _ Average number of nights
: 5-6 nights 2 nights
26% E 8% 26% 3.0

N

26%

: 3-4 nights
22% . 21 %

27%

@
N

... I

T HEEEEE 0
T R v
.,

+

0% 5% 10% 15% 20% 25% 30%
Northern U.S. Norm
Average Nights Average Nights

Lengwoods




Northern's Overnight Trip Characteristics

Base: 2018/2019 Overnight Person-Trips

Size of Travel Party

B Adults M Children

Northern

-

Average number of people

U.S. Norm
., o o e
- T

Average number of people

Total

2.6

Total

2.7

Just myself / traveled alone

Spouse/partner | o'

Percent Who Traveled Alone

B Northern W U.S. Norm

0% 5% 10% 15% 20% 25% 30%

Composition of Immediate Travel Party

H Northern W U.S. Norm

75%
. I o
Child(ren) 1 3%,

. I 5.
Friend(s) nm— s

I o

Other relative(s) 127

Parent(s) m 10%

I1%

Business associate(s) g 30

0% 10% 20% 30% 40% 50% 60% 70% 80%
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Northern's Overnight Trip Characteristics

Base: 2019 Overnight Person-Trips

Primary Method of Transportation Other Transportation
U.S. Norm
B Northern W U.S. Norm
I o'
Rental car .
Plane - 13% 17%
ovelo N
Bleycle | ©':
e e e K o I
kel B¢
Camper, RV B 1% I ¢
Bus. N -
Ride share service
19% 3% I
(Uber, Lyt etc.) Plane | '
I
o v o Camper, RV | o'
I
frain % 2% Own cartruck |
Online Taxi Service N
Ship/Boa 0% 2% nline Taxi Service . | '+
I -
Motoreycle | -
Motorcycle 0% 1%
N K
ey ———— ¢
Bicycle 0% 0%
- Bogt N -
S Bt | <
Traditional taxi cab 0% 1%

0% 2% 4% 6% 8% 10% 12% L@.H% WOéG&]S
Question updated in 2019, data is for 2019 only




Northern: Pre-Trip

Base: 2018/2019 Overnight Person-Trips

Trip Planning Information Sources Length of Trip Planning

B Northern W U.S. Norm
Northern U.S. Norm

I
Online travel agencies .
9 e 13% More than 1 year in

advance
A hotel N 0000000 KX

Advice from relatives or friends _12%13% 6-12 months 1% 14%

Destination Websites |

8% 3-5 months 16% 18%

A e | 1>

4% 4%

2 months 16% 17%
.. I -/
Travel Company Websites I - 1 month or less 40% 33%
: 6%
Travel guide/other books m
Did not plan anything
I - in advance 13% 14%

A travel agentcompany |

Avisitors™ bureau/government | ENEGTGTcNNEININIG@ -
tourism office [ N 3

0% 2.5% 5% 7.5% 10% 12.5% 15% 17.5% 20% L@ngWOOdS




Northern's Overnight Trip Characteristics

Base: 2018/2019 Overnight Person-Trips

Method of Booking Accommodations

Bl Northern H U.S. Norm

Northern U.S. Norm
I, -
Hote! o resort | " %)
Home of friends or o o
O o relatives 2o 2
Online travel agencies | o
Airline/commercial carrier _ 1202 Motel 25% 16%
I -
Auto clUbIAAS e o
ﬁ Resort hotel 22% 23%
I o
Travel agent/company I o
Travel company websites E (o0 Eﬁﬂ Other hotel 13% 22%
I -
Destination websites I - Campground / trailer 109 49,
park / RV park ¢ ¢
5%
Short term rental websites = 5%
Visitors' bureau/government tourism | NG0B 5> ﬂ:‘ Bed & breakfast 6% 5%
office M 3%
Voice activated search (e.g. Siri, [l 1%
Alexa) Il 1% w Other 5% 5%
. Lo %
Travel/ski show or exhibition B
0% 5% 10% 15% 20% 25% 30% 35%
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Northern: During Trip

Base: 2018/2019 Overnight Person-Trips

Activities of Special Interest (Top 5)
Northern

Activities and Experiences (Top 10) Historic places 26%

Cultural activities/Attractions 16%

Shopping Hiking/backpacking Landmark/historic site Bar/nightclub Swimming Exceptional Culinary Experiences 1%

s GEHO) . o
-g A\ I I I | I ? ‘.‘ Brewery Tours/Beer Tasting 8%
30% 1 7‘%) 1 5% 140/0 1 3% Winery Tours/Tasting 8%

U.S. Norm U.S. Norm U.S. Norm U.S. Norm U.S. Norm

14% 29% 12% 13% 10% . i
Activities of Special Interest (Top 5)

U.S. Norm

National/state park Beach/waterfront Camping Casino Fine/upscale dining Historic places 21%

‘ §<\ $ i \/ Cultural activities/Attractions 17%
g )

1 3% 1 2% 1 1 % 1 1 % 1 0% Exceptional Culinary Experiences 11%

U.S. Norm U.S. Norm U.S. Norm U.S. Norm U.S. Norm Brewery Tours/Beer Tasting 7%
9% 13% 1% 12% 12%

- - 6%

Winery Tours/Tasting o

Lengwoods
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Northern's Overnight Trip Characteristics

Base: 2018/2019 Overnight Person-Trips

Devices Used for Planning Devices Used During Trip
Northern U.S. Norm Northern U.S. Norm

‘ El]:l \ Used any device 84% 84% 80% 79%

A
Desktop/Home computer 38% 38% 0% 0%
Laptop 37% 39% 28% 26%
Smartphone 30% 30% 64% 63%

=

E () oo (1] 0
= ’h Tablet 14% 14% 22% 22%

Lengwoods




Northern's Overnight Trip Characteristics

Base: 2019 Overnight Person-Trips

Online Social Media Use by Travelers

Of those who followed an Influencer

(- —_)
Northern U.S. Norm a u 9 7 0/
= o
"fy oo e S0, 50, noticed them posting travel-related
\f" sed any social media A o content
— Read online travel reviews Social media platforms used in general
o that influenced my travel 20% 22%
i decisions 62%
= Shared travel 40% 40%
MEE stories/photos/videos on 20% 24% 29%
— social media

Y\ Followed a social media
‘N‘ influencer such as a celebrity, 17% 9%
blogger, or opinion leader

00& 0@0@ <§§ \Q}Q,«%‘ @,@0& ch,\(z;‘ @0&0 ‘p&o O%g,‘*
o) Saw a video or photo on & © & < A < & S
. . . . 2
> social media that inspired me 16% 14% &
— to visit &
00
Lengwoods

Question updated in 2019, data is for 2019 only




Northern: During Trip

Base: 2018/2019 Overnight Person-Trips

% Very Satisfied with Trip Past Visitation to Northern

il overal o experence % e e e ke K s2%
(B, satety and security O O OO ® S 75%
/™ Friendiiness of people * * * * * * * ~ 74%
Cleanliness ) & 0. 0. 0. .0 0 74%
Quality of accommodations * * * * * * * 68%
Quality of food ******1 65%
Sightseeing and attractions * * * * * * - 63%
Value for money Y % W % W % 59%
Music/nightlife/entertainment * * * * : 42% Ever Past 12 Months

P
\/?
@

L@‘ngwoods




Demographic Profile of Overnight Northern Visitors

Base: 2018/2019 Overnight Person-Trips

Gender Age

B 1824 W2534 WM3544 W 4554 W5564 WBe65+

Northern

Female
U.S. Norm

58%

U.S. Norm
50% Marital Status

U.S. Norm
50%
H Northern M U.S. Norm

[ ]
Single / never married
o O

" Divorced / widowed / _ 15%

0% 10% 20% 30% 40% 50% 60%
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Demographic Profile of Overnight Northern Visitors

Base: 2018/2019 Overnight Person-Trips

*n <250
Education Employment
B Northern M U.S. Norm B Full time / self-employed M Part time B Not employed / retired / other
I o
Post-Graduate - Northern U.S. Norm
@
College Graduate | - 1%
I, 20
Some college | 1%
I 7
High school or less . 57
Other g 14
0% 10% 20% 30% 40% 50%
Household Income Race Hispanic Background
B Wwhite B African-American Wl Other B Northern M U.S. Norm
100% 46% 23% 13% 13% 6%
100% 93% 91%
75% Northern U.S. Norm
50%
N— o
— 42 co
25%  N— — ’
E E e =
0 A —— — —— ~—
< 949.9K $§i09-K $§;59-K $ﬁ lgos-K $150K + A
o, I N
Yes
usNom | 39% | [ 21% || 5% || 17% || 8% |
Lengwoods




Demographic Profile of Overnight Northern Visitors

Base: 2018/2019 Overnight Person-Trips

Household Size

1 member 2 members 3 members 4 members 5+ members

o

Children in Household

Northern U.S. Norm
I No children under 18 64% B No children under 18 58%
B Any 1317 13% H Any13-17 19%
. B Any6-12 21% . B Any6-12 22%
- - Il Any child under 6 14% . . B Any child under 6 16%

Lengwoods
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Longwoods Travel USA®
Base: 2018/2019 Overnight Person-Trips

Introduction Methodology
* Longwoods International began tracking American travelers in Each quarter, a random, projectable sample of adult members (18 years of
1985, and has conducted large-scale syndicated visitor research age and over) of a major U.S. consumer panel is invited to participate in
quarterly since 1990. the Longwoods Travel USA® survey:

Selected to be representative of the U.S. adult population
* In 2007, our proprietary Longwoods Travel USA® program was
migrated from mail to online, with the benefits of rapid turnaround,
enhanced flexibility and interactivity, as well as greater respondent

invol t.
mvolvemen For ID North Central Region, the following combined two-year sample for

* It is currently the largest ongoing study conducted of American 2018 and 2019 was:

travelers, providing our clients with more reliable data and greater +t
ability to home in on key market segments of interest. ‘ +

* This report provides an overview for ID North Central Region’s Overnight Base Size
domestic tourism business in 2018 and 2019.

172

For analysis, data were weighted on key demographics to correct for any
differences between the sample and U.S. population targets.
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Base: 2019 Overnight Person-Trips

Size and Structure of North Central's Domestic Travel Market — 2019

Overnight Trips to North Central Total Size of North Central Overnight Domestic Travel Market

Total Person-Trips
3.8 Million

1.5 Day
62% 2.4 Million
Overnight
38% 1.4 Million

Millions

0.5

0
2019

L@‘ngwoods




North Central's Overnight Trip Characteristics

Main Purpose of Trip

45%

Mu Visiting friends/ relatives

18%
Outdoors

9%
Touring

7%
Special event

3%

Casino

2%
Theme park

1%
City trip

1%

Cruise

PR ¢ TH» I

6%
Conference/
Convention

3%
Other business trip

e

3%

Business-Leisure

Main Purpose of Leisure Trip

B North Central W U.S. Norm

Base: 2018/2019 Overnight Person-Trips

0000000000 k&

VIsiting TN s/ ey . N 1%

I, (s
Outdoors _ 6%

Touring M o
ouring . S o

: I 7
Special event I

o I 3%
Casino m o

B 2>
Theme park .

City trip I_1% 6%

N B
Cruise o 2

Golf Trip = I

Ski/Snowboarding gy,

0%
Resort oo

0% 10% 20% 30%

40%

50%
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North Central's Overnight Trip Characteristics

Base: 2018/2019 Overnight Person-Trips

State Origin Of Trip DMA Origin Of Trip

Idaho Washington California Spokane, ID/WA 320
41% 19% 8%
Boise, ID 13%
Montana Oregon Michigan
7% 4% 3%
Seattle-Tacoma, WA 7%

Missoula, MT 6%

5%

Idaho Falls-Pocatello, ID

Los Angeles, CA 4%

0% 5% 10% 15% 20% 25% 30% 35%
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North Central's Overnight Trip Characteristics

Base: 2018/2019 Overnight Person-Trips

Total Nights Away on Trip

7+ nights
B North Central Wl U.S. Norm 59%
(i} . .
Nights Spent in North Central
1 0,
_ 22% . . Average number of nights
: 5-6 nights 2 nights
I, - E 6% 25% 2.8

26%

3-4 nights

I | 29%

0% 5% 10% 15% 20% 25% 30% 35%
North Central U.S. Norm
Average Nights Average Nights

Lengwoods




North Central's Overnight Trip Characteristics

Base: 2018/2019 Overnight Person-Trips

Size of Travel Party Percent Who Traveled Alone

B North Central [l U.S. Norm

B Adults M Children

North Central

Total
0% 5% 10% 15% 20% 25% 30%
3.0
1 2 3 4

Just myself / traveled alone

Composition of Immediate Travel Party
0]

B North Central B U.S. Norm
Average number of people

70%

Spouse/partner | o'

. A
U.S. Norm Child(ren) . 2

. I o
Friend(s) s s

. e e e %
ot Parent(s) [ 10n

o 2.7 other retative(s) RS
W 2%

O 1 2 3 4

Business associate(s) g 3o

0% 10% 20% 30% 40% 50% 60% 70% 80%

Average number of people
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North Central's Overnight Trip Characteristics

Base: 2019 Overnight Person-Trips

Primary Method of Transportation Other Transportation
U.S. Norm
B North Central W U.S. Norm
. 2
Rental car _12/ 13%
Plane . 9% 17%

Taxi Cab "

I o'
Rental car e . 8% 10% I o
N N '
Motorcycle B 1% I
BUS N ¢
Camper, RV =1 |- ; I 0w
- . - = Online Taxi Service . | %
Ride share service (BNl | : I -
(ber byt ete) | . Motoreydle. | -
| : ., I
Hleyele o o Sloycle N
Ship/Boat N ;:
Traditional taxi cab =Yl 0% 1% Ip/boal p -
I 5
| Own cartruck |
Train [= S 0% 2%
| EZ
Camper. RV S -
Bus 0% 2%
. 1%
L] SO
Ship/Boat 0% 2%
0% 2% 4% 6% 8% 10% 12% 14% 6
Leligwodds

Question updated in 2019, data is for 2019 only




North Central: Pre-Trip

Base: 2018/2019 Overnight Person-Trips

Trip Planning Information Sources

B North Central B U.S. Norm
. . . - k2
Advice from relatives or riend . | '

A hotel rt o

. . . 8%

8%

AN alrline/commer il Carme | o

. . 8%
Online travel agencies 13%

e 0 X
Travel Company Websites I

Avisitors' bureau/government [ EGcITNGEGE -
tourism office [ ENGN0GN >

. . 6%
Social Media 7%

Newspaper articles/advertising in . B

newspapers . -

K
A travel agenticompany |
0% 2.5% 5% 7.5% 10% 12.5% 15% 17.5%  20%

Length of Trip Planning

North Central U.S. Norm

More than 1 year in

advance 5% 4%
6-12 months 9% 14%
3-5 months 22% 18%
2 months 15% 17%
1 month or less 32% 33%
Did not plan anything

in advance 17% 14%

Lengwoods



North Central's Overnight Trip Characteristics

Base: 2018/2019 Overnight Person-Trips

Method of Booking Accommodations

B North Central B U.S. Norm

North Central U.S. Norm
I
Hotel or resort | '
H Motel 38% 16%
. . 20%
Online travel agencies | o

Auto club/AAA _ 9% e Cy;: :.-ie?amme/ecg friends or 29% 22%

. : . 020 0 202 2 R

Airline/commercial carrier I
Eﬁﬂ Other hotel 17% 22%

I, 07
Travel agent/company D
Visitors' bureau/government tourism | EGcGccc—_GEG - $ Campground / trailer 16% 4%
office I <% park /RV park
Destination websites = ::f
° Resort hotel 1% 23%
3%
Short term rental websites -_ 6%
39% Country inn/lodge 6% 3%
Travel company websites -_ 10% m ’ ’
. o R 2
Travel/ski show or exhibition B /ﬁ{ Rented cottage/cabin 5% 3%
Voice activated search (e.g. Siri,
Alexa) | L3
0% 5% 10% 15% 20% 25% 30% 35%
Lengwoods




North Central: During Trip

Base: 2018/2019 Overnight Person-Trips

Activities of Special Interest (Top 5)
North Central

Activities and Experiences (Top 10) Historic places 30%

Cultural activities/Attractions 17%

Shopping Hiking/backpacking Camping National/state park Landmark/historic site Winery Tours/Tasting 9%

= G0l o
-g A\ $ ‘ l I | I I Exceptional Culinary Experiences 8%
26% 1 8‘%) 1 8% 1 60/0 1 4% Brewery Tours/Beer Tasting 8%

U.S. Norm U.S. Norm U.S. Norm U.S. Norm U.S. Norm

14% 29% 12% 13% 10% . i
Activities of Special Interest (Top 5)

U.S. Norm

Fishing Bar/nightclub V|S|tedcﬁnr:l(;:‘:lj:r?irt1ylnd|an Swimming Off-Roading (ATV/OHV) Historic places 21%

?’ A LO‘ é/ Cultural activities/Attractions 17%
1 3% 1 3% 1 ZOA) 8°A) 7% Exceptional Culinary Experiences 1%

U.S. Norm U.S. Norm U.S. Norm U.S. Norm U.S. Norm Brewery Tours/Beer Tasting 7%
5% 14% 2% 13% 1%

- - 6%

Winery Tours/Tasting o

Lengwoods
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North Central's Overnight Trip Characteristics

Base: 2018/2019 Overnight Person-Trips

Devices Used for Planning Devices Used During Trip
North Central U.S. Norm North Central U.S. Norm

‘ El]:l \ Used any device 81% 84% 75% 79%

A
Desktop/Home computer 38% 38% 0% 0%
Laptop 38% 39% 26% 26%
Smartphone 35% 30% 55% 63%

| o

E () oo 0 0
= . Tablet 10% 14% 24% 22%

Lengwoods




North Central's Overnight Trip Characteristics

Base: 2019 Overnight Person-Trips

Online Social Media Use by Travelers

Of those who followed an Influencer

(- — )
North Central U.S. Norm a u 1 00 0/
=) O
o‘y H H
in : : . . noticed them posting travel-related
\f’ Used any social media 65% 55% content
o) Saw a video or photo on Social media platforms used in general
> social media that inspired me 37% 14% 68%
— to visit
53%
42%
= Shared travel
|u:= | stories/photos/videos on 33% 24%
— social media 21%
12% 10% 9% 59,
=T Read online travel reviews - B 0%
= that influenced my travel 31% 22% x
L decisions
NS 2 Q& X < X oS R L
) c)é})o -\0&30 @(§b « e}qfv \&@& o @ A \‘_\.\(@ \6‘06 O\W
Y\ Followed a social media <® «® < v < <°
"K influencer such as a celebrity, 16% 9% &
blogger, or opinion leader 005‘
<
L@ngwoods

Question updated in 2019, data is for 2019 only




North Central: During Trip

Base: 2018/2019 Overnight Person-Trips

% Very Satisfied with Trip Past Visitation to North Central

il overal o experence % % K KA A %
Safety and Security * * * * * * * 71%
Friendliness of people ******* 71%
Quality of accommodations * * * * * * j 67%
Quality of food * * * * * *1 64%
2 | Cleanliness ) & © . ©.0.0.© 64%
Value for money Y % % % % % 59%
Sightseeing and attractions * * * * * ~ 54%

Music/nightlife/entertainment * * * : 32% Ever Past 12 Months

XB 4§

G

L@‘ngwoods




Demographic Profile of Overnight North Central Visitors

Base: 2018/2019 Overnight Person-Trips

Gender Age

B 1824 W2534 WM3544 W 4554 W5564 WBe65+

North Central

Female
U.S. Norm

47%

U.S. Norm
50%

U.S. Norm
50%

Marital Status

B North Central B U.S. Norm

l"\ Married / with partner RN -
? Single / never married

" Divorced / widowed /
separated

25%

15%

0% 10% 20% 30% 40% 50% 60% 70%

15%

Lengwoods




Demographic Profile of Overnight North Central Visitors

Base: 2018/2019 Overnight Person-Trips

Education Employment
H North Central W U.S. Norm B Full time / self-employed M Part time [l Not employed / retired / other
I 7 North Central U.S. Norm

Other g 14

0% 10% 20% 30% 40% 50%
Household Income Race Hispanic Background
B Wwhite B African-American Wl Other B North Central l U.S. Norm
100%  40% 32% 1% 13% 5%
100% 95% 91%
75% North Central U.S. Norm

50%

=
o e T = = —
< $49.9K $§i(.]9-K $§;‘.59-K $ﬁ 13?9-!( $150K +
o Yes
U.S. Norm [ 39% ] [ 21% ] [ 15% ] [ 17% ] [ 8% ]
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Demographic Profile of Overnight North Central Visitors

Base: 2018/2019 Overnight Person-Trips

Household Size

1 member 2 members 3 members 4 members 5+ members

f

Children in Household

North Central U.S. Norm
I No children under 18 65% B No children under 18 58%
B Any 1317 19% H Any13-17 19%
. B Any6-12 22% . B Any6-12 22%
. - B Any child under 6 14% . . B Any child under 6 16%
Lengwoods
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Longwoods Travel USA®
Base: 2018/2019 Overnight Person-Trips

Introduction Methodology
* Longwoods International began tracking American travelers in Each quarter, a random, projectable sample of adult members (18 years of
1985, and has conducted large-scale syndicated visitor research age and over) of a major U.S. consumer panel is invited to participate in
quarterly since 1990. the Longwoods Travel USA® survey:

Selected to be representative of the U.S. adult population
* In 2007, our proprietary Longwoods Travel USA® program was
migrated from mail to online, with the benefits of rapid turnaround,
enhanced flexibility and interactivity, as well as greater respondent

invol t.
mvolvemen For ID Central Region, the following combined two-year sample for 2018

* It is currently the largest ongoing study conducted of American and 2019 was:

travelers, providing our clients with more reliable data and greater +t
ability to home in on key market segments of interest. ‘ +

* This report provides an overview for ID Central Region’s domestic Overnight Base Size
tourism business in 2018 and 2019.

215

For analysis, data were weighted on key demographics to correct for any
differences between the sample and U.S. population targets.
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Size and Structure of Central's Domestic Travel Market — 2019

Base: 2019 Overnight Person-Trips

Overnight Trips to Central

1.5

Millions

0.5

0
2019

Total Size of Central Overnight Domestic Travel Market

Total Person-Trips

4.3 Million

Day

58% 2.5 Million
Overnight

42% 1.8 Million

Longwoods



Central's Overnight Trip Characteristics

Base: 2018/2019 Overnight Person-Trips

Main Purpose of Trip Main Purpose of Leisure Trip

B central B U.S. Norm

- 2 30%
- . . . EMX
II n'u Visiting friends/ relatives Visiting friends/ relatives | - 17
I 25
Outdoors _ 6%
25%
. 2020202022 BEA
Outdoors ﬂ Touring  p—co,
: I
15% o Special event .
6 To r(',ng C :/" / ———
H uri onference e
Convention City 1D p— oo
8% B
C . . (]
' Special event ° FUISe 20
[ o . 1 3%
I)il 4% a Golf Trip g0,
-
- . . 0,
= City trip 6% Ski/Snowboarding |-1°/20 ’
Other business trip =
0, %
@ 3 /° Resort ﬂ 5%
Cruise
Casino I& 6%
1 B %
4 Golf Trip J Theme park .
0% 0% 10% 20% 30% 40% 50%
&® o Business L
( usiness-Leisure

Ski/Snowboarding
Lengwoods




Central's Overnight Trip Characteristics

Base: 2018/2019 Overnight Person-Trips

State Origin Of Trip

Idaho California Utah
38% 15% 6%
Washington Texas Montana

5% 4% 4%

DMA Origin Of Trip

Boise, ID

Twin Falls, ID 10%

Los Angeles, CA 8%

Idaho Falls-Pocatello, ID 8%

Salt Lake City, ID/UT 6%

4%

Seattle-Tacoma, WA

0% 5% 10%

20%

20% 25%

Lengwoods



Central's Overnight Trip Characteristics

Base: 2018/2019 Overnight Person-Trips

Total Nights Away on Trip
7+ nights

H central B U.S. Norm
7%

Nights Spent in Central

1 0
. = _ _ Average number of nights
: 5-6 nights 2 nights
I, - : 12% 24% 3.2

N

26%

: 3-4 nights
37% . 33%

@
N

27%

13%
1%

N
&

13%

o
-
w

10%

-
-

0% 5% 10% 15% 20% 25% 30% 35% 40%

Central

4.4

Average Nights

U.S. Norm

3.8

Average Nights
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Central's Overnight Trip Characteristics

Base: 2018/2019 Overnight Person-Trips

Size of Travel Party Percent Who Traveled Alone

B Aduits W Children B Ccentral W U.S. Norm

Total
0% 5% 10% 15% 20% 25% 30%
. 3.7
n
[ |
0 1 2 3 4 5

Central
Just myself / traveled alone

Composition of Immediate Travel Party

B Central W U.S. Norm
Average number of people

66%

Spouse/partner | o5

. I <
U.S. Norm Child(ren) I 7

. I (7
Friend(s) n— s

. e e e .
S——

o 2.7 other retative(s) e 1

I 4%

O 1 2 3 4

Business associate(s) g %

0% 10% 20% 30% 40% 50% 60% 70%

Average number of people
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Central's Overnight Trip Characteristics

Base: 2019 Overnight Person-Trips

Primary Method of Transportation Other Transportation
U.S. Norm
B Central B U.S. Norm
I -
Camper RV I o
Rental car e - 14% 10%
I -
Plane R '
campen Y B & I
Online Taxi Service | 1
Plane B 17% S
Taxi Cab o o'
- 2 | ; I
Ship/Bost - | B Own carruck | —
| N | ... : . I
frain : o Sicycle | o
Traditi i = 0 9 Bus NN %
raditional taxi cab =) 1% 1% R
Votorovce N ::
Motoroycle 0% 1% otorcycle. | o
I
| Train | 7
Bicycle 0% 0% ’
I -
Rental car | -
Bus 0% 2%
. 3%
S Do |
Ride share service 0% 3%

(Uber, Lyft, etc.) 0% 2.5% 5% 7.5% 10% 12.5% 15% 17.5% 200/1_on2§%o 55(.04’5

Question updated in 2019, data is for 2019 only




Central: Pre-Trip

Base: 2018/2019 Overnight Person-Trips

Trip Planning Information Sources Length of Trip Planning

H Central B U.S. Norm

Central U.S. Norm
. . : N 200
Advice from relatives or friends I .
12% More than 1 year in 4% 4%
I advance ° °

Online travel agencies | -

11%
noet o resort. [ — o1z months 18% 1

. I, 0
Travel guide/other books I

9% 3-5 months 22% 18%
Auto club/AAA

7%

. -~ I -
Radio show/advertising on radio B

. . . 8%
An airline/commercial carrier _ 0%

Official travel guide of a I -

state/city/region I -

2 months 16% 17%

1 month or less 30% 33%

. . %
Social Media 7%

Did not plan anything

. I : 10% 14%
Travel Company Websites _6/ - in advance

o . I ;-
Destination Websites _ o

0% 2.5% 5% 7.5% 10% 12.5% 15% 17.5% 20% 22.5% L@ngwoods




Central's Overnight Trip Characteristics

Base: 2018/2019 Overnight Person-Trips

Method of Booking Accommodations

H Central B U.S. Norm

Central U.S. Norm
I -
Hote! or resort | "
H Motel 24% 16%
: . 22222 pb3
Online travel agencies | o
Airline/commercial carrier _11/ 16% g:rT?gsu;:ré trailer 20% 4%
Short term rental websites I o
I @ Home of friends or 19% 229,
YD relatives ° °
. I
Travel company websites k2
Auto club/AAA = o ﬁ. Resort hotel 15% 23%
Destination websites I -
B E@ﬂ Other hotel 10% 229%
Visitors' bureau/government tourism | ENGTczNEN 7
office I 3% A
Rented home / condo
B 7% 5%
Travel agent/company _5/ 0% ﬁ / apartment ° °
Travel/ski show or exhibition g™ o b" Time share 6% 39,
Voice activated search (e.g. Siri, Il 2%
Alexa) | L3
0% 5% 10% 15% 20% 25% 30% 35%
Lengwoods




Central: During Trip

Base: 2018/2019 Overnight Person-Trips

Activities of Special Interest (Top 5)

Central

Activities and Experiences (Top 10) Historic places 28%

Cultural activities/Attractions 19%

Hiking/backpacking Camping Shopping Landmark/historic site National/state park Exceptional Culinary Experiences 1%

= @O o
m\ & -g | I I | l ‘ Brewery Tours/Beer Tasting 10%
29% 24(%) 20% 1 70/0 1 6% Winery Tours/Tasting 10%

U.S. Norm U.S. Norm U.S. Norm U.S. Norm U.S. Norm

14% 29% 12% 13% 10% . i
Activities of Special Interest (Top 5)

U.S. Norm

Bar/nightclub Swimming Fine/upscale dining Fishing Off-Roading (ATV/OHV) 21%

Historic places

? .“ \/‘ E é/ Cultural activities/Attractions 17%
1 4% 1 1 % 1 OOA) 1 0% 9% Exceptional Culinary Experiences 11%

U.S. Norm U.S. Norm U.S. Norm U.S. Norm U.S. Norm Brewery Tours/Beer Tasting 7%
14% 13% 12% 5% 1%

- - 6%

Winery Tours/Tasting o

Lengwoods
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Central's Overnight Trip Characteristics

Base: 2018/2019 Overnight Person-Trips

Devices Used for Planning Devices Used During Trip
Central U.S. Norm Central U.S. Norm
‘ Cl]:l \ Used any device 90% 84% 78% 79%
A
Desktop/Home computer 49% 38% 0% 0%
Laptop 42% 39% 33% 26%
Smartphone 32% 30% 59% 63%
| o
V—E~h Tablet 16% 14% 35% 22%

Lengwoods




Central's Overnight Trip Characteristics

Online Social Media Use by Travelers

Of those who followed an Influencer

(- —_)
Central U.S. Norm a u 58 0/0
=
"fy oot o sosial media o0, 550, noticed them posting travel-related
\fr’ / ’ ° content
Shared travel Social media platforms used in general
Qi stories/photos/videos on 40% 24% 679
— social media ’
45%
] Read online travel reviews
=[ that influenced my travel 28% 22% 30%
L decisions 24%
20% 19%
. =
) Saw a video or photo on
> social media that inspired me 21% 14% (p
i to visit
& & & & & <& N
i S » 3 ‘ & ¢
,I Wrote at least one public & & - s o A o@\”}@
‘ travel review on a website 21% 10% &
] such as TripAdvisor <&
™

Question updated in 2019, data is for 2019 only

Base: 2019 Overnight Person-Trips

7%

5%

Lengwoods



Central: During Trip

1l
&
I@\

4
\/‘\/I
@

% Very Satisfied with Trip

Overall trip experience

Safety and Security

Friendliness of people

Cleanliness

Sightseeing and attractions

Quality of accommodations

Quiality of food

Value for money

Music/nightlife/entertainment

1. 6.6.0.0.0.8.8
1 $.0.0.0.0.0.6
1. $.9.0.0.0.0.6
1. $.0.0.8.8.8.¢
1. 8.8.0.8.8.8,
1. $.0.0.8.0.8
1. $.6.0.8.8.¢
1 8.0, 0.8.8,

1 6. 8.8.8

76%

75%

73%

71%

68%

63%

62%

57%

44%

Base: 2018/2019 Overnight Person-Trips

Past Visitation to Central

73%

Ever

Past 12 Months

Longwoods



Demographic Profile of Overnight Central Visitors

Base: 2018/2019 Overnight Person-Trips

Gender Age

B 1824 W2534 WM3544 W 4554 W5564 WBe65+

Central

Female
U.S. Norm

43%

U.S. Norm
50% Marital Status

U.S. Norm
50%
B Central W U.S. Norm

[ ]
Single / never married
o O

" Divorced / widowed / _ 4%

0% 10% 20% 30% 40% 50% 60%

Lengwoods




Demographic Profile of Overnight Central Visitors

Base: 2018/2019 Overnight Person-Trips

Education Employment
B central B U.S. Norm B Full time / self-employed M Part time [l Not employed / retired / other
A Central U.S. Norm

1%
Other = 1%
0% 10% 20% 30% 40% 50%
Household Income Race Hispanic Background
B White B African-American Wl Other B Central M U.S. Norm
100%  40% 29% 12% 15% 4%
100% 92% 91%
75% Central U.S. Norm

50%

— 8l
5% = = 50%
— — — N——
0% el Al el e —
$50 - $75 - $100 - % 9%
< $49.9K $74.9K $99.9K $1400K  P150K+ & —
0%
Yes
U.S. Norm [ 39% ] [ 21% ] [ 15% ] [ 17% ] [ 8% ]

Lengwoods




Demographic Profile of Overnight Central Visitors

Base: 2018/2019 Overnight Person-Trips

Household Size

1 member 2 members 3 members 4 members 5+ members

U.S. Norm

Children in Household

Central U.S. Norm
I No children under 18 60% B No children under 18 58%
B Any 1317 28% H Any13-17 19%
l . B Any6-12 21% . B Any6-12 22%
. Il Any child under 6 18% . . B Any child under 6 16%

Lengwoods
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Longwoods Travel USA®
Base: 2018/2019 Overnight Person-Trips

Introduction Methodology
* Longwoods International began tracking American travelers in Each quarter, a random, projectable sample of adult members (18 years of
1985, and has conducted large-scale syndicated visitor research age and over) of a major U.S. consumer panel is invited to participate in
quarterly since 1990. the Longwoods Travel USA® survey:

Selected to be representative of the U.S. adult population
* In 2007, our proprietary Longwoods Travel USA® program was
migrated from mail to online, with the benefits of rapid turnaround,
enhanced flexibility and interactivity, as well as greater respondent

invol t.
mvolvemen For ID Eastern Region, the following combined two-year sample for 2018

* It is currently the largest ongoing study conducted of American and 2019 was:

travelers, providing our clients with more reliable data and greater +t
ability to home in on key market segments of interest. ‘ +

* This report provides an overview for ID Eastern Region’s domestic Overnight Base Size
tourism business in 2018 and 2019.

245

For analysis, data were weighted on key demographics to correct for any
differences between the sample and U.S. population targets.

L@ngwoods




Size and Structure of Eastern's Domestic Travel Market — 2019 _ _
Base: 2019 Overnight Person-Trips

Overnight Trips to Eastern Total Size of Eastern Overnight Domestic Travel Market

Total Person-Trips

4.3 Million

25 Day
53% 2.3 Million
2 Overnight
47% 2.0 Million
1.5
1)
[
S
=
1
0.5

2019

Longwoods




Eastern's Overnight Trip Characteristics

51%

15%
Outdoors

9%
Touring

7%
Special event

5%
City trip

1%
Theme park

1%

Cruise

1%
Golf Trip

LES2TH» 3

Main Purpose of Trip

Visiting friends/ relatives

1%
Conference/
Convention

5%
Other business trip

e

3%
Business-Leisure

Base: 2018/2019 Overnight Person-Trips

Main Purpose of Leisure Trip

B Eastern W U.S. Norm

L . . I -
Visiting frien s rel Aty e | N 1%

[ BEA
Outdoors - 6%

9%

o, -
Touring o

City trip =5Z°%

| R

Theme park .

. B 1%
Cruise W 2%

. B 1%

Golf Trip 1%

| KR
Resort - 5%

0%
Casine s o,
Ski/Snowboarding g 4,

0% 10% 20% 30% 40% 50%

60%

Lengwoods



Eastern's Overnight Trip Characteristics

Base: 2018/2019 Overnight Person-Trips

State Origin Of Trip

Idaho Utah California
28% 20% 1%
Wyoming Montana Washington
6% 5% 4%

DMA Origin Of Trip

Salt Lake City, ID/UT 22%

Idaho Falls-Pocatello, ID 21%

Los Angeles, CA 8%

Boise, ID

Spokane, ID/WA 3%

0% 5% 10% 15% 20% 25%

Lengwoods



Eastern's Overnight Trip Characteristics

Base: 2018/2019 Overnight Person-Trips

Total Nights Away on Trip
7+ nights

8%

B Eastern M U.S. Norm
Nights Spent in Eastern

1 0
. p=n _ _ Average number of nights
: 5-6 nights 2 nights
I 5 7% 21% 2.8

N

26%

: 3-4 nights
29% . 29%

@
N

27%

13%

000
I -
8 R
B
+
- EZ
0% 5% 10% 15% 20% 25% 30% 35%
Eastern U.S. Norm
Average Nights Average Nights

Lengwoods




Eastern's Overnight Trip Characteristics

Base: 2018/2019 Overnight Person-Trips

Size of Travel Party Percent Who Traveled Alone

B Aduits W Children Bl Eastern W U.S. Norm

‘ — Q@

Total
0% 5% 10% 15% 20% 25% 30%
- 3.5
. | |
O 1 2 3

Eastern
Just myself / traveled alone

Composition of Immediate Travel Party
4 5 6

B Easten W U.S. Norm
Average number of people

63%

Spouse/partner | o5

. I
U.S. Norm Child(ren) I 7

. I, 17
Other relative(s) = . -7 ’

" O © O
R Parent(s) e
N 2.7 Friena(s) |G s
W 2%
0] 1 2 3 4

Business associate(s) g %

0% 10% 20% 30% 40% 50% 60% 70%

Average number of people

Lengwoods




Eastern's Overnight Trip Characteristics

Base: 2019 Overnight Person-Trips

Primary Method of Transportation Other Transportation
U.S. Norm
B Eastern W U.S. Norm
15%
Plane | <
Plane - 12% 17%
I
Rental car e
renteear e - o I
BUS . ¢
Camper, RV B 1% I -
Texl Cob N
e I = Online Taxi Service . |
e I o Bicycle |
Bus |2% 2% Camper, RV I <.
| | N 00 &
Ride share service (Y | 1o, 3% Train. | "
(Uber, Lyft, etc.) om0 ’
oo I
Ship/Boat | s
Train (=5 | 1% 2% ’
I
Own cartruck |
Traditional taxi cab E 0% 1%
2%
Motoreycle e
Ship/Boat 0% 2%
0% 2.5% 5% 7.5% 10% 12.5% 5% 17.5%
Léfigwatds

Question updated in 2019, data is for 2019 only




Eastern: Pre-Trip

Base: 2018/2019 Overnight Person-Trips

Trip Planning Information Sources

B Eastern W U.S. Norm
Advice from relatives or friends |

Online travel agencles | 1

. . 1%

Sl [

A hotel rt o
otel or reso 19%

E—
Auto i/ 7

- 4000w
Short term rental websites _ 49

Official travel guide of a r 6%
state/city/region 3%
o . I 5
Destination Websites I

Avisitors™ bureau/government | ENEGcNN -
tourism office | N NEG0GNG 3%

0% 2.5% 5% 7.5% 10% 12.5% 15% 17.5% 20%

Length of Trip Planning

Eastern U.S. Norm

More than 1 year in

advance 4% 4%
6-12 months 13% 14%
3-5 months 18% 18%
2 months 14% 17%
1 month or less 34% 33%
Did not plan anything

in advance 18% 14%

Lengwoods



Eastern's Overnight Trip Characteristics

Base: 2018/2019 Overnight Person-Trips

Method of Booking Accommodations

B Eastern WM U.S. Norm

Eastern U.S. Norm
: . I, -
Online travel agencies | N
Home of friends or o o
E—— o relatives o 2
Hotel or resort | '
I,
Airline/commercial carrier _ 16‘;)7/ Other hotel 26% 22%
I,
Auto clUbIAAL e o
H Motel 16% 16%
. I
Travel company websites D o
Short term rental websites ™ 10 'm' Other 10% 5%
Visitors' bureau/government tourism | EGcNNzN@N ¢
office N 3 Campground / trailer 8% 4%
park / RV park o °
5%
Travel agent/company __ 0%
— A\ ;?ent?td hortne / condo 6% 59,
Destination websites <,/ @. aparimen
. ey 3%
Travel/ski show or exhibition g, ﬁ Resort hotel 6% 23%
Voice activated search (e.g. Siri,
Alexa) | L3
0% 5% 10% 15% 20% 25% 30% 35%
Lengwoods




Eastern: During Trip

Base: 2018/2019 Overnight Person-Trips

Activities of Special Interest (Top 5)

Eastern

Activities and Experiences (Top 10) Historic places 24%

Cultural activities/Attractions 17%

Shopping Hiking/backpacking National/state park Landmark/historic site Exceptional Culinary Experiences 7%

ol w -
o
‘ I I I | l Brewery Tours/Beer Tasting 6%

31 % 240A) 1 9% 1 60/0 Religious Travel 5%

U.S. Norm U.S. Norm U.S. Norm U.S. Norm

14% 29% 12% 13% o )
Activities of Special Interest (Top 5)
U.S. Norm

Camping Swimming Bar/nightclub Fine/upscale dining Historic places 21%

$ .“ ?’ \/ B Cultural activities/Attractions 17%
A

Exceptional Culinary Experiences 11%
9% 8% 7% 7% 7%

U.S. Norm U.S. Norm U.S. Norm U.S. Norm U.S. Norm Brewery Tours/Beer Tasting 7%
1% 13% 14% 12% 12%

Winery Tours/Tasting 6%

Lengwoods
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Eastern's Overnight Trip Characteristics

Base: 2018/2019 Overnight Person-Trips

Devices Used for Planning Devices Used During Trip
Eastern U.S. Norm SEEENT U.S. Norm

‘ Cl]:l \ Used any device 82% 84% 79% 79%
A

D Smartphone 399, 30% 70% 63%

Laptop 38% 39% 28% 26%

Desktop/Home computer 32% 38% 0% 0%

V—E~h Tablet 12% 14% 27% 22%

Lengwoods




Eastern's Overnight Trip Characteristics

Base: 2019 Overnight Person-Trips

Online Social Media Use by Travelers

Of those who followed an Influencer

(-— )
Eastern U.S. Norm a u 540/o
=)
"fy oot o sosial media sa0, 550, noticed them posting travel-related
\fr’ / ’ ’ content
Shared travel Social media platforms used in general
a: stories/photos/videos on 42% 24% 679,
— social media ’
45% 45%
] Read online travel reviews
=[P that influenced my travel 22% 22% 32%
A decisions 23% 23%
16% 130,
. Clicked through on a travel . - 0%
\‘ - advertisement seen on social 17% 13% x
media
& S & & & & Q"é\ @0&0 &
2 > > & BN
=¢ Made a comment on a social < © & <« ¥ 5 g
~=// media post published by a 12% 10% écf'g
travel destination &
00
Lengwoods

Question updated in 2019, data is for 2019 only




Eastern: During Trip

Base: 2018/2019 Overnight Person-Trips

% Very Satisfied with Trip Past Visitation to Eastern

|‘ Overall trip experience Y % % % % % % 70% s
Quality of accommodations * * * * * * 3 65%
Friendliness of people * * * * * * y 64%
Safety and Security * * * * * * - 63%
A ceanines 3 Fe Fe ok Fe ok s
Quality of food ****** 57%
Value for money Y % % % % ¥ 56%
Sightseeing and attractions * * * * * 49%

Music/nightlife/entertainment * * * i 36% Ever Past 12 Months

o G B

\/?
@

L@‘ngwoods




Demographic Profile of Overnight Eastern Visitors

Base: 2018/2019 Overnight Person-Trips

Gender Age

1

B 1824 W2534 WM3544 W 4554 W5564 WBe65+

Eastern

Female
U.S. Norm

48%

U.S. Norm
50% Marital Status

U.S. Norm
50%

B Eastern W U.S. Norm

[ ]
Single / never married
1

o O .
"’* Divorced / widowed / _ 3%

0% 10% 20% 30% 40% 50% 60% )
Lengwoods




Demographic Profile of Overnight Eastern Visitors

Base: 2018/2019 Overnight Person-Trips

Education Employment
B Eastern B U.S. Norm B Full time / self-employed M Part time B Not employed / retired / other
| iR Eastern U.S. Norm

Other g 14

0% 10% 20% 30% 40% 50%
Household Income Race Hispanic Background
B White B African-American [l Other B Eastern M U.S. Norm
100% 38% 23% 13% 18% 8%
100% 91% 91%
75% Eastern U.S. Norm

50%

25% — 50%
s E = =
A ——4 A ——4 A —4 A ——4

0% ~—
< $49.9K $§i(.]9-K $§;‘.59-K $ﬁ 13?9-!( $150K + e 9%
0%
U.S. Norm [ 39% ] [ 21% ] [ 15% ] [ 17% ] [ 8% ] ves

Lengwoods




Demographic Profile of Overnight Eastern Visitors

Base: 2018/2019 Overnight Person-Trips

Household Size

1 member 2 members 3 members 4 members 5+ members

U.S. Norm

Children in Household

Eastern U.S. Norm
B No children under 18 47% B No children under 18 58%
Bl Any 1317 28% B Any13-17 19%
l I l B Any6-12 32% . B Any6-12 22%
Hl Any child under 6 25% . . B Any child under 6 16%
Lengwoods
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Longwoods Travel USA®
Base: 2018/2019 Overnight Person-Trips

Introduction Methodology
* Longwoods International began tracking American travelers in Each quarter, a random, projectable sample of adult members (18 years of
1985, and has conducted large-scale syndicated visitor research age and over) of a major U.S. consumer panel is invited to participate in
quarterly since 1990. the Longwoods Travel USA® survey:

Selected to be representative of the U.S. adult population
* In 2007, our proprietary Longwoods Travel USA® program was
migrated from mail to online, with the benefits of rapid turnaround,
enhanced flexibility and interactivity, as well as greater respondent

invol t.
mvolvemen For ID Southeastern Region, the following combined two-year sample for

* It is currently the largest ongoing study conducted of American 2018 and 2019 was:

travelers, providing our clients with more reliable data and greater +t
ability to home in on key market segments of interest. ‘ +

* This report provides an overview for ID Southeastern Region’s Overnight Base Size
domestic tourism business in 2018 and 2019.

275

For analysis, data were weighted on key demographics to correct for any
differences between the sample and U.S. population targets.

L@ngwoods




Size and Structure of Southeastern's Domestic Travel Market — 2019 _ _
Base: 2019 Overnight Person-Trips

Overnight Trips to Southeastern Total Size of Southeastern Overnight Domestic Travel Market

Total Person-Trips

5.5 Million

25 Day
58% 3.2 Million
2 Overnight
42% 2.3 Million
1.5
1)
[
S
=
1
0.5

2019

L@‘ngwoods




Southeastern's Overnight Trip Characteristics

Base: 2018/2019 Overnight Person-Trips

Main Purpose of Trip Main Purpose of Leisure Trip

B Southeastern M U.S. Norm

- 2 55%
L . I, -
II n'u Visiting friends/ relatives Visiting friends/ relatives | .
Special event =8;%
9%
_ 8%
Special event ﬂ Outdoors pu’co,
. I 7%
‘ 8% 2% Touring o &,
Outdoors Conference/ . N s
Convention City trip  p—so,
. 7% . 2%
“ Touring ° Cruise g
o ® %
59 a Theme park .-2/4%
= City trip 6% Casino g 6%
Other business trip 0
0, %
@ 2% Resort ﬁ o,
Cruise
. 0%
Golf Trip B
2% I!T! =3 )
Theme park J Ski/Snowboarding lof%
2% 0% 10% 20% 30% 40% 50% 60%
0
@m 1% Business-Leisure
Casino

Lengwoods




Southeastern's Overnight Trip Characteristics

Base: 2018/2019 Overnight Person-Trips

State Origin Of Trip DMA Origin Of Trip

28% 26% 8%
- 14%
Colorado Oregon Washington Idaho Falls-Pocatello, ID _
4% 4% 4%

Boise, ID 13%

Los Angeles, CA 5%

Portland, OR 4%

0% 5% 10% 15% 20% 25% 30%

Lengwoods




Southeastern's Overnight Trip Characteristics

Base: 2018/2019 Overnight Person-Trips

Total Nights Away on Trip

7+ nights
B Southeastern B U.S. Norm 8%
(1 . .
Nights Spent in Southeastern
. I
I, - _ _ Average number of nights
: 5-6 nights 2 nights
26% : 5% 24% 2.9

N

26%

: 3-4 nights
27% . 26%

27%

@

A
w ||
N

5-6
B o

7-13

o, E

"
0% 5% 10% 15% 20% 25% 30%
Southeastern U.S. Norm
Average Nights Average Nights

Lengwoods




Southeastern's Overnight Trip Characteristics

Base: 2018/2019 Overnight Person-Trips

Size of Travel Party Percent Who Traveled Alone

B Adults B Children B Southeastern W U.S. Norm

Total
0% 5% 10% 15% 20% 25% 30% 35%
3.0
1 2 3 4

Southeastern

Just myself / traveled alone

Composition of Immediate Travel Party
0]

B Southeastern WM U.S. Norm
Average number of people

74%

Spouse/partner | o'

. I 50°:
U.S. Norm Child(ren) . °:

: [ K
Other relative(s) = 127

. e e @ :
Tote Parent(s) s 0%

| 2.7 Friend(s) “ 15%

I1%

O 1 2 3 4

Business associate(s) g 30

0% 10% 20% 30% 40% 50% 60% 70% 80%

Average number of people

Lengwoods




Southeastern's Overnight Trip Characteristics

Base: 2019 Overnight Person-Trips

Primary Method of Transportation Other Transportation
U.S. Norm
B Southeastern W U.S. Norm
. 10%
T ol . '
Plane - 16% 17%
I
Rental car .
Rental car e . 5% 10%
5y N
1S N -
Motorcycie | 1% I
iy ]
= fl S : I
. S1- = Ow carfruck. | 7
cemeen Y =) [ " Online Taxi Service . | ¢
I -
Train . 1% 2% Camper, RV |
. N 0200 0
Bicycle 194 0% ain |
Motorcycle -
Ride share service (R S
0% 9
(Uber, Lyft, etc.) g % 3%
., I
Bicycle | o
Traditional taxi cab =Yg 0% 1%
- 0
S Bt | <
Ship/Boat 0% 2%
0% 2% 4% 6% 8% 10% 12% 14% 69
Leligwoods

Question updated in 2019, data is for 2019 only




Southeastern: Pre-Trip

Base: 2018/2019 Overnight Person-Trips

Trip Planning Information Sources

B Southeastern WM U.S. Norm

13%

Advice from relatives or o | '

) ) 10%
Online travel agencies

13%

. ) 8%
Social Media 7

8%

A hotel o resort |

Travel Company Websites hE 9%

7%

An airline/commercial carrier 10%

Destination Websites o

Avisitors' bureau/government [ EGcIcING >

tourism office | NG 3%

7%

5%

Auto club/AAA 7%

4%

A travel agentcompany |

4%

Short term rental websites 49

0% 2.5% 5% 7.5% 10% 12.5% 15% 17.5% 20%

Length of Trip Planning

Southeastern U.S. Norm

More than 1 year in

advance 4% 4%
6-12 months 9% 14%
3-5 months 12% 18%
2 months 15% 17%
1 month or less 40% 33%
Did not plan anything

in advance 20% 14%

Lengwoods



Southeastern's Overnight Trip Characteristics

Base: 2018/2019 Overnight Person-Trips

Method of Booking Accommodations

B Southeastern W U.S. Norm

Southeastern U.S. Norm
| I >0
Online travel agencies | 15 A
Home of friends or o o
I YD relatives 34% 22%
Hotel o resor |
I 2
Airline/commercial carrier _12/ - Other hotel 23% 22%
I
Travel company websites I o
H Motel 23% 16%
I -
Auto ClUb/AAA. I
Visitors' bureau/government tourism | ENGTGTcNENING s w, Other 6% 5%
office M 3%
I
Travel agent/company — 1, Campground / trailer 59 4%
park / RV park ¢ ¢
4%
Short term rental websites = 6%
_ e /ﬁ‘ Rented cottage/cabin 5% 3%
Travel/ski show or exhibition B >
I /o sl
Destination websites — B Time share 4% 3%
[/
Voice activated search (e.g. Siri, Wl 1%
Alexa) | L3
0% 5% 10% 15% 20% 25% 30% 35%
Lengwoods




Southeastern: During Trip

Shopping

-@
27%

U.S. Norm
14%

Bar/nightclub

Y

9%
U.S. Norm
14%

Activities and Experiences (Top 10)

Hiking/backpacking

da
[:17

U.S. Norm
29%

Fine/upscale dining

%

9%
U.S. Norm
12%

U T T T ey Y e ey S

Landmark/historic site

(GFYO)
1]

14%

12%
Fishing
8%

U.S. Norm
5%

National/state park

|
13%

U.S. Norm
13%

Museum

A
il

8%

U.S. Norm
10%

Swimming

N
11%

U.S. Norm
10%

Fair/exhibition/festival
P
7%

U.S. Norm
4%

Base: 2018/2019 Overnight Person-Trips

Activities of Special Interest (Top 5)

Southeastern

Historic places 24%
Cultural activities/Attractions 18%
Exceptional Culinary Experiences 9%
Brewery Tours/Beer Tasting 7%

Wedding 5%

Activities of Special Interest (Top 5)
U.S. Norm

Historic places 21%
Cultural activities/Attractions 17%
Exceptional Culinary Experiences 11%
Brewery Tours/Beer Tasting 7%

Winery Tours/Tasting 6%

Lengwoods




Southeastern's Overnight Trip Characteristics

Base: 2018/2019 Overnight Person-Trips

Devices Used for Planning Devices Used During Trip
Southeastern U.S. Norm Southeastern U.S. Norm
‘ Cl]:l \ Used any device 77% 84% 75% 79%
A
Laptop 36% 39% 25% 26%
Desktop/Home computer 33% 38% 0% 0%
I \6
Smartphone 32% 30% 62% 63%
| o
V—E~h Tablet 8% 14% 19% 22%

Lengwoods




Southeastern's Overnight Trip Characteristics

Base: 2019 Overnight Person-Trips

Online Social Media Use by Travelers

Of those who followed an Influencer

(- — )
Southeastern U.S. Norm a u 58 0/
=) o

o‘y H H
in : : . . noticed them posting travel-related

\f’ Used any social media 47% 55% content

5 Shared travel Social media platforms used in general

MHH stories/photos/videos on 22% 24% 68%

— social media

44%
] Read online travel reviews
=[ that influenced my travel 17% 22%
- 27%
L decisions
19% 17%
1% 8%
o) Saw a video or photo on ]
> social media that inspired me 14% 14% x
i to visit
& & & & & $° N & N
) & _\0& é@sb ) \{\@ & R @ ) \5“"0 < ,Z,Qo 3
. Clicked through on a travel N N <Q $° A %
\‘ - advertisement seen on social 1% 13% \,c,@%
media <&
<
L@'ngwo_ods

Question updated in 2019, data is for 2019 only




Southeastern: During Trip

Base: 2018/2019 Overnight Person-Trips

% Very Satisfied with Trip Past Visitation to Southeastern

|‘ Overall trip experience Yo % % % % X Y 65% 74%
4\ Friendiiness of people Y % % % % % A 68%
(B, satety and security O O oo G 64%

7  Cleaniiness Y % % % % ¥ 56%
Eil Quality of accommodations * * * * * 3 55%
\/? Quality of food ***** 53%
@3  Value for money Y % % Wk 52%
Sightseeing and attractions * * * * - 43%
o

Music/nightlife/entertainment * * * 3 34% Ever Past 12 Months

L@‘ngwoods




Demographic Profile of Overnight Southeastern Visitors

Base: 2018/2019 Overnight Person-Trips

Gender Age

B 1824 W2534 WM3544 W 4554 W5564 WBe65+

Southeastern

Female
U.S. Norm

U.S. Norm
50% Marital Status
' B Southeastern W U.S. Norm
o O
l"*\ Married / with partner RN
[ ]
? Single / never married

52%

U.S. Norm
50%

o O )
" Divorced / widowed / _ 17%

0% 10% 20% 30% 40% 50% 60%

Lengwoods




Demographic Profile of Overnight Southeastern Visitors

Base: 2018/2019 Overnight Person-Trips

Education Employment
H Southeastern M U.S. Norm B Full time / self-employed M Part time B Not employed / retired / other
| iR Southeastern U.S. Norm

0%
Other g 1o,

0% 10% 20% 30% 40% 50%
Household Income Race Hispanic Background
B White B African-American W Other B Southeastern [l U.S. Norm
100% 46% 25% 14% 12% 3%
100% 91% 91%
75% Southeastern U.S. Norm

50%

50%

N——/
259 v\-’,
D N
N——

—
o e = = = .
< $49.9K $§i(.]9-K $§;‘.59-K $ﬁ 13?9-!( $150K + e 9%
0%
U.S. Norm [ 39% ] [ 21% ] [ 15% ] [ 17% ] [ 8% ] ves

Lengwoods




Demographic Profile of Overnight Southeastern Visitors

Base: 2018/2019 Overnight Person-Trips

Household Size

1 member 2 members 3 members 4 members 5+ members

U.S. Norm

Children in Household

Southeastern U.S. Norm
I No children under 18 51% B No children under 18 58%
B Any 1317 19% H Any13-17 19%
I . B Any6-12 31% . B Any6-12 22%
. Il Any child under 6 23% . . B Any child under 6 16%

Lengwoods
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Longwoods Travel USA®
Base: 2018/2019 Overnight Person-Trips

Introduction Methodology
* Longwoods International began tracking American travelers in Each quarter, a random, projectable sample of adult members (18 years of
1985, and has conducted large-scale syndicated visitor research age and over) of a major U.S. consumer panel is invited to participate in
quarterly since 1990. the Longwoods Travel USA® survey:

Selected to be representative of the U.S. adult population
* In 2007, our proprietary Longwoods Travel USA® program was
migrated from mail to online, with the benefits of rapid turnaround,
enhanced flexibility and interactivity, as well as greater respondent

invol t.
mvolvemen For ID South Central Region, the following combined two-year sample for

* It is currently the largest ongoing study conducted of American 2018 and 2019 was:

travelers, providing our clients with more reliable data and greater +t
ability to home in on key market segments of interest. ‘ +

* This report provides an overview for ID South Central Region’s Overnight Base Size
domestic tourism business in 2018 and 2019.

155

For analysis, data were weighted on key demographics to correct for any
differences between the sample and U.S. population targets.

L@ngwoods




Size and Structure of South Central's Domestic Travel Market — 2019 S 2015 O P e

Overnight Trips to South Central Total Size of South Central Overnight Domestic Travel Market

Total Person-Trips

3.8 Million

15 Day
66% 2.5 Million

1.25
Overnight
34% 1.3 Million

1
(2]
C

L2 o075
=

0.5

0.25

2019

Longwoods




South Central’'s Overnight Trip Characteristics

Base: 2018/2019 Overnight Person-Trips

Main Purpose of Trip Main Purpose of Leisure Trip

B South Central B U.S. Norm
54% I 5.
MW Visiting friends/ relatives Visiting friends/ relatives | 1%

Touring M
ouring S o

14%
Touring ﬂ Special event =/°8%
6% 70/o Outdoors -SZO%
Special event Conference/ . N
Convention City trip  p—"so,
5% 3>
Casi . o
Outdoors ° asino | o
[ o | KR
4% a Theme park .
City trip 3% Cruise gg'pm,
Other business trip
(V) %
39 Golf Trip g5,
Casino

0%
Resort - 5%

fagd™

vreR>TH 3

Theme park Ski/Snowboarding 0%
2% 0% 10% 20% 30% 40% 50% 60%
0% . :
¢ Business-Leisure
Cruise

Lengwoods




South Central’'s Overnight Trip Characteristics

Base: 2018/2019 Overnight Person-Trips

State Origin Of Trip DMA Origin Of Trip

Twin Falls, ID 7%

Idaho Utah California
37% 17% 13%
Washington Oregon Nevada
Idaho Falls-Pocatello, ID - 7%
6% 4% 3%

Seattle-Tacoma, WA 4%

4%

Los Angeles, CA

4%

Portland, OR

0% 5% 10% 15% 20% 25% 30%

Lengwoods




South Central’'s Overnight Trip Characteristics

Base: 2018/2019 Overnight Person-Trips

Total Nights Away on Trip

7+ nights
B South Central Wl U.S. Norm 59,
(1] . .
Nights Spent in South Central
I
I, - _ _ Average number of nights
: 5-6 nights 2 nights
26% : 8% 34% 2.6

N

26%

: 3-4 nights
27% . 1 5%

27%

@
N

10%

5-6
B o

7-13

o, E

"
0% 5% 10% 15% 20% 25% 30%
South Central U.S. Norm
Average Nights Average Nights

Lengwoods




South Central’'s Overnight Trip Characteristics

Base: 2018/2019 Overnight Person-Trips

Size of Travel Party Percent Who Traveled Alone

B Aduits M Children B South Central W U.S. Norm

0% 5% 10% 15% 20% 25% 30%

South Central
Just myself / traveled alone

Total

3.7

Composition of Immediate Travel Party

B South Central B U.S. Norm
Average number of people

79%

Spouse/partner | 5

) I /0%
U.S. Norm Child(ren) >

. | EEY
Other relative(s) oo

. e e e
Tote Parent(s) o 0re
[ 2 . 7 Friend(s) ‘%1 5%
M 3%
0 1 2 3 4

Business associate(s) g 3%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90%

Average number of people

Lengwoods




South Central's Overnight Trip Characteristics

Base: 2019 Overnight Person-Trips

Primary Method of Transportation Other Transportation
U.S. Norm
B South Central B U.S. Norm
12%
Flane |
Plane K - 1% 17%
I
Rental car /"
Rental car e . 7% 10% o
Camper, RV R
Ride share service I
4% 3% I ¢
(Operbcte) el B 0 Bus. |
| ; ; ; I s
Bicycle I 5% 0% Own car/truck I
. 1B : S 2200 090
SRt - 17 o Bicycle. | o
. R
Train | 2% Texi Cab . |
Shio/Bos: M
Camper, RV (= o 19% ip/Boat. | -
o R
Online Taxi Service . | <
Motorcycle 0% 1%
I
heay —
Traditional taxi cab 0% 1%
- EZ
Motoreyele | -
Bus 0% 2%
0% 2% 4% 6% 8% 10% 12% 14% 69
Leligwodds

Question updated in 2019, data is for 2019 only




South Central: Pre-Trip

Base: 2018/2019 Overnight Person-Trips

Trip Planning Information Sources

H South Central B U.S. Norm
Advice from relatives or friends | 2

Online travel agencles | 1

13%
Aol or resort. [ — -

A e | 1

Social Medi o
OocCla edia 7%

Destination Websites |

Official travel guide of a r 6%
state/city/region 3%

E—
Auto club/AAA |

5%
Travel guide/other books m

4%

.. I
Travel Company Websites I

Atravel agenticompany |
0% 2.5% 5% 7.5% 10% 12.5% 15% 17.5% 20%

Length of Trip Planning

South Central U.S. Norm

More than 1 year in

advance 5% 4%
6-12 months 9% 14%
3-5 months 8% 18%
2 months 13% 17%
1 month or less 48% 33%
Did not plan anything

in advance 16% 14%

Lengwoods



South Central’'s Overnight Trip Characteristics

Base: 2018/2019 Overnight Person-Trips

Method of Booking Accommodations

B South Central B U.S. Norm

South Central U.S. Norm
- e
Hote! or resort | " %)
Home of friends or o o
I %> relatives e 22
Online travel agencies | o

Airline/commercial carrier _12/ 16% Other hotel 26% 22%

Travel company websites % 0%
H Motel 21% 16%

5%
At i A
Destination websites = :Z: ﬁ Resort hotel 9% 23%
Short term rental websites ﬂ 5
° Other 7% 5%
3%
Travel agent/company -_ 0%
Campground / trailer
Voice activated search (e.g. Siri, N 3» $ park F/)%V park 5% 4%
Alexa) Il 1%
Visitors' bureau/government tourism [l 2%
office. NN A\ Tt home! condo 4% 5%
Travel/ski show or exhibition B >
0% 5% 10% 15% 20% 25% 30% 35%
Lengwoods




South Central: During Trip

Activities and Experiences (Top 10)

Shopping Landmark/historic site

- @O
bz i
29% 22%

U.S. Norm U.S. Norm
14% 29%

Casino Fishing

13% 9%
U.S. Norm U.S. Norm
12% 5%

U T T T ey Y e ey S

Hiking/backpacking

da
21%

U.S. Norm
12%

Fine/upscale dining

%

9%
U.S. Norm
12%

National/state park

|
20%

U.S. Norm
13%

Bar/nightclub

Y

9%
U.S. Norm
14%

Swimming

-
14%

U.S. Norm
10%

Fair/exhibition/festival
P
9%

U.S. Norm
4%

Base: 2018/2019 Overnight Person-Trips

Activities of Special Interest (Top 5)
South Central

Historic places 30%
Cultural activities/Attractions 16%
Exceptional Culinary Experiences 10%
Winery Tours/Tasting 8%

Brewery Tours/Beer Tasting 7%

Activities of Special Interest (Top 5)
U.S. Norm

Historic places 21%
Cultural activities/Attractions 17%
Exceptional Culinary Experiences 11%
Brewery Tours/Beer Tasting 7%

Winery Tours/Tasting 6%

Lengwoods




South Central's Overnight Trip Characteristics

Base: 2018/2019 Overnight Person-Trips

Devices Used for Planning Devices Used During Trip
South Central U.S. Norm South Central U.S. Norm
‘ Cl]:l \ Used any device 85% 84% 82% 79%
A
Laptop 41% 39% 27% 26%
Desktop/Home computer 33% 38% 0% 0%
I \6
Smartphone 32% 30% 66% 63%
| o
V—:~h Tablet 13% 14% 31% 22%

Lengwoods




South Central's Overnight Trip Characteristics

Base: 2019 Overnight Person-Trips

Online Social Media Use by Travelers

Of those who followed an Influencer

South Central U.S. Norm 7 2 0/0

.‘y . .
in : : . . noticed them posting travel-related
\f’ Used any social media 46% 55% content
5 Shared travel Social media platforms used in general
FHH stories/photos/videos on 20% 24%
— social media

59%

50%

] Read online travel reviews
= that influenced my travel 16% 22% 31%

B decisions 299

19%
9% 8%

=) Made a comment on a social -

~=// media post published by a 12% 10%

travel destination

00& 0\\’0@ .@@6\ <§b@ @eé\{b s‘\’\‘é \{g,é\o Qé‘é\ O%‘Q}
o Saw a video or photo on & < ¢S & & < S o«
> social media that inspired me 10% 14% 090%
- to visit Oo“&
Lengwoods

Question updated in 2019, data is for 2019 only




South Central: During Trip

Base: 2018/2019 Overnight Person-Trips

% Very Satisfied with Trip Past Visitation to South Central

|‘ Overall trip experience Y % % % Kk X 63% .-
4\ Friendiiness of people Y % % % % % 59%
(B, satety and security Y % % % %k 59%

7  Cleaniiness ) © ©.©.©.@ 55%
Eil Quality of accommodations * * * * * ~ 53%
\/? Quality of food ***** 52%
@3  Value for money Y % Y Y 49%
Sightseeing and attractions * * * * * 49%
o

Music/nightlife/entertainment * * * ) 33% Ever Past 12 Months

L@‘ngwoods




Demographic Profile of Overnight South Central Visitors
Base: 2018/2019 Overnight Person-Trips

Gender Age

B 1824 W2534 WM3544 W 4554 W5564 WBe65+

South Central

Female
U.S. Norm

55%

U.S. Norm
50%

U.S. Norm
50%

Marital Status

B South Central B U.S. Norm

o O
1? Married / with partner 70%
[ ]
Single / never married
25%
o O

13%

15%

" Divorced / widowed /
separated

0% 10% 20% 30% 40% 50% 60% 70% )
Lengwoods




Demographic Profile of Overnight South Central Visitors
Base: 2018/2019 Overnight Person-Trips

Education Employment

B South Central Wl U.S. Norm B Full time / self-employed M Part time [l Not employed / retired / other

I 3% South Central U.S. Norm

0% 10% 20% 30% 40% 50% 60%

Household Income Race Hispanic Background
00 38% 33% 129% 10% 8% B Wwhite B African-American Wl Other B South Central B U.S. Norm
% () (] (] () °
100% 94%

91%
75% South Central U.S. Norm
50%
N
25% — = 50%
— —

o T P = =~

9%

< 949.9K $§i(.]9-K $3:59_K $ﬁ a0k 150K+ -

0% I
usNom | 39% | [ 21% || 5% || 17% || 8% | Yes ) .
ongwoods




Demographic Profile of Overnight South Central Visitors

Base: 2018/2019 Overnight Person-Trips

Household Size

1 member 2 members 3 members 4 members 5+ members

U.S. Norm

Children in Household

South Central U.S. Norm
I No children under 18 57% B No children under 18 58%
B Any 1317 16% H Any13-17 19%
l B Any6-12 27% . B Any6-12 22%
. . Il Any child under 6 18% . . B Any child under 6 16%

Lengwoods
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Longwoods Travel USA®
Base: 2018/2019 Overnight Person-Trips

Introduction Methodology
* Longwoods International began tracking American travelers in Each quarter, a random, projectable sample of adult members (18 years of
1985, and has conducted large-scale syndicated visitor research age and over) of a major U.S. consumer panel is invited to participate in
quarterly since 1990. the Longwoods Travel USA® survey:

Selected to be representative of the U.S. adult population
* In 2007, our proprietary Longwoods Travel USA® program was
migrated from mail to online, with the benefits of rapid turnaround,
enhanced flexibility and interactivity, as well as greater respondent

invol t.
mvolvemen For ID Southwestern Region, the following combined two-year sample for

* It is currently the largest ongoing study conducted of American 2018 and 2019 was:

travelers, providing our clients with more reliable data and greater +t
ability to home in on key market segments of interest. ‘ +

* This report provides an overview for ID Southwestern Region’s Overnight Base Size
domestic tourism business in 2018 and 2019.

569

For analysis, data were weighted on key demographics to correct for any
differences between the sample and U.S. population targets.

L@ngwoods




Size and Structure of Southwestern's Domestic Travel Market — 2019

Base: 2019 Overnight Person-Trips

Overnight Trips to Southwestern Total Size of Southwestern Overnight Domestic Travel Market

Total Person-Trips

10.9 Million

6 Day
56% 6.1 Million

Overnight
44% 4.8 Million

Millions
w

2019

Longwoods




Southwestern's Overnight Trip Characteristics

Base: 2018/2019 Overnight Person-Trips

Main Purpose of Trip Main Purpose of Leisure Trip

B Southwestern Wl U.S. Norm

52% I 52
MW Visiting friends/ relatives Visiting friends/ relatives | 1%

[ RKB
Outdoors - 6%

13%
. _ 8%
Outdoors ﬂ Special event —

8% 2% Touring . oo,
Special event Conference/ . I 3%
Convention City trip  p— 6o,
6% H >~
Casi -
Touring ° asino . 69,

[ o | KR
3% a Resort - 5%

City trip 8% Ski/Snowboarding = 1:2
Other business trip

2% Theme park % 4%

Casino

¢l ¥ 3
!

Golf Trip g 1
T

T jud™

Resort Cruise o 2

3% 0% 10% 20% 30% 40% 50% 60%

1%
Ski/Snowboarding

Business-Leisure

» 3

Lengwoods




Southwestern's Overnight Trip Characteristics

Base: 2018/2019 Overnight Person-Trips

State Origin Of Trip DMA Origin Of Trip

Idaho California Oregon
38% 16% 10% Salt Lake City, ID/UT - 8%
Portland, OR - 7%
Washington Utah Nevada
9% 7% 3% Los Angeles, CA - 6%

Spokane, ID/WA 5%

5%

Idaho Falls-Pocatello, ID
4%

Twin Falls, ID

Seattle-Tacoma, WA 4%

3%

Sacramento-Stockton-Modesto, CA

0% 5% 10% 15% 20% 25% 30%

Lengwoods




Southwestern's Overnight Trip Characteristics

Base: 2018/2019 Overnight Person-Trips

Total Nights Away on Trip

B Southwestern B U.S. Norm

—_

19%
22%

N

24%
26%

30%

3-4
5-6
7-13
-
0% 5% 10% 15% 20% 25% 30% 35%
Southwestern U.S. Norm

Average Nights Average Nights

7+ nights

9% . .
Nights Spent in Southwestern

Average number of nights

3.3

5-6 nights

8%

2 nights

27%

3-4 nights

30%

Lengwoods



Southwestern's Overnight Trip Characteristics

Base: 2018/2019 Overnight Person-Trips

Size of Travel Party

B Adults M Children

Southwestern
| Total
m 'H‘ 3.0
0 1 2 3 4 5 6
Average number of people
U.S. Norm
= Total
m 2.7
0 1 2 3 4 5 6

Average number of people

Just myself / traveled alone

Percent Who Traveled Alone

B Southwestern W U.S. Norm

0% 5% 10% 15% 20% 25% 30%

Composition of Immediate Travel Party

B Southwestern [l U.S. Norm

70%

Spouse/partner | o'

Child(ren) | —— ..

I 139

Other relative(s) —— 127

. I
Friend(s) pmm— s,

Parent(s) m 10%

I 5%

Business associate(s) g 3o

0% 10% 20% 30% 40% 50% 60% 70% 80%

Lengwoods



Southwestern's Overnight Trip Characteristics

Base: 2019 Overnight Person-Trips

Primary Method of Transportation Other Transportation
U.S. Norm
B Southwestern W U.S. Norm
13%
P lane | 0%
Plane K - 16% 17%
- R

am-
: : - 2222092090000 km

Rental car
. %
Bus I3% 2% 9%
Comper, RV |
Ride share service 0 0 9%
(Uber, Lyt eto) B = Own carfruck. | 1
. = B : T Cop, N 5.
ShipfBoat 4 | > 2% X Gl N
: I
Bicyole | = o Bus. I '
N K
Bicycle. I '
Train (=" | 1% 2% ’
I
Motoreycle |
6%
Motorcycle 0% 1%
N K
. I
= U
Traditional taxi cab = 0% 1%
0% 2% 4% 6% 8% 10% 12% 14% 69
Lotigwodds

Question updated in 2019, data is for 2019 only




Southwestern: Pre-Trip

Base: 2018/2019 Overnight Person-Trips

Trip Planning Information Sources

B Southwestern W U.S. Norm
Advice from relatives or friends | 2

Online travel agencles | 1

- . . 1%

A hotel N -

Social Medi i
OocCla edia 7%

Destination Websites |

.. I 5
Travel Company Websites I

) 4%
Short term rental websites - 4%

Travel guide/other books I :0;0

Official travel guide of a | NGB >
state/city/region I -

0% 2.5% 5% 7.5% 10% 12.5% 15% 17.5% 20%

Length of Trip Planning

Southwestern U.S. Norm

More than 1 year in

advance 3% 4%
6-12 months 7% 14%
3-5 months 17% 18%
2 months 16% 17%
1 month or less 38% 33%
Did not plan anything

in advance 18% 14%

Lengwoods



Southwestern's Overnight Trip Characteristics

Base: 2018/2019 Overnight Person-Trips

Method of Booking Accommodations

B Southwestern W U.S. Norm

Southwestern U.S. Norm
. I, 0
Online travel agencies | N
Home of friends or o o
I %> relatives e 2
Hotel or resort | '
Airline/commercial carrier _ 16% 16 H Motel 20% 16%
I
Auto clUbIAAL e o
Eﬁﬂ Other hotel 20% 22%
. I
Travel company websites I o
Destination websites = :Z: 'm' Other 10% 5%
I 5
Short term rental websites I - Campground / trailer 9% 49,
park / RV park
2%
Travel agent/company -_ 0%
Visitors' bureau/government tourism [l 2% ﬁ Resort hotel 5% 23%
office NN 3%
Voice activated search (e.g. Siri, [l 1% A\ Own condo /
Alexa) Il 1% A apartment / cabin / 4% 3%
. o second home
Travel/ski show or exhibition B >
0% 5% 10% 15% 20% 25% 30% 35%
Lengwoods




Southwestern: During Trip

Base: 2018/2019 Overnight Person-Trips

Activities of Special Interest (Top 5)

Southwestern

Activities and Experiences (Top 10) Historic places 17%

Cultural activities/Attractions 12%

Shopping Hiking/backpacking National/state park Landmark/historic site Camping Exceptional Culinary Experiences 6%

= @ o
-g A\ ‘ | I I | l $ Brewery Tours/Beer Tasting 4%
32% 1 6‘%) 1 3% 1 30/0 1 0% Agritourism 4%

U.S. Norm U.S. Norm U.S. Norm U.S. Norm U.S. Norm

14% 29% 12% 13% 10% o i
Activities of Special Interest (Top 5)
U.S. Norm

Bar/nightclub Swimming Brewery Fair/exhibition/festival Fishing Historic places 21%

g =
? ' (] @ l.‘ m Cultural activities/Attractions 17%

1 0% 9% 8% 8°A) 8% Exceptional Culinary Experiences 11%

U.S. Norm U.S. Norm U.S. Norm U.S. Norm U.S. Norm Brewery Tours/Beer Tasting 7%
14% 13% 6% 4% 5%

Winery Tours/Tasting 6%

Lengwoods
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Southwestern's Overnight Trip Characteristics

Base: 2018/2019 Overnight Person-Trips

Devices Used for Planning Devices Used During Trip
Southwestern U.S. Norm Southwestern U.S. Norm
‘ Cl]:l \ Used any device 83% 84% 82% 79%
A
Laptop 37% 39% 28% 26%
Desktop/Home computer 35% 38% 0% 0%
I \6
Smartphone 30% 30% 69% 63%
o
V—:~h Tablet 10% 14% 23% 22%

Lengwoods




Southwestern's Overnight Trip Characteristics

Base: 2019 Overnight Person-Trips

Online Social Media Use by Travelers

Of those who followed an Influencer

(- — )
Southwestern U.S. Norm a u 8 6 0/
=) o
o‘y H H
in : : . . noticed them posting travel-related
\f’ Used any social media 56% 55% content
5 Shared travel Social media platforms used in general
FHH stories/photos/videos on 29% 24% 71%
— social media
53%
] Read online travel reviews 37%
= that influenced my travel 25% 22%
- 27%
L= decisions
1% 1% 1% 1%
4%
) Saw a video or photo on - - -
> social media that inspired me 18% 14% x
— to visit
5 < 5 e @ & 5
: oe“,"oo _\0&00 \@é‘(b . \g\@} @3& . \5{3‘& \@06 ,DQC}\ &
. Clicked through on a travel <® «® < v <° <
\‘ - advertisement seen on social 12% 13% &
media <&
<
L@ngwoods

Question updated in 2019, data is for 2019 only




Southwestern: During Trip

Base: 2018/2019 Overnight Person-Trips

% Very Satisfied with Trip Past Visitation to Southwestern

il Overaitip experience ) 6 ©.0.0.0.0.6. 78%
4\ Friendiiness of people Y % % % % % % 70%
Safety and Security * * * * * * 3 65%
Quality of accommodations * * * * * * - 63%
A ceanines e Fe Je Kk Fe Kk o
Quality of food ****** 62%
Value for money & & & @ @ 52%
Sightseeing and attractions * * * * * 51%

Music/nightlife/entertainment * * * 3 34% Ever Past 12 Months

B &

\/?
@

L@‘ngwoods




Demographic Profile of Overnight Southwestern Visitors
Base: 2018/2019 Overnight Person-Trips

Gender Age

B 1824 W2534 WM3544 W 4554 W5564 WBe65+

Southwestern

Female
U.S. Norm

57%

U.S. Norm
50%

U.S. Norm
50%

Marital Status

B Southwestern B U.S. Norm

o O
1? Married / with partner 64%
[ ]
Single / never married
25%
o O

17%

15%

" Divorced / widowed /
separated

0% 10% 20% 30% 40% 50% 60% )
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Demographic Profile of Overnight Southwestern Visitors

Base: 2018/2019 Overnight Person-Trips

Education Employment
B Southwestern W U.S. Norm B Full time / self-employed M Part time B Not employed / retired / other
I 7 Southwestern U.S. Norm

I, 0o
Some college | 1%
I
High school or less . s
2%
Other |.1%
0% 10% 20% 30% 40% 50%
Household Income Race Hispanic Background
B Wwhite B African-American Wl Other B Southwestern Bl U.S. Norm
100% 45% 22% 12% 15% 6%
100% 94% 91%

75% Southwestern U.S. Norm

50%

50%

——y
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o e = = =2 —-—
< $49.9K $§i(.]9-K $3:59_K $ﬁ 13(.)9-1( $150K + 6% 9%
0% I
U.S. Norm [ 39% ] [ 21% ] [ 15% ] [ 17% ] [ 8% ] ves
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Demographic Profile of Overnight Southwestern Visitors

Base: 2018/2019 Overnight Person-Trips

Household Size

1 member 2 members 3 members 4 members 5+ members

U.S. Norm

Children in Household

Southwestern U.S. Norm
I No children under 18 63% B No children under 18 58%
B Any13-17 18% B Any13-17 19%

B Any6-12 22%

. B Any6-12 19% . .
. - Il Any child under 6 13% . B Any child under 6 16%
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