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Gas Prices and Economy
Dampen Leisure Travel Outlook

Our latest travel opinion survey shows soaring gas prices and Drops 7.3%
personal financial concerns may seriously impact the industry in from pre(,ious
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Gasoline
was too

expensive
July 2006 47.3%
January 2007 40.1%
July 2007 46.1%
January 2008 54.2%
July 2008 57.8%

®) @) ) &

Airfare
was too

Personal
financial

Safety

reasons expensive concerns
42.0% 28.6% 10.1%
45.2% 27.9% 9.8%
48.5% 24.4% 7.2%
51.8% 31.8% 7.6%
49.5% 35.2% 4.0%

In the past 12 months,
which (if any) of the
following kept you from
traveling more for leisure
than you would have
otherwise preferred?

In the past 12 months,
which of the following

(if any) describe how
you've changed your
leisure travel in response
to gasoline prices?

.

In the past 12 months,
which (if any) of these air
travel related problems
have you encountered?*

*Question asked only of air travelers
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In the past 12 months, which (if any) of the following kept you from
traveling more for leisure than you would have otherwise preferred?

Gasoline was too expensive....... 57.8%

Personal financial reasons......... . 49.5%
Airfare was too expensive........ 35.2%
Other personal responsibilities. . .23.5%
| was too busy atwork.............. 18.7%
| didn't have enough
vacationtime.................. 13.3%
Child care responsibilities ......... 6.1%
Safety concerns ................... 4.0%
Travel frequently for business and pre-
fersto stay home............... 2.1%

Taken fewer leisure trips

thandesired................... 47.2%
Shortened distance traveled on a

trip (or trips) to save money ...29.9%
Actively looked for travel

discounts or bargains ......... 29.0%
Reduced travel spending on

other items (hotel, food,

entertainment, etc) ........... 25.0%
Taken a“staycation” (a vacation

spent at home) rather than

traveling......ccooeveiniennn 23.6%
Shortened the number of days

spent on a trip (or trips) to

SAVEMONEY ..oovvnnnnnnnnn.. 17.5%
Compensated by visiting generally

less expensive destinations . ..14.5%
Cancelled an already

planned trip................... 11.6%
Noneofthese.................... 25.9%
Excessive security line wait....... 34.0%

Excessively delayed flight(s). ....... 29.0%
Inappropriate use of overhead
bins by passengers............ 23.6%
Had to throw away an item to pass
through an airport security. . ..22.9%

Check-in difficulties .............. 15.4%
Rude or unprofessional TSA Staff 13.4%
Lostbaggage...........c.ueenn... 12.1%

Rude or unprofessional airline staff .....
11.7%

Rude or unprofessional airport staff. ...
10.8%

Difficulty getting to the airport ...5.4%

Safety concernsin theair.......... 4.1%
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Hitting the Brakes?

The State of the American Traveler Survey also monitors traveler sentiment
by tracking the issues people perceive as having kept them from traveling.
Clearly, gasoline prices and personal financial concerns are the most
important issues impeding leisure travel. None of the other factors

tested compare. In our most recent survey,

gasoline prices continued to be cited by a

growing majority of travelers (57.8%) as a

factor that kept them from traveling as much Travelers Who think

as they would have preferred. the convenience of
Close behind gas prices is “personal air travel has gotten

financial reasons’, which has leveled off at worse or much worse

49.5%, after growing for two consecutive in past 12 months
years. The rising cost of airfare is also a
growing concern, with 35.2% of respondents
saying ticket prices have led them to cut
back on leisure travel in the past year.

In this edition we wanted to dig deeper
into how exactly Americans adapt their travel
behaviors to changing economic climates.
The survey first asked respondents to identify
the different ways in which they might have changed their travel specifi-
cally in response to gasoline prices. About half (47.2%) said they have
actually reduced the number of leisure trips taken in the past year due
to gasoline prices. Just under a third (29.9%) said they had shortened the
distance traveled on a trip to save money. A similar proportion (29.0%)
actively looked for travel bargains or discounts. Rising gasoline prices
appear to have had a more limited impact on destination choice: only
14.5% of survey respondents said that this led them to select generally
less expensive destinations to visit.

How likely are the
problems mentioned

VeryLikely.......cooooeviiiiiiiins 6.7%
Likely

previously to make you NOt. Likely or Unlikely.............

less likely to travel by Unllkely.. ..........................

air in the future? Very Unlikely .............
Idon'tknow..........ccoovuvennnn.

In the past year, is the Improved a lot.

overall convenience of Improved................
domestic air travel? Stayed the same
GOtteN WOISe. .. ennns
Gotten much worse
Idontknow...........coovvveen...

Thinking about your Look for travel discounts

leisure travel in the next orbargains.................... 53.3%
12 months, which of Reduce the number of leisure
the following areyou trips | willtake ................s 45.8%

Shorten the distance of my trip(s)

likely to do given the
or reduce side trips along the

overall economic climate

(including gasoline way to save money............ 34.9%
prices, travel costs and Visit generally less expensive
! destinations................... 33.0%

our personal financial ;
yourp Take at least one “staycation”

CIELEIY (a vacation spent at home)
rather than traveling .......... 28.5%
Reduce the number of total
days | will spend on leisure
trip(s) to save money.......... 25.4%
Cancel a trip that I've already
beguntoplan.................. 6.9%
Noneofthese.................... 14.3%
In the past 12 months, YES. e 45.6%
have you traveled for N9o0006000000000000000000000000004 54.3%
any reason by air?
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DESTINATION H

What are the domestic destinations that you would most like

to visit in the upcoming year?*

LasVegas...........oeeeett 28.9%
Orlando/Disney World ...... 21.7%
New York City .............. 21.5%
WashingtonDC ............ 10.8%
Chicago .....oovvuvvnvenn... 10.7%
LosAngeles ................. 9.6%
San Francisco................ 8.9%
SanDiego........uuuuunnnnn. 8.2%
Seattle........cooviiiin.. 7.3%
Boston...............ooeuil 7.0%
Atlanta .........c.ooeeinneen. 5.9%
Grand Canyon............... 5.3%

Denver...............ootL 4.7%
NewOrleans ................ 4.7%
MyrtleBeach................ 4.2%
Phoenix .........ccoooiiuit 4.2%
Disneyland .................. 4.0%
Miami ...l 4.0%
Portland..................... 3.6%
Philadelphia................. 3.6%
KeyWest ........ccoovinnnnn 3.4%
Dallas........cccooevviiinnnn. 3.3%
Tampa......cooovviiinni... 3.3%
Houston..................... 3.1%

OoT

B

What are the foreign destinations that you would most like

to visit in the upcoming year?*

United Kingdom ............ 14.4%
Mexico ...ovvvviiiiiiinnnnn 12.0%
Canada..........cceeeennn. 11.2%
1] 10.1%
France.............eiiiit 9.3%
Australia..................... 6.5%
Ireland.........coooiiiiiit 6.4%
Germany ...........oeeeenn.. 6.1%
Spain.....ooviiiiiiiiiinn. 4.2%
Russia ........oooeeiiiiiiiit 3.1%
CostaRica................... 3.1%
China-Hong Kong.......... 3.0%

*An open-ended question, respondents were asked to consider only destinations they could reasonably expect to visit in the next 12 months.

Japan........ol 2.9%
Greece......oouunnnnnn. 2.7%
Bahamas .................... 2.4%
Switzerland.................. 2.0%
Austria........cooeiiiinnnn.. 1.7%
Jamaica ...l 1.5%
Sweden ..........coeeeunnnn 1.5%
New Zealand................ 1.3%
Bermuda.................... 1.2%
Brazil .........ccooiiiiiiiil 1.1%
Aruba ........ooiiiiiien.. 1.0%
Egypt....ccovviiiiiiiiiii 0.9%

In the past 12 months, which of these activities did you participate in (at least once)
while on leisure trips (of 50 miles or more one-way)?

il

Dineinrestaurants............. 72.7%
Visit friends or relatives.......... 64.7%
Shopping.......oovvvvueennld 60.7%
Gotoabeachorlake........... 47.7%
Sightseeing in cities . ........... 42.1%
Visit an historical attraction.....40.3%
Visit small towns/villages........ 39.0%
Sightseeing in rural areas....... 35.3%
Casinos/Gambling ............. 29.6%
Visit a state or local park........ 29.1%

Visit a theme/amusement park 25.8%
Drive a designated scenic

byway ........ooovviiiinnel. 24.1%
Art galleries or museum......... 21.8%
Visit National Parks.............. 21.2%

Attend concert, play or musical20.4%

Attend a family reunion........ 18.9%
Takeaguidedtour............. 17.4%
Fishing ....oovvveviiiinnnn.n. 17.0%
Camping ....c.ooviiiiiiiiii 16.7%
Nightclubbing.................. 16.5%
Attend a sporting event........ 16.1%
Day hiking............ccocee.. 16.1%
Foliage or fall scenery

watching ..................e 15.4%
Visitedawinery ................ 14.7%
Visit a National Forest ........... 12.6%
Sailing or other water sports ...10.7%
Visit ethnic heritage sites......... 9.8%
GOMf.eeeiiiii 8.9%
Visit ecological sites ............. 8.0%

Stay in an all-inclusive resort ... 7.9%

Bird watching ................... 71%
Takeadaycruise ................ 6.4%
Spaorhotspring................ 5.3%
Astronomy or stargazing........ 5.1%
ATV or off road vehicles .......... 4.6%
Horsebackriding................ 4.6%
Canoeing or kayaking............ 3.8%
Hunting.......cooovviiineee... 3.8%
White water rafting. ............. 2.4%
Hiking trip (1 night + on trail) ...2.2%
Tennis.....oovvviiiiiiiiin 2.1%
Skiing or snowboarding......... 2.1%
Mountain biking ................ 1.7%
Rock climbing................... 1.4%
Mountaineering................. 0.7%
Ranchvacation.................. 0.5%

Gas Prices continued from page 1

Q In the past 12 months, Friend’s or relative’s home........ 47.1%  of trips they have taken in the past year. Meanwhile the percent
'r"‘a“"”:;‘;‘u"sft:';:;ﬁz‘i’;’e":i M"S’t's;'ﬁi‘tjé IEXtendEd ............ 3220,  ©Xpecting to decrease the number of trips they will take and their
leisure trips (of 50miles  Economy hotel.................. 30.5% spending on these trips both rose dramatically. In totaI,'28.8% of
or more one-way)? Full service hotel . ....oooonoi . 24.6% leisure travelers now say they will travel less frequently in the up-
Budget hotel or motel............ 21.0%  coming year, nearly triple the 10.5% figure seen last January. Almost
Time _Shafe property............... 8.7% a third of travelers (29.8%) are planning to decrease their travel
\C/?S?Sgc;?“?me (CEMEeoconioemns Z'gzjz spending in the next year, up from 12.6% just six months ago.
Bed & breakfastinm. . 6.4% These sobering statistics are likely to be counter-balanced,
RV, motor home or camper ....... 5.3% however, by exchange rate driven growth in international arrivals
Public campground and more domestic travel closer to home. While recent increases in
(tentcamping) ................. 4.6%  foreign travel to America are well-documented and much talked
:;‘:i’\(/:?e’ L‘;'f;)groun ocesessossones 44%  about, our survey for the first time shows that nearly one quarter of
(teNt CAMPING) +.vvvevveere. 3.6% domestic leisure travelers (23.6%) have taken a so-called “staycation”
SPATESONT . eeeveeeeeeeeeennnns 2.9% (a vacation taken at home) in the past year. While one data point
Apartment (rental) ................ 2.0%  does nota trend make, we believe it does highlight the opportunity
Private campground and potential for destinations to market themselves closer to home.
W"(;Z'?r';g%‘(‘jg)e: e :zzj‘; In fact, the survey shows that Americans are planning to use a num-
Public campground ber of ways to respond to the current economic pressures, including
(cabin Or yurt) .....oeeeeeevnn. 1.1% actively looking for travel discounts and bargains (53.3%), shorten-
Houseboat ............ccveuuennen. 0.5% ing the distance of their trips (34.9%) and reducing the number of

days spent on trips to save money (25.4%).
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In the past 12 months, Selected a hotel or place
which of these travel @IFSEY 0000000000000000000000004 46.5%

planning tasks have Booked a hotel (or lodging)..... . 43.2%
you completed online Decided to visit a particular

or decided based on destination.................... 39.7%
information found Purchased airline tickets........... 37.0%
online? Selected attractions or things

toseeanddo..................
Selected an airline
Read about local culture, arts,

heritage orevents............. 31.8%
Decided how long | would

stay at a destination
Booked arental car...............
Selected a place to eatina

destination.................... 21.5%

In the past 12 months,
Q have you used the

website of a local Visitors

or Convention Bureau (or

Chamber of Commerce)

to help plan any travel?

In the past 12 months, YES. ettt 19.1%
Q have you used the NO...oviiiiii 78.4%

website of a state Idontknow..............ooueenne. 2.6%

government travel office

to help plan any travel?

Travel & Technology

= Oursurvey vividly illustrates the importance to desti-
nation marketers of a compelling web presence that
can be found by potential visitors. Travelers not only
use Internet content for researching and buying travel product, but

to select their actual travel destinations. Fully 39.7% of respondents
said that in the past 12 months they had decided to visit a particular
destination based on information found online. Additionally, one in
four (25.1%) said that they had decided how long to stay in a particular
destination based on information found online.

Meanwhile, destination marketing organizations’ penetration into
the set of websites used in travel planning is moderate. In the past 12
months, less than a third (27.5%) of leisure travelers used the website
of a local convention & visitors bureau (or chamber) to help plan a trip.
Even fewer respondents (19.1%) report using the website of an official
state travel office.

As has been noted in previous editions of the study, advanced
Internet technologies (such as Web 2.0 applications) are under utilized
in the travel realm. Many such resources that are extremely popular
in general Internet use have yet to find traction in travel planning.

For example, online travel videos were used by only 8.8% of survey
respondents to help plan a leisure trip in the past year. User-generated
reviews of restaurants or activities were used in travel planning by only
15.8% of travelers. Surprisingly, however, almost one in five respon-
dents (17.2%) said they have used a mobile phone/PDA to access
travel information in the past 12 months.

30
Abo‘l‘t on3e3—n3;/three American travelers are
travelers (33. d 0) use becoming increasingly mobile
(BT e @l in accessing travel info
20 PEFA to plan travel —
0/ 0/
16.1% 15.8% 17.2% 17.2%
10
6.8% e
oL/ 4.6%
: X
User- User- User- User-generated  Destination’s  Social photo Social Submitted  Used amobile Travel-related  Google Earth
generated generated generated reviews of page on sharing bookmarking reviews or phone/PDA e-mail (3D online
reviewsof  travelitinerary  destination restaurants social media websites websites  photostosocial  toaccess newsletter maps)
hotels or blog reviews or activities website mediawebsite  travel info
-2 32.1% Offline media are still a travel planning resource
for nearly half of travelers (45.5%)
24.0% @
20 21.6% 22.9%
10
{) .19
8.8% 7.7% 9.1%
1.8%
o st
Online travel Audio RSS feeds Word of Travel Travel Travel or Newspaper Commercial Direct mail
videos file/podcasts mouth agent related TV related radio lifestyle travel section  guidebook piece
downloaded programming program magazine
from Web

Methodology The State of The American Traveler Survey is conducted every six months by Destination Analysts, Inc, a San Francisco-based tourism industry research company.

The survey was conducted online amongst a nationally representative sample of adult Americans. From June 27th to 30th, surveys were collected from a group of respondents who
were then screened by their leisure travel behavior. Only those respondents who had traveled at least once in the past 12 months for purely leisure or personal reasons were interviewed.
This travel must have been of at least 50 miles one-way—the standard distance threshold used in the tourism industry to signify that a “trip” has been taken. In total, 1,014 leisure
travelers completed the survey. With this sample size, the topline data presented here can be considered to have a reliability of +/- 3.1%.
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DESTINATION ANALYSTS, INC.

estination Analysts

Sp iakingTopics

Destination Analysts challenges convention, bringing entertainment and education together in its speeches and

educational sessions. Our trained presenters are appreciated for their engaging, accessible, audience-focused style, and

can be booked for both key notes presentations and customized educational sessions and workshops. Several of our

most popular speaking topics are described below.

Please contact us at 415 307-3283 for more information or to book an engagement.

The State of the American Traveler
Suggested Keynote

Food, Wine & Travel: A Perfect Pairing
Suggested Keynote

Go inside the mind of the American leisure traveler, with this
entertaining, customized keynote. The American leisure travel market is
rapidly evolving. The Internet, Web 2.0, safety concerns, gasoline prices,
and changing product offerings have all collided in recent years to create
a new and ever-shifting travel landscape. Using data collected in its bi-
annual survey of leisure travelers, Destination Analysts will make sense of
these changes and help your group move forward with confidence.

Measure, Monitor, Then Manage:
The Essentials of Web Analytics
and Online Research

Unless you are measuring you can’t manage. This information rich
session will provide an overview of the tools, methods and options in
measuring and researching your online customers. Your websites and
e-mail marketing programs should be providing critical information that
your DMO managers can access, interpret and use. Cutting through the
technology jargon, this session will teach you the why, how and what to
do next. We will explain online research options and discuss how DMOs
can use these techniques to gain the clarity and direction needed to
effectively develop, manage and track the results of their Web sites and
electronic promotions.

Research-Based Web Design: Making
Your Website Meet Your Users Needs

If you're like most destinations, your website is now your most
important marketing tool. Internet users are primarily task-oriented and
will quickly leave a website that fails to immediately address their needs.
Have you studied your website visitor to find out what they really want
from your website? Do you know what will keep them on your website
and create true stickiness? In this informative session, we will show you
how to find out what your visitors want and shape your website to fit
their needs. A tutorial on website usability testing will end this exciting
and interactive session.

Culinary tourism is often portrayed as the latest “trend” in
destination marketing, but is really one of the oldest and potentially
most lucrative leisure travel niche market. In this revealing session we
give you an inside look at so-called “foodie” travelers or culinary tourists.
How are they psychographically different from other travelers and how
can your destination tap this affluent, high-spending market?

Accountability Research 101:
Measuring the Value of Your
Marketing Programs

Destination marketers are under increasing pressure to show the
return on investment of their sales and marketing activities to their
communities. In this fast-paced and content rich session, you will learn
the basics of how to measure the economic impact of your programs.
Case studies and how-to examples will be presented on websites, visitor
guides, tourism magazines and e-mail campaigns. You'll also get tips for
effectively communicating to stakeholders and the media the value your
works bring to your destination.

Guerilla Research: A Beginners
Guide to Conducting Affordable
and Effective Market Research

Smaller destinations face the same pressure to make hard decisions
and justify their expenditures as large one. Yet, to these many small
destinations market research is perceived as expensive and out of reach.
In this one-hour session, you will learn the basics of conducting reliable
and cost-effective research in-house. The session will leave you with

a treasure trove of ideas for research with the highest impact to your
organization and new ideas for minimizing and sharing research costs.

www.destinationanalysts.com
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Destination Analysts has developed numerous ready-to-implement research solutions specifically for

destination marketing organizations. While each solution is well-tested, every study is customized for

your individual DMO's needs.

Website Usability Testing

Usability research gathers rich feedback on website user behavior to
develop a deep understanding of the “whys"” behind your web analytics. A
particularly critical step in website redesign/re-launch, this study gauges
users’ emotional response, tests users’ understanding of finding the
information they seek, and identifies key areas of improvement.

Return on Investment Studies

The ability to quantify the return to your community of your
organization’s marketing efforts lends enormous power to clarifying
strategy, and justifying funding maintenance or expansion. Destination
Analysts can conduct conversion research on your website, visitors guide,
advertising programs, events and other promotions, even convention/
meetings sales and marketing efforts.

Economic Impact Analysis

With the political uncertainty faced by DMOs, having reliable data on
the financial return the tourism industry brings to the community is
crucial. Destination Analysts economists can provide a customized,
comprehensive study of the economic impact of tourism, which includes
all related facets—from visitor volume to jobs supported—and provides
important benchmarking for the future.

Brand Audits & Branding Research

An imperative first step for both short and long term marketing strategy
planning, a brand audit develops a clear picture of the essential elements
that comprise your destination’s brand and its core values. Branding
research can also help measure your brand against its competitive set,
and identity your destination’s most lucrative target markets to develop
specific selling points for each.

Meeting Planner Studies,
Meetings Market Research &
Competitive Analysis

A variety of research can be implemented to increase meetings business
including studying meeting planners’ motivations in the destination
decision; identifying competition and providing comparison metrics on
key attributes that meeting planners seek in a meetings destination; and
quantifying the economic impact to the local economy.

Advertising Effectiveness &
Tracking Studies and Advertising
Concept Testing

To understand the full value of your advertising program, this study
will measure ad recall and brand recognition and, most importantly,
demonstrate how the advertising affected visitor behavior. Advertising
concept testing can also be introduced to understand how ad creative
fares with your target audience before costly media investment.

Traditional Focus Group Research &
Online In-Depth Interviews

Qualitative research provides the color and depth of understanding to
our informational pursuits. Whether you need potential visitors' responses
to new marketing messaging or meeting planners opinions on your new
online meetings tools, our seasoned facilitators can help seek out the
valuable feedback you need.

www.destinationanalysts.com




