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Methodology

e A brand image study was conducted during the winter of 2015-2016.

* A 15-20 minute self-completion survey divided among three markets:

* 1026 Non-residentia

BSI1Adents

e During the survey respondents were asked to answer questions in
regards to traveling throughout the region including Tupper Lake,
Saranac Lake, Lake Placid, and the Adirondacks as a whole.



Travel Motivators

Respondents were asked to rank 1-10, how important the following factors were in relation to making general travel decisions.

WG

Worry Free 32%
Family Friendly 27%
Sports & Recreation 23%
Exciting 22%
Entertainment & Sightseeing 17%
Unique 16%
Climate 14%
Popular 9%

Luxurious 4%




Tupper Lake Top 10 Attributes

1. Great place for outdoor recreation
2. Safe | com
3. Great fa sightseeing
4. Warm ar )€

able place to tour around

e

6. Affordable de
=

. Good place for

tination

8. Children would especially enjoy this place
9. A fun place to visit

10. Unique travel experience






“A place I'd really enjoy visiting”

ongly agree




“Exciting”




“Family Atmosphere”

‘ongly agree
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“Worry Free”
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“Sightseeing”
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100%

“Sports & Recreation”
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“Unique”

100% i

ongly agree




“Affordable”

'ongly agree




“Popular”

100% ~ o \

ngly agree




Tupper Lake’s Overall Image

Sports & Recreation

Worry Free

Sightseeing

Affordable

Family Atmosphere

Unique

Exciting

Popular [l 5%
0% 25% 50% 75% 100%

Percent of respondents who “strongly agree”



Tupper Lake’s Overall Image vs. In-Region Destinations™®

Sports & Recreation

Worry Free

Sightseeing
Affordable
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Popular

0% 25% 50% 75% 100%

Percent who strongly agree

B Tupper Lake B In-Region Destinations

* In-Region Destinations include: the Adirondacks, Saranac Lake, Lake Placid



Tupper Lake’s overall image

visitor perception vs. non-visitor perception

~ Neutral

o ee' B Have never visited Tupper Lake
—— : B Have visited Tupper Lake




Tupper Lake’s overall image

additional travel indicators

Fun

Lots To See & Do

Warm & Friendly People _

Learning/Discovery _
Children Would Enjoy [IIGBG

0% 25% 50% 75% 100%

Percent who strongly agree

B Tupper Lake
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Tupper Lake’s overall image vs. in-region destinations™®
additional travel indicators

Fun

Warm & Friendly People

Lots to See & Do

Learning/Discovery

Children Would Enjoy

0% 25% 50% 75% 100%

Percent of respondents who strongly agree

B Tupper Lake B In-Region Destinations

* In-Region Destinations include: the Adirondacks, Saranac Lake, Lake Placid



Tupper Lake’s image - additional travel indicators
visitor perception vs. non-visitor perception
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Tupper Lake’s strengths

individual sports/recreational activities

Canoe/Kayaking

See, Touch, Learn About Nature
Boating/Water Sports

Fishing

Stargazing

Hiking

Camping

Birding/Wildlife Watching
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0%

12.5%

25%

37.5%

50%



Tupper Lake’s strengths

individual sports/recreational activities

Ice Fishing

1
\

|

Snowshoeing/Cross-Country Skiing

|

Snowmobiling

Cycling

1
4

I

Hunting
Mountain/Off-Road Biking
Downhill Skiing

Golfing

0% 12.5% 25% 37.5% 50%



Tupper Lake’s outdoor recreation
visitor perception vs. non-visitor perception

Strongly Agres

B Never Visited TL
Tupper Lake is a great place to go... Have Visited TL
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Birding/Wildlife
Camping
Cycling
Downhill Skiing
Fishing

Golfing

Hiking

Hunting

Ice Fishing
Mountain Biking
Nature

Paddling
Snowmobiling
Snowshoeing/XC
Stargazing



Tupper Lake’s areas of improvement

See, Touch, Learn About Nature
Ice Fishing

Hunting

Affordable Destination
Snowmobiling

Fishing

-30%

0%
1%
1%l
2% 0
4% Il
-5% Il

-15% 0% 15% 30%



Tupper Lake’s areas of improvement

Stargazing -6% I

Birding & Wildlife Watching -6% I
Boat/Water Sports -7% I

Warm & Friendly People -7%

Golfing -7% I

Children Would Enjoy This Place -8% I
Cycling -9% I

-30% -15% 0%

15%

30%



Tupper Lake’s areas of improvement

Canoeing/Kayaking

A Great Place For Learning/Discovery
Camping

Mountain/Off-Road Biking

Snowshoeing/Cross-Country Skiing

-30%

-10% N
-10% N
-11%

-11%

-13% I

-15% 0% 15% 30%



Tupper Lake’s areas of improvement

Safe/Comfortable To Tour Around
Provides A Unique Travel Experience
Good Place For A Family Getaway
An Exciting Place

Hiking

-30%

-15% I
-17% I

-19% I

-19% I

-19% I

-15% 0%

15%

30%



Tupper Lake’s areas of improvement

Great For Walking/Sightseeing
Great Outdoor Recreation Area
Downhill Skiing

Lots To See And Do

A Fun Place To Visit

Popular Among Travelers

-19% I

-20% I

-23% I

-23% IS

-23% IS

-23% IS

-30% -15% 0%

15%

30%
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AOW would you describe lupper Lake to a friend ¢

“Small town that holds a lot of character. If you like to golf. ski, camp, fish, hunt, or

snowmobile this is the place to be. Small town with a big heart!”
- Tupper Lake Resident - SR
‘ ~ : - -«A-::i;:..
©  “Absolutely unique, Tupper Lake has something for everyone The people are always
friendly and willing to help. There are several attractions that make Tupper Lake a

" great vacation or s.t'ay.hSumm‘éé:F and Winter prov1de endless-fun and éxcitement.”

- Tupper Lake Resident . — = x
e .;:;-"‘\ - G“" A "V",-(( = g7
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A _‘ An affordable gem in mé Adlrondacks with all of the natural beauiy:and spectacular K

g
outdoor recreation activities of LakePlacid without the commercial, expensive hype
of LP. Tupper Lake needs a few more.goed, restaurants and a couple of charming
Tyt
hotels - which will come W|th new development hopefully And then a big marketing
campaign!” . j
- Tupper Lake Resident
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HOwW would you aescribe lupper Lake 1o a trriena?

“A community that is striving to provide you with new and interesting indoor and

outdoor learning and adventurous experiences.”
- Adirondack Resident 2
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“Rustic and interesting. Off the beaten path. Us‘é‘ﬁd comlng destination.”

- Adirondack Resident
] 4 '_,_
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“Relanvely unknoWn.ﬁgge;:w#ﬁ |ncred|b|e hlstory,,scenery, access to nature and a
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“A small Adlrondack community with a lot of oId t|me amenities for all ages. Has an
older style movie theater for inclémeht weatl'fer r,Wild Center for all, golf.and boating
as just some examples of activities availablé; aII at nommal cost.”

- Remote Responder









Advertising that has been seen or heard
regarding destination

Adirondacks I 89 %
Lake George I 7 2%
Lake Placid I 81 %
Old Forge N 43
Saranac Lake IS 40%
Saratoga Springs I 48 %
The Finger Lakes | 50 %o
Tupper Lake | 28 %
Wilmington/Whiteface | 59 %o

Percent of respondents who recall seeing advertising for the destination.



Awareness of the destination
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Friends/Family have told me about their visit. I've traveled through to reach my destination.

Percentage who strongly agree

-

Adirondacks ® Lake Placid Saranac Lake B Tupper Lake
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Adirondacks

Lake George

Lake Placid

Old Forge

Saranac Lake
Saratoga Springs

The Finger Lakes
Tupper Lake
Wilmington/Whiteface

Visited on a day trip

. 7%

B— Il 29%
I 26 %
I 33 %
I —, A5 %o
I 36 %
I 21 %
I 31%

I 4.6 %o

Colldlorlns



Visited on an overnight trip

Adirondacks

Lake George

Lake Placid

Old Forge

Saranac Lake
Saratoga Springs

The Finger Lakes
Tupper Lake
Wilmington/Whiteface

R 86 %
I 49 %o
. 59 %o
I 29 %

I 30 %

I 32 %

I 42%

I 17 %

I 25 %o

0% 25% 50% 75%

lestinations



Destinations visited in the last 5 years .

KEY
Lake Placid - 72%
Saranac Lake - 61%
Lake George - 57%
Tupper Lake - 51%

Whiteface/Wilmington - 48%
Saratoga Springs - 47%

Finger Lakes - 41%
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Places travelers would enjoy visiting

Adirondacks

Lake Placid

The Finger Lakes
Saranac Lake

Lake George
Wilmington/Whiteface
Tupper Lake

Saratoga Springs

Old Forge

I 91 %
I S 3%/,
I 7 4
I 7 3%
I 7 2 %o
I 69 %
I 6 7 Yo
- [

I 65 %

0% 25% 50% 75%

100%



Intent to visit In the next 2 years

Adirondacks

Lake George

Lake Placid

Old Forge

Saranac Lake
Saratoga Springs

The Finger Lakes
Tupper Lake
Wilmington/Whiteface

I 41 %o
I 4.5 %0
I 4.5 %,

I 4.7 %

0% 25% 50% 75%

100%



B Have visited Tupper Lake
B Have NOT visited Tupper Lake in the pa




Respondents who have visited Tupper Lake

in the last 5 years

No




Interested in visiting Tupper Lake in the future

Percentage of respondents who definitely/probably intend to visit.
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Methodology

e In April of 2016 a simple open-ended feedback form was issued
online at TupperLake.com and on paper in key locations in town.

* Questionnaire was targeted towards residents of Tupper Lake
requesting their feedback on what they feel the Tupper Lake Brand
is and/or should be.

 The form was intended to be a quick and easy way to get input from
individuals who would not traditionally attend a public. meeting.

* Nearly 50 responses were collected.


http://TupperLake.com
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Brand Study “Virtual Focus Group”
trending similarities..
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* Compa n to word cloud from Brand Imaae Survey
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;Trendlng Slmllgrltles...
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“The laid back feel, hiking tralls family-friendly mountain cllmblng with awesome views and
tougher climbs if wanted. These are a few of the things we enjoy.”

“The Wild Center!”

“...I think of clean air, clean water, magnificent scenery, and a multitude of opportunities to enjoy
that scenery, like hiking, boating, skiing, etc. I think our uniqueness is being unspoiled and
natural, far from the crowds and strife of city life.”

“...the center of all kinds of recreational activity for all seasons for all types of recreations from
the sportsmen (think fishing, hunting, etc.) to the naturalist (Wild Center), along with numerous
recreational activities in every season. Skiing, paddling, hiking, camping, biking. All these
activities are the heartbeat of the Adirondacks.”

“I consider Tupper Lake to be the center of the Adirondacks, made up of mountains, lakes and

* forests.”

“World-class Wilderness!”
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Brand Study “Virtual Focus Group”

Trending Differences..
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* Comparison to word cloud from Brand Imaae Survev
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“The first thing that comes to mind is our heritage, the logging industry, the lumberjacks,
the lumber camps...”

“Crisp mountain air, genuine people, luscious lakes, outdoor oriented utopia.”
“Location, Potential, and the emergence of ‘People with a Can Do Attitude!””

“Our people are trusting and welcoming! Tupper Lake is a haven from pressures of a fast
paced life.”

~ “I think the overall message and images should somehow evoke nature, beauty, active

. “A small community that comes together when need be.”

lifestyle, and lively and welcoming community.”
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y “ -- " >




lalk.

4. vl

LU

Lake M Tupper ak‘

—

* Results from Brand Image Survey



* Results from Brand Image Su






Brand Study “Virtual Focus Group”

suggested Tupper Lake slogans, etc.

D IK | IKE 1L

'; o) “The Ilttle town that can!”

"\A& \‘vﬁ 0“) ‘v..u; }» ‘.‘.\‘\% . M»f'- A

ek

. "The Gateway to» your Adlrondack Adventure
"The Heart of the Adirondacks”
“"Downloading fun since...”

"Where nature & culture collide”

* Submitted branding suggestions received through the “Virtual Focus Group”
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