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Key 
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Elephant in the Room

COVID-19 changed everything.



9

COVID-19 creative a pivot in the marketplace that has changed how 
we do business. 

-55%
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Bigger Bounce Than Expected in 2021
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2021 Attractions Industry 
Actual vs Forecast Performance Comparisons



12Branson did better than the attractions industry. Branson topped its 
pre-pandemic numbers from 2019 and reached record visitation in 2021 
at 10 million.
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13Every empirical sales tax source measured across the region 
posted record year-over-year increases relative to 2020 --and 
2019.

1% City Sales Tax Tourism Tax TCED Tax Stone County Tax Taney County Tax

Area Tax Revenues – Variance to 2020 & 2019

vs 2020 vs 2019
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Brand Health
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Nearly 44% of travelers indicate they are familiar with Branson 
as a travel destination, slightly higher than the competitive set 
average of 43%.
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Market Share – Visited in Past 2 Years

Branson (13%) earns the third highest share of recent visitors 
among the competitive set.



17Branson has above average conversion (36%) and retention (50%) 
relative to the competitive set, on par with both Kansas City and 
St. Louis.
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Branson has the second highest Share of Voice (assisted 
marketing awareness), well above average (23% vs 19%).

Share of Voice – Branson
Destin, Florida

Branson, Missouri

St. Louis, Missouri

Myrtle Beach, South Carolina

Kansas City, Missouri

Pigeon Forge, Tennessee

Wisconsin Dells, Wisconsin

Gulf Shores, Alabama

Asheville, North Carolina

Share of Voice – Competitive Set 
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Convenient/Close Proximity to my Home

Filled with history and culture

Great mix of shopping

Easy to get to

Filled with history and culture

Unique and out of the ordinary

Affordable/Good value for my time and money

Unique restaurants/places to eat

Beautiful scenery

Variety of things to entertain every member of my party

Safe and wholesome

Great live music and entertainment

Family friendly

Branson Brand Attributes 
% Describes very well/Perfectly

Travelers is viewed as having great live music and entertainment 
in a safe and wholesome environment.



20Branson has many strengths (above average importance and brand 
perception) such as safe and wholesome, variety and beautiful 
scenery. But unique places to eat, value and new experiences are 
potential areas of concern (above average importance, below average 
brand perception).
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21The activities that travelers most associate with Branson include 
live shows/entertainment, wholesome family entertainment and 
original music artists.

Golf

Mini Golf/Go Carts

Theme Parks/Water Parks

Outdoor Recreation, (e.g. Hiking, Biking, etc.)

Table Rock Lake

Value for the Dollar

Lake/Water Activities, (e.g. Boating, Fishing, Swimming, etc.)

Crowds/Traffic

Shopping

Branson Landing

Silver Dollar City

Original Music Artists

Wholesome Family Entertainment

Live Shows/Entertainment

Activities Most Associated with Branson
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Visitor Profile
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Distance Traveled to Branson

Core and Primary market visitation increased again in 2021 as the 
pandemic resulted in an increase in regional travel and repeat 
visitors.

First-Time & Repeat Visitors

https://app.powerbi.com/view?r=eyJrIjoiMjgxNWQ5MWEtN2IxMy00NzgzLWIyMzQtYmY0OTA2YzM4ODUxIiwidCI6IjY5NmViNmFiLWM3MGItNDM5My05MzliLTEzYTBlZGVmNGI4NSJ9&pageName=ReportSection


24

Leisure is the primary reason most travelers visit Branson and 
the average decision time is just shy of two months.

Leisure (get-away,
reunion, vacation)

Visit friends/relatives
who live in the Branson

area

Combination of Business
and Leisure

Business (convention,
meeting)

Personal (wedding,
funeral)

Primary Purpose of Visit

Within 1 week Within 1 month 2-3 months Over 3 months

Days in Advance Decided to 
Visit/Book

Planning Time Booking Time



25Most visitors say they plan their trips by going directly to the 
websites of the places they want to visit or relying on 
previous experiences.

Specific website

Previous experience

Online Travel Agency

ExploreBranson.com

Official Branson Vacation Guide

Direct reservation by phone

ReserveBranson.com

Tripster.com

SaveOnBranson.com

Do not recall

Other

Media Usage in Planning Your Branson Trip



26Branson visitors say they are most likely to have shopped, 
attended live shows, visited downtown and/or one the area lakes 
on their last visit.

None of the above

Reunions/Family Events

Spa/Health Club

Youth/Amateur/Collegiate Sporting Event

WonderWorks

Special Event/Festival

Golf

Excursion (Branson Railways, etc.)

Zip Line

Aquarium At The Boardwalk

Rural Sightseeing

Wine Tasting/Winery Tour

Historical Places/Old Homes

Museum attraction

Branson Landing

Silver Dollar City

Unique Local Restaurants

Outlook/Lake activities

Downtown Branson/Main Street

Live shows

Shopping

Branson Activities Engaged In



27Travelers indicated that of the activities in which they 
engaged, the functional drivers most responsible for inspiring 
their trips included Silver Dollar City, live shows/entertainment 
and shopping.



28Those who attended shows in Branson reported seeing 3.5 shows per 
party. These predominantly include live performances or production 
shows (68%), theme park shows (58%) or dinner shows (52%).

Theme or Amusement
Park Shows

Dinner Show Productions

Outdoor
Light/Fountain/Fireworks

Shows

Live Performances or
Production Shows in a

Branson Theater

Celebrity Show or Concert
in a Branson Theater

Type of Shows Seen

1 Show 2 Shows 3 Shows 4 Shows 5+ Shows

Number of Live Shows Seen on Last Visit
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Most Branson visitors spent the night on their last visit to the 
area and reported spending an average of 4.1 nights in the area.

Spent the Night

One night 2-3 nights 4-7 nights 8+ nights

Length of Stay
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Branson visitors spent average of $1,006 per party which 
equates to $444 per person and/or $109 per person per day.

Party Trip Spending Per Person Trip Spending
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While 37% of Branson visitors say they did not consider visiting 
any other destination; Kansas City, St. Louis and Pigeon Forge 
were among the top destinations among those who did.

Kansas City,
Missouri

St. Louis, Missouri Pigeon Forge,
Tennessee

Myrtle Beach,
South Carolina

Destin, Florida Gulf Shores,
Alabama

Wisconsin Dells,
Wisconsin

Asheville, North
Carolina

Destinations Considered When Planning Branson Trip



32Branson visitors report that they were most influenced by a 
Branson television ads, online video or an online search for 
information.

Saw a TV commercial

Info on Smartphone/Tablet

Online Video

Searched Online for Info

Friend's Social Media Conversation

Info Gathered on PC

Shared Branson Vacation Guide

Explore Branson Facebook

Discussions with Friends

Most Influential Media Source
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Non-Visitors



34Non-Visitors heavily associate Branson with country music and 
live Branson shows. Western, Old and Folk music are also 
relevant associations.
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Animal Shows

Prominent National Celebrities

Rock & Roll Shows

Magic Shows

Featured Artists who have had Top 100 hits

Nightlife/Dance Scene

Prominent Local/Regional Arts

Comedy Shows

Hillbilly/Cheesy Entertainment

Music Festival(s)

Original Music

Country Music Shows

Types of Shows Expect to Find in Branson

Non-Visitors assume they would find country music shows, 
original music and music festivals, along with hillbilly/cheesy 
entertainment and comedy shows in Branson.



36Non-Visitors say the biggest barriers to visiting Branson are other 
places they prefer to visit, Branson not being recommended to 
them and/or they don’t know enough about Branson to make an 
informed decision.

Prefer visiting other destinations

No one has recommended Branson to me

Don't know enough about Branson to make informed decision

Not a big fan of country music

Not interested/Not for me

My perception of the quality of the experience is not prefered

Didn't see any advertisements sharing what was new in the area

Not seen my friends discussing Branson on social media

A bit too cheesy/hillbilly for our liking

Personal Issues (health, walking, etc.)

Just for old people

Kids too young/too old

Online travel reviews I read were not particularly flattering

Stated Barriers to Visiting Branson
% Agree/Strongly Agree



37Lapsed visitors say the reason they haven’t returned is that 
they prefer visiting other destinations or that there is nothing 
new of interest they feel they must see in Branson.

Prefer visiting other destinations

Nothing new of interest that we feel are must see

Price/Affordability

Personal Issues (health, walking, etc.)

It seldom, if ever, seems to change much

Not interested/Not for me

A bit too cheesy/hillbilly for our liking

Not a big fan of country music

Kids too young/too old

Stated Hurdles to Returning to Branson
% Agree/Strongly Agree
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Outlook on 
2022



39Pent-Up Demand across the U.S. Attractions Industry
Remains at Near-Record Levels

46% 62%
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U.S. Attractions Consumer Intent is at an All-Time High
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Attraction Industry Performance Overview
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2009 2010 2011 2012 2013 2014 2015 2016 2017 2018 2019 2020 2021f 2022f 2023f 2024f 2025f

USTA Domestic Leisure Travel Forecast

The U.S. Travel Association reports that leisure travel fell 23% in 2020 
and rebounded by 27% in 2021. Looking forward, the forecast is for 2022 
to deliver a +3.5% increase in leisure travel and another +2.6% increase 
again in 2023.
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2009 2010 2011 2012 2013 2014 2015 2016 2017 2018 2019 2020 2021f 2022f 2023f 2024f 2025f

USTA Domestic Business Travel Forecast

Business travel has experienced more of a roller coaster ride. After 
falling by 68% in 2020, business travel increased by 55% in 2021 and is 
expected to experience another +52% increase in 2022 followed by a 
+22% increase in 2023.



44U.S. Leisure Spending is Expected to Return to 
Pre-Pandemic Levels in 2022. But, Business 
Travel is not expected to fully rebound until 
2024.



45STR Projects That U.S. Hotel Room Demand Increased 
by 36.7% in 2021 and is Expected to Grow by Another 
+13.7% in 2022.
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GET IN TOUCH 
WITH US


