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VOLUME 2 « ISSUE 1 MESSAGE FROM THE COMMISSIONER

SPRING 2006

Ensuring the Tracker is On Track

This issue is the third edition of our new Tourism Tracker quarterly research
newsletter. With the rollout of the Tracker, we set out to create a consistent,
easy-to-follow publication that provides accurate and usable information regarding
lodging statistics; Kentucky's visitors; national travel and tourism industry trends
and forecasts; and information about many of the Kentucky Department of Tourism’s
various projects. We want to make sure this is a valuable informational tool for the
INSIDE THIS ISSUE: industry and need your feedback on what you like and dislike about the newsletter,

Kentucky's Lodging as well as any suggestions you may have for improvement.

Performance Indicators 2 . . .
As I've said many times before, research-based marketing ensures that our

advertising initiatives are designed with our visitors in mind. Using research data
as our guide, we can make sure that Kentucky is delivering the right message

Who's our Visitor? 3

USA Trends and Forecast 4

Internet Marketing 5 via the right medium to the right audience at the right time. Simply put, we want to
Message from provide you the information you need in order to ensure you get the most bang for your advertising buck.
Research Staff 6

In order to provide our industry with accurate research information that best meets your expectations, it is imperative that
we listen to you. It is just as imperative that you make sure your voice is heard! So, please take a few minutes to
complete the enclosed survey and fax it back to the Department of Tourism. (A copy of this survey is also
available at kentuckytourism.com/industry to download, print, complete and return to us.) As we prepare for the summer
edition of the Tracker, we will review your comments to determine how we can better provide you with the valuable
information you need to make informed marketing decisions.

Thanks in advance for your feedback.

Sincerely,

Randall L. Fiveash
Commissioner






USA TRENDS AND FORECAST

UNBRIDLED SPIRIT

ots that Overall Thoughts on U.S. Performance
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T‘A pr 3 \ Wwas up The Travel Industry Association of America (TIA) projects that

\eiS\lfe trav 5. leisure travel was up 4% in 2005, bringing the total number
0/ m 00 of person-trips to 980.2 million. Business travel is projected

to have increased by 1.0% to reach 146.6 million person-trips.
In 2005, however, a bigger issue was the return of pricing
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power. Travel prices increased by 3.5% in 2005 and are
projected to increase by another 2.7% in 2006.

Most travel indicators are looking good as well. The
leading index of economic indicators is up 2.4%, consumer
confidence is up 1.1% over this time last year, consumer
spending is up 3.6%, and domestic airfares are up 8.8%.
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According to the National Association of State Park Directors
(NASPD), there were 826 million visitors to state parks
during 2004.

Most Americans (91.2%) use state parks for day trips.
However, overnight visitors still account for 74 million visits.
In 2004, there were:

5,842 state park areas in the U.S, totaling

13 million acres

5,875 trails encompassing 43,000 miles of terrain
Nearly 210,000 campsites ranging from multiple
hook-ups to primitive sites.

6,420 cabins and cottages; and 124 lodges in

25 states with 6,865 rooms

129 golf courses, 48 ski slopes, 309 marinas and

293 swimming pools

409 million visitors to fee areas; 418 million visitors
to non-fee areas

67 million campers, 2.4 million lodge guests and

3.8 million cabin guests

Nearly $350 million was spent on capital improvements
and land acquisition

$665 million was spent on capital expenditures
Operating expenditures totaled $1.8 billion — less than
50% from the general fund of states.

Average share of the state budget is 0.24%
(one-fourth of one percent)

There are 20,603 full-time state park personnel and
53,898 total personnel

Source: 2006 Travel & Tourism Market Research Handbook, p. 157, R.K. Miller

Our Nation’s State Parks ,M ‘
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Cultural Events and Festivals are very
popular among travelers. In fact, most (75%) U.S. adult
travelers attended a cultural activity or event while on a trip in the
past year. This translates to an estimated 109.8 million U.S. adults.
Their households generated 97.7 million person-trips that included
a cultural event or festival in 2002. What stands out as the most popular cultural activities to participate
in while vacationing? Travelers most often attend performing arts events (48%) and/or visit art museums
or antique establishments (47%). m Source: The Historic/Cultural Traveler, 2003 Edition

Festivals and fairs are popular ways for travelers to experience new and
interesting cultures. Four in ten (41%) U.S. adult travelers attended a festival
and/or fair during a trip in the past year. This translates to an estimated 59.5
million U.S. adults. Specifically, one in five (20%) past-year travelers (28.9
million adults) say they attended a heritage, ethnic, or folk festival or fair.
About one third (31%) of past-year travelers (45.8 million adults) attended
another type of festival or fair, such as a state or county fair or arts and

crafts fair. m Source: The Historic/Cultural Traveler, 2003 Edition

Sports and Travel sports and travel go together!

While traveling during the past five years, two out of five U.S. adults (38%)

attended an organized sports event, competition or tournament as either

a spectator or as a participant. This equates to 75.3 million U.S. adults.

A majority of these sports event travelers took their most recent sports trip

in the past year (70%, or 52.7 million adults). The most popular organized

L sports event to watch or participate in while traveling is baseball or

softball, with 17 percent of U.S. adults traveling 50 miles or more to see or play in a baseball

or softball game in the past five years. Football (15%), basketball (9%) and
i 0,

auto/:ruck racing (8%) round out the top four most N T cK

popular sports events for travelers.
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M Source: Profile of Travelers Who Attend Sports Events
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