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Background and Methodology

Strata Research (Strata) was commissioned by the No  rth Lake Tahoe Resort
Association to conduct a research study aimed at ex amining reaction to the
2008 media campaign, which is designed to drive rec  ognition and ultimately
visitation to North Lake Tahoe.

The findings in this study reflect data collected f rom three phases.

The first, which will be referred to as “pre”, reflects data collected from January 4™ to January 6" 2008,
conducted in both areas prior to the launch of TV ads in the Los Angeles DMA.

The second, referred to as “LA post”, reflects data collected in the Los Angeles DMA from February 22" to
February 24" 2008, following the conclusion of the TV media buy in LA.

And the last phase, referred to as “SF post”, reflects data collected in the San Francisco DMA from July 11t
to July 13, following the conclusion of the TV media buy in SF.

Throughout the report, “LA post” and “SF post” were ¢ ombined and reported
as one definitive “post”, utilized for comparative purposes where appropriate.

In addition to gauging the awareness and effectiven  ess of the 2008 media
campaign, this study was also designed to:

— Understand the perception of North Lake Tahoe as a destination for winter / summer activities
— Understand how North Lake Tahoe compares to other competitive destinations

— Determine whether or not visitors make a distinction between North and South Lake Tahoe

— Examine travel behavior and tendencies among the target market segment

— Determine the effectiveness of the campaign’s messaging




Background and Methodology

Strata conducted a ten-minute online survey among r  esidents in Los Angeles
and San Francisco who were eligible for the survey. Respondents were

screened for the following criteria:
— Between the ages of 25 and 54
— Household income of at least $75,000
— Resides in Los Angeles or San Francisco
— Has visited Lake Tahoe in the past 12 months or
— Is very likely to visit Lake Tahoe in the next 12 months

A total of 814 interviews were conducted over both waves, 412 during pre, 402 during
post. The grid below summarizes the corresponding margins of error associated with
the following sample sizes at the 95% confidence le  vel:

Margin of error

Total (n=814) +3.4%

Pre (n=412) +4.8%

Post (n=402) +4.9%

Los Angeles Pre (n=200) +6.9%

Los Angeles Post (n=202) +6.9%

San Francisco Pre (n=212) +6.7%
San Francisco Post (n=200) +6.9%
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Summary of Findings

How did respondents overall react to the ad campaig n?
— The campaign has been effective in perpetuating positive opinions of North Lake Tahoe as a resort
destination, as awareness of the ad campaign increased from pre to post.
— Potential visitors who had been exposed to the campaign were significantly more likely to rate North Lake
Tahoe as better than other competitive destinations, and to visit North Lake Tahoe in the next 12 months.
—  27% of those interviewed had been exposed to the North Lake Tahoe ad campaign, either through print,

TV, direct mail, a bill board, or a combination of the four.
Though the TV campaign reached less potential visitors than the print campaign, evidence suggests that the TV
campaign was more effective in communicating messages such as North Lake Tahoe is a premier destination for skiing
/ snowboarding, and offers a ‘pure experience’ and a variety of activities for visitors.

— Overall awareness of the campaign increased from pre to post, from 22% to 30%.

So how did Los Angeles residents respond to the ad campaign?

— Recall of the North Lake Tahoe ad campaign increased from pre to post (24% to 28%).

— The print and TV ads were most effective at giving the impression that North Lake Tahoe is a premiere ski
destination, offers “pure experiences” for its visitors, and has a variety of activities to do; with TV driving
impressions that there is a variety of activities.

— Nine out of ten felt the campaign captured the essence of North Lake Tahoe being a captivating mountain
resort destination.

—  67% of those who saw the print ads and 71% of those who saw the TV ads indicated they were likely to visit
North Lake Tahoe as a result of seeing the respective ads.

— Among Los Angeles residents who have visited Lake Tahoe recently, only one in five (21%) indicated that
they made accommodations in North Lake Tahoe on their last visit, while nearly one-half (46%) made

accommodations in South Lake Tahoe.
However, targeting those who are still largely unfamiliar with the greater Tahoe area, as well as appealing to those who
stay predominantly in South Lake Tahoe could help to bridge this gap.




Summary of Findings

And how did residents in San Francisco respond to t he ad campaign?

— Awareness of the North Tahoe Print ads increased significantly from 21% in the pre-campaign to 36% in
the post-campaign.

— The TV ads were very successful at giving the impression that North Lake Tahoe is a premiere
destination for summer actives, such as kayaking, hiking, and biking. While both print and TV
perpetuated the impression that North Lake Tahoe offers a variety of activities and “pure experiences”.

—  50% of those who saw the print ads and 86% of those who saw the TV ads indicated they were now more
likely to visit North Lake Tahoe as a result of seeing the respective ads.

— The likelihood to visit stayed high yet slightly lower from pre-testing among San Francisco residents (83%
pre and 76% post), with Mammoth Mountain experiencing a significant increase in mentions of future
visitation.

— When visiting mountain resorts, San Francisco residents are most likely to make it a day trip or to stay
only one to two days.

What about visitors’ overall traveling preferences?

— Visitors frequent mountain resort destinations for the purpose of skiing or snowboarding an average of
two to three times during a typical Winter/Spring season, with the duration of such trips lasting three to
four days.

— Visitors to Lake Tahoe travel most often during the Summer (49%), followed by the Winter (27%), Spring
(13%), and Fall (11%).

Close to three-quarters (72%) of those who take vacations during the winter do so for the purpose of skiing or

snowboarding.
Beaches and tropical climates are popular destinations during all seasons.

— The overwhelming majority of visitors use the Internet when researching and booking accommodations for
travel, utilizing travel websites and/or resort websites.

— Approximately three out of five travelers believe that when selecting a vacation destination, the actual
destination itself is more important than a vacation package.
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Ad Awareness

Recall of all Lake Tahoe advertising remained ident ical in Los Angeles from
pre to post (52%), while recall in San Francisco wi  tnessed a slight decrease
(from 62% to 57%)).

The most likely media through which respondents were exposed to Lake Tahoe ads were magazines,
television, and the Internet.

— Among Los Angeles residents who recalled seeing advertising for Lake Tahoe during the post, 23% were
aware of the North Lake Tahoe television ad specifically; a slightly lower 18% of San Francisco residents
who generally recalled Lake Tahoe ads indicated having seen a television ad specific to North Lake
Tahoe.

In the past few months, have you seen or heard any  advertising for Lake Tahoe as a travel destination?
Base: Total (n=814)

Los Angeles San Francisco
(n=402) (n=412)
B % yes
Total (n=402) Pre (n=200) Post (n=202) Total (n=400) Pre (n=212) Post (n=200)

Where have you seen or heard these ads?
Los Angeles Base: Ad Aware (n=454) San Francisco
(n=209) (n=245)
S
o

X
®
<

61%
54%
55%
57%
55%

4%

3
10%
21%
23%
14%
3%
26%
29%
18%
16%
10%
11%
10%

50%

Pre (n=104) Post (n=105) Pre (n=131) Post (n=114)
B Magazine O Internet site B Television* B Email M Billboard O Posted in public (ie - pub) O Direct Mail* O Other
Indicates significant difference (pre vs. post) 9
[=RNORTH *Television and direct mail were not listed as aided options in the pre-test; therefore A b‘ STRATA

ILAKE ]'p,ﬂ[l[j results from the pre-test may be skewed lower and should be viewed with caution
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Ad Awareness by Campaign

Among the North Tahoe print, TV, and direct mail ca  mpaigns, the print
campaign appears to be the most recognized, both in Los Angeles and San

Francisco.
— Recall in San Francisco increased from pre to post for all measured campaigns, with print by a significant
amount.
— Netting back to the total, approximately one in eight (12%) of those surveyed in Los Angeles recalled
seeing the North Tahoe TV commercial that ran during January and February.
— San Francisco witnessed similar TV recall as 11% of total visitors indicated having seen the North Tahoe
commercial that ran this summer.

Ad Awareness by Campaign
Los Angeles Base: Total (n=814) San Francisco

30% (n=402) 5 35%
0 19% 21% 70/ (n—412)

24% 21% 9923%
15% 0 0
0 12% 904 14 A)110/i3%12%.3 /%%

Pre (n=200) Post (n=202) Pre (n=212) Post (n=200)
Indicates significant difference (pre vs. post)
Campaign Legend:
B Ski Lake Tahoe*

I North Tahoe Print [ ] FlyReno Tahoe*

|:| BTOB Logo** |:| North Tahoe TV*

- Step into Lake Tahoe*** |:| North Tahoe

Billboard***

|:| North Tahoe Direct Mail* |:| Play Reno Tahoe***



Awareness of North Lake Tahoe Campaign

Awareness of the North Lake Tahoe campaign  specifically increased in both
Los Angeles and San Francisco from pre to post, wit h San Francisco

witnessing a significant increase (from 21% to 36%)

— Considering both Los Angeles and San Francisco combined also yielded a significant increase in
campaign awareness from pre to post (from 22% to 32%).

Awareness of North Lake Tahoe Campaign (either thro  ugh print, TV, direct mail, or billboard)*
Base: Total (n=814)

TeIeV|S|on* Direct Mail* North Tahoe Billboard***

Los Angeles San Francisco
(n=402) (n=412)

B % Aware

Pre (n=200) Post (n=202) Pre (n=212) Post (n=200)

11
== HORTH . - .
LAKE TAHOE!  Indicates significant difference (pre vs. post) ~ *TV and Direct Mail not measured in pre  **Only measured in SF Post‘é‘ it P
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Ad Impressions: Los Angeles

While both the print and TV ad campaigns gave stron g impressions that
North Lake Tahoe is a premier destination for skiing / snowboarding, and
offers a pure experience for visitors as well as a variety of activities, it
appears that the television campaign conveyed key m essages of North Lake

Tahoe to viewers more effectively across all messag  es than did print.
— Television fared particularly better than the print campaign as an instrument to communicate that North
Lake Tahoe offers a variety of activities to experience.

How strongly did (the print/ TV) ad give you thei  mpression that...?
Base: Aware of North Tahoe Print/ TV Ad Campaign L 0os Angeles (n=121)

TOP 2 BOX “SOMEWHAT/DEFINITELY DID” SUMMARY

93% 96% govs  96% 96%

73% 79% 75%

65%

55%

North Lake Tahoe is a North Lake Tahoe offers North Lake Tahoe offers North Lake Tahoe is a North Lake Tahoe is

premier destination for a "Pure Experience" for a variety of activities to distinct community easilyaccessible by
skiing / snowboarding visitors experience separate from South plane
Lake Tahoe
® Print (n=97) O TV (n=24)

k%

Indicates significant difference
*Only asked in LA Post **T\/ sample size low between print and TV




Ad Impressions: San Francisco

Though the TV ad campaign appears to have been bett er able to get the
message across, both the print and TV ad campaigns gave strong
impressions that North Lake Tahoe is a premier destination for kayaking /

mountain biking / water skiing,  offers a variety of activities, and a pure
experience for visitors.
— Television fared particularly better than the print campaign as an instrument to communicate that North
Lake Tahoe is a premier destination for kayaking / mountain biking / water skiing.
— However, print seemed to do better bringing the message across that North Lake Tahoe is a distinct
community separate from South Lake Tahoe, and is easily accessible by plane.

How strongly did (the print/ TV) ad give you thei  mpression that...?
Base: Aware of North Tahoe Print/ TV Ad Campaign S  an Francisco (n=135)

TOP 2 BOX “SOMEWHAT/DEFINITELY DID” SUMMARY

95% 95%

86% 84%
77% 77% 0

65%
51% 48%

36%
r .ﬁ‘

North Lake Tahoe North Lake Tahoe North Lake Tahoe North Lake Tahoe North Lake Tahoe North Lake Tahoe

is a premier offers a variety of offers a "Pure is a distinct is easily accessible is a premier
destination for activities to Experience" for community by plane destination for
kayaking / mountain experience visitors separate from skiing /
biking /water skiing* South Lake Tahoe snowboarding
M Print (n=114) O TV (n=21)~**

13
Indicates significant difference
*Only asked in SF Post ***TV sample size low between print and TV




Ad Impressions (cont.)

Evidence indicates that the images selected for the print ads were well
chosen, as the vast majority of those surveyed asse rted that the pictures

illustrate the essence of Lake Tahoe asa captivating vacation destination

— Visitors in Los Angeles were significantly more likely than those in San Francisco to agree that the images
in the North Lake Tahoe print ads were representative of a captivating vacation destination.
Females overall were more apt than males to have felt the print ads portrayed Lake Tahoe as such.

Do you think the images in the (the print/ TV) ad illustrate the
essence of Lake Tahoe as a captivating vacation des  tination?
Base: Aware of North Tahoe Print/ TV Ad Campaign (  n=256)

Los Angeles San Francisco
(n=74) (n=90)
Net: Definitely /
Somewhat does  93% 92% 90% 100%

m Definitely does

O Somewhat does

50% O Neutral 43%
32% e
0 O Somewhat does not
9% T O Definitely does not 5%
Print (n=97) TV (n=24)* Print (n=114) TV (n=21)*

*Use caution when examining small base sizes




Effect on Future Visitation

In terms of the effect on future visitation of Nort h Lake Tahoe, print ads
resonated more with Los Angeles residents while tel evision ads more so with

residents of San Francisco.

— The percentage of visitors who indicated they were likely to visit North Lake Tahoe as a result of seeing
the print ads was significantly higher in Los Angeles when compared to San Francisco (67% vs. 47%,
respectively).

— When considering pre to post ratings, residents of San Francisco were significantly more likely to visit as
a result of a print ad post campaign launch vs. pre-campaign launch (58% to 31%).

How does the (print / TV) ad affect your likelihood to visit North Lake Tahoe as a destination
for skiing or snowboarding / mountain biking / kaya king / water skiing** in the future?
Base: Aware of North Tahoe Print/ TV Ad Campaign (  n=256)

Los Angeles San Francisco
(n=121) (n=162)

Net: More likely 67% 71% 50% 86%

28%

38%
39%

33%

® Much more likely

33%

O Somewhat more 52%
likely
i O Equally as likely 48%
29% 29% .

O Somewhat less likely 14%

Print (n=97) TV (n=24)* Print (n=114) TV (n=21)*

. . . . - - 15

*Use caution when examining small base sizes **ikelihood to visit as North Lake Tahoe as a mountain biking /

Indicates significant difference between LA and SF~ kayaking / water skiing destination was only asked in SF Post



Message Recall: Los Angeles

From pre to post, Los Angeles residents aware of ad  vertising for Lake Tahoe
were most likely to reference skiing/snowboarding a nd snow conditions

when asked what they remembered from the ads.

— Though recognition of messages related to non-stop flights into Reno were more prevalent prior to the TV
campaign launch, it was still the most recalled message overall as over one-half of visitors indicated
having been familiar with it when asked about specific messages from the advertisements.

— Approximately one in five recalled messages specific to the North Lake Tahoe campaign, with 26%
recalling “Pure Experiences”, and 15% recalling “N is for North”.

What do you recall from the ad(s) What messages , if any, do you recall from
that you saw or heard? the ad(s) that you saw or heard? (Aided)
Base: Ad aware (n=209) Base: Ad aware (n=209)

showboarding Tahoe / non- 60%
1 stop flights
Great snow / - 109 .
. 0
conditions In Snow We
Ski resorts - 13% .
Pure
T 0
Beauty of Experiences - 26%
Tahoe/scenic - 12% | 41% Net Recall
photos
Tahoe/Ski ) N is for North - 15%
Tahoe - 11%
The Bl
ue 9%
Room deals 11% World

*Responses receiving fewer mentions have been omitted

16



Message Recall: San Francisco

As for Los Angeles, those in San Francisco aware of advertising for Lake
Tahoe were most likely to reference skiing/snowboar  ding and snow

conditions when asked what they remembered from the ads.
— Though “Fly Reno / non-stop flights” was the most recalled message (36%), it was closely followed by
“Step into the Blue” (21%), and “The Blue World” and “N is for North” (both 16%).

What do you recall from the ad(s) What messages , if any, do you recall from
that you saw or heard? the ad(s) that you saw or heard? (Aided)
Base: Ad aware (n=245) Base: Ad aware (n=245)

Skii
ing / . 10% Fly Reno
snow boarding Tahoe / non- 36%
4 stop flights
Great snow / 14% ]
conditions - 0 Step into the
Roomdeals / J
B
packages
The Blue
| o
Beauty of Wor
Tahoe/scenic . 6% i
photos
N is for North - 16%
Gambling . 6%
T 30% Net Recall
Pure
- 14%
Ski resorts F 5% Experiences
il

*Responses receiving fewer mentions have been omitted

17



Website Visitation

Among those aware of the TV and direct mail campaig  ns, those who saw the
TV commercial were more likely than those who read the direct mail ad to

have visited the website as a result of seeing the ad.
— It appears visitors in Los Angeles were more inclined to do so than those in San Francisco as
approximately 3 in 5 LA residents (58%) visited the website as a result of seeing the TV commercial, while
3in 10 (33%) San Francisco residents indicated having visited the website as a result of the TV ad.

Did you visit the website as a result of seeing thi s ad?
Base: Aware of North Tahoe TV / Mail Ad Campaign (n  =50)

TV Commercial Direct Mail
(n=45) (n=5)*

Yes, 47% Yes, 0%
NO 53% NO, 100%

*Use caution when examining small base sizes

18
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Resort Awareness

Considering all visitors, when asked to recall moun tain resort destinations on
both an aided and unaided basis, Heavenly was the m  ost recalled resort
(78%), followed by Squaw Valley (72%) and Mammoth M ountain (67%).

— Mammoth Mountain (80%) and Bear Mountain (80%) were the two most recalled resorts among those
that reside in Los Angeles.

— Visitors from San Francisco were most likely to be aware of resorts in Lake Tahoe, with Heavenly (87%),
Northstar (84%), and Squaw Valley (82%) being the most recalled.

Resort Awareness (aided + unaided)
Base: Total (n=814)*

Los Angeles

69% 66% 0
62%  61% 560  56% 55%  54% 5006 49% 48%

74% 69% 44% 50% 45% 5306
36% 0 54% 53% 45% 50% 41% 37% o
(0]
i 16% 18% - —

Mammoth Bear Show Heavenly Vail Squaw Mountain Show Jackson  Park City  Telluride  Northstar Whistler - Bear
Mountain  Mountain Summit Valley High Valley Hole Blackcomb  Valley

San Francisco
(n=412)

87% 84% 0
0 82% 78% 77% 73% 72% 72%

55% 54% 54% 520%

60% 58% 60% 60% 63%
0, 0, 0,
45% 44% 58% 49% 51% 50% 5204
18% 19% 13% 12%
Heavenly Northstar  Squaw Alpine Kirkw ood Sugar Sierra at Boreal Vail Donner Ski  Whistler - Mammoth Bear Jackson
Valley Meadow s Bow | Tahoe Ranch  Blackcomb Mountain Valley Hole

B Unaided O Aided

*Resorts receiving fewer mentions have been omitted




Visitation Tendencies

The likelihood to visit North Lake Tahoe among thos e in Los Angeles
increased slightly from pre to post (from 64% to 67 %), while likelihood
decreased among San Francisco residents, though nei  ther change was

significant.
— Los Angeles visitors are more likely than those in San Francisco to be willing to travel out-of-state when
planning a trip to a ski resort destination.

How likely are you to visit the following mountain resort destinations in the next 12 months _ ?
Top 2 Box Likely / Very Likely
Base: Total (n=814)

Los Angeles
n=402
64%67%  13%69%  70%68%  [°%73% (n=402)
37% 33% 34%31% 30% 30%
r r 16% 18% 15% 16% 14% 15% -_
North Lake South Lake Mammoth Big Bear Colorado Utah Oregon Wyoming Idaho Another
Tahoe Tahoe Mountain (SanBern.) (anyresort)  (anyresort) (anyresort)  (anyresort)  (anyresort) destination

@ Pre (n=200) O Post (n=202)

San Francisco
83%7606  81%769 (n=412)

23% 200 % 200
18% go4 12% gop 20% 14%11% 11% 79 7% 7% 6% 7% 21%20%
: : B — -_| N e -_| .
North Lake South Lake Mammoth Big Bear Colorado Utah Oregon Wyoming Idaho Another
Tahoe Tahoe Mountain (SanBern.) (anyresort) (anyresort) (anyresort)  (anyresort) (anyresort) destination
B Pre (n=212) O Post (n=200) 21

Indicates significant difference (pre vs. post)



North Lake Tahoe Visitation Rationale: Los Angeles

Skiing / snowboarding as well as proximity to their friends and family are
driving forces in why visitors are  likely to visit North Lake Tahoe within the
following year, whereas the location being too far from home is the main

reason Los Angeles residents are  unlikely to visit.
— Other reasons offered by visitors who are unlikely to visit in the next 12 months include having a cabin /
timeshare elsewhere (13%) and having a preference for South Lake Tahoe (10%).

Why are you likely to visit North Lake Why are you unlikely to visit North Lake
Tahoe in the next 12 months? Tahoe in the next 12 months?
Base: Likely to visit (n=264)* Base: Unlikely to visit (n=63)*
o h ° Chome — :
snowboarding 17% home 30%
Proximity to | Have a cabin |
friends/family I 4% / imeshare | 13%
elsewhere
oo . Prefer South
Like it/Lowve it - 13% Tahoe - 10%
Already i Not in i
planned/annual - 12% proximity - 10%
trip i friends/family |
Quality of Visited
snow/skiing - 12% recently/Try - 8%
new
Plans made

Close to
home/proximity 11% to go 8%
elsewhere

*Responses receiving fewer mentions have been omitted
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North Lake Tahoe Visitation Rationale: San Francisc 0

Proximity to their location is by far the main driv ing force in why San
Francisco residents are likely to visit North Lake Tahoe within the following

year, followed by skiing / snowboarding.
— However, the distance to North Lake Tahoe is also the main reason offered by visitors who are unlikely to
visit in the next 12 months, followed by having a cabin / timeshare elsewhere and having a preference for
South Lake Tahoe (both 13%).

Why are you likely to visit North Lake Why are you unlikely to visit North Lake
Tahoe in the next 12 months? Tahoe in the next 12 months?
Base: Likely to visit (n=327)* Base: Unlikely to visit (n=28**)*

oty — °
/ proximity 44% Too far from home 25%

elsewhere

Skiing /
snowboarding Hawe a cabin / timeshare

Trip already
planned/annual - 8%

tri
b . Prefer South Tahoe - 13%

Proximity to o
friends/family I 6%

7 Visited recently / want to 8%
Like/Lowe it .5% try somewhere else . 0

Quiality 5% Not skiing this year 8%
snow/skiing

*Responses receiving fewer mentions have been omitted **Use caution when examining small base sizes




Competitive Comparison

Prior to campaign launch, favorable ratings from a
were significantly higher among Los Angeles than Sa
However, post ratings evidenced an increase across

competitive standpoint
n Francisco residents.
both areas, San

Francisco having increased significantly from pre.

Net: Better

competitive regional resort destinations (such as M

However, San Francisco post ratings witnessed significantly higher ‘worse than’ ratings than Los Angeles
(20% vs. 10%).

Overall, the percentage of visitors who believe Lake Tahoe is better than other competitive resort
destinations was significantly higher in Los Angeles.

As a ski / mountain resort destination*, how do you think Lake Tahoe compares to other
ammoth Lakes, Whistler, Colorado, Utah, etc.)?

Base: Total (n=814)

Los Angeles San Francisco
(n=402) (n=412)
40% 44% 25% 40%
B Mach beter
15%
25% 33% 0O Somewhat 26%
better
O About the same 53%
43% 46% 0O Somewhat A0
worse
O Much worse S
0 0
16% 10% 20%
I T 1 r T 1
Pre (n=200) Post (n=202) Pre (n=212) Post (n=200)

Indicates significant difference (pre vs. post) *Ski resort destination utilized in SF Post Survey



Competitive Comparison (cont.): Los Angeles

Residents of Los Angeles who asserted that Lake Tah  oe is better than other
competitive destinations cited the amount / quality of snow as the top reason
why, with more ski areas, the scenery, more after-s ki activities, and location

not far behind.
— Visitors who rated Lake Tahoe as worse than other mountain resort destinations often cited dissatisfaction
with the lack of after-ski activities and had a general notion that it is better elsewhere.

Why do you think it is better? Why do you think it is worse?
Base: Rated Tahoe better (n=148)* Base: Rated Tahoe worse (n=49)*
Amount/quality _ Few after-ski _
19% L 20%
of snow activities
arezl/lscl)\rr:riself[I of 17% Better 14%
runs
Better Lower .
. . - 14% amount/quality - 12%
views/scenic
snow

More after-ski
- 13% Too spread out - 10%
activities

Location F 11% Less varl'e ty in F 8%
terrain

*Responses receiving fewer mentions have been omitted
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Competitive Comparison (cont.): San Francisco

Consistent with previous mentions, those San Franci sco residents who
asserted that Lake Tahoe is better than other competitive destinations cited

location as the top reason why.
— Other reasons as to why it is better included the scenery, and more variety in resorts as well as ski areas.
—  Visitors who rated Lake Tahoe as worse than other mountain resort destinations often cited dissatisfaction
with the quality/amount of snow and a lack of activities when not skiing.

Why do you think it is better? Why do you think it is worse?
Base: Rated Tahoe better (n=100)* Base: Rated Tahoe worse (n=69)*
Location Less Snow /
closer to 34% quality of 31%
home snow

Better
views/scenic

Few after-

0, 0,
14% ski activities - 19%

More resorts

to choose - 11% Smaller 18%
from
More ski Less variet
areas/variety - 10% . . y - 12%
of runs in terrain
Snow

amoun/quality

.

More
9% 10%
0 crowded F °

*Responses receiving fewer mentions have been omitted
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Travel Behavior — When Visiting Lake Tahoe

When visiting Lake Tahoe, visitors often travel usi ng a personal automobile

and are most likely to make overnight accommodation s in South Lake Tahoe.
— San Francisco residents are significantly more likely than those in Los Angeles to make overnight
accommodations in North Lake Tahoe and to travel using a personal car.
— Visitors from Los Angeles are significantly less likely to make a distinct differentiation between North and
South Lake Tahoe, suggesting their lack of familiarity with the greater Lake Tahoe area.

On your last trip to Lake Tahoe, where did you make overnight accommodations?
Base: Visited Lake Tahoe in the past 5 years (n=669 )
46%

41% 38% 36%
30%
21% 18%
13% " 10% 10% 13% gy
W e R e
T T T T __|_| T
South Lake Tahoe North Lake Tahoe Lake Tahoe Reno Did not make overnight Other
(don't distinguish betw een accommodations
North and South)
H Total (n=669) O Los Angeles (n=273) O San Francisco (n=396)
91% What is your usual _ mode of transportation when traveling to Lake Tahoe ?
76% Base: Visited Lake Tahoe in the past 5 years (n=669 )
55%
21% 21%
10% 0
° 2% % 1% 4% 206 5% 1% 1% 1% 0% 0% 0%
T — T T __'_| T T
Personal automobile Airplane and rental car Airplane Rental car only Organized trip Other
(chartered bus, etc.)
M Total (n=669) O Los Angeles (n=273) 0O San Francisco (n=396)

Indicates significant difference between LA and SF




Travel Behavior — Research and Booking Tendencies

When researching travel and booking accommodations, the overwhelming

majority of visitors use travel websites and/or res ort websites on the Internet.
— Los Angeles residents are significantly more likely than those in San Francisco to use travel brochures
and/or a travel agent for researching a destination, and a travel agent for booking accommodations.
— Younger visitors (ages 25-34) are more likely than older visitors (ages 35-54) to use travel websites for
booking, whereas those between the ages of 35 and 54 are more likely to call the resort directly.

How do you typically research your vacation plans?
Base: Total (n=814)*

88%87%89%
66%68%640,  67%649,69%
49%49%50%
40%40%40%
249,28%
20% 14%18%11%

B o o

Travel w ebsites Resort / hotel Word of mouth Destination city Magazines / Travel brochures Travel agent Travel books
w ebsites w ebsites new spapers
M Total (n=814) O Los Angeles (n=402) 0O San Francisco (n=412)

How do you typically book your accommodations?
Base: Total (n=814)

48% 4504, 50%
29% 30% 2794
16%169% 17% 800
0
B ] 6% °7 4% 1% 1% 1% 1% 0% 1% 1% 1% 1%
= I
Travel w ebsites Resort / hotel w ebsites Call resort / hotel Travel agent Timeshare Usually do not make Other
directly reservations
M Total (n=814) O Los Angeles (n=402) 0O San Francisco (n=412)

*Responses receiving fewer mentions have been omitted
Indicates significant difference between LA and SF
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Travel Behavior — Seasonal Preferences / Frequency

Those interviewed travel most often during the summ er, and typically take 5

or fewer vacations each year.
— Very few visitors do the bulk of their traveling during the Spring (13%) or Fall (11%).
— Approximately three-quarters (74%) travel for vacation between 1 and 5 times per year.
— The majority of travelers believe that when selecting a vacation destination, the actual destination is more
important than a vacation package (56% vs. 17%, respectively).

During what season do you most How many times in a typical year
often travel for vacation? do you travel for vacation?
Base: Total (n=814) Base: Total (n=814)
Fall, 11% 24%
0,
Summer, 20% 21%
49% 15% 16%
. 5%
Winter,
27%
lto2 3 6t0o10 11 ormore

Spring,
13%

How important is a vacation package when deciding t o select a vacation destination?
Base: Total (n=814)

26% 56%

0% 20% 40% 60% 80% 100%

B Vacation package more important O Neutral O Actual destination more important 30




Travel Behavior — Destination Types

The vast majority of travelers who take vacations d
the purpose of skiing or snowboarding.

Fall.

What types of vacation destinations do you travel t

Base: Total (n=814)*

uring the winter do so for

Tropical climates are popular destinations among travelers during all seasons.
Hawaii and Europe were also frequently mentioned travel destinations during the Spring, Summer, and

0 during the Summer / Fall / Winter / Spring?

Summer Fall
33% (n=402)* (n=86)*
17% 22%
0
14% 12% 0% J 15% 12% 11% 11%
Beach / Haw aii Europe Mexico  Lake Tahoe Beach / Europe Haw aii Mountains / Ski /
Tropical Tropical Mountain  Snow board
destination destination resorts trips
Winter Spring
0
2% (n=218)* (n=108)*
28% .
22% 19%
17% 11% 9
Ski/ Beach/ Lake Tahoe  Haw aii Europe Beach/ Europe Ski/ Haw aii Mexico
Snow board  Tropical Tropical Snow board
trips destination destination trips

*Responses receiving fewer mentions have been omitted
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Travel Behavior — Ski Resort Destinations

Visitors take on average three trips to mountain re  sort destinations in a
typical Winter/Spring season, with the typical dura tion of such trips being 3
to 4 days.

— Los Angeles residents are significantly more likely than those in San Francisco to plan longer trips lasting
at least 5 days or more (27% vs. 14%, respectively).

How many separate trips do you usually take to ski When visiting a mountain ski resort, what
resort destinations in a typical Winter/Spring seas on? is the typical duration of your trip?
Base: Total (n=814) Base: Total (n=814)

1 h 17% Day trip }3%

0 1102 days -24%

i 510 6 days .10%

. roximatel
App y 9%

610 10 - 8% one week
] More than .
More than 10 P 2% one week 1%
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Respondent Profile

Total Los Angeles San Francisco
(n=814) (n=402) (n=412)
25-34 41% 41% 41%
35-44 34% 35% 34%
45-54 25% 24%

25%

Gender Total Los Angeles San Francisco
(n=814) (n=402) (n=412)
Male 44% 51% 37%
Female 56% 49% 63%

Income

$75,000 to $99,999

Total
(n=814)

23%

Los Angeles
(n=402)

22%

San Francisco
(n=412)

24%

$100,000 to $124,999

27%

28%

26%

$125,000 to $149,000

16%

17%

16%

$150,000 to $199,999

17%

17%

16%

$200,000 or more

17%

16%

18%

Education

Some High School

Total
(n=814)

0%

Los Angeles
(n=402)

0%

San Francisco
(n=412)

0%

High School Graduate

1%

1%

1%

Some College

10%

11%

9%

College Degree

48%

44%

51%

Post Graduate (Master’s)

27%

29%

26%

Post Graduate (Doctorate / Ph.D.)

14%

16%

12%
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Respondent Profile

Ethnicity T_otal Los A_ngeles San Fiancisco
(n=814) (n=402) (n=412)
Caucasian 59% 63% 56%
Asian 28% 22% 34%
Hispanic / Latin American 6% 9% 3%
More than one of these 3% 2% 4%
African American 1% 1% 2%
American Indian 1% 2% 0%
Other 2% 2% 2%
Marital Status e San Hanesee
Currently Married 67% 64% 69%
Never Been Married 26% 27% 26%
Divorced 6% 7% 4%
Separated 1% 1% 1%
Widowed 0% 0% 0%
Children under 18 in Household? Lo?niz%zlf > San(::zri(;i)s €0
Yes 48% 48% 48%
No 52% 52% 52%




