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Q1 Fiscal Year 25/26
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Quarterly Report > Tourism Impact

TOURISM IMPACT
Lake Havasu City’s Economic Powerhouse

With around 2 million visitors a year and just over 60,000 residents, 

Lake Havasu City thrives on tourism. It’s not just a backdrop for adventure—
it’s the economic engine and cultural heartbeat of the community.


Tourism fuels local businesses, supports jobs, drives development, and 
shapes the quality of life for Lake Havasu City residents.

Go for it.

#10 Best Lake

#6 Best Lake Beach

#6 Best Lake for watersports

Lake Havasu

Windsor Beach
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Quarterly Report > Structure

Category 501(c)(6) 501(c)(3)

Purpose Promote business interests (e.g., trade associations) Charitable, religious, educational purposes

Tax Treatment Tax-exempt, but donations are not tax-deductible Tax-exempt, donations are tax-deductible

Activities Can lobby/advocate on behalf of members Limited political and lobbying activities

Audience Serves businesses and trade professionals Serves the public at large

structure
501 (c) (6): A tax-exempt non-profit organization that promotes common business interests, 

such as chambers of commerce or trade associations.  

Go for it.
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Quarterly Report > Funding

Tax Type 2025 FYE % of Budget GLH FY 25/26 Budget % Residential Contribution Residential Contribution

1% Restaurant & Bar $2,050,137 48.9% $782,400 3.8%-55% $30,375-$430,320

3% Hotel/Motel $2,143,905 51.1% $817,600 0% $0

Total $4,194,042 100% (38% of gross) $1,600,000 1.9%-27% $30,375-$430,320

Funding
TPT (Transaction Privilege Tax) Collection Model

Go for it.
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Research and data
Foundational Visitor Insights
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Quarterly Report > Our Visitors

Our visitors
Over 1.7 million visitors each year (According to Pacer.ai for 2023) 1/26 Resident/


Visitor Ratio

60,000
Approximately

Lake Havasu City

Residents

Go for it.
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Quarterly Report > Visitor Income

visitor income
Overall % and Avg. Dollar Amount Spent 36%

Was Spent by 

those 

earning $151k 

or more
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Quarterly Report > Visitor Spending

visitor SPENDING
By Age, % of Overall Spend and Avg. Amount Spent $223 Avg amount spent 


by 25-34 yr olds  

per visit
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Quarterly Report > Visitor Spending

visitor SPENDING
Top Spending Categories 3.7% Amount alaskans 


contributed to all 

spending
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Quarterly Report > Visitor Spending

visitor SPENDING
Spending Behaviors H·M Top spending category 


by visitors
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Quarterly Report > Visitor Trends

visitor trends
Key Visitor Behavior Takeaways

Summer visitors are younger, and they spend 
more during their visits –– with 25-34 yr olds 
accounting for 21% of visitor spending at 
over $223 per visit.


Visitors with incomes in the $151k/yr + category 
account for the largest percentage of spend per 
visit (36%), while those falling into the $60k-$80k/
yr range are spending the most during their visit 
($296/avg).

Local businesses are seeing some of the most 
increases in visitor spending, showing 34% of all 
Visitor Spend toward Local Business vs. 33% this 
same period last year.

Go for it.



Visitor Market Area Q4 2025 % of Visitor Q4 2024 % of Visitor

Los Angeles, CA 36% 38%

Phoenix, AZ 24% 21%

Las Vegas, NV 8% 8%

San Diego, CA 5% 4%

Salt Lake City, UT 2% 2%

Denver, CO 1% 1%

Albuquerque, NM 1% 1%

Minneapolis, MN 1% 0.5%
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Quarterly Report > Visitor Origins

visitor origins
Top DMA’s and visitation markets 1% Seasonal variance among 


target winter markets
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Quarterly Report > Visitor Origins

visitor origins
Top DMA’s and visitation markets 20

The avg number of 

booking window days

increase in past two 

months.
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Quarterly Report > Visitor Origins

visitor origins
Top DMA’s and visitation markets 2.0 More days worth of stay 


increase vs prior quarter
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Quarterly Report > Visitor Origins

visitor origins
Key Behavioral Takeaways

Los Angeles led all markets, contributing 
34% of total visitation, with San Diego 
ranking fourth—solidifying Southern 
California’s role as our most influential DMA.


Phoenix remains a critical drive market, generating 
just over 20% of visitation and maintaining 
consistent year-round engagement.

Salt Lake City, Denver, Albuquerque and 
Minneapolis are demonstrating increased visitation 
and are prime markets for targeting during the 
fall/winter months.

Go for it.
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Economic impact
Events and Sponsorships
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Quarterly Report > Event Roster

Event roster
Committed FY Events and Sponsorships 80% Percentage of fy 


event budget 

committed in q1

Go for it.
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Quarterly Report > Event Roster

Event roster
Committed FY Events and Sponsorships 3 Total number of signature title 

sponsorships secured for the 

current fy

GO LAKE HAVASU
Event Roster –– FY 25/26

LEGACY-CONTRACTED EVENTS July Aug Sept Oct Nov Dec Jan Feb Mar Apr May June Budget Paid Balance

First 4th of July $35,000 35,000.00$     -$   35,000.00$     

IJSBA $35,000 35,000.00$     -$   35,000.00$     

First Friday $42,500 42,500.00$     -$   42,500.00$     

Top Chef $1,000 1,000.00$   1,000.00$   

Triple Crown –– 19th Annual Parade of Lights $2,500 2,500.00$   -$   2,500.00$   

London Bridge Days + Parade $15,000 15,000.00$   -$   15,000.00$   

Lizard Peak Scramble $2,900 2,900.00$   -$   2,900.00$   

Q's and Brews Big Horn BBQ Competition $5,000 5,000.00$   -$   5,000.00$   

Lake Havasu Balloon Festival $5,000 5,000.00$   -$   5,000.00$   

SuperCAT Fest West $15,000 15,000.00$   -$   15,000.00$   

Desert Storm/Parade of Power $20,000 20,000.00$   -$   20,000.00$   

Bands & Brews by the Beach $2,500 2,500.00$   -$   2,500.00$   

Rockabilly Reunion $20,000 20,000.00$   -$   20,000.00$   

WON Bass Tournament $5,000 5,000.00$   -$   5,000.00$   

WON Striper Derby $1,500 1,500.00$   -$   1,500.00$   

Bassmasters Kayak Series 10,000.00$     -$   10,000.00$     

Remaining Budget Amount (37,900.00)$    217,900.00$   

CURRENT 217,900.00$   -$   217,900.00$   

CONTINGENCY TOTAL -$    -$    -$    

VARIANCE -$    -$   -$   

Wake the Lake Country Music Festival $2,500 2,500.00$   -$   -$   

Witch Paddle (Oct 2024) $3,500 3,500.00$   -$   -$   

PENDING TOTAL 6,000.00$    -$    -$    

TOTAL -$    -$   -$   

EVENTS BUDGET

CONTINGENCY

PENDING

COMMUNITY-SPECIFIC

GENERAL

SPORTS

TBD

Go for it.



19

Quarterly Report > Event Roster

Event roster
Committed FY Events and Sponsorships
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marketing and PR
Promotional Performance and Strategy



Publication Date Publication Reach Article Headline 

July 1, 2025 Today’s News- Herald 22,082 Lake Havasu Lights Up for the Fourth: What to Know Before You Go

July 11, 2025 Back Road Ramblers 10,986 Put these Incredible Hot Air Balloon Festivals in your USA Bucket List 

July 16, 2025 The Arizona Republic 4,679,446 These Arizona cities were named top places to live in 2025 

July 18, 2025 Arizona Midday (KPNX-TV) 1,618,100 Go Lake Havasu: A summer destination 

July 22, 2025 Arizona Parenting 2,954 Get Outside for Family Fun in AZ 

July 31, 2025 FinanceBuzz 15,902,532 9 Best Arizona Cities Where You Can Live
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Quarterly Report > Public Relations

Public relations
Earned Media Opportunities & Value

Go for it.

J
u

l
y

Over

200 Million
Potential 


Earned Media 

Impressions
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Quarterly Report > Social Media

SOCIAL MEDIA
Facebook · Instagram · X · @golakehavasu

Go for it.

J
u

l
y 165 new followers, 

+78.2% increase in 
engagements, and 
+373.1% increase in 
engagement rate. 


Net Follower Growth 
dropped 43.3%, 
Engagements fell 78.7%, 
and Engagement Rate 
declined by 1.7%. 


X saw a dip in 
metrics in July,  
likely due to the 
overall decrease in 
published posts 
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Quarterly Report > Paid Media

Paid MEDIA
News 12 Phoenix AOT Co-Op Program 

Go for it.

J
u

l
y

CTV program


• 98.74% completion rate. This is 20% higher than 
the industry benchmark 


• 98.2% of the 268,589 streaming impressions


• The campaign saw an average frequency of 2.45 
meaning audiences were re-exposed to our 
message approximately 2-3 times

Display retargeting


• 438 site visitors 


• Performed 50% above the standard CTR 


• 290,670 overall impressions 



Publication Date Publication Reach Article Headline 

Aug. 2, 2025 Islands 7,332,880 The Nation's Top Retirement Destinations 

Aug. 6, 2025 Atlas Obscura 2,365,456 Who Moved London Bridge to Arizona? 

Aug. 20, 2025 FinanceBuzz 15,902,532 7 Stunning Arizona Cities 

Aug. 21, 2025 Today’s News-Herald 28,214 Go Lake Havasu looking to revamp Lake Havasu City's visitor 

Aug. 22, 2025 BBC Countryfile Magazine 413,761 7 mind-boggling and expensive locations around the world

Aug. 27, 2025 8 News Now (KLAS-TV) 1,465,700 5 daytrips from Las Vegas to tickle your tourist tendencies 
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Quarterly Report > Public Relations

Public relations
Earned Media Opportunities & Value

Go for it.

A
u

g

Over

500 Million
Potential 


Earned Media 

Impressions
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Quarterly Report > Social Media

SOCIAL MEDIA
Facebook · Instagram · X · @golakehavasu

Go for it.

August was strong 
with 479,872 content 
impressions (+126.1%). 
Follower count also 
ticked upward (+143). 

Followers grew by 170 
(+0.7%), and 
engagements more than 
doubled (+114%) 
compared to July 

Follower growth 
was minimal (+2), 
and the engage rate 
rose slightly to 2.9% 
(+9.4%) A

u
g
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Quarterly Report > Paid Media

Paid MEDIA
Meta Targeting Campaign · Facebook & Instagram

Go for it.

• Investment and Delivery: $4,249.15 


• Impressions: 375,932 Reach: 162,112 


• Engagement and Efficiency 


• Total Page Engagements: 38,534 CPC 


• Prospecting: $0.28 Retargeting: $0.12 A
u

g
M

e
t
a

 m
e
t

r
ic

s



Publication Date Publication Reach Article Headline 

Sept. 8, 2025 Travel Off Path 927,433 These 4 Vibrant US Lake Towns Still Feel Like Summer 

Sept. 10, 2025 Investopedia 12,948,376 Discover Why This Arizona Lake town Is a Top Retirement Spot

Sept. 11, 2025 WorldAtlas 7,515,130 7 Ideal Arizona Destinations for a 3-Day Weekend in 2025

Sept. 16, 2025 Today’s News-Herald 35,357 Havasu Restaurant Week 

Sept. 26, 2025 Far & Wide 508,576 20 American Lakes With Exceptionally Clear Water 
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Quarterly Report > Public Relations

Public relations
Earned Media Value & Opportunities

Go for it.

S
E
P

T

Over

200 Million
Potential 


Earned Media 

Impressions
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Quarterly Report > Social Media

SOCIAL MEDIA
Facebook · Instagram · X · @golakehavasu

Go for it.

September drove 
major visibility gains 
(+421%) compared to 
August. Followers 
grew by (+242, +69%) 


66,695 content 
impressions (+61%) 
compared to August. 
Engagements also 
jumped (+93% to 1,676) 

N/a

S
E
P

T
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Quarterly Report > Social Media

SOCIAL MEDIA
Q1 Performance Summary · Facebook @golakehavasu

Go for it.
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Quarterly Report > Social Media

SOCIAL MEDIA
Q1 Performance Summary · Instagram @golakehavasu

Go for it.
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Quarterly Report > Paid Media

Paid MEDIA
News 12 Phoenix AOT Co-Op Program 

Go for it.

• Impressions: 2,291,663 


• Reach: 598,923 


• Total Page Engagements: 38,534


• Reached nearly 600K unique users and 
delivered over 2.2M impressions, 
indicating strong visibility and 
frequency 


 

S
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P
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Quarterly Report > Paid Media

Paid MEDIA
News 12 Phoenix AOT Co-Op Program 

Go for it.

• Impressions: 11,174 


• Clicks: 907 
CPC: $2.95 


• Conversions: 241.49 CTR: 8.21% 


• Delivered 11,174 impressions and 907 
clicks 


• Strong CTR of 8.1%


 

S
E
P
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Quarterly Report > Paid Media

Paid MEDIA
News 12 Phoenix AOT Co-Op Program 

Go for it.

CTV Delivery - Awareness 


• Impressions: 293,849 


• CPM: $20.35 

Display - Retargeting 


• Impressions: 226,135 


• CTR: 0.17% 


• Conversions: 1,932 CPM: $3.49 S
E
P

T
V
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Quarterly Report > PR Plan

Go for it.

PR PLan –– oct-dec
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Quarterly Report > Paid Media Plan

Go for it.

Paid media plan –– fy
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Quarterly Report > golakehavasu.com

Golakehavasu.com
Quarterly Performance · July thru September 2025

Go for it.

10.1% YOY increase in 

active web users

http://golakehavasu.com
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Quarterly Report > Newsletter

Newsletter
Go For It! Monthly e-Newsletter

Go for it.

23% Of all recipients have 

opened so far

3% Clicked a link

20 Marked it as spam
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Visitor center
Community Engagement & Local Tourism Support
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Quarterly Report > VC Performance

Vc performance
Gross Quarterly Revenue and Visitor Count by Month 13.3% Increase in 


yoy sales

Go for it.

24/25 Q1 25/26 Q1 Variation

Sales Visitors Sales Visitors Sales Visitors

July $9,299 4,428 $14,626 5,809 $5,327 (57.29%) 1,381 (31.19%)


August $10,203 4,766 $8,778 4,133 ($1,425) (13.96%) (633) (13.28%)

September $12,422 5,555 $12,983 6,015 $561 (4.52%) 460 (8.28%)

Total $31,924 14,799 $36,388 15,957 $4,464 (13.3%) 1,208 (8.2%)
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Quarterly Report > Social Media

SOCIAL MEDIA
Facebook · Instagram · X · @golakehavasu

Go for it.

Nearly 6k followers 
reaching over 12k per 
month consistently, 
with content 
emphasis on events 
and merchandise.
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Quarterly Report > Social Media

SOCIAL MEDIA
Q1 Summary · Facebook @golakehavasuvisitorcenter

Go for it.
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Destination directory 
portal
Listing and Account Management
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Quarterly Report > Extranet

Destination directory 
portal
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Financial statements
Fiscal Year 2025/2026
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Quarterly Report > Financial Statements

July
Financial Statements

Go for it.
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Aug
Financial Statements

Go for it.

Quarterly Report > Financial Statements
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Sept
Financial Statements

Go for it.

Quarterly Report > Financial Statements
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international
Charter · FIT · Domestic Group Tours 
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Quarterly Report > International

Group Tour Leads & Potential

Go for it.

OPERATOR PRIMARY MARKET CONTRACT POTENTIAL NOTES
HORIZON TRAVEL CANADA LATE SUMMER ‘25 SENT PICS + SAMPLE ITINERARY

TOUR AMERICA US (RECEPTIVE) SUMMER ‘25 HOTEL/RESTAURANT FOCUS ≠ CASINO FERRY

ROCKY MTN HOLIDAY TOURS 90% FIT IMMEDIATE WORKING W/NAUTICAL –– GRAND CANYON FOCUS

UT LUXURY TOURS 65+ DOMESTIC IMMEDIATE SENT SAMPLE ITINERARY + IMAGES –– ROUTE 66 FOCUSED

AMERICA & BEYOND DOMESTIC SECURED CONTRACTED WITH HAMPTON INN

AEROGLOBE FIT IS 2/3 OF BUSINESS IMMEDIATE CURRENTLY WORKING WITH TREVAGO –– EXPLORING 
HAMPTON OR LBRINCREDIBLE ADVENTURES GROUP + FIT (BASED IN SF) SUMMER ’26 LOST HAVASU BUSINESS IN PAST YEAR –– LOOKING TO 
REINTRODUCE TO ITINERARYWORLD 2 MEET SPAIN IMMEDIATE STRICTLY FIT –– EXPLORING PROGRAM WITH HOME 2 SUITES

SCENIC ROADS BASED IN LV –– FRANCE FOCUS POSSIBLE LATE ’25
 PRIMARILY FIT –– BASED IN LAS VEGAS AND LOOKING TO 
EXPAND SW ITINERARYCTOUR HOLIDAY CHINA SUMMER ‘26 PACKAGED AND PRIVATE FIT TOURS –– WORKING THRU 
PROPOSED ITINERARYGATE 1 TRAVEL CANADA + US LATE SUMMER ‘25 MOTOR COACH OPERATOR –– 55 AND OVER WITH CONTRACTED 
BLOCK OF (25) ROOMSPLEASANT HOLIDAYS DOMESTIC SUMMER ‘26 OWNED BY AAA –– 95% AGENT-DRIVEN ITINERARIES

ONWARD TRAVEL UK/AUS + NZ SUMMER ‘26 SPORTS/YOUTH GROUP FOCUSSED BUT ALSO OFFERING FIT 
ITINERARIES.

2.0 Committed for both the 

gowest summit and imm 

marketplace in 2026

International
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Industry Challenges
Trends & Opportunities
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Quarterly Report > Challenges

Industry challenges
Trends & Opportunities

• Challenge: With nearby markets like 
Las Vegas softening and drive-market 
performance fluctuating, we face increased 
pressure to capture attention, convert intent, 
and sustain visitation amid wider travel 
downturns in the Southwest.

Go for it.

• Opportunity: With rising digital 
visibility, recent media accolades, and growing 
international interest, we’re positioned to 
amplify Lake Havasu’s brand, attract new 
markets, and extend our reach far beyond the 
region.
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Conclusion
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Quarterly Report > SOR

Scope of report

Provide the City Manager a written quarterly report, within ten business days of the end 
of each quarter, to include at a minimum, during the previous quarter, all contacts made 
with individuals and entities who considered Lake Havasu City as a special event location; 
how the hotels and motels were positively impacted by GLH efforts’, copies of 
promotional materials distributed, accounting of City funds expended; grant funds 
received from other entities; information regarding the operation of the visitor center; 
and highlights of GLH activities.

Go for it.
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Thank you.


