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This study used data from a random sample of 2656 people who called the 1-800-
VERMONT information request phone number between November 1997 and January
1998. The project began by attempting to draw a national sample. We surveyed people
from 7 states in the Northeastern U.S., including New York, New Jersey, Pennsylvania,
Massachusetts, Connecticut, Maine, and New Hampshire.

Researchers at the University of Vermont surveyed the people in the sample by telephone
n the evenings and during the daytime during March and April, 1998. The telephone
numbers of 1-800-Vermont callers were obtained by the organization that fields
information requests, but predominantly by using two CD-ROM telephone directories
and a World Wide Web telephone database. We were able to find phone numbers for
1914 people (72%) out of the sampling frame.

Interviewers called sample members during March and April of 1998 using a five call-
back survey procedure. Each individual contacted was asked to participate in the survey.
If the respondent hesitated, interviewers were instructed to encourage the respondent,
guarantee anonymity, and reassure the respondent that the survey was not a hidden sales
promotions. 758 individuals agreed to participate (62.8%), 407 people refused to be
interviewed (33.7%), and 105 people who asked to be called back later, but were never
again contacted (8.3%). 644 individuals were never successfully contacted.

We completed interviews with 213 visitors and 112 nonvisitors. There were 432
nonvisitors who agreed to participate, but were screened from the interview process
because the sampling quota of 100 “nonvisitors who considered visiting Vermont™ had
been achieved. The nonvisitors were asked questions about their demographic profile,
their intent to visit Vermont in the future, and their opinions about the travel materials
sent to them by the Vermont Department of Tourism and Marketing. They were also
asked to evaluate the service they received from the 1-800-VERMONT telephone
representative. Visitors to Vermont were asked about length of stay, party size,
accommodations used, expenditures, intent to revisit Vermont within 12 months,
evaluation of their trip to Vermont and their evaluation of the 1-800-VERMONT

information they received. A copy of the study questionnaire can be found at the back of
this report.
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In April of 1998, a telephone sample of 325 households were asked about their travel
behaviors and opinions concerning the Vermont 1997-98 winter season. Additionally,
they were asked about their future travel intentions. As might be expected, downhill
skiing is the dominant reason for travelling to Vermont in the winter. In our sample, ski
resort destinations Stowe, Mount Snow and Killington accounted for a large portion of all
winter trips. When asked to consider the money they spent and ‘think about the value of
their recent vacation experience in Vermont’, over 80% respondents rated it as ‘very
good’ to ‘perfect’. The likely reason for this high rating is that when asked what fell
short of expectations, the majority of visitors did not mention anything. Positive
comments outnumbered negative comments regarding snow and skiing conditions,
Vermont’s natural beauty and the friendliness of the people. Small wonder that when
asked about their future travel intentions to Vermont, 70% percent of the sample said that
they ‘definitely will visit’ within the next 12 months.

These future intentions are not surprising given past travel patterns of Vermont’s
customers. That is, nearly 60% of winter visitors came to Vermont at least 5 times in the
past five years. This means that a relatively small core of households comprise a large
percentage of the total cross-year winter customer base. Within the winter season, nearly
20% of those who came to Vermont came three or more times. Marketing to these core
loyal customers requires different strategies than marketing to infrequent or first-time
Vermont travelers.

Vermont attracted a broad cross-section of visitor types. However, the typical visitor is a
middle aged (35-54) baby boomer with a college education whose household income is
$75,000 or more. Stated carlier, while the primary purpose of the trip was to ski, the next
stated reason was ‘family get-away’. Approximately 60% of visitors did not travel with
children. However, near 85% of households who had children brought at least one child
along on the trip. Hence, the average size of the party was greater than two (2.81).

Typically, winter travelers stayed three or fewer nights and 80% included a Friday or
Saturday night stay-over. They spent on average $601.10 but this depended on length of
stay, purpose of trip, age of the traveler and number in the party (see Table 15). The
predominant accommodation type was ‘hotel/motel” with ‘bed and breakfast/country inn’
coming in a close second. Interestingly, value and satisfaction ratings were higher among
visitors staying at bed and breakfast establishments than other establishments.

Adpvertising played a significant role in both influencing individuals to visit Vermont and
as the source for learning about the 1-800-Vermont information number. Publicity (e.g.,
magazines and newspaper articles) was also a strong influence. Respondents stated that
they received information packets relatively quickly (near 60% said in ‘one week or less”)
but would like to see more detailed maps and town information plus information for
multiple seasons in the packets.
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TABLE 1
Visitation Pattern of Winter 1-800 Vermont Callers

“Percent of Total Visits”
§ Visited Vermont

Did not consider visiting Vermont

¢ Individuals that visited or seriously considered visiting Vermont during
the 1997-98 winter season made the vast majority of winter calls, 71.2%,
to 1-800-Vermont.




TABLE 2
Four Month Vermont Travel Habits of the 1997-98 Winter Visitor

“Percent of Total Visits”

: Two trips 20.0%
 Three or more trips 19.4%

_ Mean Trips 2.1

" * Open-ended question. Individuals taking 3 or more trips were aggregated into the “three or more

trips” category.

¢ The majority of winter visitors, 60.6%, came to Vermont just once
during the 1997-98 winter season.

e A little over a quarter, 26.7%, of winter visitors came during the 1997
Christmas holiday period.




TABLE 3
Vermont Winter Visitor 5 Year Visitation Pattern

“Percent of Total Visits™

« More than half, 58.3%, of winter visitors came to Vermont at least 5
times in the past five years.

+ This means that a relatively small core of households comprise a large
percentage of the total cross-year winter customer base.
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TABLE 4
Vermont Vacation Value and Satisfaction Ratings

| Value Satisfaction

]

d Perfect | 6.3% 7.8%
29.0%

 Excellent

| Very Good L 31.3%

| Good L 14.6% 21.2%
L 3.1% 7.3%

Fair
1.0% 1.0%

Poor

§ Mean Rating 4.32 4.06
table.

« Only 18.7% and 29.5% of respondents rated their vacation value and
vacation satisfaction, respectively, lower than “very good.”

+ Interestingly, satisfaction and value ratings did not vary appreciably
among light (first time in last five years), moderate repeat (2-4 trips in
last five years) and heavy repeat (more than five trips in last five years)

visitors.




TABLE 5
Elements of Trip that Exceeded (Fell Short) of Expectations
(ranking = exceeded expectations — fell short of expectations)

Exceed  Fell Short
§ Reported Nothing | 05.8% 78.1% F

§ Snow/ski conditions | 11.9% 4.7%
Natural beauty F 5.7% 0.0%
§ Friendly people E 3.1% 0.0%
| Food/restaurants | 3.6% 3.1%
 Lodging F 3.1% 3.1%
 Prices 5% 2.1%
Weather - 1.6% 4.1%

| Other 47%  48%

¢ When asked, the majority of visitors did not mention any specific
element of their vacation that exceeded or fell short of their expectations.
In particular, only 21.9% of respondents shared negative information
about their trip.

Among those that did respond......

e Positive comments outnumbered negative comments regarding snow and
skiing conditions, Vermont’s natural beauty and the friendliness of the
people.

e Negative comments outnumbered positive comments regarding pricing
and the weather.

e Positive and negative comments about food, restaurants and lodging
were balanced.



TABLE 6
Intent to Revisit in the Next 12 Months

“Percent of Total Visits”

17 (Definitely will not visit)

Mean Rating

Unlike the other questions in this section, this question was asked of both
individuals that visited Vermont and individuals that did not visit, but
considered visiting Vermont.

¢ Repeat visit intentions among visitors are extraordinarily high among
heavy visitors, 94.1% reported that they will “definitely” return within
the next 12 months.

¢ Repeat visit intentions are somewhat lower, but remain high among light
and moderate visitors (68.4% and 65.7%, respectively “definitely” plan
to return),

¢ Almost half, 45.5%, of the people who considered but did not visit
Vermont “definitely” plan to visit sometime in the next 12 months.
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TABLE 7
Party Size

“Percent of Total Visits”

One

 Two
| More than two (i.e., children)

Mean party size

¢ Vermont attracted a broad cross-section of party types. 58.9% of visitors
did not travel with children. However, 84.4% of the adults in households
with children brought at least one child on the trip.

¢ Of the households travelling with children, 94.3% had no more than two
children with them.




TABLE 8
Age

“Percent of Total Visits”

E? Under 34

55 and older

Mean Age

Table includes visitors and considerers,

e The typical Vermont visitor and vacation considerer is a middle aged
Baby Boomer.

10




TABLE 9
Household Income

“Percent of Total Visits”
: Under $75,000

were reduced to the two reported above. Table includes visitors and considerers.

¢ Individuals that visit and consider visiting Vermont are, on average,
significantly more affluent than the typical American.

e Those that visit are more affluent than those that consider visiting. On
average, 50% of Vermont winter visitors earn household incomes of
$75,000 or more.

11




TABLE 10
Education

“Percent of Total Visits”
ess than undergraduate degree

reduced to the two reported above. Table includes visitors and considers.

e The Vermont visitor and considerer have significantly higher educational
attainment than the average American.

e This is particularly true of the visitor, 68.3% of who have at least an
undergraduate degree.

12
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TABLE 11
Length of Trip

“Percent of Total Visits”
I Three or fewer nights
 More than three nights

e Most trips, 69.2%, were three days or less in length.

‘o Most trips, 80%, included a Friday or Saturday night stayover.

13




TABLE 12
Primary Destination
(ranked by # of trips)

“Percent of Total Visits”
| Stowe

| Wilmington/Mount Snow
| Rutland/Killington

t Manchester

| Burlington

 Stratton

 Other

¢ Only destinations accounting for more than 5% of total visits are
reported

e Ski resort destinations Stowe, Mount Snow and Killington accounted for
41.6% of all winter trips.

e Interestingly, these three resorts had lower satisfaction (63.8% rated
“very good” or higher versus 73.8% for other destinations) and value
ratings (70.6% rated “very good” or higher versus 86.9% for other
destinations) than the less “popular” destinations.

» Intentions to revisit Vermont in the next 12 months, however, were not
significantly different between visitors to the top three resorts and all
other visitors.

14




TABLE 13
Primary Purpose of Trip
(ranked by frequency)

“Percent of Total Visits”_

amily get-away

! Visiting friends and relatives
Cross country skiing

f Romantic get-away

§ Snowmobiling

Other

e As might be expected downhill skiing is the dominant reason for
travelling to Vermont in the winter,

e Individuals on romantic get-aways gave higher satisfaction (100% rated
“very good” or higher) and value ratings (92.3% rated “very good” or
higher) than visitors coming for other purposes, but their intent to revisit
in the next 12 months was lower than average (66.7% “definitely” plan
to return in the next 12 months).

15




TABLE 14
Primary Accommodation
(ranked by frequency)

“Percent of Total Visits”

Hotel/motel
| Bed and breakfast/country inn

| Private residence of friend or self

 Rented cabin, cottage, home or condominium
| Other

e Seventy two percent of visitors staying in hotels/motels stayed in a
locally owned and operated establishment as opposed to a chain.

¢ Interestingly, value (87% rated “very good” or higher as opposed to 64%
for hotel/motels) and satisfaction (87% rated “very good” or higher as
opposed to 77% for hotel/motels) ratings were higher among visitors

staying at bed and breakfasts than other establishments, particularly
hotel/motels.

¢ Intentions to revisit Vermont in the next 12 months, however, were
slightly higher among visitors staying at hotel/motels.

16




TABLE 15
Mean Expenditures by Category
(ranked by contribution to trip)

;g . “Mean Value”
 Lodging $261.2
§ Food 133.7
 Recreation/Entertainment 89.2
 Retail 79.7
 Other 9

i
N

N

1 :

. !

The mean winter trip expenditure was $601; the median was lower, $350.
As might be expected there were major differences in spending patterns
across length of stay, party size and purpose of trip:

e Parties staying four or more nights spent an average of $1124, while
weekend visitors spent an average of $440.

» Although they represented a small percentage of total visitors, travelers
over the age of 65 spent more, an average of $975, than other age
groups.

» Likewise, couples on a romantic get-away spent an average of $935,
much higher than any other reason for visiting Vermont. Downhill
skiers ranked second at $715, while cross-country skiers and people
visiting friends or family both averaged about $350.

¢ Parties of 3 or more spent an average of $805, while people travelling
alone spent an average of $435.

» Parties visiting one of the top three resorts spent more than parties
visiting other Vermont destinations ($677 versus $562).

17




1 TI ANALYSI

TABLE 16
Information Source Evaluation
(ranked by reported receipt of information)

The 1-800 Vermont information number

A newspéper or magazine article
Friend, co-worker or relative

§ The internet

travel Agent

4

The results to this question are biased by the fact that the study sample was
people who used the 1-800-Vermont information number. Since many of
these people learned about the number from advertising, newspapers and/or
magazines, the extent to which these sources are reported to have been used
is likely to be inflated.

¢ Approximately one-fourth of respondents do not recall acquiring
information about Vermont through the Vermont information number.

e Advertising ranks second only to the Vermont information number when
respondents were asked about the sources of their trip information.

e Publicity (i.e. newspaper or magazine articles) has high potential in
disseminating information about Vermont.

e The Internet as a medium of information dissemination has yet to be
exploited and could have potential if tied in with advertising and
publicity.

18




TABLE 17
Information Source Evaluation
(ranked by reported influence)

Mean Value®
riend, co-worker or relative

newspaper or magazine article
§ The 1-800 Vermont information number
§ The internet

travel Agent

= “it definitely influenced my desire to visit Vermont”; 1 = “it definitely did not influence my desire to
visit Vermont.”

e Advertising ranks second only to word-of-mouth (i.e. friend, co-worker
or relative) when respondents were asked what influenced their desire to
visit Vermont.

¢ Respondents who acquired information through the Internet and/or travel
agents report that these information sources had less influence on their
desire to visit Vermont than other sources.

19




TABLE 18
Knowledge of the 1-800-Vermont Number
(ranked by information source)

it thetd il i
travel article in a newspaper or magazine

ther
elephone directory/long distance information
he internet
had used it on a previous occasion
on’t recall
g friend or relative

g
F

* - . - .
Broadcast media, printed materials and atlases, chambers of commerce, ski areas.

¢ Advertising 1s, by far, the primary source by which respondents learn
about the 1-800-Vermont information number.

e Publicity (i.e. newspaper and magazine articles) can be an effective way
to disseminate information about the 1-800-Vermont information
number.

¢ The degree of word-of-mouth (i.e. friend, co-worker or relative) about
the 1-800-Vermont information number appears to be surprisingly low.

20




TABLE 19
Quality of Service Provided by the
Vermont Telephone Representative

Percent -

“5” (Not at all helpful) 33%§
B 2.7%}

u.3” 170% :
u: B V 25.8% i

e Approximately 77 percent of respondents rate the quality of service
received from the Vermont telephone representative as ‘helpful’ to ‘very

helpful’.

e The Vermont telephone representatives rated 4.2 on the S-point
helpfulness scale (where 5 = ‘very helpful’).

21




TABLE 20
Quality of the Vermont Information Packet

Percent

§ Provide information for multiple seasons

| Include pricing and promotional material

| Provide more information on cross-country
§ skiing and snowmobiling

 Provide more information on lodging and
 restaurants

| Provide more information on attractions and
festivals

| Get the packet to me quicker

" Approximately 70 percent said ‘no’.

¢ When respondents were asked how long it took to get the information
packet, 58.4 percent said ‘one week or less’, 33.1 percent said ‘8 to 14
days’ and 8.4 percent said ‘more than two weeks’.

22




APPENDIX A

SUMMARY QUESTIONNAIRE
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Winter Visitor Inquiry Study
Questionnaire

Note to Interviewer:

Ask to speak to the person in the household that makes or shares in the
decisions regarding vacation travel.

Hello, my name is . I’'m a student working for a university research group that
conducts research about vacations and vacation planning. I am in no way connected with
any sales or marketing organization and this information will remain confidential and
anonymous. May I take about ten minutes of your time to complete a survey?

1. First, approximately how many pleasure trips, a day trip or longer, did you take to
destinations outside of your own state in the past four months?

Avg=1.6 [Xf *0” skip to Q5a]

2. For cach of these trips, what state was your primary destination?

1. _Mode=Vermont (n=165) 2. Mode=Vermont (n=61)
3. Mode=Vermont (n=29) 4. Mode=Vermont (n=15)
5. Mode=Vermont (n=5) 6. Mode=Vermont (n=6)

3. Did you visit states other than your primary destination state(s)? By visit, we mean
more than simply travelling through the state en route to your primary destination.

11.0% Yes
89.0% No [Skip to Q5b]

24




4. What other states did you visit?

1. MA 2. NH
3. NY 4. ME
5 6.

iF VISITED VERMONT, SKIP TO Q5B

5a. Did you consider taking a trip to the state of Vermont in the past four months?

59.9% Yes
40.1% No [Terminate and Tally]

AFTER 100 QUOTA FILLED FOR NON-VISITORS TERMINATE AND TALLY

IF VERMONT WAS NOT VISITED (Q2 OR Q4), SKIP TO Q24

5b. Today, we would like to focus on the time you spent in the state of Vermont. Did
you travel to Vermont over the Christmas holidays?

26.7% Yes
73.3% No

5c.  Was your travel to Vermont during the past five months the first time in the last five
years that you traveled to Vermont?

24.7% Yes [Skip to Q5¢]
75.3% No

25




5d.

Se.

How many times in the past five years have you visited Vermont?
Read List.

68.1% More than five trips
6.9% Five trips

5.6% Four trips

6.3% Three trips

13.1% Two trips

How many trips did you take to Vermont in the past four months?

_Avg=21 _ [If more than one skip to Q13a]

What town in Vermont was your primary destination?

Stowe, Rutland/Killington, Manchester

What was the primary purpose of this trip?
Read List. Accept One Answer.
53.3% Downhill Skiing
8.0% Cross-country skiing
8.0% Visit to friends or relatives
6.7% Romantic get-a-way
14.0% Family get-a-way
10.0% Other

Including yourself, how many people from your household went on this trip?

Avg=2.8 people
How many children from your household under the age of 18 went with you on this
trip?

Avg=2.1 children

26



10a.

10b.

ila.

11b.

How many nights did you spend in Vermont?

Avg=3.5 nights [If “0”, skip to Q12]

Did your trip include a Friday or Saturday night stayover?

80.4% Yecs
19.6% No

Which of the following was your primary type of accommodation during your stay
in Vermont?
Read List. Accept One Answer.

33.1% A hotel or motel

24.2% A bed and breakfast or country inn

17.2% A private restdence of a friend or relative
4.5% A vacation home that you own

20.4% A rented cabin, cottage, home or condominium
.6% Other:

IF ANSWER IS NOT ‘HOTEL/MOTEL’ SKIP TO Q12

To the best of your knowledge was this motel or hotel a part of a regional or
national chain, or was 1t locally owned and operated?

30.0% Chain
70.0% Locally owned and operated

27



