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B KR ND

The Ontario Ministry of Tourism and Recreation (MIR) conm ssioned Gillian
Tuffin Research Ltd. to conduct travel counselor focus groups. Past
studies indicated that travel counselors’ opinions reflected those of the
general public. Travel counselors’ opinions will be explored after each
season. The findings fromthe winter season were summarized in the
interimreport Issued in May. 1988. This report summarizes the findings
for the summrer canpaign, highlighting travel counselors’ opinions on
advertising, publications, travel trends and opportunities.
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RESEARCH OBJECTI VES

The objectives of the study were:

i) To learn travel counselors’ perceptions of current narket activity
in Ontario in the 1988 summer season

ii) To explore the travel counsellor's evaluation of MR s servicing
function.

111) To gauge the consumers’ |evel of know edge of MIR's publications
program

Iv) To establish whether or not the demands of the first tinme
caller/visitor are different fromthose of the repeat caller/visitor.
and the nature of those demands in the summer season.

V) To evaluate the travel counselors’ perception of the appropriateness
of the consuner summer publications

vi) To examne factors influencing the effectiveness of the current
sumer adverti sing.
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METHODOL OGY

Four focus groups were conducted to collect opinions and inpressions of
the summer program and service offered by MIR  Two groups were conduct ed
with counselors fromtravel centres. one with permanent staff and one
with seasonal staff. The follow ng locations were represented:

- Cornwal I (P), Prescott (9)

- Sarnia (P,S) Kenora (S),

- Barrie (P) 1,000 Islands (9),
- Niagara Falls (P), Fort Erie (S

- Wndsor (p,s), Ki ngston/ 401 (9S)

- Toronto (P), Hawkesbury (P).

(P = Permanent staff. S = seasonal enployee)

Two groups were also conducted anongst tel ephone travel counsel ors based
at MIR's Toronto headquarters. One group was conducted anongst

pernmanent, full-time enployees or contract enployees, the majority of whom
had at least two year’s travel counseling experience. The second group
was held with seasonal enployees, all but one of whom were working for MIR
for the first time.

It should be noted that the sanple represented a wide range of Ontario
travel centres, together with 6 permanent telephone travel counselors and
10 seasonal telephone counselors. The sanple, therefore, was
representative of travel counselors as a whole

The groups were conducted in a focus group facility equi pped wth one-way
mrror, and were tape recorded for subsequent report witing purposes.
The groups were conducted on July 12 and 13. 1988
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REPORT FORMAT

Traveller centre counselors were dealing with drop-in travelers already
on vacation in their areas enroute to another Ontario destination. in
addition to some “local” traffic. In contrast. the telephone trave
counselors were nore likely to be dealing with individuals planning a
holiday or weekend getaway. Thus. their perspective on the travel market
was a little different. ilowever, there was a high degree of consistency
between the information requests and changes noted by both groups of
counsel ors.  This report highlights any differences expressed by travel
centre counselors versus telephone travel counselors: when the term
travel counselor is not qualified. the views expressed represent those of
both travel ceatre and tel ephone counsel ors.

A brief summary of the highlights fromthis study follows this
introduction. Then. a nore detailed commentary is presented, illustrated,
where appropriate, with verbatim quotations from individual respondents.
Copies of the travel centre counselors and tel ephone travel counselors
di scussion outlines used in this research can be found in the Appendi x.



HIGHLIGHTS
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H GHLI GHTS

CURRENT MARKET ACTIVITIES

As in the winter phase of this studv. a high degree of consistency
was noted in the conments made by travel centre counselors and

t el ephone travel counselors relative to the key information requests
of summer visitors and callers.

The nost frequent requests were for information on. and Oaps of.
specific cities and areas. in particul ar

Toronto

Ot awa,

Ni agara Falls. and

“Cottage Country”

Accommodat i ons of all kinds were the second major area of interest.
Tel ephone and travel counselors identified a particular increase in
requests for canping information. and for provincial parks
reservations information. In addition. such requests were said to be
comng earlier in the year than in previous summers.

Canpi ng requests were generated from several distinct groups of
people.  Younger famlies fromthe U S. and Canada were |ooking for
cheaper alternatives to hotels and notels. Oder, retired couples in
canpers or RV S were looking for a leisurely way to tour the

province. Young singles were |ooking for an inexpensive, fun
vacation
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Potential visitors who balked at the potential intimacy of staying in
someone’ s home. but wanted a nore personalized style than a hotel at
a lower cost than an exclusive resort. requested the “Country I|nns”
booklet in a search for accommdation. This segment was also said to
be increasing

Finally, travelers visiting the cities were wanting to stay in the
hotel /motel chains but were anxious to get as good a rate as
possible, raising the need for a publication dealing with sumer
packages, akin to the winter packages book

The increase in famly travel led to increased demands for specific
Information on children's activities. Travelers wanted literature
on Wonderl and. amusenent parks. water parks, beaches and ot her
children’s attractions. Quebecers, in particular, traveling with
younger children found the lure of Wnderland irresistible and wanted
further information on children’ s activities.

Travel counselors in both the head office and the Individual centres
reported interest in area specific activities for adults. too.
Vacationers were less willing just to “tour”. they wanted to “do
things” and needed nore detailed literature on local events,
attractions. and activities. Interest in historical sites was a x
particular area of increased interest. Counselors identified a
trend to nore active involvenent in a vacation and a | essening
Interest in just sitting by a |ake or on a beach.

Finally, reqguests from summer visitors about fishing spots were
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Counsel ors also listed increasing requests for information on canoeing
bi ki ng, hiking, and ot her outdoor pursuits.

Travel centre counselors identified an increase in European travelers
versus previous years, especially in bus tour groups.

Both travel centre and tel ephone counsel ors perceived an increased
interest in Ontario from U S. residents of states further afield than the
normal border states

Counsel ors also noted a trend to increased. and earlier, vacation

pl anning, with canpsites being booked in My and accommodati ons gui des
requested six to eight weeks prior to a trip. However, the less prepared
less infornmed and “last minute” travelers still existed

Travel counselors identified a demand for sone inproved products.
services and publications to enhance MIR s current range. These included
Information on Bed and Breakfast acconmodations. instead of the
current Association |isting.
Sunmer packages information, with an enphasis on economcal rates
and package deals.
Bus tour packages, to overcone the problemof only being able to
hand out a limted quantity of literature to one bus group
Children's activities guides,
A child s travel kit to relieve the tediumof a |ong car journey,
I ncreased information on hiking and biking trails, outdoor and
adventure activities,
Information on ferry and bridge tolls and schedul es,
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Alimted role for VCR tapes in the travel centres was seen.
Counsel ors foresaw timng and practical problens with operating any
visual aid program especially in the busy sunmer nonths.

Travel counselors stressed the need for all MTR publications to be
avail able as early as possible prior to the start of the sumer
season.

THE TRAVEL CENTRE AND TELEPHONE TRAVEL COUNSELOR SERVI CE

Counsel ors believed television, newspaper and nagazine advertising
were prime sources of consuner awareness of the 1-800 nunber and of
travel centres thenselves.

H ghway signage al so played a key role in creating awareness of the
travel centres, as did Custons offices, and word of mouth
adverti sing.

Addi tional awareness sources for the telephone travel service nunber
were cited as:

consul at es.

aut omobi | e associ ati ons,

Mnistries.

travel agents and travel clubs,

tel ephone and 1-800 directories. and.

- word of nouth.
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Counsellors adm tted that their earlv sunmer season service could be
rated a little |ess highly, based on the need to train new. seasona
staff: information requests could take a little longer to answer

Permanent staff agreed that their ability to help plan a detailed
vacation itinerary for every caller or visitor was hanpered by the
sheer volune of requests. They accepted that their w nter service
could be viewed as a little nore personalized than their summer
service. Nonethel ess, they reported few consuner conplaints”

Counsel ors believed their high opinion of their service was
justified. based on direct verbal consumer feedback and via letters
and comments witten in visitors books. Their task was nade easier
by the high quality, free literature that MIR produced. which
generated extremely positive conments.

Telephione counsel ors perceived the U.S. traveller, in particular,
woul d view their service even nmore positively if the dispatch and
delivery period for information requests could be reduced. In
addition. the lengthy period on hold in the busiest season al so
caused some annoyance.

Travel centre counselors also reported traveller inpatience with the
line-ups in the busy periods. but no other service inprovements were
not ed.

The better informed. better planned summer travelers described by
t el ephone travel counselors were tvypified as:



Anot her emerging travel group identified by telephone counselors was
said to be:
U S travelers fromthe southern States.
more affluent.
interested in "nice", rather than “cheap” accommodations. and
ol der coupl es.

Seasonal tel ephone counselors identified another travel group who
were typified as uninformed or 111 informed. The group was conprised
of U S callers who were

m ddl e and |ower incone.

- less educated

famlies with children.

curious about what Canada |ooks Iike
This group could represent future potential travelers to Ontario:
they appeared to have no inmediate plans for a trip, but could be
enticed by the literature to plan a visit In the future.

Travel centre counselors clained their profile of visitors varied

across the season. In the early sumer, the typical visitors were
coupl es.
retired or “Col den Aged”,
- affluent.

- planning to spend a month in the province.
- possibly returning to Canada after 30 or 40 years,
- towing a canper or in an RV

The early season visitor was also typified by the business traveller.
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The high sunmer season travel centre vistors were:
- famlies.
- 30's and 40’s age range
with two or three pre-teenaged children
interested in children’s activities.

planning to canp or stay in |less expensive accommodation
from Quebec, the border States. or Ontario.

Travel centre counselors also noted an increase In visitors from the
southern states of the U S A

Both travel centre and tel ephone counselors claimed a high |evel of
repeat visitors and callers. Repeaters were identified by:
detailed publications know edge.
specific information requests.
physi cal know edge of the travel centre's facilities, and,
their own clains of previous contact.

Counsel ors clained the key difference between sumrer and winter
travelers was the famly orientation of the sumer travelers.
This, in turn, led to increased demands for “things to do". The
summer of 1988 was al so said to represent an increase in younger
fam lies traveling together versus previous years, |ooking for
canpsites and cheaper accommodations and outdoor pursuits.

PUBLI CATI ONS AND ADVERTI SI NG

Asin the winter groups, travel counselors played back nothing but
favorabl e coments on the quality and quantity of MIR publications
avail abl e

Travel ers were pleasantly surprised that the literature was
conplimentary, a fact that counselors had to stress. US
travelers were not accustoned to receiving free literature.
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Counsel ors dia express a general requirenent to add Prices. or an
indication of price ranges. to the Events and Accommodations guides.
whil e recognizing the difficulties of ensuring such prices were
up-to-date.

Counsel ors al so suggested that the Acconmodations guide be organized
bv city within travel association regions. and that all MIR
publications utilize the regional numbering svstem.

A general request was also made to consider organizing the "Summer
Events” booklet bv city within region. too. Counselors believed it
was nmore |logical to go to an area and then | ook for events and
attractions to visit. rather than vice versa.

New publications. or new L-listings. were requested to cover:
I ndi vi dual Bed and Breakfast establishnents. not just an
Association |isting.

- canoei ng,
- hiking and biking.
nmore exciting adventure vacations.
- historical sites.
- bus tours.
- propane and gas stations.
- beaches. pools. water parks.
- children's activities,
- farm vacati ons.
ethnic districts of the mpjor Ontario cities.
- senior citizens attractions. and.
- detailed city guides.
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Travel counselors stressed the need for publications to be as
conplete as possible, and to be available as early as possible.

French. German, Japanese. and Spani sh versions of the Traveller's
Encycl opedia were judged desirable.

Travel counselors credited MTR advertising with naking travelers

aware of the 1-800 number, the travel centres, and the existence of
specific publications.

The permanent travel counselors clained the public did not respond
as favorably to the new "Ontario, Incredible!" campaign as to the

old, famliar “Yours to Discover” canpaign. Seasonal staff did not
pl ay back negative conments about the new canpaign, recognizing that
It represented a shift forward.

All counselors praised the insert program as an effective vehicle
for creating awareness of Ontario and highlighting its appeal over
conpetitors.

Travel counselors saw the Atlantic provinces and New Engl and as
major sunmer conpetitors, appealing to the desire for peace and qui et
and a cottage by the water.

Quebec was said to be a competitor of increasing note for US
visitors. Frequent requests for information on “Toronto and
Montreal ” were heard by tel ephone counselors, believed to be the
result of increased Quebec advertising and pronotion in the U.S.
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Alberta and B.C. were said to be emerging as conpetitors by tel ephone
counselors, in that nore awareness existed in the Border States
after the Oynpics: however, the sheer distance elimnated them as
destinations for a two week autonobile holiday.

Ontario itself appeared different from other areas because it of fered
a conbination of holiday pursuits: peace and quiet and city
alternatives. In addition. in alnost every |ocation, Ontario offered
a range of ‘things to do”. summer travelers appear to be seeking
more active vacation options. in line with the trend identified in
the winter research.
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CURRENT MARKET ACTIVITY

Yost Freguent Summer Informmtion Reguests

Maps and citv I nformation

Travel counselors claimed the nmost frequent sumrer requests were for
information on specific cities and areas. in particular.
- Toronto.
Qt ana.
- N agara Falls. and.
- “Cottage countrv".

Such requests were often as vague as a question |ike:
". ..tell ne what to do in Otawa.” or.

"...we are going to Toronto for the weekend.
what can we do?” or.

“1l am going to Ot awa. | want to know about
the attractions. | want maps of Ontario.
maps of Otawa.”
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The travel counselors. faced with these general requests. tried to
probe to find out the type of activities the caller or traveller
might be interested in. and provide themwth the appropriate
literature and information. Thev often attenpted to find out. too
whet her the traveller required help with accomodations. Tel ephone
counselors claimed this kind of inquiry sometines led the caller to
feel as if he were being interrogated: on other occasions. it led to
requests for the Accommodations guide and Canping book. Counsel ors
pointed to this as an exanple of how skillful a counselor had to be
at eliciting information on the publications which could be nost
useful to a caller. Wile travel centre counselors reported a
simlar reluctance by visitors to divulge information on their
vacation plans. this was often based on a fear that additional
brochures woul d add significant costs. Once visitors knew the
publications were free. thev were nore likely to ask for help in
accomnmodations as well as area attractions and maps. |n the summer
time. however. there were also those travelers who just wanted the
maps for their journev and their destination. Thev did not have tine
for anything else. thev were anxious to continue with their journey.
As one counsel or reported:

“They want the road maps: people conme in and
say. “Can | have a road map?” and they're
gone out the door before you can even ask
them “Wuld you like an Acconmodations
guide? or, Can | give you a sightseeing
guide?”, they are gone. It is surprising how
people are in such a hurry.”



Accommodat i ons

Amongst the counselors included in this series of focus groups. maps and
specific city information were the nost frequent sumrer requests.

fol l owed by accomodations requests, specifically for canping

Counsel ors on MTR's permanent staff clained that interest in canping
both in tents and trailers. had been increasing steadily over the past
two or three seasons: they highlighted canping as a vacation trend that
could be serviced with even nore publications. As noted in the wnter
season groups, requests for canpground information. and for provincia
park reservations. appeared to be starting earlier in the year.

Counselors in this study clained there appeared to be the sane trend
towards earlier planning with frequent canping inquiries in My and

June. However, there were still a large nunber of travelers who called
in the last week of June. |ooking for canping spaces in a provincial park
on the July 1st weekend, and who could not understand why all spaces were
booked.

No one individual profile emerged of the “canper”. There were severa
different groups of people identified as requesting canping information
ranging from the traditional famly group to young singles and ol der,
retired travelers. It was clained that canping offered an inexpensive
alternative for the famly who

". ..just wanted to get away for a week.”

Such famlies were often In their 30's. with young children. and were
likely to be “local”. Famlies from Welland. St. Catharine's. and the

Ni agara region were likely to drop into their travel centres to co. lect
canping information. Visitors fromthe U S. also wanted canping
information: they were said to be a little older, into their 40°'s with
correspondingly older children. They wanted to know about the canpsites.
especially the availability of shower facilities. in addition to
information on the extent of bears. U S. callers were nore likely to ask
whet her or not they should bring guns for protection




S

Yot al|l canpers were interested in tents: manv had canper vehicles.
especially the older. retired couples traveling fromthe U S.. who
intended to take a leisurely vacation touring the province. Wile this
group was highlighted as inportant for Fall travel requests. they were
al so represented in the sumrer

"I find that the ol der couples that come in
are retired. and are in an RV. GCenerally, we
have to route themall the way to Kenora
because they are going to be there. They are
going to go right across Canada.”

The last group, the younger singles, were |ooking for canpgrounds in
provincial parks for a social weekend. Younger males wanted to know
the “popular” spots, since

"...they want a party,”

and were particularly interested in the various al cohol bans in the
parks. In addition, camping facilities in Collingwood and Wasaga Beach
were frequent requests. \While the young singles tended to tel ephone to
check this information, the family groups and ol der couples were just
as likely to drop into a centre or to call the toll free nunber.

I ndi vidual centres varied in the proportion of the different groups
they encountered, although in Barrie, all three of these groups
appeared to be represented in ternms of canping requests

“I would say that does not agree with what we
find in Barrie. |t is a really good mxture of
age groups. The young couple that you have
mentioned is equally balanced in Barrie by the
seniors and the people with an ol der famly.”
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In addition to an increase in tke nunber of requests for canpground
information. other types of accommodation requests had al so increased
this summer. Frequent demands for “Bed and Breakfast” had been

heard, mainly from Oiddl e aged couples who were vacationing al one

| eaving their children behind. Wile this represented a cheaper form
of accommodation, counselors felt that noney was not the only
notivation. Travelers had heard that “Bed and Breakfast” offered a
more personal, different acconmodation experience, and was recogni zed
as a European phenomenon. Mddle-aged, U S. travelers were anxious
to experience the difference.

‘*Peopl e don’t want major hotels anynore. There
was a tinme when you woul d be asked for the
chains. they wanted a chain hotel. now people
want Bed and Breakfasts. | think that is the
European influence. ”

“There seemto be a lot of people trying “Bed
and Breakfast” for their first time lately.

They say that they have heard about it froma
friend. . .Particularly fromthe States, they say
that they have heard about it fromtheir friends
who went to N agara-on-the-Lake and stayed in a
“Bed and Breakfast”, how good it was.”

Associated with the trend towards nore personal, “Bed and Breakfast”
acconmmodation was the increased interest in staying in country inns.
These often represented a cheaper alternative to resort acconmodations,
and offered the nmore friendly, personal acconmodation experience but
they stopped short of the intimacy associated with living in sonmeone’s
house. Travelers did not have to worry about conversing with the host
at breakfast and doing the dishes. Country inns offered, "...a little
bit of finesse for an American, " who wanted a change fromthe note
chain style
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Travelers still wanting the nore traditional hotel accommodations were
visiting the mjor cities. These tended to be younger- to m ddl e-aged
couples with children who were | ooking for an inexpensive hotel or note
downtown, with a pool, for $20 to S30 per night. They were often

di smayed at the cost of chain accommodation. and especially mffed when
they had to go on and nmake their own reservations! The absence of a
specific sumer packages booklet. wth discounts for hotel rooms. was
mentioned as a potential area for inprovenent.

Children's Activities

Travelers fromthe U S.. Quebec, and within Ontario were all looking,

". ..tor things to do with the children.”

" for a day’'s outing,’* or.

" ..tor a heach for the children.*’

Irrespective of the final destination of the heliday, and the length of
the vacation, visitors and callers were anxious for information on
children’s activities and places of interest for children

Wnderland did, of course, top the list of specific inquiries for
children's activities, and was frequently volunteered as a potentia
outing by counselors. Television advertising for Wnderland by

MDonal d’s, by Wnderland itself. and in the MIR spots. pronotions via
McDonal d's restaurants. and word of mouth have all stimulated interest
in Wonderland. Tel ephone counsel ors answering the French |anguage
lines in Toronto clainmed an overwhel mng nunber of their inquiries were
related to Wnderland. As one counsel or said.

“There is such enthusi asm when Quebecers call
about it, that ad is like a drug with those
people, they are really enthusiastic.”



U.S. callers were also drawn to Wonderland. Thev had heard of,
"...this big amusenent park sonewhere up there,”

and wanted to conbine a visit to Toronto with a visit to
Wonderland.  Hence, their requirenent for a hotel ‘*close by”.

Final ly, Wnderland had an inherent appeal to recent immgrants to
Canada. It was close enough to Toronto to satisfy the demands for a
day’s outing. Recent inmgrants from Europe, Asia and the

Cari bbean, |ike many Quebecers. had no real experience of theme
parks. and Wonderland offered a very different. exciting imge. As
noted above. the bulk of inquiries about Wonderland came from
famlies with children in the 2 to 10 year old age range. However
there were also the younger singles, in their 20's. from Quebec, who
were attracted by the prospect of a fun weekend away.

Wil e Wonder| and was the nost frequently nentioned “activity”, there
were al so requests for information on African Lion Safari and Marine
Land. Both these were perceived to be day trips from Toronto. and
were frequent requests from “locals”. Travel counselors m ght
suggest these as side trips if they were involved in discussions of
a traveller's route but. as many |anmented. the volune of calls and
visitors in the sunmmer nonths reduced the time they could spend
truly counseling each individual on their holiday plans.
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Area and Adult Activities

Not all famlies with children wanted activities that catered solely
to children. There was a requirement for attractions that would
appeal to the whole famly, since adults and children all had a
requirement to

" . .do sonmething for the day.”

Travel centre counsel ors spoke of travelers arriving with the
request.

" ..what can we do within an hour and a half of here?”

Such travelers had crossed fromthe U S and wanted to do sonething
“Canadian” for the day. Counselors in Nagara Falls frequently
encountered the need to plan a day’'s activities for a US. famly in
their area. while counselors at the eastern border crossings
suggested trips to Otawa. Any travel centre could be faced with two
or three business people arriving and asking what to do for the day.
Counsel ors had to be able to provide local area activities.

Such requests were not always as vague as those outlined above. An
increasing interest was being expressed in historical sites and
counsel ors suggested a nore specific publication could be helpful in
this area. Requests for information on Upper Canada Village, Black
Creek pioneer Village, and forts were said to come fromboth U.S. and
Quebec travelers. Wile telephone counselors could usually provide
more specific information than that provided in the Traveller's
Encycl opedia, they claimed they had to go through their files and
frequently telephone the caller back. This slowed down the response
system and was felt to be a big enough area of interest to warrant a
specific publication
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Fi shi ng

Inquiries about fishing rules and regulations, good fishing spots

and fishing associations were nentioned nmore by tel ephone counselors
than by travel centre counselors. Presumably, the preponderance of
border crossing point centres would explain this bias. Fishing
inquiries came largely from ol der men. usually from the M nnesota
Erie areas. Counselors clained that such callers had often been to
Ontario fishing spots before, but were considering new venues and
want ed up-to-date licence and regul ation information.

‘“*The majority of cases is nmen comng up
fishing, and it is sonme place that they have
been comng to for ten years and going to
that sanme |ake. And they are thinking of
trying another one this tinme. They ask if
you can send down sone information, or they
want the new fishing regulation guide.”

Serious fishermen usually knew what they wanted: however, telephone
counselors also had to deal with callers who had a vague image of
Ontario as a vacation destination that conbined both outdoors and
city pursuits. U S couples wanted to find a vacation spot in
Ontario that would allow the hushand to fish, the wife to visit a
shopping mall. and the children to swimat the beach. Counselors
were offering such callers information on stocked ponds in
conservation areas that could be close enough to Toronto to satisfy
the other famly menber’s needs.

While the five topic areas reported on above represented the nost
frequent summer information requests, counselors also listed hiking
and biking and other outdoors activities as frequent areas of
inquiry. \Weather conditions, road conditions, and custons

regul ations rounded out the general list of frequent inquiries.
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Qbservation on the Tvpical Summer Traveller

The range of visitors and callers that travel counselors interfaced
with is extrenely varied. and defining a typical visitor or caller is
difficult. In the previous section. counselors did pinpoint
“typical” denmographic profiles for callers and visitors who nost
frequently requested specific information. Counselors also offered
some general perspectives on the typical travelers and callers. For
exanple. travel centre counselors clained that there was a
perceptible increase in European travelers in the 1988 sumrer season,
especially bus tours from France. Counselors from different centres
nent i oned

". . . bus loads and bus |oads.”

nore than in previous years. In addition, bus tours of both students
and senior citizens fromthe U S. appeared to be on the increase.

In Toronto. in particular. an increase in oriental visitors and German
visitors was noted. Such visitors were frequently equi pped with sone
I nformation on Canada, obtained from overseas consul ates and
enbassies, but stopped in at a travel centre to augnent their supply.

The representatives fromtravel centres at the U S. border crossings
points claimed the majority of their visitors were fromthe border
states: Mchigan, Chio, New York, and Illinois. Simlarly, telephone
counsel ors mentioned these as frequent points of inquiry. However,
both travel centre and tel ephone counselors had noted an increase in
travelers fromthe southern United States: Texas, Ceorgia, and
Virginia were all nentioned. These travelers were identified as new
in 1988, often wealthier, with nore tinme to spend on . vacation
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The other new characteristic noted in 1988 by the permanent

counsel ors was a trend to increased vacation planning. Counselors
noted that nore travelers had acconmodations booked before they
arrived in Ontario. Travel ceatre counselors wondered whether sone
had already called the 1-800 number and received an Accommodati ons
guide and arranged their bookings. At the travel centre, these
travel ers wanted to pick up routing information and publications on
area attractions and activities.

“What | found a trend this year, conmpared to
| ast year, | found a lot nore already have
accommdat i ons booked this year. “Do yQu
need information on accommodations?” “No. we
have it booked already.” Wat is surprising
me this year is that they have already got it
booked: |ast year we had “I’ve got two weeks
of f, what can we do? Plan out my vacation
for me for two weeks, lady, and | want this,
this and this.” Nowthey seemto be a little
bit more organized. | don’t know whether it
is because of our inserts and they are
getting a few nanes, or...’

This thought was echoed by other counselors who agreed that,

*. ..people are much nore prepared than they
used to be.”

Tel ephone counsel ors had noted simlar. earlier requests for
information, with canpsites being booked in May rather than July, and
travel ers requesting information six to eight weeks prior to their
departure. rather than the week before.
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There were. however. still the “last mnute” groups. Tel ephone
counsel ors spoke of callers being annoyed that an information kit
woul d take two weeks to reach them when their planned departure date
was only a week away. Travel counselors told tales of US. visitors
crossing the border for their vacation in Ontario wthout even a map
of Ontario, wth no accommodation reservations, just a burning desire
to go to Niagara Falls and a request for

" .a map of Canada.”

This latter group of less prepared, less infornmed visitors was nore
likely to be annoyed, too, at the need to use Canadian currency and
stanps rather than their US. dollars and postage stanps. They were
more |likely to criticize the Canadian netric system and expect

Canadi ans to somehow | ook different. Wile travel counselors did
believe the size of the uninformed traveller group was shrinking. it
was still a sizeable minority of travelers, requiring expert

assi stance and information

New Product and Service Opportunities

In the course of discussing frequent information requests
suggestions for new products and publications to inprove MIR's
service to the traveling public were isolated. Reflecting the
increased interest in a wder range of accommodations options
several counselors expressed a desire for a “Bed and Breakfast”
guide. The current listing of “Bed and Breakfast” associations was
of very limted use to the traveling public. Travelers were
dismayed to find the MIR listing just pointed themto another

organi zation to contact, of limted useful ness when they needed

i medi ate accommodation for the next few nights
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The listing was a little nore useful to telephone callers. sonme of
whom had tine to go on to contact the relevant area organization

but it still generated conplaints. Travelers expected MIR to
provide a list of “Bed and Breakfast’'* establishments, just |ike they
did for canpsites, resorts and hotels. Travelers and |ess
experienced counselors did not fully appreciate the difficulties
Involved in maintaining a listing of individual enterprises |ike Bed
and Breakfast establishnents. They were responding nore to the
information requests of the traveling public, who wanted an
alternative to hotels, notels. or campsites.

Counsel ors did point out that they told travelers they could buy a
guide fromthe local bookstore if they did not have tine to contact
the Bed and Breakfast Associations: travelers found this advice
sonewhat incongruous, given the wide range of other free
publications available via MIR.

Several nore experienced counselors were aware of the practica
difficulties associated with a Bed and Breakfast listing: they
pointed to the seasonal nature of the business, the difficulty of

i mposi ng any mni mum standards, and the difficulty of conpiling one
accurate and conplete listing. Nonetheless, it the demand for this
type of accommmodation continues to increase. it could warrant a
renewed Investigation of its feasibility. In the neantime, however
| ess experienced and seasonal counselors may need the reasons
behind the lack of an establishment |isting re-emphasized.
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Counsel ors in travel centres also highlighted the need for special
information kits for bus tours. This was raised by the counselors
inthe winter focus group sessions. too. The [imt of ten maps.
encycl opedi as. and gui de books per coach appeared arbitrary and
discrimnatory to bus tour members. Visitors did not appreciate why
they should be treated any differently fromtravelers in cars or
canpers. As they perceived it,

“They are as nuch a tourist as the other
guy . (Bus tour nenbers) are going to cone
back with their fanmilies. He is spending as
much noney as the single traveller, so why
shouldn’t he get the same service?”

Counsel ors spoke of the bad inpression that the treatnment of bus
tours could create. They felt the eyes of the whole tour group
staring hostilely at them As one woman said,

“You try to conpensate, but you still feel
like they are being slighted somehow. ”

Some even chose the arrival ofa bus tour as the time for their
washroom break. to avoid possible confrontations. One counsel or
spoke of the degree of disconfort such encounters coul d generate:
bus tour travelers got really upset and centre counselors resorted
to giving out the head office tel ephone nunber to the tour
co-ordinator so that the conplaint could be passed on. Cearly, it
I's not practical to stockpile huge quantities of materials for bus
tours, but counselors felt consideration should be given to the
devel opment of a “bus tour package”.
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Travel counselors were expected to be able to provide visitors and
callers with detailed Canada Customs regulations. This was not a

service they believed they should be able to offer but. nonetheless

travel ers were annoyed when they could not answer customs
questions. Possibly, information kits sent out by the telephone
centre coul d enphasi ze the need to check custons regul ations at
their point of border crossing. Centres were also not equipped to
handl e information requests for maps of other provinces or the
border U S. states. Travelers did not understand why an Ontario
travel centre did not hand out Quebec or New York State nmaps

consi deration coul d be given to stocking the relevant maps for the
adj oining province at border crossing centres to enhance the inage
of the hel pfulness of the service generally.

Wiilst the areas Oentioned above were sources of traveller
irritation. counselors did not feel they should or could help in
these areas. In several other areas, however, travel counselors
woul d appreciate nore specific publications or additiona
publications. As noted in the opening section, the requests for
children’s activities and outings were high in the sunmer of 1988.
Counselors would like a “Children’s Activities” booklet or L-1ist,

" wth the water parks. anusement parks
sonmet hing that woul d be geared to children to
show the traveller where they are going. ..”
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A natural corollary of a publication for children was believed to be
a kit to occupy children, both in the travel centres, While parents
were obtaining information. and in the car. to help relieve the
tedium of the journey. Counselors suggested,

“Maybe they could have a booklet with
different puzzles and stuff for different
ages, like a colouring one for kids, a
dot-to-dot and a word search, |ike our
incentive ganes. Put something l|ike that
together, and it would cover all ages.”

Such a kit woul d augment the stickers and buttons already handed out
to children

QO her areas of inquiry that counselors believed could justify
L-listings included ferry and bridge information. Travelers wanted
to know crossing times, costs, and the rules and regulations relating
to vehicles on ferries and cycling over bridges. Simlarly, nore
literature on cycling was requested. Counselors noted an increased
interest in bicycle paths, cycling along the Bruce Trail, and genera
requests for scenic bicycle routes. L-lists for biking and hiking
routes would be wel comed.

The frequent inquiry for “something to do” in a particular area led
counsel ors to suggest a nore conplete Events guide for each area
Counsel ors themsel ves knew of |ocal festivals or new theatres that
were not included in any of the MTR publications. They recognized
that they thenmselves were remss in not followng up with-the |oca
organi zers to ensure inclusion in the next booklet. but suggested.

" some way to advertise. or to get letters out
to the various travel associations. to reinforce
the fact that we do have the Events guide and to
pass the word and encourage subm ssions. ”
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As a conplenent to literature in the travel centres. it was suggested
that VCR tapes or filns could be used to tell the traveller a little
nore about a specific location or route. Films were already in use
in the Eaton centre facility, and the representative fromthat trave
centre believed visitors appreciated the experience.

“After they have seen the film they like it very
mich . It gives them a general feeling of the
place (Ontario). Pictures are worth nmore than a
t housand words, going through the Encycl opedi a
with pictures is fine. but seeing the nmovies. it
gives them a sensation of different places.”

Wile it was felt that a 15 mnute general novie mght be acceptable in
Toronto, representatives of the other |ocations clained any tape coul d
only be 5 miniutes |ong, and should be area specific: for exanple

". ..what to do on the way to N agara Falls,” or

", ..the local attractions. . . just little clips.”

Short, localized feature films coul d augment the printed information, but
counselors foresaw a range of practical inplications. Counselors did
not want to encourage visitors to view the centre as an entertai nment
hooth : they feared an influx of children and seniors | ooking for a coo
spot on a hot day watching novies! They also foresaw scheduling
conplications if one visitor wanted to see the N agara Falls tape whil st
another was interested in the Nation's Capital tape

There was a general perception that the counselors were busy enough in
the summer nonths without the additional headache of scheduling and
playing video tapes. They appeared to want nmore printed literature to
hand out on the area attractions in preference to visual aids. They also
noted that such a service could have nore use in some centres than in
others. and should be |ooked at on a local basis.
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The requirenent for a Bed and Breakfast guide has already been

noted: counselors also noted a need for a summer packages book,
simlar to the existing Wnter Packages book. but enphasizing
econoni cal accommodations and di scount deals with hotel or note
chains. Counselors claimed that the existing resorts book was only
really of use to those travelers to whom*“.. ..meney i S no object,” an
increasingly rare species. The majority of travelers who wanted
hotel or motel accommodations, rather than canping or Bed and
Breakfast, were looking for econonical rates.

“Very rarely do | get someone in ny centre
who is not |ooking for a deal. Everybody
cones in and says, ‘*l want a nice, cheap
place to stay,” and that is the number 1
request.”

Counsel ors were aware that some hotel and notel chains offered deals
t hroughout the year, but they could only spend tine telling

travel ers about them when there were no line-ups. They perceived a
sunmer packages booklet would be in great demand. They also

recogni zed that such a booklet woul d have to be available at the very
begi nning of the sumer season to send out to telephone callers to
enabl e themto make reservations far in advance. |Indeed. this led to
a general statement that all summer publications be issued in March
or April to cater to the trend to increased planning by many

travel ers.

Counsel ors reported that summer travelers wanted and expected to be
able to use the travel centres as reservations desks. a point noted
in the winter sessions as well. Wile this is clearly not a
practical consideration, it |led counselors to repeat the request for
publication of toll free nunbers whenever possible to assist the

traveller.



-19-

THE TRAVEL CENTRE AND TELEPHONE TRAVEL COUNSELOR SERVI CE

Source of Awareness of the Service

Counselors in both the travel and tel ephone centres believed
advertising was a prime source of awareness for their service. They
included both television and newspaper advertising in this category,
along with magazine advertising in US. publications like Gour net
Magazine and The Snithsonian. Travelers obtained the 1-800 nunber
fromthe advertisenents, and subsequently called, or they held on to
the newspaper and used that as their reference point at the centre.

" . ..advertising on television. and | know a |ot
of Anericans conme in and they have newspapers
and they have all of the publications. they
say, “l want this and this and this.”

As in the winter nmonths. many sunmer travelers becone aware of the
centres just by seeing signs on the highways. Representatives from
travel centres at border crossings. in particular, felt their
visibility was good.

“I'n sarnia, when you cone off the bridge, we
are right there. There are signs.”

“CGenerally, at all of the border crossings or
on the nmajor highways we are noticeable.”

The currency exchange service at border crossings al so encouraged
travelers to stop in for information.
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Telephone travel counsel ors knew that advertising was a key source
for the 1-800 nunber, but they also believed their nunber was
di ssem nated by:
- consul at es
aut onobi | e associ ati ons.
the Mnistry of National Resources,
the Mnistry of Agriculture.
- Canadian Tire Travel Cub,
- travel agents,
- telephone directories, and
1-800 directory in the United States.

In addition, successful dealings with a travel counselor encouraged
word of nouth referral of the 1-800 nunber, and of travel centre
| ocati ons.

Travel centre counselors believed their counterparts at the

t el ephone centre reconmended that travelers drop in at the centre
nearest their destination to pick up nore local information. In
addi tion. Customs officers at the border were known to recomend
visits to the travel centres. Finally, travel centre staff

t hemsel ves recomended visits to other centres to augment their |oca
know edge. As one counsel or stat ed.

"We generally refer people to the other centres
because you are limted on certain areas.
sonetinmes you just don't get enough of a
certain brochure so you try to get themto stop
in, even for directions, or nore individua
brochures on that area.”
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Assessnent _of Service Levels

Travel centre and tel ephone counselors agreed that the service they were
able to provide the traveling public was excellent. Representatives from
both counseling services claimed.

.we bend over backwards for them”
intrying to provide information. As a travel centre counselor said.

*1 think our service is excellent. | think
our Mnistry does a trenendous job. | really
do. Qoviously there is room for inprovenent,
but | think I would say borderline excellent.”

As this respondent indicated, any service is capable of inprovenment
and several counselors recognized that. at the beginning ‘of the
sumver season in particular, the service rating mght not be quite as
high. The high seasonal information demand necessitated seasona
staff: these individuals were less well versed in the literature
avai l able. and took nore time to service visitors or callers. In
addition, seasonal staff may not be resident all year round in the
area they are enployed in and. hence, detailed local know edge coul d
be nore linted. Seasonal telephone staff adnmitted that,

“I't takes you |longer than you expect to | ook some-
thing up... and they (the caller) are in a bad nood.”

By the tine this study was conducted, counselors generally believed
their ability to service had risen back to the excellent level. The

only linitation to their service was tine: as they said

". ..we just have to get through as fast as we can.”
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Some counselors were a little frustrated by the need to service the
public so quickly. They felt they gave out all the required
literature. but often wi shed they had more time to spend with each
visitor to maximze their travel enjoynent.

“We are too busy. and we don’t have the

time. W can certainly give everybody all of
the literature, but we don't have the time to
spend with themto help themto plan their
vacation and give themthe |evel of service
that they mght need.”

Some counselors tried to spend time, wherever possible, with

travel ers who really needed help or who were planning a |engthy,
province-w de trip, but the overall volume of traffic nade such
specialized service difficult. Simlarly, telephone cousellors spoke
of dealing with very specialized information requests fromcallers
that required call backs: for exanple, the listing of Bridge O ubs
in Barrie was not always imediately on hand. Such callers were
called back, often nuch to their surprise and delight.

“I'f you do call them back, they are really
polite, and | have gotten sone Americans who have
said "You are so polite, your service is great.”

Direct feedback, as quoted above, was one way telephone counselors
found out that their service was great. They also had letters from
travel ers who appreciated their help. Mre frequently, consumer

f eedback came at the time of the call. Quebecers noted their
appreciation that someone in Ontario spoke French, as the follow ng
quotation from a tel ephone counsel or highlighted.
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"Quebecers | ove our service, | think. Wen
you do a French call, they are so appreciative
that they have found sonebody that speaks
French in Ontario that in the comrents, it
nmakes you so proud. and you just go onto the
next call. They make it really worth it
sonetines, they are so appreciative.”

Simlarly, US. callers favorably comment on the service they receive

from tel ephone counselors versus counselors in other provinces of Canada
or in US. states.

Anot her counsel or spoke of the new initiative to help the physically
chal | enged by asking,

" . 1f You have any special needs.”

in the course of a call. The physically challeged picked up on this
phrase and really appreciated the attenpt to help.

Counselors from the travel centres often had more concrete proof of
positive public opinion via the conpliments in their Travel Centre guest
books . Travel ers appreciated the friendly service of the staff, the tine
spent hel ping them and the quality of the information they received.

“We get a |ot of people who have been through

Custons, it is hostile. Then they are on the 401
traffic is awful, they are not really having a good
tinme. and they come in and you smle and chat with
them and ask them where they are going, how their
trip has been. They seemto |ove the persona

contact. W get sone people who will just stand
around and talk to you and tell you their plans, and
afterwards they leave and they are so happy. Itis a
real |y personal aspect, it really goes a long way.”
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Despite all the positive conments on the travel counselor service.

t el ephone counsel ors raised one continuing problem the length of
time it took to send publications to callers. Canadian callers were
alittle nore tolerant of the postal system but U S callers were
often dismayed to find the dispatch and delivery process coul d take
two weeks. Simlarly, callers wanted faster access on the

tel ephone:  they disliked the long wait on hold, and were often

di stressed when they finally reached a counselor. Finally, some
callers expressed irritation at the length of time it took to access
specific Information. They assunmed the travel counselors were using
a conputerized database to call up information: they did not

appreci ate the manual nature of the help they were receiving.

"o | ot of people assume that we have this

dat abase and they just wonder what It taking
us so long. W have to flip fromone page to
the next: this lady today was |ooking at
Bracebridge and Ottawa. and she was asking ne
about one place, and then she would flip to
the other one, so | would flip ny book and
then she would ask me sonething on the other
one again. It was awful. It really nakes
you feel like a buffoon, flipping fromone
page to the other.”

Overal |, however, counselors Oaintained that the general consuner
opinion of their service level was excellent.
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The Summer Caller and the Summer Visitor Profile

The Summer Caller Profile

Ref erences have already been nade to the type of callers typically
encountered by the sumer travel counselor staff. Counselors
reported that the trend was towards a better inforned individual who
was wel | organized and wanted to plan a summer trip. Such callers
were expecting good service and, when they experienced the

prof essionalismof the counselors, went on to take advantage of
their know edge. Such callers were typified as the mddle to |ower

i ncone groups who were |ooking for inexpensive trips and outings, and
activities that were affordable for a famly of four or five. These
callers were rarely interested in resorts or expensive side
excursions: they wanted to canp or stay in cheaper notel type
accommodations.  They were described as,

“ .sensible. mddle income fanmlies, "

probably with children in the 8 to 12 year old age range. Such
callers were fromthe border states, or could be local Ontario
residents, too.

An Increasing proportion of telephone requests had come this past
sunmer from further afield in the US.  As counselors said, they
tended” to “stick out” nore because they were asking for nice
accommdat i on, not necessarily cheap acconmodation. This type of

cal ler represented a small proportion of callers, but could represent
the start of a new wave of Ontario visitors.
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At the other end of the spectrum the typical telephone caller was
described in the same denographic ternms as the first group
identified above. that is. mddle to lower incone fanmlies with
younger children, but was grossly ill-informed or uninformed. It
tended to be the seasonal tel ephone counselors that drew this
picture of the typical summer caller. They clainmed callers asked
whet her or not they needed winter clothing in August, and whether or
not they would see snow. Such less informed callers were wanting
information on Ontario.

", ..just to see what it |ooks |ike,”

and were less likely to be callers with specific plans to visit the
provi nce.

One of the better inforned groups of callers and Ontario visitors
was identified as the true fisherman. QO der, nmale sportsfishernen
fromthe border states had often visited Ontario before, and did not
need nuch counseling. They had specific requests on the new

regul ations or licencing rules. Even obviously better educated
Americans were |acking in accurate know edge of Ontario but, now
that Ronal d Reagan had visited Toronto, they believed it was
acceptable for them too. They called to obtain information
frequently knowing little nore than that Toronto was in Canada.
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The Summer Visitor Profile:

The profile of visitors to the travel centres varied across the

sunmer season.  Several centres clained the early sunmer visitors
were typically couples In their 50"s and 60's whe were fromthe

border U.S. states. They were touring without children, oftenin a
canper or Rv, and appeared to be quite affluent. They planned to
spend a nonth touring Ontario, probably their first Canadian trip. A
mnority of these had visited Ontario once before - possibly on their
honeymoon 40 years earlier. As one counsel or said, she felt she had
seen every second honeymooner from 40 years ago across the past

summer nont hs

Anot her visitor encountered in the early season was the business
traveller. Such people often dropped in for a map of the area for
their current trip, but often picked up literature for a later
planned trip. It was claimed that business conventions in Toronto
could lead to subsequent holiday trips with the famly

The profile of centre visitors changed again once school was out in
md-June. Fromthen until Labour Day, the typical travel centre
visitor had a young famly in tow, hence the enphasis on children's
activities and attractions. Visitors from Quebec fitted this mould
too: they were couples in their 30's and early 40's, who were not
especially well off, often acconpanied by two pre-teenage children
They frequently wanted to canp, although they often |ooked for help
with backup accommdations, in case the weather turned bad

In addition to the inevitable requests for Wonderland information
such Quebecers were keen to obtain information on cheaper activities
li ke museuns and historical sites



Visitors rfrom the U.S. displaved a simlar prorfiie. Thev were
characterized as working couples in their 40's. with two children

of ten heaaing t0 Toronto ana wanting to stop Ooff en route.  Thev.
too. were interested in canping. often towing a canper behind their
car. The escalation or hotel rates over the past few vears was
claimed to have pronpted the revived interest in canping.

Such profiles clearly do not reflect all the groups patronizing the
travel centres. and individual centres would have particular profiles
peculiar to them For exampie. the seasonal counselor for the
401/Kingston centre spoke of the younger singies who dropped into his
| ocation en route to Toronto for a fun weekend. Al that these
individuals required was a map. Overall. the sunmer visitor profile
reflects a famly-oriented visitor. irrespective of their point of
origin.

Interestingly. telephone and travel centre counselors claimed a
consi derabl e proportion of their callers and visitors were repeat
callers and visitors. especially among the Ontario travelers

al though the specific location had a mgjor inmpact on likely repeat
rates. The major indicator of prior experience with a trave
counsel or either on the tel ephone or in person was prior know edge
of a specific publication. Repeaters asked for the 1988 version of
the Travel ers’ Encyclopedia or the new Accommodations guide: they
had clearly had access to the previous version. Thev also tended to
have a better idea of other information they might need. evidenced by
coments |ike

“Ch. we picked one up |ast week. or we got
one of these last year and it was really
hel pful.” and.
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"Thev have been before on conventions. the
next year they will cone on their own. They
will pick up sone nore information and say,
“l amnow on ny own and | would like to see
nore things with ny famly”. There are a |ot
of American couples.”

Repeat visitors wanted to know directions to specific places. opening
times for specific attractions, and woul d be receptive to suggestions
for a wider range of activities and excursions. In contrast. the
first time visitor woul d gladly take the whole range of general
publications. and for the American first time visitor in particular,
woul d need detailed help with distances, customs, and currency in
Canada.

Repeat visitors could be identified by the way they easily accessed
the self-service literature racking system O hers were pinpointed
by the fact that they knew the layout of a specific centre, and did
not need to ask saff where the facilities were.

Finally, some sumer visitors were asking staff for the “old decal”
in place of the new “Ontario, Incredible!" sticker. Such visitors
had clearly visited a travel centre before. even if not that
particular one.
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Two of the four groups contained pernanent or contract enployees who
had been working for MIR across the past winter and summer season.

and were able to comment on the differences between sumrer and w nter
visitors. Thev key difference was the famly orientation of the
visitor and caller profile: sumrer represented family vacations.
with some traveling bv older couples at the start of the season. In
contrast. winter visitors and callers wanted weekend getaways W t hout
the children. and ski-weekends for singles. in addition to the famly
ski trip. The high cost of skiing as a famly leisure pursuit
mlitated against this as a casual. unplanned famly pursuit that
woul d require assistance froma travel counselor.

The winter conditions thenselves also dictated that local visitors
and callers were a nore inportant segnment of business. picking up
literature on local events and weekend getaways

Counsel ors who had worked in previous sumer periods claimed that
1988 was prinmarily characterized by the increase In the nunber of
younger famlies traveling. In addition. they noted more planning
of vacations with an increase in people knowi ng what they wanted to
do and with accommodations already booked. Such acconmodations
tended to be at canpsites, Inns. and Bed and Breakfasts. The

i ncreasing cost of hotel roons and resorts put these accommodations
beyond the reach of the average summerfamly traveling with two eor
t hree youngchil dren.
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PUBLI CATI ONS AND ADVERTI SI NG

MTR Publications

Wthout exception. travel counselors praised the publications issued

bv MIR. based on the feedback they obtained fromvisitors and
callers. Counselors said travelers.

“...think they are great,”

"...love them” and.

"...are overwhel ned.”

Such positive coments were based on an assessnment of the literature

as informative and conplete, presented in an attractive. colourful

and quality manner. As one seasonal enployee at a travel centre
sai d.

“I"ve never heard a negative conment about any
of our publications. Not one. Al positive,
beautiful . gorgeous . . ..never negative.”

Tinme and time again, counselors referred back to the surprise
travelers fromthe U S. expressed at finding no costs associated
with the publications. It was inconsistent with their Anerican
experiences. As one said

*. ..they can't believe they're free.”
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Several seasonal counselors clainmed they had to reinforce the fact
that the literature was free. since

“yYoukeep handing them stuff and explaining it
to them and their face is going white, they
are thinking they have to pay,” and.

“You are talking to peopie who are conditioned
to paying $2 for a road map, and | am show ng
the lady the Encyclopedia and her husband is
sayi ng "Maybelle, do you really need that? "*

They realized that they needed to slip in ‘*one little sentence” about
the fact that all the literature was free to relax the travelers and
to ensure that all questions were asked. Once this point had been
clarified. travelers appreciated the information even nore, and the
tinme the counselors spent with them

Pernmanent staff repeated the need to train new staff to tell visitors
the publications were free: there was a distinct reluctance to ask
further questions if the traveller Was sub-consciously adding up the
cost attached to each question.

“I think sometines it limts them You give them
the Encyclopedia, you give them the Acconmodations
| think at that point you should saythat they are
all free because otherwise it stops themfrom
asking questions. They are saying, “This girl is
racking up the bucks, if it is going to cost me a
dollar for this. 2 bucks for that. I amnot going
to ask any oore questions because she is going to
give me all of these booklets.””
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Despite the positive feedback, counselors did highlight some areas
of possible change or inprovenent to the publications. For exanple.
there was ageneral requirement to acid prices, or at l|east an
indication of price ranges of establishnents and events listed in
several of the publications. Counselors spoke of repeated calls or
visits fromtravelers to check out prices of adm ssion once
brochures and bookl ets had been received. Counsel ors recognized the
difficulty of ensuring up-to-date pricing, but felt that some pricing
system could be worked out for the Canping and Accommodations guide
if only to indicate “cheap”. “average”, and “"expensive".

Counsellers in both the travel centre and the tel ephone centre groups
queried the listing system in the Accommodations booklet. It was
felt that al phabetical listings by town within travel association
‘regions would be the nost appropriate, irrespective of the grading
system  This woul d assist the traveiler to book accommodation al ong
his route in the nost |ogical manner. As the quotations below
illustrate. opinions were divided on the need to segregate the graded
and ungraded properties. However. all agreed that al phabetica
listings within travel regions was the best nethod of overal
categorization

“I don't have any difficulty with the grading
they can do that if they like, but | think that
they shoul d be listed al phabetically under the
community.”

“I think they actually do themselves a

di sservice when doing that for the bigger

towns, like Toronto. |’ve often had people ask
for places that were in the graded systens, but
they | ooked at the main al phabetical section
and mssed the graded property.”
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Counsellors did make the point that this svstem woul d require the use
of the MIR travel region numoer Ssystem across all publications and
maps. This was a universal request. irrespective of any change in
the Accommodations guide. As one counsel or said.

“I think we have asked for that for two years.
and they keep on saying “Yes, we will put it on.”

One previously requested change that had been made. and was

appreci ated by counselors, was the nove to the listing of
abbreviations on each page of the Acconmodations guide. Travelers
and counselors did not have to keep referring back to the key.
making their use of the guide quicker and easier. One or two
suggestions were made favouring the use of synbols rather than the
current al phabetical abbreviations, but this was not a major request.

The Summer Events bookl et was a popul ar bookl et, although severa
counsel ors agreed.

“It is too bad it wasn’'t set up by

comunity. . Iike what is going on in Kingston
this weekend. A lot of people don't care
what kind of event it is. they just want to
do sonmething with other people.”

This comrent would seemto be consistent with the increased demand
noted earlier for events in specific areas. Wile it was recognized
that a mnority did use the booklet to |ook specifically for “Arts and
Crafts Shows”, it was accepted that nost people chose a vacation area
and then |ooked for attractions and activities: they did not trave

in pursuit of a series of events. Counselors believed there could be
value in having the booklet available by city within region, possibly
with a reference book organized by event, for use by the trave

counsel ors.
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Wi chever wav the Events booklet is published in future years.
counsel ors stressed the need for it to be available right at the
start of the summer and to be as conplete as possible.

The “Dining At Country Inns” publication was said by severa

counsel ors to have increased in popularity. This appealed to mddle
aged couples | ooking for a nmore personal. less formal type of
accommodation. It appealed to.

". ..your antiquey Bed and Breakfast sort.”

" .. history buffs who appreciate an old hone.” and

"...a little classier, nore sophisticated person.”
It was recognized that acconmodations of this type.

"...aren't really that cheap,’*

but fulfilled a need for nore personal. different kinds of vacation
experiences. Yuppies and the upper middle classes were nore |ikely
to favour this publication. and would wel come an acconpanying |ist of
antique stores.

As noted earlier, there was an increasing demand for canping
literature to help isolate acconmodation at the | ower end of the
price scale. Counselors did request that pricing should be added to
this booklet, together with nore detailed information on periods of
operation. Simlar requests were heard for booklets on houseboat
rentals, cottage rentals, and any other |ess expensive holiday
accomodation.  Counselors again stressed the need for those
publications in april and May,since by June or July.

" .they are too late. I would find those books
nore valuable in the spring.”
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There were suggestions for new L-listings to address new areas of
interest. There were suggestions for:
- Bed and Breakfast establishnents, for,

"...people on a budget. They don't really want
to pay a lot.. they realize tHat they’ re paying
the big bucks for amenities like the saunas and
t he pools and the restaurants. but they don't
really need that. They're on a budget and they
want to know that they’'re going to get a room
and breakfast for the night.”

Specialty shopping areas, ranging from antique stores to
factory outlets,

canoeing, wth maps included.

hiking. with maps of routes,

bicycle trails, with maps of scenic routes.
nmore outdoor fitness pursuits generally,
historical sites,

bus tours, both “local” and long distance,
propane and gas stations.

beaches, pools, water parks,

children's activites,

" ..specifically for children, children’s
events, places to see. So that you could give
them something to hold onto. The Traveller's
Encycl opedi a does not always tell you that this
is good. travelers want to be held by the hand
and to be told “This is for kids. your kids
will like this.”
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“When peopl e phone for Upper Canada Village
and ask what else is there for kids. and you
mention the prehistoric world with the big
di nosaur park and sone of the other
attractions in Prescott and that area. they
get so enthused, you wished you al most had
sonething like a Children s Encycl opedia,”

- farm vacations

- ethnic areas in major cities.

- nore detailed senior citizen s guide
- more detailed city guides

None of the current publications were felt to be redundant.

Counsel ors may have little use for aparticular L-list in their own
area, but someone else in the group always found it useful

Counsel ors agreed, however, that the “Adventure Vacation” L-list
shoul d be over-hauled and some “spark” added to it. Counsel ors
mentioned pursuits like hot air ballooning, sky diving, jet-foiling,
parachuting, and wind surfing, which were believed to be increasing
in popularity and could be said truly to represent adventure
vacations. The trend towards nmore active, outdoor pursuits was not
currently represented in MIR literature.
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“People are getting a heightened awareness of
an adventure vacation and they are a |ot nore
adventurous than the things that we are
giving. Adventure for themis not going out
and finding a rock. like rock hunting: it is
wi | d and adventurous things like jet foiling
in New Zeal and down a mountain gorge. W
have the white water rafting. but | think
that is as far as we really go into the
daredevil type things. | think that is nore
what people are |ooking for when they get

that kind of guide.”

Wiile counselors would like to see a fuller range of publications.
nost could be published in English only. It wasclained the
Traveller's Encyclopedia was the essential candidate for translation
into a wider range of |anguages. French, German, Japanese and
Spani sh were the nmajor |anguages considered necessary.
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MTR Advertising

Both tel ephone and travel centre counselors claimed that travelers.
“ wll talk about the T.V. ads they have seen.”

The "Yours to Discover” canpaign is still remenbered by travelers,
some of whom still quote the commercial slogan. Pernanent travel
centre staff believed consuners were less aware of the new “Ontario.
Incredible!"” canpaign. and remninisced fondly about the inpact of the

“*Yours to Discover” canpaign. They did not think people liked the
new canpai gn.

“People are not mentioning “Ontario. Incredible”.
Wiereas with “Yours to Discover”, they were
singing the song and they thought that was really
nice and whether it was because it was colourful
or what. | don’t know” |

“(The old canpaign) becane part of their
| anguage:  when they left our centre, they would
say to us. “We are off to discover'’.”

Counsel ors thenselves claimed to prefer the old canpaign,

criticizing the new posters and signs as dark and dull. The highway
sign was criticized as,

..just plain black and white: there might
be some red init, it is ugly, .."



_40_

Thev simlarly criticized the bunper sticker. claimng travelers
disliked the new one.

“\Wiereas before adults were quite pleased to
have the “Ontario, Yours to Discover” flag
sticker, they are not going to have that
popsicle-coloured Sticker on their car.”

Pernmanent counselors admtted that some of the ambiguity of the
“Ontario, Incredible!" message had dissipated over time, with only
i nfrequent mentions now of the dual interpretation of the phrase
Seasonal counselors were nore accepting of the new canpai gn.
recogni zing that.

"...we can't just go on discovering.”

The follow ng quotation illustrates the experience of one seasona

tel ephone counselor: this would seemto be nore typical of the
reactions of the public as gauged by the segment closest to them the
seasonal tel ephone staff.

“1 got conpliments |ast week from New York.

wote themdown. froman ol der man and a coupl e of
younger people, and they were just raving on about
the commercials and how great they were, and they
were so funny, and they just run into the living
roomto see the conmercial when they hear the song
playing, and | think that really pronpted them
that really gets their curiosity going.”

Little Oention of specific newspaper advertisements was made.

al t hough both tel ephone callers and drop-in visitors did refer to
newspaper advertisements. U S. vistors were known to visit a centre
clutching an article or an advertisenent. wanting nore detail on a
specific place or event, No one advertisenent wassingled out.
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The Conpetition

The travel centre and telephone travel services. the advertising
canpaigns. and the publications all conbine to woo visitors to
Ontario from the U S.. Quebec, and other Canadian provinces. Trave
counsel ors perceived Quebec to be offering increased conpetition to
Ontario anmongst U.S. travelers in the recent past, based on

I ncreased advertising and pronotional activities in the border
states. Counselors reported increased requests for information on
“Toronto and Montreal”, although frequently callers were puzzled at
Ontario's Inability to provide Montreal information

The Eastern provinces of Canada were also Seen to represent a threat
to Ontario. both for "lecals” and U S. travelers. The Atlantic
provinces were pronoting their region as one of peace, quiet, and
friendship. acconpanied by good food. The New England states of fered
a simlar pronise. Counselors believed that if a caller or visitor
could not find aquiet cottage on a quiet lake in Ontario, then he
woul d travel to the Eastern seaboard and find one there.

The A ynpic games in Calgary have hel ped promote Al berta as a
possi bl e competitor to Ontario in the eyes of US. residents. There
Is also interest in “the Mall". and a belief that it is a short drive
fromthe border crossing point between the States and Ontario.
Fortunately, the distance will deter many fromventuring Wst once
they understand the mileage involved

“There’s a | ot of conpetition from Cal gary
because of the Stanpede: people got interested
init through the AQynpics, so there's a bit of
that. too. | have people calling, “Can | go to
Cal gary in the same day,” and they want to do

both . They've heard of Ontario, because it’'s
very close, and Calgary they' ve seen on T.V., and
now they' d like to know a bit nmore about it.”
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Travel counsel ors operceived the continuing appeal of Ontario to be
in the conbination of vacation experiences it offered. Travelers
appreciated that.

"Wwe have the only clean air in the world. and
we have the only clean water in the world
They will come across and tell us this. They
have come for the air and the water and the
outdoors activities. ”

In addition. Ontario was known to have big cities that offered all
the anenities and attractions of big cities elsewhere - except being
nore safe to walk in and peopled by friendly Canadians. Many

woul d-be U.S. visitors had met Canadians in the States and had been
inpressed by their tales of Canada. |In essence. potential visitors
to Ontario for the first time wanted to work out the difference
between Canada and the U S., since

“There really is a feeling that there is a

difference here, and they want to figure out
what the difference is.”

Travel counsel ors acknow edged that nany tel ephone callers had

al ready decided to visit Ontario before they called the 1-800

nunber: the travel counselor in that situation could help ensure a
more enj oyabl e vacation by providing as full a range of literature
and as nuch advice as possible. Simlarly, US. or Quebec travelers
who had crossed the border were already conmitted to avacation in
Ontario. Travel centre counselors again sawtheir role as ensuring
the traveller had the best vacation possible. and woul d want to
return. They perceived a need for sone nore specific information
packages to help neet the energing trends towards nmore famly trave
and nore active pursuits.
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Di scussion _Qutline

| NTRCDUCTI ON

Purpose of research, tape recording, one-way mrror.

Enphasi s on obtaining travel counsellor's perceptions of caller’s
opi nions, not their own opinions.

Enphasi s on obtaining information on the current summer season.

Introduction of participants:
nane, |length of experience as a telephone travel counselor, aay other
work |ocations for MIR,
- length of experience as a travel counselor
- most enjoyabl e aspect of their job.
[This section is intended as a warmup to allow participants to get
confortable with the group environnent. Givemn that respondents know each
other, this will not take long.]

CURRENT MARKET ACTIVITY: SUWMMER

\Wat have been the most frequent travel information requests this sunmer?
FOR EACH REQUEST WE W LL ESTABLI SH
- Wio nekes these requests?
Have there been nmore of these requests this summer versus |ast sumer?
- why?
Do these requests represent new travel trends in terns of products.
destinations, shifts in demand?
- Wuld this type of request be replacing another type of request?

Wat are the most frequent problens that telephone counselors hear from
sumer callers?

- Who raises the problens: type of person. l|ocation. type of holiday, etc.
- Are these problens that are “new’ this sumrer; or are they the sane

probl ems that tel ephone travel counselors hear every sunmmer season?
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3. Are there any information requests or problems that tel ephone travel
counselors are not able to provide information for, or to resolve? Do these
represent opportunities for Ontario, e.g. should MTR be offering new summer
products and services that other provinces or the US. currently offer?

C. THE 1-800 NUMBER
L How do summer callers |earn about the 1-800 nunber?
Wor d- of - mout h?
Adverti sing?
Travel Centres?
Directory?
Recommendat i on?
Q her?

Do counselors feel the 1-800 service conplements the Travel Centre service?
Wiy and how or why not?

Do counsel ors suggest the use of the Travel Centres to sumer callers?

Wiy and how? Wy not ?

2a) How do they regard the servicethey are able to offer the summer caller?
Excel l ent, Good, Fair, or Poor?

Reasons for their assessnent of the 1-800 tel ephone service will be explored

b) How do they think the summer caller regards the service they offer? Reasons
for opinion will be explored.

c) What changes or inprovenents do they think summer callers want or have callers
asked for?
Hours/days of operation?
More or different literature?
Qui cker Service?
Q her?



THE SUMVER CALLER

Wo is atypical sumer caller?

- Age? Pamily conposition? Interests? Activities?

-VWere is he/she calling from? Do they know Ontario?
Destinations asked about? Have they nade previous trips to the area?
Previous trips to Ontario?

Tel ephone counselors will be asked to profile typical summer callers. W
may need to develop different personalities to cover the range of
different callersdealt wth.

Wiat is the range of know edge apparent across the sumer callers?

Are some better informed than others?

\Wat nekes a caller better informed?

- Previous use of 1-000 # How do they know a summer caller has used the
1-800# before?
Previous experience at a Travel Centre? How do they know summer callers
have visited a Travel Centre?

- Wder travelled?
Menbership of travel club?

- Subscription to nagazi nes?
Educati on?

- Advertising?
Q her?

Wiat are the differences between first tine sunmer callers and repeat
sumrer callers?

Destinations asked about?

Detail required?

Locations called fronf

Age/ Sex/ I nterests?

Qt her.
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\Wat proportion of sumer callers are repeat callers?
Do the information requests of a repeat sumer caller differ from thosse of a
first time caller?

-Destinations?

-Detail required?

-Place of origin?

-Age, sex, fam |y coompposition?

-t her?

What do they see as the mjor differences between summer and winter callers?

THE PUBLI CATI ONS

\Wat do travel counselors think the summer caller thinks of the summer
publications they send out?

Good or poor, overall, with reasons.

How much feedback do they get from callers On previous literature received?
Wi ch ones have summer callers comented on?

Do counselors feel the sumrer publications neet the needs ofthe consumer?
Wiy or why not?

Detail,

Frequency of issue,

Topi cs covered,

Format/colour/layout/size, etc.,

I nformation gaps?

Q her.
[1 SSUES RAI SED ABOUT THE PUBLI CATIONS WLL BEDI SCUSSED W TH REFERENCE T0 THE
SPECI FI C SUMVER PUBLI CATI ON, WHERE APPRCPRI ATE, ALTHOUGHK V\E W LL COVER
PUBLI CATI ONS IN A GENERAL SENSE, RATHER THAN EXPLORI NG | NDI VI DUAL PUBLI CATI ONS.

What el se do they think sumer callerswant in sunmmer publications from NTR?
\Wat changes or inprovenments would callers want to see?
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4. VWi ch is the most popul ar summer publication? Wy’ ?
Wi ch is the | east popul ar summer publication? Wy?
Wi ch is the one they use/recommend nost?
Wiich is used least? \Wy?
Do these represent changes in trends or do they represent opinions of
publications?
|f they had to reconmend,
a)MORE PUBLI CATI ONS, which types and why? Do these reflect new trends?
b)LESS PUBLI CATI ONS, which types and why? Do these reflect fading tre
[IF NOT RAISED , MULTI-LINGUAL PUBLI CATIONS , MORE | NDI VI DUAL LANGUAGE
PUBLI CATI ONS, AND PUBLI CATI ONS FOR NEW PRODUCTS WLL BE EXPLORED. ]

F. ADVERTI SI NG

L How aware do they think summer callers are of MTR advertising?
What particular advertising do they know the public recalls?
Did they get any response to the newspaper advertising? Wiat did the
public think of it?
Did they get any response to the T.V. canpaign? Wat did the public t
of it?
Are any other ads nentioned?

2. What do counselors think the caller perceives the message of MIR
advertising to be?
Wiat do they think the public understands from It?
How do the tel ephone counselors judge an effective advertisement?
What recommendations woul d travel counselors have for MIR about
advertising, based on their contact with sumer callers?
T.V. versus newspaper versus magazine versus other?

SUMMVATI ON

1. Wat new travel trends are travel counselors seeing this summer?

2. What consumer needs do they feel are not being met?

3. Wiat new products or services could be offered by MIR for the sunmer
caller?

t he

nds?

hi nk




I I

Julg, 1988 TRAVEL CENTRE COUNSELORS GTR#1154

Di scussion Qutline
| NTRODUCTI ON

Purpose of research, tape recording, one-way mrror.

Enphasi s on obtaining travel counsellor's perceptions of visitors
opi nions, not their own opinions.

Enphasi s on obtaining information on sunmer

Introduction of participants:

- name, length of experience as a travel centre counselor, any other work
| ocations for MIR,

- length of experience as a travel counselor

- nost enjoyabl e aspect of their job.

[This section is intended as a warmup to allow participants to get

confortable with the group environment. Gven that all respondents know

each other, and may have participated before, this will not take |ong.]

CURRENT MARKET ACTIVITY: SUMMER

\Wat have been the most frequent travel information requests this summer?
FOR EACH REQUEST WE W LL ESTABLI SH:
Who makes t hese requests?
Have there been nore of these requests this sumer versus |ast sumer?
why?
Do these requests represent new travel trends in terns of products,
kinds of destinations, shifts in demand?
Wuld this type of request be replacing another type of request?

Wat are the nost frequent problens that counselors hear about from

travel centre visitors?

- Who raises the problems: type of person, location, type of holiday, etc.

- Arethese problens that are “new’ this summeror are they the sane
problems that travel counselors hear every summer season?
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Are there any information requests or problensthat travel counselors are not
able to provide information for, or to resolve? Do these represent
opportunities for Ontario, e.g. should MIR be offering products and services
that other provinces or the U S currently offer?

THE TRAVEL CENTRES
How do sunmmer visitors learn about the travel centres?
Wr d- of - mout h?
Adverti sing?
Tel ephone?
1-800 numnber?
Recommendat i on?
Passing by?
Q her?

Do counselors feel the 1-800 service and the Travel Centre Service are

conpl enentary? Wy and how or why not?

Do counsel ors suggest the use of the 1-800 number to callers and vice versa?
Why and how? Wy not ?

How do they regard the service they are ableto offer visitors in the summer?
- Excellent, Good, Fair, orPoor?
Reasons for their assessnent of the Travel Centre service will be explored

How do they think the visitor regards the service they offer? Reasons for
opinion will be explored.

what changes or i nprovenments do they think summer visitors want or have summer
visitors asked for?

Qpening days/times?

Mre or different literature?

VCR t apes?

O her?
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THE SUMMER VI S| TOR

Wio isatypical visitor in the sumer season?
Age? Fam |y conposition? Interests? Activities?
VWiere is he/she calling fron? Do they know Ontario?
Destinations asked about? Have they made previous trips to the area?
Previous trips to Ontario?

Counselors will be askedto profile typical summer visitors. W may need
to develop different “personalities” to cover the different areas and
visitors represented in these groups.

VWhat is the range of know edge apparent across the visitor groups?
Are sone better informed than others?
\Wat nmakes a visitor better inforned?
Previ ous experience at a Travel Centre? How do they know a visitor has
visited a Travel Centre before?
Wider travelled?
Previous use of 1-800 $? How do they know avisitor has used the 1-800¢
bef ore?
Member ship of travel club?
Subscription to [agazines?
Educati on?
Adverti sing?
Q her?

VWhat are the differences between first tinme visitors and repeat visitors?
- Destinations asked about?

- Detail required?

- Place of origin?

- Age?

- Sex?

-Interests?

- Qther.
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\Wat proportion of summer visitors are repeat visitors?
Do the information requests of a repeat summer visitor differ fromthose of a
first time sumer visitor?
-Destinations?
-Detail required?
-Place of origin? !

-Age, sex, family conposition? |
-Interests?
-Cther?

What dothey perceive to be the major differences between sumer and winter
visitors?

THE PUBLI CATI ONS

What do travel centre counselors think the sunmer visitor thinks ofthe sunmer
publications avail abl e?

CGood or poor, overall, with reasons.

How nmuch feedback do they get fromvisitors on the literature?

VWi ch ones do visitors comrent on in particular?

Do counselors feel the summer-oriented publications meet the needs of the
consuner? Wiy or why not?

Det ai |

Frequency of issue,

Topi cs covered,

Format/colour/layout/size, etc.,

| nformation gaps noticed?

Qt her.
[ 1 SSUES RAI SED ABOUT THE PUBLI CATIONS W LL BE DI SCUSSED W TH REFERENCE TO THE
SPECI FI C PUBLI CATI ON, WHERE APPROPRI ATE, ALTHOUGH VE W LL MAINLY COVER
PUBLI CATIONS | N A GENERAL SENSE, RATHER THAN EXPLORI NG | NDI VI DUAL PUBLI CATI ONS

Wat el se do they think summervisitors want fm summer publications provided by
the travel ceantres? \\iat changes or inprovements dothey think visitors want?
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4. Wi ch is the nost popul ar summer publication? Wy?
VWiich is the |east popular summer publication? Wy?
VWhich is the one they use/recomend nost?
VWi ch is used |east? Wy?
If they had to recomend,
a)MORE PUBLI CATIONS, which types and why? Do these represent new trends?
b)LESS PUBLI CATI ONS, which types and why? Do these reflect fading trends?
[1F NOT RAISED, MULTI-LI NGUAL PUBLI CATI ONS, MORE | NDI VI DUAL LANGUAGE
PUBLI CATI ONS, AND PUBLI CATIONS FOR NEW PRODUCTS WLL BE EXPLORED. ]

F. ADVERTI SI NG

L How aware do they think visitors are of MTR adverti si ng?
What particul ar advertising do they know the public recalls?
Did they get any response to the sumer newspaper advertisenents? \Wat
did visitors think of them?
VWhat response was there to the T.V. canpaign? How does this conpare with
ot her provinces?
Are any other ads mentioned?

2. What do counselors think the visitor perceives the message of MTIR
advertising to be?
VWat do they think the public understands fromit?
How do counsel ors judge an effective advertisement?
What recommendations would travel counselors have for MTR about
advertising, based on the knowledge they have learned from visitors?
T.V. versus newspaper versus magazine versus other?

SUMMATION
1. What new travel trends are travel centre counselors seeing this summer?

2. VWhat consuner needs do they feel are not being net?

3. What new products or services coul d beoffered by MIR for the summer
visitor across the sumer season?



