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Study

Objectives




Do o Do Do D>

Key Survey Objectives

|dentify the attributes most desired in a leisure trip
destination

ldentify consumer perceptions of specific destinations
among Virginiads target aud

Measure the overall attractiveness of Virginia and
regional competitors as leisure trip destinations

Measure each competitorados p
attributes (among respondents familiar with the region)

Track the I mportance of key
familiarity with specific regions of the state as travel
destinations, and perceptions of Virginia (and

destinations) on a quarterly basis

Al l among consumers in eigh
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Methodology

Overview




Methodology Overview

A A 15-minute online survey was conducted from July
6-24, 2009.

A 200 respondents were targeted for eight DMAS:
i Atlanta

i Baltimore

i Charlotte

i Greenville

i New York

I Philadelphia

I Raleigh

I Washington, DC

A For 1,644 responses, the margin of error is +/ - 2.4
percentage points.

A Statistically significant differences are circled i
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Respondent

Profile




Those who
said that
someone else
was the
decider were
screened out
of the survey.

About Half Are the Primary Decision Maker
Others Share Equally in the Decision

Primarily me 46%

Me and someone else, equally 54%

0% 20% 40% 60% 80%  100%

cf
Q1. Whoin your household typically decides which places to visit on leisure or vacation trips? hﬁ
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Those who
said that
someone else
was the
decider were
screened out
of the survey.

Millennial
n=74
Gen X
n =402
Boomer

n =859

Silent/Gl
n = 308

About Half Are the Primary Decision Maker
Millennial Most Likely to Share Decision Equally

| 47%
45%

® Millennial

M Gen X

49% Baby Boomer
M Silent/GlI

69%
53%

Primarily me

Me and someone else, equally !

10

55%
51%
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Number of People in Household

One 16%

Two 42%

Three - 17%
L

Four 16%

Five or more 8%

0% 20% 40% 60% 80% 100%
[ ]
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Presence and Ages of Children in Household

No children | /2%

Under age 6 - 11%
Age 612 [ 14%
Age 1317 | 14%

0% 20% 40% 60% 80% 100%
[ ]
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Race and Ethnicity

White — 86%

Black or African American - 10%

Asian I 2%

other | 2%

Hispanic I 3%

Non-Hispanic | O 7%
0%  20%  40%  60%  80%  100%
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Average Income is $69,000

Less than $15,000 h 4%
$15,000 to $19,999 _l 3%
$20,000 to $29,999 _- 9%
$30,000 to $39,999 _- 11%
$40,000 to $49,999 _- 11%
$50,000 to $74,999 __ 20%
$75,000 to $99,999 _- 15%

$100,000 to $149,999 M 13%

$150,000 to $199,999 3%

$200,000 or more | 1%

0% 20% 40% 60% 80%  100%
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Marital Status

Married 61%

Separated/divorced/widowed - 19%
Single, never married - 15%

Domestic Partnership 5%

0% 20% 40% 60% 80%  100%
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Employment Status

Full time 45%

Part time 14%

Not employed 41%

0% 20% 40% 60% 80%  100%
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Educational Attainment

Some college _ 31%
College degree _ 29%

Some postgraduate . 6%

Master's degree - 12%

Doctorate, law or professional
degree

0% 20% 40% 60% 80%  100%
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Gender

Female 58%

Male 42%

0% 20% 40% 60% 80% 100%
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Key FIindings




What are the most
Important attributes

of a vacation
destination?




P — Overall Atmosphere, Relaxation and
Ly M) Accommodations Top the List

to say food and

dining, of Importance for Leisure Travelers

accommodations,

aneriinmant Overall atmosphere 30%......... G CR 91.%

good for families,
relaxing,

' iNg |...26%..... (G OO
excitement and Relaxing | 9 89%

overall

atmosphere are Accommodations 28% S 329
overy i mp .
Food and dining 34% N 76
Exciting 33% SR 656%
Entertainment and cultural activities 35% R 66
Good for families |..19%.. . (GO 61%
Good for couples |...23%... (ECUUCRE 5 7%

Outdoor recreation 31% B 562

Sporting events, matches or tournaments  [9% 8@l 17%
|

0% 20% 40% 60% 80%  100%

‘44 M5 - Very Important
Q26. The following is a list of attributes that can characterize or be used to describe a vacation destination. ®

Using a scale of 1 to 5 where fil0 means fdnot at al I:iﬁﬂ)rta
important each of the following attributes are to you when choosing a vacation destination. -
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Virginia Performs Best on Good for Families,

Overall Atmosphere, Relaxing
Accommodations, Outdoor Recreation, and Food and Dining Also

Score Well
Good for families 30% 38% 68%
Overall atmosphere _ 33% 32% 65%
Relaxing _ 30% 35% 65%
Accommodations _ 31% 32% 63%
Outdoor recreation _ 31% 31% 62%
Food and dining _ 33% 29% 62%
Good for couples _ 30% 28% 58%
Entertainment and cultural activities _ 26% 28% 54%
Exciting _ 26% 20%  46%
Sporting events, matches or tournaments _ 14% 9% 23%
. . . . !

0% 20% 40% 60% 80%  100%

4 5 - Offers a lot
Q30. Now, think about one destination in particular, Virginia. Please rate how much you feel that -
Virginia has to offer in each of thefollowingEEa. u
of fer much at all o and A50 means Aoffers a | ot. o
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