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Study

Objectives




Key Survey Objectives

ldentify the attributes most desired In a leisure trip
destination

ldentify consumer perceptions  of specific
destinations among Virginia

Measure the overall attractiveness of Virginia and
each region as a leisure trip destination

Measur e e ac hpercewer delivery af

attributes (among respondents who are familiar with

the region)

Track the importance of key attri bute
familiarity with specific regions of the state as travel
destinations, and perceptions of Virginia (and

destinations) on a quarterly basis

All among consumersinei ght of VTCOs t ¢

€fi

Southeastern Institute of Research




Methodology

Overview




Methodology Overview

A A 15-minute online survey was conducted quarterly:
T April 9 to April 22, 2009
I July 6 to July 24, 2009
i October 12 to November 2, 2009
I February 19 to March 8, 2010

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 Statistically significant differences are circled i
=
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Respondent

Profile




Participants Were Required to Be the Primary
Travel Decider or to Share Equally in the Decision

Those who
said that 1 { 45%
someone else ) ..
Primary decision maker

was the
decider were
screened out Decider
of the survey.

Those who Shared decision maker

had not taken
a leisure or

vacation trip in

the past 12
months were Female

also screened

survey.

20% 40% 60% 80% 100%
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A detailed respondent profile is included in the Appendix.
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About One in Four Have Children Under 18 at
Home, Two In Five Households Include 3 or More

Children in household

Children

No children in household

Number in Two
Household

Three or more

0% 20% 40% 60% 80% 100%
M April 2009 ® July 2009 ™ October 2009 ™ February 2010

Wave | n = 1,634
Wave |l n = 1,644
Wave Il n = 1,800
Wave IV n = 1,827

@
A detailed respondent profile is included in the Appendix. hﬂq
Southeastern Institute of Research

10




The DMA and Vacation Travel Requirements
Skew the Sample Toward a Wealthier and More
Educated Pool of Respondents

|
College degree or higher
51%
High school or some college PEAS,

Income $50,000 to $100,000

$100,000 or more

0% 20% 40% 60% 80% 100%
M April 2009 = July 2009 ™ October 2009 ™ February 2010

Wave | n = 1,634
Wave |l n = 1,644
Wave Il n = 1,800
Wave IV n = 1,827

@
A detailed respondent profile is included in the Appendix. hﬂq
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The DMA and Vacation Travel Requirements
Skew the Sample Toward a Wealthier and More
Educated Pool of Respondents

1 | 86%
86%
83%
83%

White

Race

Some other race

Married/Partner

Marital Status

Not married

0% 20% 40% 60% 80% 100%
M April 2009 = July 2009 ™ October 2009 ™ February 2010

Wave | n = 1,634
Wave |l n = 1,644
Wave Il n = 1,800
Wave IV n = 1,827

@
A detailed respondent profile is included in the Appendix. hnq
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Key Areas of
Strategies and Insights
for Virginia




Five Areas of Focus

1. What do visitors need and expect in the
current travel climate and how is it changing?

What do visitors know and think about
Virginia?

How do perceptions and misperceptions
provide opportunities for Virginia?

.What are Virginiaodos ke

How are strengths and opportunities similar
or different at the regional level?




