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IN 2017, TRAVELERS SPENT

$9.2 BILLION

RESULTING IN

$1.3 BILLION

IN TAX REVENUES

$731 MILLION $610 MILLION

STATE TAX REVENUE LOCAL TAX REVENUE

(APPROX. $1,200 TAX RELIEF PER UTAH HOUSEHOLD)

Source: U.S Travel Association,

Kem C. Gardner Policy Institute,

Utah Office of Tourism
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OUR MISSION

Increase tax revenues generated by
tourists while providing a high-quality
experience for visitors and locals.

o
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UTAH OFFICE OF TOURISM

Domestic and international marketing and promotional programs
Television

Digital ads

Public relations campaigns

Travel trade development
Cooperative marketing
Destination development
Social media
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UOT MEASUREMENT GOAL

Become the most measured state
tourism destination marketing
organization in the country
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OUR OBJECTIVE

To bring data and analytics to our
operational and strategic decision-making.

o
= BUILDING ON SUCCESS

CHALLENGES

We don’t own the transaction.

No one makes a travel decision simply by seeing a
banner ad, billboard or TV spot.
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STRATEGY

Wherever possible, measure outcomes.
When this isn’t possible measure the
next best thing: engagement.
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UOT SUCCESS MEASURE

How do we track a diverse set of operational efforts?

How do we track outcomes instead of activity?

How can we make sure this system isn’t easily “gamed”?
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UOT SUCCESS MEASURE

Increase visitutah.com visitation
Measurement goals are already in place
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UOT SUCCESS MEASURE

Threshold goals for out-of-state:
3 OF more pages per session
4+ minutes session duration

o
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Change in QT/OE
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UOT SUCCESS MEASURE

Change in QT/OE

From Jan 2015 to Jan 2018
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OUR OVERALL DATA STRATEGY

B K
[ |

o
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NORTH STAR

--,_Flnd your North Star and orlent your:‘.,
i 'measurement strategy around it. |

o
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NORTH STAR - KEY TOOLS

‘.ADARA

Uses first-party data from
hotels and airlines to track
travel bookings to Utah.

ARRIVALIST

Uses phone location data
to observe movement of
devices (and the people
who own them) to Utah.

o
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NORTH STAR - LEADING + CONFIRMATORY INDICATORS

What is the greatest predictor of

bookings and arrivals?

‘.ADARA

ARRIVALIST

o
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NORTH STAR -

Post-impression AKA view-through activity

ARRIVALIST

‘. ADARA

o
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NORTH STAR — DEPARTURE FROM INDUSTRY NORMS

Click-through rate had no correlation
with our observed outcomes.

o
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NORTH STAR - THE VALUE OF A SINGLE KPI

Clarity in decision making
Better communication with our agency + vendors
Facilitates tracking and reporting

Opens doors to new analysis & opportunities for improvement
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NORTH STAR - THE VALUE OF A SINGLE KPI

Snow in Boston leads to ski
bookings in Utah.

o
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NORTH STAR - TAKEAWAYS

Be deliberate in choosing your KPls

KPI Should identify where your strategic decisions are wrong

Set Focus on outcomes over activities
Don’t be afraid of hard-to-measure things

o
= BUILDING ON SUCCESS

BASE HITS

uild momentum,

= BUILDING ON SUCCESS
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BASE HITS — AUTOMATING UOT’S DATA COLLECTION

Simple scripts with manual steps to test, refine and improve

First on digital marketing analytics, next on industry data sets
Built lots of working prototypes before investing more

10/22/2018
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BASE HITS -

Centralized cloud storage

Automated data collection and processing

Predictive capabilities for campaign planning + optimization
Additional correlation analyses

amazon % Google Cloud

web services

o
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BASE HITS — TAKEAWAYS

Minimize cost & risk through small, smart investments
Start with your highest-value business questions
Increment—qgo deeper on one problem—then go wider

Critical to train your team

o
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ve data a seat at the
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DATA AT THE TABLE — MEASURES BEYOND DIGITAL MARKETING

Creative

Are there differences in travel planning behavior between markets
or market segments?

Can we test campaigns early to minimize the risk of failure?

Media Planning

Where are we not investing budget, but should?
How does our media planning better align with media planning?

o
= BUILDING ON SUCCESS

DATA AT THE TABLE -

NEW YORK:
35%
25%
39%

LOS ANGELES:
45.1%
26%
29%
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DATA AT THE TABLE — DESTINATION SKIERS & POWDER CHASERS

IMMEDIACY RELIABILITY

28" 300 DAYS
OF NEW SNOW OF SUNSHINE;
IN THE PAST 2 DYS soo" OF'
P POWDE

EXPLORE NOW
EXPLORE NOW

o
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DATA AT THE TABLE - UVU NEUROMARKETING

POWER

EASE OF USE

o
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5 1 15 20 3 0
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Stimutus: LOT_RoadToMotey - et Res Exposure time Males 11 / Females 13@) 0000000 Soced
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DATA AT THE TABLE -

Viewers focused on
interactions of the
models with each other
and the environment.

Very little scenel
eing noticed.

Some subjects recognized
the brand of backpack and
were attracted to it.
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DATA AT THE TABLE -

Logo receiving good
attention. Consider
running this logo at
the beginning and
enlarging
“visitutah.com.”

i

\ ONE‘N@ AMERICAN ROADTRIP

VIS.AH.COM

o
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DATA AT THE TABLE - TAKEAWAYS

Are you using the right data to guide decisions?
Is data shared to the people who need it most?

Does your system allow you to ask exploratory questions of

your data?

o
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SUPERHUMAN STAFF

= BUILDING ON SUCCESS

SUPERHUMAN STAFF

|
*Actual UOT staff member

=
= BUILDING ON SUCCESS
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SUPERHUMAN STAFF — VISUALIZATION TO FACILITATE DECISIONS

Which pages are performing poorly?

puunLE nae

Source Sessions ¥ Bounce Rate Avg. Session Duration Goal 19 (...
1. /articles/ogdens-star-is-rising/ Facebook 6,968 20.88% 00:01:01 2.97% 4.2%
2. /plan-your-trip/recommended-itineraries/mighty5/best-we..  Facebook 6,439 32.12% 00:01:35 1.66% 9.68%
3. /places-to-go/cities-and-towns/vernal/ Facebook 4,965 25.16% 00:00:52 3.79% 3.65%
4. /plan-your-trip/recommended-itineraries/cycling-the-road-t..  Facebook 4727 68.78% 00:00:26 0.83% 2.16%
5. /articles/riding-the-arapeen-trails/ Facebook 4,670 40.24% 00:02:18 0.73% 17.22%
6. /plan-your-trip/recommended-itineraries/hidden-secrets/ Facebook 3,968 15.78% 00:01:34 3.18% 7.66%
7. /places-to-go/cities-and-towns/logan/ Facebook 3,549 34.07% 00:00:52 4.65% 3.97%
8. /plan-your-trip/recommended-itineraries/away-from-it-all/ Facebook 2,958 14.16% 00:01:13 1.76% 531%
9. /plan-your-trip/recommended-itineraries/fishing-the-roadt..  Facebook 2,492 30.66% 00:00:55 1.04% 3.45%
10 /places-to-go/cities-and-towns/heber/ Facebook 2,306 38.38% 00:01:07 3.73% 4.77%
oiv
= BUILDING ON SUCCESS
SUPERHUMAN STAFF — VISUALIZATION TO FACILITATE DECISIONS
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SUPERHUMAN STAFF — VISUALIZATION TO FACILITATE DECISIONS

40% 60% 80% 100%

BUILDING ON SUCCESS 2018

SUPERHUMAN STAFF — VISUALIZATION TO FACILITATE DECISIONS

MORE NEARBY

Red Cliffs Desert Reserve
At Red Cliffs Desert Reserve and National Conservation Area,
you'll find hiking, camping and rock climbing with a backdrop of
faseinating geology and wildlife.

Snow Canyon State Park

Located at the edge of the Mojave Desert, Great Basin and
Colorado Plateau, Snow Canyon State Park explodes with
dramatic geology perfact for any type of outdoer adventure —
and photo opportunities.

¢Blue sky peeks)yy through the cloudsig as | zoom down (Utahygg’ dnterstate 1513 off the (edgesg of the high (countrysg, (Juliet)y looks up from her

¢bookizg to take in the bright red dlandscapelg spreading below. But my (mind:gg is still stormy. | had planned a dripig to the Winta Mountains)gy, to be my

seven-year-old s first When the (f called for freezin: <snow)gs in the

emountains)gy, | tured south. | scanned the (stata)y for a sunny tforaeastizy, as well as a reasonable (drive)gz, a short (railyyg and a rewarding

This specific 14 required a lttle higo. Capitol tional Parkieg vas too cold. The dralls)gz | was eyeing in

(Canyonlands National Park:sg were 100 far for our limited i

e. The southwest bit of the (state)3 was a fast ¢driveag and showed teunygy and 70 degrees,

Start ‘em Early

Afirst overnight adventure in Red Cliffs Desert Reserve  (recreation area)s that encompasses the (canyonsiyg above the (St. Georgeizy metro {areaigy. It ias a (placeig | had passed by dozensisy of (timesigg and

but i Parkiqn's reser permitsyaq were all taken. Then | thought of (Red Cliffs Desert Reserve)yz, a vast (conservationigs and

not thought much about. But it seemed to be the perfect (solution)zg. | found a short, accessible (canyanyg in a quiet (comerssz of the treserve)g. And on
this day, when the early fall (blizzardigg had rendered mostiag of our (drive)zg along (1543 a bleak (gray)ss, (Utah)sg's (Dixiedgg proved 1o be dependably
blue. Yet recent {dad)se fails are pulsing through my theadgy. | pictured the time | had taken tJulietiy on her first double (black diamond powder run)y 1. at
¢Solitude Mountain Resortzss, resulting in a head-first (falhygg and (ots)114.0f (tears);yg. Then there was the ill-fated (boogie boarding session)gy where a
¢freak wavesgy crashed on her chead)gg and drilled her into the (groundygy. This (trip)ga needed to be not long, not cold and definitely not boring. So the
¢stakesi3p are high. We are hiking two-and-a-half miles, and they had better be magic. ((Big Hollows (trail guide)y 2 below he Carticleiyyg) We exit d-15h3
at (Leedsigsy, 1w past the (Silver Reef)16g (ghost town)gy, and rally dovin a (Dixie National Forest)133 (road)gg along the (base)yyg of the

¢Pine Valley Mountains) g to our (destination)gs, a (pulloutiyy7 where the croad curves)116 around the theadigg of the (Big Hollows «drainage)g In the

BUILDING ON SUCCESS 2018
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SUPERHUMAN STAFF -

Services Agencies

Utah Office of Tourism

INDUSTRY SITE

What'’s

UTAH
TOURISM

s

NATIONALY?
TRAVELG
TOURISM

WEEK esme

d

TOURISM WORKS

New

2018 Utah Tourism
Conference

Utah Tourism Industry
Association and the Utah
Office of Tourism are proud to

National Travel and Tourism
Week

Join Utah in celebrating
National Travel and Tourism
Week, May 6-12, 2018. This
annual ...

2018 Legislative Session
The 2018 General Session of
the 63rd Legislature will be
held January 22 - ..

Utah Tourism Day on the Hill
We're pleased to be a part of
UTIA's 12th Annual Tourism
Dayonthe...

Search Utah.gov Q

AboutUs ContactUs UOT Board & Committiees |

Partner Opportunities Travel Trade Scenic Byways Marketing Research Q

FAQs:
$8.40 billion in visitor spending

$1.23 billion in tax revenue

[ ]
{

In addition to monitoring industry and marketing metrics, the Utah Office of Tourism conducts research on
visitors and the Utah communities that welcome them. Explore interactive dashboards to discover lodging
metrics, tourism-related taxes, visits and more on the Utah Tourism Industry Metrics page.

o
= BUILDING ON SUCCESS

DASHBOARDS

Self-service dashboards that

answer specific questions democratize

knowledge and free analysts’ time.

o
= BUILDING ON SUCCESS
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DASHBOARDS - ANSWER QUESTIONS

“Rachel:

In Grand County, what is the total Transient Room Tax and

Restaurant Tax for 2017 vs 2018 year to date?

Which months bring in the most of each tax? Does this correlate
with monthly visits to Arches and Canyonlands National Parks?”

o
= BUILDING ON SUCCESS

10/22/2018

DASHBOARDS -

e MAE ov-& = B MasterUtahVisitation 10-26-2017

Home Insert Pagelayout Formulas Data  Review  View

P7 3 fx  =SUM(2016'187:07) v D NR
12 A 8 o o E F o " [ 7] K L " N o P a

o
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P

Salt Lake City
International Airport

L.Commission
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e0e 2018-08- DISTRIBUTION FILE TO FINANCE.TXT ~
201608SEM ES  0l0@0Beaver County 00000442859
UTAH STATE TAX COMMISSION ur oz 201808SEM ES  03838Logan 00007204688
DIVISION OF REVENUE ACCOUNTING 201808SEM  ES 06080Davis County 00010081730
201808SEM ES  06084Bountiful 00006629521
TRANSIENT ROOM REVENUE 201808SEM ES  0650@8Clearfield 00002111043
AUGUST 2018 201808SEM ES  @6e3eLayton 00005032755
2018085EM  ES 08000Emery County 00000655153
201808SEM ES  99080Garfield County 00000383374
2018085EM ES  10008Grand County 00000823971
AT A 201808SEM ES  12080Juah County 00000657130
TOTAL DISTRIBTOTALDEDUCT _ FINALDISTRIB __ DIVERSIONS EOWED  TOTALPAID € Fwn ooy o Hatuan county et
Trans Room Grand Totals: $8,690,800.18 35540079 $8,634,390.39 536817458 $000  $8,266,22479 3000 201808SEM  ES 14000Millard County 00000839121
Caty Trans Raom Totals: 71327640 MIZEW  ST2/OLN $SATASS $000 360576255 000 2018085EM ES  1700@Rich County 00000206748
Munic Trans Reom Totals: $1.417 6178 $9.214.49 $1,408,399.29 $0.00 $0.00 $1,408,399.26 $0.00 201808SEM ES 181225alt Lake City 00031796661
201808SEM ES  189995alt Lake County/VECC 00060327028
NI/ Locauy TOTALDISTRIB TOTALDEDUCT FINALDISTRIB  DIVERSONS BALANCEGWED  TOTALPAD Bumcsmn‘ 01EHeSeM | [Ea1  LstdesenLaumn-Coumy L el
01050 Boarr Cnety 0% s szt ww no sz07s wm ;gig:ggg: Eg gg:g;ggg;]’g
. o o o oy e s seen . 201808SEM  ES 00017216754
ORORR' BN aau vy S s b gl bl b seasr b 201808SEM  ES  250830rem 00007110869
it gennd e, o o] an s Saazar e 201808SEM ES  25088Pleasant Grove 00002174026
e ey siasam) ny sisam we 0o sia00 0o 2018085EM  ES  25098Provo 00005858023
@112 Tremomon 210978 sz s0ms o 00 sa0e087 nn 2018085EM  ES 251865pringville 60002475141
—_— o s - = PR = 201808SEM  ES  260@@Wasatch. County 00001815577
= o3 b = 2018085EM ES 27 . George 00008895056
i s SR b b R o 201808SEM ES  2900@Weber County 00018106048
w2 s iy o oo wsmn o 201808SHT  TL  06049Syracuse 00001591261
g0z saznor mma s 2o smroan £ 201808SMT  TL  11083Cedar City 00002245687
siorz sm sionsa m wo sronsa 0o 2018085HT TL  @6038Layton 00005224928
e sas o e 20 sson s 201808SMT  TL  25€830rem 00006944182
3 201808SHT  TL  090@5Escalante 00000071716
S st - = b s e 2018085MT  TL  12009Eureka 00000029034
b S A il o s - 201808SMT  TL  12019Levan 80000625280
il Rl s =m =0 s =m 201808SHT  TL  18118Riverton 00002926438
smaseo s smamar um nm szt wm 201808SMT TL  18139South Salt Lake 20002802875
— = S = o B = Soisosenr TU  idgidriinore o0nbea0R735
illnore
Vo = s = = oo = 2018085HT  TL  2103aRichfield 60000618194
4 201808SMT  TL  @B089Ferron 20000049109
swrenan P sretar um o srasar nm 2018083MT TL 2 00000049785
st st sniz 00 008 sz 000 201808SMT  TL € d 00800168054
si5.00785 sors susean saso 5300 stsar 00 201808SMT  TL 06004Bountiful 00003356640
201808SMT  TL  18011Moab 00000491617
;;:.: ‘s‘: mf: :; :: mw: :: 201808SMT TL  20021Mayfield 00000018780
e i 201808SMT  TL  23023Grantsville 00000672355
201808SMT TL  25099Highland 00000922557
e i e 201898SHT  TL  02004Bear River 00000032366
201808SHT  TL  02069Hantua 00000056505

DASHBOARDS — GOOGLE UNTIL IT'S DONE

g g

_ Nop
“zsramazon

I webservices

@ python

=
0

python how to delete pandas column
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=== Utah Tourism
- £ 2016 Overview - CLICK HERE & SCROLL FOR MORE (Page 1 of 10) >

HTAH Utah Tourism 2016 Overview

R % of o Utah Destinations.

FAQs: s I
—

Prova/Orem

$8.40 billion in visitor spending

$1.23 billion in tax revenue
(8665 million state + $561 million local)

$1,212 in tax relief per household

144,200 Utah jobs generated

International Spending ‘!
in Utah (USD)

93082.021 N 173:306,502.261

T
- -
P
12

o
o BUILDING ON SUCCESS

DASHBOARDS - AFTER

Icl'i"i\H Utah National Parks & Places

LeEvaTED

NPS Parks & Places

Visits NPS Parks & Places 257684 o
16,732,340 13
: ! 1,150,165 80% 1
™ 509,199 1%
= A%
o 255%1
A e AR A I 40 ou

M)
Gl Canyon NRA Grand total

Zioa NP

Gapiol Reef NP

s N

Canyon

Dinosaur N

Refers to Cedar Breaks,
Hovenweep, Glen Canyon and
Natural Bridge riised

Rainbow Bridge N

Natursl Bridges KM

o
%= BUILDING ON SUCCESS

16732340
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BEYOND DASHBOARDS- EXPANDING INTERNAL QUESTIONS

Research

Measure correlations proactively vs reactively
Relationship between daylight in U.K. and British travel to Utah?

Survey and interview research with actual visitors

Empowering Relationships

Data Digest webinars and presentations to evangelize unique insights
Make our Partners Superhuman

o
= BUILDING ON SUCCESS

SUPERHUMAN STAFF — TAKEAWAYS

Where could KPls show a misalignment with business strategy?
Where are business goals not being met?
What decisions are made regularly?

What outliers help to tell a story about what you aren't
considering in your strategy?

o
= BUILDING ON SUCCESS
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MAXIMS FOR YOUR DATA38TF/!ATEGY
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MOUS5 This needs a different placeholder photo
Microsoft Office User, 9/20/2018
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MAXIMS FOR'YO

e
(mostly) useless.

- :
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~. . Cultivate a

MAXIMS FOR YOUR DATA STRATEGY

-

pdreward curig_s_,jﬁ“;‘ ’
equip them with t66ls_ - -

= BUILDING ON SUCCESS
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Thank You

jkinghorn@utah.gov
rachelstone@utah.gov

o
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MOU3 This needs a graphic to match the headline.
Microsoft Office User, 9/20/2018



