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Background & Methodology 

The 2015 Visitor Profile research focused on overnight visitors to Wyoming. 

 The goals of the research were to: 
• Track information on visitors and trips to Wyoming, including mode of travel, accommodations, 

attractions and sites visited, duration of travel, and expenditures; 
• Explore where visitors come from, where they go in the state, and what they do while visiting; 
• Identify key motivators for visitation; and 
• Provide information that will assist in marketing efforts. 

 An online survey was conducted among a national audience to determine incidence of 
travel and to gather information on visitors and their trips. The focus was on overnight 
trips only. For 2015, a total of 7,738 surveys were conducted. There were 513 
households that reported travel to Wyoming, with some reporting multiple trips. 
Overall, data were gathered on 959 trips to Wyoming. 

 Surveying was conducted in December 2015 and January 2016 to gather information 
on trips throughout the year. The survey was conducted in conjunction with the 
advertising effectiveness research to provide more data and enhanced information. 
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Executive Summary 

 Overnight leisure tourism continued to grow in 2015, reaching 10.5 million visitors, a 
4% increase in overnight leisure visitors. Wyoming’s growth continues to outpace the 
national average.  

 Visitor origin remains broad. While nearby states are still major sources of visitation, 
several more distant states are in the top producers – including California and Texas.  

 Trip planning duration has gotten shorter. 
 Wyoming is the main destination for half of trips. 
 An interesting piece of the visitor profile is those who travel to Wyoming with children, 

who represent more than a quarter of visitors. Compared to other visitors, these family 
travelers are more likely to make Wyoming their main destination (as opposed to a 
stop on a longer journey), visit more destinations in Wyoming, participate in more 
activities, and spend more in the state.  

 Wyoming’s marketing messaging is having an impact on the overall visit experience. 
Those aware of the ads do more in the state, are more satisfied with their experience, 
and are more likely to return.  
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Overnight Visitors & Trip Types 

 For Wyoming, overnight leisure tourism 
continued to grow in 2015, reaching 
10.5 million visitors. This represents a 
4.2% increase in overnight leisure 
visitors. 

 Actual national travel information has 
not been released, but projections (U.S. 
Travel) were for a 2.5% increase in 
leisure travel in 2015. Therefore, 
Wyoming experienced stronger growth 
than the national average. 
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 Marketable trips represent more than 
half of all trips, which represents a 
slight year-over-year decline but 
nevertheless suggests that Wyoming’s 
marketing efforts are helping to 
motivate travel. 
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New Visitors 

 New visitors – those who 
have not visited Wyoming 
before or whose most 
recent visit was more than 5 
years ago – are an 
important part of growing 
the state’s tourism 
business.  

 This year, more than a third 
of the marketable trips were 
by new visitors. Although 
this is a strong percentage, 
it is a slight downturn from 
2014. As the economy has 
stabilized, people are 
continuing to travel and that 
is bringing new visitors to 
Wyoming. 
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New Visitors 2007 2008 2009 2010 2011 2012 2013 2014 2015 

All Overnight 
Trips 39% 30% 35% 34% 36% 49% 40% 35% 34% 

Marketable 
Trips 46% 38% 41% 39% 39% 55% 44% 44% 39% 



Visitor Origin 

 With the increase in visitation to the state, the origin of 
visitors remains broad. Nearby states are still major 
sources of visitation, but California and Texas continue to 
be among the top producers of visits.  
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CO - 9% 

CA - 
12% 

WY -
7% 

ID - 3% 

UT - 
10% 

IL - 
3% 

NY -
3% 

TX - 7% 

Top  Sources of WY Visitors 
WA - 4% 

WI - 3% 

State 2012 2013 2014 2015 
California  11% 6% 8% 12% 
Utah  5% 6% 6% 10% 
Colorado  14% 12% 12% 9% 
Texas  3% 6% 11% 7% 
Wyoming  9% 10% 5% 7% 
Washington 2% 3% 6% 4% 
Illinois 4% 5% 8% 3% 

MN -
3% 

MT -
3% 

 Relative to these other states, 
Wyoming represents a smaller 
percentage of travelers – but 
this is generally because travel 
has grown overall, especially 
from more distant states. 



Visitor Origin 

 A review of the top DMAs that generate 
travel shows the continued importance 
of Denver and Salt Lake City. 

 Los Angeles is the next highest 
producer of visits, emerging as a 
potentially important target for 
marketing messaging. New York City 
and Chicago each produced a solid 
level of visitation, although Chicago is 
down from 8% in 2014. Likewise, 
Seattle’s visitation level moved 
downward from nearly 4% last year, 
despite marketing aimed at this DMA. 

 Nevertheless the wider national market 
remains important.   
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City %  

Salt Lake City, UT 10.0% 

Denver, CO 8.4% 

Los Angeles, CA 7.3% 

New York, NY 4.4% 

Chicago, IL 4.0% 

Minneapolis-St. Paul, MN 3.6% 

Rapid City, SD 3.0% 

Billings, MT 2.9% 

Casper, WY 2.7% 

Rochester-Mason City-Austin, MN-IA 2.7% 

Seattle-Tacoma, WA 2.2% 

Houston, TX 2.1% 

Colorado Springs, CO 2.1% 



Planning Time Frame 
 Trip planning duration has shortened, reflecting an overall trend in travel with the continuation 

of travel apps aimed at making last-minute booking easier. There are also fewer incentives for 
long-term booking than there used to be.  

 Adjacent markets continue to lead in short-term planning, with a third of marketable Wyoming 
trips planned within a month of travel. 
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Time Frame 2008 2009 2010 2011 2012 2013 2014 2015 

Less than 1 month 34% 33% 39% 31% 28% 18% 21% 24% 

At least 1 month, but less than 2 months 19% 25% 18% 16% 21% 13% 17% 24% 

At least 2 months, but less than 3 months 15% 11% 12% 15% 17% 23% 21% 20% 

At least 3 months, but less than 6 months 15% 18% 14% 25% 22% 26% 21% 17% 

Six months or more 18% 13% 17% 14% 12% 19% 20% 15% 

Marketable Trips 



Information Planning Sources 
 The Internet is still the leading source for Wyoming travel information, although relatively fewer 

households relied on the Internet in general. This is likely due to the focused use of online 
review sites and online travel agencies, rather than general Internet searches.  

 Of those who used the Internet to plan their Wyoming trip, half (49.5%) visited the Wyoming 
tourism site. This equates to more than a third (38.1%) of all Wyoming travelers who visited 
the site. Nearly half (46.8%) of those who used social media to plan their Wyoming trip had 
visited the Wyoming tourism Facebook page.  
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 Marketable trips 

Activity  2012 2013 2014 2015 
Used Internet  88% 83% 85% 77% 
Online review sites (TripAdvisor, Yelp)     35% 33% 
Talked to friends and family  35% 26% 33% 30% 
Online travel agency (Expedia, Orbitz)     21% 19% 
Individual attraction or event to request information  17% 19% 21% 16% 
Called 800 number to request info  7% 11% 7% 10% 
Social media     9% 9% 
Individual chamber of commerce to request information  7% 4% 7% 5% 
Other  5% 7% 3% 6% 
None  4% 12% 4% 9% 

 Among “other” 
information planning 
sources, traditional 
(non-online) travel 
agents and AAA were 
common responses. 



Destination of Trip 

 For roughly half of the visitors, 
Wyoming is the main 
destination. Among visits from 
adjacent markets, nearly two-
thirds (68%) say Wyoming is 
the main destination. Nationally, 
the figure is 52%. 

 The map shows other 
destinations visited during 
marketable trips where 
Wyoming was the main 
destination. (Numbers in 
parentheses show totals, 
whether Wyoming was the main 
destination or not.) 
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Trip Destination 2007 2008 2009 2010 2011 2012 2013 2014 2015 

Wyoming was my main destination 42.1% 50.3% 49.4% 52.3% 59.5% 58.7% 49.5% 51.1% 50.0% 

Headed somewhere else, but included Wyoming 14.6% 20.8% 25.4% 18.0% 20.1% 19.9% 22.0% 20.2% 20.8% 

One of several places I decided to visit on this trip 43.7% 28.9% 25.2% 29.7% 20.4% 21.4% 28.5% 28.8% 29.2% 

Other States Visited on Trip 

MT 18% 
(35%) 

ID  15% 
(26%) 

CO 19%  
(31%) 

SD 8% 
(22%) 

UT 9% 
(19%) 

NV 2% 
(10%) 

WA 
(8%) 

OR 2% 
(8%)  

 

KS 3% 
(8%) 

ND 1% 
(6%) 

NM 4% 
(8%) 

TX 1% 
(4%) 

OK 3% 
(4%) 



Mode of Transportation 

 Consistent with prior measures, the majority of Wyoming visitors drive a car, van, truck or SUV to 
the state. As shown in the graph, the decline in gas prices is directly related to the uptick in driving. 

 In years when air travel is up, auto travel declines and vice-versa. Other modes of transportation 
remain negligible.  
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Mode of Transportation 2009 2010 2011 2012 2013 2014 2015 

Drove via car, van, truck or SUV  75% 87% 86% 77% 76% 75% 80% 

Flew/airplane  21% 9% 8% 23% 17% 16% 11% 

Drove via RV  5% 6% 5% 4% 3% 4% 6% 

Bus or motor coach trip  0% 2% 1% 2% 2% 3% 2% 

Motorcycle  0% 1% 2% 2% 2% 1% 1% 

75% 87% 86% 77% 76% 75% 80% 

 $2.35  
 $2.78  

 $3.51   $3.60   $3.49   $3.34  

 $2.40  

2009 2010 2011 2012 2013 2014 2015

Drove via car, van, truck or SUV Average gas price*

* Average 
gas price 
from AAA 
Daily Fuel 
Gauge Report 



Trip & Party Specifics  
for Marketable Trips 

 Trip length remained in the 2- to 3-night range. The 2015 trips were shorter than has been seen in 
the past few years. 

 Travel party size, however, is the highest it has been since 2012. While spouses/significant others 
continue to lead in travel party composition, children are less prevalent in travel parties than last 
year.  
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Trip Specifics  2007 2008 2009 2010  2011 2012 2013 2014 2015 

Average duration of trips 3.0 3.1 2.0 2.6 2.7 2.9 3.1 2.7 2.5 

# people in travel party 3.9 3.7 4.2 3.2 3.4 3.2 2.9 2.7 3.2 

% with children on trip 40% 28% 40% 25% 30% 24% 23% 28% 27% 

  Travel Party 2012 2013 2014 2015 

  Spouse/significant other 72% 79% 81% 81% 

  Child(ren)/grandchild(ren): 0-12 21% 15% 26% 19% 

  Child(ren)/grandchild(ren): 13+ 9% 18% 20% 17% 

  Friends/acquaintances 20% 13% 13% 14% 

  Other family 25% 11% 12% 13% 



Trip Destinations  
for Marketable Trips 

 The top-tier destinations within the 
state are consistent over time: 
Yellowstone, Jackson Hole, and 
Grand Teton. 

 Although there are year-over-year 
shifts in visitation to second-tier 
Wyoming destinations, generally 
these remain consistent as well.  

 Ad awareness and the presence of 
children on the trip both positively 
impact the number of places visited in 
the state. 
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Destination  2010 2011 2012 2013 2014 2015 

Yellowstone National Park  47% 50% 49% 50% 54% 49% 

Jackson Hole  33% 38% 37% 40% 41% 40% 

Grand Teton National Park  36% 38% 40% 39% 41% 38% 

Cody  13% 19% 15% 17% 24% 16% 

Cheyenne  18% 29% 17% 22% 14% 14% 

Casper  14% 20% 14% 11% 7% 13% 

Snake River  13% 15% 15% 18% 12% 12% 

Big Horn Mountains  9% 10% 7% 14% 7% 11% 

Buffalo Bill Center of the West 11%  9% 6% 12% 10% 11% 

Laramie  10% 21% 12% 11% 11% 10% 
Devils Tower National 
Monument  13% 18% 9% 16% 11% 10% 

Big Horn Scenic Byway  10% 11% 9% 8% 9% 10% 

Buffalo    5% 4%  4%   6% 9% 8% 

Thermopolis  6% 7% 5%  5%  7% 5% 

Wyoming Dinosaur Center  5%  3% 3%  5%  11% 3% 

Wapiti Valley 3% 1%  1%  3%  8% 1% 

Average # places visited 3.0 3.1 3.5 4.4 4.0 4.2 

3.3 
4.3 

3.8 
4.3 

Unaware Aware No children Children

Ad aware Children in travel party

# Places Visited 



Seasonality & Lodging 
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Accommodations 2014 2015 

Hotel, motel, etc.  88% 81% 

RV park/campground  16% 16% 

Stayed w/friends & family  3% 6% 

Condo, timeshare  7% 5% 

Dude ranch  3% 4% 

Homesharing/vacation rental (Airbnb, etc.) 2% 5% 

Other  4% 3% 

 Marketable trip distribution throughout the year remained fairly consistent with 2014, with the highest 
volume in summer, followed by fall. 

 Hotels and motels continue to lead among accommodations, with RV parks/campgrounds holding 
steady as the second most common accommodation type. Homesharing saw a sizable year-over-year 
increase, although it remains a small percentage of overall lodging. Travelers visiting with children are 
more likely to have used homesharing to book their accommodations; 10% of family travelers used 
homesharing.   

 Marketable trips 

Summer 
44% 

Fall 
24% 

Winter 
13% 

Spring 
19% 



Activities & Motivations  
among Marketable Trips 
 Visits to Wyoming in 2015 were motivated by some of the 

same activities as in years past, with state and national 
parks leading.  

 The number of activities remains in the 4-5 range, year 
over year. However, as with places visited, the presence of 
children in the travel party is associated with higher activity 
participation. Ad awareness impacts activity participation 
more strongly among travel parties that include kids than 
those that do not. 
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Activity Participate Motivate 

Visiting a state or national park 57% 41% 

Scenic drive 54% 18% 

Hiking or backpacking 33% 16% 

Wildlife watching 38% 14% 

Camping 18% 11% 

Visiting historical sites 33% 10% 

Fishing 16% 7% 

Snow skiing or snowboarding 9% 6% 

Visiting museums 24% 4% 

Other 5% 4% 

Visiting Native American sites 17% 4% 

Sightseeing tour 18% 4% 

Mountain climbing 9% 4% 

Horseback riding 11% 4% 

Visiting hot springs 19% 4% 

2012 2013 2014 2015 

# activities 4.5 4.2 5.2 4.9 

3.2 
4.7 4.2 

6.9 

Unaware Aware

# Activities Participated in 



Trip Expenditures  
for Marketable Trips 

 Total trip expenditures are consistent 
with 2014 levels, maintaining the 
increase from 2013 brought on largely by 
the improved economy. 

 Those who come to the state with 
children spend on average 25% more 
than those who travel without children.   

 Generally, the farther visitors travel to 
get to Wyoming, the more they spend in 
the state on average.  

 Thus the National markets had the 
highest spending, with Chicago and 
Seattle spending reflective of these more 
distant origin markets. Core markets had 
the next highest spending, and visitors 
from Adjacent markets spent the least.  
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Expenditures for 2010 2011 2012 2013 2014 2015 

Lodging $330 $325 $357 $361 $449 $479 

Meals/food/groceries $173 $189 $178 $207 $245 $237 

Entertainment $61 $98 $108 $117 $124 $171 

Activities $46 $81 $18 $17 $44 $46 

Shopping $101 $162 $80 $120 $106 $133 

Transportation $182 $210 $343 $251 $345 $252 

Other $21 $50 $34 $19 $41 $52 

Total $914 $1,116 $1,118 $1,092 $1,355 $1,370 

2015 National Adjacent Core Chicago Seattle 
Lodging  $558   $337   $328   $411   $352  
Food  $257   $186   $190   $303   $296  
Entertainment  $200   $ 99   $124   $227   $195  
Shopping  $144   $ 90   $111   $223   $220  
Activities  $ 59   $  19   $  20   $ 27   $ 95  
Transportation  $298   $121   $227   $326   $340  
Other  $ 63   $ 25   $ 18   $ 71   $105  
Total  $1,579   $877   $1,017   $1,590   $1,603  



Trip Satisfaction 

 One way to increase the likelihood of a return visit is to ensure that travelers have the best 
possible experience in the state. Ratings of marketable trips remain high, with half of visitors 
rating their experience “excellent” – the highest level since 2008. 

 Generally speaking, travel parties that include children have lower ratings of trip experience. 
This may not be anything Wyoming tourism has the opportunity to influence, but it is important 
to note if messaging is aimed at driving more family travel to the state. 

 However, ad awareness continues to be associated with higher trip satisfaction, suggesting that 
the ads are setting accurate expectations for a Wyoming trip experience.  
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Overall 
Experience 2007 2008 2009 2010  2011 2012 2013 2014 2015 

Excellent 54.4% 57.2% 35.9% 37.0% 43.1% 43.8% 44.3% 43.4% 49.8% 

Very good 29.6% 31.0% 43.1% 40.7% 29.1% 32.5% 33.3% 35.6% 32.8% 

Good 12.6% 8.6% 21.0% 19.5% 24.0% 20.0% 17.4% 16.1% 15.5% 

Fair 1.7% 2.4% 0.0% 2.5% 4.5% 3.5% 5.1% 3.4% 1.9% 

Poor 1.7% 0.9% 0.0% 0.3% 1.2% 0.2% 0.0% 1.5% 0.0% 

48% 

51% 

Unaware Aware

% Rating WY Experience 
as “Excellent” 



Recommending the State 

 More than 7 in 10 Wyoming 
visitors report having 
recommended the state as a trip 
destination to their friends, 
relatives or co-workers.  

 In terms of Wyoming’s place in the 
competitive set (or list of 
destinations that might also be in 
visitors’ consideration sets), this 
represents the first time Wyoming 
has led in this measure. It is 
typically behind Colorado and/or 
Montana.  

February 2016 www.smarinsights.com 18 

Recommended State  2011 2012 2013 2014 2015 

Wyoming  69.1% 70.7% 69.5% 75.3% 72.3% 

Colorado  86.1% 86.0% 80.1% 87.3% 71.5% 

Montana  68.9% 76.4% 72.9% 75.2% 67.1% 

Oregon  81.7% 77.8% 81.4% 80.6% 66.0% 

Utah  70.8% 67.7% 59.7% 75.2% 65.3% 

Washington  75.9% 75.2% 66.0% 70.2% 63.8% 

Nevada  73.6% 73.1% 60.8% 68.8% 62.7% 

South Dakota  68.9% 75.3% 67.6% 84.4% 61.4% 

North Dakota     51.6% 59.9% 55.3% 55.9% 

New Mexico  73.5% 61.8% 80.4% 70.5% 54.5% 

Texas  67.1% 63.7% 53.0% 72.5% 53.8% 

Idaho  53.0% 55.6% 70.0% 59.2% 51.3% 

Oklahoma  54.4% 43.8% 30.0% 74.1% 32.9% 

Kansas  52.5% 26.4% 20.2% 66.9% 31.4% 

Only those who had visited a given state were asked whether they had recommended it. 



Likelihood to Visit in Next Year 

 The percentage of visitors who 
report they are “very likely” to 
return to Wyoming is nearly 
one-half. The increase in visit 
intent is the fourth year of this 
upward trend, representing a 
shift from somewhat to very 
likely. 

 Wyoming’s tourism campaign 
positively impacts visit intent, 
although it is notable that even 
unaware households in 2015 
are more likely to visit than in 
the 2014 unaware travel 
measure.  
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Likelihood 2007 2008 2009 2010             2011 2012 2013 2014 2015 

Very likely 28% 33% 26% 42% 37% 35% 36% 40% 46% 

Somewhat likely 41% 33% 57% 28% 32% 35% 31% 41% 32% 

Not likely 31% 34% 17% 30% 32% 30% 33% 20% 21% 

32% 
39% 

47% 50% 

2014 2015

“Very Likely” to return to Wyoming,  
by ad awareness 

Unaware Aware



Visitor Demographics 

 Although there are some year-over-year shifts in the 
demographic profile, Wyoming visitors remain 
overwhelmingly affluent, with the majority married and 
college educated. The average age remains in the 
upper 40s. Average income continues to increase. 

 In terms of ethnicity, most visitors are Caucasian. 
Interestingly, a higher share of non-white visitors 
travels to Wyoming with children and other family. 
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   2007 2008 2009 2010               2011 2012 2013 2014 2015 

Married 65.7% 62.4% 65.7% 65.4% 68.6% 62.9% 75.9% 62.1% 74.4% 

Not married  34.3% 37.6% 34.3% 34.6% 31.4% 37.1% 24.1% 37.9% 25.6% 

High school or less  6.4% 16.4% 2.7% 5.5% 4.8% 6.6% 6.2% 10.3% 6.6% 

Some college or tech. school  30.9% 40.1% 21.1% 23.1% 25.3% 22.5% 23.9% 19.4% 20.6% 

College graduate  42.5% 32.4% 50.5% 44.1% 41.8% 40.2% 35.3% 38.0% 42.4% 

Post-graduate degree  20.3% 11.1% 25.7% 27.3% 28.2% 30.8% 34.6% 32.2% 30.4% 

People in household  2.6 2.8 2.7 2.7 2.8 2.7 2.3 2.7 2.8  

Income   $71,955  $65,012  $67,429  $79,578 $76,563  $77,154  $84,717 $83,376  $90,020  

Age  50 46 40 46 40 40 53 46 49 

White/ 
Caucasian 

84% 

Black/African 
American 

3% 
Latino/ 

Hispanic 
3% 

Asian 
8% American 

Indian/Native 
Alaskan 

2% 



Appendix – 
Questionnaire  
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Questionnaire  
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Questionnaire  
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Questionnaire  
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Questionnaire  
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Questionnaire  

February 2016 www.smarinsights.com 26 


	�2015 Overnight Visitor Profile Research
	Background & Methodology
	Executive Summary
	Overnight Visitors & Trip Types
	New Visitors
	Visitor Origin
	Visitor Origin
	Planning Time Frame
	Information Planning Sources
	Destination of Trip
	Mode of Transportation
	Trip & Party Specifics �for Marketable Trips
	Trip Destinations �for Marketable Trips
	Seasonality & Lodging
	Activities & Motivations �among Marketable Trips
	Trip Expenditures �for Marketable Trips
	Trip Satisfaction
	Recommending the State
	Likelihood to Visit in Next Year
	Visitor Demographics
	Appendix – Questionnaire 
	Questionnaire 
	Questionnaire 
	Questionnaire 
	Questionnaire 
	Questionnaire 

