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Introduction

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

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

Travel USA® is currently the largest ongoing study ever conducted
of American travelers, providing our clients with more reliable data
and greater ability to home in on key market segments of interest.
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Introduction

In 2009, Longwoods International was commissioned by the
State of Georgia to undertake a ongoing program of visitor
research.

This report presents the detailed findings for the 2010 travel
year.

The 2010 results are drawn from three studies conducted
throughout the year by Longwoods International:

v,  Travel USA®20100 Longwoodsé6 syndicated
study of domestic travel in the U.S.

v, Georgia 2010 Overnight Visitor Study 6 a custom study
of overnight travel to Georgia, commissioned by the State

v, Georgia 2010 Day Visitor Study 0 a custom study of day
travel to Georgia, commissioned by the State
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Introduction

The results consist of:

YVa

YVa

YVa

YVa

Estimates of the volume of overnight and day travel to
Georgia.

Characteristics and profile of overnight and day trips to
the State.

Measures of visitation and iInt
war sites over the next 4 years

Ratings of Georgiads I mage as
perceived delivery on its product amongst overnight
visitors to the State.
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Methodology & Travel USKX

Each quarter, a random cross-section of 500,000 panel members is sent
an e-mail invitation to participate in a national survey of the U.S. travel
market. A reminder is e-mailed several days later to non-responders. In
2010, the completion rate for those accessing the Travel USA®
guestionnaire was 91%.
For the 2010 travel year, this yielded :

v, 209,724 trips for analysis nationally:

v 136,453 overnight trips

v, 68,443 day trips
For Georgia, the following sample was achieved in 2010:
v 6,634 trips:
v 4,586 overnight trips
v 2,048 day trips

For analysis, data were weighted on key demographics to correct for any
differences between the sample and U.S. population targets.



Methodology a Custom Visitor Research

v, To augment the information from Travel USA®, we returned to a
representative sample of overnight and day visitors identified through
the syndicated program.

v The overnight Areturn to sampleo study
v The day study yielded 541 trips

v, The goal of this custom research was to provide more in depth
information about trips taken to Georgia in 2010. Visitors were asked
to provide further detail about trip characteristics, planning and
booking behavior and the specific regions and attractions visited
within the state.

vw The Statedbs nine tourism regions wer €
the aid of visual map.

vw Respondents were also asked to rate t
tourism product based on a series of over 60 image attributes.
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Size of the U.S. Overnight Travel Market

Base: Total Overnight Trips

- 80 0
2 000 8% +4% |

1,500

1,000 -

Millions of Trips

500 -

2008 2009 2010
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Size of the U.S. Overnight Travel Marked

Adults vs. Children

Total Person-Trips = 1,367 Million

1,104 Million
Adults
81%

P

263 Million

Children/

19%
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Structure of the U.S TravelMarket a

2010 Overnight Trips

Base: Adult Overnight Person-Trips

Visits to
Friends/Relatives

_— 44%

Marketable
Leisure Trips
40%

_ _ Business Trips
Business-Leisure 12%

Trips
4%
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U.S. Market Trends for Overnight Trips

a 2010 vs.2009

Base: Adult Overnight Person-Trips

|
All Overnight Tri| 4
Marketable Trif 4
Visiting Friends/Relati 6
|
Business Trip 7
[
-15 -5 5 15

Percent Change

14



U.S. Overnight Marketable Trip Mix

a 2010 Travel Year

Base: Overnight Marketable Trips

Special ever 19

Touring 18
Outdoors
Casino

Resort
Businesteisure
City trip

Theme parl
Cruise

Ski/Snowboardir

0 S 10 15 20 25

Percent
15
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S ze of Georg

Market

Total Person-Trips* = 115.9 Million

63.6 Million
Day Trips

/ 55%

52.3 Million
Overnight
Trips
45%

) ) 17
*Total volume includes both adults and children
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Share of Day Trips Share of Overnight Trips

5.0%

4.0%

3.0%

Percent

0 1 i
20% ol sew |z ‘ ‘

1.0% i I ‘ ‘

0.0%
2008 2009 2008 2009
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Si ze of the Georgil a

Market a 2010 vs. 2009

Base: Total Overnight Trips

+1.7%
80
60
0
2
=
iS
o 40 -
c
Q
=
20 -
0

2009 2010
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ze of Georgiaes 20

Market & Adults vs. Children

Total Overnight Trips = 52.3 Million

41.7 Million
Adults

" 80%

10.6 MiIIi(V
Children

20%
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Overnight Trips Including Georgia In

2010

Total Person Trips =52.3 Million

4.0 Million
Pass Through_—"
Trips (No
Nights)
8%

21



Georgiaes Overnaght

By Trip Purpose

Base: Adult Overnight Trips

Visits to
Friends/ReIativeS\
48%

Marketable Trips

31%
Business—Leisure/

5%

Business
16%
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Base: Overnight Marketable Trips

Special ever

Touring

13

Businesteisure
Outdoors
Resort

City trip

Theme parl
Cruise

Casino

12

12

18

23

10

15

Percent

® Georgia

US Norm

20

25
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Base: Overnight Marketable Trips

Special ever

Touring

N
B~

Businesteisure

Outdoors

12
|11

10

Resort
City trip
Theme parl
Cruise

Casino

| 13

10

15 20 25

Percent

= 2010

12009
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Season of Overnight Trip

Base: Adult Overnight Trips

JanuamMarch

Aprildune
I -
JulySeptembe

Octobebecembe

Percent

™ 2010 = 2009
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of Georgiaes 201

Adults vs. Children

Total Day Person-Trips = 63.6 Million

50.1Million

Adults
79%

-

13.5 MiIIi(V
Children

21%
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Georgiaes 2010 ®ay

By Trip Purpose

Base: Adult Day Trips

Visits to
Friends/Relatives
3504 T \ Marketable
: Leisure Trips
—  50%

Business-Leisure_—"
4%
Business
11%
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Base: Day Marketable Trips

- : : : : | 23
Tourlng_ | | | 19

Shopping o | 23

1 16

Special Ever 17

N ' ' 12
City trlp_ | 1
1

Outdoors_ 11

Businesteisure
Theme pal 4

Resort

Casino 10

Cruise

0 5 10 15 20 25
Percent

'Georgia ' US Norm 2



Base: Day Marketable Trips

Touring
Shopping_
Special Ever_
City trip_
Outdoors_
Businesteisure_
Theme pal_
Resort_
Casino_

Cruise

1

1 16

| 12
14

11

| 23

| 23
22

21

0

10

w2010

15
Percent

2009

20

25
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Season of Day Trip

Base: Adult Day Trips

JanuamMarch

Apridune

JulySeptembe

Octobebecembe

| | ‘ 26
26
' s
26
' B
27
. |
[ 21
‘ 20
I 1
0 10 20 30 40
Percent

m2010 2009
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Total Overnight Spendinga by Sector

Total Spending = $9.3 Billion

Food &
Lodging — Beverage
36% w.~ 25%
$3.3 Billion $2.3 Billion
_ Retalil
Recreozatlon 17%
9 /0_ _ $1.6 Billion
$0.9 Billion

Transportation
13%
$1.2 Billion

32



Average Per Person Expenditures on

Overnight Tripsa By Sector

Base: Total Overnight Trips

80
60 -
&
[
g 40
$64
- $56
20 - $40 —
-$30
$26
0 T T T T
Lodging Restaurant Food ¢ Retail Purchase Transportationa  Recreation/

Beverage Destination Sightseeing/

Entertainment
m2010 = 2009
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Average Per Person Expenditures on

Overnight a by Trip Purpose

Base: Total Overnight Trips

350

300

250

Dollars
N
(@]
o

[EEY
A
o

$261
100 -

$140

50 -

Leisure Business

m 2010 =2009 *
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Day Trip Expenditures



Total Day Travel Spendin@ by Sector

Total Spending = $3.2 Billion

Food &
Beverage Retail
33% O\ 7 36%

$1.1 Billion . $1.2 Billion

Transportation Recreation

16% 15%
$0.5 Billion $0.4 Billion
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Average Per Person Expenditures on Day

Tripsa By Sector

Base: Total Day Trips

30
20
&
<
=)
o
10 -
$8 $7
0 . . :
Restaurant Food ¢ Retail Purchase Recreation/ Sightseein  Transportation a
Beverage Entertainment Destination

m 2010 =2009
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State Origin Of Trip

Base: Overnight Marketable Trips to Georgia

Georgia [N D e s
Florida 15
Tennesset 6
South Carolin 6
North Carolin 5
Alabama 5
Ohio 3
Virginia
New York
Michigar
lllinois
Kentucky

NONN N

0 10 20 30 40

Percent
40



DMA Origin Of Trip

Atlanta, G/

Macon, G/

Jacksonville, FL/C
Orlanddaytona Beadhelbrn, FL
Tampést. Petersbuprasota, Fl
GreenvillSpartanbusheville, S(
Nashville, KY/T
TallahasseEhomasville, F

New York, N

Savannah, GA/S
Raleigiburham, N(

Augusta, G/

Mianmt. Lauderdale, |
Knoxville, TI

Birmingham, A

Charlotte, N(

Chattanooga, T

Charleston, S

23

5 10 15 20

Percent

25

41
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Traveler Profilea
Overnight Marketable Trips



Base: Overnight Marketable Trips

Male

a7

53

Female
53

o

20 40 60 80 100

Percent

® Georgia US Norm

43



Base: Overnight Marketable Trips

Average Age Average Age
Georgia US Norm
=46.2 =46.0

11
1824 years- "
38
2544 years

37

—
4564 years
36
65+ _ !
years A
0 20 40 60
Percent

W Georgia US Norm 4



Household Size

Base: Overnight Marketable Trips

—

1 membel

2 member:

10
I -
|
T

38

3 member:

33

4+ member:
33

0 10 20 30 40

Percent

® Georgia US Norm
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Household Income

Base: Overnight Marketable Trips

$150K+

10

I I
[ee]

20

$1065149.9K -

$75K$99.9K %
s50K74. o I S
so5icaa0 o M -

13
Under $25*q ‘

0 10 20 30

Percent

m Georgia US Norm 46



Marital Status

Base: Overnight Marketable Trips

————

65

Married

K

7

Living with partn

22

Single/Never matrri
21

Divorced/Widowe. 8
Separated .

0 20 40 60 80 100

Percent

W Georgia US Norm
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Children in Household

Base: Overnight Marketable Trips

64
o cicren uncer T

63

19
Any child betweenrll/3 -

18

Any child betweeta®

Any child under

0 20 40 60 80

Percent

m Georgia US Norm
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Education

Base: Overnight Marketable Trips

Postgraduate

F

43
College gradua

40

Some colleg

High school or le

—
[EEY

Other

o

20 40 60
Percent

® Georgia US Norm

49



Employment

Base: Overnight Marketable Trips

Full time/ semployec

I
Part time

Not employedietrogII ©

other

49

40

0 20 40 60 80 100
Percent

W Georgia US Norm
50



Base: Overnight Marketable Trips

I -
White

AfricapAmericar

Other

88

0 20 40 60 80

Percent

W Georgia US Norm

100
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Hispanic Background

Base: Overnight Marketable Trips

Yes

No

95

Percent

W Georgia US Norm

100

52



Longwoods
Travel USA

Overnight Marketable Trip
Planning & Booking



Planning Cycle

Base: Overnight Marketable Trips to Georgia

40

30 -
c
S 20
o | 37 B
o - 33

| 21 22 23
10
O 1 T T T
1 Month or Less 2 Months 3-5 Months 6 Months or More

® Georgia ''US Norm
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Planning Cycle

Base: Overnight Marketable Trips to Georgia

40

30 -
<
[aT)
© 20 -
(0]
o I

31
27
101 18 o
14
0 T T T T 1
1 Month or Less 2 Months 3-5 Months 6 Months or More

= 2010 12009
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Information Sources Used

for Planning

Online/Interne

Personal experien
Advice from friends/relat|
Hotel/resor

Auto club (e.g. AA
Books

Travel Ager

Local visitors bureaus/C
Airline/commerical car
Government tourism of
Association/clL
Magazine:

A tolfree numbe

Group tour compa
Televisior

Newspaper:

0 10 20 30 40 50
Percent

m 2010 US Norm 56



Information Sources Used

for Planning

Online/Interne

Personal experien
Advice from friends/relat|
Hotel/resor

Auto club (e.g. AA
Books

Travel Ager

Local visitors bureaus/C
Airline/commerical car
Government tourism of
Association/clt
Magazine:

A tolfree numbe

0 10 20 30 40 50
Percent

w2010 12009 57



Online Sources Used for Planning

Base: Overnight Marketable Trips to Georgia

Hotel website 18

18
Online booking engir 15
Other destination webs

Car rental websi

Airline website e 2
<1

Blogs 1

Social networking si| = ,
12
Other — 12

0 5 10 15 20
Percent

M Georgia ' 'US Norm
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Elements of Trip Planned Online

Base: Overnight Marketable Trips to Georgia Online

I 7o
Accommodatic 59
Local activities/attractio 45
things to see and do | 38
Car route/locations/m: 35 42
——
Restaurant: 22
Flight, train, bus, rental _|910
Packaged tours/cruis .| 23
Other K
2
0 20 40 60 80
Percent

® 2010 2009 59



Use of Georgia Trip Planning Tools

Base: Overnight Marketable Trips to Georgia

Official Georgia Travel Gi

www.ExploreGeorgia.

0 5 10 15
Percent

® 2010 =2009 60



Percent Visited a Georgia Visitor Center

0 20 40 60 80 100
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Percent Booked in Advance

2010

2009

0 20 40 60 80 100
®Yes MNo
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Percent Traveled with Escorted Group
Tour

0 20 40 60 80 100
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Percent Traveled with Escorted Group
Tour

0 20 40 60 80 100
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Percent PrePaid Travel Package

65



Percent PrePaid Travel Package

66



Booking Cycle

Base: Overnight Marketable Trips to Booked in Advance

60

40 -
c
(D)
o
(D)
0

20 - 37

24 24 —
15
0 T T T 1
1 Month or Les 2 Months 35 Months 6 Months or Mo

M Georgia 'US Norm
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Booking Cycle

Base: Overnight Marketable Trips to Georgia Booked in Advance

60
40 -
c
(D)
o
(D)
a
47
20 -
0 T T T 1
1 Month or Les 2 Months 35 Months 6 Months or Mo

2010 12009
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Distance Traveled to Georgia

Base: Overnight Marketable Trips

Over 1,000 MiI:: $

. I
5001.000 Mile: M -

12
. |

300499 Miles
15

106299 Miles I

5099 Miles T ©

29

36

14

Under 50 Mile! 3 8

0 10 20 30 40 50
Percent
M Georgia  US Norm 70



Distance Traveled to Georgia

Base: Overnight Marketable Trips to Georgia

Over 1,000 MiI::7
5001.000 Vil R -
20
- |
300499 Miles >
28
00909 v T -
39
5099 Miles !3 ®
Under 50 Mile! z
0 10 20 30 40 50
Percent

® 2010 =2009 71



Transportation Used to Enter Georgia

Base: Overnight Marketable Trips to Georgia

Own car ' 85
Plane F7 °
Rental ca [ 8
Truck/Van/R 5 £
Bus [']°
Ferry/Cruise ship/B [ ?
Bicycle/Motorcyc !
Shuttle var | }
Train | 2
Taxi f i
(I) 20 40 60 80 100

Percent

w2010 12009 72



Transportation Used Inside Georgia

Base: Overnight Marketable Trips to Georgia

74/

Own car | 85

Rental ca
Truck/Van/R'
Plane

Taxi

Bus

0 20 40 60 80 100
Percent

w2010 12009
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Accommodations Used

Base: Overnight Marketable Trips to Georgia

Resort/Other Hof 5,

Motel 18

Rented Campground/trailer par
Rented House/Cottage/Ci
State Park Lodc
Friends/Relatives dwel
Boutique Hott

Other Accommodati

Bed & Breakfa

Time Sharing Ui

Rented Home/con
Wilderness Camps
Country Inn/Lod¢

Ranch or Fart

Own House/Cottage/Ce

0 20 40 60
Percent

w2010 =2009 “



Composition of Travel Party

Base: Overnight Marketable Trips to Georgia

R —

Spouse/Partne

|
—
Child(ren 33

139

Friend(s) e
B s

Other Relative( |

Just Mysel q

Parent(s . -

. . 2
Business Associg !

o

20 40 60 80
Percent

™ 2010 = 2009
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Total Nights Away on Trip

Base: Overnight Marketable Trips

Average Average
Georgia US Norm
= 4.5 Nights = 3.5 Nights

. [
1 night a8

2 nights

- I
34 nights S

56 nights K

26

25
28

7-13 nights 14

14 + night: -

0 10 20 30 40

Percent

® Georgia US Norm
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Total Nights Away on Trip

Base: Overnight Marketable Trips to Georgia

Average Average
2010 2009
= 4.5 Nights = 4.4 Nights
. [ 2
1 night o1
: 25
2 nlghts_ | | 24
: I 21
34 nlghts_ | 24
56 nights 9 -
- [
: 14
7-13 nights 14
144-mghnL————36
0 10 20 30 40
Percent

™ 2010 12009
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Number of Nights Spent in Georgia

Base: Overnight Marketable Trips to Georgia

Average Average
2010 2009
= 2.5 Nights = 2.5 Nights
1 night a1 %
2 nights ‘ % | 33
! ! !
34 nights I S——
56 nights :‘6 !
7+ nights_! 45
0 10 20 30 40

Percent

™ 2010 12009
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Length of Trip

Base: Overnight Marketable Trips to Georgia

] | | | |
2010 2.5 2.0 Total = 4.5 Nights
2009 2.5 19 Total = 4.4 Nights
| |
0 1 2 3 4 5

Average No. of Night:
® Spentin Georgia  » Spent Elsewhere

79



Size of Travel Party

Base: Overnight Marketable Trips

Georgia 2.7 0.8 Total =3.5
US Norm 2.7 0.7 Total = 3.4
0 1 2 3 4

Average No. of Peoplt

i Adults = Children

80



Size of Travel Party

Base: Overnight Marketable Trips to Georgia

2010 2.7 0.8 Total = 3.5
2009 2.5 0.8 Total = 3.3
0 1 2 3 4

Average No. of Peoplt

i Adults = Children

81
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Regions Visited on Overnight

Marketable Trip

Base: Overnight Marketable Trips to Georgia

44

Atlanta Metr " 46

Georgia Coa

Classic Sout

Northeast Georgia Mount
Historic Heartlar

Historic High Coun
Plantation Trac

Presidential Pathwe

Magnolia Midlan:

0 10 20 30 40 50
Percent

m 2010 =2009
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Main Destination on Georgia Overnight

Trip

Base: Overnight Marketable Trips to Georgia

37 |

Atlanta Metr 42

The Georgia Coe 22

Classic Sout 14
The Northeast Georgia Moun
Historic Heartlar

Historic High Coun

Magnolia Midlan

Plantation Trac

Presidential Pathwe

0 10 20 30 40 50
Percent

w2010 =2009
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Top Ten Local Attractions Visited on

Georgia Overnight Trip

Base: Overnight Marketable Trips to Georgia

Georgia Aquariu 11
Savannah Natl Historic Land D
Atlanta Braves baseball e

Jekyll Islant

Jekyll Island Natl Historic Land C
World of Cog2ola
CNNHeadquarter

Centennial Olympic P

St. Simons Islar

Atlanta Zoc

Percent
85



Georgia Attractions Visited by Regiora

Atlanta Metro

Base: Overnight Marketable Trips to Georgia

11

Georgia Aquariu
CNNHeadquarter

Atlanta Braves baseball e
World of Cogzola
Centennial Olympic P
Atlanta Zoc

Stone Mounta

Martin Luther King Historic
Piedmont Par
Chattahoochee Ri\

Atlanta History Muse

Percent
86



Attractions Visited by Regiom Atlanta

Metro

(Cont ed)

Atlanta Motor Speedv

Atlanta Botanical Gar¢

Falcons football eve

Atlanta Children's Muse

Sthrn Museum of Civil Vi@
MariettaCobb Museum of

High Museur

Jimmy Carter Library & Mus
Fernbank Museum of Natural H

Swan Housi

Percent

10 15
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Attractions Visited on Overnight Tripa

Georgia Coast

Base: Overnight Marketable Trips to Georgia

Savannah Natl Historic Land D
Jekyll Island Natl Historic Land O
Jekyll Islant

St. Simons Islar

Tybee Islan

Fort Frederic

Georgia Sea Turtle Cel

Fort Jacksoi

Fort Pulask

Fort Morriso

Fort McAlliste

Cumberland Islal

Sapelo Islan

Fort King Georc

Okefenokee Swar

0 2 4 6 8 10
Percent

88



Attractions Visited on Overnight Tripa

Classic South

Fishing

Magnolia Springs (Camp Lav
Camping
Swainsbort

Confederate Powder Works Chi
Augusta River we

Springs, Hamburg, George L. ¢
Phinizy Swamp Nature F
Magnolia Cemete

Lake Ocone

Horseback riding tre
Appling/Columbia Cou
Mistletoe, A.H. Stephens, &
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Attractions Visited on Overnight Tripa
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