
Pennsylvania Wilds 
Leisure Visitor Conversion and ROI Study



INTRODUCTION & 
SIGNIFICANCE



INTRODUCTION

• An online survey was conducted June 1-29, 2012

• In total, the survey had 882 responses (SAMPLE)
– Statistical significance was calculated at 99% +/- 4.2

• This survey represents CVB engaged consumers 
of PA Wilds (POPULATION)
– 2011-12 visitor inquiries, Facebook fans, Twitter followers

This means that we are 99% sure that the SAMPLE represents the 
POPULATION, within 4.2 percentage points



Visitors who visit with no engagement or influence by the CVB

CVB Influenced Visitors (those who were 
influenced by CVB efforts, but did not engage)

CVB Engaged Visitors (those who 
interacted with the CVB prior to visiting) 

“CVB ENGAGED”
This survey sample represents approximately 45,000 CVB engaged consumers of 
PA Wilds and member TPAs

34,620 2,4537,873 ++



RESPONDENTS

– Mostly female

– Ages 45-64

– Earn between 
$25,000-999,999 
annually



“In your own words, what is the first thing that comes to mind when 
you think of the Pennsylvania Wilds region?”



FIRST THOUGHTS

• Freedom to walk in the wilderness and know it will be there for my grandchildren.
• A magnificent relaxing place to get away from the stress and busyness of the work day world.  Hope 

it never changes. 
• An area untouched by much development, in other words, Pa's wilderness set aside for conservation 

and preservation. 
• Awesome wilderness area teeming with wildlife.
• Freedom, peace and serenity. The area takes me back to when things were a lot slower and simpler 

like they need to be today. 
• Complete peace of mind, breathtaking scenery, friendly people, and the chance to escape everyday 

life. 
• Beautiful, untouched lands filled with wildlife. Simply relaxation at it's best! 
• Beauty - HEARING the quiet beauty of the woodlands, the smells of the forest and SOOOOO much 

more.
• Campfires, Friends, Star Gazing out of this world and relaxation. 
• Fly Fishing in the Pine Creek. Hunting deer and bear in the English Centre area. And just the 

peacefulness of the entire region. 
• Untouched, untamed, unspoiled, unpolluted, undisturbed, undeveloped, uncrowded,  

uncongested, undiscovered

“In your own words, what is the first thing that comes to mind when you think 
of the Pennsylvania Wilds Region?”



DESCRIBE PA WILDS

Other: Golf, relaxing, ATVing, elk, boating



CONVERSION





NON-VISITORS



LIFETIME VISITORS

Yes
57%

No
43%

Have you visited the region in your lifetime?

What was the primary 
purpose of that visit? 

– Vacation
– Camping
– Hunting
– Family trip
– Hiking

If No (23% of respondents)…



REASONS FOR NON-VISITATION
Those who have never visited PA Wilds

Other: Financial reasons

Where are you planning on going? 

Maine, Southern PA, Hocking Hills, OH, 
Sea Shore, NJ



POTENTIAL VISITORS

23%

25%

33%

19%

0% 5% 10% 15% 20% 25% 30% 35%

Very likely

Somewhat 
likely

Undecided

Unlikely

How likely are you to visit the PA Wilds region within the 
next 12 months?



INCREASING LIKELIHOOD OF VISITING
Those who are undecided or unlikely to visit

Other: More free time/money, ATV rides, golf packages, cheaper camping 



VISITOR ORIGINS & 
PATTERNS



VISITORS



VISITOR ORIGINS

PA Wilds has a strong national and regional draw, with visitors coming from the Eastern, 
Midwestern, Southern, and some Western states. 



VISITOR ORIGINS

Most visitors are concentrated in the Northeastern US.  Top visitor feeder markets include, 
but are not limited to Philadelphia,  Harrisburg,  Allentown,  Pittsburgh,  and Reading.



REGIONAL VISITORS

Yes
94%

No
6%

As a resident of the region,  have you ever 
taken a leisure trip or traveled to visit 

another county in PA Wilds besides the 
county you live in?“As a resident of the region who has 

visited another county or counties in PA 
Wilds, please answer the following 

visitation questions thinking of your most 
recent leisure trip to a county in PA Wilds 
OTHER than the one in which you live.”



PRIMARY PURPOSE

Other:  Camping, fishing, stay in a cabin, golfing, hunting, seeing elk

If you were just passing through, where were you going? (5%)

New York, Pennsylvania, Virginia, Ohio 



VISITOR VS. RESIDENTS 



COUNTIES VISITED 



ACTIVITIES

Other: Bicycle/motorcycle riding, stopped to eat, antique shopping, drove around, scenic photography, Kinzua Sky Walk



VISITOR VS. RESIDENTS 





TRAVEL GROUPS



OVERNIGHT VISITS
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28%
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How many nights did you stay?



OVERNIGHT VISITORS

Other: Camped on our land, stayed in our cabin, camped on camping ground

Private
45%

State
55%

Was the campground you stayed in operated by 
the state of Pennsylvania or privately run?



TRIP DETAILS

Which website?
– PA Wilds
– Visitpa.com
– Potter County website
– PA Outdoors
– Various Google sites

Other: AAA Guidebook, self-research,  own a cabin, PA guidebook, Pennsylvania Outdoor News, park offices



ADVERTISING & 
MARKETING



UNAIDED RECALL



INFLUENCE OF MARKETING



VISITOR ASSESSMENT



LIKELIHOOD OF RETURN



EXPECTATIONS



EXPECTATIONS
“Please briefly explain why your visit exceeded your expectations.” 

(36% of visitors)

• From the time we entered our hotel, to the time we left to go home, people that we encountered 
were so friendly and helpful.  Many "locals" were happy to give us directions to local eateries!  We 
had a wonderful time visiting wineries and shops!

• I *LOVE* that area.  So many different items to view and photograph each and every season.  
Incredible wildlife.  The mountain laurel was in bloom.

• Elk Visitors Center was awesome.  Great film great employees.  Beautiful facility.
• The scenery was much more beautiful and the mountains were huge and the wildlife magnificent 

and flowers, trees, etc. beautiful.  The best place on earth,  in my opinion.  Very relaxing.  
• We always intended to go to Cherry Springs for the 'star show' and finally made it. It was great! 

My children are still talking about it.
• I travel to the region at least 6 times per year.  It is a very relaxing and fun getaway for me.  I do 

plan on staying overnight on my next two trips. 
• I enjoy watching nature, having a campfire, star-gazing, wildlife photography, and simply relaxing in 

the fresh air.....I cannot seem to do this at home!
• PA is filled with amazing natural beauty.  I didn't realize all these places existed so close to home.
• Opportunity to see more elk than anticipated.  Found some great small town (local) eateries.
• Area was uncongested with great scenic roads. Seen the elk & canyon for the first time.



EXPECTATIONS
“Please briefly explain why your visit failed to meet your expectations.” 

(1% of visitors)

• Was looking for  more in the way of museums/tours things to do.
• I know that the area we visited were very scenic but because everything on (sic) this area was 

very commercial… I feel we missed a lot.
• Too many well drillers rigs hogging the road,  quaint little shops closed and run down.
• As a hunter I do not want to see horses all over the state forest!!!!!
• The area was wonderful the cabin failed...having to drive garbage off property, no phone access, 

not enough kitchen equipment.. 
• Too much posted land  small town people are unfriendly,  just looking for a quick buck.  Poor 

access to streams. 



VISITOR ADVOCACY BAROMETER

Detractors
(5%)

Passives
(18%)

Promoters
(77%)

PA Wilds Brand Advocacy Score (Promoters – Detractors): 72%

North Star Customer Average:  51%



ROI CALCULATIONS



Visitors who visit with no engagement or influence by the CVB

CVB Influenced Visitors (those who were 
influenced by CVB efforts, but did not engage)

CVB Engaged Visitors (those who 
interacted with the CVB prior to visiting) 

“CVB ENGAGED”
This survey sample represents approximately 44,946 CVB engaged consumers of 
PA Wilds and member TPAs

34,620 2,4537,873 ++



AVERAGE PER PERSON SPENDING
Category Spending Average % of total
Lodging $  170.33 24%
Food & Dining $  130.34 19%
Shopping $  109.34 16%
Entertainment / Attractions $  63.93 9%
Gas / Fuel / Transportation $  114.11 16%
Miscellaneous / Other $  115.08 16%

TOTAL $  703.13 100%

Average Spending per Respondent/Group: $703.13

$703.13 2.80 =
$251.12 per 

person per trip
/

Average Size of Respondent/Group: 2.80

$251.12 4.53 (avg 
stay in days)

=
$55.43 per 

person per day
/



PERSON TRIPS

Average Trips per Visitor in 2 years:  4.72

Average Trips per  Visitor in  2011 (4.72 ÷ 2):    2.36 

Estimated Visits 
(Population * 
Conversion 
Rate of 70%)

Estimated Trips 
per year

Person-tripsx =

31,462 2.36 = 74,250x



TOTAL ESTIMATED VISITOR SPENDING   
of those who engaged with PA Wilds and member TPAs

(Gross Conversion)

Person-trips Spending per 
Person per trip

x =
Estimated Visitor 
Spending in 2011

74,250 $251.12x = $18,645,660



RETURN ON MARKETING INVESTMENT, 
PA Wilds Advertising Budget 

(Gross Conversion)

Estimated Total 
Visitor Spending

Advertising 
Budget

÷ = Return on Marketing 
Investment Ratio

$18,645,660 $ 206,000÷ = $ 90.51

“For every dollar spent by PA Wilds on advertising, $90.51 was returned to 
the area in visitor spending.”



TOTAL ESTIMATED VISITOR SPENDING of 
those who were influenced by PA Wilds or 

TPA marketing materials
(Net Conversion)

Person-trips 
(74,250 x 39%)

Spending per 
Person per trip

x =
Influenced Visitor 
Spending in 2011

28,958 $251.12x = $7,271,933



RETURN ON MARKETING INVESTMENT 
Those who would NOT have visited without PA Wilds marketing

(Net Conversion)

Estimated Total 
Visitor Spending

Advertising 
Spending

÷ = Return on Marketing 
Investment Ratio

$ 7,271,933 $ 206,000÷ = $ 35.30
“For every dollar spent by PA Wilds on advertising, $35.30 was GENERATED in visitor 
spending by those whose decision to visit was influenced by marketing materials.”



TOTAL INTENDING VISITOR SPENDING     
(Future Conversion)

=

Estimated “Intending” 
Visitor Spending to be 

generated in the next Year

Spending per 
Person per dayx

Intending Visitor 
Person-trips 
(estimated future 
visits * avg # of 
annual trips)

$251.12x11,710 = $2,940,615



INTENDING VISITOR ROI               
(Future Conversion)

Estimated Total Intending 
Visitor Spending

Advertising 
Spending

÷ = Return on Marketing 
Investment Ratio

$ 2,940,615 $206,000÷ = $ 14.27



SUMMARY: Estimated Visitor Revenue

# of Visitors Visitor Revenue

Approximate total PA Wilds visitors 326,604 $1.5B*

Total Engaged visitors (inquiries, social media) 74,250 $18,645,660

Total Web-only visitors (websites) 99,288 $58,842,438

Totals associated with TPA resources 133,908 $77,488,098

• On average,10.6% of travelers request information from a CVB/DMO. †
• On average, 30.4% of travelers visit a CVB/DMO website to help plan and get information 

before their travel. †
• THEREFORE, using the number of inquiry records from PA Wilds and member TPAs 

(34,620) we can approximate the total number of visitors to PA Wilds.
• 34,620/.106 = 326,604 total estimated annual visitors.

• This means that 326,604*.304 = 99,288 web visitors.  If each visitor came 2.36 times per 
year on average and spent $251.12 per trip+, then $58,842,438 in visitor spending can be 
connected to TPA websites IN ADDITION to revenue generated by inquiries.

† Destination Analysts, State of the American Traveler, 2012.
* Tourism Economics, Economic Impact of Travel and Tourism in Pennsylvania, 2010
+ North Star, PA Wilds Conversion and ROI Study, 2012



Questions?
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