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Introduction

v' Longwoods International began tracking American travelers in 1985, and
has conducted large-scale syndicated visitor research quarterly since 1990.

v"In 2007, our proprietary Longwoods Travel USA® program was migrated
from mail to online, with the benefits of rapid turnaround, enhanced flexibility
and interactivity, as well as greater respondent involvement.

v'ltis currently the largest ongoing study conducted of American travelers,
providing our clients with more reliable data and greater ability to home in
on key market segments of interest.

v' This report provides an overview for the Adirondacks’ domestic tourism
business in 2016. Longwoods has been providing this data to the
Adirondacks since 2015.
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Research @bjectives

v' The visitor research program is designed to provide:

v Estimates of domestic overnight and day visitor volumes to the
Adirondacks.

v A profile of the Adirondacks’ performance within its overnight travel
market.

v A profile of the Adirondacks’ overnight marketable trips and travelers.
v Profiles of the Adirondacks’ day travel market.

v Relevant trends in each of these areas.
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Methedology

» Each quarter, a random, projectable sample of adult members (18 years
of age and over) of a major U.S. consumer panel is invited to participate in
the Travel USA® survey:

> Selected to be representative of the U.S. adult population

» For the 2016 travel year, this yielded :

» 308,946 trips for analysis nationally:
» 216,738 overnight trips
» 92,208 day trips

» For analysis, data were weighted on key demographics to correct for any
differences between the sample and U.S. population targets.
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Methodology (Cont'd)

> Adirondacks Domestic Visitor Research

» The Travel USA® program identified 1,426 individuals who visited the
Adirondacks in 2016. It is from this sample group that visitor volume
estimates are derived along with visitor demographics and visitor
origins.

» To augment the information from Travel USA® we returned to a
sample of these Adirondacks visitors, identified through Travel USA®,
in order to provide more in depth information regarding visitor
spending and visitor activity along with strategic data on trip
characteristics, planning and booking.

» Total responses from the return sample were 497.
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Methodology (Cont'd)

» For Lake Placid, the following sample was achieved in 2016:
» 969 Trips
» 763 overnight trips & 206 day trips
» For Lake George, the following sample was achieved in 2016:
» 521 Trips

» 345 overnight trips & 176 day trips*

*Caution should be used in interpreting day trip data in this report due to low sample size
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Key Findings

> In 2016, the Adirondacks had 17.8 million person trips. Of these trips,
43% were overnight trips. The rest were day trips.

> The overnight trips generated $1.08 billion in spending, increasing
3.5% from 2015.

» [For overnight trips, the top state markets for Adirondacks visitors were
New York, Florida, and California. Among DMASs, the top three visitor
sources were New York City, Albany, and Los Angeles.

> Less than the national average, forty-three (43%) percent of the
overnight trips were planned 2 months or less before the trip. Less
than the national average, seven percent (7%) did not plan anything in
advance.
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Key Findings (Cont d)

LA 1]

> “Travel agent/company,” “hotel or resort,” and “auto club/AAA” were the
most common planning sources for an Adirondacks overnight trip.
“Travel agent/company” was the most common booking source.

» “Visiting friends and relatives” (at 46%) was the most frequent purpose
for an overnight trip to the Adirondacks. Marketable trips (those
influenced by marketing efforts) were 50% of the total overnight trips.
Coming to tour through the region, was the highest marketable trip
purpose, closely followed by an outdoor trip to enjoy activities such as
camping, fishing, and hiking.

> Nearly three-fourths (74%) of Adirondacks visitors were very satisfied
with the overall trip experience. Most satisfaction elements were greater
than 2015.
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Key Findings (Cont d)

» Of the overnight respondents, 77% have visited the Adirondacks at
least once. Sixty-two (62%) percent had visited in the past year.

» The average number of nights spent in Adirondacks for an overnight
trip was 3.1 nights, down from 3.7 nights in 2015. The average travel
party size was 3.4 persons.

» Almost eighty-percent (76%) of overnight Adirondacks travelers
arrived by personal car or truck.

» The top five overnight Adirondacks trip activities and experiences
were “Shopping,” “Swimming,” “Hiking/Backpacking,” “Fine Dining,”
and “National/State Park.”

M«
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Total Size of the U.S. Travel Market
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Structure of the U.S. Travel Market

— 2016 Overnight Trips

Base: Overnight Person-Trips
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U.S. Market Tirends for @vernight Trips

— 2016 vs. 2015

Base: Overnight Person-Trips
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Structure of the U.S @vernight Travel

Market— Trends

Base: Overnight Person-Trips
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U.S. OvernightiiViarketable Tirip Mix

— 2016 Travel Year

Base: Overnight Marketable Trips
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Total Size of Adirondacks 2016

Domestic Travel Market

Total Person-Trips = 17.8 Million
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Total Market Size —

Adirondacks & LLake Placid

Overnight Trips

Total Trip (Millions)
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Size of Adirondacks Overnight Travel Market

— Adults vs. Children

Total Overnight Person-Trips = 7.6 Million

Adults
72%
5.5 Million
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27%
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Adirondacks Overnight Travel Market

— py Main Trip Purpose

Adult Overnight Person-Trips = 7.6 Million
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Size of Adirondacks Day Travel Miarket

— Adults vs. Children

Total Day Person-Trips = 10.2 Million

Adults
76%

7.8 Million

Children
24%

2.4 Million
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Adirondacks Day Trravel Market

— by Trip PUrpoese

Adult Day Person-Trips = 10.6 Million

VFR
37.8%
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1.9%
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Total Size of Lake Placid 2016

Domestic Travel Market

Total Person-Trips = 7 Million

Day Trips
57%

3.6 Million
Overnight Trips

43%
3.4 Million
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Size of [Lake Placid @vernight Travel Market

— Adults vs. Children

Total Overnight Person-Trips = 3.4 Million

Adults
_—— 66%

2.2 Million

Children
34%

1.2 Million
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Size of [Lake Placid Day Travel Viarket

— Adults vs. Children

Total Day Person-Trips = 3.6 Million

Adults
72%

2.6 Million
Children
28%
1.0 Million
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BDomestic Overnight Expenditures

— Dy Sector

Total Spending = $1.08 Billion

+3.5% vs. 2015

Food & Beverage

Lodging
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Average Per Persen Expenditires on

Domestic @vernight Tirips — By Sector

Base: Overnight Person-Trips to Adirondacks
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Average Per Party Expenditures on

Domestic @vernight Tirips — By Sector

Base: Overnight Person-Trips to Adirondacks
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Fake Placid Domestic Overnight Expenditures

— Dy Sector

Total Spending = $504 Million

Lodging Food & Beverage
a0 T 23%
- $100 Million
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Retail
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$61 Million ransportation
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$48 Million
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Lake Placid Average Per Person Expenditires

on Demestic Overmight Trips — By Sector

Base: Overnight Person-Trips to Lake Placid
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Lake Placid Average Per Party Expenditures on

Domestic @vernight Tirips — By Sector
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Total’Adirondacks Domestic | PDay Trp Spending

— Dy Sector

Total Spending = $553 Million

+5.1% vs. 2015

Retail
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37%
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Average Per Person Expenditires on

Day Trips — By SeEctor.

Base: Day Person-Trips to Adirondacks
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Average Per Party Expenditures eon

Bay Trips — By Sector:
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Total'Fake Placid'Domestic Day Trip Spending

— Dy Sector

Total Spending = $203 Million

Retail
/ 24%
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Lake Placid'Average Per Person Expenditiires on

Day Trips — By Sector

Base: Day Person-Trips to Lake Placid
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Lake Placid Average PerPanty Expenditures on

Day Trips — By Sector
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Sources of Business

Base: Overnight Person-Trips to Adirondacks

B States contributing 5% or more
B States contributing 3% - 5%
® DMA's contributing more than 3%
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2016 State Origin Of P

Base: Overnight Person-Trips to Adirondacks
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2015 State Origint Of P

Base: Overnight Person-Trips to Adirondacks
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2016 DMA Origin Of Trip

Base: Overnight Person-Trips to Adirondacks
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2015 DMA Origint Of Trip

Base: Overnight Person-Trips to Adirondacks

New York, NY/NJ/PAICT - | o 27
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Base: Overnight Person-Trips
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Gender.

2016wvs . 20115

Base: Overnight Person-Trips to Adirondacks

Male

Female

0 20 40 60 80
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Gender.

Adirondacks vs. lLake Placid vs. Lake George

Base: Overnight Person-Trips

Male

Female

100

Percent

m Adirondacks = Lake Placid wLake George
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Base: Overnight Person-Trips

Average Adirondacks =41.3

Average U.S. Norm = 43.8
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Age

2016wvs . 20115

Base: Overnight Person-Trips to Adirondacks
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Age

Adirondacks vs. lLake Placid vs. Lake George

Base: Overnight Person-Trips

Average Adirondacks =41.3
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Marital Status

59

Base: Overnight Person-Trips
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Marital Status

2016wvs . 20115

Base: Overnight Person-Trips to Adirondacks

Married/with partner
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Marital Status

Adirondacks vs. lLake Placid vs. Lake George

61

Base: Overnight Person-Trips

Married/with partner

Single/never married

Divorced/widowed/
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Household Size

Base: Overnight Person-Trips

I
1 member ao
29
2 members s
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4 members
5+ members # 1
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Household Size

2016 wvs. 20115

Base: Overnight Person-Trips to Adirondacks

1 member

2 members
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Household Size

Adirondacks vs. lLake Placid vs. Lake George

Base: Overnight Person-Trips

1 member

2 members

3 members

4 members

5+ members
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Children in Household

Base: Overnight Person-Trips

|52

Any child between 13-17
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Any child between 6-12 q ’
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9
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Children in'Household

2016 wvs . 2015

Base: Overnight Person-Trips to Adirondacks

No children under 18
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Any child under 6
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Children in'Household

Adirondacks vs. lLake Placid vs. Lake George

Base: Overnight Person-Trips

No children under 18

Any child between 13-17

Any child between 6-12

Any child under 6
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Education

Base: Overnight Person-Trips
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Education

2016wvs . 20115

Base: Overnight Person-Trips to Adirondacks

Post-graduate
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Education

Adirondacks vs. lLake Placid vs. Lake George

Base: Overnight Person-Trips

Post-graduate
College graduate
Some college

High school or less

Other
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Employment

Base: Overnight Person-Trips

61
Full time/ self-employed
56
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Part time
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Not employed/retired/ _ 28
other | 34
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Employment

2016wvs . 20115

Base: Overnight Person-Trips to Adirondacks
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Employment

Adirondacks vs. lLake Placid vs. Lake George

Base: Overnight Person-Trips

Full time/ self-employed

Part time
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Household Income

74

Base: Overnight Person-Trips
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Household Income

2016 wvs . 20115

Base: Overnight Person-Trips to Adirondacks

$150K+

$100-$149.9K

$75-$99.9K
$50-$74.9K
<$49.9K
40 50
Percent
m 2016 2015
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Household Income

Adirondacks vs. lLake Placid vs. Lake George

Base: Overnight Person-Trips
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Base: Overnight Person-Trips
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Race

2016wvs . 20115

Base: Overnight Person-Trips to Adirondacks
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Race

Adirondacks vs. lLake Placid vs. Lake George

Base: Overnight Person-Trips

White

African-American
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Hispanic Background

Base: Overnight Person-Trips
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Hispanic Background

2016 wvs . 20115

Base: Overnight Person-Trips to Adirondacks
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Hispanic Background

Adirondacks vs. lLake Placid vs. Lake George

Base: Overnight Person-Trips

No

Yes

0 20 40 60 80 100

Percent

m Adirondacks = Lake Placid wlLake George
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Length of Tnp Planning

More than 1 year in advance
6-12 months

3-5 months

2 months

1 month or less

Did not plan anything in advance
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Eength of Trp Planning

2016 wvs. 20115

Base: Overnight Person-Trips to Adirondacks
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Length of Tnp Planning

Adirondacks vs. lLake Placid vs. Lake George

Base: Overnight Person-Trips

More than 1 year in advance
6-12 months
3-5 months

2 months

1 month or less

Did not plan anything in advance
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Trp Planning Information Sources

Base: Overnight Person-Trips

Travel agent/company 23
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Trp Planning Information Sources (Contd)

Base: Overnight Person-Trips

Visitors' bureau/gov tourism office
Magazine articles/ad
Travel company websites

TV program/ad

800/888 number

Lodging sharing websites
Newspaper articles/ad
Radio show/ad

Travel/ski show or exhibition
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Trp Planning Information Sources

2016 wvs. 20115

Base: Overnight Person-Trips to Adirondacks
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Trip Planning Information Sources (Contd)

2016 wvs. 2015

Base: Overnight Person-Trips to Adirondacks

Visitors' bureau/gov tourism office
Magazine articles/ad

Travel company websites

TV program/ad

800/888 number

Lodging sharing websites
Newspaper articles/ad

Radio show/ad

Travel/ski show or exhibition

0 10 20 30 40
Percent
m 2016 12015
0 Lengwoods




Trip Planning Information Sources

Adirondacks vs. lLake Placid vs. Lake George

Base: Overnight Person-Trips

3
Travel agent/company 52

Hotelorresort |~ 126
Auto club/AAA _: 34

Advice from relatives or friends | (11 20

Airline/commercial carrier 27

Online travel agencies [ = = 16

Destination websites

Social Media | 8

Travel guide/other books 7 = 12

0 20 40 60
Percent

m Adirondacks = Lake Placid wLake George
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Trip Planning Information sources (Contd)

Adirondacks vs. lLake Placid vs. Lake George

Base: Overnight Person-Trips

Visitors' bureau/gov tourism office
Magazine articles/ad

Travel company websites

TV program/ad

800/888 number

Lodging sharing websites
Newspaper articles/ad

Radio show/ad

Travel/ski show or exhibition

40 60

Percent

m Adirondacks = Lake Placid wLake George
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Method of Baoking

Base: Overnight Person-Trips

Travel agent/company :r 25

Hotel or resort 120
Auto club/AAA
Airline/commercial carrier
Online travel agencies
800/888 number
Visitors' bureau/gov tourism office
Lodging sharing websites
Destination websites
Travel company websites
Travel/ski show or exhibition

20 30 40
Percent

m Adirondacks 1 U.S. Norm

INTERNATIONAL
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Method of Baoking

2016 wvs. 20115

Base: Overnight Person-Trips to Adirondacks

Travel agent/company

Hotel or resort

Auto club/AAA
Airline/commercial carrier
Online travel agencies
800/888 number

Visitors' bureau/gov tourism office
Lodging sharing websites
Destination websites

Travel company websites
Travel/ski show or exhibition

0 10 20 30 40
Percent

m 2016 2015
L@fngwoods

INTERNATIONAL




Method of Baoking

Adirondacks vs. lLake Placid vs. Lake George

Base: Overnight Person-Trips

Travel agent/company
Hotel or resort

Auto club/AAA
Airline/commercial carrier "¢
Online travel agencies
800/888 number [, lee
Visitors' bureau/gov tourism office
Lodging sharing websites
Destination websites
Travel company websites
Travel/ski show or exhibition

0 20 40 60
Percent
m Adirondacks = Lake Placid = Lake George
o Lengwoods




Devices Used for Trip Planning

Base: Overnight Person-Trips

Used Any Device (net) _;6

Desktop/Home computer q 55
Laplop #
Smartghone *
20
Table q
° 20 40 60 80 100
Percent

m Adirondacks 1U.S. Norm

26 L@ngWOOdS
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Devices Used for Trip Planning

2016 wvs. 2015

Base: Overnight Person-Trips to Adirondacks

Used Any Device (net)
Desktop/Home computer
Laptop
Smartphone
Tablet
100
Percent
m 2016 2015
97 L@ngw&ggg
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Devices Used for Trip Planning

Adirondacks vs. lLake Placid vs. Lake George

Base: Overnight Person-Trips

Used Any Device (net)
Desktop/Home computer
Laptop

Smartphone

Tablet

0 20 40 60 80 100
Percent

m Adirondacks = Lake Placid & Lake George
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Overnight Trip
Characteristics

Longwoods
TravelUSA

. 900000000 00



2016 Main Purpose of Tirip

Base: Overnight Person-Trips to Adirondacks

Visiting friends/relatives
— Touring
Outdoors

Special event

City trip

Marketable | Casino
Trips Resort
50% Theme park
Cruise
Skiing/snowboarding
- Golf Trip

Conference/convention |
Other business trip

Business-leisure |1
0 10 20 30 40 50

Percent

100 L@ngWOOdS
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Main Purpose of Leisure Trip —

Adirondacks vs. National Norm

Base: Overnight Person-Trips

Visiting friends/relatives —M 46

Touring

Outdoors

Special event

City trip

Casino

Resort

Theme park

Cruise

Skiing/snowboarding
Golf Trip

20 30 40 50
Percent

m Adirondacks 1 U.S. Norm
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Main Purpoese of Overnight Leisure Trip —

2016 wvs . 20115

Base: Overnight Person-Trips to Adirondacks

Visiting friends/relatives
Touring

Outdoors

Special event

City trip

Casino

Resort

Theme park

Cruise
Skiing/snowboarding
Golf Trip

0 20 40 60
Percent

m2016 2015

L@fngwoods

INTERNATIONAL




Main Purpose of Leisure Trip —

Adirondacks vs. lLake Placid vs. Lake George

Base: Overnight Person-Trips

Visiting friends/relatives
Touring

Outdoors

Special event

City trip

Casino

Resort

Theme park

Cruise
Skiing/snowboarding
Golf Trip

0 10 20 30 40 50 60
Percent

m Adirondacks = Lake Placid mLake George
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Main Purpose of Business lrip —

Adirondacks vs. National Norm

Base: Overnight Person-Trips

Conference/convention

Other business trip

Percent

m Adirondacks 1 U.S. Norm
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Main Purpose of ©Overnight Business Trip —

2016 wvs. 20115

Base: Overnight Person-Trips to Adirondacks

Conference/convention

Other business trip

0 2 4 6 8
Percent

m2016 2015

105 L@ngWOOdS

NNNNNNNNNNNNN



106

Main Purpose of Business lrip —

Adirondacks vs. lLake Placid vs. Lake George

Base: Overnight Person-Trips

Conference/convention

Other business trip

Percent

m Adirondacks = Lake Placid mLake George

9000000000 OC0C
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Season of Trp

Base: Overnight Person-Trips to Adirondacks

January-March

April-June

July-September

October-
December

10 20 30 40

O_

Percent

L@fngwoods

INTERNATIONAL




Season of Trp

2016 wvs. 20115

Base: Overnight Person-Trips to Adirondacks

January-March

April-June

July-September

October-December

0 10 20 30 40

Percent

m 2016 12015
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Season of Trp

Adirondacks vs. Lake Placid

Base: Overnight Person-Trips to Adirondacks

January-March

April-June

July-September

October-
December

0 10 20 30 40
Percent

m Adirondacks = Lake Placid

109 L@ngWOOdS
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% Very Satisfied with Trip —

2016 wvs . 2015

Base: Overnight Person-Trips to Adirondacks

Overal trip experience “

Friendliness of people
Quality of food

Quality of accommodations
Value for money
Sightseeing and attractions

Music/nightlife/entertainment

80 100

Percent

m 2016 112015
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Past Visitation to Adirondacks

2016 wvs. 2015

Base: Overnight Person-Trips to Adirondacks

Ever

Past Year

0 20 40 60 80 100
Percent

m 2016 12015

®T0 0006060060 0690



Pevices Used Buring Trip

112

Base: Overnight Person-Trips

Used Any Device (net)
Smartphone
Laptop
Tablet
100
Percent
m Adirondacks U.S. Norm

L@ngwoods
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Devices Used Buring Trip

2016 wvs. 2015

Base: Overnight Person-Trips to Adirondacks

Used Any Device (net)
Smartphone

Laptop

Tablet

100
Percent
m 2016 2015
Lengwoods

000000600 090
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Devices Used Buring Trip

Adirondacks vs. lLake Placid vs. Lake George

Base: Overnight Person-Trips

Used Any Device (net)

Smartphone

Laptop

Tablet

0 20 40 60 80 100
Percent

m Adirondacks = Lake Placid wlLake George
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Total Nights Away on Trip

Base: Overnight Person-Trips

Average Adirondacks Average U.S. Norm
4.0 nights 3.7 nights

2 nights '*;
3-4 nights /P —
5-6 nights _—1112

7-13 nights —|910
14+ nights H !

0 10 20 30 40
Percent

m Adirondacks 1 U.S. Norm

115 L@ngWOOdS
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Total Nights Away on Trip

2016 wvs. 2015

Base: Overnight Person-Trips to Adirondacks

1 night

2 nights
3-4 nights
5-6 nights
7-13 nights
14+ nights

0 10 20 30 40
Percent

w2016 12015

116 L@ngWOOdS
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Total Nights Away on Trip

Adirondacks vs. lLake Placid vs. Lake George

Base: Overnight Person-Trips

Average Adirondacks
4.0 nights

1 night

2 nights
3-4 nights
5-6 nights
7-13 nights
14+ nights

0 10 20 30 40
Percent

m Adirondacks = Lake Placid ®Lake George

117 L@ngWOOdS
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Numper of Nights'Spentin Adirendacks

Base: Overnight Person-Trips with 1+ Nights Spent In Adirondacks

Average Nights Spent in Adirondacks = 3.1

1 night 39
2 nights
3-4 nights
5-6 nights
7 + nights
0 10 20 30 40 50
Percent
118 L@ngwgg%




Numper of Nights Spentin Adirondacks —

2016 wvs . 2015

Base: Overnight Person-Trips with 1+ Nights Spent In Adirondacks

1 night

2 nights

3-4 nights

Average
_ 2016 = 3.1 nights
5-6 nights 2015 = 3.7 nights

7 + nights

0 10 20 30 40 50
Percent

m2016 = 2015

000000600 090



Size of liravel Party

Base: Overnight Person-Trips

Adirondacks Total = 3.4
U.S. Norm Total = 2.9
4
Average Number of People
@ Adults 1 Children
120 L@ngWOOdS
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Size of liravel Party

2016 wvs. 20115

Base: Overnight Person-Trips to Adirondacks

2016 Total = 3.4
2015 Total = 3.2
4

Average Number of People

m Adults 1 Children

121 L@ngWOOdS




Size of Travel Party

Adirondacks vs. lLake Placid vs. Lake George

Base: Overnight Person-Trips

|
Adirondacks 1.1 ‘ Total = 3.4
Lake Placid 13 I Total = 3.4
Lake George 0.7 ‘ Total = 3.3
0 1 2 3 4
Average Number of People
mAdults ' Children
122 L@ngWOOdS
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Transpaortation

Base: Overnight Person-Trips

Own car/truck — ¢

Rental car

Plane

Traditional Taxi Cab
Online taxi service
Train

Camper, R.V

Bus

Motorcycle

Bicycle

Ship/Boat

40 60 80 100
Percent
m Adirondacks 1U.S. Norms

INTERNATIONAL
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Transpaortation

2016 wvs. 20115

Base: Overnight Person-Trips to Adirondacks

Own car/truck /6

Rental car

Plane

Traditional Taxi Cab
Online taxi service
Train

Camper, R.V

Bus

Motorcycle

Bicycle

Ship/Boat

40 60 80 100
Percent
m 2016 2015
124 L@ngWOOdS
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Transpaortation

Adirondacks vs. lLake Placid vs. Lake George

Base: Overnight Person-Trips

Own car/truck
Rental car

Plane

Traditional Taxi Cab
Online taxi service
Train

Camper, R.V

Bus

Motorcycle

Bicycle

Ship/Boat

0 20 40 60 80 100
Percent
m Adirondacks = Lake Placid wlLake George
L@ngwoods
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Accommodations

Base: Overnight Person-Trips

Resort Hotel * 47

Motel ﬁ 26
Other Hotel — 18

Home of Friend/Relative [ 14 |

Bed & Breakfast
Campground/Trailer Park/RV Park
Country Inn/Lodge

Rented Cottage/Cabin

Time Share

Rented Home/Condo/Apartment
Own Home/Condo/Apt/2nd Home
Other

Boat/Cruise Ship

20 30 40 50
Percent

m Adirondacks U.S. Norm
126  *Categories changed in 2016 L@ngWOOdS
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Accommodations

Adirondacks vs. lLake Placid vs. Lake George

Base: Overnight Person-Trips

Resort Hotel

Motel

Other Hotel

Home of Friend/Relative

Bed & Breakfast
Campground/Trailer Park/RV Park
Country Inn/Lodge

Rented Cottage/Cabin

Time Share

Rented Home/Condo/Apartment
Own Home/Condo/Apt/2nd Home
Boat/Cruise Ship

Other |

0 10 20 30 40 50 60 70
Percent

m Adirondacks = Lake Placid mLake George
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Overnight Trip
EXxperiences

Longwoods
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Activities and Experiences

Base: Overnight Person-Trips

Shopping 2

Swimming - 20
Hiking/Backpacking
Fine dining =
National/State Park 17
Beach/Waterfront _
Museum
Landmark/Historic Site

18

20 30 40 50
Percent
m Adirondacks 1U.S. Norm

L@ngwoods
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Activities and Experiences (Contd)

130

Base: Overnight Person-Trips

Fishing

Golf

Theme Park
Art gallery
Z00

Theater
Bar/Disco
Spa
Brewery
Winery
Business Meeting

20 30 40 50
Percent
m Adirondacks 1U.S. Norm
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Activities and Experiences (Contd)

Base: Overnight Person-Trips

Fair/Exhibition/Festival
Mountain climbing
Biking

Tennis

Educational Seminar
Convention/Conference
Pro/College Sports
Opera

Hunting

Dance

Birding

20 30 40 50
Percent
m Adirondacks 1U.S. Norm
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Activities and Experiences (Contd)

Base: Overnight Person-Trips

Rafting

Rock/Pop Concert
Symphony

Youth/Teen Sports Event
Motorcycle Touring
Kids/Children Sports Event
Glamping

Rodeo

Trade Show
Skiing/Snowboarding
Dude ranch

Adult Amateur Sports Event

10 20 30 40 50

Percent
m Adirondacks 1 U.S. Norm
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Activities and Experiences

2016 wvs. 20115

Base: Overnight Person-Trips to Adirondacks

Shopping
Swimming
Hiking/Backpacking
Fine dining
National/State Park
Beach/Waterfront
Museum
Landmark/Historic Site
Camping
Boating/Sailing
Casino

0 10 20 30 40 50
Percent

w2016 2015
133 L@ngWOOdS
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Activities and Experiences (Cont d)

2016 wvs . 20115

Base: Overnight Person-Trips to Adirondacks

Fishing = 7
Golf | o H
Theme Park
Art gallery
Z00
Theater
Bar/Disco
Spa
Brewery
Winery
Business Meeting

20 30 40 50
Percent

= 2016 2015
L@fngwoods
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Activities and Experiences (Cont d)

2016 wvs . 20115

Base: Overnight Person-Trips to Adirondacks

Fair/Exhibition/Festival
Mountain climbing
Biking

Tennis

Educational Seminar*
Convention/Conference
Pro/College Sports
Opera

Hunting

Dance

Birding

¢

0 10 20 30 40 50
Percent

w2016 2015
135 *Added in 2016 L@ngWOOdS
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Activities and Experiences (Cont d)

2016 wvs . 20115

Base: Overnight Person-Trips to Adirondacks

Rafting

Rock/Pop Concert
Symphony

Youth/Teen Sports Event*
Motorcycle Touring
Kids/Children Sports Event

Glamping
Rodeo
Trade Show
Skiing/Snowboarding
Dude ranch
Adult Amateur Sports Event -
0 10 20 30 40 50
Percent
w2016 12015
136 *Added in 2016 L@ngwoods
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Activities and Experiences

Adirondacks vs. lLake Placid vs. Lake George

Base: Overnight Person-Trips

Shopping
Swimming
Hiking/Backpacking
Fine dining
National/State Park
Beach/Waterfront
Museum
Landmark/Historic Site
Camping
Boating/Sailing
Casino

30 40 50
Percent
m Adirondacks = Lake Placid ®Lake George
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Activities and Experiences (Cont d)

Adirondacks vs. lLake Placid vs. Lake George

Base: Overnight Person-Trips

Fishing
Golf |
Theme Park
Art gallery
Z00
Theater
Bar/Disco
Spa |
Brewery
Winery
Business Meeting

0 10 20 30 40 50
Percent
m Adirondacks = Lake Placid ®Lake George
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Activities and Experiences (Cont d)

Adirondacks vs. lLake Placid vs. Lake George

Base: Overnight Person-Trips

Fair/Exhibition/Festival
Mountain climbing
Biking

Tennis

Educational Seminar
Convention/Conference
Pro/College Sports
Opera

Hunting

Dance

Birding

20 30 40 50
Percent
m Adirondacks = Lake Placid ®Lake George
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Activities and Experiences (Cont d)

Adirondacks vs. lLake Placid vs. Lake George

Base: Overnight Person-Trips

Rafting

Rock/Pop Concert
Symphony

Youth/Teen Sports Event
Motorcycle Touring
Kids/Children Sports Event |
Glamping

Rodeo

Trade Show
Skiing/Snowboarding
Dude ranch

Adult Amateur Sports Event

20 30 40 50
Percent
m Adirondacks = Lake Placid ®Lake George

140 L@ngWOOdS

NNNNNNNNNNNNN




Activities of Special lnterest

Base: Overnight Person-Trips

Historic places, sites and landmarks
Family Reunion

Cultural activities & attraction
Exceptional culinary experience
Winery tours & wine tasting
Eco-Tourism

Brewery Tours and Beer Tasting
Agritourism

Wedding

Traveling with grandchildren
Religious Travel

Medical Tourism

0 10 20 30 40
Percent
m Adirondacks ~U.S. Norm
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Activities ot Special lnterest

2016 wvs. 2015

Base: Overnight Person-Trips to Adirondacks

Historic places, sites and landmarks
Family Reunion

Cultural activities & attraction
Exceptional culinary experience
Winery tours & wine tasting
Eco-Tourism

Brewery Tours and Beer Tasting
Agritourism*

Wedding

Traveling with grandchildren
Religious Travel

Medical Tourism

30 40

Percent

m2016 = 2015

142 *Addedin 2016 L@ngWOOdS
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Activities ot Special lnterest

Adirondacks vs. Lake Placid vs. [Lake George

Base: Overnight Person-Trips

Historic places, sites and landmarks
Family Reunion

Cultural activities & attraction
Exceptional culinary experience
Winery tours & wine tasting
Eco-Tourism

Brewery Tours and Beer Tasting
Agritourism

Wedding

Traveling with grandchildren
Religious Travel

Medical Tourism

30 40
Percent
m Adirondacks = Lake Placid ®Lake George
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Online Social Media Use by Travelers

Base: Overnight Person-Trips

Posted travel photos/video online P

Read travel reviews

Looked at travel photos/video online

Accessed travel news/events/deals/promotions
Read a travel blog

Connected with others interested in travel

Got travel advice

0 20 40 60 80 100

Percent
m Adirondacks ~U.S. Norm
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Online Social Media Use by Travelers (Cont d)

Base: Overnight Person-Trips

Contributed travel reviews

"Followed" a destination/attraction
Gave travel advice
Tweeted about a trip

Subscribed to a travel e-newsletter

Blogged about a trip
' 40 60 80 100
Percent
m Adirondacks ~U.S. Norm
Lengwoods
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Online Social Media Use by Travelers

2016 wvs . 20115

Base: Overnight Person-Trips to Adirondacks

Used any social media for travel

Posted travel photos/video online

Read travel reviews

Looked at travel photos/video online

Accessed travel news/events/deals/promotions
Read a travel blog

Connected with others interested in travel

Got travel advice

0 20 40 60 80 100
Percent

w2016 = 2015
146 L@ngWOOdS
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Online Social Media Use by Travelers (Cont d)

2016 wvs. 20115

Base: Overnight Person-Trips to Adirondacks

Used any social media for travel

Contributed travel reviews
"Followed" a destination/attraction
Gave travel advice

Tweeted about a trip

Subscribed to a travel e-newsletter

Blogged about a trip

0 20 40 60 80 100
Percent

w2016 = 2015
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Online Social Media Use by Travelers

Adirondacks vs. lLake Placid vs. Lake George

Base: Overnight Person-Trips

Used any social media for travel

Posted travel photos/video online

Read travel reviews

Looked at travel photos/video online

Accessed travel news/events/deals/promotions
Read a travel blog

Connected with others interested in travel

Got travel advice

0 20 40 60 80 100
Percent

m Adirondacks = Lake Placid wLake George
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Online Social Media Use by Travelers (Cont d)

Adirondacks vs. Lake Placid s take George

Base: Overnight Person-Trips

Used any social media for travel

Contributed travel reviews
"Followed" a destination/attraction
Gave travel advice

Tweeted about a trip

Subscribed to a travel e-newsletter

Blogged about a trip

0 20 40 60 80 100
Percent

m Adirondacks = Lake Placid wLake George
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Qrganization Membership

Base: Overnight Person-Trips

'IIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIFIIIIII!ﬂ
AAA
42

22
National Motor Club

21

AARP

Better World Club F H

0 20 40 60

Percent
m Adirondacks 1U.S. Norm
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Qrganization Membership

2016 wvs. 20115

Base: Overnight Person-Trips to Adirondacks

National Motor Club

AARP

Better World Club

60

Percent

m 2016 2015
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Qrganization Membership

Adirondacks vs. lLake Placid vs. Lake George

Base: Overnight Person-Trips

AAA

National Motor Club

AARP

Better World Club

0 20 40 60

Percent
m Adirondacks = Lake Placid ®Lake George
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— Day Trips
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Sources of Business

Base: Day Person-Trips to Adirondacks

I States contributing 5% or more
I States contributing 3% - 5%
@ DMA's contributing more than 3%

INTERNATIONAL
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2016 State Origin Of P

Base: Day Person-Trips to Adirondacks

New York

California 5

Vermont 3

New Jersey 3

Texas 3

0 20 40 60 80

Percent
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2015 State Origint Of P

Base: Day Person-Trips to Adirondacks

| | | |

New York

California

Indiana 3

0 20 40 60 80

Percent
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2016 DMA Origin Of Trip

Base: Day Person-Trips to Adirondacks

New York, NY/NJ/PA/CT
Albany-Schenectady-Troy, NY
Syracuse, NY
Burlington-Plattsburgh, VT/NY
Watertown, NY

Utica, NY

Rochester, NY

Los Angeles, CA

Buffalo, NY

0 10 20 30 40

Percent

L@fngwoods

INTERNATIONAL




2015 DMA Origint Of Trip

158

Base: Day Person-Trips to Adirondacks

Albany-Schenectady-Troy, NY _

New York, NY/NJ/PA/CT
Syracuse, NY

Utica, NY

Watertown, NY
Burlington-Plattsburgh, VT/NY
Rochester, NY

Los Angeles, CA

Buffalo, NY
Indianapolis-Lafayette, IN

0 10 20 30 40

Percent
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of Day Visitors
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Base: Day Person-Trips

55
Male
8
52

4
Female

0 20 40 60 80
Percent

m Adirondacks 1U.S. Norm

INTERNATIONAL

160 L@ngWOOdS




Gender.

2016wvs . 20115

Base: Day Person-Trips to Adirondacks

Male

Female

0 20 40 60 80
Percent

w2016 12015

161 L@ngWOOdS

INTERNATIONAL

I, S 2020000 _eee000000000:0000



Gender.

Adirondacks vs. lLake Placid vs. Lake George

Base: Day Person-Trips

Male

Female
0 20 40 60 80
Percent
m Adirondacks = Lake Placid ®Lake George
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18-24
25-34
35-44

45-54 — .

55-64
65+

163

B = m

Average Adirondacks = 42.3

H

14

Base: Day Person-Trips

Average U.S. Norm = 44.7

24
21
23
19

_ 10
| 14
e 1
L 14
0 10 20 30 40
Percent
m Adirondacks 1 U.S. Norm
L@‘ng

woods

INTERNATIONAL



Age

2016wvs . 20115

Base: Day Person-Trips to Adirondacks

Percent

m2016 2015
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Age

Adirondacks vs. lLake Placid vs. Lake George

Base: Day Person-Trips

Average Adirondacks = 42.3

18-24
25-34
35-44
45-54
55-64

65+

0 10 20 30 40
Percent

m Adirondacks = Lake Placid ®Lake George
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Marital Status

Base: Day Person-Trips

Married/ with partner
62

Single/never married

9
Divorced/widowed/separated -

‘15

0 20 40 60 80

Percent
m Adirondacks 1U.S. Norm
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Marital Status

2016wvs . 20115

Base: Day Person-Trips to Adirondacks

Married/ with partner

Single/never married

Divorced/widowed/separated

0 20 40 60 80

Percent

w2016 2015
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Marital Status

Adirondacks vs. lLake Placid vs. Lake George

Base: Day Person-Trips

Married/ with partner

Single/never married

Divorced/widowed/separated
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Percent
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Household Size

Base: Day Person-Trips

|
1 member l 20
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2 members
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3 members “
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5+ members #
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Household Size

2016 wvs. 20115

Base: Day Person-Trips to Adirondacks

1 member

2 members
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4 members
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Household Size

Adirondacks vs. lLake Placid vs. Lake George

Base: Day Person-Trips

1 member

2 members

3 members

4 members

5+ members

40 50

Percent
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Children in Household

Base: Day Person-Trips

No children under 16 TR -

31
25
22
8
0 20

|52

Any child between 6-12

Any child under 6
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Children in'Household

2016 wvs . 2015

Base: Day Person-Trips to Adirondacks

No children under 18

Any child between 13-17

Any child between 6-12

Any child under 6
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Children in'Household

Adirondacks vs. lLake Placid vs. Lake George

Base: Day Person-Trips

No children under 18

56

Any child between 13-17

Any child between 6-12

Any child under 6

60 80

Percent
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Education

Base: Day Person-Trips
23
Post-graduate H
35
College graduate
— M

Some college

23

25

High school or less -

Other I !
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Education

2016wvs . 20115

Base: Day Person-Trips to Adirondacks

Post-graduate
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Education

Adirondacks vs. lLake Placid vs. Lake George

Base: Day Person-Trips

Post-graduate
College graduate
Some college

High school or less

Other
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Employment

Base: Day Person-Trips

55
Fulltime/self-employed

.-
Part-time
Not employed/retired/ _ 35

other ‘ "
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Employment

2016wvs . 20115

Base: Day Person-Trips to Adirondacks

Fulltime/self-employed

Part-time

Not employed/retired/
other

0 20 40 60 80

Percent

w2016 2015

179 L@ngWOOdS

INTERNATIONAL

000000600 090



Employment

Adirondacks vs. lLake Placid vs. Lake George

Base: Day Person-Trips

Fulltime/self-employed

Part-time

Not employed/retired/
other
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Household Income

Base: Day Person-Trips

$150K+
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575500 o I

$100-$149.9K
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Household Income

2016 wvs . 20115

Base: Day Person-Trips to Adirondacks

$150K+

$100-$149.9K

$75-$99.9K
$50-$74.9K
<$49.9K
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Household Income

Adirondacks vs. lLake Placid vs. Lake George

Base: Day Person-Trips

$150K+ |

$100-$149.9K

$75-$999K |

$50-$74.9K

<$49.9K
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Base: Day Person-Trips
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| e E
African-American |
6
6
Other .
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Race

2016wvs . 20115

Base: Day Person-Trips to Adirondacks
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African American

Other
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Race

Adirondacks vs. lLake Placid vs. Lake George

Base: Day Person-Trips

White

African-American

Other
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Hispanic Background

Base: Day Person-Trips
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No
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Hispanic Background

2016 wvs . 20115

Base: Day Person-Trips to Adirondacks

Yes
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Hispanic Background

Adirondacks vs. lLake Placid vs. Lake George

Base: Day Person-Trips

No

Yes
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20716 Main Purpoese of Trip

Marketable
Trips
58%

191

—

Visiting friends/relatives
- Touring
Outdoors

Shopping

Special event

City trip

Theme park

Casino

Resort

Golf trip

Cruise

__ Skiing/snowboarding

Conference/convention
Other business trip

Business-leisure

Base: Day Person-Trips to Adirondacks
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Percent
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20715 Main Purpoese of Trip

Marketable |

Trips
61%

192

Visiting friends/relatives
Touring

Outdoors

Shopping

Theme park

Special event

City trip

Resort
Skiing/snowboarding

e

Casino

~—

Conference/convention
Other business trip

Business-leisure

Base: Day Person-Trips to Adirondacks

34

0 10 20

Percent
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Main Purpose of Day Leisure Trip —

Adirendacks vs. National Norm

Visiting friends/relatives
Touring

Outdoors

Shopping

Special event

City trip

Theme park

Casino

Resort

Golf trip

Cruise
Skiing/snowboarding
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Base: Day Person-Trips
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20 30 40
Percent
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Main Purpoese of Day Leisure Trip —

2016 wvs. 2015

Base: Day Person-Trips to Adirondacks

Visiting friends/relatives
Touring

Outdoors

Shopping

Special event

City trip

Theme park

Casino

Resort

Golf trip

Cruise
Skiing/snowboarding
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Percent
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Main Purpose of Day Leisure Trip —

Adirondacks vs. lLake Placid vs. Lake George

Base: Day Person-Trips

Visiting friends/relatives
Touring

Outdoors

Shopping

Special event

City trip

Theme park

Casino

Resort

Golf trip

Cruise
Skiing/snowboarding
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Percent
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Main Purpose of Day Business Irip —

Adirondacks vs. National INorm

Base: Day Person-Trips

0
Conference/Convention
2
R
Other business trip
5
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Percent
m Adirondacks U.S. Norm

196 L@ngWOOdS




Main Purpose of [Day Business lrip

— 2016 vs. 20195

Base: Day Person-Trips to Adirondacks

Conference/Convention

Other business trip

Percent

w2016 w2015
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Main Purpose of Day Business Irip —

Adirondacks vs. |take Placid vs: Lake Gearge

Base: Day Person-Trips

Conference/Convention |o

Other business trip

8
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Percent
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Season of Trp

Base: Day Person-Trips to Adirondacks

January-March
April-June 29

July-September

October-December
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Season of Trp

2016 wvs. 20115

Base: Day Person-Trips to Adirondacks

January-March

April-June

July-September

October-December

40
Percent

w2016 = 2015
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Season of Trp

Adirondacks vs. Lake Placid

Base: Day Person-Trips to Adirondacks

January-March

April-June

July-September

October-December
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Size of liravel Party

Base: Day Person-Trips

Adirondacks ‘ Total = 2.9
U.S. Norm Total = 2.7
3 4
Average Number of People
m Adults 1 Children
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Size of liravel Party

2016 wvs. 20115

Base: Day Person-Trips to Adirondacks

2016 Total = 2.9
2015 Total = 2.9
4

Average Number of People

m Adults 1 Children
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Size of Travel Party

Adirondacks vs. lLake Placid vs. Lake George

Base: Day Person-Trips

Adirondacks Total = 2.9
Lake Placid ‘ Total = 3.1
Lake George Total = 2.7
0 1 2 3 4
Average Number of People
m Adults 1 Children
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Activities and Experiences

R

206

Base: Day Person-Trips

Shopping % 2

Hiking/Backpacking 14
Landmark/Historic Site 10

Fine dining 05

National/State park 10

Swimming

Beach/Waterfront

Camping

Theme park

Museum

8
Fishing [Fsgm s
0

10
10

10 20 30 40
Percent

m Adirondacks 1 U.S. Norm
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Activities and Experiences (Contd)

Base: Day Person-Trips

Casino

Dance

Mountain climbing
Brewery

Golf
Fair/Exhibition/Festival
Bar/Nightclub

Z00

Biking

Adult Amateur Sports Event
Motorcycle Touring

20 30 40
Percent

m Adirondacks 1 U.S. Norm
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Activities and Experiences (Contd)

208

Base: Day Person-Trips

Pro/College Sports
Symphony

Rock/Pop Concert
Boating/sailing
Winery

Trade Show
Skiing/Snowboarding
Conference/Convention
Art gallery

Spa

Educational Seminar
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Percent
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Activities and Experiences (Contd)

Base: Day Person-Trips

Business Meeting
Birding

Tennis

Kids Sports Event
Youth/Teenager Sports Event
Dude ranch
Theater

Hunting

Rafting

Opera

Glamping

Rodeo

10 20 30 40
Percent

m Adirondacks 1 U.S. Norm
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Activities and Experiences

2016 wvs. 20115

Base: Day Person-Trips to Adirondacks

Shopping
Hiking/Backpacking
Landmark/Historic Site
Fine dining
National/State park
Swimming
Beach/Waterfront
Camping

Theme park
Museum

Fishing
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Percent

w2016 2015
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Activities and Experiences (Cont d)

2016 wvs . 20115

Base: Day Person-Trips to Adirondacks

Casino

Dance

Mountain climbing
Brewery

Golf
Fair/Exhibition/Festival
Bar/Nightclub

Z00

Biking

Adult Amateur Sports Event
Motorcycle Touring
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Percent

w2016 2015
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Activities and Experiences (Cont d)

2016 wvs . 20115

Base: Day Person-Trips to Adirondacks

Pro/College Sports
Symphony

Rock/Pop Concert
Boating/sailing
Winery

Trade Show
Skiing/Snowboarding
Conference/Convention
Art gallery

Spa

Educational Seminar*
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Percent

w2016 2015
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Activities and Experiences (Cont d)

2016 wvs . 20115

Base: Day Person-Trips to Adirondacks

Business Meeting
Birding

Tennis

Kids Sports Event
Youth/Teenager Sports Event*
Dude ranch
Theater

Hunting

Rafting

Opera

Glamping

Rodeo

3
3
3
3
3
3
3
4
3
2
2
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Percent
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Activities and Experiences

Adirondacks vs. lLake Placid vs. Lake George

Base: Day Person-Trips

Shopping
Hiking/Backpacking
Landmark/Historic Site |
Fine dining
National/State park
Swimming
Beach/Waterfront
Camping
Theme park
Museum -
Fishing
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Activities and Experiences (Cont d)

Adirondacks vs. lLake Placid vs. Lake George

Casino

Dance

Mountain climbing
Brewery

Golf
Fair/Exhibition/Festival
Bar/Nightclub

Z00

Biking

Adult Amateur Sports Event
Motorcycle Touring
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Activities and Experiences (Cont d)

Adirondacks vs. lLake Placid vs. Lake George

Base: Day Person-Trips

Pro/College Sports
Symphony

Rock/Pop Concert
Boating/sailing
Winery

Trade Show
Skiing/Snowboarding
Conference/Convention
Art gallery

Spa

Educational Seminar

20 30 40
Percent
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Activities and Experiences (Cont d)

Adirondacks vs. lLake Placid vs. Lake George

Base: Day Person-Trips

Business Meeting
Birding

Tennis

Kids Sports Event
Youth/Teenager Sports Event
Dude ranch
Theater

Hunting

Rafting

Opera

Glamping

Rodeo
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Percent
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Activities of Special lnterest

Base: Day Person-Trips

Historic places, sites and landmarks
Cultural activities & attraction
Family Reunion

Exceptional culinary experience
Winery tours & wine tasting
Eco-Tourism

Brewery Tours and Beer Tasting
Religious Travel

Traveling with grandchildren

Agritourism
Wedding
Medical Tourism
0 10 20 30 40
Percent
m Adirondacks ~U.S. Norm
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Activities ot Special lnterest

2016 wvs. 2015

Base: Day Person-Trips to Adirondacks

Historic places, sites and landmarks
Cultural activities & attraction
Family Reunion

Exceptional culinary experience
Winery tours & wine tasting
Eco-Tourism

Brewery Tours and Beer Tasting
Religious Travel

Traveling with grandchildren

Agritourism*
Wedding
Medical Tourism |
0 10 20 30 40
Percent
w2016 = 2015
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Activities ot Special lnterest

Adirondacks vs. Lake Placid vs. [Lake George

Base: Day Person-Trips

Historic places, sites and landmarks
Cultural activities & attraction
Family Reunion

Exceptional culinary experience
Winery tours & wine tasting
Eco-Tourism

Brewery Tours and Beer Tasting
Religious Travel

Traveling with grandchildren

Agritourism
Wedding
Medical Tourism
0 10 20 30 40
Percent
® Adirondacks = Lake Placid ®Lake George
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Online Social Media Use by Travelers

Base: Day Person-Trips

Used any social media for travel H 78

Posted travel photos/video online

Read travel reviews

Looked at travel photos/video online

Accessed travel news/events/deals/promotions
Connected with others interested in travel

Got travel advice

Read a travel blog

0 20 40 60 80 100
Percent
m Adirondacks ~U.S. Norm
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Online Social Media Use by Travelers (Cont d)

Base: Day Person-Trips

Tweeted about a trip

Gave travel advice
Contributed travel reviews
"Followed" a destination/attraction

Subscribed to a travel e-newsletter

Blogged about a trip
40 60 80 100
Percent
m Adirondacks ~U.S. Norm
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Online Social Media Use by Travelers

2016 wvs . 20115

Base: Day Person-Trips to Adirondacks

Used any social media for travel

Posted travel photos/video online

Read travel reviews

Looked at travel photos/video online

Accessed travel news/events/deals/promotions
Connected with others interested in travel

Got travel advice

Read a travel blog

0 20 40 60 80 100
Percent
m 2016 = 2015
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Online Social Media Use by Travelers (Cont d)

2016 wvs. 20115

Base: Day Person-Trips to Adirondacks

Used any social media for travel

Tweeted about a trip

Gave travel advice

Contributed travel reviews
"Followed" a destination/attraction

Subscribed to a travel e-newsletter

Blogged about a trip
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Percent
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Online Social Media Use by Travelers

Adirondacks vs. lLake Placid vs. Lake George

Base: Day Person-Trips

Used any social media for travel

Posted travel photos/video online

Read travel reviews

Looked at travel photos/video online

Accessed travel news/events/deals/promotions
Connected with others interested in travel

Got travel advice

Read a travel blog
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Percent

m Adirondacks = Lake Placid ®Lake George
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Online Social Media Use by Travelers (Cont d)

Adirondacks vs. Lake Placid s take George

Base: Day Person-Trips

Used any social media for travel

Tweeted about a trip

Gave travel advice

Contributed travel reviews
"Followed" a destination/attraction
Subscribed to a travel e-newsletter

Blogged about a trip
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Percent
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Qrganization Membership

Base: Day Person-Trips

AARP

National Motor Club

Better World Club
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Qrganization Membership

2016 wvs. 20115

Base: Day Person-Trips to Adirondacks

AAA

AARP

National Motor Club

Better World Club

Percent

w2016 = 2015

INTERNATIONAL
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Qrganization Membership

Adirondacks vs. lLake Placid vs. Lake George

Base: Day Person-Trips

AAA

AARP

National Motor Club

Better World Club
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Percent
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Additional Overnight
Trip Detall for Lake
Placid, Lake George and
Other Adirondacks
Region

Longwoods
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Adirondacks Region —

Malin Destination Visited

Base: Overnight Person-Trips to the Adirondacks Region

50

40
40 —

30 - 28 [

Percent

20 -

Lake Placid Lake George Other Adirondacks
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232

Numper of Nights'Spentin Adirendacks

Region

Base: Overnight Person-Trips to the Adirondacks Region

Lake Placid
Lake George 0.6 ‘
Other
Adirondacks 1.6
Region
0 1 2

Average Number of Nights Spent
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Distance Travelled to Bestination

Base: Overnight Person-Trips to the Adirondacks Region

Under 50 miles
50 - 99 miles
100 - 299 miles
300 - 499 miles
500 - 1,000 miles
Over 1,000 miles

Percent
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Regions Visited During Adirondacks Trip

Base: Overnight Person-Trips to the Adirondacks Region

Lake Placid
Lake George 34
Other ‘
Adirondacks 42
Region
0 10 20 30 40 50
Percent
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Region Spent Mostilime Within"Adirondacks

Base: Overnight Person-Trips to the Adirondacks Region

Lake Placid 32
Lake George ‘ 26
Other ‘
Adirondacks 42
Region
0 10 20 30 40 50
Percent
235 L® ngWOOdS




Travel Party

Base: Overnight Person-Trips to the Adirondacks Region

Spouse/partner
Child(ren)

Friend(s)

Other relatives
Parent(s)
Grandchildren

Pet(s)

Business associates(s)

No one, | traveled on my own

80

Percent
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Past Visitation

Base: Overnight Person-Trips to the Adirondacks Region

Yes

No

o

20 40 60 80 100

Percent
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Intend to Visitin the Euture

Base: Overnight Person-Trips to the Adirondacks Region

Yes

No

o

20 40 60 80 100

Percent
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Reasons to Not Visit Adirondacks

Base: Overnight Person-Trips to the Adirondacks Region

Too far away

Hard to get to

Other

Not enough to do

Lack of cell service

Lack of in-dest public transportation
Lack of desirable places to stay

Poor customer service

Cost prohibitive

40 60 80

Percent
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sSources Used for Trp Planning

Base: Overnight Person-Trips to the Adirondacks Region

Other Online Sources

Social Network Websites

Travel Specific Websites

Online Booking Engines

Hotel or Resort

Newspaper Travel Section
Adirondacks Travel Guide (print)
Travel Guidebooks

Visitor Information Center

30

Percent
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sSources Used tor Tnip Planning (Cont d)

Base: Overnight Person-Trips to the Adirondacks Region

Adirondacks Vacation Guide (Digital)
Newspaper advertising

A Blog

Magazine Advertising

Other Info from Newspapers

An Email Newsletter

Television Travel Shows

Television Advertising

Adirondacks Magazine (print)

20 30

Percent

INTERNATIONAL
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sSources Used tor Tnip Planning (Cont d)

Base: Overnight Person-Trips to the Adirondacks Region

Travel Articles in Magazines 2
Other Books 2

Travel Agent 2

Radio Travel Shows 2

N

Radio Advertising

Other Information from TV 1

Group Tour Company 1
Other Info from Magazines 1

Other Info from Radio <1

Percent
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Soclal NetworkiUsed for Tirip Planning

Base: Overnight Person-Trips to the Adirondacks Region

Facebook

Twitter

YouTube
Instagram 12
Other 4
0 20 40 60 80 100
Percent
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Travel specific VWebsites Used for Trip Planning

Base: Overnight Person-Trips to the Adirondacks Region

TripAdvisor 68
Expedia
Travelocity

Yelp

Yahoo Travel

Priceline 4
Zomato | <1
Other 9
(I) 20 40 60 80 100
Percent
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Specific Elements Planned

Base: Overnight Person-Trips to the Adirondacks Region

Accommodation

Car route/Locations/Maps
Transportation
Activities/Attractions/etc.
Restaurants

Packaged Tours/Cruises

Other

None 18

0 20 40 60 80 100

Percent
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Electronic Devices Used During Trip

Base: Overnight Person-Trips to the Adirondacks Region

Smartphone

Tablet

Laptop/Other Computer

No Devices Used

100

Percent

INTERNATIONAL
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Purpose of Device Use During Tnip

Base: Overnight Person-Trips to the Adirondacks Region

Took or Sharing Photos
Surf Online/Check E-mail
Trip Navigation
Researched Restaurants
Read the News

Find Things to Do

Read Traveller Reviews
Book Activities

Research Accommodation
Book Accommodation
Restaurant Reservation
Adirondack Destination App

100

Percent
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Visited www.Vvisitadirondacks.com

Base: Overnight Person-Trips to the Adirondacks Region

Yes

o

20 40 60 80

Percent
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Information Explored on

WWW.ViISitadirondacks.com

Base: Overnight Person-Trips to the Adirondacks Region

Activities and Interests
Events

Area attractions

Lodging information
Area maps

Adirondack communities
Downtown

Online visitor guide
Lodging packages
Restaurants

Area videos

Order a printed visitor guide

0 20 40 60 80

Percent
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How Adirondacks VVebsite was Eound

Base: Overnight Person-Trips to the Adirondacks Region

Google or other search engine 68

www.iloveny.com

Saw it listed in an ad

Referred there by another website
Referred there by a friend or relative
Saw it on a billboard

Saw it on TV or digital video

Through social media

o

20 40 60 80 100

Percent
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Length of Trnp Planning

Base: Overnight Person-Trips to the Adirondacks Region

More than 1 year in advance
6 to12 months

3 to 5 months

2 months

1 month or less

Did not plan anything in advance

0 10 20 30 40

Percent
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Adirondacks Region Attractions

Base: Overnight Person-Trips to the Adirondacks Region

The Adirondack Museum

Outlet Shopping

Lake George Steamboat Cruises

Craft Breweries/Distilleries

Fort William Henry

Ausable Chasm

Olympic Sites

The Great Escape/Splashwater Kingdom

Nature Based Tourism

30

Percent

253 L@ngWOOdS

INTERNATIONAL




Adirondacks Region Attractions (Cont d)

Base: Overnight Person-Trips to the Adirondacks Region

Scenic Railroad

Fort Ticonderoga

State Campgrounds

Whiteface Mountain Ski Center
Water Based Recreation
Olympic Museum

Professional Guide Services
Great Camp Sagamore

Gore Mountain Ski Center

20 30

Percent
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Adirondacks Region Attractions (Cont d)

Base: Overnight Person-Trips to the Adirondacks Region

The Wild Center

Wine Trails

Maple Sugar Demonstration
The Hyde Collection

Singer Castle

John Brown Farm
Whitewater Rafting

Frederic Remington Art Museum

Raquet Lake Navigation

10 20 30

Percent
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Adirondacks Region
Image among Recent
Visitors
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Travel Motivators

> In the advertised markets, for a destination to get on the traveler’s wish
list, it must be perceived, first and foremost, to:
» Have a worry-free atmosphere, where travelers feel comfortable and

welcomed. The place has warm and friendly people and travelers feel safe to
be in tourist areas.

» Have a family atmosphere — is a good place for families to visit and where
children would especially enjoy.

» Also relatively important determinants of destination choice are the
perceptions that a place:

» Isunique in vacation experience and scenery with interesting people, has a
uniquely different culture.

» Has entertainment options, ranging from shopping, interesting
festivals/fairs/events, theaters/museums to live performances and nightlife.
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Travel Motivators (Con t)

» An exciting place that is a once-in-a-lifetime destination that offers a sense of
fun and adventure.

» Overall — seen as eco-friendly, great place for a meeting/convention, and the
destination’s value and popularity.

> Affordability - refers to the costs associated with getting to and staying at a
destination

» Has opportunities for sightseeing, especially interesting cities, truly beautiful
scenery, and the variety of things to see and do.

» Factors of moderate import are:

» Sports and recreation — has excellent state park facilities, great for exploring
nature, great for outdoor adventure sports, and viewing wildlife and birds.

» Luxurious — has first-class accommodations and elegant, sophisticated
restaurants.

» Of least importance at the “wish list” stage of travel planning are a
destination’s image for:

» Adult vacation - one that is appealing to adults traveling alone and as couples
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Travel Motivators

Worry-free

Family Atmosphere
Unique
Entertainment
Exciting

Overall

Affordable
Sightseeing

Sports & Recreation

Luxurious
Adult Vacation

—>

|| Relative Importance*

*A measure of the degree of association between each factor and whether destination is a place “l would really enjoy visiting.”
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Hot Buttons

Top Hot Buttons

Great State Parks

Convenient and Accessible
Must-See Destination
Unique Vacation Experience
Interesting Antiques/Unique Crafts
Excellent Vacation Value
Good for Sightseeing

Good Place to Relax

Excellent Shopping

Children Would Enjoy This Place
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Adirondacks image —Waorry-Free

Base: Overnight Person-Trips to the Adirondacks Region

Worry-free

Good place to relax

20 40 60 80

o

Percent Who Strongly Agree
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Adirondacks Image — Eamily Atmoesphere

Base: Overnight Person-Trips to the Adirondacks Region

Family Atmosphere

Children would enjoy this place

40 60 80

o
N
o

Percent Who Strongly Agree
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Adirondacks Image —Unigue

Base: Overnight Person-Trips to the Adirondacks Region

55

Interesting local people

Unigue vacation experience

20 40 60 80

o

Percent Who Strongly Agree
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Adirondacks image — Entertainment

Base: Overnight Person-Trips to the Adirondacks Region

Entertainment

Great live music

Great for theater and the arts
Exciting nightlife/shows
Excellent shopping

Interesting festivals/fairs/events

Great Maple sugaring

Interesting antiques/unique crafts

0 20 40 60 80

Percent Who Strongly Agree
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Adirondacks Image — EXxciting

Base: Overnight Person-Trips to the Adirondacks Region

Exciting

A fun place for vacation
Vacation there is a real adventure
An exciting place

Must-see destination

20 40 60 80

o

Percent Who Strongly Agree
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Adirondacks Image — Overall

Base: Overnight Person-Trips to the Adirondacks Region

Overall

Great for a
meeting/conference/convention

Great eco-friendly tourism
Popular with vacationers

Excellent vacation value

20 40 60 80

o

Percent Who Strongly Agree
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Adirondacks Image — Affordable/Accessible

Base: Overnight Person-Trips to the Adirondacks Region

Affordable

Affordable to eat there
Affordable accommodations
Not too far away for a vacation

Convenient and accessible

o

20 40 60 80
Percent Who Strongly Agree
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Adirondacks Image — Sightseeing

Base: Overnight Person-Trips to the Adirondacks Region

Sightseeing

Lots to see and do

Interesting architecture
Beautiful scenery

Interesting small towns/villages
Great wineries

Beautiful gardens and parks

Excellent museums/art galleries

Percent Who Strongly Agree
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Adirondacks Image — Sightseeing (Cont d)

Base: Overnight Person-Trips to the Adirondacks Region

Sightseeing

Great for walking/strolling about
Interesting cities

Good for sightseeing

Great downtown

Great breweries

Great history

Great state parks

0 20 40 60 80

Percent Who Strongly Agree
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Adirondacks Image — Sports & Recreation

Base: Overnight Person-Trips to the Adirondacks Region

Sports & Recreation

Great for golfers

Good for running

Great winter destination for skiing,..
Good fishing

Excellent canoeing/kayaking
Great boating

Close to beaches

Great hiking

Good biking

0 20 40 60 80

Percent Who Strongly Agree
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Adirondacks image — Luxunious

Base: Overnight Person-Trips to the Adirondacks Region

Luxurious

First-class hotels

Great local restaurants

Great campgrounds

20 40 60 80

o

Percent Who Strongly Agree
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Adirondacks image — Adult Vacation

Base: Overnight Person-Trips to the Adirondacks Region

Adult Vacation

Good for an adult vacation

20 40 60 80

o

Percent Who Strongly Agree
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Adirondacks Image Strengths

Base: Overnight Person-Trips to the Adirondacks Region

Lots to see and do

Affordable to eat there
Interesting architecture
Beautiful scenery

Great for golfers

Interesting small towns/villages
Good for running

Great winter destination for skiing,..
Great live music

Affordable accommodations
Good fishing

Great wineries

0 20 40 60 80

Percent Who Strongly Agree
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Adirondacks Image VWeaknesses

Base: Overnight Person-Trips to the Adirondacks Region

Great state parks

Must-see destination

Good place to relax

Unigue vacation experience
Convenient and accessible
Excellent vacation value
Great history

Interesting antiques/unique crafts
Great Maple sugaring

Good biking

Great campgrounds

Great breweries

60 80
Percent Who Strongly Agree
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Adirondacks Image Quadrant Analysis

» A quadrant analysis provides more detail on the Adirondacks’ image
» The state has some very important strengths:
» Good for sightseeing
» Excellent shopping
» Children would enjoy
» Great hiking
» However, a number of important weaknesses counterbalance those wins:
> Perceptions that the destination is not a unique, must see destination
» Lacking interesting antiques/crafts
» Convenience and accessibility as well as vacation value
» Concerns about a comfortable, relaxed, worry-free atmosphere

> State parks facilities

INTERNATIONAL
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Adirondacks Image Quadrant Analysis

(Cont d)

» There are several less important strengths:

» Entertainment options such as exciting nightlife/shows, interesting
festivals/fairs/events

» Great downtown
» Close to beaches
» An exciting place

» Great breweries

INTERNATIONAL
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Adirondacks Image Quadrant Analysis

(Cont d)

» And less important weaknesses, perceived as lacking:

» Great campgrounds
» Great maple sugaring

» Great history

» The normal interpretation of a quadrant analysis like this is as follows:

>

>
>
>

277

Important strengths should form the core of positioning/messaging
Important weaknesses — communications are needed to correct misperceptions
Less important strengths — can add depth to the story, as “features”

Less important weaknesses — low priority from a communications standpoint
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Adireondacks:image Quadrant

Less Important Strengths Important Strengths

Close to Good for sightseeing

Great downtown beaches
i \ Excellent shopping

Excellent nightlife/shows

Great campgrounds

® Children would enjoy this place
léo Interesting festivals/fairs/events ./_
.‘3
o An exciting place —9@ Great breweries o

Great hiking

")
X~ ¢ . . .
g /. Interesting antiques/unique
'g € Great maple sudaring crafts
o
=
©
<

T— o Excellent vacation value Convenient and accessible

Great history

€ —— Unique vacation experience
./— Good place to relax

Must-see destination ] e Greatstate
parks
Less Important Weaknesses 'mportance Important Weaknesses
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Key Terms Defined

» An Overnight Trip is any journey for business or pleasure, outside your community
and not part of your normal routine, where you spent one more nights away from home.

» ADay Trip is any journey for business or pleasure, outside your community and not
part of your normal routine, that did not include an overnight stay. Day trips involve
travel of more than 50 miles from home.

» APerson-Trip is one trip taken by one visitor.

» Person-trips are the key unit of measure for this report.

INTERNATIONAL
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Trip-Type Segments

Total Trips = Leisure + Business + Business-Leisure

> Leisure Trips: Include all trips where the main purpose was one of the following:

_ »  Visiting friends/relatives
»  Touring through a region to experience its scenic beauty, history and culture
. »  Outdoors trip to enjoy activities such as camping, hunting, fishing, hiking, and boating

Marketable Trips: , _ ,
il e »  Special event, such as a fair, festival, or sports event
trips, with the >  City trip
exception of __ )
visits to > Cruise
friends/relatives »  Casino

»  Theme park

» Resort (ocean beach, inland or mountain resort)

»  Skiing/snowboarding

»  Golf

> Business Trips:
»  Conference/convention
»  Other business trip

> Business-Leisure: a trip for business where, on the same trip, the visitor stayed for at least one
additional day to experience the same place or nearby area simply for leisure.

281 L@ngWOOdS

INTERNATIONAL




