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Elevated dining in Lake
Placid

LESLEY CHESTERMANMN, Freelance
Publizhed: Saturday, March 15

Flanning for spring break should be done well
in advance, or 50 | learmed last week when |
attermpted to hook g hotel in Mont Tremblant for
three days but failed t0 come up with amthing
wortrwhile, Somy skiweekend fantasy was
dowen the tubes until a friend recommended
Lake Placid, or more specifically, the greatest
wertical drop in the eastern LS. Whiteface
mMountain. Whoa.

Having shunned .5, ski stations for years
wehien aur dallarwas teetering in G0-cent
territary, 1 was eadger, with aur dallar at par, to
give aneg a do_Consideringlitticketprices are roughly the same (564 53 at
Tremblant, $67 atWhiteface), we tossed the skis imthediunk and started the
21r2-hour trip ta the village that hosted haoth the 1932 and 1980 Olyragpic
Winter Games.

The weatherwas looking iffy, but rmy higger cancern was the food. Having
experienced some of my waorst meals in the Adirondacks {along the lines of
arey roast heef, canned peas and hubblegum-pink mousse cakes), | knew
the gqourmet anale of the trip was a dicey proposition. Indeed, | hit a few duds
over the weekend, but happily a few stellar meals gave me hope.

In 2000, | enjoyed a weekend atthe-Relais &
Chateaus-property Lake Placid Lodoe, which
featured one fabulous meal after another.
Sadly, the lodge burned down in December
2005 and noww counts but a few cabins and a
=mall histro-style restaurant for patrons anly.
The lodge is being rebuilt and is slated to
reopen in September.

Happily, there is the Whiteface Lodge, another
Adirondack-style resort located next door, which offers not only gorgeous
suites (starting at $450), but an excellent dining room open to guests, locals
and tourists alike.
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Wilmington/Whiteface
Visitor Survey Results

April 22, 2008
Essex County Visitors Bureau



| would be more inclined to extend my stay Iin
Wilmington if there was...

The first five categories suggest that people are looking for a destination.
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Which of the following activities
attracted you to the region?

Need to get the visitor to stop on the way up or on the way down
from the Whiteface Mountain Memorial Highway.
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Wilmington could use more...

Five highest rankings speak to Destination Planning.

70.00%
60.00% 98.52%
50.00%
40.00%
33.62% 34.06%
31.00%
30.00% - 28.38%
20.09% 22.27% 21.83%
20.00% - 17-
12.23%
10.00% -
0.00% - , , , , ,
& &2 &2 >
ﬁo" {\\&\z é,i\& \oz 00& ,&q,
& > & © S NF
S & ) & & & S

& R S & 5 &0 N

S & N N

9 O \ Q > O

\s Q & >
K S @
3\ &S \Q’Q:
N &
6’\“&0’ &’b’
&



| would be more inclined to extend my
stay in Wilmington if there was...
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Please rank the importance of the following
amenities when taking a pleasure trip.
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LEISURE TRAVEL
INFORMATION STUDY

2006 RETURN ON INVESTMENT
CONVERSION RATE ANALYSIS
VISITOR PROFILE

PREPARED BY

TECHNICAL ASSISTANCE CENTER
SUNY PLATTSBURGH
For the
LAKE PLACID - ESSEX COUNTY
CONVENTION AND VISITORS BUREAU

June 1, 2007




SURVEY RESPONDENTS’ DEMOGRAPHIC PROFILE

The survey respondents’ demographic profile is consistent with previous findings and indicates that the average
respondent age is 46.7 years and has a mean income of $95,543. This compares to 2005 results of 46.9 years
and $90,497. Visitors surveyed in 2006 were slightly younger and more affluent than in previous years. Recent
industry trends reveal a similar demographic profile trend resulting in a younger, more affluent traveler
especially for resort market destinations.

Mean Respondent Age
48.8
47.2
46.9
48.7
2003 2004 2005 20086
Mean Respeondent Income
$95,543
$90,497
82,987
$81,569 §
2003 2004 2005 2006
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TRAVEL RESEARCH INFORMATION

National research documents the growing popularity of the Internet for vacation research. The 2006 study again
found that a large percentage of respondents (91%, consistent with 2005 and compared to 86% i1n 2004) used the
Internet as a primary source for their vacation research. Traditional vacation research methods such as the toll-
free 800 numbers have continued to drop in popularity and in this study were used by only 15% of the
respondents, down 2% from last year. The primary research methods used for vacations are shown in the graph
below:
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The percentages add to more than 100% because many respondents used multiple information sources.



repeat visitors and word of mouth continuing to predominate. 1his reinforces that visitors are very satistied with
their experience while visiting the region. The Bureau has developed a customer list (database) that serves as
the foundation for all of its marketing and communications efforts. The database is used to facilitate the
Bureau's customer relationship management (CRM) strategy, which revolves around an annual schedule of
targeted promotional emails. New leads are regularly added to the database. Once the contact is entered into
the database, the Bureau communicates with them regarding their interest categories. They are notified
throughout the season of upcoming events or special offers that might entice them to visit. The information
gleaned is considered in the development of the Bureau's overall marketing and communications plan.

| Love NY
TV / Magazines 2006
m 2005
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m 2004
Word of Mouth @2008

0
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Lake Placid Image Study
- Montreal DMA Analysis

March 5, 2008
Draft
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Exciting

Family Atmosphere
Worry Free
Luxurious
Sightseeing

Sports & Recreation
Unique

Affordable

Clmate
Entertainment
Popular

Olympic Atmosphere

*A measure of the degree of association between each factor
and whether destination is a place “I would really enjoy visiting.”

Importance

Relative Importance”




Luxuricus

First-class resorts
First-class hotels

Elegant and sophisticated restaurants

0 20 40 60 &80 100

Percent who strongly agree

[1Lake Placid B Competitors

16



100 ¢

oz
-

-y
-

B
o

rJ
-

Percent Who Strongly Agree

Tremblant Calgary Stowe LakePlacid The Adirondacks



Sightseeing

Beautiful gardens and parks
Interesting festivals/fairs/events
Excellent art galleries

Noted for its architecture
Excellent shopping

Excellant museums

20 4C 60 80 109
Percent who strongly agresz

[] Lake Placid B Competitors
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Entertainment

Exciting nightlife/entertainment
Great for theatre and the performing arts

Great musical events/concerts
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Excellent hunting

Excellent for rock/ice climbing

Unique scenery/setting unlike anywhere else
Elegant and sophisticated restaurants
Truly beautiful scenerylfsetting

Good for viewing wildlifa/birds

Popular with travelers

| often see travel articles about this place
Great for snowmohiling

Great musical events/concerts

Great for mountain/off-road biking
Noted for its architecture

| often notice aclvertising for this place

-30 -20 -10 0 10
Difference in Percent Wwho Strongly Agree

Note: Bolded items are attributes that are some of the most important image hot buttons for travelers



Good place for camping

Good for hiking/backpacking

An exciting place

Interesting festivals/fairs/events
Great snow shoeing

Exciting nightlife/entertainment
Great for walkingfsightseeing
Provides a unique travel experience
Noted for its unique local cooking
First-class hotels

Excellent cross country skiing
Excellent snow skiing/snowboarding

-30 -20

Note: Bolded items are attributes that are some of the most important image hot buttons for travelers

-10
Difference in Percent Wwho Strongly Agree
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Targeted E-mail Tracking Report

Segiment: Chillin'
Sub-Segment: Evenis
Date Sent: 5/10 /2007
Title: Farm & Greenhouse Tours
# of Emails Sent: 120,078 HTMI. 95251 Text:
Bad Addresses:
Sign Up [or Emails:
Word Count: postcard
Click Throughs:
Upen Kate Hits
hetp:/ /lakeplacidmedia.com/aploads /Email / redirect /greenhousel T TEXT _redirece.atm 404
hetp:/ S lakeplacidmedw.com,/ uploads /Emvail /epostcarnds, Greenhouse) g Pereenhouse 07 1alln
Toal 16,5210
Limi
hetp-/ Sakeplacidmedia com uploads /Emal /redivect /dadlk_redirest htmemeenhousel)7 147
herp:/ SMakeplacidmedw.com/aploads MEmail S redivect Schillpack_rediece htmrgreenhouse7 211
hietp-/ akeplacidmeda.com oploads /Emul Sredirect Mdadkchalhn_redieect. htmegrreenhonzels 131
hetp:/ Flakeplacidmeda com/fuploads /Email / redizece /pdfC ALL_edisect himrgeeenhouse(7 [
hietp:/ Sakeplacidmeda.com oploads S Emul Sredirect S postsummer_redhrect htmegreenhonse ol
hetp:/ /lakeplacid.com/Aash /whattode fz-search_events atm#greenhousellT L
hetp:/ flakeplacidmedes. com fuploade /PDEF fFaenGreenH ouse Towes. pd P owenhouseli7 1625
hetp:/ /lakeplacidmedia.com/aploads /Email / redigect fadkharvest_redirect. hem?greenhoused) 150
hetp:/ Makeplacidmedw.com/aploads /Email /redirect /4adk_reditect hime gieenhousel172 i3
hietp:/ flakeplacid conrgreon Fanzedd7 5%
herp:/ Sorwew lakeplacid.com Sshared femanl_offers.cfmegrenhonse 57 25
hetp:-/ Sy .Lal:-.-.'|‘:-|.-ar:i-.!.-.:|:-|'|'|,-"|:|'|'|.-3|.|,"'Hl'l'-:|'['|:-E:r|.-.'m|.,-"grl'-| nhoaseld T .clm 40
hietp:/ Aakeplacidmedia.com doplonds fEml / cedivect Sl _redizect htm? preenhowsed? a4
ITJtﬂh as of 5/29 /07 2,790
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Welcome to the County

Prince Edward County,
Ontario

Taste the County

28



