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Background & Purpose 

¼ Maryland Office of Tourism Development has recently engaged a new ad 

agency and is planning to launch a new ad campaign for the 2009 

summer travel period.   

¼ To help inform this process, MOTD wishes to conduct a program of 

consumer image and profiling research. 

¼ Research like this has not been carried out for close to a decade, 

and MOTD now wishes to optimize its positioning/advertising 

messages, targeting and media choice options by obtaining up-to-

date information on traveler  wants and needs, perceptions of 

Maryland, and the competitive context.  

¼ MOTD obtained some targeting information through a recent study 

conducted by Longwoods about Maryland Scenic Byways.   MODT 

wishes to repeat and update the profiling component of that research, and 

expand its scope to focus on the state as a whole rather than just the 

Byways. 
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Background & Purpose 

¼ This program of research was designed to provide 

information with respect to: 

¼ The image strengths and weaknesses of Maryland in the 

context of competitive offerings, 

¼ How well Maryland is thought to deliver on the promise with 

its product, 

¼ The key drivers for getting on the consideration list and 

motivating visitation generally in your competitive set, 

¼ The top rational and emotional drivers -  you need to get 

underneath the surface to find out whatôs really motivating 

decisions ï and, 

¼ The key attributes and hot buttons for Maryland itself, i.e., 

identifying the stateôs own unique selling proposition  
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Method 

¼ The research consisted of two main components: 

¼ Demographic and Trip Profiling: Updating of 

Segmentation 

¼ Image Benchmark Study 

¼ Demographic and Trip Profiling  

¼ This is based on a state-level review of Longwoods 

Travel USA® data 

5 



Method ã Travel USAÈ  

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 It 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. 

¼ This report provides an overview for Marylandôs domestic tourism 

business in 2007, with the major focus on overnight trips. 
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Method ã Travel USAÈ  

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

invitation to participate in the survey, for a total annual outgo of two million. A 

reminder is e-mailed several days later to non-responders. In 2007, the completion 

rate for those accessing the Travel USA® questionnaire was 90% among those 

opening the invitation. 

¼ For the 2007 travel year, this yielded :  

¼ 230,846 trips for analysis nationally: 

¼ 143,751 overnight trips 

¼ 87,095 day trips 

¼ For Maryland, the following sample was achieved in 2007: 

¼ 4,225 trips: 

¼ 2,813 overnight trips 

¼ 1,412 day trips 

 

 



Method ã Image Study 

¼ A self-completion internet survey  was conducted. 

¼ We drew a representative sample of 1,020 internet panel respondents in Marylandôs 

primary advertising markets/DMAôs, distributed as follows: 

 

 

 

 

 

 

 

 

 

 

 

8 

Unweighted 

N 

Weighted 

N 

Washington, DC 98 156 

Baltimore 92 83 

Philadelphia 203 160 

Harrisburg-Lebanon-

Lancaster-York 

 

58 

 

53 

New York City 569 567 



Method 

9 

Sample DMAôs 



Method ã Image Study 

¼ Qualified respondents were adults 18 years of age and older who 

have traveled in the past three years and intend to travel in the 

next two years, i.e., they are ñin the vacation marketò.  

¼ The sample was drawn from a large national internet household 

panel balanced to match population characteristics based on US 

census information.   

¼ The survey itself averaged 20 minutes in length 

¼ Data were weighted back to correct relative population 

proportions based on US census statistics, in terms of age, sex, 

income, household size/composition and market size) 

¼ Fieldwork was conducted between January 30 and February 23, 

2009. 
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Highlights, Conclusions & 
Recommendations 



Targeting Opportunities 

¼ Two segments represent the top opportunities for Maryland ï resort and touring: 

¼ Among the top segments nationally 

¼ Rank first and third among Marylandôs leisure segments in terms of 2007 

visitor volume, with special event vacationers in between 

¼ Considerable regional growth potential based on number of trips originating in 

the target markets 

¼ Resort vacationers: 

¼ Stay longer, spend more than other visitors 

¼ Limitations: miss the rest of the state, seasonal 

¼ Touring vacationers: 

¼ Do and see a lot more than the average vacationer and Marylandôs other key 

segments: 

¼ Their main interest is variety 

¼ Upscale profile with plenty of disposable income, and currently spend almost as 

much as resort vacationers 

¼ Interests are consistent with the variety the state offers in terms of natural beauty, 

historic sites, and interesting cities, towns and villages 

¼ More year-round 12 



Targeting Opportunities 

¼ Why not special event attendees: 

¼ Benefits state less than the event promoter 

¼ Spend less, shorter stay, fewer external activities 

¼ Special events add to the diversity of a stateôs offering, but should be treated as features 

rather than a separate target 

¼ The majority (80%) of overnight touring vacations originated out-of-state in 2007, 

compared to only 64% of resort vacations and 73% of special event attendees: 

¼ i.e., resulting in a greater net economic benefit to the state 

¼ The challenge will be to extend touring vacationersô stay: at the moment, the touring 

trip to Maryland is relatively long, at an average of 6.3 nights, but only half that time 

(3.2 nights) is spent in the state itself. 

¼ Does two segments then require two positionings? 

¼ Not necessarily 

¼ Interests of resort vacationers are concentrated and focused on the waterfront/beach 

experience, but their interests are really a sub-set of touring vacationersô much 

broader interests: 

¼ Touring vacationers enjoy the beach and related activities, and do a lot more too 13 



Marylandès Awareness Issue 

¼ Even in primary markets, Maryland is not on the radar in 

terms of brand awareness: 

¼ Only a small number of people in the target audience 

spontaneously mention Maryland among all the places they 

might enjoy visiting in the United States. 

¼ Past visitation behavior suggests Maryland is viewed as 

much as a day trip destination as a destination worth an 

overnight stay. 
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Image Hot Buttons 

¼ In order to get on the regional destination wish list, a destination 

must be perceived, first and foremost, as: 

¼ An exciting, fun and must-see place that offers a sense of 

adventure 

¼ People also need to know that a destination is great for adults and 

couples, since they are paying for the trip; and to some extent, 

good for families: 

¼ Only a third of U.S. vacation trips include children, so 

offering things that kids would especially enjoy is not always 

a top priority for the majority of travelers 

¼ The key features that help bring a sense of excitement to a 

destination are perceptions of uniqueness and  variety in 

sightseeing. 
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Image Hot Buttons 

¼ Another major predictor of destination interest is how 

people regard you for popularity. 

¼ Other aspects such as accommodations/dining, climate, 

options for entertainment, safety/being a worry-free place, 

sports and recreation are not high on peopleôs priority list 

when considering potential destinations for their trip. 

¼ Affordability is not a major factor when people first consider 

places they would like to visit, but it gradually rises to the 

top of the list as people get closer to narrowing destinations 

down to a final choice. 
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Marylandès Image 

¼ In absolute terms, Maryland has a moderately positive overall 

image 

¼ But stiff competition in the region, with MD trailing top tier  

national destinations such as Washington and NY, and 

strong contenders Pennsylvania and Virginia 

¼ Marylandôs image is somewhat stronger in Pennsylvania and 

Baltimore markets than elsewhere. 

¼ Marylandôs image issue: 

¼ Trailing competitors on all the top motivators 

¼ Especially excitement, sightseeing and perceived popularity, 

plus less important factors of entertainment and hotels/dining 
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Marylandès Image 

¼ The stateôs has a few image strengths for ñuniquenessò relative to 

the competition: 

¼ Food 

¼ Waterfront 

¼ Beaches 

¼ Climate 

¼ But these donôt translate into higher overall uniqueness scores 

¼ Maryland is also given a slight advantage for: 

¼ Safety/relaxation factor 

¼ Affordability of dining/accommodations once in the state 

¼ An Important consideration in these days of economic downturn 
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Marylandès Image Issue 

¼ In contrast to the short list of image strengths, people believe that 

Maryland will have a lot of shortcomings, should they visit, 

including many very important factors influencing destination 

choice: 

¼ Short of things to see and do, including museums, historic 

sites, interesting cities, etc. 

¼ Not very exciting or unique 

¼ Not good for adults or kids 

¼ Poor entertainment/nightlife 

¼ An unpopular place 
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Marylandès Image Opportunity 

¼ There is clearly a mismatch between Marylandôs image and the 

actual experience vacationers have once they get to the state. 

¼ When we compare Marylandôs image among people who have 

never been before (pure ñimageò) to the stateôs image among 

recent visitors (ñproduct deliveryò), the extent of this mismatch is 

striking: 

¼ Ratings of the state rise on virtually all dimensions by 

between 15 and 35 percentage points 

¼ People came expecting little, yet Maryland delivered a very 

positive experience. 
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Marylandès Image Opportunity 

¼ The greatest surprises for visitors included the top image drivers: 

¼ Sightseeing, including lots to see and do 

¼ Offering excitement 

¼ Being great for adults and couples 

¼ Visitors were also impressed by: 

¼ How affordable to get to the state is 

¼ The beaches/waterfront areas, with associated recreational 

opportunities 

¼ Great dining and accommodations 

¼ How interesting Marylandôs cities and towns are 

¼ The uniqueness and beauty of the scenery 

¼ The interesting festivals, fairs and events 

21 



Marylandès Image Opportunity 

¼ The huge dichotomy between in-going perceptions and 

experience suggests that this is a knowledge issue rather than a 

product problem, and therefore something that can be largely 

corrected with communications. 

¼ That is not to say there are no product issues.  Although there 

were no areas where visitors felt their experience fell short of 

expectations, lower ratings for both image and product suggest 

that Maryland could do better : 

¼ by improving product largely in the area of 

entertainment/nightlife  

¼ or by creating more awareness of what is available (because 

visitors didnôt find the features if they do exist). 
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Attraction Interest 

¼ Peopleôs associations of Maryland with the water are very 

positive, and this is reflected in their ratings of various 

types of attractions: 

¼ Most popular are water-related 

¼ Then history, zoo, wine trail, events, various types of 

museums/galleries 

¼ The level of interest people express is much higher than 

awareness or past visitation of actual sites. 
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Positioning Opportunity 

¼ Because of the product awareness issue, no clear-cut, defined 

positioning emerges from the data. 

¼ What does emerge is that: 

¼ There is a very powerful hook for Maryland in its connection 

to the water 

¼ Crab 

¼ Baltimore 

¼ Chesapeake/coastal towns 

¼ The coast itself 

¼ Considered unique ï though there is a need to explore what 

the key associations are 

¼ Others have coasts too 

¼ But the positioning needs moreéthe coast  and dining are 

not important enough differentiators on their own 24 



Positioning Opportunity 

¼ At the same time, donôt be afraid of using icons like the coast/waterfront and crab: 

¼ Locals get bored, however, they are not the main target audience 

¼ Icons work well in terms of capturing attention 

¼ They should be used as stepping off points 

¼ The next step is to fold in the sightseeing story: 

¼ In essence, the coast and much more 

¼ Sightseeing in general and having ñlots to see and doò are important 

motivators 

¼ This positioning aligns with the touring segmentôs wants/needs, yet still plays to 

resort vacationers as well. 

¼ The good news is that this positioning will not be empty promises to travelers ï 

visitors have told us they were amazed at the interesting and enjoyable experiences 

they encountered in Maryland 
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Key Findings 
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U.S Travel Market  - Structure and 
Trends 

¼ Leisure travel and tourism in the United States grew strongly during 2007, 

continuing the upward trend that began in 2002 following the 9/11 incident 

and subsequent travel meltdown. 

¼ This upward trend applied to both VFR travel (visits to friends and 

relatives) and other discretionary leisure travel, which we call ñmarketable 

tripsò because they are the types of trips most likely to be influenced by 

destination marketing/advertising 

¼ The one sour note was a softening in business travel by about 2% versus 

2006. 

¼ U.S. domestic travel is dominated by VFR (44% of all trips) and 

marketable leisure trips (39%) 

¼ Business travel only accounts for about 13% of all travel, and there is a 

small proportion (4%) of trips which are combined business-leisure, i.e., 

the primary motivation is business, but the traveler extends the stay to 

enjoy their destinationôs leisure offerings. 
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U.S Travel Market  - Structure and 
Trends 

¼ Marketable trips are divided into 10 separate categories of ñmain trip 

purposeò. 

¼ Across America, the most popular trips are special event trips to enjoy 

sporting events, concerts or other cultural events, followed by touring 

trips, which are essentially sightseeing trips taken to enjoy the scenery, 

history, culture, etc. of a particular region via multiple stops. 

¼ Most of the remainder are split among: 

¼ Outdoor trips for the purpose of camping, hunting, fishing, etc. 

¼ Casino/gaming trips 

¼ Resort trips, including both ocean beach and inland resorts/resort 

areas 

¼ City trips to enjoy big city amenities such as shopping, dining, 

nightlife, museums and galleries, etc. 

¼ Business-leisure trips 
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U.S Travel Market  - Structure and 
Trends 

¼ Specialty trips like theme park, cruise and ski trips are much less 

pervasive. 

¼ Almost all trip types have seen recent growth, the exceptions being : 

¼ touring trips, which leveled off after years of continuous growth as gas prices 

rose 

¼ business trips, which have never recovered to levels seen in the last boom 

period from1998 to 2000. 

¼ A few additional national trends of note: 

¼ Overall frequency of travel has declined very slightly over the past 10 years, 

while the length of trip in terms of nights away has increased slightly 

¼ Usage of the internet for trip planning continues to grow, as does the 

incidence of online booking.  Booking online has generally been less prevalent 

than online trip planning, but it seems to be catching up as online security 

improves and people get more used to online commerce. 

¼ Use of prepaid packages  (normally transportation and accommodations) is 

still only a part of 1 in 12 overnight trips nationwide 

¼ Americans are creatures of habit -- a very high proportion of overnight  trips (8 

in 10) are to places people have already been to before 
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Overnight Trips to Maryland 

¼ In 2007, Maryland welcomed 29.5 million visitors on 

overnight trips: 

¼ 81% or 23.9 million were leisure trips 

¼ 14% or 4.1 million were business trips 

¼ The remaining 5% were combined business-leisure 

¼ The majority of travelers in a party (78%) were adults ï 

only 22% were children or teens under 18 years of age. 

¼ Maryland enjoyed an overall share of 2.1% for overnight 

trips in 2007: 

¼ In 25th place among the 50 states 

¼ Commensurate with the relative amount of money spent on 

domestic advertising/marketing vs. competitive states 
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Overnight Trips to Maryland 

¼ Marylandôs 29.5 million overnight visitors spent $5.7 Billion 

in 2007: 

¼ Most of that spending was on lodging (40%) and 

food/beverage (26%) 

¼ But other business sectors also benefited, led by retail 

(17%), then recreation including sightseeing and attractions 

(10%), and transportation within the state, such as 

commercial fares, gas, car rentals, etc. (7%) 

¼ The average leisure visitor spent $181 on an overnight trip, 

and business travelers spent considerably more ($269): 

¼ Somewhat below the national norm for each type of travel, 

but consistent with the generally lower cost of living in the 

state versus the rest of the northeast corridor, which tends to 

skew the averages 31 



Marylandès Trip Type Mix 

¼ Marylandôs overnight trip purpose mix is virtually identical to the national 

norm when we look at the broad categories of VFR, marketable and 

business. 

¼ Within the marketable segment, however, Maryland has a strong skew 

towards resort trips, and not as many casino or theme park trips. 

¼ The three most important trip purpose segments for Maryland are resort, 

special event and touring trips. 

¼ At a lower level are outdoor and city trips 

¼ In 2007, Maryland enjoyed a very substantial market share of 5.1% in the 

resort segment: 

¼ With a rank of 6th, Maryland fell between New Jersey and Tennessee for this 

trip segment 

¼ Market shares of 2.2% for special event and 2.4% for touring ranked 

Maryland slightly above the middle of the 50 states for those segments, 

placing 23rd and 21st, respectively. 
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Key Markets for Overnight Trips 

¼ Across all trip purposes, most travel to Maryland is regional, with the 

majority of visitors originating in the I-95 corridor from the Carolinas to 

Massachusetts. 

¼ Instate visitors account for 24% of all overnight trips 

¼ The leading out-of-state markets in 2007 were: 

¼ Pennsylvania 

¼ Virginia 

¼ New Jersey  

¼ New York 

¼ And the top urban areas providing visitors were: 

¼ Washington, DC 

¼ Baltimore 

¼ Philadelphia 

¼ New York City 
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Overnight Leisure Trip 
Demographics 

¼ By and large, Maryland vacationers resemble the national norm for leisure 

travelers in most ways: 

¼ Slight skew female vs. male (53% vs. 47%) 

¼ Average age of 45 

¼ Similar household size and composition: 

¼ Two-thirds are married 

¼ Just over a third have kids/teenagers at home 

¼ Similar educational profile, with over half having completed college 

¼ Over 6 in 10 in the labor force 

¼ The only skews are slight: 

¼ Maryland overnight leisure visitors are slightly more upscale than the norm in 

terms of household income 

¼ The state welcomes more African-American visitors than the average 

destination, although Caucasians make up the vast majority of visitors 
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Overnight Leisure Trip Profile 

¼ Nationally in 2007, leisure trips peaked in the summer months at 32% of 

all trips across the year, with the rest split fairly evenly among the other 

quarters. 

¼ Maryland was even more skewed to the fair weather months, with 6 in 10 

trips taking place between April and September. 

¼ Maryland visitors are similar to the norm, however, in their use of the 

internet and travel agents for trip planning and booking: 

¼ About 4 in 10 plan and/or book online, while only 1 in 25 trips involve a travel 

agent 

¼ Overnight trips to Maryland tend to be longer than average in terms of 

time, however the amount of time spent ñat the destinationò is the same: 

¼ This means that people are spending almost an extra day on their way to and 

from Maryland, versus much less on the typical trip to other destinations 

¼ The Maryland travel party is also slightly larger than average (3 people vs. 

2.6 nationally), including a higher number of both adults and children 
35 



Overnight Leisure Trip Profile 

¼ Most vacations to Maryland in 2007 involved the family car/truck (80%), 

and only a minority arrived by air (16%): 

¼ Nationally, air travel was somewhat more common (21% flew to their 

destination); nonetheless the skew was still towards ñrubber tireò vacations 

¼ Although Marylandôs trip purpose profile for VFR travel was similar to the 

national norm at 44% of all trips, the accommodations profile suggests 

that visitors to Maryland are taking greater advantage of relatives for a 

place to stay than visitors to the average destination: 

¼ Almost 4 in 10 Maryland visitors said they stayed with friends or relatives, 

compare with only 3 in 10 nationwide 

¼ Vacationers to Maryland do make extensive use of commercial 

accommodations nonetheless, with over half mentioning a hotel, motel, 

inn or B&B. 

¼ Although at a relatively low level in the mix of all leisure trips, rentals are 

more prominent than the norm, likely reflecting the seasonal shore 

business. 36 



Overnight Leisure Trip Profile 

¼ The trip experience that overnight visitors had in Maryland 

in 2007 seems very varied, and broader than a trip to the 

typical destination: 

¼ Like trips nationally, frequently included shopping 

¼ More often than the norm featured fine dining, a visit to the 

beach/waterfront, a landmark/historic site or museum, taking 

in local nightlife, visiting a national/state park and camping 
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Maryland Day Trips 

¼ In 2007, Maryland attracted 29.6 million visitors on day trips. 

¼ These visitors contributed $1.6 billion in expenditures to the stateôs 

economy. 

¼ Each visitor, including children/teenagers, spent an average of $54 in the 

state: 

¼ Most of which was on food and beverage ($21) and retail ($17), with some 

expenditures on recreational activities/entertainment ($10) and local 

transportation ($6) 

¼ Almost half of day trips originated instate, with the primary out-of-state 

markets being: 

¼ Pennsylvania 

¼ Virginia 

¼ Delaware 

¼ New Jersey 

¼ West Virginia 38 



Maryland Day Trips 

¼ The top DMA sources of day trips in 2007 were: 

¼ Washington DC 

¼ Baltimore 

¼ Philadelphia 

¼ Harrisburg-Lancaster-Lebanon-York 

¼ Like overnight travelers to the state, the profile of daytrippers resembled the national 

norm in a number of ways: 

¼ Even gender split 

¼ Similar average age of 46 

¼ A majority are married 

¼ A minority have children/teens at home 

¼ A few exceptions to the rule ï compared to the U.S. average, Maryland daytrippers 

tended to: 

¼ Be more upscale in terms of employment, education and income 

¼ Be skewed slightly African-American 

¼ Live in larger households, although this didnôt translate into appreciably different travel party 

size vs. the norm 
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Profiles of Marylandès Key 
Overnight Travel Segments 

¼ In the Travel USA® survey, respondents categorized their trips by trip purposes.  

The specific definitions they saw for the trips of greatest importance to Maryland 

were as follows: 

¼ Resort Trip ï an ocean beach, inland or mountain resort 

¼ Special Event Trip ï special event, such as a fair, festival,  or sports event 

¼ Touring Trip ï touring through a region to experience its scenic beauty, history and culture 

¼ Across these three trip purpose segments, Maryland has a reasonable market share 

of trips originating in its own region (from New York to Virginia) ï strongest for resort 

at 13%, with special event and touring at half that level ï but at these levels there is 

still a great deal of opportunity for growth: 

¼ In each segment there are between 16 and 20 million regional trips going to other states 

besides Maryland, that could potentially be diverted to the state 

¼ The following are profiles of the individual trip segments, comparing the 

demographics and behavioral characteristics. 
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Profiles of Marylandès Key 
Overnight Travel Segments 

¼ Resort Trips 

¼ Most likely driven by the ocean resorts of Marylandôs Shore Region 

¼ Of the three main trip segments the one with the highest proportion of instate 

travelers 

¼ Pennsylvania is the other predominant market: 

¼ not having a cost itself 

¼ A few people also come from other neighboring states such as New Jersey, 

Virginia and Delaware 

¼ Top urban markets include Baltimore, Philadelphia, Washington 

¼ Biggest spenders of the three segments ï averaging $297 per person 

¼ Skewed almost entirely to warm weather months in spring and summer 

¼ Less likely than the other segments to use the internet for trip planning or 

booking 

¼ Somewhat longer stay than the typical Maryland trip (4.2 vs. 3.2 nights) 
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Profiles of Marylandès Key 
Overnight Travel Segments 

¼ Resort Trips (Contôd) 

¼ Largest party size of the three trip types at  3.8 people 

¼ Almost exclusively a drive vacation, i.e., rarely fly-in 

¼ Over 6 in 10 stay in commercial accommodations, but above 

average use of rentals and second homes 

¼ Top activities are going to the beach, shopping, swimming, dining 

out and going to nightclubs 

¼ Demographics: 

¼ Even gender split 

¼ Older than average for Maryland 

¼ Group most likely to be married 

¼ Upscale in income 

¼ But less educated 

¼ Skewed Caucasian 
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Profiles of Marylandès Key 
Overnight Travel Segments 

¼ Special Event Trips 

¼ About a quarter originate instate, with other top state markets being 

Pennsylvania, Virginia, New Jersey and New York 

¼ Primary urban markets are Baltimore, Washington, Philadelphia and 

New York 

¼ Relatively low travel expenditures in the state at only $164 per 

person, commensurate with short stay of 2.2 nights in Maryland 

¼ Heavy concentration of trips in the summer, followed by winter and 

spring 

¼ Moderate use of internet for trip planning/booking 

¼ Average party size (3.3) 
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Profiles of Marylandès Key 
Overnight Travel Segments 

¼ Special Event Trips (Contôd) 

¼ Mainly a driving trip 

¼ Most stay in commercial accommodations (81%) 

¼ Trip experience mainly concentrated on the event of interest, 

with much lower than average participation in other activities 

except nightclubs/bars 

¼ Demographics 

¼ Skewed female, younger than average, living in larger 

households (including with kids/teenagers), unmarried 

¼ Above average income 

¼ Average profile by race, employment, education 
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Profiles of Marylandès Key 
Overnight Travel Segments 

¼ Touring Trips 

¼ Greatest proportion (80%) of the three segments originating out-of-state, i.e., 

bringing in revenue/spending from outside the state 

¼ Major state markets are Pennsylvania, New York, New Jersey and Virginia 

¼ Primary urban markets are Baltimore, Philadelphia, New York and Washington 

¼ Most trips are in spring/summer (69%), with some in winter (21%) and a few in 

the fall (10%) 

¼ The group most likely to research and pay for travel on the internet, and to use 

a travel agent 

¼ A long trip (averaging 6.3 nights), yet only half are spent in Maryland  (3.2 

nights) 

¼ Average travel party size 

¼ Substantial use of personal vehicles, but also the group most apt to fly in or 

arrive by other commercial transport, or rent a car 

¼ Top users of commercial accommodations, particularly motels, inns and B&Bôs 
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Profiles of Marylandès Key 
Overnight Travel Segments 

¼ Touring Trips (Contôd) 

¼ The segment that seems to ñget the mostò out of Maryland in terms 

of activities participated in, such as dining, shopping, visiting parks 

and major attractions, museums, galleries, cultural events.  Also 

very likely to engage in outdoor activities/recreation. 

¼ Demographics 

¼ Skewed male (opposite to national skew), and older (average age of 

48), reflecting higher proportions of middle age people and seniors 

¼ Tendency to smaller households without children 

¼ Not as high an income, which is partly reflective of the age group 

(retirees on fixed income, etc.), yet above average education 

¼ More likely an ethnic component in this segment 
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Destination Awareness and 
Experience 

¼ At the beginning of the image survey, before any lists of destinations were shown to 

respondents, people were asked to volunteer the names of places in the United 

States they òwould really enjoy visitingò. 

¼ The number of people mentioning Maryland first on this measure was extremely 

small. 

¼ Even when we combine all the mentions into ñshare of mindò spontaneous 

awareness, Maryland is still very low on peopleôs radar: 

¼ Coming in at 2% and ranking 26th among the 50 states 

¼ A bit better in Washington (6%) than in other markets (between 1 and 2%) 

¼ In the image survey, Maryland was evaluated throughout against a competitive set 

that consisted of New York, New Jersey, Pennsylvania, Virginia, and Washington 

DC. 

¼ In terms of past visitation over any time period, Maryland stands at about 3 in 4 

travelers in the New York to Virginia corridor; 

¼ Ahead of Virginia 

¼ Slightly behind Washington and New Jersey 

¼ Trailing the leaders New York and Pennsylvania by a wide margin 
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Destination Awareness and 
Experience 

¼ More recent visitation numbers, i.e., travel within the past 2 years, indicate 

that Maryland comes at 53%, ahead of Virginia and Washington, but still 

well behind the others. 

¼ And intentions to visit Maryland (54%) return the state to a ranking ahead 

of just one other of this set of destinations, this time Washington. 

¼ When we look at peopleôs past behavior by overnight versus day trips, we 

see an interesting thing happening for Maryland and Washington: 

¼ For the other destinations listed, people are far more likely to say they visited 

on overnight rather than day trips 

¼ Whereas with Maryland and Washington, the proportions saying day and 

overnight are much closer, even at parity for trips in the past two years 

¼ We see the same proximity when people are asked about future trips too 

¼ We would interpret this to mean that people may be thinking about Maryland 

as a place with less to see and do than elsewhere, and therefore a place less 

often positioned as one for an overnight stay 
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Hot Buttons 

¼ Respondents evaluated the image of Maryland and the five other regional 

competitive destinations on an overall basis and on a series of 77 

additional detailed image attributes. 

¼ In order to determine hot buttons for getting on the ñconsideration listò, we 

measured the degree of association between the destinationsô overall 

image and their ratings on individual attributes. 

¼ Then, in order to better communicate the results, the data were grouped 

into broader categories or factors. 

¼ For a destination to get on travelersô consideration list, it must, first and 

foremost, be perceived to offer excitement and to have great adult 

appeal, i.e., suitability for adults and couples: 

¼ being seen as exciting means offering a real sense of fun and adventure in a 

must-see destination 

¼ Adult appeal is so important because the adults in the travel party are paying 

for the trip 
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Hot Buttons 

¼ Family atmosphere is also close to the top of the priority list, meaning a 
destination should be perceived to offer lots that kids and families might 
enjoy: 

¼ although it should be borne in mind that only about 3 in 10 leisure trips 
nationwide and to Maryland include children in the travel party 

¼ There are several factors that individually are of moderate importance, but 
that in combination define the excitement that attracts people to a 
destination: 

¼ great sightseeing, including lots to see and do, beautiful gardens/parks, 
interesting cities, landmarks, historic sites, museums and galleries 

¼ popularity as a well-known destination and frequent advertiser 

¼ uniqueness, including the scenery, local people and culture 

¼ the availability of luxurious accommodations and dining 

¼ the opportunities for entertainment, e.g., theater, nightclubs, live music 

¼ a safe, friendly and worry-free environment (often a higher priority, but the 
competitors in this region are not seen as strikingly different on this factor) 
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Hot Buttons 

¼ The lowest priorities are: 

¼ sports and recreation, including organized activities (e.g., 
golf, tennis), water sports such as swimming, spectator 
sports including professional sports events, and more 
adventurous pastimes such as hiking and biking 

¼ climate 

¼ Affordability is also relatively unimportant at the wish list stage: 

¼ but it tends to rise to the top of the list, the closer one gets to 
closing the sale, as travel distance and pocketbook issues 
come into play 



Marylandès Image 

¼ Maryland has a fairly positive overall image in absolute terms. 

¼ Nonetheless, when compared against the group of destinations that are felt to be the 

competition, Maryland lags behind: 

¼ Tied with New Jersey for overall appeal 

¼ Edged out by Virginia and Pennsylvania, and well behind the leaders in this competitive set 

ï Washington and New York 

¼ On another important overall measure, perceived value for money, Maryland fares 

somewhat better, trailing Pennsylvania and New Jersey slightly, and holding an edge 

over New York and Washington. 

¼ Maryland has a number of image strengths, relative to these competitors combined: 

¼ Uniqueness of the stateôs coastal/waterfront areas 

¼ Unique local cuisine (likely crab) 

¼ Its beaches and associated water-based activities, such as swimming, fishing, boating, etc. 

¼ A sense of safety, friendliness and relaxation 

¼ Great inns/B&Bôs 

¼ Good climate 

¼ Affordable food and accommodation 

¼ Beautiful countryside, and opportunities for viewing wildlife and birds 52 



Marylandès Image 

¼ The problem with these strengths is that: 

¼ None of them are very important motivators when travelers are putting 

together their destination consideration list 

¼ In contrast, people think Maryland has many weaknesses, particularly in 

some of the areas of highest importance: 

¼ excitement  

¼ popularity 

¼ uniqueness 

¼ sightseeing, including variety lots to see and do, as well as specifics like 

museums, architecture, history, landmarks, interesting cities, etc. 

¼ People also expect they will find Maryland lacking in terms of: 

¼ Entertainment/nightlife, including gaming, live music, theater/performing arts 

¼ Good quality accommodations and restaurants 

¼ Things for kids and families  to enjoy 
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Marylandès Image 

¼ Marylandôs image varies by market: 

¼ Generally speaking across all dimensions, people living in 

Pennsylvania are the most positive, followed by Baltimore 

residents, then Washington and New York residents 

¼ Likely because they are familiar with Maryland, Baltimore 

residents give the state high marks for family atmosphere, 

sightseeing, uniqueness, amenities such as 

nightlife/entertainment , sports/recreational options and 

accommodations/dining 
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Marylandès Image 

¼ To summarize how people position the competitive destinations evaluated 

in this survey relative to Maryland: 

¼ New Jersey ï viewed as better for casinos/related nightlife, theme parks, 

proximity/affordability, and more popular; but thought to be at a 

disadvantage to Maryland for dining, history, sightseeing generally, its 

beautiful countryside, and safe/friendly atmosphere 

¼ New York ï perceived as the archetype for a ñbig city experienceò with all 

the requisite amenities including theater/entertainment, shopping, 

hotels/dining, museums, etc.; plus, New York has the Adirondacks, so 

leads on perceptions for outdoor activities too; as well, has a substantial 

lead for excitement, popularity and sightseeing. Maryland is felt to be 

better for the coast experience, sun and sand features like climate/the 

beach and water activities, safety/relaxation and affordability for food and 

accommodations 
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Marylandès Image 

¼ Pennsylvania ï associated with and has the advantage over Maryland for outdoor 

pursuits (Poconos, etc.), unique culture (Amish), history/sightseeing, popularity, 

theme parks/family appeal (via Hershey), pro sports and agritourism.  In contrast 

Maryland has the edge for the coast and its associations with sun and sand, and 

unique cuisine. 

¼ Virginia ï the big draws for this state are theme parks/family appeal via Williamsburg 

and Busch Gardens, plus history and sightseeing more broadly.  People also believe 

Virginia will be more exciting than Maryland, better for outdoor recreation, 

experiencing a unique culture, and popularity .  In comparison, Maryland is thought to 

have the advantage for pro sports, its unique coast and local cuisine, and its 

proximity, i.e., relative affordability to get to 

¼ Washington, DC ï with its famous landmarks, historical sites, and museums, 

Washington is regarded as the clear leader for historic sightseeing.  In addition, 

people associate Washington with the big city experience via theater, hotels, dining, 

etc.  Not surprisingly, it is seen as much more unique, popular, exciting, and great for 

both families and adults than Maryland.  Nonetheless Maryland is perceived to be 

ahead in some areas, including associations with the coast/sun and sand factor, 

outdoor recreation, a unique cuisine,  affordable accommodations/dining, safety, and 

beautiful rural areas, small towns and agritourism. 

 
56 



Marylandès Product Delivery 

¼ Despite image weaknesses in many areas, Maryland appears to deliver a superior 

product that exceeds visitorsô expectations in almost every way. 

¼ When we compare Marylandôs image ratings among recent visitors (i.e., ñproduct 

deliveryò) to the stateôs image among people who have never visited (pure ñimageò), 

we find that the Maryland product especially surprises visitors with respect to several 

of the top image drivers: 

¼ Sightseeing, including lots to see and do 

¼ Offering excitement 

¼ Being great for adults and couples 

¼ Relative to their expectations, visitors were also very impressed with: 

¼ How affordable to get to the state is 

¼ The beaches/waterfront areas, with associated recreational opportunities 

¼ Great dining and accommodations 

¼ How interesting Marylandôs cities and towns are 

¼ The uniqueness and beauty of the scenery 

¼ The interesting festivals, fairs and events 
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Marylandès Product Delivery 

¼ The extent of the differences in the ratings between visitors and non-

visitors is striking: 

¼ On many variables, the differences were between 20 and 35 points 

¼ In scores of destination image studies around the world, we have not often  

seen such differences ï the typical destination sees lifts created by product in 

the 15 to 20 point range 

¼ In fact, some of the shifts actually moved perceptions of Maryland from the 

ñfairò to the ñgoodò column, notably for sightseeing variety, excitement, and 

suitability for both adults and families 

¼ It clearly means that people are undervaluing Maryland before they visit. 

¼ There were no image areas where recent visitors came away 
disappointed or where the state didnôt live up to expectations. 

¼ At the same time, this doesnôt mean Maryland has no product 
weaknesses -- the one factor on which the state is most weak in both 
image and product is visitorsô options for nightlife and entertainment. 
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Attraction Visitation and Interest 

¼ In the survey, we asked people to indicate their awareness of and past 

experience with (ever visited) a broad list of cities, towns, places and 

attractions in Maryland.  Subsequently respondents were asked to 

indicated their level of interest in experiencing/visiting attractions 

described more generically. 

¼ Looking first at name recognition for cities/towns, we see that the most 

recognizable names for the majority of people living in the New York to 

Washington corridor are Baltimore, Annapolis, Ocean City and Bethesda. 

¼ Between 4 in 10 and half of regional residents recall the Frederick, 

Hagerstown, Havre de Grace and Cumberland names; while Cambridge, 

St. Michaelôs and Solomons were much less familiar. 

¼ The percentage levels for actual visitation are in roughly the same order 

but substantially lower for each of these places, in most cases a third or a 

half lower than the awareness number: 

¼ Baltimore and Ocean City emerge as the only places visited in the past by half 

or more of the regional  target  audience 59 



Attraction Visitation and Interest 

¼ The attractions that a majority of people recall are: 

¼ Chesapeake Bay 

¼ Baltimore Inner Harbor 

¼ U.S. Naval Academy at Annapolis 

¼ National Aquarium in Baltimore 

¼ Between a third and a half of the target group recognize the names of: 

¼ Ft. McHenry National Monument 

¼ Harperôs Ferry National Historical Park 

¼ Pimlico Race Track 

¼ B & O Railroad Museum 

¼ Antietam 

¼ Goddard Space Flight Center 

¼ Assateague Island National & State Park 

¼ The remaining 12 attractions listed were much less familiar . 
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Attraction Visitation and Interest 

¼ As we observed with cities and towns, there is a huge drop off from name 

recognition to actual visitation of attractions: 

¼ Interestingly, the two attractions that donôt drop as much as others between 

these measures are Baltimoreôs Inner Harbor and the National Aquarium 

¼ Despite the rather low levels of experience with many of Marylandôs key 

attractions, people express a great deal of interest in the 

activities/experiences these attractions provide. 

¼ When people were asked to rate the appeal of various generically-

described attractions, the ones that rose to the top with majority or near-

majority positive ratings were all related to the water: 

¼ Bay/ocean/harborside dining 

¼ Local seafood restaurant 

¼ Beach 

¼ Boat ride/short cruise 
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Attraction Visitation and Interest 

¼ Not far behind were a variety of land based activities, ranging 

from historic towns and individual history-related sites like 

lighthouses, Civil War battlefields, local history museums, and 

Underground Railroad attractions to zoos/nature parks and public 

gardens, wine trails/wineries, events like concerts, sports games, 

festivals, and art museums/galleries. 

¼ Peopleôs interests seem very diverse, with many of the 

activities/attractions listed above appealing to at least a third of 

the target population. 

¼ Interest only dropped off for more ñspecial interestò activities such 

as: 

¼ Antiquing or ñname brandò shopping 

¼ Attending college or amateur sports events 

¼ Active sports such as cycling around the countryside, fishing, 

hunting or golf 62 



Detailed Findings 



U.S. Travel Market ä 
Structure & Trends 
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Structure of the U.S. Travel Market 
ä 2007 Overnight Trips 

Marketable Leisure 

(39%) 

Business 

(13%) 

Visit Friends/Relatives 

(44%) 

Combined Business-Leisure 

(4%) 
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U.S. Market Trends for Overnight Trips 
ä 2007 vs. 2006 
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U.S. Overnight Marketable Trip Mix 
ä 2007 Travel Year 
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U.S. Marketable Trips ä  
 Special Event, Casino & City Trips  
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U.S. Marketable Trips ä Resort 

Resort Trip Definition 

 Changed in ó07* 

*Note: Beach Resort and Country Resort combined in to single trip type category for 2007 
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U.S. Marketable Trips ä  
Touring and Outdoor Trips  
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U.S. Business Trips 
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Average Number of Overnight Trips 
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Average Length of Overnight Trips 
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Internet Usage for Overnight Trip 
Planning and Booking/Paying 
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Use of Packages on Overnight Trips 
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Incidence of Prior Travel to Destination 
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Base: U.S. Overnight Pleasure Trips 



Overnight Trips to Maryland 



Size of Marylandès Overnight Travel 
Market ä by Trip Purpose 

78 

Total Person-Trips* = 29.5 Million 

1.5 Million 

4.1 Million 

23.9 Million 

*Total volume includes both adults and children 



Size of Marylandès Overnight Travel 
Market ä Adults vs. Children 
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Total Person-Trips* = 29.5 Million 

6.5 Million 

23.0 Million 

*Total volume includes both adults and children 



Marylandès Share of Adult 
Domestic Overnight Trips 

State Rank Share State Rank Share 

California 1 10.8 Indiana 21 2.3 

Florida 2 8.7 Alabama 22 2.1 

Texas 3 6.3 Oregon 23 2.1 

New York 4 5.3 Massachusetts 24 2.1 

Pennsylvania 5 4.4 Maryland 25 2.1 

Nevada 6 4.0 Minnesota 26 2.1 

Georgia 7 3.8 Kentucky 27 1.7 

Illinois 8 3.8 Louisiana 28 1.6 

North Carolina 9 3.5 Connecticut 29 1.4 

Ohio 10 3.4 Iowa 30 1.4 

Michigan 11 3.3 Mississippi 31 1.3 

New Jersey 12 3.2 Arkansas 32 1.3 

Tennessee 13 3.2 Oklahoma 33 1.2 

Virginia 14 3.1 Utah 34 1.1 

Arizona 15 3.0 West Virginia 35 1.0 

Wisconsin 16 2.5 Kansas 36 1.0 

Missouri 17 2.5 New Mexico 37 1.0 

Washington 18 2.4 Maine 38 0.9 

South Carolina 19 2.4 New Hampshire 39 0.8 

Colorado 20 2.3 Idaho 40 0.8 
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Total Travel Spending by Sector: 
Overnight Trips 

Total Spending = $5.7 Billion 

$2.3 Billion 

$0.4 Billion 

$0.6 Billion 
$0.9 Billion 

$1.5 Billion 



Average Expenditures on Overnight 
Trips ä Per Person 
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Average Expenditures on Overnight 
Trips ä Per Party 
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Average Per Person Expenditures on 
Overnight Trips ä Leisure vs. Business 
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Main Purpose of Maryland Trip 
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Main Purpose of Leisure Trip 
ä Maryland vs. National Norm 
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Main Purpose of Business Trip 
ä Maryland vs. National Norm 



Marylandès Domestic Share of Key 
Leisure Segments 
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Marylandès National Share of Adult 
Domestic Overnight Resort Trips 

State Rank Share State Rank Share 

Florida 1 20.5 Arizona 21 1.6% 

South Carolina 2 12.1 Michigan 22 1.6% 

California 3 8.5 Missouri 23 1.6% 

North Carolina 4 7.3 Colorado 24 1.2% 

New Jersey 5 6.3 New Hampshire 25 1.1% 

Maryland 6 5.1 Maine 26 1.1% 

Tennessee 7 3.9 Ohio 27 1.0% 

Hawaii 8 3.8 West Virginia 28 0.8% 

Virginia 9 3.6 Illinois 29 0.7% 

Oregon 10 3.1 Kentucky 30 0.7% 

Georgia 11 3.1 Minnesota 31 0.6% 

Texas 12 3.0 Connecticut 32 0.6% 

Pennsylvania 13 2.9 Utah 33 0.4% 

Alabama 14 2.5 Rhode Island 34 0.4% 

New York 15 2.4 Louisiana 35 0.4% 

Delaware 16 2.3 Indiana 36 0.4% 

Massachusetts 17 2.1 New Mexico 37 0.4% 

Wisconsin 18 2.0 Mississippi 38 0.4% 

Washington 19 2.0 Vermont 39 0.3% 

Nevada 20 1.9 Arkansas 40 0.3% 
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Marylandès National Share of Adult 
Domestic Overnight Special Event Trips 

State Rank Share State Rank Share 

California 1 9.6 Minnesota 21 2.2 

Florida 2 7.5 Colorado 22 2.2 

Texas 3 5.8 Maryland 23 2.2 

New York 4 5.5 New Jersey 24 2.1 

Pennsylvania 5 5.2 Oregon 25 2.0 

Ohio 6 4.7 Kentucky 26 2.0 

Illinois 7 4.1 South Carolina 27 2.0 

Tennessee 8 3.8 Louisiana 28 1.6 

Nevada 9 3.8 Iowa 29 1.6 

Georgia 10 3.5 Connecticut 30 1.3 

Michigan 11 3.3 Oklahoma 31 1.2 

Indiana 12 3.0 Arkansas 32 1.1 

North Carolina 13 2.9 Utah 33 1.0 

Missouri 14 2.8 Kansas 34 1.0 

Wisconsin 15 2.7 West Virginia 35 0.9 

Virginia 16 2.6 New Hampshire 36 0.8 

Arizona 17 2.5 New Mexico 37 0.8 

Massachusetts 18 2.5 Mississippi 38 0.8 

Washington 19 2.3 Nebraska 39 0.8 

Alabama 20 2.3 Maine 40 0.7 90 



Marylandès Share of Adult 
Domestic Overnight Touring Trips 

State Rank Share State Rank Share 

California 1 12.9 Maryland 21 2.4 

Tennessee 2 7.5 Hawaii 22 2.4 

Florida 3 6.1 Maine 23 2.3 

Arizona 4 6.0 New Mexico 24 2.3 

Pennsylvania 5 5.7 Wisconsin 25 2.2 

New York 6 5.7 Kentucky 26 2.2 

Virginia 7 4.8 Indiana 27 2.1 

Georgia 8 4.6 Utah 28 2.1 

Texas 9 4.5 New Hampshire 29 2.0 

North Carolina 10 4.5 Arkansas 30 1.9 

Colorado 11 3.6 Alabama 31 1.8 

Michigan 12 3.6 Wyoming 32 1.8 

Oregon 13 3.5 Minnesota 33 1.7 

Nevada 14 3.3 New Jersey 34 1.6 

Illinois 15 3.3 Montana 35 1.5 

Massachusetts 16 3.2 West Virginia 36 1.5 

Washington 17 3.2 Vermont 37 1.5 

South Carolina 18 2.9 Louisiana 38 1.5 

Missouri 19 2.8 South Dakota 39 1.4 

Ohio 20 2.8 Connecticut 40 1.3 91 



Sources of Business 
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State Sources of Business 
ä Overnight Trips 

Base: Overnight Trips to Maryland 
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State Sources of Business 
ä Overnight Trips (Contèd) 

Base: Overnight Trips to Maryland 
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DMA Sources of Business 
ä Overnight Trips 

Base: Overnight Trips to Maryland 
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DMA Sources of Business 
ä Overnight Trips (Contèd) 

Base: Overnight Trips to Maryland 
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DMA Sources of Business 
ä Overnight Trips (Contèd) 

Base: Overnight Trips to Maryland 



Overnight Leisure Trip 
Demographics 



Gender ä Overnight Leisure Trips 

99 

Percent 

Base: Overnight Leisure Trips 



Age ä Overnight Leisure Trips 

100 

Maryland US Norm 

Average Age =  45.5 44.7 

Base: Overnight Leisure Trips 



Household Size ä Overnight 
Leisure Trips 
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Base: Overnight Leisure Trips 



Income ä Overnight Leisure Trips 
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Base: Overnight Leisure Trips 



Marital Status ä Overnight Leisure 
Trips 
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Base: Overnight Leisure Trips 



Children in Household ä Overnight 
Leisure Trips 
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Base: Overnight Leisure Trips 



Education ä Overnight Leisure Trips 
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Base: Overnight Leisure Trips 



Employment ä Overnight Leisure 
Trips 
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Base: Overnight Leisure Trips 



Race ä Overnight Leisure Trips 
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Base: Overnight Leisure Trips 



Hispanic Background ä Overnight 
Leisure Trips 
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Base: Overnight Leisure Trips 



Overnight Leisure Trip 
Characteristics 



Season of Travel 
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Base: Overnight Leisure Trips 



Method of Planning Trip 
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Base: Overnight Leisure Trips 



Method of Booking Trip 

112 

Base: Overnight Leisure Trips 



Total Nights Away On Trip 
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Base: Overnight Leisure Trips 



Number of Nights in Maryland 
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Average Number of Nights in Maryland = 3.2 

Base: Visitors who spent 1+ nights in Maryland 



Length of Stay 
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Total = 4.4 

Total = 3.8 

Base: Overnight Leisure Trips 



Size of Travel Party 
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Total = 3.0 

Total = 2.6 

Base: Overnight Leisure Trips 



Transportation 
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Personal 

Vehicles 

Commercial 

Vehicles 

Base: Overnight Leisure Trips 



Accommodations Used on Trip 
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Base: Overnight Leisure Trips 



Activities and Experiences 
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Base: Overnight Leisure Trips 



Activities and Experiences (Contèd) 
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Base: Overnight Leisure Trips 



Activities and Experiences (Contèd) 
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Base: Overnight Leisure Trips 



Maryland Day Trips 



Day Trip Volume 

123 

¼ 29.6 million adults 18+ years of age 

¼ Children on trip to be added in 2008 



Total Travel Spending ä Day Trips 
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Total Spending = $1.6 Billion 

*Total volume includes person-trips by both adults and children 

$0.6 Billion 

$0.2 Billion 

$0.3 Billion 

$0.5 Billion 



Average Expenditures on Day Trips 
ä Per Person (Including Children) 
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Average Trip Expenditures on Day 
Trips ä Per Party 
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State Sources of Business 
ä Day Trips 
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DMA Sources of Business 
ä Day Trips 



Gender ä Day Trips 

129 

Percent 



Age ä Day Trips 
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Maryland US Norm 

Average Age= 46.4 45.7 



Household Size ä Day Trips 
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Income ä Day Trips 
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Marital Status ä Day Trips 
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Children in Household ä Day Trips 
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Education ä Day Trips 
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Employment ä Day Trips 
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Race ä Day Trips 
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Hispanic Background ä Day Trips 
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Size of Travel Party 
ä Day Trips 
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Overnight Segment Profiles 
ä Resort, Special Event, 

& Touring Trips 



Resort Segment Size & Marylandès Share 
in Primary Markets* 

141 

Total Resort Trips in ó07* = 18.1 Million 

2.3 Million 

*Primary Market estimate based on trips taken by residents of the following states: NY, NJ, PA, MD, DE, WDC, VA  



Special Event Segment Size & 
Marylandès Share in Primary Markets* 
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Total Special Event Trips in ó07* = 21.2 Million 

1.3 Million 

*Primary Market estimate based on trips taken by residents of the following states: NY, NJ, PA, MD, DE, WDC, VA  



Touring Segment Size & Marylandès 
Share in Primary Markets* 
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Total Touring Trips in ó07* = 19.3 Million 

1.0 Million 

*Primary Market estimate based on trips taken by residents of the following states: NY, NJ, PA, MD, DE, WDC, VA  
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State Sources of Business 
ä Resort Trips 

Base: Overnight Resort Trips to Maryland 
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DMA Sources of Business 
ä  Resort Trips 

Base: Overnight Resort Trips to Maryland 


