
Southern Nevada Tourism 

 

A road to recovery 



LAS VEGAS VISITATION 
Jan 2007- Sep 2011 monthly increase/decreases 
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  September   change from 

       2011 TYD prior yr. 

Visitor Volume  29.5m +4.7% 

Room Inventory  150,425 +1.4% 

Citywide Occupancy  85.2% +4.1 pts  

ADR $105 +10.7% 

Convention Attendance  3.9m +9.9% 

En/Deplaned Passengers  31.2m +4.4% 

Avg. Daily Auto Traffic  101,107 -0.1% 

Clark Co. Gaming Rev.   $6.9b 2.5% 

Las Vegas Visitor Statistics 
2011 Year-To-Date results 



Leisure and Hospitality Sector Employment 

Å+2.1 percent in the first seven months of 2011  
–  Outpaced the broader market (-1.6 %, excluding leisure and 

hospitality) 

– Added roughly 8,000 positions over the prior year (+3.1%) 

 

ÅGrowth is sourced to:  
– Accommodations (+4,900 jobs)  
– Food services and drinking places (+3,200 jobs). 

 

ÅRegained 15,200 jobs since bottoming in November 

2009 
– Represents growth of 6.1%.   



Innovation and Leadership 

ÅAs a destination, Las Vegas has turned the corner 

and is back on solid footing  

 

ÅWe are out of recessionary times  

 

ÅWe learned a lot during the recession and will 

capitalize on our experiences and leadership  

 

ÅThe continuation of our òAdult Freedomó positioning 
will lead the way  

 



Looking Forward 

ÅOver the next three years, the LVCVA aims to 

increase tourism and thus the economic impact on 

our community  

 

ÅWe will rely on time -tested strategies, but approach 

all opportunities with stricter evaluation criteria  

 

ÅWe have a comprehensive plan, as well as the right 

talent, to succeed for the next three years and 

beyond  

 



Meetings & Conventions 

ÅLas Vegas Convention Center District Improvement  

– Solicitation of Feedback  

– Re-launch of phased construction 

– Upgrades in F&B and Technology 

– Continued Focus on Safety and Security 

 

ÅSales 

– Leads and Bookings 

– Corporate, Associations, Unions 

– Contract Extensions and New Customers 

– LV Business Forum & Innovation Lab 

 



Airline Route Development 

ÅAviation Services Agreement  

ÅStrategic Plan  

– Domestic 

– International (Volaris, British Airways, XL Airways) 

– New Routes 

– Incremental Capacity Increases 

ÅMcCarran Terminal 3  

ÅHosting Airline Industry Conferences  

– Interline Conference  

– Routes Conference 



Advocacy 

ÅVisa Reform  

ÅModel Ports  

ÅTransportation  

ÅTravel Facilitation  



Breaking New Ground: How We Got Here  

POST-RECESSION: NEW RULES 

CORE: NOW REQUIRES AN 
EXCUSE 

• Still need freedom to try new 
things whenever they want 

PERSUADES: NEED A PLAN 

• Will spend, but need to know what 
they will get – reassurance they made 
the right decision; freedom from worry 

• Feel a sense of accomplishment 

• Fear of the unknown 

• Risk-averse 

• Price is a barrier 

RECESSION 

• Don’t need a plan 

• Escape/freedom 

• Bragging rights for 

“anything goes” 

PRE-RECESSION 



CORE 

PERSUADE 

• Passionate about Las Vegas  

• Multiple experiences  

• Positive economic outlook  

• Trendsetters  

• Looking for excitement and 

surprise 

• Achieved òAmerican Dreamó       

(degree, job, family)  

• Want to escape  

• Concerned economic outlook  

• Looking for value  

• Lack Las Vegas understanding 

beyond gaming  

 




