




































VISITING 
FRIENDS 
& RELATIVES: 
A HIDDEN TREASURE



THE POWER 
OF THE VFR 
SEGMENT

ÅToledo: 52% of visitors are VFR
ÅKentucky: 44% of visitors are VFR
ÅNearly half of all travelers!
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ÅCommon perception: 
staying with family, 
not spending
ÅReality for Toledo: 

they engage, explore, 
and spend, or are 
looking to do so



BEHAVIOR THAT MIRRORS A TYPICAL 
LEISURE TRAVELER

Engaging with local 
attractions

Dining out, going to 
events, shopping, etc.

Staying in partner hotels
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Already have 
a reason to 
visit

Ready to 
be 
inspired

High 
conversion 
potential



LOCALS: YOUR 
MOST AUTHENTIC 
INFLUENCERS

ÅSpark hometown pride

ÅEquip residents to share their city

ÅThe reason someone visits



STRATEGIC POSITIONING 
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ÅAccessible, 

affordable, and 

stress-free

ÅPerfect for short, 

spontaneous trips

ÅAdventure close to 

home



HIGHLIGHTING RELATABLE 
EXPERIENCES

ÅFocused on what locals already love

ÅMessaging that appeals to visitors and 

locals alike
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