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October 2022 
Tourism Development Report 
 
KEY MEETINGS & PROJECT WORK 

● Key Meetings: 
o Texas Sales Mission 10/3-10/7 with Reno, Travel Nevada, and Las Vegas 

▪ Met with Southwest Airlines, American Airlines, Priceline and hosted travel 
agent events in Austin for (52) agents, Dallas for (83) agents, and Houston 
for (88) agents 

o Reno Tahoe Territory Meeting in Genoa 10/12 
o High Sierra Visitor Council annual meeting 10/21 
o Visit California Luxury Forum 10/23-10/25 with (40) buyers 
o Podcast interview: The Home Based Travel Agent Show on 10/26 
o Australia rep firm  Gate 7 conducted training with itravel for (50) agents  
o Outdoor Media Summit 10/30 - 11/1 

 
 

● Key Projects: 
o Newsletter sent 10/26 to 2,791 travel agents and travel product managers saw 31% 

open rate 
o Scheduled NLT leisure destination webinar for 11/8 
o Planning FAM for National Tour Association 11/13 

 



 

      
 
October 2022 
Meetings & Conventions Report 
 
TURNED DEFINITE 

1. National Ski Areas Association - 2023 Winter Show - 1/14/23-1/19/23, 891 rooms, 500 
people 

2. KZAM Enterprises LLC - 2023 ACG Summer Board - 6/21/23-6/25/23, 117 rooms, 60 
people 
 

NEW MEETINGS & RFPs DISTRIBUTED 
3. KeyBanc Capital Markets - 2023 March Ski Trip - 3/3/23-3/4/23, 40 rooms, 20 people 
4. University of Nevada, Reno - UNR Medicine Cardiovascular COBRE Symposium - 4/6/23-

4/8/23, 160 rooms, 100 people 
5. HPN - 87902 - Conference April 2023 - 4/25/23-4/29/23, 182 rooms, 100 people 
6. National Association of Steel Pipe Distributors - NASPD 2023 Summer Convention - 6/6/23-

6/10/23, 185 people, 100 rooms 
7. AppFolio - Mid-Year Incentive - 8/8/23-8/10/23, 65 rooms, 30 people 
8. Destiny Christian Church - Marriage Enrichment Class - 10/5/23-10/6/23, 100 rooms, 100 

people 
9. California Association of Administrators of State and Federal Education Programs - 2023 

Professional Development Institute - 10/8/23-10/12/23, 675 rooms, 400 people 
10. National Oil Recyclers Association - 2023 NORA Annual Conference & Trade Show, 

11/8/23-11/11/23, 685 rooms, 230 people 
11. Pacific Coast Surgical Association - 96th Annual Meeting - 2/12/25-2/17/25, 586 rooms, 

250 people 
 
NEW INQUIRIES 

1. Sentinel One - 2023 LABScon - 9/17/23-9/23/23, 614 rooms, 170 people 
2. Global Infrastructure Partners - 2023 Ski Incentive - 2/22-23-2-26/26, 318 rooms, 170 

people 
3. American Orthopedic Foot & Ankle Society - AOFAS Winter Meeting 2025 - 1/21/25-

1/25/25, 1286 rooms, 350 people 
4. 160over90 - F14187 Reyes Leadership Incentive 2023 - 9/12/23-9/18/23, 245 rooms, 275 

people 
5. W.L. Gore & Associates, Inc. - Summit Club - 7/24/23-7/26/23, 120 rooms, 40 people 
6. Mr. Rooter LLC - 2023-06 Regional Meeting Lake Tahoe - 6/13/23-6/15/23, 60 rooms, 40 

people 
7. California Police Activities League - CalPAL - Annual Training Conference - Fall 2023 - 

10/14/23-10/17/23, 215 rooms, 100 people 
8. Medtronic - Diabetes U.S. Sr. Leadership Meeting - 1/10/23-1/11/23, 20 people, 10 rooms 
9. Electrical Equipment Representatives Association - EERA 2025 Annual Meeting - 4/25/25-

5/2/25, 545 people, 175 rooms 
10. Southwest Carpenters - 10/30/22-12/1/22, 130 rooms, 65 people 



11. Johnstone Supply - Supplier Conference - 7/19/24-7/26/24, 445 rooms, 175 people 
12. Starshot Ventures Inc - 17-1262 Starshot - 6/7/23-6/10/23, 270 rooms, 150 people 
13. Partner Colorado Credit Union - 2023 Strategic Planning Session - 8/23/23-8/26/23, 64 

rooms, 20 people 
14. PING Golf - Conference and Golf Outing Aug 2023 - 7/31/23-8/3/23, 320 rooms, 80 people 

 
CONFERENCE SALES PROJECTS  

● Key Projects: 
○ Updating meetings pages on GoTahoeNorth.com 
○ Newsletter sent 10/27 to 8,011 meeting planners saw a 30% open rate 
○ Planning attendance at Visit California Southwest Roadshow on 11/2 in Austin and 

11/3 in Dallas 
○ Scheduling appointments for Connect West in San Francisco 11/9-11/10 
○ Scheduling appointments for HPN Global Partners Conference 11/14-11/16  

 
SITE VISITS & SALES CALLS 

● Planning AppFolio Site visit for 11/7-11/8 
● NLT Staff spoke on the NLT destination at the National Association of Catering and Events 

Reno Chapter meeting on 10/10 
 
Chicago Rep Efforts 

● Attended Destination Celebration in Indianapolis - Oct 6, 2022 
● Met at the ORC with the local Orthopaedic executive teams and planners 

 



October 2022 
Monthly Report



October Executive Summary – Consumer Campaign
• October ran an additional 6M impressions since September. Major platforms such as Travelzoo and Rich Media began running in 

October, increasing spend from the month prior.

• TOS 115 conversions climbed by an incredible 328% to a total of 9,048 in October. Proportionally, cost per conversion dropped by
$16.52, a 64% decrease in cost since September.

• Millennial Megan creative was the most successful in driving impressions and clicks. Video content also led to high CTR, especially in 
regard to Instagram Stories.

• Google Performance Max accounts for 73% of all TOS 115 conversions (6,612). As a display placement, Google Max proved a top 
performer followed by programmatic display at 339 conversions.



• The national Google paid search campaign continued into September focusing on “Lake Tahoe” keywords. Keywords 
were broken out into four campaigns to include “Stay,” “Plan,” “Dine” and “Play” in correlation with site structure 
and searches.

• Each ad group had similar impressions, but ”Dine” outperformed all others with an incredible CTR of 12.8%.

• The campaign captured a 11.2% CTR, an increase of more than 0.3% from September and well above the industry 
average of 8.54%.

October Executive Summary – National Paid Search Campaign



• Meetings earned an additional 282 clicks than the month prior and slightly increased the CTR. This increase in CTR of 
6%, compared to a 10% increase in September, signals a rise in engagement with the creative. Meetings earned 99 
more TOS conversions.

• While Social clicks rose 9%, total TOS conversions fell by 7 to a total of 48. This indicates interest in the message but 
potentially less action – likely due to time of year.

• Social creative earned an additional 139 clicks from last month. 

• The Instagram video platform is the most likely to hold audience attention until the end of the 15s video. Completion 
rates on platform, 6.12%, were often 6 times higher than other channel completion rates.

September Executive Summary – MCC Campaign



• There were over 89K visitors to GoTahoeNorth.com in October. This was a 6.9% decrease from September with the 
majority of traffic coming from Paid Search (45.9%).

• The average session duration was 0:55 (industry average is 1 minute). New users decreased by 8.3% and sessions 
were also down by 3.8% when comparing MoM and +57% and +69.9% comparing YoY.

• Top locations were similar to previous months and in line with paid media campaign target markets, including Los 
Angeles driving the most visitors to the site than any other city.

• The homepage was a top driver of traffic followed very closely behind by the fall activities page and Lake Tahoe 
activities page.

October Executive Summary - Website



• There were two blogs this month which spoke to fall and winter activities in North Lake Tahoe.

• One enewsletter deployed yielding a high open rate of 27.7% (industry average is 16%). It featured a 
section on dog-friendly food and lodging in the region, fall foliage and Made in Tahoe event promotion.

• CrowdRiff metrics decreased this month, but still had a high engagement rate of 40%. Top content 
featured fall and snow imagery.

October Executive Summary - Content



October Executive Summary – PR Coverage
• Secured seven clips with 4.5B estimated digital monthly visits and 3.7M estimated digital coverage views. 

Secured five TV segments with estimated views of 126.9K that was broadcast ten times throughout Oct. 29.

• Pitching efforts focused on best places to kayak for fall color, winter travel ideas, where to celebrate Nevada Day 
in North Lake Tahoe, fire prevention month and fire prevention week, best mansions to tour in the U.S., where to 
ski in North Lake Tahoe, sober travel destinations, ultimate family getaways, meetings in North Lake Tahoe, 
accessibility in North Lake Tahoe, where to get the most unbelievable views of North Lake Tahoe, best via 
ferrata in the U.S. destinations to visit in 2023 and a thought leadership pitch focused on how North Lake Tahoe 
is leading sustainable travel. 

• Augustine also collaborated on several articles, including one with LA Times, highlighting the 22/23 ski season, 
began to coordinate spring FAM tours, and represented North Lake Tahoe at the Outdoor Media Summit.



October Executive Summary – Organic Social Media
• Social content focused on the transition to fall in the region, seasonal events and branded 

challenges.

• There were 1.7M impressions and 13K post clicks.

• The average engagement rate was 5% (average 1%) an increase of 35% MoM. This is a positive 
indicator that our social content is resonating well with our target audiences.



Paid Media



Consumer Paid Media



• October ran an additional 6M impressions since September. Major platforms such as Travelzoo and Rich Media began running in October, increasing spend from the 
month prior. In addition, October ran 5 weeks compared to September's 4 weeks, which pulls more spend and impressions due to the extra calendar week.

• Millennial Megan led with the highest number of social TOS conversions (794) followed by Boomer Ben (225) and The Jones Family (155). Note: Retargeting 
earned 75 conversions compared to September's 47.

• Metrics showed strong increases compared to the month prior. Overall clicks jumped by more than 40,000, CTR increased by .04% and CPC dopped by 51 cents.

• TOS 115 conversions climbed by 328% to a total of 9,048 in October. Proportionally, cost per conversion dropped by $16.52, a 64% decrease in cost since 
September.

• Google Performance Max accounts for 73% of all TOS 115 conversions (6,612). As a display placement, Google Max proved a top performer followed by 
programmatic display at 339 conversions.

Consumer Paid Media Executive Summary



• October earned 6,933 more TOS conversions 
than September and more than doubled the 
number of clicks.

• Cost per click rounded out at $1.14 in October. 
Costs per click were strong across campaigns –
even in the more expensive B2B campaigns such 
as the Meetings campaigns.

















• Google Max display proved the most effective 
channel with 46K impressions, a 0.91% CTR and 
over 6,600 TOS 115 conversions.

• Rich media, another new channel this fiscal year, 
held the second highest CTR and second-
lowest CPC of $2.34. However, it ranks third for 
Display's TOS 115 conversions.











Industry Benchmarks

• Paid Search CTR (15.16%) shot past the industry average of 
8.54%. This in large part is due to Google Performance Max.

• Paid Search National (11.23%) outperformed the industry 
standard of 8.54%.

• Facebook's 2.17% CTR delivered at more than 
twice above the industry standard of 0.77%.

• Instagram's 0.16% CTR did not meet the industry 
standard of 0.94%. However, Instagram Stories CTR 
reached 0.84%.



National Paid Search











Consumer Paid Media Recommendations
• Google Max performed strongly in October. Will continue to monitor and optimize to maintain the strong positive 

trend.

• Paid Search's Stay campaign performed below other search campaign averages. Optimizations underway to 
adjust keywords and targeting.

• Booking local radio and Visit California Visitor's Guide for Sustainability campaign support.

• Optimize video campaigns to boost performance across TOS 115 conversions and lower CPMs.

• Optimize YouTube to with the goals of increasing clicks similar to levels of Facebook. This includes 
optimizations of creative rotation, audience scaling and targeting.



MCC Paid Media



• October spend was $120 less than September, closer to August's spend. Meetings earned an additional 282 clicks than the month prior and 
slightly increased the CTR. This increase in CTR of 6%, compared to a 10% increase in September, signals a rise in engagement with the creative. Meetings 
earned 99 more TOS conversions and spend was $23 less per conversion than last month.

• While Social clicks rose 9%, total TOS conversions fell by 7 to a total of 48. This indicates interest in the message but potentially less action – likely due to time 
of year.

• Social creative earned an additional 139 clicks from last month. Video completion rates increased 14 points to a 38% completion rate. Video CTR also climbed, 
CTR increased 28% to 0.46%, cost 26 cents less and earned 72 more TOS conversions than September. Optimizations to video platforms dropped cost per 
conversion by $45.

• The Instagram video platform is the most likely to hold audience attention until the end of the 15s video. Completion rates on platform, 6.12%, were often 6 times 
higher than other channel completion rates.

MCC Paid Media Executive Summary







• Display maintained a cost per conversion 
similar to Social, about $1.30 less.

• New creative launched in October. The Board 
Meetings (Snowboard) creative earned more 
clicks and a 0.10% higher CTR than the Board 
Meetings (Board room) creative.

• Additional data required before 
conclusions on performance between the 
two creative are complete.







Industry Benchmarks

• Facebook performed well above the 
industry standard (0.72%) at 2.69%.

• LinkedIn dominated the industry 
standard (0.06%)and delivered a CTR 
of 1.13%.



MCC Paid Media Recommendations
• New NLT Meetings ads rotated in on the Social platforms in October. Fresh creative positively impacted performance. Will continue 

to optimize and monitor the new Display and Social creatives.

• Display's Retargeting creative earned the most TOS conversions and served 5 times the number of impressions as any 
other single Meetings creative line.

• Consider consolidating the 4 Meetings creatives to 2 to increase number of impressions delivered to the higher-
performing creative like Audio-Visual.

• Will examine metrics behind the high-performing video platforms (Facebook & LinkedIn for CTR and costs per click) to inform 
optimizations on other platforms such as YouTube.



Website



Visitors & Sessions

• There were over 89K visitors to GoTahoeNorth.com. This was a 6.9% decrease from September with the majority of traffic 
coming from Paid Search (45.9%), due to the targeted “Lake Tahoe” search campaign.

• The average session duration was 0:55 (industry average is 1 minute). New users decreased slightly by 8.3% and sessions 
also slightly decreased by 3.8% when comparing MoM. YoY, they increased respectively by +57% and +69.9%.



Location

• Top states followed similar performance to previous months with paid media 
campaign target markets at the top of the list.

• Texas visitors were the most engaged with 1:52 average time on site.
• When looking at the top California cities, Los Angeles drove the most users to the 

website (27.5%), and San Diego and Truckee visitors were the most engaged.

By State By City



Top Pages Visited
• The Homepage was a top driver of traffic 

followed very closely behind by the Fall 
Activities page and Lake Tahoe Activities 
page.

• Users were most engaged with the 
Homepage (2:22) followed by Dine 
(2:17) and Webcams (2:10).

• Demographics were primarily aged 25-44.



Channel Performance
• Paid Search brought in the most 

users to the website with over 
39.8K followed by Organic Search 
with 24.8K.

• The top three channels with the 
most user engagement were Email 
(9:10), Referral (2:23) and Organic 
Search (1:21).



SEO Traffic Performance

• The number of users (-21.7%) and new users (-22.5%) decreased this 
month compared to September. Pages per session were up (6.3%) and 
the average session duration also increased by 12.4%. This is likely due 
to the focus on Paid Search as users are deciding to click the ad instead 
of the organic search result that appears; paid search users increased 
17.7% during this same period.



SEO Maintenance
• October Updates

• Completed
• Fixed remaining breadcrumb schema errors
• Optimized and safeguarded XML sitemaps against hack
• Unverified access via Webmaster Tools and bogus URLs

• Pages in Progress
• Optimize webcams page
• Optimize dog-friendly pages
• Optimize weather page
• Optimize meetings pages
• Create about us page
• Optimize lodging pages
• Optimize blog post layout
• Create plan section

https://docs.google.com/spreadsheets/d/1KNoBoai-KX3eHUImHeVU-0uzh-1-H_ccMo5PtZKLreE/edit?usp=sharing
https://docs.google.com/spreadsheets/d/1KNoBoai-KX3eHUImHeVU-0uzh-1-H_ccMo5PtZKLreE/edit?usp=sharing


Device

• Most users visited the site from mobile with 69.3% of total users. This is a decrease of 
1.3% compared to September. Desktop decreased by 21.8% compared to last month.

• Desktop visitors were the most engaged with 1:31 average time on page and 1.95 pages 
per session.

Source: Google Analytics OCT 1 – OCT 31, 2022



Blogs

• Posted: 10/12

• Pageviews: 418

• Time on Page: 1:57

• Posted: 10/13

• Pageviews: 261

• Time on Page: 3:01



eNewsletters
One eNewsletter was sent the month of October. Content highlighted the Made in Tahoe event, TART 
Connect, fall season and lodging deals. 

Winning subject line:
“This Weekend: Explore Local Gems, Shop Small”

Sent: 10/7

Open Rate: 27.4%
(Industry Avg: 16%)

CTR: 0.95%
(Industry Avg: 1.6%)



CrowdRiff Insights

September 2022
(47.5% ER)

October 2022
(40% ER)



CrowdRiff Insights



Public Relations



Media Relations Updates
• Proactive Pitch Angles/Media Inquiries:

• Best Places to Kayak for Fall Color
• Winter Travel Ideas
• Where to Celebrate Nevada Day in North Lake Tahoe
• Fire Prevention Month and Fire Prevention Week
• Best Mansions to Tour in the U.S.
• Where to Ski in North Lake Tahoe
• Sober Travel Destinations
• Ultimate Family Getaways
• Meetings in North Lake Tahoe
• Accessibility in North Lake Tahoe
• Where to Get the Most Unbelievable Views of North Lake Tahoe
• Best Via Ferrata in the U.S.
• Destinations to Visit in 2023
• Thought Leadership: How North Lake Tahoe is Leading Sustainable Travel

• Highlights: Inclusion in SnowBrains, LA Times, Best Life and more along with a broadcast interview on 
KCBS. 

• Media Conversations:
• Top-tier outlets like New York Post, AFAR, Thrillist, USA Today 10 Best, Visit California, Business 

Insider, SKI Magazine and more.



Earned Media Results
• Secured Clips: 17

• Est. Digital Monthly Visits: 4.5B

• Est. Digital Coverage Views: 3.7M

• Est. Broadcast Audience Reach: 26.9K

• Coverage featured what’s new at California ski 
resorts for the 22/23 season, where to ski in North 
Lake Tahoe, day trips from Sacramento, best 
places for fall foliage, best mountain towns, 
reasons to visit North Lake Tahoe and more. 

Ski Season is Coming. What You Need to 
Know Before Heading to California’s Most 

Popular Resorts

https://www.latimes.com/travel/story/2022-10-13/ski-season-california-mammoth-tahoe-big-bear


Coverage Highlights
Getaway Destinations That are Still 

Affordable During Thanksgiving
Where To Ski In North Lake Tahoe: Winter 

of 2022/2023
Here’s What’s New at California Ski Resorts 

This Season, Including New Terrain, 
Upgrades, and Anniversaries

Getaway Destinations That are Still 
Affordable During Thanksgiving

https://finance.yahoo.com/news/getaway-destinations-still-affordable-during-190013467.html
http://www.travelwithval.com/where-to-ski-in-north-lake-tahoe-winter-of-2022-2023/
https://snowbrains.com/california-ski-resorts-whats-new/
https://www.newsbreak.com/news/2777237565226/getaway-destinations-that-are-still-affordable-during-thanksgiving


Coverage Highlights
14 Most EPIC Sacramento Day Trips 10 Most Beautiful Cities In Nevada The 10 Best Mountain Towns in the U.S.

The 10 Best Mountain Towns in the U.S.

https://www.thebrokebackpacker.com/day-trips-in-sacramento/
https://www.worldatlas.com/cities/10-most-beautiful-cities-in-nevada.html
https://bestlifeonline.com/best-mountain-towns-us-news/
https://www.yahoo.com/now/10-best-mountain-towns-u-140420285.html


Coverage Highlights
Learn and Play at the Tahoe Science Center

23 Best Restaurants in Lake Tahoe Guide to Catching Fall Foliage Across the 
Western States in Your Camper Van

Reasons to Visit North Lake Tahoe This 
Month

https://marinlivingmagazine.com/learn-and-play-at-the-tahoe-science-center/
https://vacationidea.com/restaurants/best-restaurants-in-lake-tahoe.html
https://www.blogarama.com/travel-blogs/1372421-rec-van-enjoy-revolution-blog/46216821-guide-catching-fall-foliage-across-western-states-camper
https://marinlivingmagazine.com/reasons-to-visit-north-lake-tahoe-this-month/


Coverage Highlights
10 Of The Easiest (But Worth It) Hikes 

Around Lake Tahoe
10 Of The Easiest (But Worth It) Hikes 

Around Lake Tahoe
Top 12 Ski Resorts in California

https://www.msn.com/en-us/travel/tripideas/10-of-the-easiest-but-worth-it-hikes-around-lake-tahoe/ar-AA13zzn2
https://www.thetravel.com/easiest-hikes-around-lake-tahoe/
https://www.tripstodiscover.com/top-ski-resorts-california/


Upcoming PR Initiatives
• Unofficial Networks is working on a mountain biking piece after October FAM tour.

• Continue to partner with Visit California and Travel Nevada for relevant pitching opportunities and story 
ideas.

• Pitching efforts will focus on thought leadership around sustainability, Après ski, Thanksgiving in North 
Lake Tahoe, Small Business Saturday, lodging for winter ski trips, national get outdoors week and more. 

• Continue to vet media and influencers and coordinate FAM tours for fall and spring trips.



Social Media



Facebook Overview
Data September October MoM

Audience 131,295 131,258 -

Impressions 2,347,325 1,397,849 -16.1%

Engagement 91,005 71,784 -59.3%

• Facebook content promote fall activities in the region. There were 1.3M 
impressions and 13K post clicks. While there were decreases in overall 
impressions and engagements, there was a significant increase in the 
overall engagement rate per impression by 32%. The average 
engagement rate was 5.1% (average 0.9%).

• The most engaged audience was women ages 35-44. The 
highest reached locations included Los Angeles, Reno and Sacramento.



Facebook Top Posts
• Top posts included various seasonal 

highlights from fall leaves to holiday 
content.

• The post with the highest engagements 
featured a drone view of fall in the region. 
This post generated an 8.3% engagement 
rate.

• The team continued to share a mix of 
lifestyle, scenic and event content. 



Instagram Overview
Data September October MoM

Audience 83,742 83,580 -0.1%

Impressions 266,512 318,754 +19.5%

Engagement 8,600 14,588 +139%

• Instagram content promoted fall activities in the region.

• The NLT + Me contest ran through October, generating 
engagement on the platform.

• Content generated over 318K impressions and 14K engagements.

• The most reached audience was women aged 25-44. The highest 
reached locations included Reno, Sparks and San Francisco.



Instagram Top Posts
• Top posts included Reels featuring snow 

and lakeside scenic views. 

• Instagram content generated an overall 
engagement rate of 4.6% across all 
posts (benchmark 0.98%).

• North Lake Tahoe's Instagram audience 
continued to engage daily with story and 
mention tags showcasing activities.



Custom Content
• Augustine continued to create custom video content in 

collaboration with content creators.

• The top video this month highlighted snowfall in the region. 
This video generated over 45.9K views and 
4.6K engagements, including 578 shares and 60 saves.



NLT + Me
• Augustine completed the NLT + Me social 

media challenge.

• The contest generated 34 entries, with North 
Lake Tahoe social fans posting photos and 
videos to join in on the challenge. 

• The selected winner posted 14 photos all 
promoting sustainability in the region. 



Twitter Overview
Data September October MoM

Audience 23,785 23,752 -0.1%

Impressions 8,188 3,173 -58.2%

Engagement 291 63 -76.8%

• Content continued to highlight news, safety updates and local events in 
the region. 

• In September, Twitter saw high engagement last month due to fire safety 
updates. Due to a lack of newsworthy content, this month saw a decline 
MoM.



Twitter Top Posts
• Top Twitter post featured the 

Halloween post. 

• Other top posts featured regional 
events and NLT challenge copy. 

• Augustine will continue to promote 
relevant content on Twitter.



CA Now Story
• Augustine continued to create California Now stories via 

CrowdRiff.

• The top story this month featured biking in North Lake 
Tahoe, with a 37% completion rate (benchmark 34%) and a 
CTR of 6.82% (benchmark 5.5%).

• Augustine will continue to build monthly stories with 
seasonal and evergreen content.



Other Creative Projects



Creative Projects
• Winter Campaign – developing creative to launch mid-November.

• Audited MCC campaign for best performing creative, developed new creative and will launch 
in October.

• Feature blogs in November for free activities to do in the region and activities to do with young 
children.

• Continuing CA Now Stories for blogs and relevant Visit California topics with themes of 
accommodations.

• Continuing to deploy enewsletters to consumer, leisure and MCC audiences.



Industry Insights



Industry Insights
• A recent study Amex showed a number of findings from 2022 and trends for 2023:

• Travel Sentiment:
• 88% of respondents agree that they wish that their trips and travel experiences could be longer
• 70% of respondents want to travel to wish list destinations in 2023
• 50% of respondents have already started to think about where they want to go on their upcoming summer 2023 

vacations
• 81% of respondents agree they want to feel a sense of adventure at their next travel destination



Industry Insights
• Generational Findings:

• 56% of Gen Z and Millennials say they turn to social media for travel destination inspiration
• 43% of Gen Z and Millennials say it’s likely they will ask a professional travel expert for help planning their upcoming 

2023 vacations
• 69% of respondents agree they are seeking to travel to unique destinations they haven't been to in 2023

• Wellness
• 89% of respondents agree they want to go on a trip to escape routine
• 74% of respondents agree they plan to travel more in 2023 for their wellbeing
• 53% of respondents agree they are more likely to book a hotel with wellness activities (i.e., outdoor fitness activities, 

healthy food options)
• 49% of respondents agree they seek out activities like spa treatments and meditation sessions to improve their 

wellbeing



THANK YOU



Reno-Tahoe International Airport  
Passengers and Cargo Statistics  Report 

September 2022  



 

 
September 2022 SUMMARY 
 
Reno-Tahoe International Airport (RNO) served 397,404 passengers in September 2022, an increase of 
31.2% versus September 2021.    
 
In September 2022, RNO was served by 12 airlines to 23 non-stop destinations. The total seat capacity 
increased 1.1% and flights decreased 13.2% when compared to September 2021.   
 
RNO handled 11,624,360 pounds of air cargo in September 2022, a decrease of 11.0% when 
compared to September 2021.    
 
 
JSX Public Charters 
 
JSX offers non-stop flights from RNO to Las Vegas, Orange County and Burbank using a 30-seat 
Embraer 135/145 aircraft. JSX operates out of Stellar Aviation, a private Fixed Base Operator, located 
at 485 South Rock Blvd. 
   

       U.S. Domestic Industry Overview - September 2022 
 

  Systemwide RNO Airlines Domestic Flights – year over year comparison 
  Number of Flights *:    Up 2.3% vs. Sep 2021, down 12.0% vs. Sep 2019 
  Capacity of Seats *:     Up 7.2% vs. Sep 2021, down 4.1% vs. Sep 2019 
  Crude Oil Average:     $84.26 per barrel in Sep 2022 
         $71.65 per barrel in Sep 2021  
       
     RNO Overview - September 2022 

 
  RNO Overview for September 2022 vs. September 2021  
  Total Passengers:     up 31.2%  
             Avg. Enplaned Load Factor:   86.4%, up 22.4 pts.  
  Departures:      Down 13.2% 
  Departing Seats:     Up 1.1% 
  Cargo Volume:     Down 11.0% 
   
  RNO Overview for September 2022 vs. September 2019  
  Total Passengers:     Up 1.3% 
  Avg. Enplaned Load Factor:   up 6.5 pts.  
             Departures:      Down 16.3% 
  Departing Seats:     Down 5.3% 
 
  Source: Airline Activity and Performance Reports;  * Cirium Flight Schedules via Diio mi 



 

Passengers 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
 

Cargo 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
In September 2022, DHL cargo volume was up 23.8% when compared to September 2021. FedEx 
was down 13.7% and UPS was down 10.9% during the same period.  
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Sep-22 Sep-21 Difference
Alaska/Horizon 30,279 34,661 -12.6%
Allegiant Air 2,144 5,838 -63.3%
American 64,210 60,652 5.9%
Delta 32,317 29,808 8.4%
Frontier 3,245 5,042 -35.6%
JetBlue 10,903 5,852 86.3%
Southwest 167,423 113,800 47.1%
Spirit 16,637 0
United 61,702 42,625 44.8%
Volaris 4,577 3,342 37.0%

Total Passengers
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TOTAL CHARTER PASSENGERS 

AIRLINE MARKET SHARE (passengers) 
 

 
In September 2022, RNO served 
2,516 passengers on charter flights, 
an increase of 55.5% when 
compared to September 2021.  

Sep-22 Sep-21 YOY Change
aha! n/a n/a n/a
Alaska/Horizon 7.6% 11.4% (3.8)
Allegiant Air 0.5% 1.9% (1.4)
American 16.2% 20.0% (3.9)
Delta 8.1% 9.8% (1.7)
Frontier 0.8% 1.7% (0.8)
JetBlue 2.7% 1.9% 0.8
Southwest 42.1% 37.6% 4.6
Spirit 4.2% n/a n/a
Sun Country 1.0% n/a n/a
United 15.5% 14.1% 1.5
Volaris 1.2% 1.1% 0.0
Others 0.0% 0.4% (0.4)

Airline Market Share
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AVERAGE ENPLANED LOAD FACTOR 

TOTAL INTERNATIONAL PASSENGERS  

In September 2022, RNO’s average 
enplaned load factor was 86.4%, an 
increase of 22.4 pts. versus 
September 2021.  
 
 
 
 
 
 
 
 
 
 
 
The red horizontal line on the left 
represents RNO’s average enplaned 
load factor.  
 

 
In September 2022, RNO served 
4,577 international passengers, an 
increase of 37.0% when compared to 
September 2021.   
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DEPARTURES 

DEPARTING SEATS  

TOTAL OPERATIONS 

 

 
In September 2022, RNO handled 1,735 
departures, a decrease of 13.2% when 
compared to September 2021.   
 
 
 
 
 
 
 
 
 
 
 
 
 
In September 2022, RNO offered 239,362 
departing seats, an increase of 1.1% when 
compared to September 2021. This does 
not include charter flights.  
  
 
 
 
 
 
 
 
 
 
 
 
 
A total of 9,916 operations were handled 
at RNO in September 2022, an increase of 
3.5% when compared to September 2021. 
Total operations include: Air Carrier, Air 
Taxi, General Aviation and Military 
operations as reported by the FAA. 
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Destination Airlines Total 
Departures Details

Austin American 29 Daily. No flight on 25
Burbank Southwest 26 Six weekly. No flights on Sat
Dallas-Love Southwest 4 Flights on 22, 23, 27, 28 
Dallas/Fort Worth American 90 Three daily
Denver Southwest 79 Two to three daily

United 96 Three to four daily
Guadalajara Volaris 22 Five weekly. Mon - Fri
Las Vegas Allegiant 9 Twice weekly. Thu, Sun

Frontier 20 Five weekly. Mon, Tue, Wed, Fri, Sat
Southwest 268 Eight to 10 daily. Sat five flights
Spirit 59 Twice daily. One flight on 24

Long Beach Southwest 56 Twice daily. Once on Sat
Los Angeles Delta 88 Three daily

JetBlue 19 Four weekly Mon, Thu, Fri, Sun, Thanksgiving
Southwest 56 Twice daily. Once on Sat
United 30 Daily

Minneapolis/St. Paul Delta 3 Once weekly. Sat only
Sun Country 3 Once weekly. Arrival on Thu and departure on Sun

New York-JFK JetBlue 12 Daily flight 17-28
Oakland Southwest 56 Twice daily. Once a day on Sat
Orange County Southwest 4 Flights on 22, 23, 27, 28 
Phoenix American 91 Three daily

Southwest 60 Twice daily
Portland Alaska 50 Twice daily. Once on Tues, Wed
Salt Lake City Delta 107 Three to four daily
San Diego Southwest 59 Twice daily
San Francisco United 118 Four daily
San Jose Southwest 30 Daily
Seattle Alaska 89 Three daily

Multiple airlines in a market
10.25.2022

November 2022 RNO Flight Schedule 



  

Month 2020 2021 2022 % Diff.
2020 2021 JAN 172,452 72,887 147,773 102.7%

JAN 342,796 145,421 -57.6% 104.0% FEB 170,067 80,263 155,233 93.4%
FEB 341,935 162,071 -52.6% 91.7% MAR 99,986 126,359 185,671 46.9%
MAR 194,796 252,828 29.8% 45.9% APR 8,690 125,009 163,973 31.2%
1st QTR 879,527 560,320 -36.3% 74.2% MAY 22,807 149,486 174,487 16.7%
APR 17,265 247,220 1331.9% 32.2% JUN 48,274 197,261 191,234 -3.1%
MAY 46,015 302,403 557.2% 16.5% JUL 66,039 217,124 203,375 -6.3%
JUN 98,619 397,906 303.5% -3.4% AUG 93,015 188,207 199,365 5.9%
2nd QTR 161,899 947,529 485.3% 12.2% SEP 82,844 152,267 206,819 35.8%
JUL 140,986 438,168 210.8% -6.9% OCT 87,379 177,407
AUG 183,343 369,686 101.6% 10.9% NOV 74,910 161,926
SEP 164,103 302,929 84.6% 31.2% DEC 76,164 164,561
3rd QTR 488,432 1,110,783 127.4% 9.4% TOTAL 1,002,627 1,812,757
OCT 173,682 350,631 101.9% YTD 1,308,863 1,627,930 24.4%
NOV 148,777 323,508 117.4%
DEC 154,103 330,687 114.6%
4th QTR 476,562 1,004,826 110.8% Month 2020 2021 2022 % Diff.
TOTAL 2,006,420 3,623,458 80.6% JAN 170,344 72,534 148,868 105.2%
YTD 2,618,632 24.3% FEB 171,868 81,808 155,505 90.1%

MAR 94,810 126,469 183,275 44.9%
APR 8,575 122,211 162,814 33.2%
MAY 23,208 152,917 177,768 16.3%
JUN 50,345 200,645 193,195 -3.7%
JUL 74,947 221,044 204,492 -7.5%
AUG 90,328 181,479 210,577 16.0%
SEP 81,259 150,662 190,585 26.5%

2020 2021 OCT 86,303 173,224
Pounds Metric 

Tons NOV 73,867 161,582
JAN 11,008,444 11,805,228 7.2% 11,052,383 5,012 -6.4% DEC 77,939 166,126
FEB 10,266,728 10,068,001 -1.9% 10,991,076 4,985 9.2% TOTAL 1,003,793 1,810,701
MAR 11,356,256 13,204,912 16.3% 12,265,793 5,563 -7.1% YTD 1,309,769 1,627,079 24.2%
1st QTR 32,631,428 35,078,141 7.5% 34,309,252 15,560 -2.2%
APR 11,090,789 12,611,682 13.7% 11,470,613 5,202 -9.0%
MAY 11,613,489 12,048,247 3.7% 10,966,757 4,974 -9.0% Airline Enplaned PAX Sep-22 Sep-21 Diff.
JUN 12,488,906 13,000,085 4.1% 12,105,721 5,490 -6.9% aha! 0 n/a n/a n/a
2nd QTR 35,193,184 37,660,014 7.0% 34,543,091 15,666 -8.3% Alaska/Horizon 15,672 87.3% 72.7% 14.5
JUL 13,387,102 12,722,035 -5.0% 11,289,066 5,120 -11.3% Allegiant Air 1,304 83.6% 52.0% 31.6
AUG 12,563,172 11,636,003 -7.4% 11,751,228 5,329 1.0% American 33,404 90.9% 60.0% 30.8
SEP 13,014,081 13,055,518 0.3% 11,624,360 5,272 -11.0% Delta 16,758 93.9% 65.3% 28.6
3rd QTR 38,964,355 37,413,556 -4.0% 34,664,654 15,721 -7.3% Frontier 1,714 73.2% 67.6% 5.6
OCT 13,281,548 12,660,541 -4.7% JetBlue 5,704 73.4% 38.3% 35.0
NOV 11,988,995 12,089,489 0.8% Southwest 86,405 86.0% 64.9% 21.1
DEC 15,834,177 16,260,767 2.7% Spirit 8,768 83.1% n/a n/a
4th QTR 41,104,720 41,010,797 -0.2% Sun Country 2,010 54.0% n/a n/a
TOTAL 147,893,687 151,162,508 2.2% United 32,555 89.4% 69.9% 19.5
YTD 110,151,711 103,516,997 46,946 -6.0% Volaris 2,525 64.1% 56.8% 7.3

Enplaned Passengers & Load Factor

3,255,009

Total Cargo Volume in Pounds
Sep-22

% Diff.
2022 YOY % 

Diff.Cargo in Pounds

Total Passengers Total Enplaned Passengers
Sep-22 Sep-22

1,215,213

296,641
310,738
368,946
976,325
326,787
352,255
384,429

1,063,471
407,867
409,942
397,404

Total Deplaned Passengers

Passengers % Diff. Passengers YOY % 
Diff.2022


