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Background and Purpose ﬂ

LONGWOODS
TRAVEL USA®

m This report is based on research conducted by Longwoods International
on behalf of the lowa Division of Tourism, Department of Economic
Development.

m The purpose of the research is to provide information that will assist the
Division in its tourism marketing and communications activities in the
coming years.

m The research is based on the 1992 travel year and up-dates an earlier
study of lowa's tourism industry conducted by Longwoods in 1989-'90 as
part of TRAVEL USA, a major syndicated study of the U.S. pleasure
travel industry.

m As well as updating the earlier study, the 1992 program provides a much
more detailed look at tourism in lowa.

Background and Purpose ﬂ

LONGWOODS

TRAVEL USA®

m The research provides the Division of Tourism with:

® An examination of lowa's overall competitive position within the U.S.
pleasure travel market

n Information on lowa's tourism business by region
w A detailed profile of the lowa vacationer

® Comprehensive information on the lowa vacation, including trip planning,
tripographics, and the vacation experience

a  Detailed data on the places people visit and the things they see and do
when they vacation in lowa

s A detailed look at lowa's touring vacation — the vacation product identified
in Longwoods eatrlier report for the state as providing a good opportunity for
increasing lowa's business

»  Anupdate of lowa's tourism image, vs. other U.S. destinations, and how
that image has changed since it was last evaluated in 1990.

w  An evaluation of lowa's product and how well it delivers against
expectations. 5
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Size and structure ﬂ

LONGWOODS
TRAVEL USA®

m In 1992, a total of 12.0 million adults 18 plus took an overnight pleasure
trip to lowa, giving it a national market share of 1.6%.

m Well over half (56%) of these visitors were in lowa to visit their friends or
relatives (VFR trips), a much higher percentage than is typical.

m lowa's other important trip types in 1992 were, in rank order:

the outdoors vacation

the touring vacation

the casino vacation

the combined business/pleasure vacation

the special event vacation

m Eastern lowa was the main beneficiary of the state's tourism business,
receiving substantially more visitors than Central and Western lowa
combined.



lowa's Sources of Business ﬂ

LONGWOODS
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m In 1992, lowa drew its visitors mainly from neighboring states in the
Midwest, including, in rank order:

2 lowa itself
»  lllinois

) Minnesota
8 Wisconsin

® Missouri

m Together these five states accounted for almost 60% of lowa's pleasure
travel business.

m Major ADI's sending significant numbers of visitors to lowa included the
cities of Minneapolis/St. Paul, Chicago, and Milwaukee.

m Even so, the majority of lowa visitors came from small and mid-sized
cities of half a million or less. 6

lowa Vacation Profile ﬂ

LONGWOODS
TRAVEL USA®

m Versus that of other U.S. states, the lowa vacation profile reflects the importance
of VFR trips to the state's vacation mix:

w  middle-of-the-road demographics

5 shorter than average vacation planning cycle with less advance booking
m  less reliance on formal information sources, such as travel agents

B a greater than average number of children in the travel party

w a high percentage of trip nights pent at the homes of friends or relatives.

m Since lowa is a regional destination, two thirds of visitors arrive by car.

m And since the state gets a fairly large amount of pass-through business, the length
of stay is shorter than average.

m The lowa experience is dominated by rural areas and small towns and villages,
rather than cities.

m As well, travelers appear not to be discovering the scenic areas and sightseeing
attractions of lowa as often as they do in other states.



The lowa Touring Vacation | ﬂ

LONGWOODS
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m Longwoods earlier report for lowa targeted the touring vacation as a
vehicle for encouraging growth for lowa's tourism industry.

m Among the reasons for this recommendation:

z The touring vacation is by definition a trip through a region, making it a
natural vehicle for promoting the entire state.

x Touring vacations are typically planned well in advance, and are
leveragable through destination marketing.

w The touring vacation is a long-haul trip; promoting it would help to develop
new tourism markets for lowa beyond its Midwestern base.

10

The lowa Touring Vacation ﬂ

LONGWOODS
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m In 1989, the touring vacation was lowa's third most important trip type
and this continued to be the case in 1992.

m Also asin 1989, lowa's 1992 touring vacationers tended to be upscale,
well-to-do managers and professionals.

m As expected, the lowa 1992 touring vacation was a well-planned,
long-haul trip.

m Touring vacationers to lowa were much more likely than the typical lowa
visitor to:

a visit Central and Western lowa

. discover lowa's important tourism attractions, especially such places as:
» The Amana Colonies
» Boone and Scenic Valley Railroad
»  Danish Windmill

11



The lowa Touring Vacation ﬂ

LONGWOODS
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lowa's touring vacationers were also much more likely than other visitors
to discover the state's scenic byways and other natural attractions, such
as the Loess Hills and the state's many major waterways.

Despite this, only a minority of them — just 36% — identified lowa as
their main destination.

As a result, touring vacationers' length of stay in lowa was on average
exceptionally short — just 2 nights versus almost four nights for other
trips to the state.

This works out to just 20% of the entire trip, versus 60% for the typical
lowa trip and 56% for touring vacations to other states.

12

Attracting Touring Vacationers to lowa ﬂ

LONGWOODS
TRAVEL USA®

With an estimated 680,000 touring vacationers passing through the state
in just one or two days, there is an excellent opportunity for lowa to
increase its tourism business just by convincing these travelers to spend
more time in lowa.

Actively promoting lowa as a touring destination would help ensure that
travelers planned their trip to include more time there.

The travel "hot buttons" for touring vacationers include, first and foremost
EXCITEMENT, a place that offers real adventure and that must be visited
at least once in a lifetime.

The ideal touring destination is also a place that the whole family would
enjoy, and offers scenery that is both beautiful and unique.

There should also be many attractions and opportunities for exploration
and sightseeing along the way, especially things that the traveler is
unlikely to encounter closer to home.

13



lowa's Tourism Image ﬂ
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m Versus other states, lowa has a weak tourism image in terms of each
and every one of these important travel motivators.

m This continues to be true, even though there have been significant
improvements since 1990, especially in terms of lowa's image for
scenery and sightseeing.

m Reports of visitors to lowa show that its tourism product is much better
than its negative image would lead us to expect.

m This is especially true of two of the most important travel motivators —
family atmosphere and sightseeing.

B People who have visited lowa are much more aware that it is a good place
for families, including children, to vacation together.

s And they are much more likely to agree that lowa has interesting cities, as
well as small towns and villages, and that there is lots to see and do.

14

In Conclusion... ﬁ

LONGWOODS

TRAVEL USA®
e T Ty

m An advertising program is needed to establish a tourism image for lowa
that is more in line with its product.

m The campaign should convey a consistent positioning that plays to lowa's
important product strength: a great place for families to explore America's
heartland.

m The campaign should be directed to the upscale touring vacationers who
are already coming to lowa.

m Our earlier research for the state showed that magazine advertising is
the medium most preferred by touring vacationers and also the one they
find most helpful.

15



In Conclusion... ﬂ
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m There is also an opportunity to encourage the many travelers visiting
their friends and relatives in lowa to use their trip as an opportunity for a
real vacation.

m Since VFR travelers rely most strongly on advice from friends and
relatives in planning their trip, this is a message that might be delivered
most appropriately through advertising in local media to lowans
themselves.

m The first step is to establish sufficient budget to support a sustained,
consistent advertising program.

m Tourism advertising should not be viewed as a cost.

m Itis an investment in the growth of a major industry which will benefit the
entire state.

16
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Market Size and
Structure

Market Size and Structure ﬂ

LONGWOODS
TRAVEL USA®

In 1992, the number of overnight pleasure trips to lowa by adults 18 years
of age or older totaled 12.0 million, resulting in a national market share of
1.6%.

Most visitors arrived during the fair weather seasons, led by the summer
months. Fewer than 10% of lowa vacationers come to the state during
the winter.

For 20% of visitors, a state other than lowa was the main destination of
the trip.

Well over half of lowa's overnight pleasure trips in 1992 were visits to
friends and relatives - a trip purpose which is beyond the reach of
standard destination marketing.

The VFR trip plays a much more important role in lowa's trip mix than it
does for the typical state.

19




Market Size and Structure

LONGWOODS
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m Looking at the "marketable" types of pleasure trips, lowa's business was
spread across five main segments:

® outdoors vacations

5 touring vacations

B casino vacations

e business/pleasure trips

B special events trips

m These five segments contributed about the same proportion of lowa's
business as the U.S. norm.

20

Overnight Pleasure Trips to lowa e

TRAVEL USA®

Total = 12.0 Million

January - March
1.0 Million

October - December
3.3 Million

April - June
3.0 Million

July - September
4.7 Million

21
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lowa's Share of Overnight Pleasure Trips Ll

U.S. Total = 732.3 Million

lowa
12.0 Million
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Main Destination of Overnight Pleasure Trips ﬂ
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Another State
20%

80%
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Overnight Pleasure Trips By Region LONGWOODS
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Millions of Trips

Eastern lowa

Central lowa

Western lowa
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lowa's 1992 Vacation Mix ﬂ

LONGWOODS
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Visits to Friends/Relatives | ————
Outdoors '}

Touring Vacation |

Casino =
Business/Pleasure [
Special Event [

Local Excursion |

City Trip |
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B lowa Bl Any State
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lowa's Pleasure Travel Business — By ﬂ
Region

LONGWOODS
TRAVEL USA®

m Eastern lowa received the lion's share of the state's business, accounting
for more trips than the Central and Western regions combined.

m Eastern lowa dominated the state's outdoors, business/pleasure, and, as
expected its casino vacation business.

m 60% of lowa's touring vacations included at least one overnight in
Eastern lowa, but substantial numbers went to Central and Western lowa

as well.

m Only for special event trips did Eastern lowa really share business — in
this case with the Central region.

27



lowa's Pleasure Travel Business — by ﬂ
Region

LONGWOODS
TRAVEL USA®

m Visits to friends and relatives accounted for more than half of the tourism
business in each of lowa's three regions.

m Of the marketable trip-types, the outdoors vacation was the most
common reason for visiting Eastern lowa, followed closely by casino,
touring and business/pleasure trips.

m Special event and touring vacations were the most popular marketable
segments for Central lowa.

m Western lowa drew its marketable business from a diverse mix of
segments, led by touring vacations.

28

LONGWOODS
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By Region* ﬂ

Overnight Pleasure Trips

Millions of Trips

Eastern lowa

Central lowa

Western lowa

* Person trips by adults 18+ over 100 miles round trip including at least one night in a region. 29
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Touring Trips — By Region ﬂ

Eastern
Central
Western
0 10 20 30 40 50 60 70 80%
* Percent involving at least one overnight in a region 30

Outdoors Trips — By Region ﬂ

LONGWOODS
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Eastern

Central

Western
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* Percent involving at least one overnight in a region 31



Business/Pleasure Trips — By Region
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Eastern

Central

Western

0O 10 20 30 40 50 60 70 80%

* percent involving at least one overnight in a region 32

Casino Trips — By Region ﬂ
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Eastern FRs7

Western

Central §°

O 10 20 30 40 50 60 70 80 90%

* Percent involving at least one overnight in a region 33
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Special Event Trips — By Region a

Central

Eastern

Western
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* Percent involving at least one overnight in a region 34

Overnight Trips to Eastern lowa — By Main ﬂ
Purpose of Trip*

LONGWOODS
TRAVEL USA®

Thousands of Trips

Visits to Friends/Relatives
Outdoors

Casino

Touring
Business/Pleasure

Local Excursion

Special Event

City

Country Resort

0 1,000 2,000 3,000 4,000 5,000

* Trips that included at least one night in Eastern lowa 35



Overnight Trips to Central lowa — By Main ﬂ
Purpose of Trip* ' =
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Thousands of Trips

Visits to Friends/Relatives G )1 940
Special Event B
Touring &
Outdoors
Business/Pleasure
Theme Park §&

0 500 1,000 1,500 2,000

* Trips that included at least one night in Central lowa 36

Overnight Trips to Western lowa — By Main ﬂ
Purpose of Trip*

LONGWOODS
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Thousands of Trips

Visits to Friends/Relatives
Touring

Outdoors

Country Resort

City

Casino
Business/Pleasure &

Local Excursion

Special Event f

1,200

0 500 1,000 1,500

* Trips that included at least one night in Western lowa 37
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Who Comes To lowa?
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74

LONGWOODS
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m In 1992, lowa drew most of its business from nearby Midwestern states.

m Those contributing the largest share of lowa's business were, in rank

order:

lowa itself
lllinois

Minnesota
Wisconsin

Missouri

39



Who Comes to lowa? ﬁ
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m Significant business also came from California -- the only truly long
distance source -- and from other mid-Western states, such as Indiana,
Kansas, Michigan, and Colorado.

m The mostimportant ADI's contributing to lowa's business were both
in-state -- Cedar Rapids-Waterloo-Dubuque and Des Moines -- and
out-of-state -- Minneapolis-St. Paul and Chicago.

m lowa also received significant business from Milwaukee, Kansas City and
Omaha.

m In spite of the important contribution of major urban centres to its
business, a disproportionately large number of lowa visitors came from
smaller communities with populations of less than half a million.

m Interms of demographics, such as education, household income and
occupation, lowa travelers were quite similar to the U.S. norm.

40

State Sources of Visitors to lowa ﬂ
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lowa [
lllinois [
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Wisconsin
Missouri |
California §
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Top Urban Sources of Visitors to lowa LONGWOODS
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Minneapolis/St. Paul |
Cedar Rapids/Waterloo/Dubuque §
Des Moines §
Chicago il
Milwaukee
Kansas Clty
Omah

42
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Sources of Visitors to lowa LONGWOODS
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Il 10% or more
B 59%
=1 349,

ADlIs contributing 3% or more
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Household Income ﬂ
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Under 25K fﬁwwwWw;Mwwmwwwmwwmwww
50K-74.9K [——

75K+ -

0 5 10 15 20 25 30 35 40 45%

M lowa B Any State
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Post Graduate | ——-—

M lowa B Any State
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Percent Who Are Retired ﬂ
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Any State lowa
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Occupation | ﬂ
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Tripographics

Trip Planning ﬂ

LONGWOODS

TRAVEL USA®

m Like most U.S. vacationers, a majority of visitors to lowa planned their
trip well in advance, at least two months ahead of time.

m But due to the prominence of visits to friends and relatives in the visitor
mix, they tended to book their travel arrangements much later than the
average traveler. Six out of ten made no formal bookings at all.

m By far the two most important sources of information used for trip
planning were personal experience and word-of-mouth from friends and

relatives.

m Visitors to lowa made less than average use of formal information
sources, such as travel agents.

49
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Tripographics ﬂ

m A 1992 lowa trip was a short to medium- haul trip in terms of distance.

m Two-thirds of visitors in 1992 traveled less than 500 miles to lowa, which
is comparable to the U.S. norm and consistent with the state's distance
from its major sources of business.

m lowa visitors remained in the state less than four days, which is shorter
than average.

m Group tours played only a minor role on a trip to lowa, though no less so
than for the typical vacationer.

m However, relative to the U.S. norm, lowa visitors were less likely to book
pre-paid packages.

50

Travel Party Size and Composition ﬂ

LONGWOODS
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The average size of the travel party to lowa - approximately three people
- was slightly smaller than the U.S. norm

m Compared to the typical travel party, lowa vacationers were:

w»  Jess likely to travel with friends

w  more likely to travel alone.

m The average age of the lowa travel party was younger than the norm,
because the party included more children and fewer older people.

51



Transportation and Accommodation ﬂ

LONGWOODS
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m The vast majority of lowa visitors arrived in their own vehicle - a car, van,
truck or RV.

m Use of commercial transportation, particularly air, was much lower than
average.

m Relative to the U.S. norm, far more nights spent in lowa were at the
homes of friends and relatives, while fewer were at hotels or cottages.

m This is consistent with the greater role that visits to friends and relatives
play in lowa's trip-type mix.

52

Planning Cycle ﬂ
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40
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More

M lowa B Any State
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Booking Cycle ﬁ
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Personal Experience -
Friends/Relatives [
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Office of Tourism =
Auto Club -
Hotel/Resort | J<

Airline ]

Magazine B

Local Visitor's Bureau |
Newspapers B

Books |

0 10 20 30 40 50%

B lowa B Any State 55



Use of Vacation Packages and Group Tours z
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Pre-Paid Package

Group Tour [—

B owa B Any State
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Distance Traveled ﬂ
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50-100 Miles |

100-299 Miles | N
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1,000 Miles Plus

M lowa B Any State
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Size and Composition of Travel Party LONGWOODS
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The Trip Experience ﬂ

LONGWOODS
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m The "lowa" which visitors experienced was dominated by rural areas and
small towns and villages.

m Even so, over forty percent visited a city on their trip.

m Regardless of whether the trip is focused on a city or the countryside,
lowa's visitors did not seem to take full advantage of what is offered.

m Fewer than average: discovered a scenic drive, went shopping, visited a
disco or club, went to a theme park, took in a sports event, or attended the

theatre, dance, symphony or opera.

m And visitors to lowa were less likely to seek out historic sites and
landmarks, and museums or take a short guided tour.
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The Trip Experience ﬁ

LONGWOODS
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m The most popular lowa destinations were, in rank order:

. Cedar Rapids

»a  Des Moines

- Dubuque

n The Quad Cities

o Waterloo/Cedar Falls

m By far the most popular attraction was the Amana Colonies

m lowa's special events, such as the lowa State Fair, played a role on only
a small percentage of trips.

m But, with 12 million trips in a year, this translates into substantial
attendance at such events by tourists.

65
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Entertainment on Vacation ﬂ

LONGWOODS
TRAVEL USA®

Went Shopping (E—.
Bar/Disco/Club s
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Theme Park 8
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Shopping on an lowa Vacation ﬂ
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Sightseeing in lowa ﬂ
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Swam in a Pool |

Camping |
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Hiking | YA
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Sunbathing

Used a Sauna/Hot Tub |}
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Most Popular lowa Destinations ﬂ
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Other lowa Destinations ﬂ
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Mason City/Clear Lake
Council Bluffs

Kalona
Okoboiji Area
Missouri Valley
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Knoxville
Walnut
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Amana Colonies } 15.8

Great River Road

The Field of Dreams |

Madison County Covered Bridges |
Boone and Scenic Valley Railroad
Danish Windmill §

State Historical Building
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Other lowa Attractions ﬂ
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Living History Farms
The Grotto

Loess Hills

Purple Martin Train §

Star Clipper Dinner Train "

0 1 2 3 4 5%

74

Events Attended In lowa ﬂ
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lowa State Fair
Rivercade
Quad City Airshow
lowa Festival o
Walnut Antique Walk =
0Old Threshers Reunion EEl°

Nordic Fest
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Events Attended In lowa ﬂ
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Pella Tulip Time [i§
National Sprint Car Championship [§§
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The lowa Touring Vacation a

TRAVEL USA®

m Longwoods earlier report for lowa targeted the touring vacation as a
vehicle for encouraging growth for lowa's tourism industry.

m Among the reasons for this recommendation:

n The touring vacation is by definition a trip through a region, making it a
natural vehicle for promoting the entire state.

n Touring vacations are typically planned well in advance, and are
leveragable through destination marketing.

8 The touring vacation is a long-haul trip; promoting it would help to develop
new tourism markets for lowa beyond its Mid-western base.
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The lowa Touring Vacation ﬂ
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In 1989, the touring vacation was lowa's third most important trip type
and this continued to be the case in 1992.

m Also as in 1989, touring vacationers to lowa tended to be upscale,
well-to-do managers and professionals.

m As expected, the lowa 1992 touring vacation was a well-planned,
long-haul trip.

m Touring vacationers to lowa were much more likely than the typical lowa
visitor to:

w visit Central and Western lowa

n discover lowa's important tourism attractions, especially such places as:
» The Amana Colonies
» Boone and Scenic Valley Railroad
» Danish Windmill
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The lowa Touring Vacation ﬂ
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m lowa's touring vacationers were also much more likely than other visitors
to discover the state's scenic byways and other natural attractions, such
as the Loess Hills and the state's many major waterways.

m Despite this, only a minority of them — just 36% — identified lowa as
their main destination.

m As a result, touring vacationers length of stay in lowa was on average
exceptionally short — just 2 nights versus almost four nights for other

trips to the state.

m This works out to just 20% of the entire trip, versus 60% for the typical
lowa trip and 56% for touring vacations to other states.
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Length of Stay in State ﬂ
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m Longwoods has analyzed nearly 50 image attributes in terms of their
relative motivating power for travelers.

m Here we focus on those attributes that are important to touring
vacationers, since the main purpose of a touring vacation — to explore a
region — is consistent with the state's marketing goal of attracting
tourists to every region of lowa.

m Touring vacationers are, first and foremost, looking for a vacation
destination that is Exciting — a place that offers real adventure and that
should be visited at least once in a lifetime.
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m Also of great importance to touring vacationers is a destination's farhily
atmosphere: it should be an enjoyable place to visit for children and the
entire family.

m The ideal touring destination should also offer scenery that is both
beautiful and unique, and a variety of sightseeing opportunities.

m Also of importance is a destination's perceived popularity. This attribute
has been shown by our research to be driven mainly by awareness of
advertising.
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m This study measured the image of a number of states, including New
Jersey, Pennsylvania, New York, Louisiana, Texas, Georgia, Tennessee,
Colorado, Utah and California, as well as lowa itself.

m lowa's image among the American traveling public in 1992 was
considerably below the average of these states on almost all dimensions,
including the key attributes of excitement and popularity.

m lowa's main competitive strength was its hospitality. The state was
perceived to:

»  have warm, friendly people

m  be a safe, relaxing place to visit.

m However, hospitality is not at the top of touring vacationers' priority list.
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m The main dimensions on which lowa was felt to be below average
include the most important ones to travelers:

- excitement
s beautiful and unique scenery
w sightseeing opportunities
. popularity
m lowa's image was also particularly weak with respect to:

w» the quality and diversity of food and accommodations
n entertainment, including local events, shopping and cultural activities
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lowa's Image Versus 1990 ﬂ
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m In Longwoods' earlier report for the state, we identified the same
problems based on 1990 data.

m The good news is that, while the same general problem still existed in
1992, there have been some improvements:

w lowa was perceived to be a more exciting place to visit than in 1990, though
not necessarily more of "an adventure”.

s And the state was also perceived to have scenery that is both more
beautiful and unique.

® Versus 1990, people were more likely to agree that lowa offers interesting
sightseeing in both its cites and small towns and villages.
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m And there was more awareness that lowa:
B has interesting customs and traditions
w is arelaxing place
o is a good place for boating, water sports and golfing

5 offers a variety of entertainment opportunities

m [In 1992, more people believed that they had seen the state's advertising,
although this didn't change their impressions of lowa's popularity.

m There were also striking improvements in lowa's outdoors image,
especially for fishing, hunting and viewing wildlife.

m However, these areas are of lesser importance to touring vacationers.
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m On the negative side, the state was seen as a less affordable vacation
destination.

m This is most likely due to the impact of the recession, since lowa is fairly
far away from many of the largest population centres and is therefore a
fairly expensive place to reach.

m In 1992, lowa was also less positively regarded for the quality of its
hotels and resorts.
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m Overall, while most of the image changes are in the right direction, the
data show that lowa has major image weaknesses:

m - lowa is still far below average in terms of excitement, the most
important travel motivator.

® The state continues to fall short on each of the other dimensions which top
people's priority list - family atmosphere, scenery, sightseeing and
popularity.

»  Jowa's main strength — hospitality — is not sufficiently important to
vacationers to give lowa an edge in a highly competitive market.
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m In this section we will take a more specific look at how visitors to lowa
evaluate the tourism product the state delivers:

- first, by comparing recent visitors' image of lowa to that of people who
have never visited there

w and then, by comparing recent visitors' evaluations of their lowa tr