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Travel Texas Research

e Domestic Visitor and Profile
(includes 2017 Region and MSA
Visitor Profile reports)

* International Visitor and Profile

e Hotel Performance

* Economic Impact

* Advertising Effectiveness




2017 Region and MSA Visitor
Profile Reports

* Data from D.K. Shifflet
 Domestic travel only

* Visitor volume and visitor profile
information provided for all 27
Metropolitan Statistical Areas or
Metropolitan Divisions in Texas

e NEWIN 2017: Visitor profile
data ran in person-stays weight




Visitor Volume



Methodology

50,000 U.S. Households
contacted per month

Both traveling and non-traveling
households surveyed

Overlapping monthly collection
of previous 3-mos travel




https://www.dkshifflet.com/destination-visitor-counts-which-metrics-work-best-you




TRIP — Unique visits to a
destination (e.g. Texas)

STAY — All destination visits on a
trip (e.g. two city visits on a
Texas trip equals two stays)

Source: Travel Texas adapted from D.K. Shifflet & Associates



PERSON — Adds travel party size

PERSON PERSON
TRIPS STAYS

Source: Travel Texas adapted from D.K. Shifflet & Associates

DAYS — Adds length of stay




Non-Resident Visitor Volume to Texas (2017p)

68.5M 81.6 M 208.6 M

PERSON PERSON PERSON

TRIPS STAYS* DAYS**
(DOMESTIC ONLY)

Notes: *Person-Stays Day Trips (17%), **Person-Days Day Trips (5%)
Source: Travel Texas; D.K. Shifflet & Associates, Travel Market Insights, SMARInsights



Resident Visitor Volume within Texas (2017p)

148.3 M 211.4 M
PERSON PERSON

TRIPS STAYS*

Notes: *Person-Stays Day Trips (53%), **Person-Days Day Trips (23%)
Source: Travel Texas; D.K. Shifflet & Associates






Profile



Visitor Segmentation

Trip characteristics: origin
market, purpose, activities,
overnight, day-trip, timing, paid
or unpaid accommodations, etc.

Demographic characteristics:
Age, gender, income, life-stage,
etc.










Getaway Weekend Seminar/Training
mmm General Vacation Other Group Meeting

Vacation/Getaway (Day Trip) Convention

Source: Travel Texas adapted from D.K. Shifflet & Associates













Texas Visitor Profile

TEXAS TEXAS
Activities Summary (Stays)
Attractions (Net) 18.0% Nature (Net) 14.1%
Nightlife (bar, nightclub, etc.) 8.3% Parks (national/state, etc) 7.3%
Amateur Sports (attend/participate) 3.5% Beach/Waterfront  6.2%
Zoo/Aquarium 3.2% Wildlife Viewing (birds, whales etc.) 2.1%
Culture (Net) 24.5% Outdoor Sports (Net) 8.4%
Historic Sites  6.8% Hiking 2.6%
Touring/Sightseeing 6.3% Fishing 2.6%
Movies 5.3% Golfing  1.5%
Family/Life Events (Net) 39.1% General (Net) 35.9%
Visit Friends/Relatives (general visit) 27.4% Shopping 19.7%
Personal Special Event (Anniversary, Birthday) 7.1% Business 6.4%
Holiday Celebration (Thanksgiving, July 4th etc.) 4.8% Medical/Health/Doctor Visit  5.8%
Libation and Culinary (Net) 22.1% Trip Party Composition (Trip-Days)
Culinary/Dining Experience 21.3% Avg. Party Size (Adults and Children) 1.79 persons
Winery/Distillery/Brewery Tours  1.5% One Male Only 27.7%

One Female Only 21.3%
One Male and One Female 27.2%

Two Males or Two Females  7.4%
Three or More Adults  4.5%
Children Present 11.9%

Texas Destinations 2017 prepared for The Office of the Govemor, Economic Development & Tourism Division.
Copyright © 2018 DK Shiffiet. Al rights reserved
























More information,

For travel industry information including the Travel Texas marketing plan, co-op
opportunities and travel research: www.travel.texas.gov

For consumer travel information:
WWW.traveltexas.com




Thank you,

Nate Gieryn

Tourism Research Manager
nate.gieryn@gov.texas.gov
512-936-0218




