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Executive Summary 
 
 
• In January 2020, Las Vegas was preparing for the next phase of its history as a premier global 

integrated entertainment, sporting and business hub. Covid-19 has challenged the future of the 
city.   

 
• We believe that 2021 will prove an inflection point to future Las Vegas. After every crisis there 

has been winners and losers and this time is no different. History and analysis instruct us that there 
is a clear pathway for business success – and a well-worn road to decline. 

 
• Las Vegas’ time of greatest challenge was the early 1980s, with the triple crises of economic 

recession, the development of Atlantic City (as the second US jurisdiction to allow gaming) and 
the tragic fires in The MGM Grand and Las Vegas Hilton. Las Vegas operators applied various 
tactics to meet these challenges, however the successful operators benefitted by taking a strategic 
approach rather than a tactical one. 

 
• We chart the impact of Steve Wynn’s The Mirage on resort development and strategic positioning, 

leading to the market growth of the 1990s, which featured nearly 50,000 new rooms and an 
increase of 61% in visitation. 

 
• We also note the impact of Peter Morton’s Hard Rock Hotel and Sheldon Adelson’s Venetian in 

challenging the conventional business models in Las Vegas, setting the scene for the 2000s. Since 
the turn of the century, Las Vegas has seen an increase in overall visitation of 19%, an increase of 
73% in convention delegates, increase in Strip gaming revenue of 37% and total shift in customer 
behavior, demographics and revenues.  

 
• Industry respondents note that this is a crisis like no other. There has been a collapse in customer 

demand (particularly mid-week), due to the inability for many visitors to access the market, and 
few ways of stimulating demand. Compounding this problem is that there is no horizon to 
recovery, which limits future planning.   

 
• Current actions include prioritizing health and safety and operational efficiencies. However, a 

reactionary approach is unsustainable, especially as Las Vegas faces greater competitive pressures 
for all customers, both with the advent of regional casinos for the gaming customers and more 
destinations for conventions and business travelers.  

 
• We researched customer behaviors and attitudes from over 1,000 respondents, providing research 

findings with a Confidence Level of 95% with a margin of error of 2.8%. 
 
• Over 50% of Las Vegas customers will continue their past activities with moderate variation of 

behavior, such as wearing a mask. A secondary group (approximately 25%) will resume past 
behaviors once they have been vaccinated or a treatment is proven. A smaller amount (11%-13%) 
will only return to normal gaming activities 12 months after delivery of an effective vaccine.  
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• Gaming, retail, paid attractions and outdoor events will have an accelerated recovery. Sporting 
events, indoor restaurants and live music will follow. A large proportion of nightclub and day-club 
customers will not resume past behavior for the foreseeable future.   

 
• We polled customers on a series of statements and determined that there is a clear divide on an 

attitudinal basis; ranging from resort access, behavior, safety and travel.  
  
• The data obtained shows valuable insights into future customer behavior, however the real value 

is in understanding the nuances that sit within the various segments identified, highlighting the 
real conflicts in behavior and attitudes between different customers.  

 
• Based on the analysis we have identified Phase I (during Covid) and Phase II (post-Covid) 

scenarios for an effective recovery. 
 
• Within Phase I, the immediate question resort operators have is to determine is which of the 

customer segments they wish to capture, because they are mutually exclusive; operators must 
strategically choose to be exclusive or inclusive to meet customer needs. 

 
• Phase II of reopening is based on learnings from past performance for specific customers and 

developing sustainable business models accordingly. 
 

• Despite travel restrictions, forced closures, economic upheaval and a deadly virus, Las Vegas is 
likely to benefit from between 19m-20m visitors in 2020. Compared to other major tourist 
markets, this is an astonishing statistic.  

 
• We conclude that even in the face of great uncertainty, if there is an understanding of customer 

behavior – or anticipating customer needs, whether functional, transactional or emotional - and a 
method to communicate these coherently - then there is a clear path for business success.  
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1. Introduction 
 
 
Shortly before his passing, John Knott, the veteran dealmaker and head of the Global Gaming Group 
at CBRE, addressed The Economic Club of Las Vegas. With a record investment of over $10bn in 
projects underway and plans for significant infrastructure investment – from high speed trains to and 
from California, local mass transit plans and further resort expansion, Las Vegas was set to roar loudly 
into the 2020s.  
 
The city was poised to make the next step on its long journey from an outcast gambling town, to an 
emerging resort destination, to the premier integrated business, entertainment and sporting capital of 
the world. Today, the landscape that faces the city and the vital tourism economy is one of uncertainty. 
 
In its varied history, Las Vegas has faced crises before, particularly in the 1980s, and has made the 
necessary strategic decisions, investment and innovation to emerge stronger. None of these challenges 
have had the devastating impact of Covid-19.  
 
The only true 24-hour city in the USA was closed down. The sights of shuttered casinos, neon gone 
dark, and the iconic Strip devoid of life will be remembered in the collective memory of all Americans.  
 
The driver of Las Vegas’ commercial success was the ability to create environments and experiences 
unlike any other, imagined to meet customer needs, whether transactional, functional or emotional. It 
is clear that meeting changing customer needs will be the defining challenge of the next decade. 
 
This report outlines the narrative to Las Vegas’ success and responses to past crises.  
 
We present insights from industry leadership, commentators and officials, and findings directly from 
Las Vegas customers, both locals and tourists. 
 
Data obtained was independently analyzed and presented to form recommendations to enable future 
prosperity for the city and industry.  
 
The situation facing operators is complex, with difficult decisions ahead. The only certain wrong 
decision is to make no decision and we hope that the research undertaken herein will assist citywide 
leadership in their thinking by proving context and insight. 
 
Within our team, there was vigorous discussion on the findings and efficacy of the recommendations, 
however there was general agreement that an action that would work within one property or customer 
segment, will not work with another, and that impletion needs to be part of a strategic review rather 
than an isolated tactical decision. 
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2. Historical Overview 
 
In the post-war years, both the US economy and Las Vegas have undergone periods of high growth 
and recession, typically correlating.  
 
Despite the many premature epitaphs to the city, Las Vegas has repeatedly pivoted accordingly to 
make changes to meet customer needs and behavior, leading to recovery. 
 
Measuring the historic causes and effects empirically is limited due to lack of reliable data, (Las Vegas 
Convention and Visitor Authority records begin in 1970) however, the historical narrative of 
economic performance and the evolution of Las Vegas offers a series of responses that are of use to 
investors and operators seeking solutions to ongoing events. 
 
 
2.1  The 1950s 
 
The 1950s is regarded as a period of widespread economic prosperity in the US, although nostalgia 
forgets the two recessions that punctuated the period. During the decade, the economy grew by 37% 
and the median American family’s purchasing power had increased by 30%. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
The 1950s is the period that defined Las Vegas’ position in American public consciousness and formed 
the template of the casino resort. 
 
With Downtown Las Vegas established as a gambling hub, The El Rancho, The Last Frontier and 
The Flamingo were early incarnations of integrated casino resorts operating on The Strip by the 
beginning of the decade. The Desert Inn opened in April of 1950, shortly followed by The Sands and 
the Sahara (1952), as both resorts and the Las Vegas Boulevard took shape in terms of financial 
viability.  

The “Korean War” Recession:  
(July 1953 - May 1954)  
 
• Duration: 10 months 
• GDP decline: 2.7% 
• Peak Unemployment Rate: 5.9% 
 
After an inflationary period that followed the 
Korean War, national security expenditure 
increased. The Federal Reserve tightened monetary 
policy to curb inflation in 1952. The dramatic 
change in interest rates caused increased pessimism 
about the economy and decreased demand. 
 

The “Eisenhower” Recession:  
(August 1957 - April 1958) 

 
• Duration: Eight months 
• GDP Decline: 3.7% 
• Peak Unemployment Rate: 7.4% 

 
The government tightened monetary policy to curb 
inflation, but prices continued to rise through 1959. 
The sharp worldwide recession and the strong US. 
dollar contributed to a foreign trade deficit. Durable 
goods manufacturers and the lumber, mining, and 
textile industries were three of the industries that 
were severely affected due to a severe drop in 
unfulfilled orders for durable goods and a decreasing 
demand for commodities and other materials. 
Unemployment was highest in industrial areas, 
notably in Detroit reaching 20%. as a result of a 47% 
decline in automobile production.  
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As is widely observed, financing for these resorts was enabled by both local financial institutions acting 
for third party clients and less traditional methods, as documented in the National Museum of 
Organized Crime in Downtown Las Vegas. 
 
In 1955, the Gaming Control Board was created to regulate the industry, and new casino resort 
openings became routine fixtures. The Dunes, The Riviera. Moulin Rouge and Royal Nevada, (all 
1955) Hacienda, (1956) Tropicana (1957) all opened in a period of growth. The Stardust (1958) opened 
in a period of uncertainty, with many doubting its viability of the new resort as they believed that Las 
Vegas was overbuilt. 
 
One of the primary characteristics of this era was that of the headliner in the lounge or showroom. It 
was these entertainers on the marquees outside, sharing their star power that gave the gravitas to 
generally undifferentiated resorts. 
 
 
2.2 The 1960s 
 
Economist Mark Perry cites the Kennedy tax-cuts as a key reason of economic growth of the early 
1960s, “resulting in a 106-month economic expansion… which was the longest expansion in U.S. history until the 
120-month expansion from 1991-2001.”  GDP growth averaged 5%, with growth as high as 8.5% in two 
quarters. U.S. payrolls increased by 32% during the 1960s, the highest growth in jobs by far of any 
decade during the postwar period. Government tax revenues grew by 65% from 1965 to 1970. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
By the 1960s, Las Vegas was developing an efficient structured operational and management template 
led by the likes of Sam Boyd, Jackie Gaughan and William Bennett. The Corporate Gaming Acts of 
1967 and 1969 enabled a pathway for corporations to engage in the market, which allowed Howard 
Hughes to provide a profitable exit for the developers of first-generation Strip resorts and 
entrepreneur Kirk Kerkorian to build The International (now Westgate) the first 1000+ room 
“megaresort.” 
 

The "Rolling Adjustment" Recession:  
(April 1960 - February 1961)  
 
• Duration: 10 months 
• GDP Decline: 1.6% 
• Peak Unemployment Rate: 6.9% 

 
This recession was known as the "rolling 
adjustment" for many major U.S. industries, 
including the automotive industry. Americans began 
shifting to buying compact and often foreign-made 
cars and industry drew down inventories. Gross 
National Product and product demand both 
declined; however, this was a short recession leading 
to a long period of economic growth. 

The “Nixon” Recession:  
(December 1969 - November 1970)  
 
• Duration: 11 months 
• GDP Decline: 0.6% 
• Peak Unemployment Rate: 5.9% 

 
Another minor recession triggered by increasing 
inflation, which led to a restriction in monetary 
policy. The structure of government expenditures 
(including The Vietnam War costs) added to 
the contraction in economic activity. 
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Undoubtedly, the decade’s most enduring opening, with respect to Las Vegas in popular Americana, 
was Caesars Palace, opening in 1966. The relevance of this property is the import of escapism (also 
seen in Sarno and Mallin’s Circus Circus in 1968), setting the tone for much of future development. 
Caesars was to become a favorite of high rollers and break gaming records.  
 
The dual attributes of a prosperous economy and progressive legislative changes allowed a new influx 
of capital into Las Vegas, thus enabling development, consolidation and new casino ownership in the 
market. The ownership and management changes, the continuation of star headliners, plus the new 
experiential resorts continued to attract the affluent customers from across the USA. 
 
 
2.3 The 1970s 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
The economic turmoil of the decade was to have consequences across the globe, including Las Vegas. 
 
Whereas the 1950s and 60s had seen large scale development on The Strip, only The MGM Grand 
(now Bally’s) and The Imperial Palace (now Linq) were to have any significant impact on Las Vegas’ 
skyline.   
 
The city’s gaming and tourism market further consolidated and professionalized, and Las Vegas 
became a more accessible tourist destination, with both increased inventory supply and customer 
demand.  The positive results were seen across all metrics; in 1970 the city had 6.7m visitors but by 
1979, this was 11.6m (72% increase). Room occupancy grew from 70% at the start of the decade to 
86% at the close.  
 
 
2.4 The 1980s 
 
The National Bureau for Economic Research cites the “double-dip” recession of the decade as the 
harshest of the late 20th Century. A short recession and recovery was followed by a sustained recession 
from July 1981 to November 1982. By December 1982, unemployment peaked at 10.8%. The jobless 
rate slowly receded over the next few years, falling to 8.3% by the end of 1983 and to 7.2% by the 

“During the 1973 Arab-Israeli War, Arab members of the 
Organization of Petroleum Exporting Countries (OPEC) 
imposed an embargo against the United States in retaliation 
for the U.S. decision to re-supply the Israeli military and to 
gain leverage in the post-war peace negotiations. Arab 
OPEC members also extended the embargo to other 
countries that supported Israel including the Netherlands, 
Portugal and South Africa. The embargo led to both banned 
petroleum exports to the targeted nations and introduced cuts 
to oil production. Several years of negotiations between oil 
producing nations and oil companies had already 
destabilized a decades-old pricing system, which exacerbated 
the embargo’s effects.” 
 

- The Office of The Historian at the US 
Department of State 

 

The “1973 Oil Crisis” Recession:  
(November 1973 - March 1975)  
 
• Duration: 16 months 
• GDP Decline: 3% 
• Peak Unemployment Rate: 8.6% 

 
This long, deep recession was brought on by the 
quadrupling of oil prices after the 1973 war in the 
Middle East and high US government expenditure 
on the Vietnam War, leading to both inflation and 
high unemployment, reaching 9% in May of 1975, 
technically after the end of the recession. The Oil 
Crisis led to a major restructuring of US industry. 
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1984 presidential election. The unemployment rate did not fall below 6% until September 1987, well 
after the technical end of the recession. 
 

Las Vegas suffered a crisis with devastating fires at 
The MGM Grand in 1980 and Las Vegas Hilton in 
1981, causing the combined fatalities of 93 people 
and rightly calling into question the rigor of the 
safety regulations in place. This prompted widescale 
investment in fire and safety systems and protocols. 
 
The fires and economic slowdown were not the only 
factors facing Las Vegas in the 1980s. As pressing 
was the effect of legalization of gaming in Atlantic 
City in 1978. This provided direct competition to the 
gaming economy in Las Vegas and by 1981 it had 
overtaken The Strip. It continued to hold primacy 
throughout the decade. 

 

 
  

Chart 2.1: Gaming Revenue/Win (‘000) Las Vegas Strip vs Atlantic City 1979-2000 (Source. CBRE/UNLV) 
 
Many Las Vegas operators’ immediate response to the macroeconomic conditions, increased 
competition and personal safety crisis, was to pivot and become value destinations, with discounted 
food and amenities to try and drive visitation and capture market share. 
 
Many resorts fell into homogeneity with no differentiation in customer, however the successful 
operators bisected the market into VIP and mass customers to a greater extent than before. Caesars 
World and Circus Circus Enterprises became the two highest value companies in the market. MGM 
withdrew from Las Vegas. Many other operators began the slow slide to implosion or were sold to 
major hotel chains. We note above, (Chart 2.1) that the strategies adopted maintained revenue growth 
(although not adjusted for inflation) but failed to challenge Atlantic City until the 1990s. 
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The “Double-Dip” Recession: 
 (January - July 1980/July 1981- November 1982) 
 
• Duration: 6 months/16 months 
• GDP decline: 2.2%/2.9% 
• Peak Unemployment Rate: 7.8%/10.8% 

 
The Federal Reserve raised interest rates to slow 
money supply, with inflation at 11.1% in 1980 which 
caused unemployment to rise and the economy to 
slow. This tightening of policy was compounded by 
the geo-political crisis caused by the Iranian 
Revolution and subsequent reduction in oil supply, 
leading inflation to rise to 20.5%. 
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It was also this decade that began to see the emergence of Las Vegas as a destination for business 
tourism (Table 2.1). To an extent, this strategy proved effective, maintaining the viability of the city 
when facing its greatest competitive test. 
 

Year Visitation Room Inventory Occupancy Convention Delegates 

1980 11,941,524 45,815 77.2% 656,024 
1981 11,820,788 49,614 75.7% 719,988 
1982 11,633,728 50,270 70.3% 809,779 
1983 12,348,270 52,529 72.6% 943,611 
1984 12,843,433 54,129 72.5% 1,050,916 
1985 14,194,189 53,067 79.8% 1,072,629 
1986 15,196,284 56,494 81.4% 1,519,421 
1987 16,216,102 58,474 83.4% 1,677,716 
1988 17,199,808 61,394 85.1% 1,702,158 
1989 18,128,684 67,391 85.2% 1,508,842 

Decade % 52% 47%  130% 
 

Table 2.1:  Selected Las Vegas Tourism Statistics 1980-1989 (Source. LVCVA) 
 
The catalyst for reinvention and repositioning of Las Vegas as a premier destination was the opening 
of Steve Wynn’s Mirage in November 1989. The first fully formed 3,000+ room resort developed on 
the Strip was an immediate commercial and media success, setting the tone for the following decade. 
 
 
2.5 The 1990s 
 
The decade began with a mild recession and conflict in the Middle East, followed by the election of 
Bill Clinton.   
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
“The two Clinton terms occupied most of the 1990s. 
Unquestionably, history will remember this period as a time 
of strong economic performance. Between 1993 and 2000, 
the United States exhibited the best economic performance of 
the past three decades. In 2000, the U.S. economic 
expansion surpassed in length the expansion of the 1960s, 
and thus became the longest on record. During Clinton’s 
second term, real economic growth averaged 4 ½ percent per 
year, and unemployment fell to four percent, the level that 
had been specified by the Humphrey-Hawkins legislation 
three decades earlier to be the goal of national policy. During 
the early 1990s, economists would have considered these 
outcomes wildly unattainable.”  
 
– The Brookings Institute 
 

The “Gulf War” Recession:  
(July 1990 - March 1991)  
 
• Duration: 8 months 
• GDP Decline: 1.5% 
• Peak Unemployment Rate: 6.8% 

 
With the background of action to restrict the excess 
growth, corporate failures, stock market decline and 
inflation of the late 1980s, tighter monetary and 
fiscal policy coincided with another Middle East 
conflict. Iraq’s invasion of Kuwait resulted in a rise 
in the price of oil, leading to increased cost in 
manufacturing and distribution. As a consequence, 
the recently agreed NAFTA saw manufacturing 
move outside of USA borders causing economic 
recession.  
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Throughout the 1990s, Las Vegas benefited from the global economic growth, with many new resorts 
based on the Mirage template. 
 
Circus Circus Enterprises opened Excalibur in 1990 and Luxor in 1993. Treasure Island and MGM 
Grand followed (1993), Hard Rock (1995), Monte Carlo and The Stratosphere (1996), New York-
New York in 1998 and The Bellagio, Venetian and Paris (1999). In total there were over 45,000 new 
rooms to market over the decade, (replacing many of the properties developed in the 1950s) and as 
we note below Table 2.2), both visitation and occupancy levels rose to meet supply.  
 
Opening in 1995, off-Strip and overshadowed by larger properties, Peter Morton’s Hard Rock Hotel 
was important in understanding future trends. The hotel’s target demographic was the anthesis of the 
traditional casino operators. Positioned for 30-something music fans that wanted to party first and 
foremost, the property was an immediate success. The Joint concert venue hosted many artists that 
wouldn’t feature in a traditional showroom, and the raucous pool parties hold a place in Vegas infamy.  
 
The 339 rooms had been expanded five-fold by the time of its closure in 2019, The Hard Rock proving 
that there was unmet demand in a younger demographic for a Vegas party experience. 
 
 

 
 
 
 
 
 
 
 
 
 
 

 
 

Table 2.2: Selected Las Vegas Tourism Statistics 1990-1999 (Source. LVCVA) 
 
The decade saw a 61% increase in visitation, a 63% increase in inventory and a 117% increase in 
convention delegates, thus proving that with significant investment to improve supply, demand 
increased.  
 
Las Vegas Valley saw exponential growth over the decade as resident population grew from 720,000 
to 1.3m enabling the growth for the locals gaming market. 
 
By the end of the 1990s, Las Vegas was consistently outperforming Atlantic City, leaving the New 
Jersey rival firmly in second place from where it never recovered, and probably never will. 
 
2.6 The 21st Century 
 
The “Noughties” were dominated by The Great Recession, but one must also note the Dot-Com 
Crash and 9/11 at the start of the decade, both of which prompted change in Las Vegas’ operator 
behavior and resort positioning. 
 

Year Visitation Room 
Inventory Occupancy Convention 

Delegates 
1990 20,954,420  73,730 89.1% 1,742,194  
1991 21,315,116  76,879 85.2% 1,794,444  
1992 21,886,865  76,523 88.8% 1,969,435  
1993 23,522,593  86,053 92.6% 2,439,734  
1994 28,214,362  88,560 92.6% 2,684,171  
1995 29,002,122  90,046 91.4% 2,924,879  
1996 29,636,361  99,072 93.4% 3,305,507  
1997 30,464,635  105,347 90.3% 3,519,424  
1998 30,605,128  109,365 90.3% 3,301,705  
1999 33,809,134  120,294 92.1% 3,772,726  

Decade % 61% 63%  117% 



© 2020 The Denstone Group 15 

Customer evolution and behavior over this 20-year period coincided with the proliferation of gaming 
across national markets and the structural repositioning of Las Vegas from a gambling market to a 
broader multi-faceted tourist destination.  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
It was the foresight and investment made by the resort owners and business leaders at the turn of the 
millennium that secured the future of Las Vegas - a success that eluded other domestic gaming markets 
-  Reno, Atlantic City and Laughlin - which did not reinvest or innovate to diversify the customer and 
offering. 
 
Between 2000-2019, tourism to Las Vegas grew 18.6%, almost on par with the 20.2% increase in 
supply of rooms. The implication to this evidence is that over time, with benign economic conditions, 
demand for visitation was strong even with an increased supply. 
 
Notable openings were The Palms (2001), Wynn and Encore (2005/2008), Palazzo (2007), City Center 
(including Aria, Vdara and Mandarin Oriental/Waldorf Astoria) in 2009 and The Cosmopolitan in 
2010, each of which were an elevated product, bringing a new level of design and sophistication to 
the range of offering. It is also worth noting that witnessing the success of the Hard Rock Hotel, many 
of these properties incorporated aspects and amenities for the younger customer groups, including 
nightclubs, beach clubs and concert venues as standard. 
 
The key observation within the dataset (Table 2.3) is the 72.6% increase in convention visitation, rising 
from 11% to 16% of overall visitation, an increase of 2.8m visitors, over the 20-year period.  
 
During this period both commercial and Tribal gaming expanded throughout the USA, offering a 
more convenient opportunity to gamble, and as a consequence Las Vegas adapted by diversifying the 
product audience, leveraging the unique infrastructure that exists, plus adding amenities to meet the 
demand, in particular live entertainment venues and retail offerings. 
 

The “Dot-Com Crash” 
 (March 2001 - November 2001) 
 
• Duration: 8 months 
• GDP Decline: 0.3% 
• Peak Unemployment Rate: 

5.5% 
 

The collapse of the dot-com market 
valuations, the 9/11 attacks and 
travel restrictions, and a series of 
corporate fraud cases contributed to 
this relatively mild contraction. 
 

“The housing sector led not only the 
financial crisis, but also the downturn in 
broader economic activity. Residential 
investment peaked in 2006, as did 
employment in residential construction. The 
overall economy peaked in December 2007, 
the month the National Bureau of 
Economic Research recognizes as the 
beginning of the recession. The decline in 
overall economic activity was modest at first, 
but it steepened sharply in the fall of 2008 
as stresses in financial markets reached 
their climax. From peak to trough, US 
gross domestic product fell by 4.3 percent, 
making this the deepest recession since 
World War II. It was also the longest, 
lasting eighteen months. The unemployment 
rate more than doubled, from less than 5 
percent to 10 percent.” 
 
- The Federal Reserve 

The Great Recession:  
(December 2007 - June 2009)  
 
• Duration: 18 months 
• GDP Decline: 4.3% 
• Peak Unemployment Rate: 

10.0% 
 

Sustained low interest rates and 
greater real estate lending led to a 
crisis to the balance sheets of 
financial institutions with the rapid 
diminution of property values 
resulting in foreclosures. In addition 
to financial market failure, volatility 
in commodities and oil prices led to 
widespread unemployment and 
business uncertainty requiring 
unprecedented intervention. 
 



© 2020 The Denstone Group 16 

 
 Visitors Convention 

Delegates Rooms Occupancy 

2000 35,849,691 3,853,363 124,270 89.10% 
2001 35,017,317 5,014,240 126,610 84.70% 
2002 35,071,504 5,105,450 126,787 84.00% 
2003 35,540,126 5,657,796 130,482 85.00% 
2004 37,388,781 5,724,864 131,503 88.60% 
2005 38,566,717 6,166,194 133,186 89.20% 
2006 38,914,889 6,307,961 132,605 89.70% 
2007 39,196,761 6,209,253 132,947 90.40% 
2008 37,481,552 5,899,725 140,529 86.00% 
2009 36,351,469 4,492,275 148,941 81.50% 
2010 37,335,436 4,473,134 148,935 80.40% 
2011 38,928,708 4,865,272 150,161 83.80% 
2012 39,727,022 4,944,014 150,481 84.40% 
2013 39,668,221 5,107,416 150,593 84.30% 
2014 41,126,512 5,169,054 150,544 86.80% 
2015 42,312,216 5,891,151 149,213 87.70% 
2016 42,936,109 6,310,616 149,339 89.10% 
2017 42,208,200 6,646,200 148,896 88.60% 
2018 42,116,800 6,501,800 147,238 88.20% 
2019 42,523,700 6,649,100 149,422 88.90% 

% Change 19% 73% 20% 
 

 
Table 2.3: Selected Las Vegas Visitation Statistics 2000-2019 (Source. LVCVA) 

 
 
We also note 2007-2010 showed a decline in general visitation, coinciding with the global financial 
crisis. Although this was a relatively short international event (albeit with particularly damaging 
consequences to the local economy) a feature is the relatively strong rebound, especially for leisure 
customers. At the lowest point, visitation remained above 36m, a significant number in global tourism 
markets at this time.  
 
The drop in overall visitation could also be directly accounted for by the larger decline in convention 
business, which it is worth noting had a longer recovery period. Overall visitation took five years to 
recover to meet 2007 levels, but convention visitation took nine years. 
 
Hotel occupancy rates had all but made a full recovery from 2007 levels by 2019, with an additional 
17,000 room inventory in the market over the period. However, during major development peaks in 
1993, 1996, and 1999, occupancy rose in each case from the year before. This pattern did not hold 
true in 2008, 2009, and 2010, when supply grew and occupancy fell. 
 
In terms of gaming revenue, Las Vegas has not recovered from the 2007 peak, but this is compensated 
by an increase in other revenues. We also note the demographic make-up of the visitor and further 
expansion of regional gaming may explain some of this. 
 
The collective behavior of visitors has remained consistent over the past 20 years, save the decline in 
ground transport and increase in air passengers since 2015. This decline in drive visitors coincides 
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with the introduction of car parking charges by some of the major Strip operators, however such an 
inference is not validated by any direct questioning of the respondents by the LVCVA. 
  

Travelled 
by ground 

(%) 

Travelled 
by air (%) 

Visited 
downtown 

(%) 

From 
California 

(%) 

Internation
al visitation 

(%) 

Ave. 
visits in 

past year 

Days 
Stayed 

Nights 
stayed 

2000 54 46 58 30 13 2.0 4.7 3.7 
2001 52 48 52 30 12 1.9 4.6 3.6 
2002 56 44 44 34 8 1.7 4.4 3.4 
2003 55 45 51 34 12 1.7 4.6 3.6 
2004 53 47 57 31 13 1.8 4.6 3.6 
2005 53 47 48 33 12 1.7 4.5 3.5 
2006 54 46 48 32 13 1.7 4.6 3.6 
2007 54 46 40 31 12 1.8 4.5 3.6 
2008 57 43 46 28 15 1.8 4.5 3.5 
2009 58 42 38 31 14 1.7 4.6 3.6 
2010 59 41 45 31 18 1.7 4.6 3.6 
2011 56 44 34 31 16 1.7 4.7 3.7 
2012 57 43 36 33 17 1.6 4.3 3.3 
2013 58 42 30 33 20 1.7 4.3 3.3 
2014 58 42 36 33 19 1.6 4.2 3.2 
2015 57 43 32 29 16 1.8 4.4 3.4 
2016 54 46 53 31 19 1.7 4.4 3.4 
2017 54 46 57 31 16 1.6 4.5 3.5 
2018 52 48 46 23 20 1.5 4.4 3.4 
2019 51 49 42 21 14 1.7 4.4 3.4 

 
Table 2.4: Las Vegas Tourist Behavior Statistics, Transport and Lodging 2000-2019 (Source. LVCVA) 

 
 

  Household 
income over 

40K (%) 

First time 
visitors (%) Age: 40+ (%) Age: Under 

40 (%) 
Average Age 

of Visitor 

2000 65 21 74 26 50.4 
2001 59 21 67 33 48.2 
2002 54 20 67 33 47.6 
2003 66 17 75 25 50.2 
2004 70 19 72 28 49.0 
2005 79 18 68 32 47.7 
2006 78 19 69 31 48.0 
2007 79 19 71 29 49.0 
2008 83 16 76 24 50.6 
2009 83 17 72 28 50.0 
2010 81 18 71 29 49.2 
2011 87 16 70 30 49.0 
2012 84 16 58 42 44.8 
2013 88 15 58 42 45.8 
2014 85 19 57 43 45.2 
2015 85 16 65 35 47.7 
2016 75 27 56 44 44.0 
2017 83 21 56 44 44.3 
2018 81 18 57 43 45.1 
2019 68 24 62 38 46.2 

 
Table 2.5: Selected Las Vegas Visitor Demographics 2000-2019 (Source. LVCVA) 
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Increased air visitation to Las Vegas is more beneficial to non-gaming spend than auto visitation, 
because air travelers are likely to be from farther away and consequently tend to have longer stays. 
 
What we also note is that the majority of guests continued to be drive-in visitors, but this data also 
includes international visitors that arrived in Las Vegas by ground transportation that was not their 
initial destination as part of a fly-drive vacation. The proximity of the driving visitor also likely 
contributes to the high numbers of repeat visitors.  
 
It is important to note that in terms of household income, it can be seen that as the economic 
conditions across the USA are constrained, the average Las Vegas visitor was more affluent and 
retained a larger disposable income.  
 
With annual first-time visitors ranging from 16-27% of total visitors, Las Vegas continued to attract a 
new customer and remain an attractive destination. The jump in first time visitors in 2016 is somewhat 
surprising considering the lack of new property openings and is a rather high number historically. 
 
The most obvious demographic shift over the period is that of visitor age. Whereas at the start of the 
millennium over 74% of all visitors were over 40 years of age, it fell as low as 56% in 2017/2018, 
denoting relevance of the offering to a younger demographic. This correlates to the average age of 
visitor falling from 50.4 in 2000 to 46.2 in 2019. 
 
 

 
Strip Gross 

Gaming Revenue 
(000) 

Strip 
Mass Market 

(000) 

Strip 
VIP Market 

(000) 

Clark County 
Gaming Revenue 

(000) 
2000 $4,805,561 $4,134,993  $670,568  $7,671,252  
2001 $4,703,169, $4,091,593  $611,576  $7,636,547  
2002 $4,655,210, $4,094,387  $560,823  $7,630,562  
2003 $4,763,834  $4,239,998  $523,836  $7,830,856  
2004 $5,333,518  $4,670,632  $662,886  $8,711,426  
2005 $6,035,579  $5,172,329  $863,250  $9,717,322  
2006 $6,688,517  $5,640,462  $1,048,055  $10,630,387  
2007 $6,827,613  $5,792,594  $1,035,019  $10,868,464  
2008 $6,120,653  $5,256,717  $863,936  $9,796,749  
2009 $5,550,205  $4,509,734  $1,040,471  $8,838,261  
2010 $5,776,569  $4,532,180  $1,244,389  $8,908,574  
2011 $6,068,986  $4,743,927  $1,325,059  $9,222,677  
2012 $6,207,229  $4,764,262  $1,442,967  $9,399,845  
2013 $6,508,082  $4,827,476  $1,680,606  $9,674,404  
2014 $6,372,526  $4,810,965  $1,561,561  $9,554,002  
2015 $6,347,910  $4,981,907  $1,366,003  $9,616,463  
2016 $6,376,042  $5,093,964  $1,282,078  $9,712,796  
2017 $6,461,051  $5,268,758  $1,192,293  $9,979,230  
2018 $6,588,243  $5,332,409  $1,255,834  $10,250,555  
2019 $6,586,726  $5,487,533  $1,099,193  $10,354,892  

% Change 37.06% 32.71% 63.92% 34.98% 
 

Table 2.6: Las Vegas Gaming Revenues 2000-2019 (Source. CBRE) 
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Gaming revenues, although declining as percentage of overall revenues, remains the primary income 
stream Las Vegas. An often under observed number is the off-Strip gaming revenue, which has grown 
from $2.7b to $3.8b since 2000, a large proportion of this is local. 
 
VIP gaming revenue has increased by 64% over the 20-year period, reaching $1.68bn of revenue in 
2013, at a time when the mass market revenue had been in relative decline. The importance of 
international business (which contributes substantially to this total and featured 20% of Las Vegas 
visitation in 2013) was vital in maintaining profitability for the major resorts in Las Vegas.   
 
The final observation is related to the mass shootings of October 1, 2017. This was an outlier event 
in terms of Las Vegas – and considered such. As Table 2.3 indicates, there was a nominal decline in 
visitation in 2018, but this was as likely due to other factors rather than customer’s concerns over 
domestic terrorism.  
 
2.7  Conclusions 
 
Understanding the context of Las Vegas’ growth and recovery from past economic recessions is crucial 
in developing future responses. There are effectively two periods in understanding the strategic 
development of Las Vegas; pre and post Mirage. 
 
The growth of Las Vegas pre-1989 was enabled by industry regulation, ownership deregulation, and 
management and operational proficiency. General tourism was driven by gaming customers with 
headline entertainment used as a marketing differentiator, notably in Kerkorian’s The International 
and his first MGM Grand. Pressured by competition in Atlantic City, Las Vegas segmented customers, 
positioning resorts for specific VIP and mass gaming offering, created unique sporting events and live 
entertainment, and sought to capture the nascent business and convention industry. 
 
Innovation was seen in Caesars Palace (1966) representing a form of luxury escapism, distinct from 
the contemporary peer resorts. This defined Las Vegas in popular culture, initially through the 
spectacle of Evel Knievel’s failed jump over the fountains and latterly through televised main event 
boxing and Grand Prix.  
 
The Mirage sought to consolidate the disparate and successful strategies in a single resort. The success 
of the property enabled accessibility of finance for future development, leading to a development 
boom. 
 
Subsequent resorts proved that there was not just a large, untapped domestic market, but also 
international demand for Las Vegas visitation. The Mirage was amenity driven, and unlike the 
traditional model which focused on gaming revenue, The Mirage saw over 50% of total revenue in 
non-gaming business, primarily in hotel, entertainment, food and beverage and business travel. This 
was to be the template for the future of Las Vegas. 
 
With demand for aspirational and wealthy customers proven at The Mirage, Wynn’s Bellagio, 
innovated the offering further, paving the way for the luxury resorts 2000s. 
 
In 2000, 65% of the 35.8m visitors to Las Vegas had an average income of $40,000. 74% were over 
40 and 13% of the visitors were international. 3.8m were convention delegates.  
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In 2007, prior to the Great Recession in 2008, 79% earned of $40,000. This was to rise to 87% in 
2011.  
 
Also, in 2007, 71% of visitors were over 40, however by 2016 this was to be 56% as younger customers 
were attracted to the offering. In both 2013 and 2018, 20% of all visitation was international.  
 
The VIP segment in 2000 generated $600m of gaming revenue. This peaked at nearly $1.7bn in 2013. 
 
As Las Vegas has increased amenities, offering aspirational experiences, so has the city prospered. The 
focus on international tourism, younger customers and business travel, paid dividends in the 2000s.  
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3. Las Vegas and Covid-19 
 
There are few businesses and cities that have been unscathed by the spread of SARS-Cov-2, better 
known as Coronavirus Disease 2019 or COVID-19.  
 
The consensus business strategy that had emerged pre-Covid was a drive for a diversified, multi-
consumer tourist economy, with gaming, sports, food and beverage, live music, entertainment and 
business tourism all key drivers of visitation and revenues.  
 
With a focus on various concentrations of people in close proximity, Las Vegas is uniquely exposed 
to the effects of the virus. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
3.1  Reopening  
 
Prior to reopening on June 4st, Howard Stutz in the Nevada Independent interviewed industry experts 
(several involved in this research). Stutz noted the limited nature of the opening and the sharp drop 
in demand in Las Vegas:  
 
“Strip gaming revenues fell from $481.6 million to $3.39 million in April – a decline of 99.6 percent. McCarran 
International Airport saw a 96.4 percent decline in passenger volume during the month.”  
 
Robert Kuznia of CNN summarized the situation facing Las Vegas on August 13th with the city open 
but with limited activity: 

Key Dates  
 
March 5th The first cases of COVID-19 were reported in Nevada. 
March 15th Wynn and MGM Resorts announce that they will close their resorts. 
March 17th Governor announces all non-essential businesses to close for 30 days. 
April 1st  Closure extended to 30th April. 
April 29th Closure extended to 15th May. 
May 18th/20th MGM and Caesars announce an end to paid marking (reversing the 2016 measures). 
May 26th  Governor announces casino reopening on June 4th with reduced capacity and social distancing 

measures in place. 
June 4th  Selected casinos reopened after a 78-day forced closure. 
June 24th  Governor announces mandatory face covering in indoor spaces. 
July 31st  Businesses limited to 50% capacity and no gatherings of more than 50 people. 
Sept. 30th Governor announces directive adjustment permitting gatherings up to 250 people or 50 percent of 

occupancy, whichever is less. Park MGM, the final closed MGM Resorts property, reopens as a non-
smoking resort. 

October 8th Planet Hollywood becomes the final major Caesars Entertainment property to reopen on The Strip. 
October 9th.  Cosmopolitan adopts new security measures, restricting who can enter the property. 
October 12th Wynn adopts new security and screening measures. 
October 13th  Wynn Resorts announces closure of Encore resort, Monday-Thursday. 
October 14th  Caesars announces resumption of some parking fees. 
October 18th/19th  Caesars and MGM announce reopening of selected entertainment venues in November. 
October 20th  The Governor publishes the Large Gathering Venue Plan Submission Guide, setting out rules for 

large business groups to resume conventions. 
October 29th The Cromwell reopens as an over-21s resort. 
November 3rd  MGM Resorts announces Park MGM to close mid-week until the end of 2020 
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“As the US struggles to contain a virus and shore up its battered economy, few states are facing a Catch-22 as stark as 
the one in Nevada: Reopen the bars and large entertainment venues and risk an upsurge of deadly infections. Keep 
everything closed and deal with Depression-era levels of unemployment and the death of businesses….Although bars 
remain shuttered, the casinos -- which were closed for more than two months -- reopened in early June, and the city 
witnessed a brief surge of car travelers from Western states. But Covid-19 infections and deaths in Nevada rose steadily 
through July…. Crowds -- the life blood of Sin City -- have become danger zones, and Vegas like all cities has been 
forced to drain itself of them.” 

More troubling was Marshall Allan in Pro Publica on August 18th, “Cellphone Data Shows How Las 
Vegas Is Gambling with Lives” making the case that Las Vegas is a super-spreader location. In mid-
July, a study was taken to trace mobile phone signals and contact with Covid: 

“During the four-day period, about 26,000 devices were identified on the Las Vegas Strip. Some of those same 
smartphones also showed up in every state on the mainland except Maine in those same four days. About 3,700 of the 
devices were spotted in Southern California in the same four days; about 2,700 in Arizona, with 740 in Phoenix; 
around 1,000 in Texas; more than 800 in Milwaukee, Detroit, Chicago and Cleveland; and more than 100 in the 
New York area. The cellphone analysis highlights a reason the virus keeps spreading.” 

 

Table 3.1: 2020 Las Vegas Visitor Data, LVCVA  
 

Jeff Hwang of Motley Fool opined on Las Vegas’ reopening on October 6th, 

“And so – in terms of the Western world – if New Zealand and Australia are on the far left of the spectrum in having 
the strictest lockdown measures and visitor/movement restrictions, and Sweden is on the extreme far right as the champion 
of being open, then Las Vegas (and the rest of Nevada) has been to the right of Sweden since June, when Nevada 
reopened casinos despite having the exact same 50-person limit on gatherings. And as we have seen, by opening without 
mandated face masks initially and without visitor restrictions whatsoever – thus leaving Las Vegas vulnerable by being 
wide open to visitors from COVID hotspots, including its primary California and Arizona drive-in markets – that 
reopening came with disastrous results from the outset. 

And now, Nevada has moved even further to the right of Sweden by raising the limit on gatherings to 250 in order to 
allow casino operators to hold events. 

Tourism Indicators Jan 2020 Feb 2020 Mar 2020 Apr 2020 May 2020 Jun 2020 Jul 2020 Aug 2020 Sep 2020 2020 YTD

Visitor Volume 3,545,100 3,333,200 1,531,100 106,900 151,300 1,065,100 1,438,000 1,537,400 1,704,300 14,412,500
Convention Attendance 717,100 760,300 249,800 0 0 0 0 0 0 1,727,200
Available Room Inventory 149,900 148,376 148,202 148,755 148,755 95,396 123,684 127,657 133,079 133,079
Total Occupancy 85.9% 86.8% 39.8% 1.7% 2.8% 40.9% 42.5% 42.7% 46.8% 43.2%
    Weekend Occupancy 90.1% 94.8% 41.3% 1.6% 2.8% 51.8% 54.4% 63.1% 66.1% 52.0%
    Midweek Occupancy 83.8% 82.6% 39.3% 1.7% 2.8% 36.5% 36.9% 34.4% 38.5% 39.4%
    Strip Occupancy 88.5% 88.0% 39.4% 1.0% 1.6% 40.4% 41.9% 42.1% 46.4% 43.2%
    Downtown Occupancy 81.2% 85.9% 43.5% 1.9% 2.3% 36.5% 41.8% 40.2% 44.3% 41.9%
Average Daily Room Rate (ADR) $153.40 $132.20 $143.31 $60.50 $60.70 $104.07 $104.39 $99.24 $108.13 $126.75
    Strip ADR $166.35 $141.62 $158.05 $57.30 $55.18 $117.62 $115.68 $108.81 $117.38 $138.85
    Downtown ADR $79.77 $71.78 $83.76 $41.09 $50.79 $58.71 $59.74 $58.91 $64.80 $70.18
Revenue Per Available Room (RevPAR) $131.77 $114.75 $57.04 $1.03 $1.70 $42.56 $44.37 $42.38 $50.60 $54.76
    Strip RevPAR $147.22 $124.63 $62.27 $0.57 $0.88 $47.52 $48.47 $45.81 $54.46 $59.98
    Downtown RevPAR $64.77 $61.66 $36.44 $0.78 $1.17 $21.43 $24.97 $23.68 $28.71 $29.41
Total Room Nights Occupied 3,990,000 3,735,600 1,828,400 75,300 127,500 1,171,200 1,633,400 1,690,000 1,867,600 16,119,200
Total En/Deplaned Passengers 4,154,785 3,864,192 2,064,516 152,453 395,732 1,041,823 1,623,425 1,738,064 1,705,813 16,740,803
Avg. Daily Auto Traffic: All Major Highways* 107,045 106,675 85,194 56,699 84,775 111,805 122,299 119,950 126,888 102,604
    Avg. Daily Auto Traffic: I-15 at NV/CA Border 39,223 38,291 27,528 17,083 27,426 41,111 44,332 43,863 47,584 36,271
Gaming Revenue : Clark County $904,554,000 $897,532,000 $546,491,000 $3,719,000 $5,872,000 $441,042,000 $612,855,000 $593,948,000 $666,707,000 $4,672,720,000
    Gaming Revenue: Las Vegas Strip $572,125,000 $596,198,000 $299,897,000 $3,397,000 $3,770,000 $238,252,000 $330,085,000 $317,301,000 $354,696,000 $2,715,721,000
    Gaming Revenue: Downtown $59,117,000 $55,626,000 $43,457,000 $436,000 $1,983,000 $23,186,000 $41,685,000 $35,557,000 $51,775,000 $312,822,000
    Gaming Revenue: Boulder Strip $71,854,000 $65,011,000 $71,629,000 -$51,000 $11,000 $45,016,000 $65,477,000 $70,915,000 $75,924,000 $465,786,000
Room Tax / LVCVA's Portion1 $28,896,302 $22,571,334 $11,809,910 $930,620 $1,012,587 $4,715,239 $7,747,280 N/A N/A N/A
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That out of the way, to properly understand what this all means; why Las Vegas keeps screwing up its pandemic 
response; and how we can move forward to get to the place we all want to be – a happy and healthy Las Vegas with an 
abundance of happy and healthy visitors – the first thing we need to talk about is the Las Vegas visitor and the target 
market.” 

What Hwang, Allan and Kuznia note is the change in customer mix. With no conventions, little 
entertainment and a reduction in amenities, Las Vegas could not fulfill the offer of a wide range of 
accessible experiences and the promise of escapism from one’s normal routine.  

The immediate tactical reaction in opening the city to customers in the face of an unresolved health 
crisis may prove a strategic blunder developing in a post-Covid recovery for a sustainable future. 

3.2 Operator Response 

With visitation down and conventions cancelled, resort operators undertook a series of immediate 
actions. In addition to redundancies, furloughs and cost cutting measures, which continued after the 
resorts reopened, with months of cancelled reservations, shows and events, the resorts sought to gain 
revenue. This was seen in an aggressive yield management program, with highly discounted rooms 
and measures to minimize Covid spread and provide guest confidence. 

MGM Resorts, under new CEO Bill Hornbuckle (the previous CEO Jim Murren left early to lead the 
Nevada taskforce in response to the virus) launched the “Convene with confidence program on 
September 29th, 

“MGM Resorts' "Convene with Confidence" plan is the result of months of work with experts and builds on the 
company's Seven-Point Safety Plan to provide a comprehensive approach to health and safety. This includes the option 
for a multi-layered health screening process using CLEAR's Health Pass and utilizing on-site rapid, molecular 
COVID-19 testing that can deliver results within approximately 20 minutes.”  
 
This was an attempt to stimulate the meetings business, decimated well into 2021 due to cancellations. 
It followed the work from a hotel room, “Viva Las Office” project which launched in August, aimed 
to offer a change of scenery to those working from home.  
 
Matt Maddox, CEO of Wynn resorts wrote in the Nevada Independent on October 1st, 

“For months, we have been working with University Medical Center (UMC), Georgetown University and leading labs 
in California and New York to study technology that can rapidly and rigorously test thousands of people in a matter of 
hours. The progress in rapid testing has been incredible to witness and we are now in the process of building an on-site 
lab with UMC at Wynn Las Vegas to deploy thousands of accurate rapid tests daily at a fraction of the current cost. It’s 
important to note that our UMC/Wynn lab will offer the most sensitive and accurate test available in the United States 
utilizing FDA approved “gold standard” PCR technology, and we are talking to UNLV to track and analyze the 
results. Our lab should be finished before Thanksgiving. Extensive research clearly indicates that what is keeping people 
away from Las Vegas is not so much the physical environment, which we work diligently to keep sterilized, but rather 
a fear of other people. We must alleviate that fear.” 
 
Eldorado completed a long-term acquisition/merger of Caesars Entertainment on June 26th. The new 
company developed a series of responses to manage guest safety, but the biggest news was the 
acquisition of UK bookmaker William Hill, for a reported $3.7bn, marking a strategic move into sports 
betting. Planet Hollywood reopened on October 8th and The Cromwell as an over 21s only property 
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on October 29th. The company’s entertainment options are also planning for reopening, albeit with 
limited capacity and safety measures in place. 

Bryan Horwath of The Las Vegas Sun, reported the Las Vegas Sands Investor call with Rob Goldstein 
on July 23rd, 

“Without the hotel being full, without the convention driving the rates midweek, without the banquet fees, it’s very hard 
for our model to work (in Las Vegas). I assume that’s true in the entire marketplace. If you’re running a large-scale 
building, like most of these buildings are, you’re not getting by on gaming win, no matter how good it is. You’re not 
getting by on 30-40% occupancy. If you’re making money on the weekend, which we can, you’re losing it back midweek, 
which we all do.” 

The Venetian has also made leading efforts to ensure guest safety, partnering with Bureau Veritas and 
producing new meeting space protocols, preparing for business when regulations allow. 
 
While not a concern at the commencement of this research, there is an increase in violent crime in the 
tourist corridor with aggravated assault up 35% year on year (as reported by the LVMPD).  

Actions have been taken by resorts to offer enhanced guest safety, including enhanced screening 
measures and limiting non-guest access at busy periods. 
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4. Industry Observations 
 
Qualitive survey questions were sent to 40 identified executives, officials and commentators working 
within the casino industry. Respondents were offered the opportunity to dial in responses or complete 
directly into the survey via an anonymous form. The letters as allocated to the responses within this 
research do not correspond to the same respondent repeatedly. 
 
The selected responses printed are indicative of the sample, covering the major points made, 
sometimes by multiple respondents. 
 
 
4.1  From your experience, how is the current Covid situation different to past crises in Las 

Vegas? 
 

a) “(This is) more of a health crisis than economic crisis- previous crises resolved as the economy improved - this 
one needs a health response. Customers not concerned with their personal economic situation but instead their 
health.” 

 
b) “The effect on group and city wide is also further reaching and more impactful than the Great Recession. Instead 

of being a destination to escape to and release the pressure of an economic turndown, our industry and destination 
has become the poster child for the population to be at greatest risk” 

 
c) “The primary difference between Covid-19 and past crises is the length (actualized and expected). 9/11 and 

10/1 both had a demand impact, however - the rebound was inside of 30 days. The 2008 recession didn't 
significantly impact demand, hotels responded with lower rates to keep occupancy levels near flat.” 

 
d) “Covid has no boundaries for understanding the length of the crisis. It's unprecedented and we have no history 

of how to deal with it, particularly here in the US. Past crisis may have impacted a segment or two of the 
business in LV, but this crisis has affected all segments.” 

 
e) “The city has become less unique since the last crisis, and that will make our recovery more difficult.” 
 
f) “This situation is unlike any other. It is not simply manifesting in diminished visitation. Even where demand 

still exists, we are much more limited in how we can address that demand as a result of health restrictions (i.e. 
- capacity limitations on gatherings, etc.). At the same time, we are unable to plan effectively because the crisis 
is ongoing, with many moving targets.” 

 
 
4.2  What steps have you seen in business planning to account for pre-vaccine and post vaccine 

scenarios? 
 

a) “Employee and guest safety is our first priority. Until a vaccine is released and results are known, I suspect we 
will continue to take the safety precautions in place today.” 
 

b) “Hospitality operators are considering and mapping out every consideration including health protocols and an 
entire new approach to risk mitigation and management, managing events, staffing, budgeting, reevaluating key 
KPIs.”  
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c) “The operators who are going to reemerge and sustain are leaning into technology to help bridge a gap in service 

or to solve more automated ways of servicing guests for the benefit of the industry. Those who are simply holding 
onto the past as an operational method will most likely not grow.”  
 

d) “Pre-vaccine will be focused on staying top of mind, so marketing and social efforts. Post-vaccine will allow us 
to bring back employees and salespeople so we can really effectively develop markets. We need liability protection 
statewide, so corporations feel comfortable requiring business travel.” 
 

e) “Some companies tried to be generous - but that was shortsighted as its wasn't long term thinking and just 
halted the inevitable as they had no runway. It is just watching the bottom line, so making sure we are afloat, 
in a Covid compliant way. It is just planning like this is the new reality... until it is not.” 
 

f) “We are just trying to stay afloat pre-vaccine. Ownership has written off 2020 as a bad year, and we're just 
trying to keep everything ticking until a vaccine allows visitors to travel more freely and our bars and nightclubs 
to open again.” 
 

g) “Capital expenditure has almost completely ceased as casinos focus on cash burn and getting to break even. 
Furloughs and permanent layoffs have negatively impacted the valley economy. Post vaccine, there is an 
expectation. That pent up demand will give a speedy recovery for transient although group and city wide is not 
expected to recover in the near term even post vaccine.” 
 

h) “We have had to focus on gaming and not non-gaming, and have been relatively successful. Volumes are down, 
but profitable customer focused. Post-Vaccine will allow us to reinvest in amenities - but in a focused way. Have 
we proven that we don't need some amenities - such as buffets. We will need to see what makes sense. But we 
just don't know how people feel comfortable, yet.” 

 
 
4.3 Where do you perceive that the largest changes will be in post-Covid Las Vegas? 
 

a) “Which amenities will be required to run effectively? The rule book on what is necessary will change... reducing 
restaurant numbers, perhaps fewer shows and a reduction of showrooms. Buffets will go and break-
even/marginally profitable restaurants will go.” 
 

b) “I think that the initial instinct is going to be to scramble back towards pre-Covid operations -- packing people 
into pools and nightclubs, etc. I think that certain demographics will tolerate that better than others.” 
 

c) “I doubt we'll see buffets in the way we knew them. I believe we will continue to have occupancy restrictions in 
restaurants. Touchless exchange in as many areas as possible will be expanded even more. Occupancy restrictions 
for entertainment venues will remain in effect for some time and will change as the pandemic changes.” 
 

d) “Vegas will struggle due to a lack of entertainment options. Even when/if there is a vaccine, the entertainment 
business will have a hard time recovering from the economic disaster. Vegas casinos no longer invest in 
entertainment, but they may need to again, if they want to attract reluctant travelers.” 
 

e) “The destination is based on the big idea that large numbers of people getting together in restaurants, clubs, 
concerts etc. creates the Vegas atmosphere. People’s willingness to gather in groups will slowly return but it may 
take years.” 
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f) “Business models for non-gaming entities: fixed costs (entertainment, partnerships, etc.) and how you pay for 

them and how you value them. A re-examination of nightlife, an already dying entity for some operators.” 
 

g) “With the convention segment driving nearly 30% of annual room nights, the rebound of this segment will be 
a lead indicator of overall property performance. Pricing power midweek is non-existent in a market with no 
group business.” 
 

h) “Much of our pre-Covid differentiators will return in full strength. Leisure travelers and social event groups will 
want to come back and have the in-person experiences that they have enjoyed in the past. It is unclear to what 
degree corporate and association groups will want to spend the money to do things that they have learned to do 
without, much more cheaply.” 

 
 
4.4  Have you seen a change in the customer profile since the reopening of resorts and what 

do you believe the customer profile will be in 2021? 
 

a) “Customers have shifted younger. Notably. Retirees have declined but offset by younger groups. Basically, 
because there is nothing else for them to do. Hopefully older customers will return, as that group feels safe. If 
the younger customers come back after, is anyone's guess, but we hope they like the product.” 

 
b) “Total demographic change. and most of that was under the age of 40... or budget travelers. a less than desirable 

demographic than the past. In the short or mid-term will be up to the operators and regulators to act in a 
coordinated way.” 

 
c) “Between the lower rates on the strip, stimulus money and low airfare into the city, the result is an increase in 

customers who would not normally be able to afford Las Vegas. This impact is exaggerated with lower level in 
occupancy across the strip. Spending across the resort is down significantly with quick/casual service up while 
fine dining is down.” 

 
d) “One need only look at the news to realize that the quality of customer around town has taken a major 

downturn. The customer profile will depend on the availability and efficacy of widespread vaccination.” 
 

e) “There has been a much lower spend per guest. I think that higher spending guests will either come to trust and 
desire a return to Vegas OR the great ""watershed"" moment of a vaccine will occur.” 

 
f) “Low rates have resulted in a different profile of guest, especially at weekends. Violence and crime rates are up 

which will affect the long-term perception of Vegas as a destination. If we are not seen as a safe place to visit, 
we are in big trouble.” 

 
g) “Our consumer is much more drive-in market than it was prior. While we have far, far fewer international 

travelers, our domestic visitors are more ethnically diverse than usual. For at least the first quarter of next year, 
and likely the second, we will continue to be more reliant than usual on leisure travelers who either enjoy Las 
Vegas for gaming and/or are enjoying the ability to visit Las Vegas with lower financial obstacles. Group 
business is probably not coming back until Q3 or Q4.” 
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h) “Without meetings and conventions, Las Vegas is relying heavily on the leisure/transient market. Likewise, 
there is no compression in the market for room rates. Rates are very low to attract those that are willing to 
travel. Unfortunately, our experience is that the socio-economic profile has declined. Average order values are 
down significantly. Gaming, as a form of entertainment; however, has increased, particularly in non-strip 
properties. People have limited ways to spend their money without live entertainment, sporting events, festivals, 
etc., so they are spending more on the casino floor.” 

 
i) “Regional/Hyperlocal: The local and regional based (drive market) casinos that may have lower inventory, are 

able to maintain a certain rate and fill the 50% capacity with a more desirable consumer. On the gaming side, 
the “die hard” gamers are still visiting, and the higher end hyper frequent, higher spend guests are still 
contributing to gaming. Because of limited availability, reinvestment in players for this group is not as crucial, 
often making this business more profitable overall. We are also seeing a younger subset of customers particularly 
on table games in regional markets.”  
 
 

4.5  From a leadership perspective, what steps would you personally take to ensure the future 
success and prosperity of both resorts individually and Las Vegas in general? 

 
a) “The protocols in place now (thermal temp screening, vigorous and constant sanitization as well a slant towards 

social distancing) will become more the norm for us as a society, the industry will have led by example (as it 
always has) in the hospitality industry. We can't assume that its ok to neglect cleaning protocols after this ends.” 

 
b) “We need to continue to take health precautions seriously, for as long as it takes to get through this situation. 

More generally and forward looking, we need to address the lack of economic diversity. Even if we are the best, 
we cannot continue to be a one-trick pony with respect to tourism and hospitality. We need to invest more in 
education and health care, and attract a broader portfolio of businesses, such that we will be better able to 
withstand future shocks to our environment.” 

 
c) “Safety is a big issue right now, not only keeping safe from Covid, but just the broader social issues and unrest 

that is stemming from peaceful turned violent protests. LV has made headlines recently in regard to incidents 
in a few Casinos and on the STRIP and that will be devastating for the destination. I would personally make 
sure the experience is as safe as possible. I believe it's the duty of the destination marketers to ensure that a 
message that Vegas continues to be a great, fun escape even with additional safety measure. Manage 
expectations...it won't be exactly the Vegas you remember; it will be a better and safer Las Vegas.” 

 
d) “I believe that a concerted effort needs to be organized to make Las Vegas important again. It may need to be 

a value destination again, but it definitely needs to be a destination that has more unique offerings than gaming, 
which is virtually ubiquitous at this point. From the city’s perspective, this can partially be accomplished by 
creating zoning laws that prevent chain restaurants and stores from homogenizing the Strip. From a resort 
perspective, some direct reinvestment in retail, F&B, and entertainment would create a more focused and more 
affordable set of offerings.” 

 
e) “Las Vegas's prosperity is tied to conventions. As an industry (and a city) we need to ensure that conventions 

have whatever they need to feel secure while visiting.” 
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f) “We need a greater preparedness and reviews of business model. We were growing so well before, so need to 
always be prepared, be more efficient - especially on the balance sheet. Also rationalize - what we think we 
need to be successful, we don't.” 

 
g) “I believe it's in our best interest to maintain strong pricing and strict property policies to ensure our guests feel 

safe and good about spending on their experience with us. Managing the expense side of our business is key to 
driving bottom line profit.” 

 
h) “Fearful that the outcome is a reduction in expenses and a diminution of the experience. Treat our people well 

- the front line is not a nice place. Treat our customers so well, better than before. Focus on the people.” 
 
 
4.6 Conclusions  
 
The responses provided by the offer insight to current thinking and are summarized below: 
 
 The Current Crisis in a Historical Context. 
 
Firstly, this is a crisis like no other. Rather than a “traditional” economic recession. this is a health 
crisis. It may indeed be a precursor to a wider economic crisis where traditional responses may be 
applicable, but currently the focus is on managing the immediate effects of the virus and regulatory 
instructions, such as restrictions on meetings, bars and dining. Compounding the problem is that there 
is no horizon to recovery, which limits planning.  
 
Unlike other recessions, (but not unlike the MGM fire of 1980) there has been a collapse in customer 
demand, due to the inability to access the market for many visitors, and no way of stimulating that 
demand, save the reduction of room rates, which has had consequences with respect to customer 
profile. 
 
On recovery, respondents identify that Las Vegas faces greater competitive pressures for customers, 
both with the advent of regional casinos for the gaming customers and more destinations for 
conventions and business travelers. There is also concern on the homogeneity of the offering. 
 
Changes in Business Planning 
 
Like all past economic crises, the downturn has led to a revision of the operating and business models.  
 
Operators are still prioritizing managing the health and safety response to the virus, there are indicators 
to what lies ahead.  
 
The second action, after prioritizing health and safety, is addressing the decline in revenues as 
operators make efficiencies where possible, both in terms of staff reduction, but also in operating 
expense, using technology where appropriate. There is an emphasis on re-engineering and lean 
financial planning, with forecasts for a short financial shock proving optimistic. There is concern for 
viability of certain business areas. 
 
However, there is a hope of pent-up demand once the crisis eases, and a wish that there will be 
renewed focused investment in areas that drive profitable business and customers. 
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Post-Covid Changes 
 
Loss making amenities (such as buffets) will not return. Occupancy levels will have a long recovery 
period, however there is a belief that within certain demographics, there will be high demand for social 
experiences. 
 
The entertainment sector will have a long recovery. The business model adopted by many operators 
saw entertainment outsourced. Unless the operators reinvest in this area it may not recover as it was 
previously seen, particularly in concerts and nightclubs. 
 
Business travel will not recover in the short term, thus proving a challenge for mid-week rates and 
revenues.  However, there is general optimism that there will be a long-term recovery across all sectors 
as there is an innate desire for the product and experiences that are only available in Las Vegas. 
 
Changing Customers 
 
Since Covid, there has been a shift in customer demographics visiting Las Vegas. Older customers 
have declining visitation rates, but these are offset by an increase in younger visitors. The challenge 
expressed is if this group continue to visit when there are more leisure and vacation options available. 
 
Respondents also noted an increase of low-value customers, taking advantage of distressed inventory 
and reduced rates. There is a notable decline in REVPAR within this customer. With travel restrictions 
(and reduction of air routes) much of the visitation is drive-in and almost exclusively leisure customers.  
 
There is concern expressed about the desirability of these customers, with cases of anti-social behavior 
proliferating. The return of high-value customers will only be seen when they trust the safety of the 
experience and when there is adoption of a vaccine to Covid-19.  
 
However, the locals’ market in Las Vegas has proved robust. Within off-Strip properties gaming 
revenue has increased as a proportion within the revenue mix, in particular with younger customers. 

 
Personal Insights for Future Success 
 
Resorts need to keep health and safety at the forefront of business activity. This must continue after 
the crisis is over. Negative stories, in particular related to anti-social behavior will cause lasting damage 
to the perception of the city. If we are required to be value focused, this must be paired with safety. 
 
Las Vegas must maintain a strong marketing profile, developing and innovating the range of 
experiences that are offered. This is vital, if business and conventions are to return, which are necessary 
for prosperity. 
 
There must be ongoing revision of the business model with flexibility in strategy and customer needs, 
continuing to focus on customer experience.  
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5. Customer Behavior and Attitudes in a Post-Covid 
Landscape 

 
 
The quantitative aspect is comprised of 1,083 responses. The survey was open September 10th to 
September 25th, 2020. 
 
The volume of respondents gives this research a Confidence Level of 95% with a margin of error 
of 2.8%.  
 
5.1 Sample Characteristics 
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The sample profile shows a slight underrepresentation from international visitors and California, (11% and 
13% when discounting local participation) compared to 14 and 21% in the LVCVA Visitor Profile 2019.  
 
This sample is a broad representation of Las Vegas visitors and is statistically accurate. 
 
The majority of customers are aged between 31-60. 60% of customers spend $1,000-$5,000 and 14% spend 
over $5,000 per visit. 41% of visitors have been to Las Vegas over 20 times. When coming to Las Vegas, 
45% come with their partner and 28% come with a group. 
 

Chart 5.3: When I come to Las Vegas, excluding travel, I 
typically spend: (Non-Las Vegas residents only) 

 

Chart 5.4: How many times have you visited Las Vegas? 
 
 

5.2: Respondent Location 
 

Chart 5.1: Respondent Age  
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Entertainment plays a major part of resort promotion and visitor activity. 50% of visitors go to see a 
live music show or entertainer with over 1,000 attendees and 43% with under 1,000 attendees. 
 
52% go shopping and 46% visit a paid attraction. 
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Chart 5.6:  Which of these did you usually do in a pre-Covid Las Vegas? 
 

Chart 5.5: When I visit Las Vegas' casino resorts, I mainly 
come: 

 
 

In Chart 5.6 (below) we note that excluding 
staying in a hotel, the five most popular 
activities by visitors pre-Covid were: 
 
1. Visiting multiple casinos (83%) 
2. Playing slot machines (74%) 
3. Going to a high-end restaurant (71%) 
4. Sitting in a bar (68%) 
5. Seeing a production show (63%) 
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Night and day clubs play a prominent part of promotion, especially within the younger demographics. 
However, only 12% of visitors visit day clubs and 18% nightclubs. 
 
58% of visitors visit Downtown Las Vegas for the Fremont Street Experience. 
 
Within the full sample of customers surveyed, a total of 15% stayed Downtown or off-Strip and 85% 
at Strip resorts. The analysis of which resorts is below. Respondents were permitted to select multiple 
resorts.  
 
50% of visitors stayed in luxury properties (defined as Caesars Palace, Bellagio, Wynn/Encore, 
Venetian/Palazzo, Aria/Vdara and The Cosmopolitan). 
 
41% of the sample stayed in Caesars Entertainment owned properties and 78% at MGM Resorts 
owned properties. 
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Chart 5.7: Which of these properties do you usually stay at?  
(including Las Vegas residents, when staying at a property) 
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5.2  Behavioral Responses 
 
We asked visitors under what scenarios or conditions would they return to their past behaviors: 
 

1. Without a working vaccine  
2. With compulsory mask wearing (at time of developing research there was no compulsory 

mask mandate) 
3. With a proven treatment to Covid-19 
4. Once I have received a vaccine 
5. 6 months after a proven vaccine 
6. 12 months after a proven a vaccine 
7. Not for the foreseeable future 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

The first subset of data is on the basis of headline revenue drivers - gaming activities and routine 
tourist behaviors. We note that over 50% of customers will continue their past activities with moderate 
variation of behavior, such as wearing a mask. 
 
A secondary group (approximately 25%) will resume past behaviors once they have been inoculated 
or a treatment is proven. A smaller amount (11%-13%) will return to normal gaming activities 12 
months after delivery of an effective vaccine.  
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Not for the foreseeable future 7% 13% 9% 11% 8%
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Once I have received a vaccine 13% 13% 13% 13% 12%
With a proven treatment to Covid

symptoms 13% 11% 11% 11% 11%

With compulsory mask wearing 27% 24% 29% 24% 30%
Without a working vaccine 28% 27% 28% 29% 30%
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Chart 5.8: Post-Covid Tourism and Gaming Scenarios 
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The second subset of data is focused on key activities in Las Vegas, not related to gaming and 
hospitality. We note similar patterns as in the previous observations, with several notable exceptions. 
 
The first point is the readiness to visit multiple casinos, subject to conditions in treatment and vaccine. 
 
Secondly, there is an overwhelming readiness to visit areas of natural beauty, which under current 
health situation is unrestricted. 16% of respondents declared that they would not return to The 
Fremont Street Experience any time soon.  
 
With masks and without a working vaccine, 58% of respondents would visit a shopping mall, thus 
proving retail a relatively robust activity. 
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Chart 5.9: Post-Covid Activity Scenarios 
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Chart 5.10: Post-Covid Entertainment Scenarios 
 

The final dataset in this series focuses on post-
Covid scenarios in relation to entertainment, 
activities that require a large concentration of 
people in close proximity. 
 
Within this group we see similar characteristics 
in production shows, sporting events and live 
music; there are 40% of customers that will 
participate in these activities with masks or no 
vaccine, 40% with a treatment or within 6 
months of a vaccine and 20-25% that do not 
plan to undertake these activities for 12 
months. 
 
Nightclubs and day-clubs are more complex as 
both of these actions are more niche activities 
undertaken by fewer people. 
 
Asking only those that participated in these 
activities, (Chart 5.11) shows that over 20% of 
will not return to pre-Covid practices. 
 

Chart 5.11: Post-Covid Nightclub/Day-club Scenarios 
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5.3  Attitudinal Responses 
 
 
The final part of the primary research into customer’s behaviors were a series of attitudinal statements, 
with respondents being offered the options of either agreeing, disagreeing or neither. 
 
This series of statements also offers broader insights into proposals being considered by operators, 
and as we will not in the next section into deeper segmental analysis, allow us to build deeper attitudinal 
information into particular customer segments.  
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Chart 5.12 shows that 29% of respondents 
are more likely to stay in a property if it 
were closed to the public for walk in; a 
significant minority of customers. 40% 
disagreed with this. 
 
Chart 5.13 notes that 31% would pay a 
premium if all guests were given a Covid 
test before they were able to stay in resorts, 
however 48% disagreed with this measure. 
 
Finally, in this sector we asked if guests 
would prefer to stay in a resort that was 
invitation only. 
 
 

Chart 5.14 shows that 23% of customers would be more likely to stay in a resort if this measure 
was taken, but 48% disagree. 
 
 
 

Chart 5.13: I would pay a premium if every guest 
was given a Covid test before they were allowed to 

stay at a property 
 
 
 
 

 
 

Chart 5.14: I would be more likely to stay in a 
resort if it were invitation only 
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This data series indicates that there is a large minority of customers that are resistant to stringent 
changes to previous conventions, but also a substantial minority that would welcome additional safety 
measures. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Chart 5.15 shows 50% of customers are more likely to visit a property if temperature checks are 
offered (which has been a widely adopted practice since reopening of Las Vegas properties and 
restaurants), but 23% are not influenced by this.  
 
At time of writing, social distancing measures are in place. 36% expect that social distancing will 
continue after a vaccine is available, however 45% believe that such restrictions will be lifted.  (Chart 
5.16) 
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27%

Agree Neither Disagree

52%

17%

31%

Agree Neither Disagree

50%

28%

23%

Agree Neither Disagree

Chart 5.15: I would be more likely to visit a casino 
resort if all visitors to that property had a 
temperature check on entering a property 
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19%
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Chart 5.16: I expect people to be wearing masks 
and social distancing even when there is a vaccine 

 
 
 
 
 
 
 

 
 

Chart 5.17:  Smoking should be totally banned in 
casinos 

 
 
 
 
 
 

 
 

Chart 5.18: I would avoid a bar or restaurant if it 
were busy 
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A majority (59%) of visitors that want to see the end of smoking in casinos with only 27% seeing the 
practice continued.  (Chart 5.17) There is no evidence to suggest that this is Covid-19 related. 
 
We show (Chart 5.18) that 52% of customers would avoid crowded F&B areas, with only 31% 
unconcerned to frequent busy areas. This will have an impact on F&B design, margin and operations, 
in addition to overall viability in some cases. 
 
 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
Chart 5.19 illustrates the dominant characteristic of the entire sample; 29% of visitors believe that 
Las Vegas resorts are not safe to visit until there is a vaccine. On the positive side for the industry, 
52% believe that Las Vegas resorts are.  
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Chart 5.19:  Las Vegas resorts are not safe until 
there is a vaccine 

 
 
 
 
 
 
 

 
 

Chart 5.20:  I would prefer to eat meals outdoors 
  
 
 
 
 
 
 
 

 
 

Chart 5.21:  I am comfortable flying by airplane to 
Las Vegas in the next 12 months 

 
 
 
 
 
 
 
 

 
 

Chart 5.22:   I plan to visit Las Vegas within the 
next 12 months 
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We concluded the research by asking two questions relating to the respondents’ future plans in the 
next 12 months.  Firstly (Chart 6.21) shows that 54% of customers are comfortable flying to Las Vegas 
in the next 12 months, whereas 26% are not.  
 
We also note that 64% expressed agreement with the statement that they planned to visit Las Vegas 
in the next 12 months. This is the largest proportion of the sample that agree with any of the 
statements posed. 
 
 
5.4 Conclusions  
 
Within the full dataset sample, there is much that could cause concern to Las Vegas operators and 
investors; approximately one third of customers have deep apprehension about visiting Las Vegas.  
 
For many, perceptions related to undertaking many of the staple activities in Las Vegas will remain 
challenged for the foreseeable future. 
 
While not addressed directly in the research, there were multiple comments related to security and 
perceived undesirable aspects of the visitors coming to Las Vegas: 
 

a) “Whether or not there’s a vaccine for Covid has absolutely no impact on my desire or ability to travel to Las 
Vegas. What does have an impact is the caliber of tourist that it is currently attracting.” 

 
b) “The crowd we’re getting is out of control and rude as hell. They are not wearing masks. They are not social 

distancing” 
 

c) “I will not come to Vegas until the crime is addressed. Fights in casinos or on the strip are unsafe. Vegas is a 
very unsafe place due to crime not Covid.” 

 
d) “Don't care about virus but won't travel till crime/fighting/looting/protesting dies down” 

 
e) “Not concerned about covid. My concerns are safety from the fighting in casinos that is happening as of late. 

Over 25 trips there and I have never seen the violence that has occurred in the past couple of weeks. I will not 
be returning until that is taken care of.” 

 
f) “The reason I am truly staying away from Vegas is due to the shift in clientele due to cheap room rates. Once 

the higher end properties can figure out how to keep me safe from fighting on the casino floor, I will consider 
going back” 

 
g) “The violence on the strip needs to be curtailed. No matter what it takes. As a female that sometimes walks 

the strip alone, my next trip will be different. I will stay closer to my hotel. More security, more police.” 
 
Since this research commenced, we have seen operators taking radical steps (some of which were 
envisioned as potential proposals in this research), such as non-smoking properties, enhanced on-site 
health testing and security measures; even limiting access to non-guests. The evidence presented here 
shows that within various segments that the operators wish to attract, these actions may be warranted 
from a business perspective and welcomed by customers. 
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Despite the concerns presented, there are clear positives. If operators address the offering to meet 
customer needs, such as addressing smoking in resorts, managing the occupancy levels of food and 
beverage and allaying security fears, there is a path to recovery. 64% of respondents plan to return to 
Las Vegas in the next 12 months, which was the highest agree score attributed to a statement 
proposed, with only 12% not planning a trip within 12 months.  
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6. Segmentation Analysis 
 
The primary data obtained indicates that there are a range of profiles – from those that have concerns 
about visiting Las Vegas, those that have no such concerns and those that do not believe Las Vegas 
is a safe place to visit until there is a vaccine. 
 
We also note particular characteristics within various demographic and psychographic groups which 
warrant further analysis. 
 
We have segmented the sample in terms of customer psychographics in relation to Covid-19, 
demographics and visitation, and based on key behaviors. 
 
Covid Psychographics: Covid Cautious, No Fear Visitors, Not Coming Soon  
 
Demographic and Visitation: Las Vegas Locals, Come in Groups, Under 40s, Over 60s, Royal 
Loyals (Over 20 visits) 
 
Behavior Based: Music Lovers, Party People, Heavy Spenders 
 
Selected segment breakdowns with highlighted data are found in Appendix I. 
 
The segments identified overlap in members but based on our experience illustrate an accurate 
breakdown of the range of customer groups that visit Las Vegas that are appropriate for this research.  
 
Although the range in segment characteristics are broad, one question asked provides useful proxy to 
customer behavior; whether visitors “Stayed in a hotel on The Strip or Downtown” as seen in Table 
6.1. 
 
6.1 Covid Psychographics Analysis  
 
As we note above, considering responses to the virus, these break into three groups. The “No Fear” 
visitors are presently coming, or planning to come, to Las Vegas.  
 
As seen in detail in Appendix I, the attitudinal characteristics of these three segments are distinct, with 
the “No Fear” customers comprising of 53% of the sample and currently dominating visitation. The 
“Covid Cautious” (30%) are waiting for treatment and widespread vaccination, while “Not Coming 
Soon” customers (12%) have a longer return period. However, it is worth noting that within this 
group there as a proportion of international visitors that cannot access the market. 
 
The challenge for the resorts, (in particular the premium resorts), is that they need to ascertain the 
lifetime value of the latter customer segments and determine whether the business models can sustain 
the delay in visitation. Moreover, there needs to be detailed provision to meet the needs of these 
customers to accelerate return visitation and communicate this effectively to them. 
 
The alternative is to pivot and reposition their offerings to meet the needs of more immediate 
customers and cater for the customers that are coming. 
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6.2 Demographic and Visitation Analysis 
 
Analyzing the “Las Vegas Locals” market is complex, with a clear split between those that are 
continuing as normal and those that are very cautious in a Covid environment. Surprisingly, gambling 
is not among the top 5 activities undertaken by locals, with F&B, retail and entertainment cited as the 
key activities. The recovery barrier for F&B and retail is particularly short with 63% willing to eat in a 
high-end restaurant and the same amount willing to go to a shopping mall. A smaller percentage are 
willing to attend shows and go to a bar and over 15% believe that they will not resume these activities 
in the foreseeable future. 44% of this group believe that masks and social distancing will be enforced 
even when a vaccine exists, 50% believe that casino resorts are safe places to visit. 
 
Over 50% of the “Come In Groups” demographic is willing to come to Las Vegas with moderate 
precautions. This is a large demographic with 29% of those sampled coming to visit Las Vegas with 
friends and a large proportion (47%) are under 40. This segment demonstrates awareness of the safety 
concerns in coming to Las Vegas, but over 50% are prepared to continue past behavior adopting 
moderate precautions. Although 58% are willing to fly, this is a strong drive-in market with 66% 
planning to visit in the next 12 months. This group undertake social activities, plays table and slot 
games, with over 50% willing to undertake these activities with current precautions in place. 
 
The “Under 40s” demographic has proved a successful market in the repositioning of Las Vegas. As 
we note previously (Table 2.5), this segment has grown from 26% in 2000, rising as high as 44% in 
the mid-2010s, falling to 38% in 2019. Our sample sits at 31% of this demographic. As one would 
expect with the younger demographic, 60% continue key behaviors with little precaution. These 
behaviors include visiting multiple properties, participating in F&B, seeing shows and playing slot 

 
Without a 
working 
vaccine 

With 
compulsory 

mask 
wearing 

With a 
proven 

treatment to 
Covid 

symptoms 

Once I 
have 

received a 
vaccine 

After 6 
months of 

proven 
vaccine 

After 12 
months of 

proven 
vaccine 

Not for the 
foreseeable 

future 

Entire Sample 28% 27% 13% 13% 8% 4% 7% 

Covid Cautious  3% 14% 13% 26% 18% 10% 16% 

No Fear Visitors 46% 31% 11% 5% 3% 2% 2% 

Not Coming Soon  8% 9% 12% 13% 19% 15% 25% 

Las Vegas Locals 28% 23% 13% 9% 9% 4% 14% 

Come in Groups 31% 25% 14% 12% 7% 4% 7% 

Under 40s 31% 28% 14% 10% 6% 4% 7% 

Over 60s 20% 27% 10% 17% 12% 5% 10% 

Royal Loyals  28% 27% 12% 15% 9% 3% 5% 

Music Lovers 27% 26% 14% 13% 8% 4% 8% 

Party People 29% 23% 12% 12% 9% 4% 11% 

Heavy Spenders 37% 29% 10% 9% 8% 2% 5% 

Table 6.1: Full Sample Analysis,  
“I plan to stay in a hotel on The Strip or Downtown” 
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games. 56% believe casino resorts are safe places, 60% are prepared to fly to Las Vegas and 69% plan 
to visit Las Vegas within the next 12 months. 
 
17% of visitors sampled formed the “Over 60s”. Within this group we see the converse of the “Under 
40s”, as this group is far more reserved and cautious in their behavior. Across the five main behavior 
groups, under 50% of this group will return to past behavior without a treatment or vaccine, with a 
sizable percentage not resuming them in the foreseeable future. Most pronounced is visiting The 
Fremont Street Experience, which was the 5th most popular activity, and 24% of respondents saying 
that they will not return. Although this group is significantly below the mean on coming back to Las 
Vegas within the next year, there is evidence to support that a return will be possible when the threat 
of the virus has receded. 
 
The final segment within this grouping are the “Royal Loyals”, names so as have been to Las Vegas 
over 20 times and due to their importance to casino resorts, they should be treated royally! This is one 
of the most important segments as this group comprises of are 43% of all visitors and above average 
spending levels. Moreover, within the top 5 behaviors, 80% of these visitors gamble at slot machines 
and 73% at table games. 51% of these customers see Las Vegas as safe, 69% plan to visit in the next 
12 months, but only 56% are willing to fly to Las Vegas. Within this group, over 50% of visitors will 
continue their behaviors with current restrictions, with a further 25% ready to resume with a vaccine 
or treatment. The behavior of “Royal Loyals” is promising for Las Vegas as the majority of core 
customers will remain loyal and continue to visit. 
 
 
6.3 Behavior Based Analysis 
 
The largest segmentation by behavior is that of “Music Lovers”, defined as visitors that usually go 
to see a performer with either over or under 1,000 people in attendance. As we note from the 1950s 
onwards, live music and performers have been at the forefront of positioning and marketing Las Vegas 
as an entertainment destination. Moreover, entertainment has been the catalyst of visitation, especially 
in difficult periods, incentivizing visits by implementing a time limited engagement.  
 
65% of all visitors that come to Las Vegas experience some form of live performance. However, the 
use of entertainment to encourage a visitation boost is a strategy that has become uncertain as research 
shows that the customer return to live music will be a more challenging journey. With current measures 
in place (social distancing and mask wearing) not only are venue capacities limited by statewide policy, 
but customer readiness to engage in previous behaviors relating to live entertainment is problematic.  
80% of “Music Lovers” would see an entertainer (with over 1,000 people in attendance) prior to 
Covid. Under current conditions only 38% would do so. 14% would resume attending with a proven 
treatment with 36% subject to vaccine (either when the visitor receives it or up to 12 months after). 
13% will not return to large venues for the foreseeable future. The figures are similar for smaller 
venues, with a slightly higher participation with current restrictions.  
 
There is a positive in that only 13% of “Music Lovers” do not plan to visit Las Vegas in the next 12 
months with 50% believing that Las Vegas resorts are safe. 
 
Perhaps the most polarized segment is “Party People”, that is the group of people that visit 
nightclubs. 55% of this segment are under 40 years old. 36% of the segment are willing to go to a 
nightclub with current restrictions, but 21% do not believe that they will return to a nightclub for the 
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foreseeable future. It is also worth noting that 17% will return to nightclubs once they have received 
a vaccine and another 15% after a period of vaccine implementation.  
 
The future of nightclubs as a viable amenity in their current format is questionable. 62% of “Party 
People” plan to visit Las Vegas in the next 12 months, so monitoring their behavior in relation to 
nightlife and spend would be of importance in developing a post-Covid offer for the next generation 
of customer. It is also worth noting that this segment has a higher propensity to stay in premium 
resorts, possibly as this is where nightlife amenities are located. 
 
Although a smaller segment at 11% of those surveyed, “Heavy Spenders” are an important 
demographic. We classified this as customers spending $5,000-$10,000 per trip (83%) and over 
$10,000 (17%), however we acknowledge that some Las Vegas visitors spend significantly in excess 
of this amount.  
 
While we did not seek to target this specific “high-roller” we believe that the attitudes displayed by 
the “Heavy Spenders” are illustrative of this wider group. We note that within this group, 83% play 
slot games and 82% play table games. Within this segment, within the current restrictions of mask 
wearing, 68% of these customers will continue to play slot games and 57% will play table games. 
Moreover, when asked on long-term behavior, 4% would not play slot games in the foreseeable future 
and 10% would avoid table games.  
 
31% of this segment would pay a premium for a Covid test for all guests, 32% would be more likely 
to stay at a property if closed to the public and 29% more likely to stay in a resort if it were invitation 
only. Four of the five most frequented resorts are considered premium properties, with Wynn/Encore 
the most popular at 31%. What proves the importance of this segment, and offers promise to Las 
Vegas, is that 75% of the “Heavy Spenders” plan to visit Las Vegas in the next 12 months. 
 
 
6.4 Conclusions 
 
The data obtained shows valuable insights into future customer behavior, however the real value is in 
understanding the various segments that have been identified, which highlight the important variances 
between different customers.  
 
Of real value to Las Vegas operators is to understand which customers will currently come and what 
their behaviors will be, the timeline and required circumstances for customers that are not presently 
prepared to come, and which amenities drive behavior and visitation in the post-Covid environment. 
 
As noted previously, personal safety and security were not specifically polled in relation to crime, (as 
this was not a factor when the research began) but featured heavily in the comments by respondents. 
 
The “Las Vegas Locals” market is highly polarized, but is easily accessible due to travel restrictions, 
is of value and has been neglected by many Strip operators who have focused on out of town visitors. 
 
Of comfort to all those in the city and casino industry is that within key customers and segments, 
many visitors are keen to return to Las Vegas, in particular “Come In Groups”, “Royal Loyals” and 
“Heavy Spenders” all of which are vital to the viability of the city.  
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“Under 40s” are willing to come, but the offering they are expecting is restricted by the limitations 
on amenities. Potentially creating “Covid friendly” experiences should be considered to capture 
revenue while other tourist markets are restricted. 
  

X Axis Y Axis Bubble  
% size of group 

translated to visitors 
(million) 

Likelihood of visiting 
in next 12 months  

Average Customer 
Spend (per person) 

Covid Cautious  12.9 34% $              1,897.50 
No Fear Visitors 22.8 83% $              2,022.50 
Not Coming Soon  5.2 0% $              2,047.50 
Las Vegas Locals* 16.2 51% $                 762.50 
Come in Groups 12.5 66% $              1,817.50 
Under 40s 13.3 69% $              1,850.00 
Over 60s 7.3 62% $              2,355.00 
Royal Loyals  18.5 69% $              2,205.00 
Music Lovers 28.0 63% $              1,912.50 
Party People 7.7 62% $              2,130.00 
Heavy Spenders 4.7 75% $              6,700.00 

 
Table 6.2 (above)/Chart 6.3 (below) Segmentation Translated to Market Size, Visitation Behavior and Spend 

*(Las Vegas locals calculated as local population x 6 visits to tourist corridor per annum.) 
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Perhaps the customer segment that offers the greatest immediate opportunity to operators is the 
“Over 60s” who demonstrate a willingness to return, but with greater caution, possibly because of 
the concern posed by others.  
 
“Music Lovers” and “Party People” also show a willingness to return and participate in a pre-Covid 
manner, however some are reluctant to do so, for now. This may be as the experiences that they 
demand are unfeasible due to legislative restrictions, impractical for health and management reasons 
and unworkable due to the financial and operating economics. Some of these experiences may not 
return without customer liability waivers, which may alienate these customers for some time. 
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7. Conclusions 
 
There is an insurance commercial in the USA with the strapline, “We know a thing or two, because we have 
seen a thing or two”. Las Vegas has seen a thing or two. 
 
In understanding what a Post-Covid Las Vegas landscape looks like we started by referencing the 
evolution of development in context of wider macroeconomic trends, highlighting decisions that led 
to success and those where inaction led to underperformance and ultimately obsolescence. By looking 
at the present situation and interviewing industry leaders, we gained insights into current events and 
thinking, gaining an understanding of facts on the ground and how the leadership is responding to the 
crisis. 
 
Las Vegas is a customer-facing asset-backed business environment with a wide range of national and 
international customers committing time and resources for the unique experiences that this city offers. 
These may be sporting, musical, business related or just a mutually convenient location to spend time 
with friends and family. Whether formal, vacation or celebration, the Las Vegas environment is like 
no other. We segmented the customer pool by reaction to Covid-19, demographics and by behavior. 
This provides vital clues to the efficacy of potential strategies that can be adopted. 
 
Following the Covid-19 health crisis and economic recession, 2021 will prove an inflection point in 
the future of Las Vegas, either prompting a lost decade like the 1980s or ushering in a transformative 
growth period, like the 1990s and 2010s.  
 

*** 
 
The industry leadership were united in that the current health crisis is unlike other economic 
recessions, where tweaking the marketing mix can stimulate demand. They also make reference to the 
fact that gaming is diversified across the USA and there are many luxury resorts offering entertainment 
and amenities in many states and beyond. The parallel is the early 1980s, reeling from the MGM fire 
(a safety crisis, the “double dip” recession and the new competition from Atlantic City) the successful 
strategies at this time were based on customer segmentation; the “something for everyone” strategy 
failed. 40 years-ago the segmentation was naïve, based predominantly on demographics and spending 
profile.  
 
Steve Wynn’s Mirage in 1989 opened as an amenity heavy, highly experiential property, appealing to 
customer’s aspirations and emotions, with pricing above the market rate. Many resorts of the 1990s 
followed The Mirage template, however there was success with the likes of Bill Bennett’s Excalibur, 
firmly positioned for the value customer. The Venetian was the first resort developed with the 
convention customer foremost and the success of this model permeated across the city; midweek 
business customers and weekend leisure customers became the target customer mix. Peter Morton’s 
Hard Rock identified unmet demand within Generation X, proving success with a demographic not 
considered by the established operators. Morton’s thesis inspired large scale resort development, 
initially in the Palms and later at The Cosmopolitan. 
 
The evident success of 21st century Las Vegas owes to the executives schooled by Steve Wynn and 
Mirage Resorts. These leaders advanced the segmented model, adapting it for a different generation 
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of customer; The Wynn and Encore, provided aspirational elegance and luxury escapism, the 
Cosmopolitan and Aria were targeted at sophisticated urban elites.  
 
Even Caesars understood that the 21-30’s value driven demographic did not have an aligned property 
on the Strip and created the Linq from the old Imperial Palace, with an outdoor promenade offering 
millennial friendly retail options. 
 
The initial industry responses to Covid-19, part due to health restrictions and part to profitability, have 
been to reduce overhead, scale down the range of amenities and reduce pricing to capture market 
share. The consequences of this are increasing occupancy and market share, but to the detriment of 
the experience.  
 
There is doubt in whether the range of amenities as seen in the past are financially viable. Following 
the historical example of ornate statues, fountains, lush landscaping, of Caesar and Cleopatra 
addressing guests at Caesars Palace or the erupting volcano at The Mirage, there is no direct ROI in 
creating these aspects. Some have been cut or reduced in recent years.  However, there is an intangible 
benefit in creating the environment that leads to escapism and drives repeat visitation for many 
customers. 
 
As a further unintended consequence to actions taken, the interviews – and validated by the data – 
note a shifting in customer profile, disrupting the customer mix, seeing a decline in older customers 
and an increase in younger visitors. This is both an opportunity to engage with new, younger customers 
earlier in their customer lifetime value cycle, but problematic as the older customers have been the 
beneficiaries of investment and provided a solid base to business activities for many years.  
 
The interviews note it is imperative that the safety concerns of the traditional customers are addressed 
and that the marketing and messaging from Las Vegas is positive, highlighting the unique experiential 
nature of the city and reinforcing the strong benefits to business and convention customers. There 
was great emphasis placed on the importance on meeting the needs of the latter segment to accelerate 
group visitation. As we note in Table 2.3, with the advent of “The Great Recession”, it took 10 years 
for Las Vegas to better the 2006 volume convention delegates. Without coordinated action, the fear 
for many is that it may take a longer period to repeat the record level set in 2019. 
 

*** 
 
The behavioral and attitudinal responses from the customers provide a strategic road map to recovery. 
  

% size of group 
translated to visitors 

(million) 

Likelihood of 
visiting  Ave Customer Spend 

Covid Cautious  12.9 34% $              1,897.50 
No Fear Visitors 22.8 83% $              2,022.50 
Not Coming Soon  5.2 0% $              2,047.50 

 
We propose that there are two phases for a strategic response to overcoming the crisis. 
 
Within Phase I, the immediate concern is managing expectations related to Covid-19. We identify 
that there are three categories of visitors (above). With detailed analysis in Appendix I the key 
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difference within the customer segment is that a greater number of Covid Cautious customers are 
aged over 60.  
 
This group will return to Las Vegas once there is a vaccine, however there is an expectation that the 
safety protocols in place will be extended for some time after. 
 
In developing the Las Vegas experience, the key aspect is in eliciting a positive emotional response 
from customers. Resort operators want to make customers feel good. Presently, the predominant 
emotions from these customers are trepidation, anxiety and fear. Every effort must be made to allay 
these.  
 
Conversely, approximately 50% of 2019 visitor numbers are willing to come to Las Vegas and the 
experiences offered must also meet their needs. 
 
Reflected within the research findings is that the behavior of “No Fear Visitors” are cited the reason 
for the alienation of some customers, and not the virus, per se. 
 
Also, in the short term, especially for Strip operators with a tourist offering, greater efforts should be 
made to capture the local market, in particular in the restaurant offering. There is a potential market, 
particularly midweek, that would access the amenity if appropriately stimulated. 
 
The immediate question resort operators have to determine is which of the customer segments they 
wish to capture because they are mutually exclusive; either position for safety, or to seek maximum 
revenue from the overall market. 
 
There is (at least) a short-term associated brand and reputational considerations with each strategy.  
 
Perhaps the main behavioral change post-Covid will be that of customers walking from resort to 
resort. This behavior enjoyed by the customer does not necessarily achieve any significant upside for 
the resort operators unless there is a specific reason (such as a ticketed event or restaurant reservation 
attached). Should resorts choose to prioritize the security of guests, by moving to a more exclusive 
model – or “bubbling” with a neighboring property with similar safety protocols in place -  restricting 
non-guest access may prove an effective method to control the property and customer flow, and if 
the attractions and amenities are highly desirable,  incentivize stay in that property. 
 
Phase II of reopening is based on learnings from past recessions and recoveries and developing 
sustainable business models. 
 
The key lessons of the 1980s and 2000s is that even in the face of great uncertainty, if there is an 
understanding of customer behavior, and a method to present this accurately, then there is a clear path 
for business success. 
 
To a large extent, the widespread resumption of Meetings, Incentives, Convention and Exhibitions 
(MICE) travel, is a factor out of the influences of the resort operators, regardless of the micro steps 
the resorts take internally. As we note, the full recovery in convention delegates from the “Great 
Recession” took nearly a decade, when delegate levels fell from 6.3m to 4.4m.  There is no evidence 
to suggest the 2021 MICE recovery will be more rapid than the macroeconomic conditions effecting 
the wider economy – at a best-case scenario. Selected conventions and group business will return to 
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Las Vegas over time, but this is highly dependent on the industry sector and company strategy, and 
likely be the outcome of individual relationships, sales and development efforts. 
 
As a parallel to the advent of gaming in Atlantic City for gambling customers, is the competition from 
other destinations for conventions and business travel. It is yet to be seen whether there will be 
regional subsidies available in other markets to drive major events on the grounds of economic 
development. The disruption to this market segment must be considered in overall visitation and 
financial modelling of future revenues.  
 
  

% size of group 
translated to visitors 

(million) 

Likelihood of 
visiting in next 12 

months  

Average Customer 
Spend (per person) 

Las Vegas Locals* 16.2 51% $                 762.50 
Come in Groups 12.5 66% $              1,817.50 
Under 40s 13.3 69% $              1,850.00 
Over 60s 7.3 62% $              2,355.00 
Royal Loyals  18.5 69% $              2,205.00 
Music Lovers 28.0 63% $              1,912.50 
Party People 7.7 62% $              2,130.00 
Heavy Spenders 4.7 75% $              6,700.00 

*(Las Vegas locals calculated as local population x6 visits to tourist corridor per annum) 
 
 
Successful resorts are specifically positioned to meet customer needs, whether functional, transactional 
or emotional. The segmentation considered above is indicative of current visitor profiles, (we 
deliberately did not segment by means of gaming metrics) however discovering a segment (either 
demographic, behavioral or psychographic) where there is unmet demand has proved successful. Even 
if not a proven gaming customer for immediate success, building a customer relationship over time 
can provide longevity and year on year revenue growth.   
 
If effectively targeted and managed for specific customer segments, with less homogeneity and a 
defined customer message, individual resorts can increase revenues and prove sustainable in the 
market to come.  
 
The traditional sales methods of using database marketing methods to manage excess inventory are 
still valid, but these offers – and the offering – require greater precision, considering that the “Royal 
Loyal” segment is targeted by many operators, is not deterred from visiting and has above average 
spending levels. Leading on price is not a sustainable business model in the age of customer reticence 
and increased competition, as the list of imploded resorts testifies.  
 
The legacies of The Riviera, The Dunes, The Sands, The Hacienda, The Thunderbird, The Barbary 
Coast, The Castaways, The Desert Inn, The Stardust, The Frontier, The Aladdin, The Marina, The 
Imperial Palace and The Boardwalk tell a story.  As do Caesars Palace, Circus Circus and The Mirage. 
If there is no clearly defined customer and explicitly communed message, then the customer will find 
an alternative that is focused on meeting their needs.  
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In 1980, Las Vegas had 50,000 hotel rooms. The successful business strategies were to focus on high 
end gaming customer creating an amenity-heavy, elevated-experience or the mass market customer, 
concentrating on value. Business facilities supplemented midweek revenue. 
 
In 2020, Las Vegas has 150,000 rooms. Additional resorts (Resorts World, Virgin and Circa) due to 
open in the next 12 months. With potentially more resorts considering market entry for future years, 
segmentation and communication strategies need to be more pronounced.  
 
Innovation, attraction, entertainment and amenity all lead to increased demand.  
 
However, balancing the need to invest are the constraints of corporate ownership and diminished 
appetite for risk, (especially on large scale capital outlays) yet on the whole there is a consensus that 
one resort’s success is a mutual benefit for Las Vegas and a coordinated response has collective merits. 
 
Resort development and management has become a capital-intensive business and much of the 
ownership is in corporate hands, in many cases as part of consolidated ownership. In past decades, 
management (and ownership) has had the ability to make rapid and far-reaching changes. Today less 
so. Moreover, capital must be deployed to see maximum returns, thus efficient investment will be in 
the “best-performing” properties, leaving other assets under-invested to meet the new environment. 
 
Across the city, industry leadership is more professional than ever before, with widely respected, 
experienced executives in every property. Many have lived through past crises and are equipped to 
navigate the choppy conditions ahead. There are many potential candidates in terms of projects and 
executives, well placed to be the next Jay Sarno, Bill Boyd, Terry Lanni, Henry Gluck, Bill Bennett, 
Arthur Goldberg, Steve Wynn or Sheldon Adelson, men that shaped the casino industry through 
managerial discipline, strategic innovation and bold entrepreneurship. 
 
Operators that do not take the required strategic decisions or make investment to meet market 
conditions, which will include a decline in demand, decline in revenues and an increase in competition, 
will be facing accelerated contraction of performance and ultimate obsolescence. 
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8. Recommendations 
 
Our recommendations are guidance on managing the situation in hand with the aim of securing the 
prosperity and overall wellbeing of customers, the tourist industries and the sustainability of the city.  
 
At time of writing, there is no line of sight to the end to the Covid crisis with a potential further 
economic shock to follow. There are no timelines in place for full recovery. 
 
The worst possible outcome for Las Vegas is that even if the Covid crisis abates nationally and 
internationally, this city remains a vector for the virus, eroding long term customer confidence.  
 
The future of Las Vegas in 1981 was precarious. The actions taken by some built the foundations for 
success, but the inaction of others led to the demise of many businesses. 
 
Our recommendations, like the conclusions, see the recovery in two phases. 
 
 
8.1 Phase I - Las Vegas during the Covid Crisis 
 

a. After the MGM and Hilton fires, Las Vegas was forced to implement best practice and became 
the market leader in fire safety and extraction. This must be the response to the Covid health 
crisis, irrespective of customer profile. Although Las Vegas is a highly competitive 
environment with many polarized views on Covid-19, the industry must coordinate to 
implement full standardization, including a mutually agreed series of baseline protocols, not 
just for meetings and conventions, but for all aspects of visitor behavior. These need to be 
communicated publicly. By establishing this coordinated group in Phase I of recovery, future 
actions can be implemented more efficiently and consensually, shortening the variance in 
experience and accelerating recovery. 
 

b. There needs to be a recognition that until there is a proven and widely adopted vaccine that 
there will be three distinct visitor profiles. Operators need to manage these three groups 
strategically, according to resort position and overall customer profile. 50% of customers, “No 
Fear Visitors” will continue to come to Las Vegas with current safety protocols in place. For 
“Covid Cautious” customers, the fear is not of the resorts, or of Las Vegas per se, but fear 
of the behavior of other visitors not exercising similar caution. If resorts wish to capture the 
“Covid Cautious” customer, and subsegments of this group, there needs to be specific 
actions taken to restrict the interactions between these two segments. This should include 
“guest only” areas, which could include segregated gaming areas or hotel bars. We should 
continue to monitor attitudes of “Not Coming Soon” customers to ascertain if this group 
can be shifted to returning to the market. 
 

c. In the early 1980s, after the MGM fire and recession, convention delegates rose from 650,000 
to 940,000 by 1983. Despite this evidence, we believe that midweek business travel will be 
highly diminished for the foreseeable future. A closer comparison is the disruption caused by 
the Great Recession; the 6.3m convention delegates in 2006 fell to 4.3m in 2010 only rising 
above 6.3m again in 2016. New amenities, investment in resources and developing protocols 
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in bringing conventions does not guarantee a return of this segment; the demand is not driven 
by the operator, facilities or even pricing but by the willingness of business customers to hold 
these events. The time-lag in booking and organizing these events (without an end to the 
Covid crisis) makes the short-term horizon of securing these events (and customers) uncertain. 

 
d. In developing future strategies, resort operators need to determine whether their strategic 

position for guests is Inclusive or Exclusive – that is, resorts that are perceived to be inclusive 
to the public, or exclusive for resort guests only.  We believe that there is demand for both in 
future Las Vegas, based on customer needs in relation to Covid security. Resorts cannot adopt 
two strategic positions and each will require a different approach in terms of customer, 
amenities, marketing, programming and operations management.  

 
 
8.2 Phase II - A Post-Covid Las Vegas 
 
Like so many businesses related to travel and high touch-point human interactions, the future direction 
of Las Vegas depends on strong economic conditions, a treatment and containment of Covid and 
resumption of international travel. In terms of customer spend and duration of visit, international 
travelers and convention visitors are typically more valuable than US domestic leisure customers and 
necessary for many resorts in Las Vegas. 
 

a. As we have seen in past crises, resorts should avoid moving to the price leadership model as 
inevitably the race to be the “cheapest” leads to the diminution of the value proposition, 
reduce margins and accelerate the journey to property obsolescence. While highly subjective, 
customers are expecting “value” in a Las Vegas environment. This must be considered when 
making required efficiencies.  
 

b. Experimenting with programming should be considered, including active time programming, 
inclusive F&B offers or other differentiation strategies to boost unique property occupancy in 
a competitive environment. Details of the programing depend on the market position and 
customer profile. 
 

c. Until there is a full recovery in mid-week conventions and business travel, occupancy levels 
will be severely depressed. For the Las Vegas business model, this requires urgent attention. 
In seeking customers to meet mid-week demand, there is focus on the stalled cruise business. 
Resorts should learn from cruise lines in developing a programmed (not necessarily gaming 
centric) offering for specific customers in a single location, with minimum length of stays, 
restricted access to and from the property, and repeated and rapid testing. Example customers 
(highlighted in our sample) include:  

 
i. Over 65-year-old customers, with appropriate programming; lectures or socially 

distanced events.  
ii. Invitation only resorts/spaces for particular rated players within a geographic area, 

including tournaments and other events. 
iii. Socially distanced, reduced scale, music events/festivals for selected and invited 

customers. 
iv. Family/group travel, with separate group lounge/dining areas, perhaps converting 

excess convention and meeting spaces. 
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This will require a more focused and nuanced use of customer databases, including a variance 
in offering, not just based on pricing. This is perhaps the only available strategy to drive mid-
week visitation. Weekend visitation within the leisure customer will remain constant at current 
levels. 

 
d. The case studies for the catalyst in recovery are found in Las Vegas’ past. Each success period 

is defined by a unique entertainment offering that captures the imagination of customers. This 
has developed from Liberace and The Rat Pack, to Elvis Presley, followed by Siegfried and 
Roy, Cirque du Soleil, Celine Dion and more recently, the DJ driven mega-clubs and Lady 
Gaga. For many resorts, the entertainment offering has been outsourced to third parties. There 
is a strong argument that entertainment is a powerful part of the marketing mix and unique 
and innovative experiences will be a key driver for recovery. Increasing immersive experiences 
and interactivity in venues should be considered. It may be that the MSG Sphere may be the 
“game-changer” for the Venetian, if so other resorts and operators will need to consider their 
reaction. Investment in creating this next generation offering is an important activity. 
 

e. Safety and security are the new luxury. As in past crises, ensuring customer safety and security 
are paramount, especially for the luxury and escapist elements of the experience provided. For 
resorts positioning themselves in the luxury space, unprecedented responses will be required. 
A significant, but valuable, minority of customers demand a rigorous response to Covid-19, 
including entry restrictions, testing and enhanced cleanliness which must continue for the 
foreseeable future.      
 

f. As noted previously, one notable change to a future Las Vegas will be the way that visitors 
move freely from one resort to another. For some “exclusive” properties, they should restrict 
entry, or limit access to certain areas. It may be that resorts “bubble” with other in close under 
geographical proximity or the same ownership, for example allowing access to Caesars 
Rewards or Mlife card holders only. This will mitigate future potential spread of the virus and 
focus customer behavior. Some property casino floors may require reconfiguration to separate 
guests undertaking stationary activities (gaming) and non-guest visitors passing in and out of 
the property. If so, there may need to be amendments to existing gaming legislation and 
regulations. 
 

g. In Downtown Las Vegas, Derek Stevens’ Circa will open before the end of the year. Circa is 
an over-21s resort with a focus on integrating sports throughout the property.  Stevens is a 
proven and innovative operator with past success in renovating and repositioning The Golden 
Gate and The D. It is expected that Circa will have a positive impact on the Downtown market 
and the performance of the property should be monitored closely. Virgin Hotels have taken 
over management and repositioned The Hard Rock, and Genting will open Resorts World in 
2021. The Rio will be under new management in 2021. The Genting and Rio projects in 
particular may offer what The Mirage or The Cosmopolitan provided in previous decades and 
their development is highly anticipated. 
 

h. Aware that it may seem self-serving (as the authorship team contains consultants) is that a 
consequence of the staff efficiencies and rationalizations is leaner and lighter executive teams. 
It is likely that many operators will not have the human resources or expertise that is required 
to perform the required changes, leading to inaction and decline in market position. However, 
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with the professionalization of the industry over the past 20 years, there are a range external 
consultants in specialist areas, such as in marketing, development, innovation and strategy. 
Historic operating models saw these expensive professionals sit in-house, but a cross-
pollination of external professionals may lead to new ideas and innovation that would not be 
evident in a static team. 

 
The challenges facing Las Vegas are great, but the opportunities are real. Investors should look past 
short-term performance and realize the long-term potential of Las Vegas, its disproportionate place 
in the global economy and the value of the offering.  
 
Despite travel restrictions, forced closures, economic upheaval and a deadly virus, Las Vegas is likely 
to benefit from between 19m-20m visitors in 2020. Compared to other major tourist markets, this is 
an astonishing statistic. In the long-term, Las Vegas is still perfectly placed to be one of the most 
important centers in a diverse, multi-faceted tourist economy.  
 
It is our intention that the positions advocated within this report will enable this to happen in the 
2020s rather than the 2030s. 
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Appendix I 
 

  



 
  

Covid Cautious           
         
Total Sample 1038        
Segment Size 310        
% of Sample 30%        
         
Age     Customer Spend      
Under 40: 29%  Under $500 11%    
41-60: 50%  $500-$1,000 20%    
60+: 20%  $1,000-$5,000 58%    
     $5,000-$10,000 8%    
     $10,000+ 3%    
         

Top 5 Pre and Post Covid Behaviors 
Current % 

undertaking 
activity 

Without 
a 

working 
vaccine 

With 
compulsory 

mask wearing 

With a 
proven 

treatment to 
Covid 

symptoms 

Once I have 
received a 

vaccine 

After 6 months 
of proven 
vaccine 

After 12 
months of 

proven 
vaccine 

Not for the 
foreseeable 

future 

Visit multiple casinos 80% 2% 15% 11% 28% 18% 10% 16% 

Gamble at a slot machine 73% 3% 16% 11% 27% 18% 8% 17% 

Go to a high-end restaurant 70% 5% 19% 11% 26% 15% 9% 15% 

See a production show (e.g. Cirque) 67% 1% 8% 11% 26% 17% 15% 21% 

Sit in a bar 65% 3% 12% 11% 26% 18% 11% 20% 

         
5 Most Frequented Properties   

 
Key Attitudes 
  

Agree Neither  Disagree 

Downtown or Off-Strip 33% 
 

I would me more likely to stay at a 
property if it were closed to the public for 
walk-in entry 

43% 31% 26% 

MGM Grand/Mandalay 
Bay/Mirage/Park MGM 30% 

 

I would pay a premium, if every guest 
was given a Covid test before they were 
allowed to stay at a property 

46% 19% 35% 

Flamingo/Planet 
Hollywood/Bally's/Paris/Cromwell/Linq 22% 

 

I expect people to be wearing masks and 
social distancing even when there is a 
vaccine 

58% 18% 30% 

Wynn/Encore 22% 
 

I would avoid a bar or restaurant if it 
were busy 81% 11% 8% 

The Cosmopolitan 20% 
 

I plan to visit Las Vegas within the next 
12 months 34% 36% 29% 

 

This customer group, comprising 30% of the sample is currently avoidant of situations which exposes 
themselves to the virus, but also is open to returning to Las Vegas, subject to the availability of 
precautionary measures, vaccination and treatment.  
 
This group is more willing to participate at a property that is closed for walk in business, willing to pay a 
premium for covid testing, avoid large groups and expects customers to take health precautions. 
 
Only 34% plan to return to Las Vegas in the next year, however 36% have not discounted this option. 
 
It seems that the driver for the return of this group is vaccine, plus operator contingencies. As such, this 
customer group will have a longer time period until they return to market. 

“Stop with low priced hotel stays. The crowd were getting is out of control and rude 
as hell. They are not wearing masks. They are not social distancing. They are making 
Vegas unfit to meet the standards of normalcy.” 
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No Fear Visitors          
     

 

   
Total Sample 1038        
Segment Size 551        
% of Sample 53%        
         
Age     Customer Spend      
Under 40: 32%  Under $500 9%    
41-60: 54%  $500-$1,000 14%    
60+: 13%  $1,000-$5,000 63%    
     $5,000-$10,000 13%    
     $10,000+ 2%    
         

Top 5 Pre and Post Covid Behaviors 
Current % 

undertaking 
activity 

Without a 
working 
vaccine 

With 
compulsory 

mask 
wearing 

With a 
proven 

treatment to 
Covid 

symptoms 

Once I have 
received a 

vaccine 

After 6 months 
of proven 
vaccine 

After 12 
months of 

proven 
vaccine 

Not for the 
foreseeable 

future 

Visit multiple casinos 85% 45% 33% 10% 5% 3% 2% 2% 

Gamble at a slot machine 74% 45% 32% 10% 4% 3% 2% 4% 

Sit in a bar 72% 47% 27% 11% 5% 2% 2% 6% 

Go to a high-end restaurant 72% 48% 32% 9% 4% 3% 2% 3% 

Play a table game 64% 45% 30% 10% 5% 3% 2% 6% 

         
5 Most Frequented Properties    

Key 
Attitudes      Agree Neither  Disagree 

Downtown or Off-Strip 30% 

 

I expect people to be wearing masks 
and social distancing even when there 
is a vaccine 

19% 27% 54% 

MGM Grand/Mandalay 
Bay/Mirage/Park MGM 30% 

 

I would pay a premium, if every guest 
was given a Covid test before they were 
allowed to stay at a property 

21% 16% 63% 

Flamingo/Planet 
Hollywood/Bally's/Paris/Cromwell/Linq 24% 

 
I would prefer to eat meals outdoors 23% 14% 62% 

Wynn/Encore 19% 
 

I would avoid a bar or restaurant if it 
were busy 31% 17% 52% 

Aria/Vdara 19% 
 

I plan to visit Las Vegas within the next 
12 months 83% 14% 3% 

 
 
 
 
 
 
  

 

This segment consists of 53% of Las Vegas visitors.   
 
This group are generally continuing pre-Covid behavior, with the possible exception of wearing a mask 
undertaking certain activities, and they indicate that they disagree with many of the precautions that 
have been adopted by operators. This group do not usually stay in premium resorts. 
 
83% of this group are likely to visit Las Vegas in the next 12 months.  

“Current Covid numbers in no way support the measures that we are still 
mandating, nor do they support the post Covid measures your survey suggests. The 
pandemic is over. Time to get back to normal life and move on.” 
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"Not Coming Soon" 
Customers          
    

 

    
Total Sample 1038        
Segment Size 121        
% of Sample 12%        
         
Age     Customer Spend      
Under 40: 27%  Under $500 8%    
41-60: 56%  $500-$1,000 19%    
60+: 16%  $1,000-$5,000 59%    
     $5,000-$10,000 11%    
     $10,000+ 3%    
         

Top 5 Pre and Post Covid Behaviors 
Current % 

undertaking 
activity 

Without 
a 

working 
vaccine 

With 
compulsory 

mask wearing 

With a 
proven 

treatment to 
Covid 

symptoms 

Once I have 
received a 

vaccine 

After 6 months 
of proven 
vaccine 

After 12 
months of 

proven 
vaccine 

Not for the 
foreseeable 

future 

Visit multiple casinos 87% 7% 9% 10% 15% 17% 15% 26% 

Gamble at a slot machine 79% 8% 10% 9% 13% 18% 12% 30% 

Go to a high-end restaurant 74% 9% 12% 10% 18% 16% 13% 22% 

See a production show 72% 7% 5% 11% 13% 12% 19% 32% 

Go shopping in a mall 65% 8% 14% 10% 15% 12% 13% 28% 

         
5 Most Frequented Properties    

Key 
Attitudes      Agree Neither  Disagree 

MGM Grand/Mandalay 
Bay/Mirage/Park MGM 30% 

 

I expect people to be wearing masks and 
social distancing even when there is a 
vaccine 

46% 17% 36% 

Downtown or Off-Strip 29% 
 

Las Vegas resorts are not safe until there 
is a vaccine  

73% 13% 14% 

Flamingo/Planet 
Hollywood/Bally's/Paris/Cromwell/Linq 20% 

 

I would me more likely to stay at a 
property if it were closed to the public for 
walk-in entry 

43% 26% 31% 

Wynn/Encore 21% 
 

I would avoid a bar or restaurant if it 
were busy 73% 14% 13% 

Aria/Vdara 19% 
 

I plan to visit Las Vegas within the next 
12 months 0% 0% 100% 

 

This segment comprises of people that have ruled out visiting Las Vegas over the next 12 months. This 
comprises of 12% of the sample. 
 
73% of this group believe Las Vegas is unsafe until there is a vaccine and even after personally receiving 
a vaccine a large majority will not resume their past behaviors. 

“Test. Contact trace. Isolate. Treat with therapeutics. The entire US Govt 
approach needs to be addressed before Las Vegas will return. According to the 
CDC the efficacy of initial Covid19 only needs to be 50%. Vegas would never 
take those odds. Why would I?” 
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Las Vegas Locals          
         
Total Sample 1038        
Segment Size 351        
% of Sample 34%        
         
Age       

 

   
Under 40: 35%       
41-60: 52%       
60+: 13%       
          
          
         

Top 5 Pre and Post Covid Behaviors 
Current % 

undertaking 
activity 

Without a 
working 
vaccine 

With 
compulsory 

mask wearing 

With a 
proven 

treatment to 
Covid 

symptoms 

Once I have 
received a 

vaccine 

After 6 months 
of proven 
vaccine 

After 12 
months of 

proven 
vaccine 

Not for the 
foreseeable 

future 

Go to a high-end restaurant 74% 30% 33% 9% 9% 7% 3% 9% 

Go shopping in a mall 69% 28% 35% 9% 9% 5% 5% 9% 
See live music or entertainer 
with over 1,000 people in 
attendance 

69% 23% 17% 13% 13% 12% 6% 17% 

See a production show 68% 23% 20% 12% 12% 11% 8% 15% 

Sit in a bar 67% 28% 25% 10% 11% 7% 5% 15% 

 
Key Attitudes      Agree Neither Disagree 

I expect people to be wearing masks and social 
distancing even when there is a vaccine 44% 14% 42% 

I would be more likely to visit a casino resort if all 
visitors to that property had a temperature checks on 
entering a property 

48% 26% 26% 

I would prefer to eat meals outdoors 39% 25% 36% 

I would avoid a bar or restaurant if it were busy 56% 12% 32% 

Las Vegas resorts are not safe until there is a vaccine 34% 17% 50% 

 
 
  

 

As we identified, the off-Strip and Downtown markets generate $3.7bn in 2019, much of this is generated 
by local customers which comprise of 34% of the sample. 
 
Local customers, by nature of geography, have ready access to the market. Their behaviors do not center 
around gaming, but on amenities, and about 50% of those customers behaviors will generally continue 
their pre-Covid behaviors with moderate or no safety procedures.  
 
However, 50% of the segment believe casino resorts are unsafe until there is a vaccine. 

“Las Vegas will not be safe until Covid is virtually eliminated or until every 
person coming here is required to have gotten a vaccine. I don’t anticipate that 
happening for at least two years if ever, so I will not be visiting a casino for any 
reason in the foreseeable future. We need to figure out how to survive the next two 
years.” 
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Come in Groups          
      

 

  
Total Sample 1038        
Segment Size 299        
% of Sample 29%        
         
Age     Customer Spend      
Under 40: 47%  Under $500 10%    
41-60: 46%  $500-$1,000 19%    
60+: 6%  $1,000-$5,000 60%    
     $5,000-$10,000 9%    
     $10,000+ 2%    
         

Top 5 Pre and Post Covid Behaviors 
Current % 

undertaking 
activity 

Without a 
working 
vaccine 

With 
compulsory 

mask wearing 

With a 
proven 

treatment to 
Covid 

symptoms 

Once I have 
received a 

vaccine 

After 6 months 
of proven 
vaccine 

After 12 
months of 

proven 
vaccine 

Not for the 
foreseeable 

future 

Visit multiple casinos 82% 31% 25% 11% 14% 7% 4% 8% 

Sit in a bar 79% 34% 22% 12% 15% 6% 3% 8% 

Go to a high-end restaurant 78% 34% 27% 11% 12% 6% 3% 7% 

Gamble at a table game 68% 32% 22% 11% 12% 7% 4% 12% 

Gamble at a slot machine 64% 31% 24% 10% 14% 6% 3% 11% 

         
5 Most Frequented Properties    

Key 
Attitudes      Agree Neither  Disagree 

MGM Grand/Mandalay 
Bay/Mirage/Park MGM 33% 

 

I expect people to be wearing masks 
and social distancing even when there is 
a vaccine 

31% 19% 50% 

Wynn/Encore 27% 
 

Las Vegas resorts are not safe until 
there is a vaccine 27% 16% 57% 

Downtown or Off-Strip 26% 
 

I am comfortable flying by airplane to 
Las Vegas in the next 12 months 58% 16% 25% 

Flamingo/Planet 
Hollywood/Bally's/Paris/Cromwell/Linq 25% 

 

I would avoid a bar or restaurant if it 
were busy 44% 16% 40% 

Aria/Vdara 20% 
 

I plan to visit Las Vegas within the next 
12 months 66% 23% 11% 

 

Groups have been an important demographic in the development of Las Vegas in the past two decades; 
29% of those sampled come in groups with friends. 47% are under 40. 
 
This sector demonstrates awareness of the safety concerns in coming to Las Vegas, but over 50% are 
prepared continue past behavior adopting moderate precautions.  
 
66% are planning to visit in the next 12 months. 

“My group of friends and I will be back as soon as bars are open again. We had 
a trip planned right before the bars were closed but cancelled it when the bar closure 
was announced. That’s our only hold up. Open the bars!” 
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Under 40s          
         
Total Sample 1038        
Segment Size 325        
% of Sample 31%        
         
Age     Customer Spend      
Under 40: 100%  Under $500 12%    
41-60: 0%  $500-$1,000 16%    
60+: 0%  $1,000-$5,000 60%    
     $5,000-$10,000 10%    
     $10,000+ 2%    
     

 
   

Top 5 Pre and Post Covid Behaviors 
Current % 

undertaking 
activity 

Without a 
working 
vaccine 

With 
compulsory 

mask 
wearing 

With a 
proven 

treatment to 
Covid 

symptoms 

Once I have 
received a 

vaccine 

After 6 months 
of proven 
vaccine 

After 12 
months of 

proven 
vaccine 

Not for the 
foreseeable 

future 

Visit multiple casinos 86% 30% 29% 11% 12% 6% 4% 8% 

Sit in a bar 78% 32% 26% 12% 12% 6% 4% 8% 

Go to a high-end restaurant 74% 34% 30% 11% 10% 5% 4% 6% 

Gamble at a slot machine 72% 31% 29% 11% 12% 5% 4% 9% 

See a production show 68% 25% 21% 15% 15% 9% 6% 10% 

         
5 Most Frequented Properties    

Key 
Attitudes      Agree Neither  Disagree 

MGM Grand/Mandalay 
Bay/Mirage/Park MGM 35% 

 

I expect people to be wearing masks 
and social distancing even when there 
is a vaccine 

38% 14% 48% 

Flamingo/Planet 
Hollywood/Bally's/Paris/Cromwell/Linq 28% 

 

Las Vegas resorts are not safe until 
there is a vaccine 28% 16% 56% 

Downtown or Off-Strip 27% 
 

I am comfortable flying by airplane to 
Las Vegas in the next 12 months 60% 15% 25% 

The Cosmopolitan 25% 
 

I would avoid a bar or restaurant if it 
were busy 48% 15% 37% 

Aria/Vdara 25% 
 

I plan to visit Las Vegas within the next 
12 months 69% 20% 11% 

  

 

The under 40s provide 31% of the sample.  Similar to the group demographic, there is awareness of the 
risks entailed with catching Covid, but are prepared to visit, undertaking behaviors as before. 
 
Many are comfortable to fly to Las Vegas, with 50% to continue past behaviors as previously undertaken. 

“I just returned from Vegas. Although the resorts tried to do some sort of social 
distancing, no one paid attention and or cared. Crowds were everywhere. People 
were bumping into one another in a drunken state. It was not the Vegas I 
remember. It’s not hard to follow the rules to keep everyone in safe, but most seem 
not to care about it. Unfortunate.” 
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Over 60s          
         
Total Sample 1038        
Segment Size 178        
% of Sample 17%        
         
Age     Customer Spend   

   
Under 40: 0%  Under $500 9%    
41-60: 0%  $500-$1,000 19%    
60+: 100%  $1,000-$5,000 56%    
     $5,000-$10,000 12%    
     $10,000+ 5%    
         

Top 5 Pre and Post Covid Behaviors 
Current % 

undertaking 
activity 

Without 
a 

working 
vaccine 

With 
compulsory 

mask wearing 

With a 
proven 

treatment to 
Covid 

symptoms 

Once I have 
received a 

vaccine 

After 6 months 
of proven 
vaccine 

After 12 
months of 

proven 
vaccine 

Not for the 
foreseeable 

future 

Gamble at a slot machine 78% 10% 31% 11% 16% 11% 5% 7% 

Visit multiple casinos 76% 19% 27% 10% 17% 11% 5% 10% 

Go to a high-end restaurant 57% 18% 31% 9% 14% 11% 6% 11% 

Gamble at a table game 53% 18% 23% 11% 16% 13% 4% 17% 

Go to The Fremont Street Experience 53% 19% 21% 8% 15% 10% 7% 24% 

         
5 Most Frequented Properties    

Key 
Attitudes      Agree Neither  Disagree 

Downtown or Off-Strip 48% 
 

I expect people to be wearing masks and 
social distancing even when there is a 
vaccine 

46% 23% 29% 

Flamingo/Planet 
Hollywood/Bally's/Paris/Cromwell/Linq 22% 

 

Las Vegas resorts are not safe until there 
is a vaccine 35% 23% 42% 

Wynn/Encore 18% 
 

I am comfortable flying by airplane to Las 
Vegas in the next 12 months 42% 33% 25% 

MGM Grand/Mandalay 
Bay/Mirage/Park MGM 14% 

 

I would avoid a bar or restaurant if it 
were busy 56% 27% 19% 

Bellagio 11% 
 

I plan to visit Las Vegas within the next 
12 months 62% 26% 11% 

 

This segment comprises 17% of visitors. This group are typically more cautious in repeating past 
behaviors, with may seeking a treatment or vaccine. They are unlikely to participate in high risk activities 
where there may be exposure to the virus. 
 
This group are less likely to fly to Las Vegas, but there is evidence that they will return if there are 
adequate safety procedures in place. 

“Vegas is supposed to be a fun place. While I do not want resorts to be 
irresponsible in the face of a pandemic, I won't go to Vegas at all if I can't have 
a normal fun time. If all I want is to play the slots, we have a good selection of 
casinos in my home market.” 
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20+ Royal Loyals          
    

 

    
Total Sample 1038        
Segment Size 442        
% of Sample 43%        
         
Age     Customer Spend      
Under 40: 16%  Under $500 4%    
41-60: 60%  $500-$1,000 16%    
60+: 24%  $1,000-$5,000 65%    
     $5,000-$10,000 13%    
     $10,000+ 3%    
         

Top 5 Pre and Post Covid Behaviors 
Current % 

undertaking 
activity 

Without a 
working 
vaccine 

With 
compulsory 

mask wearing 

With a 
proven 

treatment to 
Covid 

symptoms 

Once I have 
received a 

vaccine 

After 6 months 
of proven 
vaccine 

After 12 
months of 

proven 
vaccine 

Not for the 
foreseeable 

future 

Visit multiple casinos 91% 27% 28% 12% 15% 8% 4% 6% 

Gamble at a slot machine 80% 28% 30% 11% 14% 8% 3% 7% 

Gamble at a table game 73% 27% 24% 10% 15% 9% 3% 10% 

Go to a high-end restaurant 70% 30% 30% 10% 14% 7% 3% 8% 

Sit in a bar 69% 28% 24% 11% 14% 9% 4% 11% 

         
5 Most Frequented Properties    

Key 
Attitudes      Agree Neither  Disagree 

Downtown or Off-Strip 34% 
 

I would me more likely to stay at a 
property if it were closed to the public 
for walk-in entry 

29% 33% 38% 

MGM Grand/Mandalay 
Bay/Mirage/Park MGM 29% 

 

Las Vegas resorts are not safe until 
there is a vaccine 26% 23% 51% 

Flamingo/Planet 
Hollywood/Bally's/Paris/Cromwell/Linq 27% 

 

I am comfortable flying by airplane to 
Las Vegas in the next 12 months 56% 19% 25% 

Aria/Vdara 20% 
 

I would avoid a bar or restaurant if it 
were busy 50% 20% 30% 

Wynn/Encore 19% 
 

I plan to visit Las Vegas within the next 
12 months 69% 18% 13% 

 

This is an important segment and as regular visitors are the lifeblood of Las Vegas. 43% of those 
responding having been to Las Vegas over 20 times, excluding those that live in Las Vegas.  
 
This group are more likely to gamble than the average visitor with a higher budget when they come.  
 
26% believe casino resorts are unsafe with 51% believe they are safe.  
 
69% of the segment plan to come in the next 12 months, with an indication that they plan to continue 
past behaviors with moderate modifications. 29% would prefer resorts to be closed to the public and 
50% would avoid a crowded area.   
 
34% stay Downtown or off-Strip.  
 
 

“I visited August 2020. I was comfortable with the measures in place. Some of 
the restrictions (bars/video poker) are random and farcical in nature in my 
opinion. I’m already planning another trip later this year.” 
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Music Lovers           
     

 

   
Total Sample 1038        
Segment Size 674        
% of Sample 65%        
         
Age     Customer Spend      
Under 40: 31%  Under $500 8%    
41-60: 55%  $500-$1,000 17%    
60+: 14%  $1,000-$5,000 61%    
     $5,000-$10,000 11%    
     $10,000+ 2%    
   

 
     

Top 5 Pre and Post Covid Behaviors 
Current % 

undertaking 
activity 

Without a 
working 
vaccine 

With 
compulsory 

mask 
wearing 

With a 
proven 

treatment to 
Covid 

symptoms 

Once I have 
received a 

vaccine 

After 6 months 
of proven 
vaccine 

After 12 
months of 

proven 
vaccine 

Not for the 
foreseeable 

future 

Visit multiple casinos 84% 25% 27% 12% 14% 8% 6% 8% 

See live music or entertainer with over 
1,000 people in attendance 80% 22% 16% 14% 16% 12% 8% 13% 

See a production show 76% 23% 18% 13% 16% 11% 8% 11% 

Gamble at a slot machine 75% 26% 29% 12% 13% 7% 4% 10% 

See live music or entertainer with under 
1,000 people in attendance 69% 23% 19% 14% 16% 10% 8% 10% 

         
5 Most Frequented Properties    

Key 
Attitudes      Agree Neither  Disagree 

Downtown or Off-Strip 31% 

 

I expect people to be wearing masks 
and social distancing even when there 
is a vaccine 

37% 18% 45% 

MGM Grand/Mandalay 
Bay/Mirage/Park MGM 31% 

 

Las Vegas resorts are not safe until 
there is a vaccine 31% 18% 50% 

Flamingo/Planet 
Hollywood/Bally's/Paris/Cromwell/Linq 23% 

 

I am comfortable flying by airplane to 
Las Vegas in the next 12 months 54% 19% 27% 

Wynn/Encore 22% 
 

I would avoid a bar or restaurant if it 
were busy 52% 15% 33% 

Aria/Vdara 22% 
 

I plan to visit Las Vegas within the 
next 12 months 63% 25% 13% 

 

This segment comprises of people that selected that the see live music with either over or under 1,000 
people in attendance.  
 
While there is still a strong market for these experiences, this is lower than other amenities, with only 
38% of customers ready to return to live music events with over 1000 people.  
 
Moreover, customers for live music are slightly more reluctant to return to past behaviors until there is 
a treatment or vaccine, with 13% of those that undertook this behavior reluctant to go to a venue with 
over 1,000 people in the foreseeable future. 
 
31% believe that resorts are unsafe until there is a vaccine. 

“Las Vegas is the ultimate expression of freedom in travel — where you can do 
anything, anytime. Adapting to safety measures necessary is just part of Las 
Vegas’ continuing evolution. People’s love for Las Vegas will be there long after 
Covid is a memory.” 
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Party People      
 

   
         
Total Sample 1038        
Segment Size 192        
% of Sample 18%        
         
Age     Customer Spend      
Under 40: 55%  Under $500 11%    
41-60: 40%  $500-$1,000 17%    
60+: 6%  $1,000-$5,000 55%    
     $5,000-$10,000 14%    
     $10,000+ 3%    
         

Top 5 Pre and Post Covid Behaviors 
Current % 

undertaking 
activity 

Without a 
working 
vaccine 

With 
compulsory 

mask wearing 

With a 
proven 

treatment to 
Covid 

symptoms 

Once I have 
received a 

vaccine 

After 6 months 
of proven 
vaccine 

After 12 
months of 

proven 
vaccine 

Not for the 
foreseeable 

future 

Go to a nightclub 100% 25% 11% 10% 17% 10% 5% 21% 

Visit multiple casinos 88% 28% 22% 11% 13% 9% 4% 13% 

Go to a high-end restaurant 87% 32% 27% 12% 12% 7% 2% 8% 

Sit in a bar 84% 31% 25% 10% 13% 7% 3% 10% 

See a production show 72% 25% 18% 10% 13% 10% 7% 16% 

         
5 Most Frequented 
Properties    

Key 
Attitudes      Agree Neither  Disagree 

MGM Grand/Mandalay 
Bay/Mirage/Park MGM 41% 

 

I expect people to be wearing masks and 
social distancing even when there is a 
vaccine 

34% 17% 49% 

Wynn/Encore 35% 
 

Las Vegas resorts are not safe until there 
is a vaccine 35% 17% 49% 

Aria/Vdara 29% 
 

I am comfortable flying by airplane to 
Las Vegas in the next 12 months 57% 18% 26% 

The Cosmopolitan 24% 
 

I would avoid a bar or restaurant if it 
were busy 43% 16% 41% 

Caesars Palace 21% 
 

I plan to visit Las Vegas within the next 
12 months 62% 24% 15% 

 

Of the 18% that visited nightclubs as part of their regular behavior, 55% are under 40.  
 
Future behavior for these experiences is highly polarized with 36% ready to return to nightclubs. 21% 
will not do so for the foreseeable future. 
 
35% believe Las Vegas resorts are unsafe, with 49% believing that they are safe to visit before a vaccine. 
 
This group has a higher tendency to stay in premium resorts. 
 

“I can’t wait to get back to Vegas, hoping we can get back to a semi normal life 
within a year” 
 
“I live in Vegas but I’m not going anywhere near the strip or downtown as long 
as tourists keep coming and not knowing if they have Covid. I rather go to a local 
bar with smaller groups of people.” 
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Heavy Spenders         
 

         
Total Sample 1038        
Segment Size 114        
% of Sample 11%        
         
Age     Customer Spend      
Under 40: 24%  Under $500 0%    
41-60: 55%  $500-$1,000 0%    
60+: 21%  $1,000-$5,000 0%    
     $5,000-$10,000 83%    
     $10,000+ 17%    
     

 
   

Top 5 Pre and Post Covid Behaviors 
Current % 

undertaking 
activity 

Without a 
working 
vaccine 

With 
compulsory 

mask wearing 

With a 
proven 

treatment to 
Covid 

symptoms 

Once I have 
received a 

vaccine 

After 6 months 
of proven 
vaccine 

After 12 
months of 

proven 
vaccine 

Not for the 
foreseeable 

future 

Go to a high-end restaurant 84% 38% 31% 6% 9% 8% 2% 5% 

Gamble at a slot machine 83% 38% 30% 9% 10% 8% 1% 4% 

Visit multiple casinos 82% 36% 29% 6% 11% 9% 3% 6% 

Gamble at a table game 82% 34% 23% 9% 11% 10% 3% 10% 

Sit in a bar 69% 37% 27% 7% 10% 8% 3% 8% 

         
5 Most Frequented 
Properties    

Key 
Attitudes      Agree Neither  Disagree 

Wynn/Encore 31% 

 

I expect people to be wearing masks and 
social distancing even when there is a 
vaccine 

26% 18% 56% 

MGM Grand/Mandalay 
Bay/Mirage/Park MGM 28% 

 

I would pay a premium, if every guest 
was given a Covid test before they were 
allowed to stay at a property  

31% 24% 47% 

Caesars Palace 23% 
 

I would me more likely to stay at a 
property if it were closed to the public 
for walk-in entry  

32% 28% 40% 

Aria/Vdara 23% 
 

I would me more likely to stay in a 
resort if it were invitation only  

29% 26% 45% 

Bellagio 23% 
 

I plan to visit Las Vegas within the next 
12 months 75% 11% 13% 

 

This segment is customers spending more than $5,000 per trip, comprising of 11% of the sample.  We 
note that this segment is more likely to gamble at both table and slot games than average, and also 
shows a greater propensity to continue to do so, with 68% prepared to play slots taking minor 
precautions and 57% the same with table games. 
 
However, it is clear that this segment wants a greater level of personal security in their stay; 31% would 
pay a premium for guests to receive Covid tests, 32% would me more likely to stay at a property closed 
to walk-in customers, 29% would prefer resorts to be invitation only. 
 
It is also important to note that within this segment, 75% plan on returning to Las Vegas in the next 12 
months. 

“Masks are stupid. I won’t take a vaccine. I haven’t practiced one item of social 
distancing or mask wearing since this fake crap started.” 
 
“My perception is that Vegas has turned into a low-end destination for bargain travelers 
looking to cause trouble. Not as scared about Covid as I am about the behavior of 
others.” 
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