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Vermont Brand Study

RSG partnered with the State of Vermont to gather information from
vacationers from key markets to inform opportunities for the State and vacation
providers in Vermont.
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Who Did We Talk To?

We reached out to out -of-state vacationers from three key markets as
well as Vermont residents and Vermont vacation providers.

Vermont Vacation Out-of-State Vermont Residents /
Providers Vacationers Vacationers

Canadian NYC @
Metro Metro

241 314

Massachusetts
341

n =896

For the purposes of this study, a ov
ocoany day or overnight trip outside of
where you participated in any leisure/non -busi ness acti vi
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What Did We Ask Them?

Survey participants were asked a variety of questions to better understand the
types of vacations they take, their perceptions of Vermont and competitive
destinations as well as relevance of particular images and wording to Vermont.

Vacation Details /
Provider Profile

Perceptions of Competitive Set s
specific

Perceptions of Vermont

Attitudes & Demographics

AARSG..



How Many of Them Have Been To Vermont?

Residents of MA, NYC and VT are more likely to have vacationed in Vermont
compared with Canadians.

= Not Vacationed in VT
m Vacationed in VT

NYC Metro MA Canada Vermont
Metro

* There were no quotas enforced on vacation location with the exception of Canada where it was more difficult to
find respondents who had vacationed in Vermont. Therefore the 38% is likely higher than actual.
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Where Are People Going If Not To Vermont?

Those who have not vacationed in Vermont are going to various other locations
which vary by home market.

New Jersey / Maryland / Delaware shore 51% 20% 13% 13%
The Poconos 27% 4% 2% 1%

The Adirondacks / Upstate New York 15% 6% 7% 17%
West Coast 15% 13% 5% 13%
New Hampshire 9% 51% 3% 21%
Cape Cod & Islands (MA) 8% 44% 2% 10%
Maine 12% 41% 8% 37%
Rhode Island or Connecticut shore 14% 30% 3% 17%
Eastern Canada 12% 8% 47% 16%
Western Canada 2% 2% 29% 1%

Other Mid -Atlantic location 12% 8% 9% 16%
Other New England location 12% 7% 5% 13%
The Rocky Mountains 3% 6% 5% 9%

The Berkshires 3% 13% 1% 0%

Other location 28% 25% 41% 27%

Top 5 other destinations
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When Do Vacationers Come to Vermont?

Vermonters are more likely to vacation in -state during the summer and fall
compared to vacationers from out of state. Winter is the key season to
vacation in VT for MA and NYC metro residents.

Vacations in Vermont

65% 64%

53%

m Winter

® Spring

® Summer
m Fall

NYC Metro MA Canada Metro Vermont

NYC includes New York City and suburbs of CT, NJ, and
A NY. MA includes all of Massachusetts, not just Boston.
ﬁRSG Canada Metro includes Ottawa, Toronto, and Montreal.




Which Seasons Were Described and Analyzed?

More than half (68%) of the Vermont vacations described occurred in the winter or spring
while more than half (67%) of Maine vacations described occurred in the summer or fall.

Vermont

The Poconos

Other location

The Rocky Mountains

West Coast

The Berkshires

Other Mid-Atlantic location
Western Canada

New Hampshire

Rl or CT shore

Other New England location
The Adirondacks / Upstate NY
NJ/ MD/ DE shore

Eastern Canada

Cape Cod & Islands

Maine

m Winter/Spring = Summer/Fall

Note: If a respondent had not visited Vermont, they were asked to describe their most recent vacation. If more
ml._RSG,”_ than one was season indicated for that destination t he
e g summer /[ fall 6 8



What Do Vacationers Look Like Overall?

Age

Gender

Marital

Income

A 16%- 30 or younger
A 19%- 31 to 40

A 25%- 41 to 50

A 25%- 51 to 60,

A 14%- 60+

A 24%- Single
A 67%- Married
A 9%- Other

A 60%- less than $100K
A 32%- $100K+ '
A 8%- Not answer

Employment

A 74%- Employed
A 11%- Retired
A 6%- Homemaker

A 6%- Unemployed
A 3%- Student

Education

Race/
Ethnicity

A 13%- High school
diploma or less

A 19%- Some college

A 43%- College

A 25%- Graduate school

A 83%- White/Caucasian
A 6%- Asian :
A 2%- Black/African Amer. |
A 3%- Hispanic/Latino |
A 2%- Other

A 4% - Not answer



How Do They Want To Be Seen?

More than 70% of respondents would like to be seen as active, independent,
responsible, natural and adventurous.

Active 83% 17%  Passive
Independent* 77% 23% Mainstream**

Responsible 77% 23% Rebellious

Natural 73% 27% Elegant
Adventurous* 72% 28% Conservative**
Outdoorsy* 65% 35% Urban**
Thrify* 65% 35% Extravagant**
Practical* 65% 35% |dealistic**
Spontaneous* 59% 41% Rational**
People-Oriented 57% 43% Individualistic

Mature 54% 46% Youthful

* Those who vacationed in VT are significantly more than non -VT
vacationers to want to be seen aseée
RSG.. ** Those who have not vacationed in VT are significantly more than VT
vacationers to want to be seen ase

e
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What Do Their Vacations Look Like?

———————————————————————————————————————————————————————————————————————————

ﬁ ;;ﬁ-_ldﬁiy Lrtip A 8%- $50 to $99
J Spend at | A 27% $100 to $299

AT :
Length of | A 26%- 2 nights Destination | A 44%- $300 to $999
Stay A 39%- 3-6 nights A 21%- $1,000+
A 15%- 1 to 2 weeks o

A 4%- 2+ weeks

A 44%- Hotel / Motel

A 12%- B&B/ Inn N ) |
Lodging A 27%- House / Condo Activities on | A 57%- Shopping
A 7%- Campground Vacation | A 56%- Outdoor
A 10%- Other A 40%- Other

A 69%- Relax

A 69%- Spouse
A 32%- Children
A 20%- Friends

Ve

A 7%- Vacationed alone |

Companions

A4 RSG..



What Sources Do They Use For Vacation Planning?

About half of respondents go to friends and family for information when planning
vacations. They also often look to destination and commercial travel websites.

Friends / Family 46%

47%
Destination e bsite | 00
Commercial travel websites ” 43%
Printed guidebooks* from state ” 37%
General interest magazines _7202%
Travel magazines ” 28%
Visitor rating websites ', | 26%
Travel guidebooks ‘%21%
Newspaper travel sections "%08% = VT state list**
Social media websites ‘%20% m Purchased sample

Other 8%

4%
2%

i

None of the above 2%

* Brochures or guide books from destination state

g RS G.. ** The respondents who were invited to participate through the VT state list are more likely to go to
planning sources that would lead them to signing up for the VT state list
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Vermont Brand Study

A Study Background &
Vacationer Profile

A Opportunities for Vermont
Vacation Providers
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Opportunities for Vermont Vacation Providers

AFocus on the more oO0i mportanto

AEmphasize Vermontds unique att
competitive set

A Incorporate images that are relevant to Vermont

A Incorporate messaging that is relevant to Vermont

A Convert one season vacationers to multi -season vacationers
ATarget people who havendt vaca

A Tailor brand / marketing to particular geographic markets

A4 RSG..



Opportunities for Vermont Vacation Providers

AFocus on the more O0i mport a

AEmphasize Vermont®&s wuniqgue at:t
competitive set

A Incorporate images that are relevant to Vermont

A Incorporate messaging that is relevant to Vermont

A Convert one season vacationers to multi -season vacationers
ATarget people who havendt vaca

A Tailor brand / marketing to particular geographic markets

%R SG..
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Important Vacation Attributes - All Seasons

0Good valued is twice as I mportant to
destination than ooriginal/real 0.
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Important Vacation Attributes - Winter

0OGreat snow conditi-malsion@mdamneg ooal & thiowe
to winter vacationers overall.
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Important Vacation Attributes - Summer

oUnspoiled | andscaped6 is relatively | e:
with the winter.
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Opportunities for Vermont Vacation Providers

vd

AFocus on the more oI mportanto

AEmphasize Vermontds unique
competitive set

A Incorporate images that are relevant to Vermont

A Incorporate messaging that is relevant to Vermont

A Convert one season vacationers to multi -season vacationers
ATarget people who havendt vaca

A Tailor brand / marketing to particular geographic markets

A<RSG..
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Competitive Set by Season

Respondents were asked about their perceptions of various vacation destinations.
The set of destinations was specific to winter/spring and summer/fall.

New Jersey / Maryland / Delaware shore

The Poconos
The Adirondacks / Upstate New York
West Coast

New Hampshire
Cape Cod & Islands (MA)
Maine

U 000

T

Rhode Island or Connecticut shore

Eastern Canada

Western Canada

The Rocky Mountains
The Berkshires

g AlnvAinvAinvhinviinciinviinviinvimvimvime

U 0|0 T
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Competitorso Owner shi p -&f

Vermont is viewed as differentiated from the competitive set on various

attributes. However, the most | mport al
opportunity.
Co-owned Owned Led Open
1 AGood value
AOffers diversity of
experiences
(W. Coast)
AUnspoiled landscape | AWarm, friendly people | AEasy to get to
O (VT) (VT)
8 ANatural ANot crowded
© (VT)
s
O ~ 0.0
S Ag/r_llg_;)mallreal
E
AEnvironmentally-
minded
(VT) ACreative culinary
AHearty and healthy choices
(VT)
ATraditional
Alndependent
(VT)
g_R S Gu.. Openness | -
KIRURCE FTSTAME QROUR T Does not include Vacation Provider data
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Rocki es

abl e
C

oOoeasy t

Vermont is already viewedtoco-own onatur al 0. The
so It is unl kely that Vermont will be
peopl ed, ounspoiled | andscaped and
Co-owned Owned Led Open
1 AGood value
AOffers diversity of AWarm, friendly people
experiences
(W. Coast) AUnspoiled landscape
AEasy to get to
ANatural
8 (VT, ME, Rockies) ANot crowded
-
© ,
s AOriginal / real
S )
§ AEnvironmentally-
minded
(VT) AHearty and healthy
ACreative culinary
choices
ATraditional
AGreat snow conditions
(Rockies)
AGood snow-making
(VT) Alndependent
| Krcuncs sTiTaRs sno0R 19 Does not include Vacation Provider data
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Competitorso Owner shi p -&f

Vermont is already viewedtoco-own or | ead several attr
and ooffers diversity of experienceso

Co-owned Owned Led Open
1 AGood value
AWarm, friendly people AOffers diversity of
(VT, E. Canada) experiences
AEasy to get to
(VT, NH)
O} ANatural ANot crowded
- (VT, Rockies) (VT)
S AUnspoiled landscape
"g (VT, Adirondacks, AOriginal / real
S Rockies, W. Canada)
E
AEnvironmentally-
minded ACreative culinary
(VT) choices
AHearty and healthy
ATraditional
Alndependent
g_R S Gu.. Openness | -
KIRURCE FTSTAME QROUR T Does not include Vacation Provider data
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Opportunities for Vermont Vacation Providers

vd

AFocus on the more oI mportanto

AEmphasize Vermontds unique att
competitive set

A Incorporate images that are relevant to Vermont

A Incorporate messaging that is relevant to Vermont

A Convert one season vacationers to multi -season vacationers
ATarget people who havendt vaca

A Tailor brand / marketing to particular geographic markets

%R SG..
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Winter Images Tested

The images tested are reflective of the work done in representing rational,
emotional and cultural elements.

25



Most Relevant Winter Images

These findings reflect vacationer
perception. It does not necessarily
mean these images would attract

100 visitors .

Scale = relative degree of relevance

Most Relevant to VT 2nd Most Relevant to VT

LA
ﬁ RS G.. _ . .
EIRCURCE ATFTRME OAGLIA, T Does not include Vacation Provider data
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Summer Images Tested

Like the winter images, the summer images tested are a mix of landscapes,
personal interactions and activities.
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