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Letter from the Chair and President:
As Voltaire once said, “Business is the salt of life.” And 

simply put, the Salt Palace Convention Center is the life 
of our business. Just as salt is required for sustaining life, 
the Salt Palace is paramount to Visit Salt Lake’s ability to 
fulfill our mission of improving the area economy by attracting and providing 
support to conventions, leisure travelers and visitors to Salt Lake County. 

Make no mistake about it: Utah’s convention industry is larger than 
the state’s ski industry, and conventions (and meetings) are the number 
one focus of the programs and efforts Visit Salt Lake undertakes. Yes, 
we also promote, package and sell other important attributes and 
attractions to our community that help make Salt Lake the incredibly 
diverse and attractive destination it is, including ski as well as cultural 
arts, dining and nightlife, genealogy, outdoor recreation, et cetera. 
But attracting and hosting meetings and conventions is our primary 
objective, as they are what brings the vast majority of business to our 
community in regard to the programs for which we are responsible. 

Without a doubt, 2014 was a landmark year for the meeting and 
convention industry, and it was a banner year for Visit Salt Lake and our 
efforts in this area, highlighted by the booking of more than 467,000 
room nights, including 161 percent of goal for New Salt Palace Room 
Nights. In addition, our website traffic surged, nearly hitting the 2 million 
visitor session mark, while our Services Department was presented the 
Meetings & Conventions’ Gold Service Award for the 20th time. 2014 
was also the year that our community, led by Salt Lake County Mayor 
Ben McAdams, ensured the future success of our convention center 
by passing groundbreaking legislation creating a public partnership to 
encourage private development of a convention center hotel.  

This all bodes well as we enter the critical years ahead as our 
hospitality community continues to undergo a sizable and exciting 
transformation, and one that is receiving increased attention by some 
of our most strategic clients, the meeting professionals.    
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Funding Sources
Salt lake County provides approximately 

half of Visit Salt lake’s (VSl) total revenues 
through a Visitor and promotion Management 
agreement to promote conventions and tourism. 
empowered by the state legislature, the County 
levies a 4.25% transient room tax (trt) on room 
rentals in Salt lake County and a portion of the 
proceeds from that tax (about 45% of total trt) is awarded by the 
County to fund VSl’s public Sector sales and marketing efforts. VSl’s 
Ski Salt lake Super pass marketing and multi-resort ticket program 
for the four Salt lake County resorts—alta, brighton, Snowbird and 
Solitude—receives 
an additional 
$450,000 from a 
one-half percent 
tourism transient 
room tax on 
County hotels.

each year, 
VSl prepares its 
Comprehensive 
Marketing plan 
(CMp) and budget for the upcoming calendar year. the budget for the 
CMp is based on a projection of trt collections developed by VSl in 
concert with the County. Generally, VSl expenditures are targeted to 
match anticipated collections. when trt collections exceed expendi-
tures, the excess is carried over into the County’s Visitor development 
and promotion fund to be available for future years. transactional 
revenues from the Ski Salt lake ticketing program accounts for 25% 
of VSl’s gross revenues, and VSl’s private Sector generates the other 
25% through membership dues, convention and leisure reservation 
services, gift shop merchandise sales and marketing partnerships. 
Special grants for various projects and in-kind contributions from 
VSl’s members enable VSl to leverage and extend its sales and 
marketing budget.

Salt Lake County Council 2013-14
BACK, FROM LEFT: richard Snelgrove, Steve debry, Jenny wilson, 
Sam Granato, Jim bradley  
FRONT, FROM LEFT: Max burdick, Michael Jensen, arlyn bradshaw, 
aimee winder newton

Ben McAdams
Mayor, Salt lake County

TrEAsUrEr’s rEPOrT

Salt lake County is, by far, 
Visit Salt lake’s 

greatest partner. 



Public Sector Summary Budget
Program Budget 		  2013	 2014	 2015
Administration 	  	  $664,324 	  $665,084 	  $659,716  
Sales 		    $1,858,000 	  $1,686,300 	  $1,967,800  
Services 		   $311,350 	  $561,150 	  $717,940  
Marketing 		    $1,729,445 	  $1,771,900 	  $1,812,633  

Total Public Sector Programs 	  	  $4,563,119 	  $4,684,434 	  $5,158,089  
	 % change over prior year 	 18%	 3%	 10%

Salaries & Benefits 		   $3,603,983 	  $3,675,509 	  $3,773,828  
	 % change over prior year 	 5%	 2%	 3%

Total Public Sector Budget 	  	  $8,167,102 	  $8,359,943 	  $8,931,917  
	 % change over prior year 	 12%	 2%	 7%

Current & Future Impact Of Meetings  
& Conventions Booked During 2014
	B ooked in 2014 for 2014	B ooked in 2014 for future years	 Total

Delegates	  97,211 	  229,903 	  327,114 
Room Nights	  95,261 	  372,349 	  467,610
Spending	 $90,406,230 	 $213,809,790 	  $304,216,020 

TREASURER’s REPORT

Without Salt Lake County’s continued support and 
state-legislated funding, Visit Salt Lake would not be 
able to fulfill its mission or its goals and objectives.

Impact of Meetings / Conventions / Events 
Realized in 2014
	 Number of people	 Delegate / Attendee Spending
Convention Delegates  	 224,930	 $209,184,900
Attendees tied directly to Visit Salt Lake sales efforts

Hotel/Resort Meeting Attendees  	 39,688	  $36,909,840
All non-Salt Palace Convention Center / South Towne Exposition Center delegates from Visit Salt Lake sales efforts  

Sporting / Special Event Visitors*  	 5,259	  $3,662,400    
Total Spending by Delegates & Attendees  	 269,877	  $249,757,140
* 5,259 attendees stayed in hotels an average of four days spending approximately $175/day

Sales & Use Taxes—  
	 State  		    $13,923,960    
	 County  		   $9,472,040    
	 Cities in S.L. Co.   		    $3,471,624    

Total Sales & Use Taxes  		    $26,867,624 

2014 Direct Visitor Spending, Salt Lake County*
	 –––——––– Sales & Use Taxes Generated 2014 –——–––––

Direct Visitor Spending*		S  tate	C ounty 	C ities	 Total Taxes

Hotel 	  	  $411,140,207 	 $21,379,291 	 $21,996,001 	 $8,222,804 	 $51,598,096  
Car Rental 	  $164,328,309 	 $12,653,280 	 $12,488,951 	 $1,643,283 	 $26,785,514  
Restaurant*	   $390,873,876 	 $20,325,442 	 $6,253,982 	 $3,908,739 	 $30,488,162  
Retail &  
Attractions**	  $202,931,902 	 $10,552,459 	 $1,217,591 	 $2,029,319 	 $13,799,369  

TOTAL	 	  $1,169,274,295 	  $64,910,471 	  $41,956,526 	  $15,804,145 	  $122,671,142  
* Estimate Based on Hotel Occupancy patterns in Salt Lake County

** “�Retail & Attractions” estimated applying the average ratio of convention delegate spending on Retail & 
Attractions to spending on hotels in Surveys by the University of Utah, Bureau of Economic & Business Research



In the Good Graces of Existing Clients
Repeat business is critical to remaining 
successful in a competitive market. 
Visit Salt Lake’s ability to sustain its 
existing clients was proven by booking 
103 percent of its existing client room 
night goal.

First-time Groups Meet in Salt Lake 
Equally crucial to the success of a product or destination is new 
business. Of the 467,610 total convention room nights booked, 
193,210 were for new Salt Palace business, representing an 
impressive 161 percent of goal. 

Prospecting Pays Dividends
To be in consideration to host a 
meeting professional’s event, you 
must first be on their radar, and 
the time-tested method of pros-
pecting remains an essential tool 
of Visit Salt Lake’s sales force. In 

2014, more than 1,800 such actions were taken by convention 
sales directors and Visit Salt Lake’s tourism sales manager to 
achieve 116 percent of our prospecting goal.

SALES
Throughout Visit Salt Lake’s 30 years, the benchmark  

for the Sales Department has remained constant:  
room nights. In 2014, the aggressive sales goal for 
room nights was not only met but surpassed, as was the majority 

of the department’s performance measures.

467,610
Convention Room Nights 

Booked



Staying on top of the latest trends and tools to 
communicate  Salt Lake’s advantages as a travel 

destination is as critical as the communication itself. Remaining 
relevant in a competitive landscape requires new methods as 

well as tried-and-true efforts.

Marketing

Visit Salt Lake’s Site is the “Go To” Source
As Visit Salt Lake’s hardest working ‘employee,’ VisitSaltLake.com 
is Visit Salt Lake’s “call to action” for meeting planners, leisure 
travelers, and visitors looking for information throughout 
2014, our site had more than 1.9 million visitor sessions, or 
127 percent of goal.

13 Attractions, One Simple Pass
When visiting, people are interested in experiencing the unique 
attractions that help make up the fabric of a community, and 
the Connect Pass allows for visitors and locals alike to explore 
Salt Lake’s top attractions. And explore Salt Lake they did! In 
2014, more than 44,500 Connect Pass days were sold, equating 
to 223 percent of goal!

The Believability of Third 
Party Sources
Still critical to the awareness and 
branding of a destination or product is 
editorial coverage, proven to be one of 
the most trusted sources of information 
among consumers. By garnering more 
than $13 million in positive editorial 
coverage, Salt Lake remained top-of-
mind in critical market segments in 
2014.

1.9 MILLION 
Visitor Sessions



Services
By continually surpassing the expectations of Salt Lake’s top 
convention clients, Visit Salt Lake’s Services team continued 

its industry reputation as one of the best in the 
business, earning Meetings & Conventions’  

Gold Service Award for the 20th year.

The Cornerstone of Visit Salt Lake
What better way to know where you 
stand, both in terms of strengths 
and weaknesses, than to ask your 
clients. That’s exactly what Visit Salt 
Lake does throughout the year, bas-
ing the input from post-convention 
surveys on a five-point scale. Visit 

Salt Lake’s Services team again achieved 4.8, maintaining its 
status as one of the best in the business.

Information Specialists
In addition to meeting and con-
vention attendees, Visit Salt Lake’s 
Services team and its Information 
Specialists are responsible for the 
Visitor Information Center while also 
hosting various frontline hospitality 
training seminars and concierge 
events, all produced and hosted 
with aplomb.

out of 54.8 Post -convention
SURVEY RESULTS

i



PARTNER DEVELOPMENT
The continued success of Salt Lake’s tourism growth and success 

is dependent on one critical attribute: its partners. It is the 
tangible, and often intangible, attributes of our members and 

partners that truly sets our  
community apart.

Strength in Numbers
An important factor to having a strong and supportive member-
ship is by retaining existing member businesses while attracting 
new ones as well. The Partner Development team achieved both 
in 2014, exceeding its annual Membership Revenue by 105 per-
cent of goal. 

Face-to-Face Meetings Remain Critical 
Another critical component 
of a strong, supportive and 
engaged membership is the 
ability to bring the collective 
together to meet one another, 
discuss mutually beneficial 
opportunities and assist in 
developing programs to better 
reach success for Visit Salt 
Lake’s sales and marketing efforts. Partner Development pro-
duced and hosted no fewer than 13 Membership-focused events 
in 2014.

105%
Membership Revenue

GOAL



2014 milestones

JANUARY FEBRUARY MARCH

Record single 
month TRT Revenue 

$835,000!  
(Non-Olympic 

Month)

Most room nights 
booked in one 

month in 2014:  
72,776

Salt Lake City Fire Chief Kurt Cook 
and Division Chief Martha Ellis 
instrumental in helping Visit Salt 
Lake land the 2018 and 2023 
International Association of Fire 
Chiefs annual conventions, each 
bringing 10,000 delegates.



2014 milestones

APRIL MAY JUNE

Visit Salt Lake Connect 
Pass largest sales 
month with 9,976 
Connect Pass days

Record for Restaurant Sales 
in Salt Lake County  

$2,186, 000  
(Non-Olympic Month)

Biggest month for Rental 
Car revenue: $756,000

Most site inspections 
hosted in one month in 

2014: 18

Most new pro-
spective clients 

contacted in 
one month in 

2014: 182

Young Living 
Essential Oils 

attendance up 
260%

VisitVisit

Connect PASSConnect PASS



2014 milestones

JULY AUGUST SEPTEMBER

Single biggest 
month for con-
ventions in a 

Non-Olympic Year 
39,278 delegates 

ORSM, Usana, 
ACA. Also hosted 
our largest con-
vention ever the 
2014 ORSM over 
27,00 attendees.

 Record for earned 
media efforts 

$2,001,071 (Non-
Olympic Month).

All-time record for 
VisitSaltLake.com 
Total Site Visits 
207,272 with 
625,488 page 
views.

All-time record for 
Facebook growth 
9,050 new likes of 
our Visit Salt Lake 
Facebook Page!

Single biggest 
month for overall 

attendance as 
the SPCC with 

126,807 attendees. 
ComicCon, doTerra, 
Spillman and Zija.

YOY RevPar 
Growth 19%.



2014 milestones

OCTOBER NOVEMBER DECEMBER

Two Salt Lake 
locals—Kent Gibson, 

Chairman-Elect, 
BOMA International 

and Shelli L. Menegos, 
Executive Director, 

BOMA Utah—
helped book the 

Building Owners and 
Managers Association 
International (BOMA) 
Conference and Expo 
in June 2019, bring-
ing 2,200 attendees.

Ski City 
campaign 

launched—
website 

visitation 
39,495 visi-
tor sessions 
and 67,644 
page views.

E-mail 
newsletter 
campaign 

records 
highest 

number of 
emails in 

database at 
end of year:  

127,259.

Arlyn Bradshaw, Salt Lake County 
Commissioner, is the Executive 

Director for Best Friends Animal 
Society. He was instrumental in help-
ing book the 2016 Annual Conference 

with 1,250 delegates.
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