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About Visit Salt Lake

Tourism is the Front Door to Economic Development.

Visit Salt Lake (VSL) is a private, nonprofit Destination Sales & Experience
Organization (DSXO) focused on recruitmetgining, and activating conventions,
meetings, sporting events, and leisure travel. Together, these efforts fuel the
NEIA2YyQa OAaAG2NI SO2y2Yed

In partnership with Salt Lake County, hoteliers, members, and psétitor
stakeholders, VSL helps gener&&15 billionin annual visitor spending, $575
million in direct tax revenue, and an estimated $1,700 in household tax savings
while supporting more than 56,000 jobs.

As Visit Salt Lakeasevolvedfrom a traditional destination marketing organization
into a Destination Sales & Experience Organization, sales and experiences it at
the center of everything we do. Much like a 401(k), the conventions and events
secured today are longerm investments that generate reliable economic returns
for local businesses, workers, and the broader commuwi8L creates experiences
that drive visitation, strengthen the local economy, and support a vibrant future
for the region.

OUR MISSION

To improve the area economy
by attracting and providing
support to conventions,
leisure travelers, sports
events, and visitors to Salt
Lake County. Marketing
efforts feature the positive
differences between Salt Lake
and competing destinations.
Convention and visitor
services are provided to
encourage longer stays and
future returns.

OUR VISION

We will champion Salt Lake

| 2dzy G & Qa 22 dzNy
the most desirable place to

live, work, and play by
harnessing the power of
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Kaitlin Eskelson

President & CEO
Visit Salt Lake

This past year, Visit Salt Lake continued to deliver meaningful results for our community, building strong momentum
across conventions, sporting events, leisure travel, and destination experiences. Our teams worked alongside key
stakeholders to recruit new business, strengthen ldexgn relationships, and activate experiences that brought energy
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At the same time, Visit Salt Lake has embraced its evolution into a Destination Sales & Experience Organization. This sh
reflects how visitor expectations and global competition continue to change. Success is no longer defined solely by s
promotion. It is shaped by how we recruit highlue opportunities, deliver exceptional experiences, and create moments l Ll
that inspire visitors to return again and again. Through proprietary events, strategic partnerships, and a growing focus on
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Visit Salt Lake

General Manager

Looking ahead, the future of the Salt Palace Convention Center and the broader Sports, Entertainment, Culture & Hyait Regency Salt Lake City

Convention District represents a ongea-generation opportunity for Salt Lake. As destinations across the country invest
in their convention infrastructure, thoughtful modernization and strong operational leadership will help ensure Salt Lake
NEYFAya O2YLISGAGAGS 2y | yFiA2ylf FyR 3Jt20tf adr3asSo

This progress is made possible through strong collaboration between Visit Salt Lake, Salt Lake County, ASM Global, our
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2 SQNE NEBIRe& F2NJgKI GQa YSEl:ICD Josh Ambrose
General Manager

Salt Palace Convention Center



The Power of the Visitor Economy
A Letter from Salt Lake County Mayor Jenny Wilson

Salt Lake County is a place where innovation, recreation, connectivity, and quality of life truly come together. The
visitor economy plays an important role in that success, supporting local businesses, creating jobs, and enhancin
the experiences that make our region a great place to live and visit.

As a worleclass mountain community with global access, tourism generates more than $6.15 billion in annual
visitor spending in Salt Lake County, supporting more than 56,000 jobs and producing $575 million in direct tax
NEOSyYydzSd 2 KSYy 02y @Sy iAz2ya GKNAGST 2dzNJ O2YYdzyAde (K

Visitor-generated dollars help fund essential county services and infrastructure while simultaneously reducing the
tax burden on residents by an estimated $1,700 per household each year. The visitor economy also connects our
community to global audiences and new opportunities, elevating our profile, strengthening outelong
competitiveness, and reinforcing our reputation as a community where people aspire to build their lives and creats
flradgAy3a YSY2NASa®

As we look ahead to the 2034 Olympic and Paralympic Winter Games and the continued evolution of the
downtown area, strategic investments in conventions, the arts, culture, and sports will help shape a vibrant future
GKIG 0SYySTAdGAa 020K 2dzNJ O2YYdzyAde FyR (K2a$sS gK2 02Y

Salt Lake County remains deeply committed to collaboration with Visit Salt Lake and our partners to ensure
G2dz2NAAY INRBGGK NBFESOGa 2dzNJ aKIF NBR @l fdzSa FyR &adzad
Sincerely

Wil

Jenny Wilson
Mayor, Salt Lake County



Financial Overview
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The strength of the Salt Lake County visitor economy in 2025 is represented by another record

breaking year of Transient Room Tax (TRT) revenue growth, with $16.54 million in Visit Salt
Lake's allocated TRT retumsa 3.6% increase from 2024.

RecordBreaking TRT Growth
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economic success.
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Our commitment to responsibly managing these resources is apparent in our annual budgeting
process. Each year, we carefully align our expenditures with anticipated TRT collections, ensurin
NBaLR2yaArAotS FAYIFIYOALFf aidSgl NRAKALID® ! y& adzNL 570/ + A
Promotion Fund for future use providing our county with the means to pursue exciting O
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of VSL Gross Revenue
The support of Salt Lake County remains foundational, accounting for 60% of our gross revenue is Derived from SL County TRT
Of the 4.25% Transient Room Tax the county collects on hotel stays, approximately 45% is
allocated to VSL for public sector sales and marketing.

The Convention Tourism Assessment Area (CTAA) has continued supercharged our capacity to New CTAA Fundlng

2%

achieve our goals and support our community of hoteliers. Established in October 2023, the
CTAA generates funds through a 2% room revenue fee collected from participating hotels in Salt
Lake City, West Valley City, Sandy, and Draper. In 2025, CTAA collections totaled $8.68 million

KStLAYy3 (2 FdzyR aUGNI G0S3IAO0 AYAGALFIGADSa 2dzif A $87 M

Through our partnerships and the investments made by the public and private sectors, we are Budgeted for 2025
empowered to leverage our expertise to promote tourism, support local businesses, and
SYKIyOS @A&aAG2N) SELISNASYyOSa &SFENJIFFGaSNI &St

of VSL Gross Revenue
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The Role of the Convention & Tourism Assessment
Area In Salt Lake's Tourism Growth
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marketing, services, and sports effartproviding the resources needed to drive visitation and economic impact at a high
level. These investments have fueledrecordNS I { Ay 3 al £t Sa yR RSaAGAYyFGAZ2Y 3INP.
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While TRT funds the core sales and marketing engine, CTAA expands itg iaifmacing for targeted campaigns, strategic
incentives, and distriespecific activations without the need for a duplicative team structure. With only a small
administrative allocation, CTAA funds directly support highact marketing and event investments that drive additional
NRE2Y yYAIKGA F2NI LI NGAOALN GAy3a K2GSf ao

The results speak for themselue€TAA properties saw a 3.8% increase in hotel revenue per available room, while non
CTAA hotels in Salt Lake County decreased by almost 1%, proving the effectivenessRNIWAAS Y AY A G Al (A

By layering CTAA funding onto TdRiven efforts, Salt Lake has been able to expand its reach, attracihigk visitors,

and create a halo effect that benefits the entire destination. While CTAA funds are directed toward participating hotels,
GKSANI AYLI Ot SEGSYRa I ONRP&aa (KS O2dzyieéexr aiUNBy3alidKSyAy:
tourism partners. This model highlights the power of tourism improvement districts to enhance market competitiveness,
I OO0St SN} (S S02y2YAO0 AYLIOGZ YR YFEAYAT S GKS NBGdNY 3



How CTAA Funds are Invested to Drive Impact

The Convention & Tourism Assessment Area (CTAA) applies a 2% room revenue fee at 64 participating hotels across
Salt Lake City, West Valley City, Sandy City, and Draper City, generating $8.7 million iad@%simately 27% of
+AAA0 {FEG [F1SQa INRPaa NBGSydzsSo

2025 Salt Lake County
Hotel Performance

rerr @ vawer

Governed by an Executive Committee and three Regional Committees, these funds are distributed through a pd
collaborative effort. Visit Salt Lake provides the guidance and operational capacity to thoughtfully reinvest in tourism 5 o o
AYAGALFIGAGSE GKFEOG SYyKFyOS {Ffd [F1SQa O2YLISGAGAGSYySaa F2NpO2y@SyiaAz2y s SOSyildasz

CTAA and hoteliers share a common goad hotel room revenue grows, CTAA funding grows, allowing for greater e -
reinvestment in sales, marketing, and incentives that attract even more visitors, drive additional hotel stays, and B
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STRATEGIC ALLOCATION OF $8.3M IN CTAA FUNDS -~
f HD -
District-Specific l}learly half of all aE)p[oved incentivves resulted inv eyent wins, filling hotels and ﬁ‘" Mp -
Sales Development RNAGAY3I SO2y2YAO AYLI OuU o .
v -
Marketing Campaigns al 22NJ AYAUALFGAGSE €tA1S aLGYa {6SSGé YR a2 AydSNI "R S NI € AY ONB I
FYR GAaAlGEGAZY @ e -
e —
Winter Roundup Event Designed to attract downtown visitors, boost hotel stays, and secure national .
YSRAF O02¢0SNy IS0 L
bvd T T
International Exposure Campaigns and familiarization (FAM) trips strengthened demand from key global o %
N Yo %
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increase overall visitation. This ensures sustained revenue growth for hotels, greater economic impact for the commuaitg;tand THE EXPRESS WRITTEN PER !SSlON OF STR, LLC IS STRICTLY PROHI
O2YLISGAGAOSYSaa FaNI{Fhtd [F1S F& I LINBYASNI RSAGAYIGAZY® Full Year 2025, STR Monthly M&lsgment: Salt Lake CVB



2025 Visit Salt Lake Goals

Visit Salt Lake is proud to have met or exceeded all goals set for 2025.

Book 1 million room nights

08 5SOSYOSN)I oMZ HAHP

hdzi O2YSY . 221S8R wmonu vitGenergesgedd.y miflionip direct
visitor Spending (as determined from

survey collected by University of Utah's 5
YSY / & DFNRYSNJt 2t AOe

Increase pOSItIV(i earned meAdla 9‘9‘f‘erated Outcome: Measured $575.7 million in direct
F2ZNI {ltu [F1S oe Pm gAfrlahRAYaLlSyRAy3 o0& RSt S3

Outcome: earned media totaling $58,991,536 and
. FNOSt 2yl a02NB 2F yon

Maintain and support the 56,300 jobs in
GKS G2dNRA&Y. Ay Rdza GNEB
Achieve $200+ ROAS by end of 2025. Outcome: Achieved goal, creating 4.2%
,h, 3ANRSOK
Outcome: achieved $245 ROAS for 2025
OYFGA2yFE | @SNFIAS S+ & PHHHO




The Visitor Economy in Salt Lake County

Travel and tourism is crucial to the economic health and future prosperity of Salt Lake County, and the
state of Utah. Oubf-state dollars benefit local businesses and generate tax revenues that improve the
quality of life for residents.

2024 Visitor Spending *

Salt Lake County $6 1 B
| |

Other Utah Counties Combined $7 1 B
| |

$ $2 $4 $6 $8
Billions

*2024 Salt Lake County data from Kem C. Gardner Policy institute. Direct visitor spending estimated **Calculated by VSL using estimated direct, indirect, and induced wigtmrated
08 0KS YSY / ® DIFEINRYSNI t2fA08 LyadAddziST AyOfdzRSa I AN (N @ Sthx rdvehte ahddadSt CerBusitlatd; goésinit iNdiubelvisi®ryeceismisateRcogfs d
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Visit Salt Lake plays a vital role in boosting the local economy by attracting visitors from around the world and @athkfatnotel stays. Securing 1.02
million future room nights is an economic catalyst: travelers staying in hotels attend conventions, visit attractiorshatinand use local transportation.
Their spending fuels multiple industries, creating a ripple effect that supports jobs, generates revenue, and strength@mseagross Salt Lake County.

Visit Salt Lake
Future Room Nights Booked

S| NJ
1.02 M
Future AN
Room Nights
Booked HNHM
HJTHO
2960
: . HTHWM
Direct Visitor Spending Meetings, Conventions,
by Convention, Meeting and Sporting Events Booked
and Sports Delegates in 2025 H A H A \kl)v?\ ; :
.22




Our Comprehensive Strategy
Visit Salt Lake Secures Opportunities Over Time and Across Segments to Thoughtfully Fuel Economic Growth

Booked in 2025 Booked in 2025

for 2025 and Onwards

nanpop

404,045 cC M c
A3IKGa ' GSYyRSSa w2

0
Attendees w 2
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By The Numbers

53 $58.9 M 12

Meeting Planner Visits Total Earned Media New Employees

Onboarded
Salt Palace Bookings confirmed 1 5 3 : 7 9 6

F2NJ HAaHp YR [0S e/?id%nﬁilenced Leisure 11

2 14 Room Nights Newly Created Positions

6.1B 85

8 9 Total Media Impressions New FirstTime Members
Site Inspections

1,934

Total Sales Leads Processed
(975 from Satellite Office Staff)

Single Hotel Bookings




Meeting & Convention Sales

2025 was an unusual year as we navigated disruptions related to
future construction plans. In addition to identifying and booking new
business, the M&C Sales team dedicated significant time to resolvin &
conflicts to keep events on the calendar during the construction
period, while also working to retain key groups that could not be
accommodated and secure their return post construction. We
welcomed several largscale events to Salt Lake for the first time and

OFLIAGEFEAT SR 2y 02y @SyiArzy OSyi
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Notable examples include the Association for Research in Vision an
Ophthalmology (ARVO) and KubeCon + CloudNativeCon NA, whic ‘;
were thrilled to rebook for 2026 after successfully hosting the event i
2024. The program sought a new destination due to convention
center construction in Los Angeles. Thanks to the strong collaboratic
and hospitality demonstrated by our community in 2024, organizers
GSNBE SY(iKdzAAlI AGAO | 62dzi NBG dNY

685,000

Future Room Nights Booked
Out of 1.02 M

Site Inspections

d\{I

ootsia &> &

by Family




Meetings & Conventions: Top 5 Events Booked in 2025

hdzNJ 2L p aSSliAy3a g [/ 2y0@SyiuAirz2ya 0221SR AY Hnaup |f2Yy
bring over 85,000 attendees and drive 151,000 room nights

60,000
49,900
50,000
38,500
’ 36,200
30,000 24,450
20,000 179
’ 11,350 9,550 9,000

10,000 ’ 5,500

0

Academy of Nutrition and The Linux Foundation -  American Academy of Family Western Hunting & eXp Realty - 2026 eXpcon
Dietetics - 2034 Food & KubeCon Physicians - 2034 Family Conservation Expo 2027
Nutrition Conference & Expo NA+CloudNativeCon 2026 Medicine Experience

Attendees m Room Nights

Making Meetings 2 8 1 1 3 2 3

& Conventions Happen

Outside Sales Trips Familiarization Trips/Client Trade Shows New M&C Team Members
Events Hosted Attended Over the Last Two Years




Meetings & Conventions: Top 5 Events Held in 2025
hdzNJ G2L) p aSSUAy3a g [/ 2y@0SyiaAizya KSEtR AY Hnanup 9StOo2Yy

60,000

49,900
50,000
40,000 36,300
30,000 23,880 24,600 21,600 24,450
20,000 10,800 17,500
10,000 ’ — = .
0
Association for Research in American College of Fellowship of Catholic Qualtrics - X4 Summit Western Hunting &
Vision and Ophthalmology - Emergency Physicians - 2025 University Students - SEEK Conservation Expo 2025

2025 Annual Meeting Annual Scientific Assembly 2025

Attendees ® Room Nights

AW AR




Services Team
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team plays a critical role in retaining business and strengthening client relationships. By
ensurlng every convention, meeting, and event delivers an exceptlonal experience, the
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Meeting Planner Visits

2

Innovative

Proprietary Events

Winter Roundup
SALT Summit + Awards
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ent experiences and events that
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embers, and community partners, the
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Member Events

o/

PostConvention
Survey Results




Winter Roundup

In its second year, Winter Roundup returned to downtown doubling

in attendance from 10,000 to 20,000 spectators. Further establishing

(KS S08yid ta 2y8 2F GKS OrGeqa Yz2di diW | Ay aS ]
e s oA . oA i . Winter Roundup Spectators
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expanded its footprint along West Temple with a full day of Paid Media Impressions

entertainment, highlighted by skijoring. A sport that blends skiing,

horsemanship, and Western heritage into a esfea-kind urban

3LIS OGOt S0 ¢KS S@Syid O2yiAydsa a ALX L& [kt
Odzft UdzNB |0 UKS ONRaaNRlIR&a 2F% 2d j—NJI VWIIA)\EY |
Winter Roundup also generated significant visibility for the
destination, drawing national media coverage, strong digital _
engagement, and thousands of visitors to downtown businesses Paid Engagements
|

RdAzZNAY3 G0KS gAYUSNI aSIazyo

Earned Media Value

Earned Media Impressions

Organic Social Views




Sports Salt Lake

Now in its 5th year, Sports Salt Lake is driving sustained growth in sports tourism across the 3 2 ; O O O
valley. As the sports tourism arm of Visit Salt Lake, we continue to position the region as a )

premier destination for athletic events and community engagement. In 2025, Sports Salt Lake _
6221Ay3a 2y0S F3AlLAYy | 002dzyyi SR TaNprodiied § K Future Room Nights Booked

While historically the Salt Palace Convention Center has been the #1 producing venue, the Out of 1.02 Million (Team Goal)
efforts to push sports tourism across the valley are causing a surge of tourism growth beyond
downtown.

SportsRelated Room Nights
350,000

300,000

250,000
200,000
150,000
100,000
50,000 I I
0
2021 2022 2023 2024 2025

2018 2019 2020

s % n . Where? Events are hosted at SPCC and throughout the val

WITHOUT
SPORTS SALT LAKE WITH SPORTS SALT LAKE



Sports Salt Lake

Top 5 Sporting Venues 2025

In 2025, Sports Salt Lake booked events of all sizes across
more than 20 venues throughout Salt Lake County,
ensuring consistent impact while reducing reliance on any
single facility.

CTAA and TRT funding further strengthened these efforts
by engaging hotelier representatives in event incentive
decisions, directly influencing which events are attracted to
and hosted in Salt Lake County.

2025 Total Room Nights

50.604 by Venue for Sports Salt Lake
]

Salt Lake Region
Athletic Complex

*82,335

Salt Palace

Convention Center
16,702 :

e 57,734

Mountain America
Expo Center

20,089
While Salt Palace remains the #1

Zions Bank venue, Sports Salt Lake now books
Real Academy more than 60% of all sports related
room nights in other venues.
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Sports Salt Lake e e -

Q3 Sports Salt Lake Advisory
Committee Meeting

September 10, 2025

.. .7 >" — /

3

8 :
POWERED BY

- Sports
L Salt Lake

POWERED BY

. Sports
o Salt Lake

Building A Sports Tourism Community

Launched to strengthen industry connections and elevate local expertise,
the Sports Tourism Symposium reached its fourth year in 2025, serving as
cornerstone for strategic collaboration and professional development. In 20:
we also introduced the Sports Tourism Social to foster community engage
and networking among sports tourism stakeholders. And Throughout the ye
our Sports Advisory Committee provided ongoing guidance, linking Sports ¢
Lake to community leaders and delivering actionable insight. Together, thes
initiatives deepen partnerships, sharpen our markeddy capabilities, and

RANBOGEE FdiStf GKS NBIA2yQa adzadl A



Marketing

2025 was a landmark year for Visit Salt Lake's marketing team.
Across every season, we executed integrated campaigns that
grew our digital presence, drove yeaund visitation, and
delivered measurable economic impact for Salt Lake.

(T
[

SALT LAKE

SKI

SUPER

PASS

& Visit Salt Lake

Catherine's Pass ™~ ~
"t

Easy to explore.
Hard to forget.
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This campaign celebrated Salt Lake's effortless blend of
urban energy and outdoor adventure, aiming to drive year
round visitation and spark interest during the spring,
summer, and fall seasons. Built around the simple, resonant
idea that Salt Lake is sim@weet,the campaign earned
VEIEGAZ2YEFE NBO23IAYyAlGAZ2Y O

9.2 M

Ad-aware Households

$252:1

Return on Ad Spend (ROAS)
for Every Dollar Spent

284,000

Trips to Salt Lake Influenced,
Generating Approximately $540
Million in Visitor Spending and

153,796 Hotel Room Nights



Salt Lake Ski Super Pass Campaign SW SA”LAKE SOLD

o (E m SUPER HE ‘
h dzZNJQHpn a1 A Ol YLI A3y &aK2gO0l aSR PASS MDD 3 0Saa 02
our four worldclass resorts, featuring the Salt Lake Ski W ¢ ©Veisitlake .

Super Pass. The Salt Lake Ski Super Pass can be used at
any of the four resorts in Salt Lake County: Alta,
Brighton, Snowbird, and Solitude.

in Hotel Revenuédara and
Expediaattributable

Advertising Impressions

Increase irBuper Pass
Revenue YoY




Winter Wonderland Campaign

In 2025, we returned with our Winter Wonderland campaign to
drive overnight hotel stays during the key holiday need period.

The Nutcracker Treasure Hunt, a mixedlity scavenger hunt

across 21 Salt Lake locations, encouraged visitors to explore
holiday activities spanning sports, arts and culture, and local
FGONF O0A2YEAT NHzyyAYy3d b23SY0 SN

" SALTLAKE 2
WINTER WONDERLAND

*
Real Snow. Unreal Views.
The Holi

Ad Impressions

Return on Ad Spend (ROAS)

Ad Influenced Room Nights

QR Code Scans for
Nutcracker Experience




Digital Marketing (Website & Social) SOCIAL STATS

Through content positioning Visit Salt Lake as the hub for planning and experiencing
your time in Salt Lake, we saw growth in audience engagement across our owned

channels. Our organic social channels delivered 15.9 million organic impressions, up
339%yeaovere S NE YR 2dzNJ F 3aINBIALGS F2tf26AY

As Al overviews reduced global website clicks 0% across industries, VSL traffic 1 5 . 8 M 44 5 ] OOO

declined in line with the broader trend but remained above industry averages; Impressions, Up by 339% Aggregate Followers
meanwhile, impressions grew 34%ow the strongest indicator of zerdick visibility.

To mitigate the impact of Al overviews, we are embracing this shift by optimizing for
impression growth and zerdlick visibility, expanding Atformed and schemdriven
content that fuels both exposure and engagement, and strengthening core SEO
fundamentals to increase authority, time on site, and downstream-digk NP dz3a K & &

Key Insight: Visit Salt Lake aligned with the market movements in 2025, operating above average.

" can Indexed Growth: VSL vs Industry Average

15.5 k 17.2 k
M Hdn / ‘_-\ n n

~ ——— \. More Facebook More Instagram
s Followers in 2025 Followers in 2025
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Global Tourism & Travel Trade

HAHpP C! aa

Our hosted FAM programs are a strategic investment in long term international
visitation, directly influencing itinerary development, room night production,
and global trade relationships. By immersing key decision makers in authentic
Salt Lake experiences, we are strengthening destination knowledge, shifting
perceptions, and positioning Salt Lake as a competitive inclusion within
western U.S. itineraries, supporting measurable pipeline growth and future
O2yUN} OGSR o0dzAAYy Saao

¢NF RSaK2gak/ 2yTSNByOSa
The Travel Trade team attended key tradeshows ensuring Salt Lake maintained
a strong and competitive presence within the global marketplace. Consistent
participation allows us to educate operators, reinforce product knowledge,

and position Salt Lake as a viable and profitable inclusion within U.S.
AGAYSNINASE oKAETS aGNBYy3IGKSYAy3d 2 dzNJ

Stakeholder Training

Visit Salt Lake prioritizes stakeholder education as a key component of its
international travel trade strategy. Preparing local tourism partners to work , |
with tour operators, wholesalers, receptive operators, and travel advisors | el b0 % | ﬁilst‘fg"s}!.ut""*“ 5
helps ensure Salt Lake is ready to attract and serve international visitors. In i @ f R
2025, the Global Tourism & Travel Trade team provided foundational

training and market insights to help partners better understand how to
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2025 marked the first year of international representation for Visit Salt Lake, establishing a scalable global stratsdy@cros g

priority markets focused on product development, trade education, airline alignment, and measurable room night production.

Multi-market OTA and tour operator emp campaigns with partners including Expedia, Booking.com, PriceTravel, CRD Touristik, Certified
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Together, these efforts positioned Salt Lake as a-y@and gateway to the American West, building measurable pipelines for
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