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B How to Read this Report .

DirecTions”

The report you are about to read is a comprehensive analysis of the travel market in the U.S. and

31 001 UUTT 6w T Ul UwUl YDPI PPOT wUOT PUwWUIT xOUUOwWDhUwb U w#*
be better armed with the intelligence they need to develop tourism marketing strategies that will

attract new visitors and provide a travel experience that will earn repeat visits and referrals.

The body of this report is divided into four main sections ¢ Market Assessment, Targeting,
Positioning,and Communicating which are further targeted to various roles within the tourism
organization.

MARKET ASSESSMENT ¢ How many visitors does Tennessee attract?

This section of this report will give the reader not only an understanding of the size

and scope of the tourism market in the U.S. as well as the destination itself, but also

helps destinations understand past market movements and prepare for possible

changes in the future. This information enables the client to compare its ability in
EExUUUDPOT wOEUOI UwUT EUT wUOOwWUT T wET UUDPOEUDOOZ
The section ends with a review of traveler satisfaction and value ratings of Tennessee. The ratings
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competitive intelligence on consumer perceptions of travel satisfaction and value.
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This section provides a demographic analysis of travelers to help travel marketers and
planners to better focus their communication activities by identifying the largest
market segment. The following slide represents three ways to analyze traveler
demographic profiles and their recommended uses for marketing:
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B How to Read this Report .
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VARIABLES CHARACTERISTICS RECOMMENDED USE

Demographics Segmented by age, income and household A fundamental description of
travelers that can be used for all
marketing and communication

vehicles
Lifestages Age of the Household Household Children under Age 18 in A discriminating segmentation of
Head Income Household target audience for media targeting,

Young & Free 18-34 years any no CRM among others

Young Family 18-34 years any yes

Maturing & Free 3554 years any no

Moderate Family 35-54 years Under $75K yes

Affluent Family 3554 years $75K or higher yes

Moderate Mature 55 years or older Under $60K no

Affluent Mature 55 years or older $60K or higher no

Lifestage analysis combines three variables- age, household income, and presence of children in the household- into one variable containing seven 7
mutually -1 BEOUUDYT wUI 1 O OUUWET I POI EWEEOYI 6w! 1 EEVUUT woOl wUOT 1T wET 1 wE®@a.001 OUOwWUFI

Generations BUEYI Ol UzUws8i EVUwWOI w! pUUI A focused messaging approach that

Millennial After 1981 uses different mediums (radio, TV,
and Internet) to target a specific

Gen X 19651980 G e

Boomers 19461964

Silent 19301945

Gl 1929 and earlier
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DirecTions”

POSITIONING ¢ How should Tennessee position its product?

This section will help a destination compare its tourism product attributes against the
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composition, activities participated in at the destination, and repeat visitation.
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travelers or repeat visitors. It can also help destinations better differentiate themselves in a

competitive travel market.

COMMUNICATING { Where should Tennessee advertise and promote?

The Communicating section assists travel marketers and planners in focusing on key

markets that generate the largest share of visitors. This section will direct a

destination to launch marketing communications programs to markets where they are
OOUUwWODPOl OCAwWUOWEOOYTI UDws OOOO0T UUWUOWEOGOOIT UUi
Several origin market geographies are analyzed to provide a comprehensive overview of where

their visitors reside. The following describes these geographies:

| U.S. Census Bureau groups U.S. states into nine regions for statistical reporting purposes. These regions are based
on purposes established in 1910 and are provided here for comparison to other Census data.

| DMAs or Designated Marketing Areas - defined by Nielsen Media Research, Inc, denote a geographical area
consisting of a primary city and surrounding county or counties. There are 210 DMAs in the U.S. Each DMA
represents a unified geographic media market. Every U.S. county is in one and only one DMA.

311 w" OOOUOCPEEUDPOT wUI EUDOOWEOUOwWXxUOYDPEI UWEOWEOE G2
respective share of key origin markets. This analysis helps to assist a destination know where their

visitors travel and thus arming destination marketers with a strategy to lure visitors away from

the competitive set.
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Each of the four main sectionst Market Assessment, Targeting, Positionimghd Communicating
t is further divided into two sub -sections:

Detailed Data Graphs : The detailed data graphs present the data in two primary ways.
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their spending contribution in the market.
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Study Specifications and Definitions .

Methodology ¢ All of the information contained in this report is derived from DKSA
DIRECTIONS® tracking system.

Objective + Describe the domestic Total travel market in Tennessee compared to the U.S. and
competition.

Travel definition ¢ An overnight trip or any day -trip greater than 50 miles one-way from
home

Sampling Frame ¢ All U.S. domestic Total travelers on combined mail and online panel
during 2007 in the following destinations:

| Tennessee

| Competitive Set:
| North Carolina

Georgia

Alabama

Kentucky

Virginia

Timeframe ¢ 2007
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TN accommodated nearly 87.6 million Person-Stays (Visitors) in 2007. This represents an
increase of 8.3% over 2006. When the length of stay is included, visitors to TN produced
193.8 million Person-Days, up 6.2% over last year. When comparing TN to that of the
average US Domestic visitor, PersonStays and PersonDays volume growth remained fairly
stable showing an increase of 0.1% to 3.050 billion PersofStays and up 0.7% to 6.654 billion
Person-Days respectively. From among the 48 contiguous states, TN ranked 1® in Person-
Stays and 8th PersonDays in 2007, up from 11" in 2006.

TN Residents accounted for more than 34.164 million PersonStays or 39% of all Visitors in
the state. The top states of origin for TN visitors, other than TN, were Georgia (7.5%),
Alabama (5.8%), Kentucky (4.9%) and Mississippi (4.8%).

The number of Leisure visitors to TN in 2007 rose by 15.2% in 2007 to nearly 68.7 million
Person-Stays. By comparison, the US domestic leisure PersofStays volume in 2007 only
increase by 0.3%.

Visiting Friends and Relatives was the primary Leisure trip purpose among visitors to TN
representing 20% of Leisure visitation. General Vacation was also cited by 14% of TN Leisure
visitors an increase of 2% from 2006.

~ ~ ~ ~ - . ~ AN

82%. 4% of all visitors to TN traveled by air in 2007. In contrast, 10% of all trips in the US
were taken by air.
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18% of TN Visitors (Person-Stays) spent one or more nights during an average stay.
Including day trips, the average length of stay in 2007 at 2.35 nights, an increase of 0.12 nights
from 2006. The average length of stay for overnight trips was 2.9 nights in 2007.

44% of TN visitation was day visits. The incidence of day travel to TN was more than the US
average (47%).

60% of all overnight visitors to TN stayed in a hotel. 13% in a B&B/Other Paid while 19%
stayed in Private Homes, 9% All Other.

Dining was the most popular activity for 37% TN travelers in 2007. In addition, Shopping
was 33%, Sightseeing (27%), Entertainment (26%), and National/State Parks (11%).

In 2007, visitors to TN spent an average of $122 per person per day (including transportation),
an increase of $10 from 2006. Business visitors to TN spent $152 and Leisure travelers spent
$113, up $29 and $5 respectively.
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U.S. Tennessee
Age of Primary Traveler Age of Primary Traveler
18-34 =32% . 18-34 =40%
3554 =41% . 3554 =40%
55+ =27% : 55+ =20%
Mean =45 years . Mean =42 years
Household Size Household Size
One person =10% . One person =10%
Two persons = 36% . Two persons =29%
Three persons =20% . Three persons =18%
Four or more persons = 33% . Four or more persons = 43%
Number of Children in Household Number of Children in Household
None =58% : None =48%
One child =17% . One child =16%
Two children =15% . Two children =22%
Three or more children = 9% : Three or more children =14%
Marital Status Marital Status
Married =76% : Married =78%
Never Married =13% : Never Married =10%

10 . Divorced, Widow, Separated =11% . Divorced, Widow, Separated =12%
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U.S. Tennessee

Employment Employment

Full Time = 65% - Full Time =61%

Part Time =7% - Part Time =8%

Retired =12% - Retired =8%

Not Employed =16% - Not Employed =23%
Education Education

No College =33% - No College =43%

Some College =30% - Some College =30%

College Degree =22% - College Degree =17%

Post College Degree =15% - Post College Degree =10%
Annual Household Income Annual Household Income

Less than $50,000 = 36% - Less than $50,000 = 44%

$50,000- $74,999 =21% - $50,000 $74,999 =21%

$75,000 or more =43% - $75,000 or more = 35%

Mean = $73,900 - Mean = $65,600

11
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Market Assessment .'
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Tennessee Detailed Findings

DIRECTIONS
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13 Courtesy of the Tennessee Department of Tourism
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2006 2007 % Change
Person-Stays (Visitors) Total 80.9 87.6 8.3%
(million) Business 21.3 18.9 -11.0%
Leisure 59.6 68.7 15.2%
Person-Days (Visitor-Days) Total 182.6 193.8 6.2%
(million) Business 38.7 40.3 4.2%
Leisure 143.9 153.5 6.7%

14



Tennessee Person-Stays Volume
(Million)

B Business Leisure
64.4 75.9 74.5 80.9 87.6

2003 2004 2005 2006 2007

15
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64.4

2003

" Day

75.9

2004

Tennessee Person-Stays Volume (cont.)
(Million)

m Overnight
74.5 80.9 87.6

2005 2006 2007

© 2008 D.K. Shifflet & Associates, Ltd. All use, transmittal, and reproduction of these materials subj&cStuflen&asssathales, Ltd.
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D Tennessee Person-Stays Volume (cont.)
(% Change) .

DIRECTIONS"

This table shows the yearto-year percent changes in PersorStays volume for each of the primary
travel segments.

04/03 05/04 06/05 07/06
Total 17.8% -1.9% 8.6% 8.3%
Business 41.5% -10.4% 17.8% -11.0%
Leisure 11.1% 1.3% 5.7% 15.2%
Day 17.4% -4.0% 14.4% 14.2%
Overnight 18.2% -0.2% 4.4% 3.6%

17



Tennessee Person-Stays Volume (cont.)
(Million in 2007) .

87.6

68.7

46.3

41.3

18 Total Business Leisure Day Overnight
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( Ow# * PEREQRMANCE/MonitorSM | respondents are asked to rate their stays on the

destination overall satisfaction and overall value -for-the-money on a 10-point scale, where 1 is
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value ratings. The chart plots the percentage of top three (net) ratings which are considered

21 DT 1T 2wUEUDOT UG

The matrix shows the location of each destination in relation to the four combinations of low

or high satisfaction, and low or high value. The four combinations create quadrants using the
nationwide averages for high satisfaction and high value ratings.

Low Satisfaction, High Value High Satisfaction, High Value

Low Satisfaction, Low Value High Satisfaction, Low Value

Destinations falling into the High Satisfaction, High Value quadrant have the most loyal
visitors. Those visitors are most likely not only to return, but also register higher per stay
spending and are most likely to provide invaluable word -of-mouth by recommending the
destination to others.

19
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Excellent Destination Satisfaction vs. Value Ratings:

U.S., Tennessee and Competitive Set .
(% of Total Person-Stays in 2006 vs. 2007)

75%

70% A

65% 1

60% 1

55% 1

Excellent Value Rating (8-10)

Low Satisfaction : High Satisfaction

High Value : High Value

Tennessee 2007

Tennessee 2006

Comp Set 2006

.................................................................... o oangs,%tcé%g.;

50% -
Low Satisfaction High Satisfaction
Low Value : Low Value
45% . . — . .
45% 50% 55% 60% 65% 70% 75%

Excellent Satisfaction Rating (8-10)
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Age Distribution: .

U.S., Tennessee and Competitive Set g
(% of Total Person-Stays in 2007)

Average
W 18-34 years 0O 35-54 years B 55+ years
45
uU.S. 41%
o b -
) o - -
22

Comp. Set Includes + NC, GA, AL, KY, VA
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Tennessee Avg. Party per Trip Spending
B Age
DiRECTIONS ($ Total Stays)
648
641
640
I 635
Tennessee 18-34 years 35-54 years 55+ years

23



Tennessee Age Comparison
(% of Total)

Stays Based H Trip-Dollars Based

43

33

25

24 18-34 years 35-54 years 55+ years
Trip -Dollars Based t , OO1 UEUa w" OOUUPEUUDPOOwWOI wsDUDL



S Distribution of Children in Household: "1

U.S., Tennessee and Competitive Set .
(% of Total Person-Stays in 2007)

B No children O5 years old or younger O06-12 years old W 13-17 years old

U.S. 20% 28%
Tennessee 43%
Comp Set 21% 30%

25



Household Income Distribution: .

U.S., Tennessee and Competitive Set .
(% of Total Person-Stays in 2007)

Average
($000s)
O Under $50,000 W $50,000-$74,999 H $75,000-$99,999 B $100,000 or higher
73.9
U.S. 36%
65.6 Tennessee 44%
70.9 Comp Set 39%
26
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Lifestage Distribution: .

D U.S., Tennessee and Competitive Set il
Diricrions (% of Total Person-Stays in 2007)

O Young & Free B Young Family O Maturing & Free O Moderate Family
B Affluent Family B Moderate Mature B Affluent Mature
U.S. 14% 20% 10%
Tennessee 14% 16% 11%
Comp Set 14% 20% 10%
27
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Tennessee Avg. Party per Trip Spending
by Lifestage
($ Total Stays)

841

699

641

621

581 568

456

Tennessee Young & Free Young Family Maturing & Moderate Affluent Moderate
Free Family Family Mature

739

Affluent
Mature

© 2008 D.K. Shifflet & Associates, Ltd. All use, transmittal, and reproduction of these materials subj&cStuflen&asssathales, Ltd.
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D Tennessee Lifestage Distribution
(% of Total)

Stays Based B Trip-Dollars Based

19 22 22
18

15 43 13 14

11 11 12

10

Young & Free  Young Family Maturing & Free Moderate Affluent Family Moderate Affluent Mature
Family Mature

29
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Traveler Generation Distribution: .

U.S., Tennessee and Competitive Set .
(% of Total Person-Stays in 2007)

B Millennials O GenX O Boomers B Silent m Gl

U.S. 8% 41% 35%

Tennessee 9% 45% 35%

Comp Set 8% 44% 35%

30
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Tennessee Avg. Party per Trip Spending
D by Generation
DiRECTIONS ($ Total Stays)
658
653
641
632

626

618

31 Tennessee Millennials GenX Boomers Silent Gl
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Tennessee Traveler Generation Comparison
(% of Total)

Stays Based M Trip-Dollars Based

40 39

_- I

Millennials GenX Boomers Silent Gl

13 13

2
. I
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DIRECTIONS"

Purpose of Stay Distribution:

U.S., Tennessee and Competitive Set .
(% of Total Person-Stays in 2007)

B Getaway Weekend 0O General Vacation O Special Event B Other Personal B Visit Friends/Relatives OBusiness

uU.S.

Tennessee

Comp Set

34

10%

- -

14%

- -

9%

- -
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= Tennessee Avg. Party per Trip Spending
D by Purpose of Stay
Sremons ($ Total Stays)
1,347
1,000
| I I
Tennessee Getaway General Vacation Special Event Other Personal Visit Business

35 Weekend Friends/Relatives
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D Tennessee Purpose of Stay Comparison
(% of Total)

Stays Based B Trip-Dollars Based

31

18 19 17 19 17

12 11 12

10 9

Getaway Weekend General Vacation Special Event Other Personal Visit Business
36 Friends/Relatives




Travel Party Composition Distribution: .

U.S., Tennessee and Competitive Set .
(% of Total Stays in 2007)

Average
(Party Size)
B One Adult O Couple O MM/FF B Three or More Adults B Children Present

2.21

uU.S. 28% 7%
2.68

Tennessee 9%

2.18 Comp Set 26% 7%

37
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Average Travel Party Size Overview:

U.S., Tennessee and Competitive Set
(Total Stays)

W 2006 m 2007

2.68

2.21 2.21

2.18 2.18

38 U.S. Tennessee Comp Set
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Tennessee Avg. Travel Party per Trip Spending

D by Traveling Party

Direcrions ($ Total Stays)
1,309

Tennessee One Adult Couple MM/FF Three or More Children Present
Adults

39
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Tennessee Travel Party Composition Comparison
(% of Total)

Stays Based B Trip-Dollars Based

32
27 28 26

13 15

==

40 One Adult Couple MM/FF Three or More Adults Children Present




Stay Length Distribution: 1

B U.S., Tennessee and Competitive Set B
Dirzcrions’ (% of Total Stays in 2007)
Average
(O+Days)
O Day Trip B 1 night O 2-3 nights O 4-7 nights B 8+ nights
2.27
u.s. 47% 22% 10%
2.
35 Tennessee 44% 27% 10%
224 comp Set 47% 21% 10%
41
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m 2006

2.22 2-27

Average Length of Stay:

U.S., Tennessee and Competitive Set
(Total Stays, incl. Day Trips)

| 2007

2.35

2.24

2.18

42

Tennessee Comp Set
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Tennessee Avg. Party per Trip Spending
D by Stay Length
Drrrcrions ($ Total Stays)

1,977

43 Tennessee Day Trip 1 night 2 nights 3 nights 4-7 nights 8+ nights



Tennessee Stay Length Comparison __

(% of Total)

Stays Based

43
18 20 17
14
Day Trip 1 night 2 nights

44

B Trip-Dollars Based

27
16
10 11 11
5
3 nights 4-7 nights 8+ nights



Daily Spending Per Person by Spending Category: .
U.S., Tennessee and Competitive Set .
(% of Total Person-Days in 2007)

Average
O Transportation B Food ORoom O Shopping B Entertainment B Miscellaneous
$125
u.S. 31% 13% 16%

122
$ Tennessee 26% 12% 20%
$111 Comp set 32% 12% 17%

45




Daily Spending Per Person by Spending Category:
U.S., Tennessee and Competitive Set .
(% of Total Person-Days in 2007)

Average
B Food ORoom O Shopping B Entertainment B Miscellaneous
$87
u.s. 19% 23%
$90
Tennessee 16% 26%
$76
Comp Set 18% 24%
46

Spending Does Not Include Transportation



DKS&A .
D Top Activities at the Destination
(% of Total Stays in 2007) .

DIRECTIONS"

The following two charts show activities in which visitors participated at the destination on the trip.
Data are sorted in descending order by Tennessee visitors. Participation rates well above the U.S.
averages are highlighted.

U.S. Tennessee Comp Set

Dining 33% 37% 31%
Shopping 24% 33% 22%
Sightseeing 17% 27% 19%
Entertainment 20% 26% 17%
National or State Parks 5% 11% 5%
Theme Park, Amusement Park 4% 8% 4%
Visit Historic Site 4% 8% 6%
Concert, Play, Dance 5% 7% 4%
Festival, Craft Fair 4% 7% 4%
Nature, Eco-Travel 3% 6% 3%

a7
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D Top Activities at the Destination (cont.)
(% of Total Stays in 2007) .

DIRECTIONS

The remaining activities are enjoyed by a small proportion of Tennessee visitors

U.S. Tennessee Comp Set
Night Life 7% 6% 5%
Museum, Art Exhibit 4% 5% 4%
Watch Sports 4% 5% 4%
Hunt, Fish 2% 5% 3%
Hike, Bike 3% 4% 2%
Group Tour 2% 4% 2%
Beach, Waterfront 6% 4% 4%
Other Adventure Sports 2% 4% 2%
Golf 2% 2% 3%
Shows (auto, boat, antique, etc.) 2% 2% 2%
Camping 2% 1% 1%
Look at Real Estate 2% 1% 2%
Boat, Sail 1% 1% 1%
Snow Ski 1% 1% 1%
Gamble 6% 1% 2%

48
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Tennessee Activity Index

(U.S. Participation Level = 100)
(Total Stays in 2007)

DiRECTIONS

The activity index uses the U.S. to determine the average of 100 and anything above is an activity
that travelers in Tennessee are more likely to do than visitors to the U.S. The Index is different

i UOOwWUT T wUT EVUl wOil wxEUUPEDPXxEUPOOWPOWUT E0whUwWOC
activity, relative to the propensity for average U.S. destinations.

O

© 2008 D.K. Shifflet & Associates, Ltd. All use, transmittal, and reproduction of these materials subj&cStuflen&asssathaies, Ltd.

L

225

National or  Hunt, Fish Theme Park, Other Nature, Eco- Visit Historic Group Tour  Festival, Sightseeing  Concert,
State Parks Amusement Adventure Travel Site Craft Fair Play, Dance
49 Park Sports



REosA Tennessee Avg. Party per Trip Spending
by Activities
Sremons ($ Total Stays)

1,291
1,257 1,255
1,219
I I I ' | 1133 1127
Tennessee Museum, Art  Entertainment Group Tour Golf Boat, Sail Concert, Play, Other Adventure National/ State
50 Exhibit Dance Sports Parks

© 2008 D.K. Shifflet & Associates, Ltd. All use, transmittal, and reproduction of these materials subj&cStufilen&akssathaies, Ltd.
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Tennessee Avg. Party per Trip Spending
by Activities (cont.)

($ Total Stays)

1,111

641

Tennessee Theme Park,

51 Amusement
Park

1,071

Hike, Bike

1,050

Visit Historic
Site

1,016

Shopping

1,015

Sightseeing

1,003

Dining

Hunt, Fish

Look at Real
Estate

© 2008 D.K. Shifflet & Associates, Ltd. All use, transmittal, and reproduction of these materials subj&cStufilen&akssathaies, Ltd.
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Tennessee Avg. Party per Trip Spending
D by Activities (cont.)
Direcrions ($ Total Stays)

995
932
883 873
641 662
592 573 569
516
Tennessee Camping Festival, Craft Night Life ~ Watch Sports Gamble Nature, Eco- Beach, Shows (auto, Snow Ski
52 Fair Travel Waterfront  boat, antique,

etc.)



Tennessee Activity Comparison
(% of Total)

Stays Based B Trip-Dollars Based

59

51
46
40
36
31
26
23
18
14
11 3 . 10 10 10 10 10
FEFEFF

Dining Shopping Sightseeing Entertainment National or Theme Park, Night Life Festival, CrafiVisit Historic Concert, Museum, ArtNature, Eco-
53 State Parks Amusement Fair Site Play, Dance  Exhibit Travel
Park
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D Tennessee Activity Comparison (cont.) |
(% of Total) .

DIRECTIONS

Stays Based W Trip-Dollars Based

6 6 5
4. 4. 3 4 3 2 3 2 2 2 1 2 3 1 3 11 11 1 2 11

Watch  Hike, Bike Hunt, Fish Group Tour  Other Show Beach, Look at Golf Camping Gamble Boat, Sail Snow Ski
Sports Adventure (auto,  Waterfront Real
54 boat, Estate
antique,

etc.)



DKS&A . .
Main Mode of Transportation: .

U.S., Tennessee and Competitive Set .
(% of Total Person- Stays in 2007)

W Air O Auto W Other

U.S. 82%

Tennessee LY 88%

Comp Set 87%

55
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Trip Timing by Quarter: .
U.S., Tennessee and Competitive Set
(% of Total Person-Stays in 2007)

O First Quarter

B Second Quarter B Third Quarter B Fourth Quarter

u.S. 22%
Tennessee 23%
Comp Set 22%

57
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Tennessee Avg. Party per Trip Spending
D Quarter
Sremons ($ Total Stays)
681 689
641 638
543 I I
Tennessee First Quarter Second Quarter Third Quarter Fourth Quarter

58



Tennessee Trip Timing Comparison by Quarter
(% of Total)

Stays Based B Trip-Dollars Based

- 27 27 29 26 26
22
| l l l

First Quarter Second Quarter Third Quarter Fourth Quarter

59
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O Winter

U.S.

23%

Tennessee

25%

Comp Set

23%

60

Trip Timing by Season: .
U.S., Tennessee and Competitive Set
(% of Total Person-Stays in 2007)

B Spring B Summer B Fall
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Tennessee Avg. Party per Trip Spending
D Season
DiRECTIONS ($ Total Stays)
786
641 635
606

540

61 Tennessee Winter Spring Summer Fall



Tennessee Trip Timing Comparison by Season
(% of Total)

Stays Based B Trip-Dollars Based

30
25 24 25 25 26 25
21 . .

62 Winter Spring Summer Fall




DKS&A .
Accommodations Type: .

U.S., Tennessee and Competitive Set
(% of Total Person-Stays in 2007)

O Hotel B B&B/Other Paid B Private Home B All Other
U.S. 55%
Tennessee 60%
Comp Set 53%
63
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- Tennessee Avg. Party per Trip Spending
D by Accommodations Type
DIRECTIONS ($ Total Stays)

1,858

64 Tennessee Hotel B&B/Other Paid Private Home All Other



Tennessee Accommodations Type Comparison
(% of Total)

Stays Based W Trip-Dollars Based

61

23
13 15
9 8
- 4
Hotel B&B/Other Paid Private Home All Other

65
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