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Raising Kane Business Summit



Vision

A state united in welcoming the world 
to experience awe-inspiring adventure.

Mission

Elevate life in Utah by advancing the visitor economy 
through marketing, stewardship, and destination 
development.

Utah Office of Tourism 



Guiding Imperatives
  1. Continue powerful branding

  2. Prioritize quality visitation

  3. Enable community led visitor readiness

  4. Distribute visitation 



Community
Investments from
Tourism Taxes

Outdoor recreation infrastructure

Sports arenas/facilities

Gathering places

High Value
Visitor Economy

$13.3B
Visitor spending

$2.5B
Tax revenue

$1200 plus
Tax relief

per household

Resident 

satisfaction

Well-prepared 

visitors

Effective recreation 
management
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Allocation FY 25/26: $20.8M

Tourism Marketing Performance Fund (TMPF)

Sports Commission

10%

Co-Op Grants

20%

Marketing, Development, 
& Stewardship Programs

70%



Community & Partner Relations



Diane Wilson
Administrative Assistant 

dianew@utah.gov

Rachel Creer
Partner Resources Manager

rcreer@utah.gov

Michelle Evans
Grants Specialist

michelleevans@utah.gov

Camille Johnson
Community & Partner Relations 

Director
camillej@utah.gov

Meet the Team

Laici Shumway
Partner Outreach & Collaboration Coordinator

laicishumway@utah.gov

mailto:dianew@utah.gov
mailto:rcreer@utah.gov
mailto:michelleevans@utah.gov
mailto:camillej@utah.gov
mailto:laicishumway@utah.gov




Partner Tours

Arranging visits in community to 

learn, provide support, and 

connect with local partners.

Each County/DMO in Utah.

Conferences

Leveraging convening 

opportunities to connect with 

communities, partners & 

Industry.

One Utah Summit, AITC, UAC 

Summer Conference, WESTO,  

and ESTO.

Speaker Bureau

Working with other agencies 

and organizations to bring 

tourism to the conversation.

Outdoor Recreation Summit, 

AOG Summit, UTL, RUCC, 

Eastern Business Summit, Local 

Chambers & UGO



State Agencies

DNR (PLPCO, State Parks, & 

DOR), UDOT, UDIA, CCE (SHPO, 

Main Street Program, Division of 

Multicultural Affairs), IORT, and 

UDAF.

Federal Public 
Lands

National Parks, BLM, USFS, 

+Nonprofit partners to our 

public lands agencies.

Associations

UADMO, UTIA, ULCT, AOG’s, 

UGO, Utah Association of 

Chambers (UAC), Rural Utah 

Chamber Coalition, and Utah 

Farm Bureau.



Understanding the New "America-First" Pricing Structure
Effective Date: January 1, 2026 for non-residents

Pass/Fee Type 2025 Cost 2026 Cost Coverage

Annual Pass $80 $250 All US Federal Lands

Zion Surcharge N/A +$100 Per Person (Non-Pass 
Holders)

Bryce Canyon Surcharge N/A +$100 Per Person (Non-Pass 
Holders)

Why the Change? Revenue is reinvested into conservation, infrastructure, and modernized digital access via recreation.gov. 

http://recreation.gov


Travel Planning Recommendations
Why the $250 Annual Pass is the Best Choice

Expense Item Individual 
Payments

With Annual Pass

Park Entry Fees (Avg) ~$70 Included

Zion Surcharge $200 $0

Bryce Canyon 
Surcharge

$200 $0

Total Estimated Cost $470 $250.00 (Flat Fee)

#1. Avoid Per-Person Surcharges with a Single Digital Pass #2. Modernized Digital Entry

● Instant Access: Purchase via recreation.gov and 

store on your mobile device.

● Faster Entry: Digital passes are scanned for a 

seamless arrival at park gates.

● Flexibility: Valid for 12 months at over 2,000 

federal recreation sites.

Cost analysis comparison for two adults visiting Zion and Bryce Canyon back-to-back.

http://recreation.gov


Partner Newsletter 

Monthly Editions (First Tuesday)   •   New Look & Feel   •   Subscription 



travel.utah.gov

Partner Newsletter

Co-op Marketing Grant

Additional Resources Page

Product Development

Tourism Business Development Workshop

Partner Toolkits

Research / Data

travel.utah.gov
Industry Website



Utah Tourism Industry Metrics available on 

www.travel.utah.gov:

● Visitor Profiles

● Tourism Impact

● County-Specific Profiles

● Lodging Information

● Park Visitation

● International Visitation

● Resident Sentiment Survey Results

Data & Research

http://www.travel.utah.gov


AGRITOURISM

Partner Tool Kits

DARK SKIES UTAH FOREVER LEAVE NO TRACE



Agritourism Astrotourism Culinary Tourism

Cultural & Historical Event Tourism Health & Wellness

Niche Audience Interests
A deeper understanding of our audiences— their travel motivations, spending habits, demographics, sentiments, behaviors, and how to 
connect them. See full details at travel.utah.gov/niche-audiences-interests/. 

http://travel.utah.gov/niche-audiences-interests/
http://travel.utah.gov/niche-audiences-interests/
http://travel.utah.gov/niche-audiences-interests/
http://travel.utah.gov/niche-audiences-interests/
http://travel.utah.gov/niche-audiences-interests/


Digital 
Marketplace

A no-upfront-cost B2B solution 

for Utah accommodations, tours, 

and attractions to manage 

bookings online.

Increasing Global 
Reach

Sync instantly with Google, 

Expedia, and Booking.com to 

reach a diverse, international 

audience.

Bottom-Line 
Growth

Reduce distribution costs and 

add booking tools to your site to 

increase profitability and 

relevance.

Tourism Exchange

Ready to get connected? Visit travel.utah.gov/tourism-exchange/

http://travel.utah.gov/tourism-exchange/
http://travel.utah.gov/tourism-exchange/
http://travel.utah.gov/tourism-exchange/






Product Development Process
Featuring Veneto’s Design Studio Process  



Marketing & Communications



Role in Customer Journey

The
Loyalty
Loop

Bond

Office of
Tourism

Local DMOs

Attractions

Accomodations

Restaurants & Retail

Transportation

Community

Advocate Awareness

Buy Evaluate

Consider



ADVENTURERS

Interested in traveling and 
adventuring, specifically 
within the types of hobbies 
and activities that Utah has to 
offer.

FAMILIES

Prioritize planning travel 
around their families, and 
what they can do to make 
memories with their children.

SKIERS

Travel is based around skiing 
and boarding, and they take 
multiple trips throughout the 
year.

VENTURISTAS

Interested in pairing outdoor 
experiences, that can be 
shared digitally, with a 
destinations culinary and 
urban offerings.

Audiences



Parks & Beyond Ski & Winter Urban & Outdoors

Core Advertising Campaigns



PARKS & BEYOND

URBAN & OUTDOORS

SKI & WINTER

A Campaign United

These brands 
will still exist

These campaigns 
will still exist

They will all be brought together to work 
in a united, statewide approach

SMARI Insight:  62% of ad-aware travelers recalled seeing multiple campaigns



There isn’t just one type – we come from all 

backgrounds and places—united by a love for the 

outdoors, community, and a little good-natured fun.

So, if you chase powder, crave canyons, and 

believe the best amenity is no cell service…

you just might be one of us.

The ones who light up at red rock,get giddy over 

snow totals, and wake early for every sunrise.

A little different? Maybe.

But you’ll fit right in.

What does it mean to be a

Utah Person



New Creative - :15 Spot | Family 
Family_15_Mars 15_FOR DELIVERY (Resolve).mp4

http://drive.google.com/file/d/1Dzl8N2MkWFZnTW6BXf3KqSrABzJGw4GY/view


New Creative - :15 Spot | Venturista 
Venturista_15_General 15_FOR DELIVERY (Resolve)_5.mp4

http://drive.google.com/file/d/1y09HdIbnVqRpytT6pBC7tRXiiGtUVYP9/view


Paid Earned Owned

Engagement

Ads
Television

Radio
OOH

Digital
Search 

4 Types of Media

PR 
Media Relations

Website
Email

Content
SEO

Shared

Organic Social
Influencers

UGC &
Community.

(WOM, Reviews, etc.)



Competitive Set



Join Our Growing Community

SUBSCRIBE Follow Us @visitutah



Utah Film Commission

Christina Martin
Marketing & Communications Manager

Derek Mellus
Production Manager

Melissa Jackson
Senior Manager of Operations & 

Workforce Development

Carli Mahas
Production Coordinator

Virginia Pearce
Director
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Film Tourism
39% of visitors said a film or 

television show influenced their 
decision to come to Utah.

Utah Film Trail
A series of physical markers 

around the state in 19 counties

32
Markers 

$600
Million 

Per Year



Plot a Cinematic Road-
Trip to Visit the Locations 

Where Your Favorite 
Movies Filmed



Film Itineraries

Film itineraries available on visitutah.com/film 

http://visitutah.com/film


Global Markets



Tera Atwood
Global Markets Manager

tatwood@utah.gov

Liz Wilson Peck
Global Markets Coordinator

lizawilson@utah.gov

Emma Kwanin
Global Markets Manager

ekwanin@utah.gov

Rachel Bremer
Global Markets Director

rbremer@utah.gov

Meet the Team

Ben Mangelsdorf
Global Content & Tour Specialist

bmangelsdorf@utah.gov

mailto:tatwood@utah.gov
mailto:lizawilson@utah.gov
mailto:efchecketts@utah.gov
mailto:rbremer@utah.gov
mailto:bmangelsdorf@utah.gov




camillej@utah.gov

mailto:camillej@utah.gov
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