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• Traffic	Control

• 12,274	devices	(8,550	cones)

• SG	Marathon	uses	1,950

• 50	employees,	20	vehicles


• Supplies

• 456,190	paper	cups

• 20,000	feet	of	mesh	fencing

• 1,200	trash	cans

• 114	tons	of	ice

Fun Facts
• Food	&	Drink


• 137,228	bottles	of	water

• 21,993	cans	of	soda

• 52,253	bottles	of	Gatorade


• Personnel

• 4,834	volunteers	(25k	hours)

• 350	media/production

• 300	security

• 150	police
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Digital Coverage Report



2021 IRONMAN WORLD CHAMPIONSHIP
DIGITAL COVERAGE SUMMARY

Sources: Emplifi

30+ Sec Video Views – Live & VOD

Combined Imps across FB, YT, IG, TW

Reactions + Shares + Comments

Cumulative Totals Across Social Media Channels 

TOP COUNTRIES
United States 28.70%
United Kingdom 9.30%
Spain 7.50%
Germany 6.00%
Canada 4.30%
Brazil 3.90%
France 2.90%
Australia 2.40%
Norway 2.20%
Switzerland 2.00%

Combined Minutes FB, YT
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2021 IRONMAN WORLD CHAMPIONSHIP
LIVE COVERAGE

Sources: Emplifi

30+ Sec Video Views – Live & VOD

Combined across FB, YT

Engaged Users on YT & FB

Cumulative Live Totals Across Facebook, YouTube & Twitch

Combined Minutes FB, YT



2021 IRONMAN WORLD CHAMPIONSHIP
VOD HIGHLIGHTS

Sources: Emplifi

30+ Sec Video Views – Live & VOD

Combined across FB, & IG

Cumulative Video on Demand Totals Across Facebook, & Instagram

Combined Minutes FB, YT

Reactions + Shares + Comments
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2021 IRONMAN WORLD CHAMPIONSHIP
,167$*5$0�6725,(6 & T:,77(5

Sources: Emplifi

54 6tories and 36 Tweets during race day

Combined Imps across IG & TW



IRONMAN Press Coverage
• 80+	media	onsite

• 50+	event	communications	sent	to	1,500	media	outlets

• 600+	articles

• NY	Times,	Yahoo	Sports,	BBC,	Sports	Travel	Magazine,	NBC	Sports,	Daily	
Mail,	Stuff	New	Zealand,	New	Zealand	Herald,	Forbes,	MSN,	ABC	
Australia,	SportCal,	Associated	Press,	7News	Australia,	The	Business	
Standard,	Travel	Awaits


• 500+	broadcast	(TV/Radio)	pieces



G R E AT E R  Z I O N :  I R O N M A N  W O R L D  C H A M P I O N S H I P

IRONMAN Media Impact

877M 


Across all channels

Reach

$16M 


Publicity Value

2,919


Clips

L A S T  Y E A R ’ S  P R E - E V E N T  M E D I A  VA L U E  W A S  $ 7 . 6 M  W I T H  A  R E A C H  O F  2 7 7 M ;  P O S T  E V E N T  $ 8 . 6 M  A N D  3 4 0 M
F R O M  S E P T E M B E R  A N N O U N C E M E N T  T H R O U G H  M AY  1 0 ;  J U S T  G R E AT E R  Z I O N  D O M E S T I C



G R E AT E R  Z I O N :  I R O N M A N  W O R L D  C H A M P I O N S H I P

N E W  Y O R K  T I M E S



G R E AT E R  Z I O N :  I R O N M A N  W O R L D  C H A M P I O N S H I P

T R I AT H L O N  M A G A Z I N E



G R E AT E R  Z I O N :  I R O N M A N  W O R L D  C H A M P I O N S H I P

S O U T H E R N  I N D I A N A  T R A I L S  B L O G



G R E AT E R  Z I O N :  I R O N M A N  W O R L D  C H A M P I O N S H I P

F O R B E S



G R E AT E R  Z I O N :  I R O N M A N  W O R L D  C H A M P I O N S H I P

F O R B E S



G R E AT E R  Z I O N :  I R O N M A N  W O R L D  C H A M P I O N S H I P

http://tri247.com


G R E AT E R  Z I O N :  I R O N M A N  S E N T I M E N T S



Iconic Events

• Raise	the	profile	of	a	community

• Promote	long-term	investment

• Create	jobs

• Reduce	taxes

• Generate	enthusiasm	and	a	
sense	of	community



https://ironman.greaterzion.com/world-course-information-and-details/World Championship Videos



Friday,	October	28,	2022					•					Saturday,	October	29,	2022

Course	updates	&	requests
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Visitor Center Updates



G R E AT E R  Z I O N

Greater Zion Visitor Center

• Graphics/Images

• Multimedia	Scripts



G R E AT E R  Z I O N

Greater Zion Welcome Center
AT  T H E  R O S E N B R U C H  M U S E U M



G R E AT E R  Z I O N

Greater Zion Stadium

Anticipated	Completion	
September	2022



G R E AT E R  Z I O N

Springdale History Center
Possibly	moving	to	River	Park	area…



G R E AT E R  Z I O N

Main Street Visitor Center



G R E AT E R  Z I O N

International Travel
Sales	missions/trade	shows	to	UK,	Italy,	France


• Countries	returning	to	2019	numbers


• Most	countries	are	at	45%	of	2019	numbers

• Luxury	travel	is	up	to	70%	of	2019	numbers

• Full	return	predicted	in	2023

• European	market	impressed	with	new	lodging	properties/options	(glamping,	wagons,	etc.)

• E-bikes	very	popular

• FAM	Tours


• Australia,	Germany,	France,	Canada,	Netherlands,	Belgium,	UK,	India,	Switzerland

• Attending	IPW	in	Orlando	in	June	(Global	Tour	Operators,	Journalists)



G R E AT E R  Z I O N

• Upcoming	Events/RFPs

• NaCo	WIR	Conference	-	May	2023

• Outdoor	Writers	-	June	2024	(first	cut	-	site	visit	in	June)

• Utah	Tourism	Conference	-	September	2023

• Two	Religious	Conferences	-	(Fall	2024	-	200ppl,	Summer	2025	-	1700ppl)


• Updating	Dixie	Center	Planning	Guide

•Meeting	Planner	Shows/Sales	Missions


• Smart	Meetings	-	August

• Small	Market	Meetings	-	October

• Joint	Sales	Mission	with	Dixie	Center	to	meet	with	current/past	clients

• Sales	Mission	to	So.	California	Meeting	Planner	International	Chapter


• Targeting	religious	market,	corporate	retreats,	Utah	associations

Meetings & Conventions



Marketing Report 

May 2022



Ad Campaign: Land of _______
Timing


Endurance  | Golf  | Adventure  |  Mountain Biking   |  ATV

G R E AT E R  Z I O N :  A D  C A M PA I G N

Audiences


February 23- December 31 — results through April 30


Phoenix  | Los Angeles  | San Diego  |  Denver   |  Las Vegas

Dallas   |  Washington State

Target Markets




Ad Campaign: Land of _______
Digital Channels


G R E AT E R  Z I O N :  A D  C A M PA I G N

TripAdvisor  |  Dstillery  | Paid Social

Generate Awareness  | Increase website traffic and brand engagement  |  
Track low-funnel success (bookings and revenue)

Objectives


$330,000
Spend




Ad Campaign: Land of _________
G R E AT E R  Z I O N :  A D  C A M PA I G N



Results through April 30
19.7M impressions

Generating 4500 direct hotel bookings and $1.77M in Revenue

TripAdvisor providing the most booking efficiency; and Adventure 
audience outperforms others

Generating an ADR of $190.90 

(versus overall $160 county-wide ADR)

PIR (post impression rate):  .08% 

G R E AT E R  Z I O N :  A D  C A M PA I G N



G R E AT E R  Z I O N :  A D  C A M PA I G N



G R E AT E R  Z I O N :  A D  C A M PA I G N

• Continued optimizations

• Pause in golf ads

• Layering in stewardship (Land of Forever) messages

• Continued monitoring


Ad Campaign: Land of _______
Next Steps




Timing


5 Strong, Diverse Talents  

Two supplemental 

G R E AT E R  Z I O N :  I N F L U E N C E R  C A M PA I G N

Influencers


Visiting April 8-11; posts continuing


Overlapping ad campaign + North/

South Carolina, Oregon & 

Washington D.C.

Target Markets


Influencer Campaign



Influencer Campaign
Digital Channels


G R E AT E R  Z I O N :  I N F L U E N C E R  C A M PA I G N

Instagram  |  Facebook l YouTube | TikTok (bonus)

Share the Land of Adventure and associated 

activities with audiences, encouraging an adventure 

visit to Greater Zion

Objectives

Sunset hike at Snow Canyon, canyoneering, Water 

Canyon hike, ebiking through ZNP, cliffside dining, 

glamping,  and more

Activities




Results


G R E AT E R  Z I O N :  I N F L U E N C E R  C A M PA I G N

507K total reach with 6.9M impressions


Average post had 209.9 engagements 

and 2400 reach = $1700 

$352.6K in estimated market value

212 Posts (62 more than contracted) 

plus more 

Influencer Campaign
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