


Key Lodging Metrics - NM vs. US Average
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Record-Breaking Visitation (millions)
NM outperforms

. 36.6 US Average by
Million 79% in 2018
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7 % increase year-over-
year in visitor spending
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2018 Economic Impact

Visitor Impact on State &

Spending Employment Local Taxes

$7.1 billion loutof 12 of all  $693.5 million
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Visitor Spendinq (billions) Nearly 23% growth since 2013

Source: Tourism Economics
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Tax Revenue from Visitor Spending

m

State Taxes Local Taxes
$475.1 million $218.4 million

ﬁ Visitor spending offset the tax burden on New

Mexico residents by $900 per household.

6 Source: Tourism Economics




Statewide Employment
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New Mexico Job Growth by Industry

Total Growth 2009-Current
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The Halo Effect

90.0%
80.0%  76.1% 16.9% 75.0%

70.0% 68.0% 67.1% 66.9%

60.0%

50.0%

40.0%

30.0%

20.0%

10.0% I I I
0.0%

Agoodplaceto A goodplaceto A goodplaceto Agoodplaceto Agoodplaceto A good place to
live start a career  start a business  attend college purchase a retire
vacation home

m Visited NM; saw ads m Didn't visit NM or see ads

9 Source: Longwoods International 20715 RO/ study



Tourism Development

Destination Development Roadmap

Tourism Region Boards
Grow with Google

New Mexico Clean & Beautiful Program
KEEP NEW MEX:S
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Lodgers’ Tax Best Practices Handbook
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Online Commerce Taskforce




Marketing & Promotion

New Mexico True Certified Program

Cooperative Marketing Grant Program
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Fly Markets

San Diego
Phoenix
Denver
Austin
Dallas
Houston
Chicago

Individuals aware of the New
Mexico True brand are 7X more
likely to visit than those who
aren’t exposed to the brand.
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NMTD research
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NMTD awards and accolades

New Mexico Tourism Department New Mexico Magazine

T "
STORYTELLING AWARD 2019 ‘ IRMA

International Regional
Magazine Association

NEW MERICO /7 we

VIDEO SERIES: “NEW MEXICO TRUE STORIES”

| continue to be incredibly impressed by the work our partners are doing.
The series called, “New Mexico True Stories,” is an unexpected look at the
magical adventures to be experienced there. | think my favorite video is
one called “Earthships,” which is about sustainability. Every single video in
the series makes you want to go there now, which, by the way, is my
simple screen for whether a piece of content works.

14 -Tracy Lanza, Vice President of Integrated Marketing | Brand USA
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FY21 Budget Summary - General Fund

FY21 Total Request Requested Base Increase
Marketing & Promotion $16,582,100 $2,970,000

P549 — Marketing & Promotion: Base increase of $2.9M for national advertising, fly markets

Current Staff $3,343,400 $778,000

Overall agency need to fully fund the current 54 authorized FTEs, also proposing realignment of FTE per PCode; therefore, a significant shift between
Pcodes in personal services category.

Co-op/Brand Extension $2,976,000 $2,376,000

P549 — Marketing & Promotion: Base increase of $1.3M for the Cooperative Marketing Program, bringing programmatic total to $1.9M.
«  FY20 grant requests totaled $1.3M; lost $700K in matching opportunity
«  $990K for Brand Extension

Additional Staff $969,000 $969,000

Additional 16 FTE agency-wide. Top priority is an additional 5 FTEs for Visitor Information Centers (need at least 4 per location for health and safety
of staff). This is preceded by programmatic needs in marketing and promotion, tourism development and program support.

Total FY21 Budget Summary $23,870,500 $7,093,000







