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Our Clients From Across the Globe

Serving 1000+ destinations, organizations and associations
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pes of Data

VISIT MAMESA Hotegl Tax Receipts TRAVEL @) TEXAS
econ summary

Diversity & Inclusion

Threshold

Virtual Tours July 2023 Daily Unit Capacity oy

Video Time $1.28 $1.48
147h 44m Total Room Recelpts
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112,197 376,163 o ReveAR o N
o E o ~ e

Data are compiled from four major categories: renlurar -l BN AVNG
oSnEmRee TLOT] Fasgyiens - v\_/\/‘/\ S e gewe Dwmw .

. Region Performance Overview
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1. Internal DMO KPIs and market tracking i S EET X R —

2. Current vendor data for DMO ’ =i
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P’y Domestic Visitor Summary
From February 01, 2023 toFabruary 23, 2023
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3. Proprietary Oxford & Tourism Economics
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QCEW Industry Data

Unemployment Statistics
Latest: 2023 01

Alabama Employment % Change vs. 2019 Latest: Juy 2023
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VISITOR CARD SPENDING é [ﬂ@ E@

* Visitor card swipes occurring in your destination

$21.4M 125.0K 390.1K

« Billing zip different than destination zips Card Spend Cardholders Transactions

-4.5% vs. Previous Year +5.3% vs. Previous Year -2.0% vs. Previous Year

* This can be broken up by age, income, origin &

spending categories

Top Origin DMAs Spend per Cardholder by Age** Spend per Cardholder by Income**
atianta [N 5.0% 20-20 [N 5147 <50k I $138
- I
savannaH [N 4.6% 30-30 [N $153 50-100k $146
100-150k |GGG $162
. ORLANDO-DAYTONA
Cons: > 3.5% 40-40 I 5161
BEACH-MELBOURNE IR 150-200k I 5161
> | | d . . MIAMI-FT. LAUDERDALE [ 3.1% so-64 [ 167 200-250k I $170
ncomp ete spending plCtU re wAsHINGTON, bc-HAGARSTOWN [ 3.0% o5+ NN $153 2s0k+ [N $188

» Underreports Lodging / Transportation

Spending Categories

% share of total in-market credit card spend

Pros:

Retail

31.9%

v' Massive coverage / volume

16.3%

Transportation

v’ Deterministic retargeting Other Categorles

7.8%

Lodging* 5.6%

v Align content with origin, age, income & season

*Lodging spend represents in-market spend only



Which businesses did visitors swipe their credit cards at?

Merchant Detail

Period: March 2023

Category Groups

Sk A Dt D

rr g3l

F r 2

L

. . < - 4
X
’ ’
’
J
/
. > O = - -
s n - L I .
;.// " Mo ‘II
s 5

SYMPHONY 1



MOBILE LOCATION DATA

* Visitor phone behavior while traveling

e CEL & CDL determines where the devices lives

-

* Can approximate age, income & ethnicity

Cons:

» International requires thought

> Fluctuates from time to time

: uuu"ll T L

» Can get you in trouble as a standalone dataset

Pros:

'“lllll |
" i e

v' Directional understanding of visitor behavior
v' Website Attribution
v’ Cross Visitation Reports / Event Analysis



Example

How is our website performing in the winter months? Where are people coming from?
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873,254 62,818 7.2%
st [ . . Vishor Device Count ». ]

Monthly Breakdown

Website Visit to Arrival Window

ctmeer webnte . “r
$1.4%
84,19
5 20 2% 0.
9 A% 29.2%




Example

Website Attribution

What content on our website is most popular among actual visitors?

1,408,569

Faposed Device Court

%
34,960
Viutor Device Count

el

2.5%

Exposed to Visx Ratio

Top Converting Campaigns
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Top Converting Pages
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Breakdown by Origin Metro (USA only)
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Exposed Device * | Device
Promnis, A2 asn sea
Newvor, W L seeas 1 297
Colorado Sorngs-Pustis, CO 35,404 i /620
Ovcage, 27,064 | 26
Datas-Fr. weeth, X 26,042 | 479
XowmmCRy, WO sear 1w
St Lake Oy, VY I8 | 1,043
Minceapcla-St. Padl, MN 2465 | 419
Las Argeles, CA 11,445 i M2
Wichita Hhatchingon, KS P 18,395 i s
Acarta, GA 17,903 ! 219
Omata, N2 17,009 || 412
At ue- Saes Fe, NM 15,90 | ¥
Prisceione, P4 1eoar e
Howsnon, TX 14,865 I
Tormpa-St. Petersburg (Sersscts), ML 14491 211
Washrgnon, DC (Magerstonn, MO) 12,784 | 186
Sesttie-Tecoma, WA 12,490 | 216
Lncedn & Hastings-<earmey, NE 11,847 ] 3
Oriando-Duytors Boach. Mebourne. ML 11,098 ] 16
2. Lowis, MO 10,623 | 86
Detrok MI 0498 | 138
S Francics-Cobland-San Jne, CA 10,106 | 187
Boston, MA (Maschester, W) 10,026 | 144
Des Mownas-Aves, JA G409 188
Ceweland Akron (Canton), O 9,791 | "
Irdarapobs, IN R i 115
Okdshoma Oty, OK 8971 1 15
Crantte, NC 8905 i "
Noshville. ™ 8,738 || 118
Portiang, OR AL i 161
| Birgn, MT 7470 | 1,402
Ralegh-Durtam (Fayetievite), NC 2% s




=N

... TOURISM
’!i" ECONOI\/IICS

OOOOOOOOOOOOOOOOOOOOOOOOOOO

AS COUNTY
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Hotel Trends for the county are evolving
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Supply continues to increase as does demand, even though January demand was down from

last year, it is still ahead of previous years.



ST.PETE
CLEARWATER

Domestic Overnight Visitation

Last 12 months January 2024

®,

2.9 days 49.8%
Avg Length of Stay Repeat
Top Visitor Origin States Top Visitor Origin DMAs
% share of total

% share of total

Orlando-Daytona Beach-Melbourne, FL [N 13.5%

Florida [N 36.9%
Georgia [l 7.0% Tampa-St. Petersburg (Sarasota), FL [N 7-2%
ohio [ 4.7% Miami-Fort Lauderdale, FL [l 5.0%
Hinois [l 4.1% Atlanta, GA [l 4.5%
Indiana [l 3.4% Ft. Myers-Naples, FL [l 3.4%
. New York, NY 3.1%
North Carolina [l 3.2% _ . °
Chicago, IL [l 2.9%
Michigan [ 3.2% _
Jacksonville, FL [l 2.9%
Texas ] 3.1% West Palm Beach-Ft Pierce, FL [l 2.0%

Indianapolis, IN [Jj 1.8%

New York [} 3.1%
Detroit, MI ] 1.6%

Tennessee ] 2.9%
&) TOURISM ECONOMICS



ST.PETE

Domestic Visitation CLEARWATER

January 2024
Distance Share Trend Distance 50 - 249 miles M 250 - 499 miles M 500+ miles
30% 36% 38% 35% 38% 36% 35%

41% o 42% ’
o 42% o 47% 47% 45% 49% =

53%

49%

o 50% 49% 53% 54%
42%

Sep 22 OCt 22 NOV 22 Dec 22 an 23 Feb 23 Mar 23 Apr-23 May 23 Jun-23 Jul- 23 Aug-23 Sep- 23 Oct 23 NOV 23 Dec 23 an -24 Feb- 24
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ST.PETE

CLEARWATER
DMA Name Share of Share of Spend per
Cardholders Transactions Transaction
Orlando-Daytona o ,
January 2024 Beach-Melbourne, FL 11.3% 8.4% $44
New York, NY 3.6% 4.1% $63
Ft. Myers-Naples, FL 4.9% 4.4% $54
Miami-Ft. Lauderdale, FL 5.0% 4.7% $48

Vl S Ito r Boston-Manchester, MA-NH 2.2% 3.0% $64
S p en d | N g Chicago, IL 2.1% 2.8% $66

West Palm Beach-Ft. Pierce,

EL 3.2% 3.1% 547
Philadelphia, PA 2.0% 2.1% $62
Detroit, MI 1.5% 2.1% $61
Cleveland-Akron-Canton, OH 1.1% 1.7% $61

Over 70% of visitor spend came from outside of Florida markets
with New York, Boston and Chicago showing the highest spend per
transaction




ST.PETE

International Trends CLEARWATER

Forecast 2023

2023 Visitation to Tampa-St. Pete., FL

Compared to Previous Year

B overseas B North America 57(Multiple values) v

Overnight Visits

1.1M
A 48.8% YOY

Forecast
2000 2005 2010 2015 2020 2025 2030
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ST.PETE

International Trends CLEARWATER

YTD December 2023

vs LY vs 2019

Canada I S c.0K A42.7% YOY ¥5.7% YO
United Kingdom B 155.1K A81.9% YOY viie O

. Rest of Caribbean Bl 62.0K A 12.6% YOY vi3.0 O
= Germany Bl 54.1K A9.1% YOY v14.4% YO
; Brazil BN 22.4K A229.2% YO vi.s O
g Netherlands B21.7K A88.1% YOY v22.4 0
g Italy N 18.1K A122.3% YOY ¥7.6% YO
France B 16.2K A 88.8% YOY vi2.e 0
Switzerland | 14.4K A17.0% YOY A22.9% YOY
Rest of South America || 14.1K v13.6% YOY vo.3 D
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SYMPHONY

e Wh \Y4

milw
éé

It wasn’t until our partnership with Tourism Economics’' SYMPHONY,
that the data and the insights came to life.

Chuck Davison, President & CEQ, Visit SLO CAL

& ~ &~ ~

Uniquely composed Best-in-class reporting Actionable insights Unparalleled efficiency
intelligence hub and custom integration stakeholders understand for dynamic teams



