
- Expand $7.98 billion tourism economy & $1.09 billion in state/local tax revenues 
- Spread visitation beyond Mighty 5® throughout Utah  

Millennials                                               Young Professionals                              Multi-Generational Families 

“THE GREAT AMERICAN ROAD TRIP YOU HAVE 
  DREAMED ABOUT IS IN UTAH”

PLAN YOUR TRIP AT VISITUTAH.COM

- Ad production, photos and digital content: $230,000 
- Spot markets: Denver, Las Vegas and Los Angeles: $1 million
- Digital ads: $932,000
- Social media: $220,000
- National Cable (Mighty 5®) on 12 networks: $2.7 million 
- Total Campaign Expenditure: $5,082,000

Strategic Marketing and Research Insights (SMARI) 2016 Road to Mighty report due in December will measure 
how many traveled here after seeing ad.

2016 SMARI Wave 1 report shows the overall campaign generates higher awareness than current 
Wyoming, Arizona and Colorado advertising. The 2016 TV ads are stronger than direct competitors’ ads at 
communicating key messages and at generating interest in visiting the state.  

UTAH OFFICE OF TOURISM, FILM & GLOBAL BRANDING
SNAPSHOT OF THE NEW ROAD TO MIGHTY CAMPAIGN • UPDATE ON HOW WE MEASURE OVERALL SUCCESS
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KEY MEASURE:
PEOPLE WHO TRAVEL HERE 

AFTER SEEING AD

SMARI EXAMPLE REPORT: LAST YEAR’S MIGHTY 5®

TAX ROI COMPARED TO 8 OTHER STATES
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1.7 MILLION
TRIPS TO UTAH

$1.96 BILLION
IN SPENDING

$91.96 MILLION
STATE TAX REVENUES

$63.59 MILLION
LOCAL TAX REVENUES

UT



Road to Mighty ad generated 
“highest emotional engagement” 
of 30 campaigns tested through 
monitoring eye movement and 
brain wave activity.

Cost-per-minute of engagement purchasing plan recalibrates digital ad buys weekly for highest value 
investments.

ADARA $44,444 pilot program tracks those who see Utah digital ads to quantify 
how	many	book	fl	ights	and	hotels.
 - Some 8,620 HOTEL NIGHTS were booked since February 15
 - Of those who saw digital ads, 4,896 VISITED OUR WEBSITE while planning 
  their travel
 - Those who visited our website while planning travel spent more on hotel 
  rooms, with AVERAGE RATE OF $154.90 vs $136.90 for ad-exposed only 
 - It documented $1.3 MILLION IN HOTEL EXPENDITURES by those exposed 
  to ads on Adara’s platform

ARRIVALIST/TRIPADVISOR pilot program tracks phones/tablets/laptops arriving in 
Utah that have been exposed to ads and travel content on TripAdvisor.com.
 - Of 2,727 arrivals tracked to date, 1,719 VISITED OUR WEBSITE
  while planning 

IN 2017-18 UOT WILL MEASURE HOW MANY CONSUMERS BOOK UTAH TRAVEL AFTER SEEING DIGITAL 
ADS USING ADARA/ARRIVALIST TRACKING ACROSS ALL DIGITAL MEDIA.

Social media audience growth since Road 
to Mighty February launch:

Social advertising on Facebook and 
Instagram targets subsets of travelers, 
offering	different	ads	for	fl	y/drive	markets	
and millennials/families.

For this campaign, we have spent $66,000 
to REACH 6.2 MILLION, with an ad 
frequency of 2.11. This translates to $0.01 
per-person to reach our core audiences.

UTAH VALLEY UNIVERSITY
MARKETING LAB

DIGITAL

SOCIAL MEDIA

+26.4% (28,014 FOLLOWERS)

+84.4% (34,587 FOLLOWERS)



Out-of-state unique visitors INCREASED 25% from 363,949 to 453,867 from 2015-2016GENERAL SUCCESS 
MEASURES:

VISITUTAH.COM
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The Tourism Marketing Performance Fund (TMPF) allows set-aside of up to $3 million 
per year if revenues in 20 weighted tourism related NAICS codes exceed 3% or CPI, whichever is higher.

TMPF is capped at $30 million in 2020. The 2017 budget allocates $21 million to the TMPF ($18 million 
ongoing, $3 million one time).

Rourism Initiative (rural tourism) helps communities expand their tourism economies.  Participants to date:

	 - Box Elder
	 - Daggett
	 - Emery
	 - Kane
	 - Heber Valley
	 - Cache
	 - Springdale
	 - Beaver
	 - Iron
	 - Garfield
	 - Weber

Waypoint Grant legislation sponsored by Representative Patrice Arent and Senator Ralph Okerlund will help 
build recreation/ tourism economies and quality of life.

National Park Centennial celebrations drive more visitation to national parks. VISITATION AT UTAH 
NATIONAL PARKS IS GROWING AT A FASTER RATE THAN OTHER STATES: 15.5% compared to western 
state average of 13.1%.

VISITATION AT UTAH’S STATE PARKS IS GROWING EVEN FASTER AT 19.8% LAST YEAR.

Utah’s 43 state parks and their expanded offerings are a huge tourism asset. Goblin Valley State Park has 
had back-to-back weekends of record visitation.  

TNS Global, a national travel research firm, reports that TRAVELERS SPENT $7.98 BILLION IN UTAH IN 
2014, including $6.8 billion by non-resident domestic travelers and $1.1 billion by Utah residents. 

International visitors are not included in the TNS analysis. The Utah Office of Tourism is researching how to 
better quantify our rapidly expanding international visitation.   

Analysis by the Kem C. Gardner Public Policy Institute shows that $7.98 billion in traveler spending in 2014 
GENERATED $620.3 MILLION IN STATE TAX REVENUES AND $473.3 MILLION IN LOCAL TAX REVENUES.

The industry is on track to meet or exceed this challenge.

STATE INVESTMENTS 
IN TOURISM MARKETING

ROURISM

IMPORTANT 
CONSIDERATIONS

UTAH VISITATION

THE BOTTOM LINE
INCREASING STATE & 

LOCAL TAX REVENUES

Governor herbert has challenged the Utah Office of Tourism to  INCREASE TAX REVENUES 
GENERATED BY TOURISM TO

$1.2 BILLION BY 2020 


