‘mmm aansssdssssnannsnsnstsasssenienan, A0 o0 0 90 500 1

;5’.0'

™~ L .

W‘w

”~

W
N
aalaig "

Py vyr vy w .
/

v At d s el A

Ov .
"—\

‘d‘ » Lad r "

m 4

"V?“’-v"-"v

i
3 }_-. = ARY AU : T

o\ v d t da

-~ O Y,

» - AR A

VV'Jd'vff‘i‘

» “ETE A B LA -

g~
g
’,

L AA LA . LA A AL A L

\

e a0 %ae sSan "

,‘m
Yo" SYae e 90030

- e e

Kentucky: VFR Travelers

Brian Screptock - VP, Client Engagement
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Established in 1978 as a Headquartered in Focused in Working with over
market research Columbus, OH and tourism since 175 Destinations and
consultancy Toronto, ON 1985 Brands
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Travel USA®-Domestic
Visitor Profile Data

Begun in 1990, Longwoods Travel USA® isthe

largest and longest running American
domestic trip tracking study.

Annual database of approximately 250,000

trips isrepresentative of all the leisure and
business trips taken by Americans each
year. Data is collected quarterly.

In 2024, the total overnight base size is
2,921 trips to Kentucky.

An overnight trip is any journey for
business or pleasure, outside your
community and not part of your normal

routine, where you spent one more nights
away from home.

L@‘ngwoods
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Kentucky Overnight - Main Purpose of Trip

|Visiting Friends & Relatives: 44% | Marketable: 45% | Business: 8%

US norm: 417% US norm: 48% US norm: 8%
Kentucky | US Norm
VFR 445 1%
Touring 127% 107
Special event 9% 8%

| Lmngwc:-mds
2024 Longwoods Travel USA
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637%

of Kentucky’s 2024 overnight VFR
visitors had visited the state
before in the past 2months

2023 US Norm
657% 647%

2024 Longwoods Travel USA®



Kentucky Overnight VFR Trips -State of Origin

2024 Longwoods Travel USA

State Origin Of Trip

(Top 5)

2024 2023
Kentucky
Ohio
Indiana 10% 9%
Tennessee 7% 8%
lllinois 5% 6%
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Kentucky Overnight VFR Trips Origin Markets

DMA Origin Of Trip

2024 Longwoods Travel USA

(Top 10)

2024 2023
Lexington, KY 8% 9%
ﬁincinnati, OH/KY 8% 6%
Louisville, KY 8% 6%
Nashville, KY/TN 6% 6%
Indianapolis-Lafayette, IN 5% 5%
Chicago, IL 4% 4%
EI;?SEW-HUHHHQWH. 4% 4%
ﬁnlumhua, OH 3% 2%
New York, NY 3% 2%
Cleveland, OH 2% 2%

Lmngwmada



Kentucky Overnight VFR Trip - Transportation

837% of Kentucky

overnight VFR trips
involved travelers using
their own car/truck to
get to their destination.

847 2023 . .

66% US Norm

2024 Longwoods Travel USA® Lﬁmgﬂﬂﬁﬂﬁ



Kentucky VFR Travel Party Composition

o,

Spouse/partner. 63% Child(ren): 41% ’

Friend(s): 16% Parent(s): 12%
Longwoods



Kentucky Overnight VFR Trips - Accommodations

Accommodations

(Top 7)
2024 2023
Hotel 37 % 36%
Home of friends [ 37% 42%,
relatives
Motel 13% 12%
Bed & breakfast T 4%

Reanled homea | condo

a 2]
| apartment % 4%
Campground / RV . ;
pnrh d’ "IE' 3 ."rl:l
Resort hotel 4% 4%

. Longwoods
2024 | ongwoods Travel USA



Kentucky Overnight VFR Trips - Length of Stay

Average Length of VFR Trip: 3.6 Nights
US norm: 3.7 nights

On average, 867% of

E.'_,E{;ii 21;5-[-' each VFR trip was
Kentucky spent within Kentucky.

= Outside of Kentucky
" In Kentucky

3.1 nights in
Kentucky

Lengw
2024 Longwoods Travel USA® ® g A 'D'DdS



Kentucky Overnight VFR Activity Participation

WV,

Entertainment Activities: 567 Outdoor Activities: 43% Sporting Activities: 19%

Lengwoods Shopping: 30% Attending celebration: 23%

12
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Overnight VFR visitors have
children in their

households
2023 US Norm
43% 447
- | !‘ . - ) 2024 Longwoods Travel USA®




Kentucky VFR Household Income

KENTUCKY OVERNIGHT VFR HHI

$150k +

$100k-%$149.9k

$75k-$99.9k

$50k-$T74.9k

Lﬁngwuruds
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<$49.9k
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VFR are very satisfied with the
friendliness of Kentucky's
people.

19% somewhat satisfied

Only 1% very dissatisfied

2024 Longwoods Travel USA®
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VFR very satisfied with
Kentucky’s quality of food

26% somewhat satisfied

Only 1% very dissatisfied

2024 Longwoods Travel USA®



KEY TAKEAWAYS

L

The 44% Powerhouse: Your Most Loyal
Revenue Driver

VFR travelers represent 44% of Kentucky's overnight trips-
the largest single trip purpose category-with an

impressive 63% returning within just 12 months. This isn't
just a large segment; it's your most reliable, repeat

customer base that requires lower acquisition costs and
generates sustained year-round demand while serving as
authentic brand ambassadors for your destination.

Drive Time is Prime Time: Winning the
Regional Road-Tripper

With 83% arriving by personal vehicle and 23% originating
from Kentucky and neighboring states (Ohio, Indiana,
Tennessee, lllinois), VFR travelers are quintessential drive-
market visitors. Top DMAs like Lexington, Cincinnati,
Louisville, Nashville, and Indianapolis create concentrated
target zones within 3-5 hours, offering cost-efficient,
high-conversion marketing opportunities.

Family Reunion 2.0: Designing
Multigenerational Memory-Making

VFR parties are family-focused-63% travel with
spouses/partners and 41% with children-and actively seek
shared experiences including entertainment (56%),
outdoor activities (43%), shopping (30%), and attending
celebrations (23%). Destinations that create "locals +
guests” programming, multigenerational itineraries, and
celebration-worthy experiences transform simple home
visits into unforgettable destination discoveries that
residents proudly share with their visiting friends and
CIEWEES

Beyond the Couch: The Commercial
Accommodation Opportunity

While conventional wisdom suggests VFR visitors crash on
couches, a majority book commercial accommodations

during their 3.6- total night average stays. These travelers
spend 86% of their trip time in-state (3.1 nights), creating

substantial economic impact across hotels, restaurants,
attractions, and retail.

L@'ngwmﬂds
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Thank Youl!
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& RELATIVES:
A HIDDEN TREAS

VISITING
FRIENDS




THE POWER
OF THE VFR
SEGMENT

A Toledo: 52% of visitors are VFR

A Kentucky: 44% of visitors are VFR
A Nearly half of all travelers!
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A Common perception:
staying with family,
not spending

A Reality for Toledo:
they engage, explore
and spend, or are
looking to do so




BEHAVIOR THAT MIRRORS A TYPIC/
LEISURE TRAVELER

Engaging with local
attractions

Dining out, going to
events, shopping, etc.

Staying In partner hotels







LOCALS: YOUR ' %
MOST AUTHENT; 2
INFLUENCERS

‘‘‘‘‘‘‘‘‘

A Spark hometown pride
A Equip residents to share their city
A The reason someone visits



STRATEGIC POSITIONING
| W[ hz 9CChw¢s L D |

A Accessible,
affordable, and
stressfree

A Perfect for short,
spontaneous trips

A Adventure close to
home




HIGHLIGHTING
EXPERIENCES




