


Sessions 374,347

Pages per session 1.71

Bounce Rate 74.04

1 SLC Soldier Hollow Tubing

2 LA Homestead Crater

3 Heber Homepage

4 Not set Special Events

5 Murray Winter Wonderland

6 West Jordan Cascade Springs

7 Lehi Attractions

8 So Jordan Lodging

9 Provo Hailstone Campground

10 Denver Heber Valley Railroad

Top Ten

City Page

2020 Web Traffic

Tourism Indicators Snapshot

Sign Ups 11,502

Open Rate 15.1% 

Click Through 2%

Newsletter

Occupancy 40.32%

ADR $218

Total RFPs

Hotel Data 

Total Events 75

Est.         37,050 
Attendance
HVRR      90,000

Events 
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Occupancy

$1,855,085

2020 TOTAL TRT

8.53% down YOY

10% Down YOY

37

Trip Planner

Plan Users 3,856
AVG Duration 4.3 Days
Estimated ROI $32,000

As of October 2020

State Park Visitation – 2,147,000
Strawberry – 2,000,000

Visitation
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Group Sales Recap 

• Number of RFP’s in 2020 – 37 total requests 
• Total Estimates - about $4.3 million in hotel spending 
• 12 have booked for approximately $310,000 (Hotel rooms) 
• Markets –

• 10 - Association ***
• 9 - Sports ***
• 7 - Corporate 
• 4 - Reunion 
• 2 – Tour and Travel 
• 2 - Weddings 
• 1 - Government 
• 1 - Fraternal 
• 1 - Social 



How did these projects Start? 

• In 2020, UOT offered Destination Development and Branding Co-Op
• Hub Collective & Corragio Group 

• Purpose: To create a plan for future tourism in Heber Valley, and to 
understand where we’ve been and where we’re going 

• Spurred by the Mayflower Mountain Development – Luxury brands 
needing a cohesive brand

• Why: Time for us to truly understand who we are and take control of 
our own destiny



The Process: Who and How

• Created a team of 21 local businesses, elected officials, tourism 
partners, and state agencies to help craft and lead discussions 

• Met over zoom calls a few 
times a month 

• Ran through exercises to help 
determine who is coming 
here and who we’d like to 
come here 

• Identified challenges to and 
opportunities for growing 
tourism 



Destination Development Plan - 2031 

• Purpose of the plan: Shaping the Heber Valley experience will lead to 
greater quality of life



Destination Development Plan - 2031 

• Creating a Vision: Heber Valley will continue 
to craft a future for itself that retains its 
smaller-town charm while sharing its 
abundant natural bounty to visitors who 
linger and explore all it has to offer. 
• Retain history 

• Focus on outdoors 

• Expand natural amenities 

• Differentiate 



Destination Development Plan - 2031 

• Three Phase Plan through 2031 
• Phase 1 Align (0-3)  – Establishing a unified focus and foundation. Creating a 

cohesive vision 

• Phase 2 Develop (4-6) – Creating and implementing new plans, partnerships and 
products 

• Phase 3 Expand (7 – 10) – Solidifying Heber Valley Experiences and growing tourism 
value to the economy 



Destination Imperatives (Priorities!) 

1. Expand Geography of Brand 
Awareness 

2. Cultivate Local Support and 
Ambassadorship 

3. Foster Collaboration in Tourism 
Industry 

4. Grow Assets into Attractions 

5. Develop Compelling Itineraries 

6. Foster Olympic Readiness 

7. Establish Comprehensive 
Wayfinding 

8. Enhance Transportation Network 

9. Partner on Placemaking Efforts 



Destination Imperatives (Priorities!) 

➢Cultivate Local Support and 
Ambassadorship 
➢Identify, Track and Address 

reasons for local resistance for 
tourism 

➢Methods and reason 



Next Steps: Destination Collaborative 

• Keep efforts on track 

• Begin to meet, every other month until it gets 
going, starting ASAP

• Realignment if need be



Timelines 









Tagline caters to Wasatch Front audience who is 
saturating your resources.

Name suggests a single destination, which is not the 
experience a visitor has.

THE

+ subregions that identify unique destinations within the Valley can live under this 
umbrella.










