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¼ Longwoods International began tracking American travelers in 1985, 

and has conducted large-scale syndicated visitor research quarterly 

since 1990.

¼ In 2007, our proprietary Longwoods Travel USA® program was 

migrated from mail to online, using the MarketTools Inc. 

ZoomPanelÊ, with the benefits of rapid turnaround, enhanced 

flexibility and interactivity, as well as greater respondent involvement.

¼ 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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¼ This report presents the detailed findings of tourism research 

conducted by Longwoods for the state of Georgia for the 

2009 travel year.

¼ The results consist of:

¼ Estimates of the volume of overnight and day travel to 

Georgia

¼ Characteristics and profile of overnight and day trips to 

the State.



Methodology
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¼ The results presented herein are drawn from three studies 

conducted in 2009 by Longwoods International:

¼ Travel USA® 2009 ðLongwoodsô syndicated national 

study of domestic travel in the U.S.

¼ Georgia 2009 Overnight Visitor Study ð a custom study 

of overnight travel to Georgia, commissioned by the State

¼ Georgia 2009 Day Visitor Study ð a custom study of day 

travel to Georgia, commissioned by the State



Methodology äTravel USA®
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¼ Each quarter, a random cross-section of 500,000 panel members is sent an e-mail 

invitation to participate in Travel USA®, resulting in or a total annual outgo of two 

million surveys. A reminder is e-mailed several days later to non-responders. In 

2009, the completion rate for those accessing the questionnaire was 91%.

¼ For the 2009 travel year, this yielded : 

¼ 209,724 trips for analysis nationally:

¼ 134,011 overnight trips

¼ 75,713 day trips

¼ For Georgia, the following sample was achieved in 2009:

¼ 7,174 trips:

¼ 4,911overnight trips

¼ 2,263 day trips

¼ For analysis, data were weighted on key demographics to correct for any differences 

between the sample and U.S. population targets.



Methodology äCustom Visitor Research
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¼ To augment the information from Travel USA®, we returned to a 
representative sample of the overnight and day visitors identified 
through the syndicated program.

¼ The goal of this custom research was to provide more in depth 
information regarding visitor spending and visitor activity along with 
strategic data on trip characteristics, planning and booking as well as 
visitor impressions of Georgiaôs tourism product.

¼ The overnight ñreturn to sampleò study yielded 1,071 trips 
for analysis

¼ The day study yielded 498 trips

¼ Respondents were also asked to identify which of Georgiaôs nine 

tourism regions they visited, with the aid of visual map.



Georgia Regional Map
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Size & Structure of the             
U.S. Domestic Travel Market



Size and Structure of the US 
Domestic Travel Market
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¼ Overnight travel by Americans fell by approximately 8% 

in 2009 vs. 2008.

¼ Of the estimated 1.3 billion trips taken, 80% were taken 

by adults and 84% were for leisure purposes.

¼ Slightly less than half of all leisure trips taken were for 

the purpose of visiting friends and relatives, leaving 

slightly more than half that were of a trip type that could 

be influenced by marketing.

¼ The top five marketable trip types nationally were 

special event travel, touring trips, outdoor trips, casino 

trips and resort trips.
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Size of the U.S. Overnight Travel Market ä
Adults vs. Children
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Structure of the U.S. Travel Market ä
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Structure of the U.S. Overnight 
Travel Market äTrends
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U.S. Overnight Marketable Trip Mix
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Size & Structure of Georgiaès 
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Georgiaès Travel Market
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¼ We estimate that 114.3 million trips were taken to and 

in Georgia by Americans in 2009:

¼ 45% were overnight trips and 55% were day trips

¼ Of the 51.4 million overnight trips:

¼ 3.3 million were just passing through Georgia 

(meaning they spent time and money but no 

nights)

¼ 79% were adults and 21% children

¼ 38% were marketable trip types (somewhat less 

than the national norm).

¼ Key marketable trip types for Georgia included special 

events, touring, business-leisure, outdoors and resort.



Georgia Day Travelers
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¼ Of the estimated 62.9 million day travelers to and in 

Georgia:

¼ 78% were adults and 22% were under 18

¼ 52% were marketable trip types (a much higher 

percentage than we saw in overnight travel).

¼ Key marketable day trip types included shopping, 

special events, touring, city trips and outdoor trips.



Total Size of Georgiaès Travel Market
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Size of Georgiaès Overnight Travel Market ä
Adults vs. Children
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Total Overnight Trips = 51.4 Million
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Georgiaès Overnight Travel Market ä
By Trip Purpose
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Georgiaès Overnight Marketable Trip Mix
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Season of Overnight Trip
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Key Overnight Trip Segments äby 
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Key Overnight Trip Segments äby 
Quarter (Contèd)
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Size of Georgiaès Day Travel Market ä
Adults vs. Children
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Georgiaès Day Travel Market ä
By Trip Purpose
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Georgiaès Day Marketable Trip Mix
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Season of Day Trip
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Overnight Expenditures



Overnight Expenditures
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¼ Overnight visitors to Georgia spent approximately $8 

billion in the state in 2009.

¼ Spending on accommodations and food and beverage 

accounted for more than 60% of total spending.

¼ The average overnight traveler spent $157 on the trip.



Total Overnight Spending äby Sector
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Average Per Person Expenditures on Overnight 
Trips äBy Sector
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Average Per Person Expenditures on Overnight 
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Day Trip Expenditures



Day Trip Expenditures
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¼ Day travelers spent $2.9 billion in Georgia in 2009.

¼ Food and beverage and retail accounted for 

approximately 67% of the total.

¼ The average day traveler spent $47.



Total Day Travel Spending äby Sector
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Average Per Person Expenditure on Day Trips 
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Overnight Marketable Trip 
Detail



Overnight Marketable Trip Profile
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¼ One in three overnight travelers in Georgia is a 

Georgia resident.  On the other hand two out of three 

overnight visitors are from out of state, bringing new 

dollars into the stateôs economy.

¼ Key out of state origins include Florida at 15%, 

North Carolina at 6% and Alabama, Tennessee, 

and South Carolina at approximately 5% each.

¼ Versus national norms the Georgia overnight traveler 

has a slightly smaller income, smaller household and is 

a little more likely to be of African American descent.



Overnight Marketable Trip  
Sources of Business               
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Children in Household
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Overnight Marketable Trip 
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Overnight Trip Planning and Booking
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¼ Nearly 50% of overnight travelers on marketable trips 

to Georgia plan those trips within two months of the 

trip.

¼ 41% do some of their planning on-line, and of those 

nearly 60% are planning their accommodations, 38% 

local activities and attractions and 35% are looking for 

directions.

¼ Approximately 5% of those on marketable Georgia trips 

visited ExploreGeorgia.org prior to their trip and of 

those 37% said they visited the site to help them make 

destination decisions ïa significantly stronger 

response that we typically see.



Overnight Trip Planning and Booking
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¼ 70% of Georgia visitors on marketable trips book at 

least some element of their trip in advance and nearly 

50% of these individuals made their booking within a 

month of the trip.
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Information Sources Used 
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Elements of Trip Planned Online
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Use of Georgia Trip Planning Tools
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Use of Vacation Packages 
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Overnight Marketable Trip 
Characteristics



Marketable Trip Characteristics

73

¼ More than half of the travelers on overnight trips to/in 

Georgia travel more than 300 miles to get to their 

destination.

¼ And it is a very ñrubber tireò market with some 96% 

of people coming from out of state using their own 

car/truck/van/RV or rental car to enter Georgia.

¼ The majority of trip nights are spent in hotels or motels 

and 73% of travel parties include spouses/partners 

while 39% include children.

¼ The Georgia trip is longer than the national norm 

consisting of 2.5 nights in Georgia and nearly two 

nights travelling to and from the destination.
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Number of Nights Spent in Georgia
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Length of Trip

81

Base: Overnight Marketable Trips to Georgia

2.5 1.9

0 1 2 3 4 5

2009

Average No. of Nights

Spent in Georgia Spent Elsewhere

Total = 4.4 Nights



Size of Travel Party
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Marketable Trip Experiences
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¼ 46% of Georgia visitors spent at least some time in 

Atlanta while 24% got to the Coast.

¼ Nearly three quarters of Georgia visitors experienced 

historic areas/attractions/landmarks or museums while 

on their trip.

¼ 36% said they went shopping while about one in four 

experience the beach or waterfront.

¼ 28% participated in fine dining while 25% reported that 

they experienced unique local foods.
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Main Destination on Georgia Overnight 
Trip
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Day Trip Detail                             



Day Trip                              
Sources of Business               



State Origin Of Trip
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DMA Origin Of Trip
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Traveler Profile ä
Day Trips
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Household Size
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Household Income
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Marital Status
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Children in Household
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Employment
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Hispanic Background
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Day Trip Planning & Booking
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Information Sources Used 
for Planning
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Information Sources Used 
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Elements of Trip Planned Online
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Use of Georgia Trip Planning Tools
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Visited Georgia Visitor Center
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Percent Booked In Advance
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Booking Cycle
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