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Introduction

2012 OVERVIEW

ATraveI and tourism is an important industry for Pennsylvania, providing
thousands of jobs for the s t a tresidlents and generating millions in tax
revenues for the state and local communities.

Aln 2012, Pennsylvania hosted an estimated 189.2 million visitors (as measured
in person-trips) i a 4% increase from 2011. The increase in visitor volume was
almost totally derived from the i ma r k e segrbehtemamely those travelers
who visit a destination for purely leisure purposes (i.e., non-business) and
whose stay can be influenced by marketing (e.g., travel to a destination for
purposes other than visiting friends and family).

AThe increase in marketable travelers was from both the overnight and day-trip
segments, clearly showing that consumers are feeling more confident about
their personal financial situation and willing to once again spend a portion of

their discretionary dollars on travel.
4



Research Methodology

The research for this report was conducted by Longwoods International.
The results consist of:
A Estimates of the domestic volume of overnight travel on a nationwide level.

A Estimates of the volume of overnight and day travel to Pennsylvania and its
tourism regions.

A Characteristics and profile of overnight and day trips to the state and the
individual tourism regions.

The results are based on results from the Travel USA® annual survey of US
travelers. Each quarter, a random cross-section of approximately 1 million panel
members is sent an e-mail invitation to participate in the survey, or over 5 million
annually.

For the 2012 travel year, this produced 223,271 trips for analysis nationally i 148,056

for the overnight segment and 75,215 for day trips. c



Research Met hodol

AThe Travel USA® program identified 5,513 survey respondents who
visited Pennsylvania on an overnight trip in 2012 and 4,606 on a day-trip.

AA follow-up survey was sent to a representative sample of these visitors
to augment the information from Travel USA®, providing more in-depth
information on visitor spending and visitor activity, as well as strategic
data on trip characteristics, planning and booking, and visitor impressions
ofPennsyl toaism paodust.

There were 1,253 total responses for the overnight segment and 779
total responses for the day-trip segment from this return sample.

AEstimates of Pennsyl wwarmnightiamd day-trip volume were based
on a number of sources, including Travel USA®, the customized return-
to-sample research, and consultations with Tourism Economics.



Research Met hodol

AEstimates of Pe n ns vyl wvarnighiaaddsday-trip travel volume
are based on a number of sources including Travel USA®, the
custom return-to-sample research discussed above, historic data
from previous research conducted for the Pennsylvania Tourism
Office, and consultations with Tourism Economics, the contractor
responsible for Pe n n s y | ammual eaocdanic impact of travel
and tourism estimates.



Executive Summary

PENNSYLVANIA VISITOR VOLUME
Pennsylvania hosted an estimated 189.2 million travelers in 2012 (as measured in

Apertsroinpso), a 4.1% increase from 2011.
More than a third of travelers (65 million) included an overnight stay, a 1.2% increase
from 2011.

A Visiting friends/relatives (VFR) remained the primary reason for an overnight stay in
PA accounting for 48% of the overnight total (well above the 44% US average).

A Marketable trips (i.e., non-VFR leisure trips that may be influenced by marketing)
was the second | eading category account
estimated 26 million travelers i a 17% increase from 2011.

A PA experienced a clear shift away from VFR travel to marketable travel in 2012.
The share of marketable overnight travel rose 5 percentage points from 2011, as
illustrated in the graph on the following slide. In contrast, the US average share of
VFR travel was unchanged from 2011 at 44%, while marketable overnight rose
2 percentage points to 42% due to a shift in the proportion of business travel.



Executive Summary

Main Purpose of Trip for Pennsylvania Overnight Travel
2011 and 2012

48%

40%

VFR

w2011 @2012

4%
8% 3%
W . eem

Marketable

Business Business-Leisure
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V €

PENNSYLVANIA DAY-TRIP VISITOR VOLUME

Pennsylvania hosted an estimated 124.2 million day-trip travelers in 2012717 a 5.7%
increase from 2011.

A Mar ketabl e trips acc o utrpttravdl, of ao estinatedo o f
68 million travelers, a proportion exceeding the US average of 52% and the state
average for overnight travel (40%) .

A Visiting friends/relatives (VFR) was the second leading reason for a PA day-trip
in 2012, accounting for 34% of the day-trip total (unchanged from 2011) and
slightly below the 37% US average and well below the state average for
overnight travel (48%).

A Business trips and Business-Leisure accounted for 8% and 3%, respectively, of
PAG6s 2 Otlip2otatl a y

A When compared with 2011, t he dag-trimtiavelv e
types was essentially unchanged. 10



ve Summary

ORIGIN MARKETS

Pennsylvania, New York, New Jersey, Ohio, and Maryland remained the top five
origin states for Pennsylvania marketable overnight and day-trip travelers in 2012,
together accounting for 78% and 87%, respectively, of the total.

Pennsylvania was the top origin market for P A Olesure travelers accounting for
36% of marketable overnight travelers; 49% of marketable day-trip travelers; 34%
of overnight VFR travelers; and 47% of the s t a tdagy-&ris VFR travelers.

Pennsylvania was also the top origin state for PA business overnight travelers
accounting for 30% of the state total, with New York, Ohio, New Jersey, and
Maryland, together accounting for an additional 33% of P A 6osernight business
travelers.

New York continued to be an important origin market for business travelers
combining leisure travel with a business trip, accounting for 18% of P A Gogernight

business-leisure travel segment 1 second only to Pennsylvania (23%). 1



V €

PENNSYLVANIA REGIONS

Philadelphia and The Countryside region had the highest total overnight visitation
numbers of the s t a tl¥tousism regions, with 14.4 million person-trips in 2012,
followed by Pittsburgh and Its Countryside and Dutch Country Roads regions.

These three regions accounted for 57% of Pe n n s y | totalrovem=ighs person-
trips in 2012.

The Dutch Country Roads and Pocono Mountains regions were essentially tied as
the s t a tleading region for marketable overnight leisure trips in 2012, followed
by the Philadelphia and The Countryside and Pittsburgh and Its Countryside
regions.

With their large population bases, Philadelphia and The Countryside and
Pittsburgh and Its Countryside regions were the leading destinations forthes t at

overnight business and VFR (visiting friends and relatives) travel.
12



V €

Why Pennsylvania?

Nearly half (47%) of Pe n n s y | wvarnightantagketable visitors traveled to/within
the state because they had visited before and wanted to see more in 2012 i down
from 62% the prior year.

A recommendation from friends/relatives was responsible for 17% of the st at e
overnight marketable visitors in 2012 T up 4 percentage points from 2011. When
viewed together with the large percentage of travelers who had visited Pennsylvania
before and wanted to see more, the importance of cultivating a positive image and
experience for travelers cannot be overstated.

Living nearby was essentially tied with personal recommendation as the main reason
to visit Pennsylvania in 2012 i cited by 17% of survey respondents.

Advertising influenced 8% of marketable overnight t r a v ededsios @o visit
Pennsylvania in 2012, the same proportion who were influenced by a tourism article

or news story they heard or read. 13



V €

Planning and Booking by Marketable Overnight Travelers

The planning cycle for t o d atiymé-gressed travel consumers is relatively short with
slightly more than half of Pe n n s y | wmarketabde Geernight travelers planning their
trip in @ month or less (31%) or within two months (21%) in 2012.

The internet is the single most important planning source 7 used by 50% of
Pennsyl vnarketalbled gvernight travelers in 2012, with books and personal
experience tying for second with each used by 17% of travelers.

Nearly half of Pe n n s y | wmarketalaled @vernight travelers used the internet to
research and plan their accommodations (48%), while more than a third relied on the
internet for maps or directions (37%), close to 30% to find out about local attractions
and activities (29%), and a quarter for information on restaurants (24%) in 2012.

In terms of the technology used, more than half used a desktop computer (56%) or
laptop (48%) in planning their PA trip. While 20% used a smartphone to plan their trip,

usage soared to 46% during the trip. »



ve Summary

Use of Soci al Media by Pennsylvani aods |

Approximately 70% of Pe n n s y | wmarketalaled avernight leisure travelers used
social media in some capacity in 2012 7 just below the 72% nationwide average.

Not surprisingly, PA travelers in the younger age groups are far more likely to use
social media before, during, and after their trips than older travelers, i.e., 84% of
travelers below the age of 35 compared to just 33% of those 65 year of age or older.

Posting travel photos and/or videos online was the most common social media activity
of P A Onsarketable overnight leisure travelers below the age of 45 in 2012, while
reading online travel reviews was the most common social media activity of travelers
45 years of age or older, including those in the 65+ age group.

15



V €

Trip Experiences

Scenic drives, shopping, and visiting historical houses/museums remained the top
three trip experiences of P e n n s y | marketabée @vernight travelers in 2012.

With the exception of visits to zoos, participation rates for most types of trip
experiences by P e n n s y | wmarketaldetogernight travelers in 2012 were little
changed from 2011, with the proportion of travelers visiting zoos up 6 percentage
points to 13%.

The participation rates for Pe n n s y | vmarketalbled day-trip travelers were
generally below those of the overnight segment in 2012, although there were
strong increases for a number of activities, most notably non-outlet shopping,
farmers markets, historic houses/museums, and art-related experiences.

16



ve Summary

Trip Characteristics

Pennsylvania is largely a i1 d r-t edestination, with the vast majority of the st at e C
marketable overnight travelers from out of state arriving by car, van, truck, or RV in
2012.

Short stays were the norm for the majority of marketable overnight travelers with
60% staying just one or two nights on their Pennsylvania trip in 2012 1 a far higher
percentage than the 54% US average. However, there was a 4 percentage point
increase in the proportion of PA travelers staying for 3-6 days to 31%.

Pennsyl wmarketaldeGogernight travelers largely preferred to stay in hotels or
motels (56%), with 7% opting for a rented campground in 2012.

As in prior years, two-thirds of the s t a tneuketable overnight leisure visitors
traveled with a spouse or partner, while well over a third (39%) had children along on

their trip.
17



V €

Traveler Priorities and Expectations

Travelers have certain priorities and expectations when choosing to visit a
destination.

For Pe nn sy | wmarketakdebogernight leisure travelers, their top priorities for a
travel destination in 2012 were (in descending order): exciting, adult atmosphere,
family friendly, worry free, climate, sightseeing opportunities, luxurious, affordable,
unique, the entertainment, and sports and recreation.

As in prior years, Pennsylvania scored extremely well on each of these priorities,
with the proportion of travelers agreeing that their Pennsylvania trip experience
largely met each of the priorities.

Not surprisingly, Pe n n s y | wesident iadeders viewed the state more favorably
on each of the priorities than non-resident travelers who visited the state.

18
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Benefits from a Pennsylvania Overnight or Day Trip

It is well documented that taking a leisure trip purely for fun offers a number of
benefitstot r a v eVerlr heaith and well-being.

As in the previous two years, the benefits of travel for P A Grarketable overnight
and day-trip leisure visitors largely reflect a break from p e o p Iday-®dosday
responsibilities and stress and provide a time to create lasting memories with
those who are most important to them, namely family and friends.

The top five trip benefits cited by P e n n s y | 204a2wmarkaiable overnight and
day-trip travelers were: relaxed/relieved stress, a break from the day-to-day
routine, no fixed schedule, an opportunity to create lasting memories, and
enrich relationships.

Visiting a place never seen before ranked just out of the top five benefits of
travel, cited by nearly a quarter of survey respondents i a 7 percentage point
increase from 2011.

19



V €

DEMOGRAPHIC PROFILE OF MARKETABLE OVERNIGHT TRAVELERS

As in prior years, Pe n n s y | 20dZ2nmaekétable overnight travelers were generally
higher income, well-educated, married adults.

Pennsyl wmarketaldebosernight travelers had a median age of 41.7 years,
slightly above the US median of 40.4 years of age, and below the median age of
the s t a tmarketable day-trip travelers (44.9 years).

The majority were married or with a partner (64%) 1 slightly above the US average
of 61% and that of marketable day-trip travelers (62%) in 2012.

A majority of travelers (54%) had children under 18 years of age living at home i a
proportion well above that of the s t a tmarketable day-trip travelers (46%).

The median household income of the s t a tmarketable overnight travelers was
$65,420, with close to a quarter (24%) with an annual household income of at
least $100,000. The median household income of the s t a tmarketable day-trip
travelers was lower than the s t a towerdight travel segment at $59,650. 20
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DEMOGRAPHIC CHARACTISTICS BY AGE OF TRAVELER

The averages noted on the previous slide mask key differences based on age.

Pennsyl warketaldebovernight travelers under the age of 45 were more
likely to hold at leasta b a ¢ h e tlegree@rshigher than those 45-64 years of age,
l.e., 48% vs 40%, respectively.

The proportion of travelers with children under 18 years of age differed markedly
based on the age of the traveler:

Travel er 6s A dPercent With Children Under Age 18

18-24 54%
25-34 65%
35-44 77%
45-54 60%
55-64 22%

65+ 9% 21



V €

Marital Status by Age

Younger travelers were far more likely to be single than older travelers.

Pennsyl vani ads mar ketable overnight24)tr
were overwhelmingly single (76%).

There was a distinct shift to married or with partner (60%) for the 25-34 age

group, but with roughly a third still reporting as single.

The vast majority of the stateosbaamr ke
55-64 age ranges were married/living with a partner (above 70% for each group).

While the overwhelming majority of travelers in the 65+ age group were married
or living with a partner (70%), not surprisingly they had the highest proportion
that were widowed.

22
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Size and Structure of the US

Domestic Travel Market

Overnight travel by Americans increased by 3% in 2012 vs. 2011.

Of the almost 1.5 billion trips taken, 80% were adults and 86%
were taken for leisure purposes.

Approximately half of the leisure trips were for the purpose of
visiting friends and relatives, approximately 4% were business
leisure trips and about 43% were of a trip type that can be
iInfluenced by marketing.

The top six marketable trip types were touring trips, special event
travel, outdoor trips, casino trips, city trips and resort trips.

25



Size of the US Overnight Travel
Market

2010 to 2012

Base: Total Overnight Trips

In millions of
Trips +3 % +3 %

2010 2011 2012
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Structure of the US Overnight Travel

Base: Overnight Trips

Market 0 Trends

Percent of Total

=

Visiting friends/relative

44

AWA

AVA

Marketable

46

Business

10

Business-Leisure trips are included in Marketable trips in this slide

@2012
w2011
m2010
m 2009
@2008
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US Overnight Market Segments

- Base: Adult Overnight Trips

Visits to
Friends/Relatives
44%
Marketable

Leisure
42%

Business

10%

Business-Leisure
4%

28



Main Purpose of US Overnight Trips in 2012

e Y

H

Base: Adult Overnight Trips

Visiting friends/relati\z

es

— Touring
Special even
Outdoors

Casino
Marketable City trip
Trips T Resort

Theme par
Cruise

Golf Trip
Ski/Snowboardi

Other business tr

Business-Leisu

15
15

13
12

Percent of Total

44
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Pennsyl vani aos Tr a

An estimated 189.2 million trips were taken to and/or within Pennsylvania by
US residents in 2012;

34% were overnight trips and 66% were day trips

Of the 65 million overnight trips:

x 40% were marketable trip types (trips that can be influenced by
marketing, i.e., leisure trips excluding visits to friends and relatives.)

x Key marketable trip types for Pennsylvania include touring, special
events, and outdoors.

31



Pennsylvania Day-Trip Travelers

Of Penns \estimaed 124.2 million day-trip travelers:

55% were marketable trip types (a much higher percentage than
for overnight travel).

Key marketable day-trip types include touring, special events, and
shopping.

32



Total Trips to Pennsylvania in

2012

Total Person-Trips = 189.2 Million

Day Trips
124.2 Million

Overnight Trips
65 Million

33



Pennsyl vani ados Over

Market Segments

- Base: Adult Overnight Trips to Pennsylvania

Visits to N
Friends/Relatives

48%
Marketable

Leisure
40%

Business

8%

Business-Leisure
4%

34



Pennsyl vani aodos Lel sur

Segments by Age of Adult Traveler

Base: Adult Overnight Trips to Pennsylvania

® Marketable Leisure uVisiting Friends/Relatives

0
50% 50% 53% 51%

44%

40% 42%

18-24 25-34 35-44 45-54 55-64 65 or older

Age of Adult Traveler 35



Pennsyl vani aos Over ni
Segments by Presence of Children in

Household

- Base: Adult Overnight Trips to Pennsylvania

HAny Children
51%
1 No Children Under 18 Years of Age
37%
S 8%
| | 4% _|
Visiting Marketable Leisure Business Business-Leisure

Friends/Relatives
36



Main Purpose of Overnight Trips

to Pennsylvaniain 2012

b

~ Base: Adult Overnight Trips

Visiting friends/relativies 48
[ Touring 9
Special even 8

Outdoors
Marketable Theme par

Trips City trip
Casino

Percent of Total

Resort
Ski/Snowboardi

Business-Leisu
37



Special Event Trip

Base: Adult Overnight Trips to Pennsylvania

Percent of Total

Yes 48

mYes
mNo

38



Special Event Trip

Base: AduDvernightrips to Pennsylvania

Holiday (e.g., 4th of July, Thanksgiving
Birthday

Wedding

A fair or festivg

Class or family reuni

Anniversar Percent of Total
Professional or college sporting €
Concert/pla

School graduatio

Funeral

Business event/convent

A race

Other 39



Regions Visited on Overnight Trips*

—

Philadelphia & The Country

P & 5 oty S 1.
iy "
. 9.1
P oo Mot

Pennsylvania's Great La_g/:f'o
| e 02012
Lehigh Valleu 51
vl m2011
Valleys of the Susquehaz_J 43
g 4.4 . :
Pennsylvania W”_?g In millions of trips
The Alleghenie 3_34'1
Laurel Highland 22.68

*Spent time in region 40
Total will add to more than State total as a number of travelers visit more than one region.




Pennsyl vaniripNasketD ay

Segments

Base: Adult Day Trips to Pennsylvania

Marketable
Leisure
55%

Visiting
Business Friends/ROeIatives
Business-Leisure 8% 34%

3%
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Main Purpose of Pennsylvania 2012 Day-

Trips

Base: Adult Day Trips

Visiting friends/relati\z S

— Touring

Casino
Marketable Theme par 5
Trips City trip 5

Outdoors
Golf trip
Resort
- Ski/Snowboardi

Conference/conventi
Other business tr

Business-leisur

12
10
10

Percent of Total
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Special Event Trip

Percent of Total

Yes 45

43



Special Event Trip

= 4 Base: AduDayTripgo Pennsylvania

A fair or festiva 25
Holiday (e.g., 4th of July, Thanksgiving 23
Birthday 16
Class or family reuni 13
Wedding (K]
Concert/pla i Percent of Total
Professional or college sporting € 8
Anniversar 7
Business event/convent 4
Funeral 3

School graduatio 3

A race i

Other 17
44



Special Event Trip

Base: AduDvernightrips to Pennsylvania

Holiday (e.g., 4th of July, Thanksgivin

Other 17
Birthday—ﬂ@lts_l
Wedding I T

a2
—mj

Percent of Total

25 |

Class or family reunmm

Anniversar

)| 7 |
Professional or college sporting H
Concertiplay A __

m Overnight
ODay-Trip

45



Pennsylvania 2012 Purpose of Stay

Comparison between Overnight and Day-trip

-

The graph below illustrates the differences in the purpose of stay between
PAGS ovVver nitgphravelasnnd201@,avigh day-trip travelers far more

| i kely to travel for fAmarketableo | ei
were more likely to visit friends/relatives.

55%
48%
B Overnight ODay-Trips

34%

s% BED A% 3%
. s

Visiting Marketable Business Business-Leisure
Friends/Relatives 46




Regions Visited on Day-Trips*

Philadelphia & The County 3

Pittsburgh & Its Country S| TPy
Dutch Country Roa 17.1
Pocono Mountai 15.9
12.2 - .
Upstate P In Millions of Trips
Pennsylvania's Great Lah&/
105 02012

Lehigh Vall
enign vate m 2011

Valleys of the Susqueha 2.6

|

The Alleghenie

Pennsylvania Wil L

|

Laurel Highland

*Spent time in region 47
Total will add to more than State total as some tourists visit more than one region.
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Main Origin Markets for Pennsylvania
Marketable Overnight Trips
Business and Business/Leisure Trips



Mai n Ori gl n States

Marketable Overnight Travelers

-

- Base: Marketable Overnight Trips

Pennsylvanie

Percent of Total
Virginia
Florida
West Virginie
California

Massachusett$4

50



Mal n Ur ban Mar ket s

1

Marketable Overnight Travelers

-

Base: Marketable Overnight Trips

In-State _
DMAOG s

Out-of-
State
DMAGOG S

B New York, N

Percent of Total

Washington, D¢
Cleveland, O

Baltimore, ML
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Mai n Ori gl n States

Business Overnight Travelers

-

- Base: Business Overnight Trips

Pennsylvania
New York
Ohio

New Jersey
Maryland Percent of Total
North Carolina
Florida
Virginia
Georgia

52



Mai n Oril gl n States

Overnight Business-Leisure Trips

-

Base: Businegegisure Overnight Trips

Pennsylvania
New York
California

Florida

Maryland Percent of Total

New Jersey
Virginia

Ohio
Delaware

53
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Pennsylvania Tourism Regions Visited by

New York Residents

- Base: Marketable Overnight Trips

The Pocono Mountains region was the most popular PA destination for marketable
overnight travelers from New York state in 2012, followed by Dutch Country Roads.

Pocono Mountai

Dutch Country Roa
Philadelphia & the Countrys
Upstate PA

Pennsylvania's Great Lakes Re Percent of Total
Pennsylvania Wilc
Pittsburgh & Its Countrys
Lehigh Valle

Valleys of the Susqueha
Alleghenies & Her Valle
Laurel Highlands Regi
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Pennsylvania Tourism Regions Visited by

New Jersey Residents

- Base: Marketable Overnight Trips

The Pocono Mountains was the most popular PA destination for marketable overnight
travelers from New Jersey in 2012, followed by the Philadelphia & the Countryside region.

Pocono Mountai

Valleys of the Susqueha
Percent of Total
Upstate PA

Pennsylvania's Great Lakes Re
Pittsburgh & Its Countrys

Pennsylvania Wilc

Alleghenies & Her Vallgig
56



Pennsylvania Tourism Regions Visited by

Ohio Residents

- Base: Marketable Overnight Trips

Pittsburgh & Its Countryside region was the most popular PA destination for marketable
overnight travelers from Ohio in 2012, fo

Pittsburgh & Its Countrys
Pennsylvania's Great Lakes Re
Upstate PA
Dutch Country Roa
Laurel Highlands Regi
Alleghenies & Her Valle Percent of Total
Philadelphia & the Countrys
Pennsylvania Wilc
Pocono Mountai

Lehigh Valle
Valleys of the Susqueharf

57



Pennsylvania Tourism Regions Visited by

Maryland Residents

w5

2 Base: Marketable Overnight Trips

The Dutch Country Roads region was, by far, the most popular PA destination for
marketable overnight travelers from Maryland in 2012.

Dutch Country Roa
Philadelphia & the Countrys
Alleghenies & Her Valle
Pennsylvania Wilc

Valleys of the Susqueha
Laurel Highlands Regi Percent of Total
Pittsburgh & Its Countrys
Upstate PA

Pocono Mountai

Lehigh Valle

Pennsylvania's Great Lakes Re

58
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Traveler Profile 0
Overnight Marketable Trips



Gender

Iy )‘1
)

Base: Overnight Marketable Trips

Percent of Total

Male
51

m Pennsylvania

1 US Average

Female

49

60



g Base: Overnight Marketable Trips

Percent of Total

18-24 years

25-34 years

35-44 years

45-54 years

55-64 years

65+

15 |
24 |
21 |
— B Pennsylvania
T “US Average
11 |
11 |
Pennsylvania (U

Average Age 42.8 42.2 61



g Base: Overnight Marketable Trips

Percent of Total

White

African-American

- K
Other

10 m Pennsylvania
1 US Average

62



Hispanic Background

Iy ')‘1
o &2

Base: Overnight Marketable Trips

Percent of Total

Yes
11

m Pennsylvania

1 US Average

89

63



Marital Status

Iy ')‘1
la &)

Base: Overnight Marketable Trips

Percent of Total

Married/With partner
61

Never married

m Pennsylvania

Divorced/Widowed/

Separated 12

1 US Average

64



Household Size

Base: Overnight Marketable Trips

Percent of Total

1 member
18 |
2 members
32 |
| H Pennsylvania

S members q L US Average

4+ members
30
Average Household Size: Pennsylvania United States
3.0 3.0

65



Presence of Children in Household

Iy ')‘1
)

Base: Overnight Marketable Trips

Percent of Adult Travelers with Children Under Age 18 Living at Home

No children
under 18

Any child
between 13-17

® Pennsylvania

5 1 US Average
Any child
between 6-12 97 ‘
under 6

66



Presence of Children in Household

by Age of Adult Traveler

Base: Overnight Marketable Trips
Percent of Adult Travelers with Children Under Age 18 Living at Home
o s
52%
(0]
66% |
35-44
75%
(0]
4554
53% |
i H Pennsylvania
55-64 1 US Average
20% |
65 or older
8% 67




Education

Base: Overnight Marketable Trips

Percent of Total

Post-graduate

College graduate

Some college

High school or less

Other

8

14
3
7
27
20

=

m Pennsylvania

1 US Average

68



Employment

Iy )‘1
. &2

Base: Overnight Marketable Trips

Percent of Total

Full time/
Self-Employed -
Part time m Pennsylvania
11 4 US Average

Not employed/

Reti th
etired/Other 39

69



Income

Base: Overnight Marketable Trips

Percent of Total

s1soc TG

$100K-$149.9

7]

5

$75K-99.9 16

$50K-$74.9

3

$30K-$49.9

0

Under $30

L
I—‘!
(o]

m Pennsylvania
1 US Average

70



L* ngwoods

Trip Planning & Booking

Pennsylvania Overnight
Marketable Trips



Main Reason for Choosing Pennsylvania

Iy ')‘1
la &)

> Base: Overnight Marketable Trips

Percent of Total

a7
yiedbebie anduaniedio see ot d

Recommendation from friend

Live nearby 142012

m2011

17
17
8

Read an article/Heard a news story

Saw/heard advertisement
3

Read a recommendation on social media

72



Planning Cycle

zg{
W Base: Overnight Marketable Trips
Percent of Total
19

6 Months or More 3-5 Months 2 Months 1 Month or Less

42011 m2012 .



Information Sources Used

for Planning the Trip

s~ ')‘1
PR i _,;,:f. ;'

Base: Overnight Marketable Trips
Percent of Total

Online/Internet —

Books

14
-
Personal experience —
Travel guide
il m 2012
Auto club — 12011

Advice from friends/relatives

Hotel/resort

Social Media

Television

1|

74



Information Sources Used

for Pl anning the

s~ ')‘1
PR i _,;,:f. ;'

Base: Overnight Marketable Trips

Percent of total

State tourism office w

Magazines

Radio

Association/club

2012
12011

Newspapers

A toll-free number

Travel Agent

Electronic newsletter

Local visitors bureaus/CoC

Blogs

75



Use of Pennsylvania Tourism Office

Trip Planning Tools

Iy ')‘1
)

Base: Overnight Marketable Trips

Percent of Total

Pennsylvania travel
guide 16

Www.Visitpa.com
20

Pennsylvania

Facebook page I

6
m 2012
14
3

Blog about 22011

Pennsylvania

—
T
e

PURSUITS magazine

Pennsylvania Twitter
page

76



www.Visitpa.com Usefulness

is® ')‘1
PR i _,;,:f. ;'

Base: Overnight Marketable Trips

|

2012 1 21
1

0 25 50 75 100

Percent

3-Pt. Scale:  mNot Very Useful 4 Somewhat Useful H Very Useful 7


http://www.visitpa.com/

Pennsylvania Travel Guide

Usefulness

Iy ')‘1
la &)

Base: Overnight Marketable Trips

—

2012 1 33
|
2011 44
0 25 50 75 100

Percent

3-Pt. Scale: m®Not Very Useful 1 Somewhat Useful H Very Useful 78



Websites Used for Planning Pennsylvania

Trip

Iy ')‘1
la &)

> Base: Overnight Marketable Trips

Percent of Total

Hotel websites
26

WWWw.visitpa.com

20

Online booking engines

10 H2012
2011

Car rental websites

Airline websites

79



Trip Elements Planned Using Internet

'y ')‘1
)

Base: Overnight Marketable Trips

Percent of Total

. 48
Accommodation

51 |

Car route/locations/map

Local activities/attractions/
things to see and do

m2012
M2011

Restaurants

Flight/train/bus/rental car

Packages tours/cruises

80



Reasons for Visiting www.Visitpa.com

Iy )‘1
. &2

Base: Overnight Marketable Trips

Percent of Total

To obtain more information after |

decided to visit ‘

To help me decide which Pennsylvania
destination to visit

H2012

45
43|
| 2011
To learn more about Pennsylvania
38 ‘
29 ‘

To help me decide to visit Pennsylvania

81


http://www.visitpa.com/

www.visitpa.com Influence on Planning

s~ ')‘1
PR i _,;,:f. ;'

Base: Overnight Marketable Trips

51

2012

45

0 25 50 75 100
Percent

B No Influence  mVery little Influence @ Some Influence  mLarge Influence

82

4-Pt. Scale: No Influence, Very Little Influence, Some Influence, A Large Influence


http://www.visitpa.com/

www.Vvisitpa.com Influence on Visitation

Iy ')‘1
la &)

Base: Overnight Marketable Trips

2012 1 52

2011 66

0 25 50 75 100

Percent
B No Influence mVery little Influence O Some Influence  mLarge Influence

83

4-Pt. Scale: No Influence, Very Little Influence, Some Influence, A Large Influence


http://www.visitpa.com/

Channels to www.Vvisitpa.com

~ Base: Overnight Marketable Trips

Percent of Total

Internet search

Family/friend(s)/colleague(s)

Internet advertisement

Magazine or newspaper article/programs

Travel brochure

Pennsylvania travel guide

Magazine or newspaper advertisement

Other advertisement (e.g., Radio, billboard, etc.)

Social Media (e.g. Facebook, Trip Advisor, etc.)

71|

N

1HY

=
=

=
(0]

=

1 1 1
L <
=
w
[EE
o
o

m2012
M2011

84


http://www.visitpa.com/

Technology Used by Travelers

Iy ')‘1
)

Desktop computer

Laptop computer

Tablet computer

Smartphone

Base: Overnight Marketable Trips

Percent of Total

56

48

35

H Planning the trip
4 During the trip

46

85



Social Media Used by Travelers

is® ')‘1
. § i

Base: Overnight Marketable Trips

Percent of Total

Facebook
Twitter
LinkedIn
Google +
Pinterest

Trip Advisor
Foursquare
Virtual Tourist

Triplt

Xanga

86



Planning Considerations Beyond Cost

Iy ')‘1
la &)

Base: Overnight Marketable Trips

Percent of Total

w
I

Destination | wanted to see

and experience 34 |
Activities | wanted to do
15 |
Looking for a certain type
of vacation experience 17
Performance/event/occasion 2012
| wanted to attend 17 42011

Visit family/friends

Nearby destination

-
~ . s
(O]
|_\
w

Cost was the only consideration

87



Percent of Travelers Booking In

Advance

Base: Overnight Marketable Trips

Percent of Total

79

12011 m2012
88



Booking Cycle

g Base: Overnight Marketable Trips

Percent of Total

18
L

6 Months or More 3-5 Months 2 Months 1 Month or Less

42011 m2012 89



Use of Vacation Packages

and Group Travel

Base: Overnight Marketable Trips

Percent of Total

Pre-Paid
Package

Escorted
Group Tour
18

J

m2012
w2011

90



L* ngwoods

Trip Characteristics of
Pennsyl vani aos
Marketable Overnight Travelers



Distance Traveled to Pennsylvania

Iy ')‘1
la &)

Base: Overnight Marketable Trips

Percent of Total

Over 1,000 Miles m

= m2012
500-1,000 Miles . | 42011
300-499 Miles
10
100.299 Miles

55

£0.99 Miles
Under 50 Miles

92



Iy ')‘1
)

Personal A

Commercial d

Transportation Used to Enter

Pennsylvania

Base: Overnight MarketableStapsngutside Pennsylvania

Percent of Total

— 8]

Rental car

Truck/Van/RV

Plane

Bus

Shuttle van

Taxi

Train

86 |

5.8

m2012
@ 2011

~ 'iH

o

50~ s |

e

93



Transportation Used Inside Pennsylvania

Iy ')‘1
la &)

Base: Overnight Marketable Trips

Percent of Total

own car —9184 |

Rental car

Personal - Truck/Van/RV

Bicycle/Motorcycle

o Motor/sailboat

m2012
Bus 12011
Train
_ Taxi
Commercial+
Plane

Shuttle van

_ Ferry/cruise ship/boat

94



Total Nights Away

Base: Overnight Marketable Trips

Percent of Total

o Y
31 |
.
2 Nights

33 |
] m2012

w2011

3-6 Nights

7 + Nights

Average Number of Night2012 2011

31 3.1

95



Length of Stay

g Base: Overnight Marketable Trips

2012

2011 0.3

Average Number of Nights

* Those who spent 1or more nights anywhere in Pennsylvania

Total = 2.9

m Pennsylvania*
1 Other Places

Total = 2.9

96



Accommodations*

> Base: Overnight Marketable Trips

Percent of Total

49
Hotel —H

Rented Campground/trailer park site
Motel

Wilderness Campsite

Time Sharing Unit

Friends/Relatives House/Cottage/Cabin
Bed & Breakfast

Country Inn/Lodge

Other Rented House/Cottage/Cabin

m2012
w2011

Other Accommodation
Indoor water park
State Park Lodge

Rented Condominium

97
* Percent of trip nights spent in each type of accommodation



Size of Travel Party

Iy )‘1
I &0 /|

Base: Overnight Marketable Trips

2012 0.9 Total = 3.4

2011 Total = 2.8

Average No. of People

m Adults 1 Children under 18
98



Composition of Travel Party

,A‘::—-»*l
Iy ')‘1
la &)

> Base: Overnight Marketable Trips

Percent of Total

Spouse/Partner q
Child(ren)
Fren(s) Y
' m2012
Parent(s) 2811
] =
Other Relative(s) ﬂ
Just Myself 8 12|
Grandparents _|12
Business | <1
Associates _J 1 99




L* ngwoods

Trip Experiences 0
Overnight Marketable Trips



Things Seen and Experienced on Trip

Iy ')‘1
o &2

Base: Overnight Marketable Trips

Percent of Total

Scenic drive _ -

Outlet shopping —
Historic House/Museum W

Other shopping 13 ]

Z00

m
State/national park q m2012
\

w2011

Other historical sites 7

Farmer's market M |
6

Art museum/exhibit

Historic house tour
Unique shopping

Civil war site 71 101

L



Things Seen and Experienced on Trip

(cont 0d)

Iy ')‘1
)

> Base: Overnight Marketable Trips

Percent of Total

Local artist H
Other museums _ -
Agquarium g
Winery/vineyard &
Revolutionary war site —H
Guided tour ”’ m 2012
— 12011

Historical re-enactments 3

Birdwatching
Underground railroad site

Brewery

Coal mine

Botanical gardens 102




Dining/Entertainment

Base: Overnight Marketable Trips

Percent of Total
Nightlife 2

Casino/racetrack

Bar/disco/nightclub 5

Up-scale restaurants

Unique local foods 10|

Fair/festival

m2012
w2011

Other live performance

Entertainment/shows
Auto show

Local music/theater

Theater/dance/symphony/opera

Jazz/rock concert

Professional theater
103

Dance performance




Sports and Recreation

g Base: Overnight Marketable Trips

Percent of Total

Amusement/waterpark

|
]
=
~

w

Swam in a pool

| Z]
Other outdoor sport/activity |
Hiking
o m2012
Camping q L2011
Professional/collegiate _—

(oe]

sports event

Fishing

Golfing

I

Amateur sporting event

L

104



and Recreat.i

Base: Overnight Marketable Trips
Percent of Total

Jogging/running

Indoor fitness/yoga

IEI!

Swam in a lake/river

w

Biking

w2012
w2011

Car race

ILI__\I\_!

w

Beach at lake/river

Powerboating/sailing

Backpacking

LN

Snow skiing/snowboarding 105




L* ngwoods

Activities by Origin Market of
Marketable Overnight Travelers



Main Activities of Travelers from New York

on Marketable Overnight Trips
to Pennsylvania vs to All US Destinations

AN

Base: Overnight Marketable Trips

Pennsylvania has a distinct advantage over other US destinations in attracting NY travelers
who are interested in theme parks, historic sites, and to a lesser extent, museums.

4
35

Shopping

Swimming 1

Theme park
Landmark/historic site

Fine dining m

Museum
. 4 Participation Rates
National/state park =y 13 Percent of Total

Casino | 24

Bar/disco/nightclub ——9—‘

Beach/waterfront | 16

Hiking/backpacking —‘? B To Pennsylvania

Theater ——8—\ O To All US Destinations

Fishing —_§

Fair/exhibition/festival

Camping _ 107

25

24

I

ll

I




Main Activities of Travelers from New Jersey

on Marketable Overnight Trips
to Pennsylvania vs to All US Destinations

AN

Base: Overnight Marketable Trips

o d

Pennsylvania has an advantage over other US destinations in attracting NJ travelers who
are interested in historic sites, museums, theme parks, and national/state parks.

Shopping
Fine dining
Landmark/historic site 7
Museum 13
Casino
Theme park —13
National/state park |1 ngzgﬁig?;‘:‘;‘fs
Swimming — o1
Bar/disco/nightclub ——19—‘

Fair/exhibition/festival
Theater
Hiking/backpacking
Profession
Winery
Skiing/snowboarding

32

20

| 27

18

I!l

| 25

B To Pennsylvania
O To All US Destinations

!l

11

Ffegeé
6

(S2e))

108



Main Activities of Travelers from Ohio

on Marketable Overnight Trips
to Pennsylvania vs to All US Destinations

AN

Base: Overnight Marketable Trips

o d

Pennsylvania has an advantage over other US destinations in attracting OH travelers who
are interested in casinos, sports events, historic sites, and fair/exhibition/festivals.

27

Casino
Landmark/historic site 23

Shopping — a6

Swimming 1/ 0

National/state park ——]y Participation Rates

Professional/college sports event Percent of Total
Fine dining 11 o1

Theme park

Hiking/backpacking ' NEEG_—_—_u——— 1

Museum M s

Fishing ——% B To Pennsylvania

Fair/exhibition/festival O To All US Destinations

Camping 10
Bar/disco/nightclub _ 13
Winery Esﬁ 109




Main Activities of Travelers from Maryland

on Marketable Overnight Trips
to Pennsylvania vs to All US Destinations

Base: Overnight Marketable Trips

o d

Pennsylvania has an advantage over other US destinations in attracting MD travelers who
are interested in historic sites, theme parks, and sports events.

e L e ———————— P
Landmark/historic site S 27
Theme park | Participation Rates
Swimming N i Percent of Total
Museum I ——— 17
Camping ESESEG———— 15 m To Pennsylvania
National/state park —JT3 @ To All US Destinations
Fair/exhibition/festival IE————— 3
Fine dining 11 o

Spectator | el‘hré
Hiking/backpacking
Casino —
Bar/dlscolnlghtclub j=7—\
Dance 110

_F




Main Activities of Travelers from Pennsylvania

on Marketable Overnight Trips
to Pennsylvania vs to All US Destinations

Base: Overnight Marketable Trips
Pennsyl vaniabés outdoor recreational opport
travelers.
Shopping I O a0
Fine dining ﬂ

Swimming T—
Landmark/historic sitc EG_—_—_—_——S 17

Camping . 17 Participation Rates
: 15 Percent of Total
National/state park ™

Hiking/backpacking W 13
Casino ES— 1 | 20
Theme park —%
Fishing -1 B To Pennsylvania
Bar/disco/nightclub ——“—‘ " O To All US Destinations
Museum NS 10
Beach/waterfront /NS o | 24

Fair/exhibition/festival o
Winery & 111




Comparison of Participation Rates for Main
Activities of Marketable Overnight Travelers

from PAOs Top Mar

4 Base: Overnight Marketable Trips

Travelers from Ohio are far more likely to visit a PA casino compared to travelers
from other states, while travelers from New York and Maryland clearly prefer visiting

PAOs theme parks and swimming activiti e
35%

30% -

25% -

20% -

15% -

10% -

5% -

0% -

Shopping Landmark/ Fine dining Swimming  Theme park Museum National/ Casino
historic site state park

mMD ONJ mNY mOH HPA

112



L* ngwoods

Activities by Presence/Absence of
Chil dren I n Travel



Main Activities of Travelers to Pennsylvania

on Marketable Overnight Trips
| With Children and Without Children

Base: Overnight Marketable Trips

Iy )‘1
. &2

=

Travelers with children are far more likely to visit a theme park or participate in outdoor activities,
while those without children are more likely to visit fine dining, casino, sports event, and historic

Fine dining

Landmark/historic site

National/state park —

Casino _ Participation Rates
Museum q——‘ Percent of Total
Swimming — |
Camping —
Bar/disco/nightclub EE——
Hiking/backpacking ESG———— m No Children Under Age 18

Fair/exhibition/festival NGEG_—_— 5 With Children

Professional/college sports event
Beach/waterfront

Winery *—
Fishing *—ﬁ

0 5 10 15 20 25 30 11435

I
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Regional Attractions Visited
2012 Marketable Overnight Trips
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Pennsylvania Attractions/Events o

Pennsyl vani ados Great

-

is® ')‘1
PR i _,;,:f. ;'

Base: Overnight Trips

Percent of Total

City of Erie

Presque Isle State Park

Presque Isle Downs & Casino

Erie Zoo & Botanical Gardens

Historic House/Museum

Splash Lagoon/Waldameer Water Parks
Erie Art Museum

Tom Ridge Environmental Center

Lake Erie Speedway

Covered Bridges

Golf course

Underground Railroad

US Brig Niagara/Erie Maritime Museum

Winery/Vineyard 117

*Erie Region



Pennsylvania Attractions/Events o

Pennsyl vani ados Great

-

is® ')‘1
PR i _,;,:f. ;'

Base: Overnight Trips

Percent of Total

Pymatuning State Park
Grove City Shopping Outlets
Cook Forest

Oil Creek State Park
Historic House/Museum

Erie National Wildlife Refuge

Covered Bridges

Oil Creek & Titusville Railroad
Conneaut Lake

Golf course

Conneaut Lake Park

Oil City

Winery/Vineyard P
118

*Remainder of Region



Pennsylvania Attractions/Events o

Pittsburgh and Its Countryside Region*

'y

Base: Overnight Marketable Trips

Percent of Total
33

City of Pittsburg

Duquesne Inclin
Professional Sports Game (Pittsburgh Steelers/Pirates/
Pittsburgh Cultural Dist
Pittsburgh Zoo & PPG Aqua
Kennywood Amusement P
Carnegie Museu

National Aviar

Fort Pitt Museu

Andy Warhol Muse

Historic House/Muse
Cathedral of Learni
Children's Museum of Pittsb
Phipps Conservatory & Gard
Winery/Vineyar

Golf course

Underground Railrog

College Sports Eve 119

*Pittsburgh/Allegheny County



Pennsylvania Attractions/Events o

Base: Overnight Marketable Trips

Percent of Total

Bushy Run Battlefi

Golf cours

Moraine State Pa

Amish Farms/Countrys

120
*Remainder of Region



'y

Pennsylvania Attractions/Events o

Laurel Highlands Region*

-

Base: Overnight Trips
Percent of Total

Connellsville

Fallingwater/Frank Lloyd Wright
Fort Necessity National Battle
Idlewild Amusement P«
Uniontown

Seven Springs

Fort Ligonie

Bushy Run Battlefie

Golf course
Shanksville/Stonycreek/Flight 93 Me
Nemacolin

Ohiopyle/Ohiopyle State P
Underground Railro:

Friendship Hill National Historic
Historic House/Muse

Meyersdale

Winery/Vineyar

121



Pennsylvania Attractions/Events o

Pennsylvania Wilds Region*

-

s~ ')‘1
PR i _,;,:f. ;'

Base: Overnight Trips

Percent of Total

Golf course
Historic House/Museum

Underground Railroad

Peter J. McGovern
Little League Museum

Millionaires' Row (Historic Homes)
Winery/Vineyard
Piper Aviation Museum

Little Pine State Park

Little League World Series
& Related Events

122
*Willamsport/Lycoming County



Pennsylvania Attractions/Events o

Pennsylvania Wilds Region*

-

Iy ')‘1
)

- Base: Overnight Trips

Percent of Total

Allegheny National For

Cook Forest State Pa

Black Moshannon State P

Historic House/Muse

Pine Creek Gorge/Pennsylvania Grand C
Bucktail State Pa

American Golf Hall of Fa

Penn Brad Oil Muse

Clarion Rive

Kinzua State Park/Kinzua Bridge/Kinzu
Pennsylvania Lumber Muse

Historic Curtin Village/Eagle Iron

Eldred World War Il Museum & Learning
Cherry Springs/Dark Sky Pres

Tionesta/Tionesta La 123

*Remainder of Region



Pennsylvania Attractions/Events o

Valleys of the Susquehanna Region*

is® ')‘1
PR i _,;,:f. ;'

- Base: Overnight Trips
Percent of Total

Knoebels Amusement Park & R

Historic Home/Muse
Golf Course
Shikellamy State Pa
Winery/Vineyar
Underground Railro:
Ricketts Glen State Pé
Joseph Priestley Hou

Bloomsburg Fa

124
*Caution: low base



Pennsylvania Attractions/Events o

The Alleghenies Region*

is® ')‘1
s &5

- Base: Overnight Trips
Percent of Total

Penn State Univers

Penn State All Sports Muse
Covered Bridge

American Philatelic Soci
Penn State Sports Eve
Historic Home/Muse

Golf course
Winery/Vineyar

Toftrees Golf Resa
Bellefonte Museu
Underground Railro:
Shavers Creek Environmental C
Pennsylvania Military Muse
Tussey Mountain Ski Res

r

Central Pennsylvania Festival of thgee 195

*State College Region



Pennsylvania Attractions/Events o

The Alleghenies Region*

is® ')‘1
s &5

- Base: Overnight Trips
Percent of Total

Historic Home/Muse

Blue Knob State Pa

Old Bedford Villag

Penn's Cave & Wildlife P

Allegheny Portage Railroad National Histo

Indian Caverns/Lincoln Cave

Underground Railro:
Johnstown Inclined Pla
Horseshoe Cur

Golf course 126

*Remainder of Region



Pennsylvania Attractions/Events o

Upstate PA Region*

is® ')‘1
PR i _,;,:f. ;'

- Base: Overnight Trips

Percent of Total

Endless Mountains Nature Ce
Covered Bridge

Eagle's Mere Historic Villz
Ricketts Glen State Pé
Loyalsock State Fore

Center For Anti-Slavery Stu
Historic Home/Muse
Underground Railro:x

Old Mill Village Muse
Winery/Vineyar
Pennsylvania Anthracite Coal Miners Me

Golf course

127
*Endless Mountains



Pennsylvania Attractions/Events o

Upstate PA Region*

is® ')‘1
PR i _,;,:f. ;'

- Base: Overnight Trips

Percent of Total

Mohegan Sun at Pocono Do
Hickory Run State Pa

Historic Home/Muse

Lackawanna Coal Mine T
Ricketts Glen State Pe
Covered Bridge
Underground Railroz
Steamtown National Historic
The Downs at Hazlet
Pioneer Tunnel Coal M

PA Anthracite Coal Muse
Golf course

Houdini Tour & Muse

128
*Wilkes-Barre/Scranton



Pennsylvania Attractions/Events o

Pocono Mountains Region

-

is® ')‘1
PR i _,;,:f. ;'

- Base: Overnight Marketable Trips

Percent of Total
Mount Airy Casino Res

Delaware Water Gg

Pocono Racewa

Tobyhanna State Pa 129



Pennsylvania Attractions/Events o

Dutch Country Roads Region*

Base: Overnight Marketable Trips

Percent of Total

Gettysburg Battlefield/National Militar
Historic Home/Muse

Gettysburg National Military Park & M
Gettysburg Diora

Outlet Malls at Gettysburg Vil
General Lee's Headquart
Winery/Vineyar

Covered Bridge

Underground Railrog

Hall of Presidents & First La

Land of Little Horse

Eisenhower National Historic

Golf course

*Gettysburg (Adams CountyGettysburg Battlefield/National Military Park and 130
Gettysburg National Military Park & Museum have net attendance of 19%



Pennsylvania Attractions/Events o

Dutch Country Roads Region*

is® ')‘1
PR i _,;,:f. ;'

- Base: Overnight Marketable Trips

Percent of Total

Hersheypar

The Hershey Story, The Museum on Chocolate
Outlets at Hershe

Hershey Garde

Indian Echo Caver

The State Museum of Pennsyl
Historic Home/Muse

Covered Bridge

Hershey Theate
Winery/Vineyar

Antique Auto Museum at Hers
National Civil War Muse
Underground Railro@

Pennsylvania State Ca 131

* Harrisburg/Hershey Area



Pennsylvania Attractions/Events o

Dutch Country Roads Region*

Base: Overnight Marketable Trips

Percent of Total

Amish Farms/Countrys

Outlet Mall (Rockvale, Tan(

Covered Bridge

Lancaster Central Mar

Strasburg Railroad/Traintc
Winery/Vineyar

Railroad Museum of Pennsyl
Historic Home/Muse

Cherry Crest Adventure F:

National Toy Train Muse

Golf course

Historic Lancaster Walking

Landis Valley Muse

Dutch Wonderland Family Amusemen
Underground Railroz

Wheatland (President John Buchanan
Ephrata Cloiste

Christiana Underground Railroad C
g 132

*Lancaster Amish Farmland



Pennsylvania Attractions/Events o

Dutch Country Roads Region*

- Base: Overnight Marketable Trips

Percent of Total

Utz Quality Foods Fact

Wolfgang Candy Comp

Gifford Pinchot State P

Harley-Davidson Fact

133
*York Region



Pennsylvania Attractions/Events o

Lehigh Valley Region*

is® ')‘1
PR i _,;,:f. ;'

- Base: Overnight Trips
Percent of Total

Bethlehem Sands Casino Re
Historic Home/Muse

Dorney Park & Wildwater King
Crayola Factor

Bushkill Amusement Pz
Underground Railro:

Covered Bridge

The Downs at Lehigh Va
Museum of Indian Cult
Winery/Vineyar

National Museum of Industrial Hi
Golf course

134



Pennsylvania Attractions/Events o

Philadelphia & The Countryside Region*

Base: Overnight Marketable Trips

Percent of Total

Liberty Bell/Liberty Bell Ce
Independence Hall/Independence Visitor
Historic Home/Muse

Philadelphia Zo

Edgar Allan Poe National Historic
Philadelphia Museum of

Reading Terminal Mar

Covered Bridge

The Franklin (institu

Eastern State Penitentiary Historic

Philadelphia Premium Out

135

*Philadelphia



Pennsylvania Attractions/Events o

Philadelphia & The Countryside Region*
(cont 0d)

- Base: Overnight Marketable Trips
Percent of Total

is® ')‘1
PR i _,;,:f. ;'

Winery/Vineyar

National Constitution Ce

US Mint

Pennsylvania Academy of the Fine
Please Touch Muse

Rodin Museu

Golf course

136
*Philadelphia



Pennsylvania Attractions/Events o

Philadelphia & The Countryside Region*

Base: Overnight Marketable Trips

Percent of Total

Brandywine River Muse

Hopewell Furnace National Histori

Covered Bridge

Brandywine Battlefield P

Historic Home/Muse

137

*Brandywine Valley



Pennsylvania Attractions/Events o

Philadelphia & The Countryside Region*

Base: Overnight Marketable Trips

Percent of Total

Sesame Plac
Valley Forge National Historic

Philadelphia Park Casino & Rac

138
*Remainder of Region
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Importance of Factors in
Choice of Pennsylvania
Tourism Region



Importance of Factors In Choosing to Visit

Pennsyl vani ados Great

-

Iy )‘1
. &2

- Base: Overnight Trips

% Rating Factor As Very Important*

Convenient access by ¢8 87
Affordable attractions/eve 83
Feeling safe at the destinafft
Lots of things for adults to see arf ae
Being at a pl ac 6701 e
Availability of mid-range accommodatio 63 w2012
60 2011

Availability of economy or budget accommoffate

Having family or friends who live in the FEg1S 58
Unique or local food and cuig o7
Lots of informatio Ration on theé
Great shopping o7
55

A fun place for coupl
140

* Rated 8, 9 or 10 on 10-pt. Importance scale



Importance of Factors In Choosing to Visit

Pennsyl vani ados Great L

- Base: Overnight Trips
% Rating Factor As Very Important*

Within a two-hour drive from hm 55
Lots of things for children to see a_
Within a two-to-four-hour drive from_
A fun city m_—

Lots of historic things to see or expe

45 w2012

Lots of cultural things to see or expe

H

Different or unique local artwork/cram 43 02011
Availability of camping or RV fa(;m 42
Great opportunities for nature/eco” 42
40

A great rural/agricultural

38

I

Availability of luxury accommod

Focus on SERE———

i 141

* Rated 8, 9 or 10 on 10-pt. Importance scale



Importance of Factors In Choosing to Visit

Pittsburgh & Its Countryside

Iy ')‘1
)

- Base: Overnight Trips
% Rating Factor As Very Important*

Feeling safe at the destina 4

Convenient access by

Having family or friends who live in the

Affordable attractions/evm 59
Lots of things for adults to see aw 56

55 w2012

Unique or local food and cui

O
Availability of mid-range accommod 33 2011

Being at a pl ac NGNS, 5. ( o |

A fun city environme

w

o
a1
=

I\)|
Ee
i
(o]

Availability of economy or budget accommo

A fun place for coupl

|

Lots of cultural things to see or expe 53

142

* Rated 8, 9 or 10 on 10-pt. Importance scale



Importance of Factors In Choosing to Visit

Pittsburgh & I ts Cou

Base: Overnight Trips

% Rating Factor As Very Important*

Within a two-to-four-hour drive from—mEI

w2012
02011

Focus e t ravel O
143

* Rated 8, 9 or 10 on 10-pt. Importance scale



Importance of Factors In Choosing to Visit

Laurel Highlands Region

Base: Overnight Trips
% Rating Factor As Very Important*

(@]

N
\‘
(63}

Convenient access hy

Feeling safe at the destina

Affordable attractions/ev 40

Lots of things for adults to see am 64

A great rural/agricultural

37

_64

w2012
02011

Having family or friends who live in the 3

Lots of things for children to see a

m
H

Unique or local food and cui 3

4
56
56
- . 56
Availability of mid-range accommod 36

3

|

Within a two-to-four-hour drive from 57

Availability of luxury accommod 52

|

31

51

|

Availability of economy or budget accommo 33

144

* Rated 8, 9 or 10 on 10-pt. Importance scale *Caution: low base



Importance of Factors In Choosing to Visit

Laur el Hi ghl ands Re

5

Base: Overnight Trips
% Rating Factor As Very Important*

A fun place for coupl

49
29
48
27
Lots of historic things to see or exp 23 48

Lots of cultural things to see or expeﬁ
6_

47before

Being at a pl ac

Lots of informatio i“hation on theé
A fun city environme w2012
Within a two-hour drive from h 02011
Great shoppin
Great opportunities for nature/eco-
Availability of camping or RV fa
Different or unique local artwork/cr
Focus on w P
d 145

* Rated 8, 9 or 10 on 10-pt. Importance scale *Caution: low base



Importance of Factors In Choosing to Visit

Pennsylvania Wilds

Base: Overnight Trips
% Rating Factor As Very Important*

Affordable attractions/evm 69
Lots of things for adults to see am 67
Lots of historic things to see or expe_
Being at a pl acW?GOr e
Having family or friends who live in theH
| o = 2012
Convenient access by 5o

53 02011

A fun place for coupl

20

Availability of economy or budget accommo 36 62

Lots of i nformati o gjtion on t heé

Focus on 60
. . 59
Feeling safe at the destina 62

Lots of cultural things to see or expe 59
L 146

* Rated 8, 9 or 10 on 10-pt. Importance scale . ]
* Caution - low base size. Caution: low base



Importance of Factors In Choosing to Visit

Pennsyl vani a Wil ds

5

Base: Overnight Trips

% Rating Factor As Very Important*

Within a two-hour drive from h—m 58
Availability of mid-range accommodm 58
57

A great rural/agricultural >

A fun city environme

_ 56
20
Lots of things for children to see am °5
y o w2012
Great opportunities for nature/eco- o
| - 02011
Great shoppin K
Within a two-to-four-hour drive from 38 54
Different or unique local artwork/cra 11 52
Availability of luxury accommod 13 51
Unique or local food and cui 10 51
Availability of camping or RV fac > 49
- 147

* Rated 8, 9 or 10 on 10-pt. Importance scale . ]
* Caution - low base size. Caution: low base



Importance of Factors In Choosing to Visit

Valleys of the Susquehanna Region

- Base: Overnight Trips

% Rating Factor As Very Important*

|

.7|
~
a1

Feeling safe at the destina

m‘
B
D
©

Having family or friends who live in the

Affordable attractions/ev 34

Convenient access by

Lots of things for children to see a o

61 m2012
61 02011

60

Lots of things for adults to see a

ﬂ

Availability of economy or budget accommo 33

Lots of historic things to see or expe

|

32

57before
56

Being at a pl ac

Unique or local food and cui 0

Lots of i nformati o 5ﬁation on t heé

|

21

Great opportunities for nature/eco- o1

148

* Rated 8, 9 or 10 on 10-pt. Importance scale *Caution: low base



Importance of Factors In Choosing to Visit

5

Val l eys of the Susqueh

Base: Overnight Trips
% Rating Factor As Very Important*

Within a two-hour drive from h-m 50

49

A fun city environme

A fun place for coupl a7

Different or unique local artwork/cra 46

46

46 m 2012

Availability of luxury accommod

A great rural/agricultural o5
Lots of cultural things to see or expeW 45 02011
i 41
Great shoppin 18

Availability of mid-range accommod o0 41

Within a two-to-four-hour drive fromW 41

36

ST

Availability of camping or RV fac 0

Focus on

149

* Rated 8, 9 or 10 on 10-pt. Importance scale *Caution: low base



Importance of Factors In Choosing to Visit

The Alleghenies Region

Base: Overnight Trips
% Rating Factor As Very Important*

Having family or friends who live in them 63
Convenient access bym3 61
Affordable attractions/evH 54
Availability of economy or budget accommoW 53

Feeling safe at the destina

65
Availability of mid-range accommod 50 w2012

C
Lots of things for adults to see am 49 2011
Being at a pl acm48efore

45

|

Lots of cultural things to see or expe

Great shoppin 41

Availability of camping or RV fac 40

Lots of historic things to see or expe 40
] 150

* Rated 8, 9 or 10 on 10-pt. Importance scale



Importance of Factors In Choosing to Visit

The Al |l egheni es

i Base: Overnight Trips

=
% Rating Factor As Very Important*
. . 39
Unique or local food and CUH
A great rural/agricultural H 39
Different or unique local artwork/cra 10 37
Within a two-hour drive from h 20 37
Great opportunities for nature/eco- 11 37
Within a two-to-four-hour drive from 30 37
Lots of informat.i om?’jdest i nation on
. . 31
A fun city environme 12
29
A fun place for coupl 18

Availability of luxury accommodH 26
Lots of things for children to see a;H 222

Focus on mzﬁvel 0

* Rated 8, 9 or 10 on 10-pt. Importance scale

Reg

w2012
02011

t heé

151



Importance of Factors In Choosing to Visit

Upstate PA

Base: Overnight Trips

% Rating Factor As Very Important*

Feeling safe at the destin M 83
7

Convenient access by

Having family or friends who live in the

Being at a p|acm5@efore m2012

02011

Lots of things for adults to see am 1

Availability of mid-range accommod

Lots of cultural things to see or expe 55

H

34

Lots of historic things to see or expe 20 o4

53

H

Unique or local food and cui 57

Great shoppin

_50

25

A fun place for coup

152

* Rated 8, 9 or 10 on 10-pt. Importance scale



Importance of Factors In Choosing to Visit

Upstate PA (cont

Base: Overnight Trips

% Rating Factor As Very Important*

Availability of economy or budget accommoH 48
A fun city environme* 46
Different or unique local artwork/craW 45
A great rural/agricultural H 44
Within a two-to-four-hour drive fromH 43

Lots of information about the destination on the 42 w2012
Within a two-hour drive from h 41 02011
Lots of things for children to see a 41
Great opportunities for nature/eco- 38
Availability of camping or RV fac 34
Availability of luxury accommod 33
Focus on 30 el o

153

* Rated 8, 9 or 10 on 10-pt. Importance scale



Importance of Factors In Choosing to Visit

Pocono Mountains

Base: Overnight Trips

% Rating Factor As Very Important*

Feeling safe at the destina

Convenient access by

Affordable attractions/evéM2 66

Lots of things for adults to see a

Within a two-to-four-hour drive from

|
Availability of mid-range accommod 2012

O
Within a two-hour drive from R 2011

Being at a pl ac n before

Availability of luxury accommod

154

* Rated 8, 9 or 10 on 10-pt. Importance scale



Importance of Factors In Choosing to Visit

Pocono Mountal ns

5

Base: Overnight Trips

% Rating Factor As Very Important*

Lots of cultural things to see or expeH 46
, 44
Great Shopp,nH
Availability of economy or budget accommoAPﬁ"B46

40

Having family or friends who live in the

16

Lots of historic things to see or expe 24 40

Great opportunities for nature/ecoH 40 m2012
A fun city environme4_3g9 02011
Lots of things for children to see aM 45
A great rural/agricultural H 37
Different or unique local artwork/craH 37
Availability of camping or RV facH730
F—

Focus on %18velc‘)

2
155

* Rated 8, 9 or 10 on 10-pt. Importance scale



Importance of Factors In Choosing to Visit

Dutch Country Roads

Base: Overnight Trips
% Rating Factor As Very Important*

.

I—“
[}
o

Feeling safe at the destina

Convenient access by 75

Affordable attractions/ev

gl

\l
\‘
[EnY

70

Lots of things for adults to see a 37

Availability of mid-range accommod

;‘
oo
(@]
SN

w2012
02011

|

Unigue or local food and cui 57

Lots of cultural things to see or expe 33

Lots of historic things to see or expe

H

35

57

|

Great shoppin 34

Lots of things for children to see a 37 S7

Availability of economy or budget accommo 33 56

Lots of i nformati o 5ﬁation on theé

I

22

156

* Rated 8, 9 or 10 on 10-pt. Importance scale



Importance of Factors In Choosing to Visit

Dutch Country Road

Base: Overnight Trips
% Rating Factor As Very Important*

Within a two-to-four-hour drive fromm 52

A great rural/agricultural W 51

. 5}]
Being at a pl ac 6 € before

45

45 = 2012
" m2011

A fun place for coupl

22

Different or unique local artwork/cra

Great opportunities for nature/eco-

Availability of luxury accommod 40

Within a two-hour drive from h 40
Focus on ?80
36

Having family or friends who live in the
Availability of camping or RV fac 30
157

* Rated 8, 9 or 10 on 10-pt. Importance scale



Importance of Factors In Choosing to Visit

Lehigh Valley

Base: Overnight Trips
% Rating Factor As Very Important*

Convenient access by 79

—

43

[6)]

(&)
~
a1

Feeling safe at the destina

Affordable attractions/ev

Having family or friends who live in the

!1

Lots of things for adults to see a 20 !
A fun city environme 18 m2012
Being at a pl ac > RS before 02011
Unique or local food and cum 52
Within a two-to-four-hour drive fromm o1
A fun place for coup_ 49
Availability of economy or budget accommoF
Lots of historic things to see or expe;P
. 158

* Rated 8, 9 or 10 on 10-pt. Importance scale



Importance of Factors In Choosing to Visit

Lehi gh Vall ey (coc

Base: Overnight Trips
% Rating Factor As Very Important*

46

Within a two-hour drive from h 0

. 43
Great shoppin 21

Availability of mid-range accommodW 42

42

Lots of cultural things to see or expe 18

Lots of i nfor mati o 21 4@stination on theé

Lots of things for children to see am 41 m2012
A great rural/agricultural H 33 02011

Different or unique local artwork/cra 32
Availability of luxury accommod S0
Focus on 20 el o

Availability of camping or RV fac 26

Great opportunities for nature/eco- 26

159

* Rated 8, 9 or 10 on 10-pt. Importance scale



Importance of Factors In Choosing to Visit

Philadelphia & The Countryside

Base: Overnight Trips
% Rating Factor As Very Important*

63

Affordable attractions/ev

Convenient access by_ﬁ‘i o
Lots of things for adults to see a_i‘ 67

5

70

A fun city environme 58

Availability of mid-range accommod_ 53 w2012
Unique or local food and cu_ 02011

Within a two-hour drive from h_

Availability of economy or budget accommo_

Lots of information about the destination on the

l

45
55

45

J]

Lots of historic things to see or expe 55

Lots of cultural things to see or expeM 53

] 160
* Rated 8, 9 or 10 on 10-pt. Importance scale




Importance of Factors In Choosing to Visit

Phil adel phi a & The Co

Base: Overnight Trips
% Rating Factor As Very Important*

Different or unique local artwork/craH 44
Within a two-to-four-hour drive from_il‘ 46
Being at a pl acmqg before
A fun place for coup_L‘ 49
Lots of things for children to see a;_L‘ 47
Great Shoppin_%_‘ 48 w2012
Availability of luxury accommod_35—‘ 47 02011
Having family or friends who live in theP—‘
Focus m&% [ o
A great rural/agricultural ;_—‘ 38
Great opportunities for nature/ecom 34
Availability of camping or RV 1‘ac4F—2‘023

* Rated 8, 9 or 10 on 10-pt. Importance scale

161



L* ngwoods

Product Delivery o
Marketable Overnight Trips



Yy

Yy

Yy

Y

Traveler Priorities

Respondents were asked to rate Pennsylvania (on a scale of
1 to 10) on approximately 60 destination attributes.

A factor analysis was undertaken to organize these attributes
into 11 categories, or factors, in order to simplify discussion.

The degree of association between each factor was then
measured on whether Pennsylvaniai s a pl ace
enjoy VvVisiting.o

To motivate Pennsylvania visitors to return, it is important
that the state be perceived as a destination that is exciting,
attractive for adult vacation, while at the same time is family-
friendly and worry free.

n i

163

WO |



Traveler Priorities

Base: Overnight Marketable Trips

Exciting

Adult Atmosphe
Family Destinatic
Worry Free

Climate

Sightseeing Relative
Luxurious Importance ‘

Affordable

Unique
Entertainmen

Sports and Recreati

164

*A measure of the degree of association betweg@gndoeach factor and



Hot Buttons

1 Afun place for a vacation/getaway 9 A place | would feel welcome

2 Exciting destination 10 Good place to get away and relax

3 Good for adult vacation/getaway 11 A funplace for kids

4 Lotsto see and do 12 Greatplace for walking/strolling about
5 A goodplace for couples to visit 13 Great shopping

6 Good placdor families to visit 14 Interestingcities

7 Must-seedestination 15 A placewelcoming for children

Truly beautiful scenery L0 REIHHIETELY [F2E7E

165

*A measure of the degree of association betwettthn. ®@ach attri bute a



Product Delivery

v Image ratings by recent visitors can be viewed as product
ratings such that the recent visitor is, presumably, rating
Pennsylvania from his/her experience.

v Pennsyl vania i magebds strengths ar
include well-known landmarks, lots of things to see and do,
and being a fun place for a vacation. Also, its proximity to
visitors and family friendly atmosphere are among
Pennsyl vaniabés strengt hs.

166



Pennsyl vani ados Prod

Base: Overnight Marketable Trips

Percent Who Strongly Agree

Climate 71
Worry Free 71
Adult Atmosphe 71
Family Destinatio 71
Affordable 71
Exciting 69
Sightseeing 69
Unique 62
Luxurious 61
Sports and Recreatic 61

Entertainmen 59 167



Pennsyl vani aodos Padaodu

Exciting

.1.,‘,..

Base: Overnight Marketable Trips

Percent Who Strongly Agree

A fun place for a vacation/get

Exciting destinati

168



Pennsyl vani aodos Padaodu

Adult Atmosphere

.1.,‘,..

Base: Overnight Marketable Trips

Percent Who Strongly Agree

Adult Atmosphe

Good for adult vacation/geta

A good place for couples to

169



Pennsyl vani aos

Family Destination

.1._..

Base: Overnight Marketable Trips

Percent Who Strongly Agree

Family Destinatio

Good place for families to

A fun place for kid

A place welcoming for child

Pd odu

170



Pennsyl vani aodos Padaodu

Worry Free

—

Base: Overnight Marketable Trips

Percent Who Strongly Agree

Worry Free

A place | would feel welca

Good place to get away and

Warm/friendly peop

Safe place to travel in tourist a

171



Pennsyl vani aodos Padaodu

Climate

.1.,‘,..

Base: Overnight Marketable Trips

Percent Who Strongly Agree

Climate

Climate was perfect for what we wante

172



Pennsyl vani aos

Sightseeing

Pd odu

Base: Overnight Marketable Trips

Percent Who Strongly Agree
Sightseeing

Lots to see and d

Truly beautiful scene

Great place for walking/strolling &
Great shopping

Interesting citie

Interesting small towns/villa
Excellent State/National pa
Interesting festivals/ fa

Great farm stands/farmers' ma
Great place for antiqui

Beautiful gardens & pa

Authentic & exciting historical re-enact
Well-known landmar 76

Noted for its histo

Authentic historical sit

Great place for birding/nature vie
Great wilderness are

Excellent museums/art galle

Too much to do and see in just ong

173



Pennsyl vani aodos Padaodu

Luxurious

1._..

Base: Overnight Marketable Trips

Percent Who Strongly Agree

First-class hotel

First-class resort

Good place to find elegant, sophisti
restaurants

174



Pennsyl vani aos

Affordable

Pd odu

Base: Overnight Marketable Trips
Percent Who Strongly Agree

Affordable 71

Great value for the mo 69

Very affordable vacation desting
Easy to get tc

Affordable accommodatic

Very affordable for a getaway wee
Not too far away for a vaca

Close enough for a weekend get: 70

175



1._..

Base: Overnight Marketable Trips

Percent Who Strongly Agree

Unique

Unique & Interesting customs/trad

Lots of unique local cuis

Talented artisan

176



Pennsyl vani aodos Padaodu

Entertainment

.1.,‘,..

Base: Overnight Marketable Trips

Percent Who Strongly Agree

-

Entertainme

Great for theater and the

Great live musi

177



Pennsyl vani aodos Padaodu

Sports & Recreation

g™

Base: Overnight Marketable Trips

Percent Who Strongly Agree

Sports and Recreati 61

Great leisure biki

Good place for skiing/winter sy

Fun & challenging golf cou
Excellent fishin

Good place for extreme/adventure s
Great camping

Great mountain/off-road bicyc

Excellent huntin 178



Pennsyl vani aodos Top

Base: Overnight Marketable Trips

Percent Who Strongly Agree

Well-known landmar

Lots to see and ©

Easy to get t¢

Great place for walking/strolling &
Good place for families to

A fun place for a vacation/geta
Good place to get away and r
Not too far away for a vaca

Truly beautiful scene 73

Authentic historical sit 73

179



Pennsyl vani aos Top 20

(cont 0d)

{ Base: Overnight Marketable Trips
Percent Who Strongly Agree

A good place for couples to
Affordable accommodatic
Safe place to travel in tourist a

A place | would feel welca

Noted for its histo 72

Climate was perfect for what we wantec 71
Very affordable for a getaway wee 71
Interesting small towns/villa 70

Good for adult vacation/getal 70

70

Close enough for a weekend get
180



Pennsyl vani ados Top 20

PA Residents vs. Non-Residents

-

Base: Overnight Marketable Trips

Percent who strongly agree

Well-known |andma_~179‘

Lots to see and M

Easy to gett 72
Great place for walking/strolling M—‘
Good place for families tom

A fun place for a vacation/get

73 H PA Residents
73 ENon-Residents

Good place to get away and r

Not too far away for a vaca

’ 74 | 181

Truly beautiful scen

Authentic historical si




Pennsyl vani ados Top 20

PA Residentsvs.Non-Res i dent s (

-

Ti"
4.2 Base: Overnight Marketable Trips
Percent who strongly agree

A good place for couples to 73

Affordable accommodati 72

Safe place to travel in tourist a 73

A place | would feel welc

/1

Noted for its histo

72

Cli mate was 25 H PA Residents

ENon-Residents

Very affordable for a getaway we 70

d——

Good for adult vacation/getal

Interesting small towns/vill

69

Close enough for a weekend get

67 182




L* ngwoods

Trip Benefits 0
Marketable Overnight Trips



Benefits From Pennsylvania Overnight Trip

Iy )‘1
I &0 ‘I‘I

- Base: Overnight Marketable Trips

Percent of Total

Relaxed/relieved streS

Break from the day-to-g@ 49

Created lasting memorf€ 41

Enriched relationship with family/fr 38
H 2012

36 12011

No fixed schedul
Visited a place I've never seen bé&tg
Improved family tie

Arrived home with great sto
184



Benefits From Pennsylvania Overnight Trip
(cont 0d)

Gained new skill($
185
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L* ngwoods

Origin Markets o
Pennsylvania Day-Trips



State Origin Markets T Marketable Day-Trips

Delaware ¥

West Virginigy
Virginia p

188



Urban Origin Markets T Marketable Day-Trips

Base: Marketable Banps
Percent of Total
B Philadelphia, P
Pittsburgh, PA
In-State Wilkes Barre-Scranton,

DMAG s ™ Harrisburg-Lncstr-Leb-York,
Johnstown-Altoona, F
Erie, PA

New York, N

Washington, D(
Out-of-State

~ Baltimore, ML
DMAO S

Cleveland, O
Youngstown, O
- Buffalo, N

189



L* ngwoods

Traveler Profile 0
Marketable Day-Trips



Gender

Iy ')‘1
la &)

— Base: Marketable Baips

Percent of Total

Male

48 H Pennsylvania

i 1 US Average

Female

52

191



Base: Marketable Hays

Percent of Total

1604 INEEY

14 |
250 T
i} H Pennsylvania
35-44 | 1 US Average
45.54 _15F
_—y qﬂ
65+ qﬂ

Pennsylvania US Average
Average Age 45.1 43.5 192




Base: Marketable Bayps

Percent of Total

White
83
African-Americah ® Pennsylvania
8
4| 1 US Average

Other
o

193



Hispanic Background

Iy ')‘1
la &)

— Base: Marketable Baips

Percent of Total

® Pennsylvania
1 US Average

Yes

10

90

194



Marital Status

— Base: Marketable Baips

Percent of Total

Married/With partn
61

m

® Pennsylvania
1 US Average

Divorced/Widowed/ Separm

14‘

195



Household Size

Base: Marketable Bayps

Percent of Total

1 membe ]

20 |
— 33
33|
—— 19
20 |
4 member
15
=+ memperdNNNES
12
Average Household Size: Pennsylvania

2.8

H Pennsylvania
1 US Average

United States

2.8
196



Children in Household

Iy ')‘1
la &)

— Base: Marketable Baips

Percent of Total

No children under
57

Any child between 13-”

T | ® Pennsylvania
1 US Average

Any child between 6-

Any child under

197



Education

Iy )‘1
I &0 ‘I‘I

— Base: Marketable Baips

Percent of Total

Post-graduaté
12 |
College graduat
geg mﬁ

7 = Pennsylvania
Some collegé

28 | 4 US Average
High school or les
22

Other ﬁ
1

198



Employment

— Base: Marketable Baips

Percent of Total

Full time/self-employ

4|
Part time m Pennsylvania
1 US Average
Not employed/retired/ot
43|

199



Income

Iy ')‘1
la &)

— Base: Marketable Baips

Percent of Total

$100K-149.9K

$75K-$99.9

13

14 |

m Pennsylvania
$50K-$74.9 23 1 US Average

$30K'$49'9m .
Under $3om -

J

200



L* ngwoods

Trip Planning & Booking o
Marketable Day-Trips



Main Reason for Choosing Pennsylvania

Iy ')‘1
la &)

— Base: Marketable Baips

Percent of Total

Visited before and wanted to seeq

e nearey S

26

w2012
m2011

Recommendation from fri

[ 9
Saw/heard advertisemE

Read an article/Heard a news %

202



Planning Cycle

Base: Marketable Baips

Percent of Total

02011 m2012

30
24

16 16
10
4

—

1 Month or More 3 weeks 2 weeks 4 to 7 days 1 to 3 days Same day 203



Information Sources Used

for Planning

Iy ')‘1
la &)

— Base: Marketable Baips

Percent of Total

On”ne,,memﬂq
Books m
Personal experien_—w‘
Travel guidm E2012
Advice from friends/relati” 02011

Auto club

Television

Social Medig

204



Information Sources Used

for Planning (co

is® ')‘1
PR i _,;,:f. ;'

— Base: Marketable Baips

Percent of Total

Hotel/reso:
State tourism offi

31
NewspapersF
Local visitors bureaus/CF
w2012
A toll-free numb 1
2011

Radio <1

Association/clu )

Electronic newslett

Travel Agen <1

205



Use of Pennsylvania Trip Planning Tools

Iy ')‘1
)

— Base: Marketable Baips
Percent of Total

wWww.Visitpa.co

Pennsylvania travel gu

Blog about Pennsylva_

3 m2012
2011

Pennsylvania Facebook p

PURSUITS magazi

Pennsylvania Twitter p

206



www.Visitpa.com Usefulness

Base: Marketable Hays
2012 31
2011 45
0 25 50 75 100
Percent
mSomewhat Useful mVery Useful 207

* Caution - low base size.


http://www.visitpa.com/

Travel Guide Usefulness

Base: Marketable Haips
2012 | 12 88
0 25 50 75 100
Percent
" Somewhat Useful m Very Useful 208

* Caution - low base size.



Trip Elements Planned Using Internet

Iy ')‘1
)

— Base: Marketable Baips

Percent of Total

Car route/locations/m

25

Local activities/attractions/things t
and do 18

l

Restaurants

|

2012
02011

Accommodatio

i

Flight/train/bus/rental

@!

Packages tours/cruis

IS |

209



Reasons for Visiting www.Visitpa.com

Iy )‘1
[ § ;I

— Base: Marketable Baips

Percent of Total

To help me decide which Pennsyl

ination to visi
destination to visit 55

To help me decide to visit PennsyI¥e

H2012
12011

To learn more about Pennsylvé
34,

To obtain more information after | de

to visit m ‘

210


http://www.visitpa.com/

www.visitpa.com Influence on Planning

Iy ')‘1
la &)

— Base: Marketable Baips

2012 56
2011 59
0 25 50 75 100
Percent

mNo Influence m®Very little Influence @Some Influence MLarge Influence 211


http://www.visitpa.com/

www.Vvisitpa.com Influence on Visitation

Base: Marketable Haips
2012 59
2011 66
0 * >0 & 100

Percent

ENo Influence  BVery little Influence OSome Influence ®Large Influence 212


http://www.visitpa.com/

Technology Used by Travelers

Iy ')‘1
)

— Base: Marketable Baips

Percent of Total

eskion ComputF

P

15| ® Planning the trip

- 4 During the trip
K

Smartphon
40|

Tablet comput
15 |

213



Planning Considerations Beyond Cost

Iy ')‘1
)

— Base: Marketable Baips

Percent of Total

Destination | wanted to see and expe 38

Activities | wanted to

23

Performance/event/occasion | wanted to

F— " 2012

i 12011

Looking for a certain type of vacation exp

Near by destinati

Cost was the only consider

Visit Family/frien
214



Percent Who Booked In Advance

Base: Marketable Baips

Percent of Total

39

2011 2012

215



Booking Cycle

Base: Marketable Bayps Booked in Advance
Percent of Total
2011 w2012
32
24 29
iyl 18
12
10
7
More than 1 month 3 weeks 2 weeks 4 to 7 days 1to 3 days Same day
in advance

216



Use of Vacation Packages

and Group Travel

Base: Marketable Baips

Percent of Total

I

Escorted Group To

Pre-Paid Packa
9

m2012
12011

217
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Marketable Day-Trip
Characteristics



Distance Traveled for Pennsylvania Day-Trip

— Base: Marketable Baips

Percent of Total

Under 100 Mile

63
100-149 Mile:
26 ‘
] m 2012
N o 42011
150-199 Mile:
5|
Over 200 Milen
3

219



Transportation Used to Enter

Pennsylvania

Iy ')‘1
la &)

— Base: Marketable Baips
Percent of Total

own co N

87 |

Rental car 3‘

2
1

Personal -
Bicycle/Motorcyc

Truck/Van/R\l

2
1

[

w2012
2011

i Train
Bus

Commercial 4 3\

Taxi . 4

220
- Plane . 3




Size of Travel Party

Iy ')‘1
o &2

— Base: Marketable Baips

2012 0.7 ‘ Total = 3.1

2011

0.5 Total = 2.9

Average No. of People

m Adults w1 Children under 18
221



Composition of Travel Party

,A‘::—-»*l
Iy ')‘1
la &)

— Base: Marketable Baips

Percent of Total

spouse/parinc -

63
Child(ren) M -1 -
Friend(s,)_16 ‘ 21 2012

Just Myseli-ﬂ@12 | 12011

Other Relative( = ‘

Parent(s) - ‘

Grandparent ‘ 11
222
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Trip Experiences 0
Marketable Day-Trips



Things Seen and Experienced

on Pennsylvania Day-Trip

5

Iy ')‘1
la &)

— Base: Marketable Baips
Percent of Total

Other shoppinw
Scenic drivﬂ
Historical house musem
Outlet shoppinﬂ
Farmer's markm m2012
State/national paH m2011
Unique shoppinm

224



Things Seen and Experienced

on PennsylvaniaDay-Tr 1 p ( con

-

Iy ')‘1
la &)

— Base: Marketable Baips
Percent of Total

w2012
02011

225



Dining/Entertainment

Base: Marketable Baips

Percent of Total

Unique local foom
Casino/racetram
Fair/exhibition/festiH’]

m2012
@2011

Classical music/dan 226



Sports and Recreation

Base: Marketable Bayps

Percent of Total

Amusement/waterpm

6

Hiking

Other outdoor sport/activs N
Fishing
Swam in a po eSS
Camoi m2012
amping
02011

Meditation cente

il

Swam in a lake/river®- 227
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Trip Benefits 0
Marketable Day-Trips



Benefits From Pennsylvania Day-Trip

Iy )‘1
)

— Base: Marketable Baips
Percent of Total

Relaxed and relieved Strﬂ
A break from the day-to-day enviroM
Enjoyed life with no fixed schHﬂ
Created lasting memoH 2012
Enriched relationship with spouse/childrenm 02011

' 17
8

Enhanced knowledge of his

Improved family tie T

Got to visit a place I've never s 14

13

Enhanced cultural experie
PerenE e 229



Base: Marketable Bayps

Percent of Total

Arrived home with great stories tom
Got to try new thin_—‘

8
12
Better outlook on li 8

m2012
02011

Was physically challenged and ene

Renewed personal connecti®

Was intellectually challenged and eneﬁ

Was pampereE

B
Gained new skiII(
.2
230




