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Executive Summary 

JLL, in conjunction with the Finger Lakes Regional Tourism Council (FLRTC) members, has completed an 

organizational plan that was approved by the Board of Directors. In conjunction with this, JLL conducted a 

stakeholder survey and a lifestyle segmentation analysis during this process to develop a foundation of knowledge 

for the future direction of the organization. This information was presented to the FLRTC Board in January 2016. The 

following pages are a summary of the findings presented. 

Stakeholder Survey Results 

A stakeholder survey was sent to over 4,000 tourism stakeholders at related businesses and organizations as well as 

local and state elected officials and agencies to gain their feedback on current priorities and future focus. JLL also 

has met with the Finger Lakes Tourism Alliance, Finger Lakes Wine Country, Empire State Development, I love New 

York and the Regional Economic Development Councils from the Finger Lakes, Central NY and Southern Tier and 

sent the survey to as many of these organization’s respective stakeholders in the tourism industry as possible in 

order to gain the most comprehensive input.  

The survey received strong feedback from the industry with attractions, hotels/lodging, cultural institutions and 

museums and retail having the highest response rate. The overall knowledge of the FLRTC was low, but interest in 

future of the organization was overwhelmingly high. Stakeholders primarily want additional marketing support from 

the FLRTC, especially in shoulder seasons, and believe added research support to target visitors are the most 

valuable tools for the organization to continue to raise the profile of the Region. 

The stakeholder survey results also showed that the respondents believed the messaging related to the broad 

spectrum of outdoors activities is what has the greatest impact on why a visitor  comes to the Region.  The 

relationship with the larger cities i.e. Rochester, Syracuse and Corning as well as the overall Region are important 

because of their ability to leverage marketing dollars to further their messaging.    

Lifestyle Segmentation Analysis 

JLL conducted research designed to uncover the breakdown of current market segments that were visiting the 

Region as a tool to determine future marketing strategies and focus. The methodology was to utilize individual TPA’s 

inquiry databases and engage Nielson Companies to use their PRIZM data for market analysis. JLL presented the 

results in the aggregate as a Region as well as provided individual reports for each of the TPAs. The reports included 

a geographical analysis of where the highest concentration of the top market segments resided within a 400-mile 

radius of the Finger Lakes Region.   

JLL’s research coded over 100,000 visitor records from 2014 and the results of the research validated some 

information that already existed as well as raised the question of where the marketing focus should be in the short 

and longer term to deliver the highest return.  

The research determined that the primary visitor is primarily older and white, without children in the home, living in a 

small town or rural environment with an upscale lifestyle. Each County had a different level of this primary visitor, 

however it was clear that the existing data showed that this type of visitor was prevalent throughout the Region. 

  



 
 

Stakeholder Survey Results 

As mentioned above, the stakeholder survey was distributed to over 4,000 Regional stakeholders. JLL’s request to 

complete the survey had a 53% open rate (industry average is 17%) and received 400 responses with nearly a 10% 

completion rate. The following is a breakdown of their responses.  

Stakeholder Business Breakdown 

Stakeholders responded from all 14 counties with the highest percentage coming from Onondaga, Yates and Monroe 

Counties. This mirrored where the respondents reside with a small fraction of respondents living outside the Region, 

but working within it.  

Type of Tourism Businesses 

Stakeholders who participated in the 

survey represented a diverse section of 

business types in the Region. With hotels, 

lodging and other accommodations 

totaling 25% of the responses, attractions 

at 21%, retail and cultural institutions both 

at 13%, the majority of the responses 

(59%) were the core businesses of the 

tourism and hospitality industry.  

Stakeholders Breakdown by Location
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SWOT 

 

Stakeholders were clear in their responses that the top strength of the Region is the outdoor experience. The 

overwhelming majority of stakeholders feel that the beauty of the Region combined with the outdoor activities are the 

top key attributes.  

Conversely, the weather, seasonality and conditions during bad winter months are the primary weaknesses. 

Additional weaknesses surfaced by stakeholders included transportation and accessibility. These weaknesses were 

primarily directed at the geography of the Region making it important to focus on a cohesive plan for future marketing 

efforts.  

Top opportunities, according to stakeholders, were the wine industry, lakes, tours and trails and the beauty, scenery 

and outdoor experiences. Within the responses from the opportunities there was a clear theme around the need for 

consistent coordination on behalf of the Region as well as brand alignment for future regional efforts.  

The threats surfaced by stakeholders primarily focused on those things that could have a negative effect on the 

beauty and outdoor experiences the Region offers. The top three threats were fracking, contamination of lakes and 

weather, all of which are in direct contrast with the top strength, of beauty and the outdoor experiences.  

It was clear through reviewing the responses that the outdoors and the beauty of the Region should be leading 

thought and ideas around what the Finger Lakes Regional Tourism Council can push to potential visitors. To that 

effect, responses from the larger cities (Rochester, Syracuse and Corning) cited that nearly 40% of their business is 

strongly affected by the rural communities’ scenic experiences i.e. outdoors, hiking, fishing and other lake 
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experiences, etc. In comparison, less than 20% of the smaller communities are strongly affected by the larger cities’ 

marketing efforts. That differential in effectiveness further highlights the importance of those top strengths that the 

Finger Lakes Region has to offer visitors.  

Visitor Information 

 Based on the stakeholders’ day-to-day knowledge of where their customers and visitors are coming from, JLL asked 

them about who their current customers are. The next series of charts reflects their responses. 

According to stakeholders, the top visitor region is within greater New York State. The second highest market was 

the NYC Metro Area followed by central Pennsylvania and central and southern New Jersey.  

Visitors by Region
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 JLL also asked stakeholders about who their customers are. Stakeholders clearly stated that their primary visitors 

are couples without children, with the top two categories being older couples and younger couples without children.  

This is consistent with the top segments JLL uncovered in the visitor inquiry database studied using the Nielsen 

Lifestyle Segmentation analysis. The primary visitors were older, without children, living in a suburban small town or 

rural environment and were predisposed to the outdoors. This research is discussed in more detail in the following 

section of this summary.  

Also, less than 40% of all respondents rated group business as important to their current business mix.  

  

Visitor Demographics
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International Visitation 

Stakeholders were both highly interested in expanding the international business, but only somewhat impacted by the 

international visitor in their current business.  

 

Less than 50% of the stakeholders felt that the international visitor was currently important to their business however 

70% of the stakeholders felt there should be a stronger focus on bringing that market to the Region. Anecdotal 

comments from this section varied that there are markets in the US that have not been saturated and should be 

explored before expanding internationally, without losing the partnership with I Love NY’s international programming, 

where applicable. 

  

International Visitors

How important is the International 
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Marketing Support 

JLL’s stakeholder survey also addressed the current marketing initiatives and future support that stakeholders want 

during specific times of year and what they need in the future. 

Stakeholders felt that the most effective marketing vehicles for the Region are social media, destination websites and 

digital media. Stakeholders are interested in receiving overall marketing support to leverage their individual dollars 

outside of the Region. Suggested marketing initiatives from stakeholders included: 

 Public Relations of the Region to get mentions in national media outlets  

 Cooperative packages across the Region  

 Coordinated advertising around regional events 

 Websites with a comprehensive calendar for the Region 

 Content for social media 

Stakeholders also felt that cross-promotional 

activity is important to their business with 65% 

of respondents currently participating in these 

types of activities.  

Of those who are actively engaged in cross-

promotional activities, approximately half of 

them rely on this as a highly important aspect of 

their current marketing efforts. 
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Stakeholders also expressed the need for specific marketing support during off season periods such as the winter 

months as well as shoulder months i.e. April, May and November and December. Stakeholders also specified that 

even during peak season they still need support midweek with 93% of respondents looking for midweek business 

year-round.  

Respondents to the survey were also specific about information they would like to know more about their current 

visitors and potential targets through research projects carried out by the FLRTC. Stakeholders are interested in the 

following information about visitors: 

 Demographic information 

 Geographic information 

 Travel patterns 

 Length of stay  

 Seasonal interests 

Visitor Attractions and Priorities 

JLL crafted the stakeholder survey to probe at 

questions regarding the current visitor 

experience and future product development 

priorities. Stakeholders again rated the outdoor 

experience as the top current attraction with 

agri-tourism and culinary attractions as a close 

second. When asked about future priorities, the 

top choice for support from the Region was 

family-friendly attractions and conserving the 
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rural character of the Region. This also correlated to findings in the research of the family market having future 

potential for the Region.   

Lifestyle Segmentation Research 

As mentioned in the Executive Summary, JLL conducted a Lifestyle Segmentation Analysis using Nielsen’s PRIZM 

data. PRIZM defines every U.S. household in terms of 66 demographically and behaviorally distinct types, or 

"segments," to discern consumers' likes, dislikes, lifestyles and purchase behaviors. Used by thousands of marketers 

within Fortune 500 companies, PRIZM provides the "common language" for marketing in an increasingly diverse and 

complex American marketplace. It is important to note that the names given to the segments that follow are Nielsen’s 

labels and the background for all segments can be accessed through the Nielsen Core Segment database.  

Submission Summary  

JLL received over 100,000 records of data to run through the PRIZM analysis from all 14 TPAs as well as the New 

York State camping database for the Region and the Finger Lakes Tourism Alliance. Of those records over 80,000 

were domestic and over 20,000 were Canadian.  

Top Segments 

The top segments from all of the combined 2014 records were all domestic segments. Of the top segments the share 

of those segments across the Region was relatively even. Their lifestyles and interests are very similar and offer the 

ability to combine future marketing efforts. 



 
 

The top five regional segments, noted above, have unique aspects to their lifestyles that allow the FLRTC and their 

partners to delve into in creating products and packages that appeal to these audiences and drive a high return from 

these markets.  

 

Top 5 Regional Segments: Lifestyles
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As described in the Executive Summary, the primary visitor was white, older, without children in the household living 

an upscale lifestyle. The top five regional segments all had very similar categorical aspects further enabling the 

FLRTC to develop a strategy to support regional marketing efforts to these segments.  

Top 5 Regional Segments: Summary by Category
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 The charts above illustrate a preliminary review of the top two segments and where they appeared across the TPAs’ 

inquiry databases. This shows an opportunity to work cooperatively across the Region to support marketing 

initiatives.  

 

JLL utilized the Nielsen Lifestyle Segmentation to review the top segments by zip code in the Northeast. The map 

above is a preliminary representation of where concentrations of the top segments from the TPA inquiry databases 

live within a six-hour drive of the Region. The top segments are primarily living in suburban or rural environments and 

this illustration shows that these segments are within range of the Region.  

These segments represent those that appeared in the top five of the Nielsen Segmentation results from the TPAs’ 

inquiry databases. These markets should be explored further through a direct marketing test to determine the level of 

future interest as target markets. Additional direct market tests should consider other segments to determine the 

interest level in the Region and surface new target markets for the future.  

  

Top Segments by Geographic Location
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Top Canadian Segments 

The majority of the Canadian 

data came from the New York 

State camping database for the 

Region, Cayuga County, 

Steuben County, Yates County 

and Tompkins County. 

The top five Canadian segments 

also reflected similar primary 

visitor with the Canadian visitor 

having a higher number of 

suburban, middle class families 

showing interest in the Finger 

Lakes.  

 

Research Conclusions 

JLL’s extensive research process provided insight to the FLRTC on what the Region’s stakeholders are experiencing 

in their businesses and what they want for the future. The research conducted and analysis provided shaped the 

strategic planning process on behalf of the FLRTC’s organizational priorities.  

Each TPA received a breakdown of their respective results, top segments and the details behind their results. For 

results in your County, please contact your FLRTC Board Member.  

As a next step, JLL is going to be working with FLRTC to do test marketing to the segments identified in the research 

to validate their interest and the types of activities that are popular.  
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Appendix 

Top Five Segment Profiles 

 

  

  

Top Segment: Big Fish, Small Pond



 
 

 

 

  

Top Segment: Traditional Times 
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Top Segment: Mayberry-ville



 
 

  

Top Segment: Fast-Track Families 



 
 

Top Canadian Segments 
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Top Canadian Segment: Kids and Careers
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Top Canadian Segment: Second City Retirees 



 
 

 

Top Canadian Segment: Pets & PCs


