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Top three factors driving visitation to the [DESTINATION] area in Q2 2021 were beaches (35.0%), scenic beauty (22.6%) and that the area is easy to get to (22.1%). These were 

closely followed by friends or family in the area (22.0%), overall ambiance & atmosphere (22.0%), weather (21.5%), attractions (20.1%) and arts & cultural offerings (19.5%).

Full detail on all factors tested is presented on the next page.

Question: Which of the following were IMPORTANT to your decision to take this trip to 
the [DESTINATION] area? (Select all that apply) Base: All Respondents. 1,374 responses.

Detail by Traveler SegmentFigure 2: Important to Decision to Visit

IMPORTANT FACTORS  TO DEST INATION DECIS ION

Hotel VFR Day Trip

Beaches that suit my tastes 47.1% 30.5% 24.5%

Scenic beauty 22.7% 27.6% 17.5%

Easy to get to 18.9% 24.8% 19.5%

Friends or family in the area 10.8% 77.8% 25.5%

Overall ambiance & atmosphere 26.6% 25.9% 14.2%

Weather 29.8% 29.9% 12.1%

Attractions in the area 13.5% 11.1% 22.5%

Arts & cultural offerings 9.7% 6.9% 26.1%

Sample Size: 466 213 365
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Question: Which of the following were IMPORTANT to your 
decision to take this trip to the [DESTINATION] area? (Select 
all that apply) Base: All Respondents. 1,374 responses.

IMPORTANT FACTORS  TO DEST INATION DECIS ION – FULL  DETAIL

Total Hotel VFR Day Trip

Beaches that suit my tastes 35.0% 47.1% 30.5% 24.5%

Scenic beauty 22.6% 22.7% 27.6% 17.5%

Easy to get to 22.1% 18.9% 24.8% 19.5%

Friends or family in the area 22.0% 10.8% 77.8% 25.5%

Overall ambiance & atmosphere 22.0% 26.6% 25.9% 14.2%

Weather 21.5% 29.8% 29.9% 12.1%

Attractions in the area 20.1% 13.5% 11.1% 22.5%

Arts & cultural offerings 19.5% 9.7% 6.9% 26.1%

Recommendation from people I know 14.2% 20.8% 11.1% 9.7%

Restaurants, cuisine, food scene 12.0% 9.4% 8.1% 10.9%

A specific attraction: 11.0% 10.4% 7.6% 12.3%

Advertisements for the area 6.7% 9.4% 0.5% 5.1%

Shopping opportunities 5.7% 2.5% 4.4% 6.5%

Pier 5.7% 2.0% 4.0% 7.5%

Outdoor recreational opportunities 4.2% 3.5% 4.6% 3.6%

Appealing hotels/resorts and other lodging options 4.0% 7.3% 0.2% 1.0%

The area’s unique culture 3.1% 3.2% 1.6% 3.1%

Special event(s) and/or festival(s) 3.0% 2.8% 2.6% 3.8%

The [DESTINATION] area is family-friendly 2.0% 1.2% 2.3% 2.2%

Good deal on airfare 2.0% 3.4% 4.7% 0.7%

Fishing opportunities 2.0% 0.7% 4.1% 1.8%

Articles, features, reviews, etc. about the area 1.8% 2.5% 0.9% 1.3%

Lifelong desire to visit 1.6% 3.9% 0.5% 1.1%

Good hotel rate 1.4% 4.6% 0.0% 0.0%

Sports or sporting events 1.3% 0.6% 0.0% 1.8%

Breweries/Distilleries/Craft beer scene 1.1% 1.0% 1.6% 1.0%

The [DESTINATION] area is romantic 1.1% 1.3% 0.7% 0.8%

Golf 0.4% 0.7% 0.7% 0.3%

Sample Size: 1,374 466 213 365

Differences seen amongst visitor types: 

• Compared to other segments, hotel guests were the likeliest 

to say that the area’s beaches (47.1%) and/or 

recommendations from people they know (20.8%) were 

important factors to their decision to visit the [DESTINATION] 

area. 

• Hotel guests were also the most likely segment to say that 

appealing hotels and lodging options (7.3%) and a good 

hotel rate (4.6%) were important to their decision to visit the 

[DESTINATION] area.

• Day trip visitors decided to visit [DESTINATION]for arts & 

cultural offerings (26.1%) and area attractions (22.5%). The 

Pier (7.5%) was also important to their decision to visit, 

slightly more so than for hotel guests and VFRs. 



Top Reasons for VisitingDemographics

[DESTINATION] VISITOR PROFILE

Female – 49.0%
Male – 46.2% 

College educated – 72.9%

Mean Annual Household 
Income– $139,442

Married/Partnered – 74.4%
Single – 19.8%

Caucasian – 85.3%
Asian, Pacific Islander – 3.1%
Latino/Hispanic – 2.1%
Other – 2.5%

Has Children Under 18 – 30.0%

Mean Age – 47.3
Boomers (31.7%), Gen X (35.3%),
Millennials (23.0%), Gen Z (8.1%)

Past Visitation

Key Trip Details

Domestic vs. International Visitor

Top Area Activities
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Repeat Visitor, 
81.3%

First-Time 
Visitor, 
18.7%

The average visitor spends 
5.3 days in [DESTINATION]

On average, visitors spend 
$645.94 in-market, per 
travel party, per day

The average visiting travel 
group consist of 4.5 people 
and 37.1 percent of travel 
groups had children

49.8%

Scenic drive

Biking

27.2% 21.8%

Hiking Dining

56.3%66.4%

Rafting95.3% 4.7
%

34.5%

Shopping

Source: [DESTINATION] Intercept Survey



Satisfaction with Visitor Experience

Most Liked Aspects of Big Sky

Ways to Enhance Visitor Experience

Very satisfied, 
77.5%

Satisfied, 19.0%

Top 2 Box 
Score -
96.5%

41.7% Scenic beauty

8.9% Mountains/Lone Peak

11.3% Surrounded by nature, 
forest & river

34.8% Perfect as is

10.4% Recreational activities

6.3% Variety of services

9.8%

20.1%

41.8%

47.6%

69.3%
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Days and Nights Spent in Big Sky

4.3 
People

1.7 Male

1.6 Female

1.0 Children

Travel Group Composition

Spending Per Day

Total Spending $575.80

3.5 people covered by spending 

$165.49 spending per person

6.3% Dining options

100.0% went to the following destinations 
during this trip:

Regional Visitors Trip Details
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