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Study Overview

ABOUT THE STUDY

Visi t  Annapol is  & Anne Arundel  County (VAAAC) contracted 

Rockport  Analyt ics to conduct  an independent research study 

based on pr imary data col lect ion.  The goal  of  th is  study was 

to assess the current  v is i tor  prof i le and sent iment . 

Data f rom vis i tors were col lected through an in-person 

intercept survey administered by VAAAC staf f  and volunteers 

f rom Apri l  24,  2019 to October 31 ,  2019.  Vis i tors were 

intercepted at  the Annapol is  Vis i tor  Center,  Ci ty  Dock,  and 

other parts of  downtown Annapol is .
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Survey Sample

M E T H O D O L O GY

Results from this analysis are based on responses from 

1 , 1 9 3  C O M P L E T E D  S U R V E Y S 
The total margin of error for the survey is +/- 2.5%. 

One of the key goals of the study was to obtain measures 

of visitors satisfaction, which required respondents that had 

been in Annapolis for at least 4 hours and reside outside of 

Anne Arundel County. A total of 1,595 individuals were invited 

to participate in the survey with 75% qualifying to participate.
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Key Findings

54%
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$95k
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FOR VISITING
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OVERNIGHT
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The study ident i f ied a number of  key f indings 

including the highl ights presented here.  

P lease see the ful l  report  for  complete f indings. 
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Events Draw

48%
of the respondents 

at tended a major  event 

dur ing the study dates.

On average,  event 

at tendees stayed longer 

and spent more per 

t r ip than the average 

Annapol is  v is i tor.



Visitor Profile
GENERATIONAL COHORTS

S H A R E  O F  BY  G E N E R AT I O N

S H A R E  O F  BY  O V E R N I G H T  S P E N D I N G
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mille n ials

bo o mer s

gen  z
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MILLENNIALS 

were more l ikely to spend a larger proport ion of  their 

t r ip budgets on enterta inment ,  recreat ion and shopping.

GEN XERS 

had the longest  average length of  stay and the highest 

average party s ize among al l  generat ional  cohorts .

BABY BOOMER 

had the highest  percentage of  f i rst  t ime vis i tors . 

GEN Z 

were much more l ikely than other v is i tors  

to stay in a short - term vacat ion rental .
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A total of 597 respondents (65% of completed surveys) participated in Arts 
& Culture activities, including- galleries, concerts, theater, and dance- during 

their stay in Annapolis. Arts and Culture visitors have significantly longer 
lengths of stay despite a lower proportion of in-state visitors.

Arts & Culture Visitor

AV E R AG E  S P E N D  P E R  O V E R N I G H T  V I S I TO R :  $ 6 6 3

A R T S  &  C U LT U R E  I N D E X  S C O R E S  BY  G E N E R AT I O N A L  C O H O R T

35% 23%

22%

6%

14%

LO DG IN G F&B

SHO PP ING

TRANSPORTAT ION

100 average 
number of activity 

participants  
within cohort

ENTERTA I NMENT

61 109 111 100
BOOMERS GEN  X MILLEN IALS GEN  Z



A total of 632 respondents (69% of completed surveys) participated 
in Culinary & Dining Experience activities, including- visits or tours to 
wineries, distilleries, and breweries - during their stay in Annapolis. 

Culinary & Dining experience visitors are more likely to be traveling from 
out-of-state and have a longer average length of stay than other visitors.

Culinary Visitor

AV E R AG E  S P E N D  P E R  O V E R N I G H T  V I S I TO R :  $ 6 6 8

C U L I N A R Y  &  D I N I N G  I N D E X  S C O R E S  BY  G E N E R AT I O N A L  C O H O R T

39% 25%

19%
12% 5%

lo dg in g
F&B

sho pp ing

enterta inme n t tr ans por tat ion

100 average 
number of activity 

participants  
within cohort

100 95 111 90
BOOMERS GEN  X MILLEN IALS GEN  Z 9
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A total of 281 respondents (31% of completed surveys) participated in  
Maritime activities, including-boating, sailing, and water sports - during their 
stay in Annapolis. Maritime visitors are much more likely to be traveling from  

out-of-state and have a longer average length of state. Maritime visitors  
also had a significantly higher average household income.

Maritime Visitor

AV E R AG E  S P E N D  P E R  O V E R N I G H T  V I S I TO R :  $ 7 0 1

35%

27%21%

13%

4%

lodg i ng

F &b
shopp i ng

enterta i nment

transportat ion

M A R I T I M E  AC T I V I T Y  I N D E X  S C O R E S  BY  G E N E R AT I O N A L  C O H O R T

100 average 
number of activity 

participants  
within cohort

111 98 107 70
BOOMERS GEN  X MILLEN IALS GEN  Z



A total of 428 respondents (47% of completed surveys) participated in 
History activities, including-historic sites, parks, and museums - during 

their stay in Annapolis. History visitors were more likely to have traveled to 
Annapolis from out of state and over one-third (36%) were first time visitors.

History Visitor
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AV E R AG E  S P E N D  P E R  O V E R N I G H T  V I S I TO R :  $ 6 9 9

25%

39%

13%

18%
5%

F & b

lodg i ng

enterta i nment

shop p i ng

tr ansportat ion

H I S TO R Y  AC T I V I T Y  I N D E X  S C O R E S  BY  G E N E R AT I O N A L  C O H O R T

100 average 
number of activity 

participants  
within cohort

150 84 96 80
BOOMERS GEN  X MILLEN IALS GEN  Z
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A total of 123 respondents (13% of completed surveys) participated in General 
Business activities, including- meeting,convention, and conference- during 

their stay in Annapolis. Business travelers spent significantly more than leisure 
travelers- $895 per trip on average. Entertainment and shopping made up a 

significantly smaller proportion of their trip budget than that of leisure travelers.

Business Visitor

AV E R AG E  S P E N D  P E R  O V E R N I G H T  V I S I TO R :  $ 8 9 5

24%

46%

10%

7% 13%

F&b

lodg i ng

enterta inm ent

transportat ion shop p i ng

B U S I N E S S  AC T I V I T Y  I N D E X  S C O R E S  BY  G E N E R AT I O N A L  C O H O R T

100 average 
number of activity 

participants  
within cohort

94 109 85 120
BOOMERS GEN  X MILLEN IALS GEN  Z



Annapolis visitors are highly satisfied with their visit. When 
asked about four key attributes and their feeling of importance 

to their visit compared to their satisfaction during the stay, 

A N N A P O L I S   R A N K E D  E X T R E M E LY  H I G H .

Importance
vs.

Satisfaction
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Importance Satisfaction Difference

Cost of Travel 71% 92% +21%

Friendliness  
of the Locals 75% 90% +15%

Overall Cleanliness  
of the Destination 81% 92% +12%

Safety & Security 87% 96% +9%
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They Love Us

Destination NPS Score

Steamboat Springs Colorado 89%

Town of Vail, Colorado 84%

Annapolis, MD 83%

Myrtle Beach Area, SC 83%

Breckenridge, Colorado 81%

Bend, Oregon 79%

Charleston, SC 75%

Orlando, FL 74%

Savannah, GA 68%

Hilton Head, SC 66%

Ocean City, MD 66%

Nags Head / Outer Banks, NC 65%

Ashville, NC 51%

Nashville, TN 49%

A N N A P O L I S  N E T  P R O M O T E R  S C O R E  ( N P S )

83
EXTREMELY  H IGH

Net Promoter Score (NPS) is frequently used as a headline measure  
of customer loyalty.  NPS is very important in determining who is likely  

to visit again, who is likely to promote the destination to others.



15

BUT...

WE CAN ALWAYS IMPROVE

“What are some specific things about your stay in 

Annapolis that could be changed that would improve 

your overall satisfaction with your trip?”



26 West Street 
Annapolis, MD 21401
Phone: 410-280-0445 

R E S E A R C H  C O N D U C T E D  BY
Rockport Analytics

rockportanalytics.com 

S U M M A R Y  R E P O R T  P R O D U C E D  BY
Symmetry Creative Agency

symmetry.agency
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