


Governor’s Trade Mission to Mexico

Dave Williams Rachel Bremer
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Mexico R
October 21-29 &

Mexico City 21st-24th & Monterrey 24th-27th

Goals

Governor Spencer Cox, First Lady Abby
Cox, Chief of Staff John Pierpont, Consul
Eduardo Baca, Senator Luz Escamilla,
Senator Mike Mckell, Representative
Corey Maloy, Ryan Starks and other GOEO
team members, EDCUtah, World Trade
Center, and manufacturing and tech CEOs
and executives

Develop a strategy to facilitate diplomatic
trade relationships with the Mexican
federal government, state governments,
and nongovernmental organizations

Amplify education, language and
cross-cultural opportunities

Promote bilateral tourism, and airline
opportunities
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Mexico Data

Utah received 32,000 visitors from Mexico
in 2022. Up 24.5% from 2021 and down -8%
from 2019.

These visitors spent $11 million in 2022,
this changed 11% from 2021 and -31% from
2019.

Current direct flights on Delta: Cancun, Los
Cabos, Puerto Vallarta, and Mexico City.

Newly added daily flights from Mexico City
and Monterrey on Aeromexico start June
1st and March 14th.
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TOP MARKETS BY SPEND

Visa Destination Insights, 2023 January-July ONLY

Las Vegas

Los Angeles
Phoenix
Seattle-Tacoma
New York
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Detroit
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San Francisco

Source: Visa Destination Insights; republication strictly prohibited
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Forecasted Growth Forecasted Growth

Visitor Spending from Mexico Visits from Mexico
2019 to 2027 2019 to 2027



Travel Trade

e Working with Alchemia, we scheduled 18
travel trade meetings

e Meeting with airlines, tour operators and
travel trade partners in each city

e Supported tech delegates introducing them
to travel trade companies

e Arranging an airline meeting with Delta
and Aeromexico with the Governor, and
other attendees

e A follow up meeting is scheduled with
Aeromexico and the CEO of Monterrey
Airport to celebrate the launch of the flight
March 14th

e Additional follow up continues
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Diplomacy and other
meetings
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e Arranged the meeting with the Minister of
Tourism for Mexico and the Governor,
GOEO, UOT, and other Mexican Diplomats.

e Investment Reception Invites/Attendees:

eRicardo Duenas Espiro, CEO of the
Monterrey Airport

eJose Angel Zapata (Pepe Zapata) Vice
President of National Sales, Aeromexico

eBraulio Arsuaga and Diana Olivares,
President, Travel trade and Aeronautics
Chamber of Commerce

eJuan Carlos Ruiz, U.S. Commercial
Service



PR

e Working with Sylvia Rivera (PR Firm) we
executed a media brunch in Mexico City
with over 40 top media in attendance

e The Governor, Ryan Starks, Dave Williams
and Rachel Bremer presented

e Interviews followed

e Working with Alchemia we arranged
interviews for the Governor with El
Economista, El EFE and Milenio




0 Realera Moda Lifestyle

Early Results/Earned Medi

El Gobernador Spencer J. Cox nos invita a

conocer Utah y sus actividades turisticas

n la Ciudad de México

ZNo tienes planes pa ste invierno? Date una vuelta al
estado de Utah y conoce las mil y un actvidades que tiene
c a el ernador de Utah, Spencer J. Cox, la Oficina de Turismo de Utah par3 of
on los me o 6n ol ma o octub
m o < S asy destacados se encue ela
Q BUSCAR H H f a SLC en Utah y los nuev
414 a\J - Meéxico a Salt Lal

EMPRESAS

iablaron sobre el iderazgo de Utah enla preserva

esaui en Utah y as nuevas dreas de esaui,la proxima celebracion de los 100 afios de cine
(fimacién) en Utah y su compromiso con una visita responsable y sostenlble.

Lecturo 3:00 min

n del cielo oscuro, el

“Elintercambio comercial entre Utah y México
puede duplicarse facilmente”

3rd party ad content

La Oficina de Turismo de Utah compartio su m
explorar 4reas regionales e ir preparado. Esto, junto con «!
para que Ia Oficina de Turismo de Utah in:

durante todo el afto.

3 Investment Strateg
Learn how to pick an ETF with Schwab.

Gt yrucLomorroo
Q Por Luis Miguel Gonzalez

Miércoles 25 de Octubre de 2023 - 23:29

Hay interés de empresas de Utah por invertir en México. Tres sectores

tienen enorme potencial: tecnologia, manufactura avanzada y Turismo,

10 hoteles de lujo en Utah para un invierno entre las n

Esaui, spas en me

la nieve y més, formar pa

de la oferta de estos aloja

Travel

& LIFE St. Regis at Deer Valley

utah




3¢ PriceTravel

Next Steps

Mexico Media/Trade FAM (2 journalists and
2 travel trade participants)

Price Travel/Televisa Brand USA digital
campaign targeting consumers during key
travel periods. (Emails, Social, blog, push
notification, 3rd party sites, landing page,
destination guide)

Brand USA Mission in January with
VisitSaltLake and Park City

Evaluate additional opportunities to
expand our efforts in the market



Campaign Updates

Ben Cook Jonathan Smithgall
Director of Marketing VP Digital Marketing & Media
& Communications Love Communications

Utah Office of Tourism
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23/24: Ski Campaign Update

Timing: 10/15 - 3/15

Channels: Connected TV, Native, Endemic,
YouTube, Programmatic (Display + Pre-Roll)

Audiences: Skiers/Boarders, Families, Epic &
lkon Pass Holders, Repeat Visitors, and EDIA o
GREATEST

SNOW

ON EARTH-




Ski Campaign Performance Summary

October 15th, 2023 - November 15, 2023

48,191 38% Decrease $3.2M $175.81
Ad-Exposed Compared to 22/23 $$$ in Hotel Average Daily
Pageviews Campaign Revenue Generated Rate

26% Stronger than last year




Efficiency Metrics Summary

October 15th, 2023 - November 15th, 2023

0.52%

Post Impression
Rate

0.35% in 2022/23

0.68%
Booking Efficiency




Market Performance by Bookings Share

October 15th, 2023 - November th, 2023

Top Origin Markets v 2

| 1 Lnorth.
Top Hotel Origin Markets (2) q 9 i : © 'l DAKOTA

denver(co) em—————— 7.9%

new york(ny) e——— 5 39

' NEVADA

san francisco bay area(ca) e 5%

washington(dc) e 3.0%

philadelphia(pa) ess—— 37%

seattle-tacoma(wa) e 3.7%

phoenix(az) e— 3.6 %

los angeles(ca)

3.6%

chicagol(il)

2.9%




23/24: Southern Utah - Winter
Campaign Update
Timing: 9/15 - 1/31

Channels: Connected TV, Native, Endemic,
Programmatic (Display + Pre-Roll)

Audiences: Drive Markets, Wasatch Front
Residents




Campaign Performance Summary

September 15th, 2023 - November 15th, 2023

188,064 15% Decrease $9.6M $155.56

Ad-Exposed Compared to 22/23 $$% in Hotel Average Daily
Pageviews Campaign Revenue Generated Rate

Up roughly $2.3M compared to last Down roughly $1 compared to last
year year




Efficiency Metrics Summary

September 15th, 2023 - November 15th, 2023

0.91% 0.67%

Post Impression Booking Efficiency
Rate

1.29.% in 2022/23




Conversions Over Time All Partners

September 15th, 2023 - November 16th, 2023 vs September 15, 2022 - November 16th, 2022

Sep 15, 2023 - Nov 15,2023: @ Total Conversions
Sep 15, 2022 - Nov 15,2022: @® Total Conversions

6,000
4,000
2,000
October 2023 November 2023
Total Conversions Total Revenue Click-through Conversions Click-through Revenue View-through Conversions View-through Revenue
-14.32% 0.00% 36.41% 0.00% -19.56% 0.00%
187,852.00 vs 219,252.00 0.00 vs 0.00 28,004.00 vs 20,530.00 0.00 vs 0.00 159,848.00 vs 198,722.00 0.00 vs 0.00

Drop off largely due to Utah.com, down more than 18k ad exposed pageviews.



Conversions Over Time VisitUtah.com
September 15th, 2023 - November 15th, 2023 vs September 15, 2022 - November 15th, 2022

Sep 15, 2023 - Nov 15, 2023: @ Total Conversions
Sep 15, 2022 - Nov 15,2022: ® Total Conversions

3,000
2,000
1,000
October 2023 November 2023
Total Conversions Total Revenue Click-through Conversions Click-through Revenue View-through Conversions View-through Revenue
11.77% O.OO%W 41.23% 0.00% -0.94% 0.00%

72,044.00 vs 64,459.00 0.00 vs 0.00 27,437.00vs 19,427.00 0.00 vs 0.00 44,607.00 vs 45,032.00 0.00 vs 0.00
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Denise Jordan
Utah Office of Tourism




ADVERTISING EFFECTIVENESS

What [ Why

Awareness, Communication, Targeting,
Interest Generation

e Trip impacts, ROI

e Legislative Code 63N-7-201

e Red Emerald Strategy

SMARI

Strategic Marketing & Research Insights
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ADVERTISING
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Southern Utah (SU)

e Stay longer, experience more
e Continue building awareness of The Mighty 5® product

Southern Utah, Forever Mighty® (SU FM)

e Plan and prepare
e Travel thoughtfully

Northern Utah (NU)
e Highlight
o Northern Utah destinations
o Urban accessibility + outdoors

VISITUTAH.COM




More than

ADVERTISING EXAMPLES
Southern Uta

P o

CAPITOL REEF
{&‘IATIONAL PARK

Bryce Canyon National Park tums 100 this.
summert Come celebrate with us in the shadow
ot it othenwordly hoodoos.

i visitutah. com

Experience Bryce eermEn
Canyon
©O@ 75k 49 comments 928 shares

Dt O Comment 2 Share

Making small adjustments to your Utah trip

to shop local can make a big difference,




KEY INSIGHTS

Communications ratings
o Many Excellent

: beautiful scenery, dramatic landscapes, many NPs, place to connect with
nature, opportunities to explore, outdoor adventure for all levels, immersive
interactions

: beautiful scenery, dramatic landscapes, etc. But also: excellent ratings
“showing a place that cares about its natural landscapes,” a place “that people
can visit responsibly/sustainably”

: beautiful scenery, dramatic landscapes, connection with nature. Also more
effective at showcasing “place with diverse cultural and historic opportunities”

(top 25%)



KEY INSIGHTS

Impact ratings

SU: increases from prior year - want to visit the state,
want to learn more about things to see and do

SU FM: generating interest in taking care of Utah’s
natural resources, wanting to be properly prepared
when visiting

NU: increases from prior year - caring for Utah’s
natural resources, wanting to be properly prepared,
wanting to learn more about things to see and do




KEY INSIGHTS

Ad awareness: e Total ad-influenced spending
Campaign efficiency o
> ad-aware e Return on Investment (ROI)
Household awareness o UOT's on record
O
o invested

Influenced trips

o e Target audiences

Average trip spending © of overall

O



ADVERTISING INFLUENCE (addit’l)

Avg. Number of Avg. Trip Spending Rated Trip "Excellent"
Activities 64%
$2,032
7.0 $1,641 42%
: I I
Unaware Ad-Aware Unaware Ad-Aware Unaware Ad-Aware
Avg. Nights on Trip Shared Trip on Social Media
76%
4.44
4.11 51%

Unaware Ad-Aware Unaware Ad-Aware



OTHER: BRAND CHECK IN

33% select Utah as state promoting Mighty 5°



OTHER: VISITOR EXPERIENCE

How welcome did you feel in Utah? Were the attractions that you visited in Utah...

2021 2022 2023 2021 2022 2023

B More crowded than expected

B Unwelcome/ B Welcome M Very welcome M As crowded as expected

Very unwelcome M Less crowded than expected
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