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Research Objectives

4



BCF

Research Objectives:

To better understand what will motivate Civil War buffs, 

heritage travelers and general travelers to visit Civil War 

sites in Virginia during the Sesquicentennial 

Commemoration

To explore a universal message for all Virginia Civil War 

sites that attracts heritage travelers, historical travelers and 

buffs
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Who Did We Talk To?
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Vacaters (General Travelers)

Heritage Travelers 

Civil War Buffs
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Where did we find them? 

Civil War site intercepts: 

Appomattox, Manassas, The American Civil War 

site at Tredegar

Museum/Heritage site intercepts: 

Colonial Williamsburg, the DC Smithsonian 

Museum of American History

Source: The Tipping Point, Malcolm Gladwell
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SOURCE: TNS Travel Panel Study, 2009
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Target

Vacaters
- 20% of the concentration

- Least likely to come

- Broadest target

- Most expensive to reach

Vacaters

Heritage Travelers

Heritage Travelers
- 40% of the concentration

- More likely to come

- Broader target

- More expensive to reach

Civil War Buffs

Civil War Buffs
- 40% of the concentration

- Most likely to come

- Smallest target

- Least expensive to reach 20%

40%

40%
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Psychographically:

We found Mavens at Civil War Sites

and Salespeople at museums and heritage sites
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Source: The Tipping Point, Malcolm Gladwell

So the people interviewed represented a Tipping Point
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What makes someone a Maven?  

They are information experts

They are the people we rely upon to connect us with 

new information 

They have the power to spark word of mouth because 

their opinion is respected
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Source: The Tipping Point, Malcolm Gladwell
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What makes someone a Salesperson?

They are persuaders 

They are passionate

You canôt help but like them 

This is how they persuade you

Source: The Tipping Point, Malcolm Gladwell

12

Source: The Tipping Point, Malcolm Gladwell
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Target

Vacaters
-Not as interested in history 

-Not as influential

Vacaters

Heritage Travelers

Heritage Travelers
- Interested in history 

- They persuade their friends 

and family to come with them

Civil War Buffs

Civil War Buffs
-Experts on the Civil War

Influencers
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The meaning of history/the Civil War
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ñVirginia is THE state to come and learn 

about Colonial and Civil War history. More 

battles were fought here than anywhere 

else in America.ò
- Civil War Buffs and Heritage Travelers
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Virginia is known for its History

16

64%

62%

57%

50%

49%

46%

46%

45%

42%

42%

42%

41%

39%

36%

36%

34%

34%

34%

32%

30%

28%

28%

27%

27%

27%

26%

26%

26%

22%

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

Great for scenic drives

Noted for Colonial historic sites

Noted for Civil War historic sites

Interesting small towns/villages

Good place to relax

Warm, sunny beaches

Has beautiful parks and gardens

Interesting inns/bed & breakfasts

Warm, friendly people

Great for walking/strolling about

Has vibrant fall colors

Great for hiking / exploring nature

Well-known destination

Interesting cities

Has amusement / theme parks

Good for viewing wildlife/birds

Is a great place for camping

Interesting festivals/fairs/events

First-class hotels/resorts

Provides a unique vacation experience

Unique local/ethnic cooking

Interesting antiques

Excellent fishing

Great for boating / sailing

Interesting arts/crafts

Excellent shopping

Excellent museums/art galleries

Not too crowded

Interesting architecture

Source: VTC Attitudinal Study, Southeastern Institute of Research, May, 2009
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