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Traveler Characteristics

Trip Characteristics

Spending



2019-21 VISITOR PROFILE



Traveler Demographics

T T

Average Age 50 years 53 years
Employed 61% 66%
Median Income (000) $85,964 $72,215

Children in Household 32% 34%



Boomers Leading the Way (eisure

Millennial
/ GenZ
19%
Boomers
44%
GenX

34%




Trip Origin

e Origin States
e Origin DMAs




Within South Dakota

15%
1%
6%
6%
4%
3%
3%

Minnesota
Nebraska

Michigan

lowa

North Dakota
South Carolina
California

ORIGIN STATES (Leisure)




Origin Designated Market Areas (DMA)

4.1% Fargo-Valley City, ND

14.3% Minneapolis-St.Paul, MN
27.7% Sioux Falls (Mitchell), SD

8.5% Rapid City, SD
4.2% Sioux City, IA

3.6% Omaha, NE
1.5% Lincoln & Hastings-Kearney, NE
3.8% Denver, CO

5.1% Detroit, Ml

2.9% Greenville-Spartanburg, SC



Transportation to Destination

Auto

391 miles one-way
Airplane

1,036 miles one-way



Trip Planning

Booking Time Frame
Trip Planning Resources Used




Trip Planning & Booking

7%

AMEDY N 15%
0

24%

<1 Week
I 2%

7%

I 7

1 Week
2-3 Weeks
I -
1 Month
L EES
2-3 Months
I 1c%

4% Trip Planning

>6 Months . .
- 3% m Trip Booking




Travel Planning Resources Used (ieisure)

Family/Friends/Colleague Recommendations o*_ 17%
Hotel Chain Website ﬁ _ 15%
Internet Search e_ 12%
Mapping Websites m_ 9%
O
Destination & Attraction Websites/ Online Guides _ 8%
Guest Ratings & Review Websites - 4%
Printed Materials - 2%
Travel Booking Websites . 2%
Social Networking Sites gl 1%



Trip Timing
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Average Length of Stay (eisure)

2.31 2.31 224

2015-2017 2016-2018 2017-2019 2018-2020 2019-2021



Length of Stay (Leisure 2019-21)

Stays

40%

22%
16% 16%

A =

24%

17%

Day Trip 1 Nights

2 Nights

W Trip-Dollars (w/o Transportation)

23%
18%
12%
8%
1% 2%
I
3 Nights 4-7 Nights 8+ Nights



Trip Characteristics

Travel Purpose
Expenditure

Party Composition
Activities
Accommodation
Performance Ratings




NON-VACATION
(NET)

Special Event
6%

Visit Friends/ Other

SOUth DakOta Reiztoi)ges Leisurillllz/ersonal Bu(sl,\l | IIE\ITE)SS
Purpose of Traveling

) Group Business 3%
to Destination —

Transient Business 3%

- Total -

VACATION (NET)



NON-VACATION
(NET)

_ Medical 10%
Special Event

6%
S O Uth D akOta Other Leisure/Personal

Visit Friends/ 14%

Purpose of Traveling T

to Destination

- Lelsure -

VACATION (NET)



$1,071 Els: ;( ;S )

SPENT

$708

Leisure

Per-Party-Per-Stay

o $367 $385
Average Spending 2
- o o o o $182
Getaway General Vacation Vacation/ Visit Friends/  Special Events Medical, Health
Weekend (overnight) Weekend (day) Relatives Care

(overnight)




Leisure

Per-Person-Per-Day
Average Spending

4% OTHER

16%
ENTERTAINMENT
22%
179@ TRANSPORTATION
LODGING
2%

14% FOOD & BEVERAGE

8130

SPENT



‘25%‘ 45%‘ 8% |23%‘



Overnight Leisure Accommodations

0%  11%

STAY IN
HOTELS STAY WITH
FRIENDS/RELATIVES
(non-paid)

Camping/RV

O e Cabin, Lodge
29 /O e Other Paid Non-Hotel

Other Non-Paid
STAY IN

OTHER LODGING




South Dakota Hotel Ratings sev %%

Poor Fair Excellent
0 1 2 3 4 5 6 7 8 9 10
Feeling of Safety 8.11
Cleanliness 7.94
Value-For-the-Money 7.91

Likelihood of Recommending [HIIINININININININIGIGEGEGEGEGEEGEEEEEEEEEEEEEEEEEEE. /.33
Overall Satisfaction I ., /.30
Room and Building [ . /.71
Friendly/ Helpful People I, /.61
Room Amenities/ Services Provided | ' -
Food Options I .25



Activity Participation (NET)

200%
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0%

19%

28%

34%

21%

U.S. Leisure

30%

20%

South Dakota Leisure

= General
B Outdoor Sports
O Nature
Family/Life Event
Libation & Culinary
B Attraction

B Culture



0/ FAMILY/LIFE g
ACTIVITY 3|] 0 evEnTS ZBAJ i o

22% Parks (national, state)
PARTICIPATION 20% Visit Friends/Relatives 8% Wildlife viewing

3% Other Personal Celebration 6% Camping
3% Reunion/Graduation

33%CULTURE ZD%ATTRACTIONS

Leisure 11% Gambling
21% Touring/ Sightseeing 4% Nightlife
21% Historic Sites 3% Attend/Participate Sports Event
1% Live Music (2017+)
1% Movies IBD/ OUTDOOR
8% Museums, Art Exhibits D S P O RT S
9% Hiking
2['% LIBATION & 7% Fishing
CULINARY Qo
18% Culinary/Dining Experience D GENERAL
2% Winery/Distillery/Brewery Tours 29% Shopping

10% Medical/Health/Doctor Visit




280

259
249

194

141

— — —
U.S. Leisure Activity Participation = 100

Parks Historic Sites Wildlife Viewing Fishing Medical/ Touring/ Camping Reunion/ Gambling Culinary-  Museums, Art Hiking
(national/state) Health/ Doctor  Sightseeing Graduation Typical Exhibits
Visit Restaurant

Dining



South Dakota Destination Ratings ey vy 5

Feeling of Safety

Friendly/ Helpful People
Overall Satisfaction
Likelihood of Recommending
Value-For-the-Money
Cleanliness

Quality of Attractions
Transportation Options

Quality of Dining Options

Poor Fair Excellent
0 1 2 3 4 5 6 7 8 9 10
8.67
8.63
8.57

. .44
N 3.43
. 5.37
. 8.04
. /.59
T /.36



Visitation of South Dakota in
Past 3 Years

7 O 0/Fi?st-Time Visitor

Infrequent Visitor /0
(2-3 times)
1 l Frequent Visitor (4+ times)




Number of Locations in South
Dakota Visited for a Day

26"

..9%
38"




Plan to Visit South Dakota in Next
3 Years (avg. 3.1 times)

20%
12%



QUESTIONS

Sindy Diab
Director, Client Services
skoehler@mmgyintel.com

SHIFFLET
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