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Visalia Tourism Market Indicators HOS,%;E,ZDW

October 2023 A 4.6% YOY, ¥ -6.3% vs. 2019

W,

October was a good month for Visalia hotels compared to last year with demand increasing +13.2% YOY Performance BenCh mark .
easily absorbing the +8.2% YOY increase in supply resulting in a +4.6% YOY increase in occupancy to % change relative to same month in previous year 12 1 . 3 K

£69.9%. .
Airport Throughput

20% A 22.4% YOY, A 33.6% vs. 2019

ADR also gained in October by +3.9% YOY to $136 setting a new October record. The combined increases
in ADR and demand resulted in a +17.6% YOY increase in revenue to $4.3M for the month.
10%

FAT TSA throughput increased +22_4% YOY, +33.6% higher than pre-pandemic October 2019. Growth in
Leisure & Hospitality jobs also exceeded pre-pandemic levels at +17. 2%, a +2.1% YOY increase to 14 3K

jobs.

$4.3M

Hotel Revenue
A 17.6% YOY, A 36.0% vs. 2019

Inbound travel to the US forecasted by Oxford Economics is expected to produce 66.9M visits during

2022, 15.8% below 2019 levels. Full recovery is not expected until 2025, while growth in inbound visits -10%
continues to have an effect on US competitive weaknesses in both the air travel sector’'s staffing

shortages as well as long visa wait times.

Sep-22 MNov-22  Jan-23 Mar-23  May-23  Jul-23  Sep-23

Arts, Entertainment, and Recreation employment across the US was 2.5 million, ahead of last year by
6.2% and up 2.1% relative to 2019. Despite this, Accommodations employment remained stagnated .

behind, up 4% from last year but down 9.7% vs. 2019.
B Leisure & Hospitality Jobs M Hotel Demand

M Tsa Throughput Hotel Revenus 'ﬁ
14.3K

Leisure and Hospitality Jobs
A 2.1% YOY A 17.2% vs. 2019
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Data Sources: STR, TSA, Bureau of Labor Statistics
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Visalia

Lodging Performance

October 2023

Occupancy ADR
69.9% $136
YOy Yo

A 4.6% A 3.9%

Monthly Hotel Performance

Fresno, CA 63% $117 $74

67%

. $1?9
ADR

Ontario, CA $122
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isalia, CA $136 495

Yosemite 65%a

Occupancy RevPAR
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RevPAR Supply
$95 45.6K
Yoy YOy

A B.6% A 8.2%

Demand

31.8K

Yoy
A 13.2%

Monthly Visalia, CA Hotel Performance by Year
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Revenue Hotel TOT (Sep)

$4.3M $356.4K
YOy YOy

A 17.6% A 5.6%

Monthly TOT by Year

Month of September

2019 5254.1K 5254.1K

2020 5279.2K 511.0K £250.2K

2021 5381.7K 525.0K 5406.7K

022 £337.4K §42.0K £379.4K

2023 $356.4K $48.6K $405.0K
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Trends

Visalia, CA

% Month October 2023
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Visa(ia

Park Visitation
October 2023

Recreation Visits
216.2K

YOy vs., 2019

A 6.1% ¥ -30.6%

Monthly Visitation by Category (All Area Parks)

YOy vs. 2019
Recreation 216.2K A 6.1% ¥ -30.6%
Visits . ' '
Concessioner _ a _ s
Lodging 1.4K ¥ -B6.7% ¥ -89.9%
Tent Campers 8.9K ¥ -39.0% ¥ -45.7%
RV Campers 11.1K ¥ -5.7% ¥ -41.3%
NonRecreation R _ s
Visits 5.0K ¥ -7.0% ¥ -46.2%

Poweredby: SYMPHONY TOURISM ECONOMICS

593

NonRecreation Visits
5.0K

Yoy vs. 20159

¥ -7.0% ¥ -46.2%

Monthly Recreational Park Visits

October
2021 2022 2023

- IIWKIIMﬂ

I 53.3K l 56.1K
109.0K I 53.8K I

Sequoia

Kings Canyon [| 11.0K

Death valley 53.8K

Recreation Visits
216.2K
EEREEEREEEY
NonRecreation Visits
— )
8§ 8525532858 ¢ 38
2020 2021 2022 2023
[ | [ | [ | [ |

Data Sources: National Park Service
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Benchmarking: Airport Throughput and Regional Employment

October 2023

FAT TSA Throughput
October 2023 Calendar Year-to-Date
121.3K 1,072.9K
YOy vs. 2019 YOy vs. 2019
A 22.4% A 33.6% A 12.9% A 26.2%
TSA Throughput Comp Set
% Change YOY
May-23 Jun-23 Jul-23 Aug-23 Sep-23 Oct-23
Fresno- FAT

Los Angeles - LAX
San Francisco - 5FO
CA

USA

Source: TSA
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Visalia-Porterville, CA Leisure and Hospitality Jobs

October 2023
Leisure and Hospitality Total Nonfarm
14.3K 143.0K
YOY vs. 2019 YOy vs. 2019
A 2.1% A 17.2% A 1.6% A 10.3%
Leisure and Hospitality
As a % of Total Nonfarm
0%
10%
AVG
9.0
9%
8%
7%
Jan-1% Jan-20 Jan-21 Jan-22 Jan-23 Jan-24
Source: Bureau of Labor Statistics; Emploayment is represented for Visaliz-Porterville, CA

TSA Throughput for
FAT
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Monthly Employment Tracker: Area Employment Snapshot

Visalia-Porterville, CA - As of September 2023

Employment by Sector
September 2023, Visalia-Porterville, CA
Total Nonfarm
Government
Education and Health Services
Retail Trade
Leisure and Hospitality
Manufacturing
Professional and Business Services
Transportation, Warehousing, and Utilities
Other Services
Finance and Insurance
Information

Employment by Sector
9 Change vs. 2019

Jobs Gained/Lost

Jobs vs. 2019 % Change vs. 2019
141.9K 12.7K Pos%
33.6K 0.5K 1.5%

21.3K 3.9K B 224
16.7K 0.9K 5.7%

14.3K 2.0K B 16.3%
14.1K 1.2K Bo3%

11.7K 0.7K [ 6.4%

9.7K 2.2K 29.3% |
B 20.0%

2.5K -0.2K -7.4% [

B-14.3%

4.2K 0.7K

0.6K -0.1K

Visalia-Porterville, CA Statewide United States
Accommodation and Food Services I 17.0% 0.8% 0.0%
Arts, Entertainment, and Recreation I 5.1% B 4.7% 2.1%
Food Services and Drinking Places I 15.4% 2.2% 1.7%
Leisure and Hospitality I 16.3% 1.4% 0.3%
Total Nonfarm I ©.3% 3.7% 3.6%

Source: BLS - Current Employment Statistics (CES)

Wages: Leisure and Hospitality vs. Total Private
Index, 2019=100

Visalia-Porterville, CA

2021 2022 2023
Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1
Leisure and hospitality 99

Total 105 110 115

United States

Leisure and hospitality a5 103
Total 104

Share of Total Private Employment
(Leisure and Hospitality vs. Agriculture, Forestry, Fishing and Hunting)

2021 2022 2023
Q1 Q2 Q3 Q4 Qi Q2 Q3 Q4 Q1

L&H Share of Emp. 8.4% 9.1% 9.5% 9.5% 9.9% 9.6% 9.9% 9.8% 10.3%

Source: BLS - Quarterly Census of Employment and Wages (QCEW); Data estimated where missing

Job Openings Rate: Leisure and Hospitality vs. Total Nonfarm
Visalia-Porterville, CA

10.0%

5.0%

0.0%
2016 2017 2018 2019 2020 2021 2022 2023

Source: BLS, Tourism Economics M Leisure and Hospitality [ Total Nonfarm
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Domestic Visitor Summary
From October 01, 2023 to October 31, 2023

Origin Heat Map

= 8. (': )
—
1.6 days 73.6% 42.5%
Avg Length of Stay Overnight Visitors Repeat Visitors

Top-10 Visitor Origin States Top-10 Visitor Origin MSA/CBSA

% share of total % share of total
california [N 75.7% Bakersfield-Delano, CA [ 158.1%
Arizona | 3.1% Los Angeles-Long Beach-Anaheim, cA [ 14.4%
Mevada | 3.0% Riverside-San Bernardino-Ontario, CA [l 6.6%:
Texas | 2.7% Sacramento-Roseville-Folsom, CA - 6.5%
Oregon | 1.4% San Francisco-Oakland-Fremont, CA ] 4.3%
Washington | 1.4% Fresno, CA ] 4.2%
Utah | 0.9% Modesto, CA [ 2.8% : , OpenStreetMap
Florida | 0.8% San Diego-Chula Vista-Carlsbad, CA [J] 2.6%
Colorado | 0.7% San Luis Obispo-Paso Robles, CA [l 2.6% Origin Demographics
New Mexico | 0.7% Stockton-Lodi, CA [J] 2.4% % share of total
. . . Household Income Age Groups Race
Trips by Distance Top-10 POIs Visited Median: $82.0K g P
% share of trips % share of trips 249, 409,

aQ,
Downtown Visalia _ 2.5% 19% 19%
17%

Sequoia Mational Park _ 1.9% 16% 16%
Kings Canyon National Park - 1.0% 13%
SD_IEE:::““ES Fresno Yosemite Int'l Airport - 0.9%
visalia Mall [ 022
Lake Kaweah - 0.6%
Yosemite National Park - 0.5%
Marriott, Visalia - 0.5%

15%
14% -

13% 129

12%

10% 21%

Kaweah Health Medical Center [JJfj 0.5% 25K 25K - SOK - 75K - 100K - 150K+  <18Y 19Y 25¥ - 35Y - 45Y - 55V - 65¥+  White Black Asian Other 2+

14%

9%

= .

A9K 75K 100K 149K -24Y  34Y 44Y 54y 64y races

LAX, Los Angeles - 0.4%

Sample Size: 57,633 Source: Near & United States Census Bureau SYMPHONY TOURISM ECONOMICS




Domestic Visitor Summary
From October 01, 2023 to October 31, 2023

Origin Heat Map

= 8. (': )
—
2.1days 100.0% 44.5%
Avg Length of Stay Overnight Visitors Repeat Visitors

Top-10 Visitor Origin States Top-10 Visitor Origin MSA/CBSA

% share of total % share of total
california [N 72.6% Bakersfield-Delano, CA [ 14.6%
Arizona | 3.4% Los Angeles-Long Beach-Anaheim, cA [ 14.4%
Mevada || 3.2% Sacramento-Roseville-Folsom, CA [ 7.3%
Texas |2.9% Riverside-San Bernardino-Ontario, CA - 6.6%
Oregon | 1.6% San Francisco-Oakland-Fremont, CA [l 4.79%
Washington | 1.6% Fresno, CA ] 3.8%
Utah | 1.0% San Diego-Chula Vista-Carlsbad, cA ] 3.0% : , OpenStreetMap
Florida | 0.9% Modesto, CA ] 2.7%
Colorado | 0.8% San Luis Obispo-Paso Robles, CA [l 2.6% Origin Demographics
Oklahoma | 0.8% Stockton-Lodi, cA ] 2.3% % share of total
. . .. Household Income Age Groups Race
TI"IpS by_ Distance Top 10 I_I’Ols Visited Vedian: $83 6K
% share of trips % share of trips 239, 50%
Q,
Downtown Visalia _ 2.5% 19% 19%
L6% 17%
Sequoia National Park _ 1.9% 16% 0
Kings Canyon Mational Park 1.0% 15%
_— g ¥ I 13% 14%
50 - 199 miles Fresno Yosemite Int'l Airport [JJJJJil 0-2% o 129% 12%
visalia Mall [ 022 10% 20%
Lake Kaweah - 0.6% 14%
Yosemite National Park - 0.5% 6% 10%
Marriott, Visalia - 0.5% . .

Kaweah Health Medical Center [JJfj 0.5% <25K 25K- SOK- 75K- 100K- 150K+  <18Y 19¥ 25Y- 35v. 45Y- SSY- G5V4 White Black Asian Other 2+
= races
LAX, Los Angeles [JJJj 0.4% 49K 7SK 100K 145K

Sample Size: 42,811 Source: Near & United States Census Bureau SYMPHONY TOURISM ECONOMICS
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From October 01, 2023 to October 31, 2023

International Visitor Summary V‘f.\
|

—— Top-10 Visitor Origin States
x c % Share of Total
—
100%: L L * L
3.5 days 83.8% 47.99% Israel South Korea Brazil Taiwan
Avg Length of Stay Overnight Visitors Repeat Visitors
L 90%-
£ L
Top International Markets = * Canada
g Australia o *
; 80% Mexico Japan
Avg LOS % Owernight
L
Mexico 3.3 days 82.8% India
70%+
Canada 4.2 daYS 87.3% SaUdlﬁrablal T T T T T T
1.0 days 2.0 days 3.0 days 4.0 days 5.0 days 6.0 days 7.0 days
Avg LOS
Japan 5.0 days 83.2%
. . Top-10 POls Visited Top Cross Visitations
Brazil 5.8 days 100.0% %% Share of Visitors %% Share of Visitors Who Visited Kings Canyon National Park

Downtown Visalia _ 2.2% Downtown Visalia _ 2.2%
Australia 2.8 days 85.7%
Sequoia National Park _ 2.0% Sequoia Mational Park _ 2.0%
India 3.9 days 75.0% Kings Canyon Mational Park - 1.4% Fresno Yosemite Int'l Airport - 1.0%
Fresno Yosemite Int'l Airport - 1.0% LAY, Los Angeles - 0.8%

Israel 1.8 days 100.0%
LAX, Los Angeles - 0.8% Lake Kaweah - 0.8%
Saudi Arabia 0.7 days 66.7% Lake Kaweah - 0.8% Lake Success, Porterville - 0.8%
Lake Success, Porterville - 0.8% \isalia Mall - 0.6%
South Korea 4.9 days 100.0% o s
Visalia Mall - 0.6% Hampton Inn, Visalia . 0.4%
Taiwan 6.7 days 100.0% Hampton Inn, Visalia . 0.4% Kaweah Health Medical Center . 0.4%
Kaweah Health Medical Center . 0.4% La Quinta Inn & Suites . 0.4%

Sample Size: 503 Source: Near SYMPHONY TOURISM ECONOMICS




Website Performance Summary

October 2023

Month

Page or Section

Default Channel Grouping
All

Date Selection
Entire Month with YOY October 2023 Sections
54.39K +1.9% 1.49 page -0.05 page 55.2% +6.19% 00:01:21 -18.1%
. YOy - YOy YOy . . YOy
Total Sessions Pages per Session Bounce Rate Avg. Session Duration
3.0% 15.6%
tablet desktop Session Count Trend J021 Top Cities
os Angeles A%
Mooz o angeles I <+
M 2023
visa | =
. 60K+
Sacromento NN = 1+
40K san Francisco | 72
81.3% i 3,79,
mobile San Diego -
Phoenix 3.0%
S0k I
1.6% Las Vegas - 2.3%
Referral O ic Shoppi
8.1% o SePPne seattie [l 23
Cmss_nEtwork T T T T T T T T T T T 1

Pa?j.gunﬁial Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec Fresno - 2.1%

18.0%
Paid Search

26.8%
Organic Search

Sessions by User Type

returning - 9.7%
(not set) . 6.0%
MNull

Source: Google Analytics

Top Campaigns
Leisure _ 37.5%
(organic) _ 29.4%
(direct) [J] 4.7%
MI Visit Visalia Discovery Compe.. . 4.6%
(not set) I 3.8%
MI Visit Visalia Dynamic I 3.5%
MI Visit Visalia Discovery I 3.5%
MI Visit Visalia Lodging Geo ] 1.9%
MI Visit Visalia Travel || 1.8%
Winter Annual Park Pass I 1.7%

Top Landing Sections

homepage _ 11,005
eventdetail - 2,616
calendar - 2,321

itineraries - 1,579

Top Sources
google [ 557
facebook _ 37.5%
bing [JJJJj 6.0%

(direct) [ 4.7%
Westways Nov Dec.. I 1.7%

digilant | 1.1%
visitvisalia.com ID.Q% things-to-do . 1,216
yahoo | 0.5% account I 729

10-things-to-do-i.. [ 713
9-cant-miss-sequ.. I 623

SYMPHONY TOURISM ECONOMICS

duckduckgo | 0.3%

m.facebook.com | 0.2%



Facebook Insights

Month
October 2023

Audience

8,087

YOY New Audience
A 7.5%

MOM New Audience
A 775.0%

Audience Change by Week

9 9 8
4
] :
I

Oct-01 Oct-08 Oct-15 Oct-22 Oct-29

Facebook Engagements

Apr-22
May-22
Jun-22

Jul-22
Aug-22
Sep-22
Oct-22
Nowv-22
Dec-22
Jan-23
Feb-23
Mar-23
Apr-23
May-23
Jun-23

Jul-23
Aug-23
Sep-23
Oct-23

63.6K
32.1K
28.6K
29.4K
26.8K
12.0K
15.2K
33.8K
35.2K
32.8K
18.7K
18.6K
21.3K
20.7K
27.4K

Source: Facebook Insights

Impressions Engagements
2,582.7K 27.4K
MOM Impressions YOY Impressions MOM Engagements ¥OY Engagements
A 56.0% A 53.8% A 32.5% ¥ -4.2%

601.7K

Oct-01

72.6K

Impressions by Week

590.5K 591.6K

547.9K

Engagements by Week

MOM Engagement Rate
¥ -0.2%

Engagement Rate

1.1%

¥OY Engagement Rate
¥ -0.6%

Engagement Rate by Week

1.1% 1.0% 1.1% 1.0%

...2510'( .... .....

Dct-08 Oct-15 Oct-22 Dct-29 Dct-01 Oct-
Audience by Gender
9 share of total , October 2023
107.7K 7 8%
96.7K
99.3K
30.0%

Female Male

08 Oct-15 Oct-22 Oct-29 Oct-01

Audience by Gender & Age

By gender & age group, October 2023

F13-17 | 0.0%
F18-24 | 0.6%
F 25-34

B s
F 35-24 [ 2 5
Fas-54 [ 17.8%
F 55-64 [N 10.7%
F 65+ [N &>

M 13-17 | 0.0%

M 18-24 | 0.3%

M 25-34 [ 3.9%
v 35-24 [N 54
m 45-54 [N 77>
m s55-64 [ 54

m 65+ [ 232

Oct-08 Oct-15 Oct-22 Oct-29

Audience by Gender & Age

Change vs. prior month, October 2023
o

_1l
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GDP set to slow dramatically

US: GDP Forecast

% annualized

Forecast

7.0

O = N W b U1 O N

-2.0

Q3- Q4- Q1- Q2- Q3- Q4- Q1- Q2- Q3- Q4- Q1- Q2- Q3- Q4- 21 22 23 24
21 21 22 22 22 22 23 23 23 23 24 24 24 24
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Labor market remains strong

US: Nonfarm payroll employment

000s
700

600

500

400

300

200

100

Il Monthly change
—3-month moving average

- 2018 - 2019 average monthly change

Nov22 Dec22 Jan23 Feb23 Mar23 Apr23 May23 Jun23 Jul23 Aug23 Sep23 Oct23

Source: Oxford Economics/Haver Analytics
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But the market is starting to soften

US: Jobs hard to get & unemployment

Net % saying jobs plentiful %
-80 1 - 12
—Net jobs hard to get-Adv. 3m,LHS ‘

60 —Unemployment rate-RHS - 11
- 10
40 - - 9
20 - - 8
- 7
0 - 6
20 - - o
- 4

40
- 3
60 ! I ] I I | I I I 2

1995 1997 2000 2002 2005 2007 2010 2012 2015 2017 2020 2022

Source: Oxford Economics/Haver Analytics
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And consumers are feeling uneasy

US: Consumer sentiment

1966Q1=100
125 -

115 A
105 -
95 A
85 -
75 A
65 - ~
55 A ‘

45 -

—Present conditions
Consumer expectations
—Consumer sentiment

35 I I I I I I
2001 2003 2005 2007 2009 2011 2013

Source: Oxford Economics/Haver Analytics

2015 2017 2019 2021 2023
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Inflation remains the focus

US: Inflation expectations and inflation
%

. —Expected inflation rate, 1 year ahead (LHS)

5 N —Headline CPI inflation (RHS)

4 -

3

>

1 . . . . . . . .

2007 2009 2011 2013 2015 2017 2019 2021 2023

Source: Oxford Economics/Haver Analytics

%
10
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Housing market slammed by higher interest rates

US: 30-year mortgage rates US: Pending and existing home sales
% Index, 2001=100 000s
90 —MBA —Freddie Mac 130 - - 6,600
8.0 120 - - 6,200

- 5,800
7.0 110 ~

- 5,400
6.0 100

- 5,000
5.0 90 4

- 4,600
4.0 50 -

- 4,200
3.0

70 7 - 3,800

50 =—PHS 2mma-LHS —EHS, Tmos lag-RHS
' 60 . . . . . . —L 3,400

2000 2003 2006 2009 2012 2015 2018 2021 2023
Mar-20 Sep-20 Mar-21 Sep-21 Mar-22 Sep-22 Mar-23 Sep-23

Source: Oxford Economics/Haver Analytics

% TOURISM ECONOMICS



Saving rate historically low but buffer is still high

US: Personal saving rate US: Estimated excess savings
% disposable income $,bns
35 H 3000 - B Upward revision to excess savings (LHS)
W Excess savings (pre-revisions, LHS)
30 - 2500
25 1
2000 A
20 -
1500 A
15 A
10 A 1000 A
5 A 500
O T T T T T T T T T T T

1990 1993 1996 1999 2002 2005 2008 2011 2014 2017 2020 2023 Jun20 Dec20 Jun21 Dec21 Jun22 Dec2? Jun23

Source: Oxford Economics/Haver Analytics Source: Oxford Economics/Haver Analytics
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Travel planning remains stable

Travelers with Travel Plans in the Next Six Months Comparison

100
80
60
40
20
0
15 119 22 216 32 316 330 413 511 &8 76 83 831 928 1026 1129 14 21 31 329 42 524 621 719 816 913 10-11
\ |
2022 2023
*Note: Data spanning multiple years, beginning from 1/5/2022. v
Travel Sentiment Study Wave 79 L@ngwgggﬁ | mlles
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Slippage evident among lower iIncome earners

Planning Leisure Travel Within the Next 6 Months

% of American Consumers

\ O
\
MM
(C)4
Global

<$50K $50-$99K $100-$149K $150K-$249K $250K+

62%

Quarter of Survey
Light gray bars represent the ave

2021Q3 12021 Q4 W2022Q1 W2022Q2 W2022Q3 W2022Q4 W2023QL M2023Q2 M2023Q3  grvey respondants

SYMPHCONY TOURISM ECONOMICS

“We're seeing a little bit
of softness in our
overall kind of demand
relative to Q3.”

Airbnb, Q3 Earnings Call

&) TOURISM ECONOMICS



Outbound recovery is well ahead of inbound

Inbound and Outbound Travel Spending

Millions of dollars, seasonally adjusted

140% e==|nbound e Qutbound
118%
120% _ .
Implies 38 million lost room
100% :
nights
80% 86%
B (2.9% of 2023 US hotel room
00% demand)
40%
20%
0%
Jan-20 Jan-21 Jan-22 Jan-23
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International inbound Is gaining momentum

Global regions visits to USA
2019 = 100 (same month comparison)

20
Mideast: 102
00 LATAM: 98
Europe: 86
80 ~\“ Qverseas: 84
APAC: 72
60
40
20

0

'\ '1/ Vv AV AV ‘b
MRV AR AN AN AR AN AU G A R AN e
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“Group business continues to improve. Total

Business travel plans are strengthening  group revenue pace is now 6.7% ahead of the
same time 2019, up from 4.2% as of the

. . - second quarter ... The group booking window
Planning Business Travel Within the Next 6 Months

% of American Consumers

continues to extend, and we are pleased with

the base we have on the books for next year.”

Host, 2023Q3 earnings call
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In the face of an economic slowdown...

« Leisure travel will be resilient
« Business and group travel continues to rebuild
« International returns to a surplus

An economic
slowdown

- The response
of travelers
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