Arctic Development
Library

Economic Impact - Tourism 1995 -
Enterprise, P.e.i. Tourism, Provincial
Tourism Pei
Date of Report: 1995
Author: Enterprise, P.e.i. Research Division
Catalogue Number: 11-18-2

Library Managed By Economic Planning Section, Economic Development and Tourism Government of the NWT, and by:
The Inuvaluit Community Economic Development Organization (CEDO), Inuvik, NWT
Financial assistance provided by the NWT EDA, Indian and Inuit Services.



H-—t&'ﬁz
[

ECONOMIC

| MPAC

TOURI SM 1995

EVANGELINE SOUTH S’HOI!. SOUTHEAST KINGS

RESEARCH DIVISION

ENTERPRI SE

£ PEIL




Vi

\
VI
I X

TABLE OF CONTENTS

FOREWWORD
EXECUTIVE SUMVARY
TOURI SM PLANT | NVENTORY
EMPLOYMENT
PLEASURE VI SI TOR PROFI LE

Origin of Visitors

Mbde of Transport

i First vs Repeat Visitation

|

i

i

iv  Party Conposition and Age
v Visitor Travel Motives

vi  PEI’s Share of Total Trip Nights
vii Visitor Expenditures
viii Visitor Activities

REGIONAL PLEASURE VI S| TOR SUMVARI ES

| Beaches Tourism Region

N Cavendi sh Tourism Region
iii Charlottetown Tourism Region
v Eastern Kings Tourism Region
v Evangel i ze Tourism Region
v

i Kensi ngton Tourism Region
vii  New London Tourism Region
viii Southern Kings Tourism Region
ix South Shore Tourism Region
X Summer si de Touri sm Regi on
Xi West Prince Tourism Region

MOTORCOACH TRAVELLER PROCFI LE
JAPANESE TRAVELLER PROFILE
BUSINESS TRAVELLER PROFI LE

THE | SLAND RESIDENT TOURI SM EXPENDI TURES

10
11

11
11

13
14
15
16
18

20

20
26
32
38
44
50
56
62
68
74
80

86
89
91
93



I FOREWORD

The Economic Impact: Tourism '95 report presents an overview O the
data collected from exit surveys among business and pleasure visitors
to Prince Edward Island, for the period May 14 to Cctober 31, 1995.
Using information collected through a 1994 survey of residents and
tourism operators, the report also projects the econom c inpact of
resident expenditures on tourism products, as well as tourism

enpl oynent statistics (seasonal; non-seasonal) .

Exit surveys were conpleted by conducting personal interviews with
random y selected travelers on-board Marine Atlantic and
Northumberland Ferries as they departed Borden and Wod |sl ands, PEl
O her surveys were conpleted with travelers as they prepared to
depart Prince Edward Island at the Charlottetown Airport.

The interviewers worked a three (3) days on, two (2) days off schedule
to ensure that both weekday and weekend visitors to PEl were
adequately sampled. Interviewers were instructed to approach every
second traveller and determine their residency status. Travelers who
were permanent or seasonal residents of PEl were screened out of the
survey. A 17 mnute (open and closed ended) questionnaire was
delivered to qualified respondents. A telephone verification of 10%
of conpleted exit surveys lends credibility to the data collected.

In total, 2,515 visitors to Prince Edward |sland were interviewed for
the 1995 Tourism Exit Survey. A conposite of the random sanple is as
fol | ows:

* Ceneral Pleasure Travelers - 1, 936
i Japanese Visitors 216
* Motorcoach Visitors 83
* Busi ness Visitors 280

Basi ¢ economic indicators including: visitor volune; |ength of stay;
party conposition, party size; and expenditures were collected. As In
previous years, these indicators were applied to actual traffic counts
supplied by Marine Atlantic, Northumberland Ferries Limted and the
various airline and motorcoach tour conpanies that service Prince
Edward Island. All resulting projections are estimations and shoul d
be read with caution. The projections are based on the data collected
by the survey instrument, applied to actual traffic statistics.

Ni neteen ninety-five (1995) tourism dollars have been adjusted for
inflation and, where appropriate, are reported in both 1995 dollars
and in constant 1992 dollars.



Consuner Diaries, conpleted with the cooperation of 250 Island
househol ds in 1993 and 1994, were used to report the economc
contribution that residents nade to Prince Edward Island’ s Tourism

[ ndustry in 1995, Participating households were proportionally
distributed anong Prince Edward Island s three (3) counties, and were
further balanced according to pre-selected denographics.

An Enpl oynent survey, conpl eted by 416 tourism operators in 1994 was
used to report the economc inpact of tourismon Prince Edward

| sl and’ s labour narket. The operators sanpled were proportionally
distributed anmong Prince Edward Island s eleven tourism regions, and

gere further bal anced according to the primary nature of their tourism
usi ness.

Shoul d further information be required, please contact the Research
Division of Enterprise PEl at:

Research Division

Enterprise PEI

West Royalty Industrial Park
Charl ottetown, PElI ciE | BO

Tel ephone:  (902) 368-6314
Facsimle: (902) 368-6301
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] EXECUTIVE SUMMARY

Tourismcontinues to be one of Prince_Edward Island s premer.

I ndustries. During the 1995 season, 777,902 pleasure and business
visitors spent $177.9 mllion (Table 1) while vacationing and
conducting business on Prince Edward Island. This represents a 13%
increase In tourist dollar expenditures, when conpared to 1994
expenditure |evels.

This figure does not include on-Island spending by residents on |ocal
tourism products, nor does it include resident spending when host;ng
or entertaining off-lsland visitors in their own households. Resident
expenditures on tourism products and increnmental household
expenditures associated with hosting friends/relatives in their
househol ds, are estinmated at $43.5 mllion

Prince Edward Island’ s tourism markets renmin_dependent |argely on
four primary markets which include: Atlantic Canada; Ontario; Quebec
and New England. Visitations by Atlantic Canadians and Ontarians
continue to account for the bulk of visitor receipts. In 1995
visitors fromthe other Atlantic Provinces spent $40.7 mllion while
vacationing in PEI. Ontario pleasure visitors spent an estimated
$32.4 nmillion while vacationing in Prince Edward I sl and.

Each of Prince Edward Island s eleven tourism regions received direct
benefits from the pleasure travel market (Table 2). Wile the
Charlottetown and Cavendi sh Tourism Regions obtained the lion's share
of visitor receipts, the other tourism regions received between $1.5
mllion and $16.1 mllion in visitor receipts.

A Dbroad range of businesses on Prince Edward Island reap the financial
benefits of Tourism  Tourismhas direct financial inplications for
both traditional tourism operators (accommopdations, restaurants,
attractions, and crafts) and non-traditional tourism business (gas
stations, transportation conpanies, utilities, retail food
establishnents, etc.)

It is estimated that in 1995 traditional tourism businesses enployed
uEmards of 17,000 people, on a full and part time basis (Table 7).
T‘Ffe establishnents generated a payroll that was in excess of $54.7
mllion.



EXPENDI TURE PROQIJECTI ONS -

TABLE 1

IN M LLIONS OF DCOLLARS

TOURI SM 1995*

BASED ON ACTUAL

c COU
SURVEY, FOR 5 PER CD NAY 14 TO ocro

s T NUMBER | AVERAGE | TOTAL | AVERAGE | TOTAL AVE. ToTAL | ‘92 $
ORIGIN | PLEASURE | VI SITORS | TRAVEL NUMBER | EXPEND EXPEND | EXPEND | actuaL | INNI L
VI SI TORS PARTY TRAVEL PARTY PARTI ES PER '95 §
SIZE PARTI ES S| ZE PARTY [IN NL
20.0% 136, 650 2.9 47,121 2.5 54, 660 $378 $20.6 | $19.9
N. 14.0% 95, 655 2.9 32,984 2.5 38, 262 $378 $14.4 | s13.9
NFLD 3.0% 20, 498 3.4 6, 029 3.2 6, 406 $898 $5.7 $5.5
ONT. 20.0% 136, 650 2.7 50, 611 2.5 54, 660 $594 $32.4 | $31.4
QuE . 7.0% 47, 827 2.9 16, 492 2.3 20, 794 $575 $11.9 | $11.5
CoA s.o8 | 47,827 | 24 | 19,028 | 22 | 21,740 | s7a3 | sis.s | $15.0
N.ENG. 7.0% 47,827 2.5 19, 131 2.5 19, 131 $627 $11.9 | s11.s5
|(ID
ATS_. 6. 0% 40, 995 2.4 17,081 2.2 18, 634 $496 $9.2 $8.9
OTB
USA 13 .o% 88, 823 2.4 37,010 2.2 40, 374 $477 $19.3 | $18.3
INTN'L 3.0% 20, 500 2.3 8,913 2.1 9,792 $603 $5.7 $5.5
TOTALS | 100.0% 683, 252 2. 67 255, 300 2.62 284, 462 $518 | s146.6 | $141.4
TOTAL PLEASURE
VI S| TORS 683, 252 2.67 255, 300 2.4 284, 462 s$518 | $146.6 | s141.4
TOTAL BUSI NESS
VISITORS 94, 650 1.9 49, 816 1.6 59, 156 $529 $31.3 | s30.3
TOTAL VI SI TORS 777,902 2.55 305, 116 2. 43 343,618 $s20 $177.9 | s171.7
pst/esT (1.177) s1s1.1 | $145.5
CONTRIB.
TO eov'T $26.8 | $25.8
CONTRI BUTI ON psT $14.3 | s13.8
CONTRI BUTI ON st s12.5 | $12.0

NTS AND TeE



TABLE 2

REG ONAL sBARE OF PLEASURE TOURI SM RECEI PTS*
N MLLIONS OF DOLLARS

e

PERCENT or PROJECTED ECONOM C PROJECTED ECONOMIC
TOURISM REGION OVERNIGHT I NPACT IN ACTUAL | MPACT IN ADJUSTED
VI SI TORS 95 DOLLARS ' 92 DOLLARS
—— -
BEACHES 7% §10.3 $9.9
CAVENDISH 22% $32.3 $31.3
CHARLOTTETOWN 32% $46.9 $45.3
| masTerw KIN(3S | 5% $7.3 $7.0
EVANGELINE 2% $2.9 $2.8
KENSINGTON as $5.9 $5.7
new LONDON 1% $1.5 $1.4
soure SHORE 4% $5.9 $5.7
soureEry Kl NGS 6% $8.7 $8. 4
SUMMERSIDE 11% $16.1 $15.5
NEST erINcE 5% $7.3 $7.0
DI D NOT ovERNIGHT 1% $1.5 $1.4

* BASED ON 1995 pueasure EXPENDI TURES or s146.6 NI LLI ON
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INSIGHT INTO KEY MARKETS

The current m x of PEI‘s tourism markets suggests simlarities and
differences based on geographic origin. The follow ng offers insight
into each of Prince Edward |sland s key geographic markets.

Maritimes:

The Maritimes is a strong (96% repeat visitor market. It also tends
to be a younger market, with 53% of Maritimers bein? under 40 years of
age. The Maritimes continues to be a stronger famly narkﬁt_and
weekend traveller market whose main destination is PEI. Their average
length of stay in PEl was 4.0 nights. Visiting friends and relatives
(VFR) is a strong travel nmotive for Maritine visitors. Twenty-seven
percent of all ritimers stayed with friends and relatives and thus,
spent | ess against accommpdations and entertainment. I'n 1995
Maritimers tended to participate in sightseeing, beach visits, and
shopping for crafts and general merchandise, golf nore than other
activities.

Newf ound! and:

Newf oundl and is a strong (68% repeat visitor market. Wth 63% of
these visitors being under 40 years of age, it is not surprising to
find that proportionally, Newfoundland is a stronger "family"™ versus
“adul t” market, when conpared to their Maritime counterparts. ecause
of distance and ground transportation routes, Newfoundlanders tend to
be longer termvisitors than are Maritimers. Their average length of
stay in PEl was 7.8 nights. Newfoundland visitors tend to participate
in sightseeing, beach visits, shopping for crafts and genera

mer chandi se, National Park visits, and visits to fun/thene parks nore
than other activities.

Ontari o:

Ontario is a stronger 40 plus market (72% were over 40 years of age) ,
with these visitors showi ng strong escape, rest and relaxation travel
motives. Ontarians tend {0 be adult travelers (67%, who have higher
per party expenditure levels as they spend nore agai nst _
accommodations, restaurant neals, efc. Unlike AtTantic Canadi an
visitors, Ontarians tend to view Prince Edward |sland as an inportant
stop-over in a Maritime vacation. Their average |length of stay in PEl
was 5.3 nights. Visitors fromOntario tend to participate in

si ght seei ng, beach visits, and shop for crafts/souvenirs, nore than
other activities.

Quebec:

Quebec is a strong 40 plus (69% couples (779 market, whose trave
notives focus on escape and rest/relaxati on. ~ Quebecers are strongly
motivated by the sun and beaches, coupled with the romantic lure of an
I sl and destination. Their average length of stay in PEl was 5.6
nights. \While per party expenditure |levels are not as high as

Newf oundl anders, Quebecers tend to out-spend Maritimers. Quebecers
tend to participate in sightseeing, beach visits, craft shopping, and
National Park visits, nore than other activities.
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New Engl and:

The New Engl and States are a strong 40 plus couples markets, whose

main travel notives are escape, rest and relaxation. Their desire to
experience the history and culture of other regions, drives these

travel notives. Their average length of stay in PEl was 5.2 nights.

Bei ng ol der, New England visitors tended to spend at |evels above
Quebecers. Since they are, for the nost part, not VFR visitors, their
average spending |evels are higher than visitors fromthe other

Maritime provinces. G ven PEI’s geographic location, New Englanders, :
|'i ke ontarians, tended to view Prince Edward Island as a part of a '
Maritime experience.



il TOURISM PIANT INVENTORY

The physical infrastructure of tourismon Prince Edward |sland was
deL;ned in a 1994 survey of Tourism Operators, and is presented in
Tabl e 4.

TABLE 4
TOURI SM PLANT INVENTORIES
" 1995
f OPERATIONS UNI TS
FIXED ROOF
ACCOMMODATIONS “ 840 5,717
534 5, 233"
CAMPGROUNDS 37 3, 757*
RESTAURANTS || 463 N/A
ATTRACTI ONS | 102 N/A
ACTI VI TI ES
(SPORTS, ETC) 144 N A
CRAFT/ G FT SHOPS ” 170 N A

NOTE :  “Includes Provincial and National Park canpgrounds
+ Private canpgrounds only

The distribution of the Island’s Tourism Plant on a_regional basis
highlights some interesting variations (Table 5). The accommodations
inventory reveals that the Cavendi sh, Beaches, charlottetown, Southern
Kings, and the South Shore tourism regions continue to account for the
lion"s share of the province's fixed roof (65% and canpground
operations (65%.

Ni nety-one percent of visitors who stayed in paid accommodations
reported that their acconmodations either net %619@ or exceeded (30%
their expectations. Equally inportant is the fact that 64% of these
visitors indicated that a star grading systemwas an inportant

consi deration when booking their acconmodati ons.

PEI’s "attractions" inventory is concentrated in five tourismregions:

Cavendish,. Southern.Xings, West. Prince, .Charlottetown and Kensi ngton.

“Activities” are concentrated in: Cavendish, Charlottetown, Southern

Kings, Beaches and the Eastern Kings tourism regions. Forty-seven

Percent of the province’s inventory of craft/gift shop operators are

Cgcatgd':n three tourismregions - Southern Kings, cCharlottetown, and
vendi sh.



SUMVARY OF TOURISM PLANT OPERATI ONS

TABLE 5

BY REGION - 1995

REGICH ACCOMMODATIONS CAMPIEG ATTRACTIONS — —— CRAFTS/GIFTS
4 X # X 4 1 4 z L X t 1
WEST PRINCK 51 6 8 15 14 14 43 9 9 6 14 8
EVANGELINE 13 1 1 2 4 4 4 1 2 1 8 5
SIMERSIDE 32 4 2 4 5 5 53 12 6 4 15 9
I 81 10 5 9 1 1 30 7 8 6 9 5
NEW LONDON 30 4 0 0 1 1 5 1 2 1 5 3
CAVENDISH 121 14 7 13 19 18 39 9 28 20 23 14
BEACHES 119 14 14 26 5 5 18 4 14 10 9 5
s YmE - % 1 5 9 9 9 29 6 12 8 15 9
“HARLOTTEYOWNN 121 15 2 4 12 12 167 36 26 19 25 15
SOUTH 14 12 7 13 16 16 oS 10 21 15 30 19
EAST 76 9 3 5 6 5 25 5 15 10 14 8
VS S O W O 1 W B 1S . 1 WO CE 2 1/

Col I ectively, the Charlottetown and Sunmerside tourism regions account
for 51% of Prince Edward Island’s restaurant inventory in 1995. This
Is not surprising given that these areas are PEI’s main popul ati on
centres. Based on the results of earlier surveys, in excess of 70% of
all visitors to PEI dined in local restaurants zlother than fast-food)
whi | e vacationing on PEl.

Overall, Prince Edward Island restaurants conpared favorably to
restaurants fromthe visitor’'s home town, especially in the areas of
service and food quality (Table 6) “Val ue“shows the poorest
conparative rating.

TABLE 6
PEI RESTAURANT RATI NG vs
RESTAURANTS FroM TOURI ST’ S HOME TOMN

'E__-_ﬁ 1 RATING I RATING ABOUT SAME 1 RATING BETTER JI
| 3 74 23
MM  PRESENTATION 4 72 24
MENU SELECTION 9 62 29
FOOD QUALITY 4 56 40
SERVICE 3 3s 62
STAFF APPEARANCE 1 69 30
VALUE 16 - 23 e 31

« Source: 1994 Touri sm Exit survey



Future infrastructure developnents within the various tourism regions
shoul d continue to focus on an analysis of regional strengths and
weaknesses, while taking into consideration their target tourism
markets. Regions that are strong in acconmodations may w sh to
encourage the devel opnent of suitable attractions and/or sporting
anenities as a means of luring additional visitors to their region.
Conversely, regions that are conparatively stronger in terms of
attractions or sporting anenities may w sh to encourage the

devel opment of specific types of accommodation, to entice visitors to
stay longer within their region.



IV  EMPLOYMENT

Tourism continues to make significant contributions to the econony of
Prince Edward Island in 1995, through salaries, wages and resulting
taxes (Table 7). A 1994 survey of tourism operators suggested that
aﬁproxinately 17,000 Islanders were enployed in the tourism industry.
This survey further suggested that tourist establishnents paid out an
estimated $54.7 mllion in wages and benefits to 5,860 full tine and
10, 956 tenporary enpl oyees.

Restaurants were the | argest enploynent contributors, in terns of both
share of industry enployees (51% and share of industry salaries and
benefits (47% . ~ Fixed roof accommpdation and attracti on operators
were also inportant economic contributors. Fixed roof accomodation
operators enpl oyed 20% of the industry’s labour force and accounted
for 20% of industry wages. Attraction operators accounted for 13% of
the industry’ s labour force and 15% of sal ari es.

TABLE 7
EMPLOYMENT - PEI TOURI SM | NDUSTRY
TYPE OF ssalng.z TOTAL # WORKFORCE SALARTES / RAGES
T — TOTAL PROJECTED FROJECTYD FPROJECTED
FULL-TIME WORKFORCE, || FULL-TDEE TEMPCRARY TOTAL
Pixed Roof | 254 840 1434 = 1327 3281 86,523,813 | 84,455,498 | 810,979,311
Accosmmodation
Restaurants | 52 465 2933 5371 8524 832.592,995 | $3.3,369.903 | $23,962, 898
Attractions 33 103 918 1264 2182 $4,433.9s3 $3, 662. 383 $8, 096, 366
Campgrounds 9 54 — 906 906 — 83,391,315 $3,391*3M
Activities 15 144 237 922 1179 81,594,813 82,546,137 $4, 140, 9s0
Crafts/Gift 53 170 278 466 744 81,430, 943 S676 610 $2,157,553

TOTALS 416 1776 " 5860 I 10,956 I 16,816 "326,626,547 | 528,101, 846 | $54,728,393 II

10



Vv PLEASURE VISITOR PROFILE
(1) Oigin of visitors (Figure 1):

A total of 683,252 (Fl easure travelers are projected to hav% vi si ted
Prince Edward Island between May 15 and Cctober 31, 1995. roma
volume stand-point, the Atlantic and Central Canadian provinces
(Quebec and Ontario) continue to be Prince Edward Island’ s prinar
tourism markets. Collectively, these markets represent 64% (437,280
visitors) of all pleasure visitors. Secondary markets that include:
the New Engl and, d Atlantic and other continental American States
have a conbined visitation rate of 26% (177,645 visitors), while
Western Canadians and International visitors (outside the USA)

continue to be considered tertiary markets, wth a conbined visitation
rate of 9%

Pigure 1
ORIGIN OF VISITORS

MARITIMES 94%

QUEBEC 7%

INTL 2%
NFLD 3%

OTH USA 13%
ONTARIO 21% S

MID ATL USA 6%
OTH CANADA 7% N- ENGLAND 7%

SOURCE: 1985 TOURISM BXIT SURVEY

(i1) Mode oOf Transport (Figure 2):

Road travel, including. automobiles,.recreational vehicles and

mot or coach, continues to be the primary node of travel for 94%

(639,103) of Prince Edward Island s pleasure visitors. Seventy-two

percent of all road travelers entered the ,orovi nce via the Marine

Atlantic ferry termnal. The balance of pleasure visitors traveling

to PEl b?]/ motor vehicle, (28% arrived via Northumberland Ferries Ltd.
e

Air is the second nost popul ar node of transport with 6% or 44,149
pl easure visitors arriving by air.

11



Pigure 2

MODES OF TRAVEL FOR PLEASURE
TRAVELERS TO PEI

3
.mmga

SOURCE: 19808 TOURISM IDAT SURVEY

(iii) First vs Repeat Visitors (rigure 3):

Fifty-nine percent (59% of all pleasure travelers to Prince Edward
Island in 1995 (an estinmated 403,119 visitors) were repeat visitors,
while 41% ( 280,113 visitors) were first time visitors. As was the
case in 1994, first time visitors to PEl in 1995 were primarily of
Anerican and International origins, while repeat visitors were nainly
fromthe Atlantic provinces (93%. The high repeat visitation rates
for Atlantic travelers is not surprising, given this market's
historical travel patterns and its proximty to Prince Edward Island.

Figure 3
FIRST VS REPEAT VISITOR BY ORIGIN

FARST TiME V| SI TCRS

%ﬁ: ;

KXRXXR- D AT 12%

//// ':r:n-;

SOURCE: 1006 TOURISM IAT SURVEY
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(iv) Party Conposition and Age (Figure 4):

Sixty-four percent of all pleasure travelers that visited Prince
Edward Island in 1995 (437,281 visitors) were either couples
traveling alone or with other couples. Famlies represented 27%
(184,478 visitors) of all visitors, Wwhile single travelers accounted
for 9% (61,493 visitors) of visitations. In conparison to 1994
statistics, PEl realized an increase in the nunber of single
travelers (15% and couples (7% visitin(b; PEI in 1995, while the
nunber of famly visitors decreased by 11%

Figure 4
VISITOR PARTY COMPQOSITION BY ORIGIN

MARK. %
NFLD.
ONT.
QUE. | B3 SINGLE
OTH CM : M couPLES
NEW ENG & FAMILIES

0% 2% so%  75%  109%

SOURCE: 1905 TOURISM EXIT SURVEY

Fifty-three percent (53% of all Maritime “visitor parties” to PEI in
1995 consisted of adult couples. Thirty-five percent (35% were
famlies, while the balance-of Maritime travel parties (12% were
single travelers. In conparison, significantly nore Ontarian (62%
and Quebec (67% travel parties were adult couples, while the najority
of Newfoundland’s travel parties (55% were conprised of famlies.
Arerican and International pleasure travelers showed the highest.
tendency toward couples travel, with 75%and 73% of their respective

travel parties being couples.

G ven PEI’s strong appeal to the couples nmarket, it is not surprising
that 71% (485,109 visitors) of all pleasure travelers to PEl in 1995
were forty years of age and ol der (Table 8). Atlantic Canadian and

I nternational markets tend to be skewed younger, w th significant
proportions (40% being under 40 years of age.

13



TABLE 8
AGEOF VISITORS BY ORIGIN

[ ORIGIN _-_i_<4_0-m-s_- | ¥ 40 YR8 & OVER

MARITIMES 37 63
NEWFOUNDLAND 62 38
ONTARI O 28 72
QUEBEC 30 70
OTHER CANADA 30 70
NEW ENGLAND USA 19 81
M D ATLANTI C USA 13 07
OTHER USA 12 88

| NTERNATI ONAL 44 =;5=6 |

(v) Visitor Travel Motives (rigure 5):

Ei ghty-percent (546,601 visitors) of all visitors to PEl reported
adult versus famly travel notives for their 1995 pleasure holiday.
Maritine travelers vacation on PEl primarily to: visit friends and
relatives (40%; escape (220/?; and experience a family vacation (20%).
In contrast, 52% of Newfoundland visitors reported famly travel
motives, 21%canme to PEI to visit friends and relatives, while 11%
cane to escape. Twenty-nine percent of Ontarians reported that their
travel notives were to visit friends and relatives, 24% reported

fam |y vacation notives and 21% travelled for escape and rel axati on
purposes. The Quebecers that visited PEl in 1995 were nore likely to
travel for escape notives (55%, while American and International
visitors are nmore likely to travel for escape, and history and culture
mot i ves.

14



Figure 5
VISITOR TRAVEL MOTIVES BY ORIGIN

B OTHER
E CULTURE
B ramiLy
Mvra

Hescare

0% 25% S0% 75% 1 00%

SOURCE: 1886 TOURISM IDAT SURVEY

(vi) PEXI’8 Share of Total Trip MNights (rigure 6):

Wiile the average nunber of nights spetnt on PEI bl}/ vi.si.torst of ,.al |
origins is estimted at 4.8 nights, 1t Was not surprising to discover

that Prince Edward Island’ s proximty to origin kets has ,a_direct
i npact on the province’ s shalroe of tryip ni ghtg. PRI “Fetel ¥2da
significant share of Maritinme trip hights (91%) » while receiving
conparably smal |l er shares of New England (53%), Newfoundland (55%) ,
Ontario (39% and Quebec (49% pleasure travel, trip ni'ght‘s*. As
discovered in 1994,” Maritiners, for the most part, censfder PEl a .
single pleasure travel destination, while pleasure.visitors .

origins include PEl in a nulti-stop, Maritime Vvacatlen experience.

Prince Edward Island received a smaller share of total trip nights
from Wstern Canada (30%, fromUS origins other than the New Engl and

and Md Atlantic States (17% and“[rom | nt er nat | onal {12%) Vi Si t r?.
This is not surprising given the ~|0ng-haul™ nature of these narkets.

In addition to the continued devel oPrrent of the motorcoach industry,
the future growh in these |ong-haul narkets may rest with increased
efforts to establish additional direct air links to PEI, jn

conbi nation with high value, fully inclusive vacation packages.
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Pigure 6
PEI SHARE TRIP NIGHTS BY ORIGIN
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When conpared to 1994 |evels, PEl increased its overall share of
visitor trip nights by 4% PEI’s share of Newfoundl and and Maritine
trip nights increased by 13% and 4% respectively, when conpared to
1994 levels. PEl also received an increased share of trip nights
anong visitors fromUS States other than New England (4% i ncrease) ,
Ontario (3% increase), Quebec (2% increase), while obtaining a smaller
share of New England (1% decrease) and International (9% decrease)
tgigp Ini ghlts. PEI’s share of Western Canadian trip nights remained at
1994 | evel s.

(vii) Visitor Expenditures (rigure 7):

The mean expenditure per party for all visitors to PEl in 1995 is
estimited at $518, an increase of 6% when conpared to 1994’ s average
expenditure level of $488. Spending by visitors from Newf oundl and
($898), Western Canada_($7135), New Engl and (7$627), | nt er nat i onal
origins ($603) , Ontario ($594) , Quebec ($575) were at |evels above the
rovincial average. |In conparison, expenditures by visitors fromthe

ritime provinces ($378) and US States other than New England ($483)
were below the provincial norm
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Figure 7
MEAN VISITOR EXPENDITURE BY ORIGIN
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As shown in Table 9, 65% of pleasure travel expenditures or $95.3
milion were against 3 tourism product categories: accomodations
($38.1 million) , restaurant meals ($46.9 mllion) and grocery/liquor
products ($10.3 nillion).

Seventeenhpergentfof vis%to; expem;litur(;,\ss,4 %r $24.9 nillhon,hmere

agai nst shopping for crafts/souvepirs . illion) _and. qt her
sﬁopping goods ?$10.2.nilliqn). eﬁbﬂ péfaé”tgSQzl%%%%:fimlf11°“" wered
for “entertai nment,” including admssions (3$8.8 million) , sports an

recreation ($3.0 mllion) and night tine entertainment ($2.9 million) .

Ei ght percent of all visitor expenditures ($11.77 million) were
aut onobil e rel at ed.

Wien conpared to other visitors, Maritimers tended to spend |ess on

crafts and souvenirs, while spending sigﬁigicant nore on  “other”
Shoppi ng itens. Ont ari ans, QJebecers, stern nadi ans, Anericans

and International visitors also tended to spend nore against crafts
and souvenirs, than did Maritime visitors.

17



TABLE 9
PERCENT OF VI SI TORS EXPENDI TURES oN TOURI SM PRCDUCTS

BY ORIGIN
ord EEW MID oTH
bl B < T T T T T =
AmQMmARN- 26 21 24 27 34 26 34 29 29 22
REST. MEALS 32 n 27 32 30 31 31 34 33 33
GROCERTES/LIQ 7 10 10 '3 ] 6 5 4 5 5
ADMISSIONS 6 8 9 6 6 6 4 5 4 5
CRAFY/SOUVENIR 10 7 9 12 10 13 1 15 18 20
AUTO RELATED 8 ] 7 ’ 7 ] ’ 8 8 6
OTH SHOFFING 7 10 9 S 3 6 4 3 2 4
SPORT/REC 2 3 4 2 1 2 1 1 1 2
NIGHTLIFE 2 2 1 1 1 1 1 1 0 3
TOTALS 100 Ii__100 100 100 100 100 100 100 100 100

(viii) Visitor Activities (rigure 8):

Significantly nore visitors to PEl participated in sightseeing (84%,
beach visits (57%, souvenir shopping (57%, and general nerchandise
shopping (54%, when conpared to all other activities. Such high
participation |levels are not surprising considering that these
activities are generic in nature, and are often unplanned

In conmparison, participation levels for: National Park visits (42%;
Anne attractions (39%; |obster suppers (34%, historical/cultura
attractions (34% and other activities are considerably lower. These
latter activities appeal to a narrower target audience and in sone
cases, require a higher degree of preﬁlanning. G owi ng participation
rates in these activities may lie wth increasing the visitor’'s

awar eness of PEI‘s activities and attractions, before they arrive on
PEl . N che marketing (i.e. to golfers, famlies, etc.) may al so boost
participation rates.

Activity driven nedia advertisenments, supported by activity driven
fulfillment pieces should be targeted at prospective visitors who are
in the process of planning their PEI vacation. Data base managenent
practices at the 1-800 level would assist in this area.

Maritimers were less likely to participate in sightseeing, |obster
suppers, historical/cultural activities (including Anne/Lucy Maud

Mont gonery) and souvenir shopping than were other visitors. They were
al so more |likely to shop for general nerchandise, visit fun/thene
parks, commercial attractions, play golf, participate in sporting
activities and enjoy PEI‘’s nightlife, than were other visitors.

H storical and cultural attractions were also |ess appealing to

Newf oundl and visitors, who preferred to shop for general merchandise,
play golf, visit fun parks, theme parks and other comrerci al
attractions.

18




Pigure 8

ACTUAL VS PLANNED VISITOR ACTIVITIES
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VI REGIONAL PLEASURE VISITOR SUMMARIES

() BEACHES TOURISM REGION

Regi onal Tourism Plantl nventory

A 1994 Survey of Tourism Operators conducted by the Research Division
of Enterprise PEl defined the Beaches tourism plant. The strength of
t he Beaches tourism region’s plant lies in its accomodation sector,
whi ch accounts for 74% of its total plant inventory.

Wien conpared to the Provincial Tourism Plant, the Beaches tourism
region ranks first in the number of canpground operators (26%, and
shares first place in the number of fixed roof accommodation operators

(149 .
THE BEBACHES TOURI SM PLANT

1994
NUMBER OPERATI ONS NUMBER UNI TS
ACCOMMODATI ONS 119 692
CAMPGROUNDS* 14 1349
RESTAURANTS 18 -
ATTRACTI ONS 5 -
ACTIVITI ES 14
L CRAFTS/GIPT SHOP 9

. I ncl udes governnment canpgrounds

To lure additional visitors to the region and to entice visitors in
this region to stay longer, future expansion or devel opnent within the
Beaches tourismregion should be directed toward the attraction and
restaurant sectors.

The 1995 Tourism Exit Survey concluded that 39% of all pleasure
travelers to Prince Edward Island (an estinated 266,468 visitors)
visited the Beaches tourism region. The Beaches was the “main”

over ni ght destination-for 7% of all pleasure’ -travellers (47,828
visitors) , who stayed an average of 6.7 nights, occupying an estimated
158,395 room nights in paid and non-paid accommobdati ons.

Wien conmpared to 1994 visitations, the Beaches tourismregion realized
a 10.5% decrease in overnight, pleasure travel visitations. However ,
the length of tine these visitors stayed in the region increased from
5.6 nights in 1994, to 6.7 nights in 1995.
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Figure 1
DISTRIBUTION OF PLEASURE V/ISITORS TO PE!'S TOURISM REGIONS
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Visitor Profile

Thirty-eight percent of all overnight visitors to the Beaches tourism

region were Maritime pleasure travelers, %ﬂ{le 29% were Ontarians.
Americans represented 21% of visitations, il'e the balance (12% were

fromother origins. Fifty-eight percent of the visitors who
overnighted nmainly in the Beaches region were repeat visitors.

Figure 2
ORIGIN OF PLEASURE VISITORS
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The strong mgjority of visitors that overnighted in the Beaches
tourismregion were adult travelers (77%, who were 40 plus years of
age (64%. Al though significantly nore visitors to this region cited
“fam |y vacation" travel notives when conpared to the provincial norm
given visitor party conposition and age, "family" is interpreted as
spending nore time ' with one’s spouse. Oher notives for visiting the
area included: relaxation/escape (24%) / t0 observe and experience
nature (16%, and to visit friends and relatives (15% .

Figure 3
PLEASURE VISITOR’S TRAVEL MOTIVES
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Ei ghty-five percent of visitors that overnighted in the Beaches
tourismregion stayed in paid accommodations, while 15% stayed with
friends and relatives in non-paid acconmodations. Twenty-seven
percent of all visitors to the Beaches tourismregion stayed in
cottages, while 22% stayed in hotels/notels. Seven percent of al
visitors stayed in bed and breakfast establishnments, while 29%
overnighted 1n canpgrounds and trailer parks. \Wen conpared to
provincial standards, the Beaches tourismregion attracted
significantly nore cottage and canpground vacationers, while
attracting significantly fewer vFR and hotel/notel visitors.
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ACCOMMODATIONS FREQUENTED BY VISITORS TO BEACHES
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Visitors to the Beaches tourismregion actually participated in
sightseeing (84% and beach visits (81% nore than other activities.
These activities, in addition to the Region’ s handicrafts, Nationa
Parks, history and culture should serve as the primary |ure pieces or
t henes when enticing additional visitors to the Beaches tourism
region.

Visitor Expenditures

Visitor receipts for the Beaches tourismregion are estimated at $10.3
mllion. The average party expenditure by those who overnighted
mainly in the Beaches tourismregion is estimated at $710, 37% above
the $518 average party expenditure recorded for the province. This
expenditure included an average 2.5 people.

Col | ectively, accommodations, restaurant nmeal s and handcraft/souvenir
purchases represented 68% of visitor receipts. Purchases of
rocery/liquor products (9% and autonobile engnses (8% accounted
or 17% of expenditures. dm ssions to attraCti OnS, events, sports
and recreation amenities, and nightlife accounted for the bal ance of
visitor receipts.

Figure 6

MEAN PLEASURE VISITOR EXPENDITURE
BY MAIN OVERNIGHT TOURISM REGION
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Wien conpared to provincial norns, visitors to the Beaches tourism
region tended to spend nore against acconmodations and grocery/liquor
products, while spending |ess against restaurant neals.
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Figure 7

PERCENTAGE OF VISITOR EXPENDITURES
ON VARIOUS TOURISM PRODUCTS
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(i) THE CAVENDISH TOURISM REGION

Regi onal Tourism Plant Inventory

A 1994 Survey of Tourism Qperators defined the physical infrastructure
of the Cavendish tourism plant. The strength of the Cavendi sh
region's tourismplant lies in its attractions, activities and
acconmodati ons sectors.

THE CAVENDISH TOURI SM PLANT

1994
NUMBER OPERATIONS NUMBER UNI TS £
ACCOVMODATI ONS 121 995 "
[ CAVPGROUNDS* 7 | 1358
RESTAURANTS 39
ATTRACTI ONS 19
ACTI VI TI ES 28 -
CRAFTS/GIFT SHOP 23

. I ncl udes governnent canpgrounds

Provincially, the Cavendi sh tourisn1re8ion ranks first in the nunber
of attractions (18% and activities (19% operators, and shares first
place in its nunber of fixed roof accommmodation operators (14%. ¥
Gt her than the region’s share of Restaurants (8%, the cavendish i
tourismplant is quite balanced in conparison to other tourism

regi ons.

G ven this apparent balance, future infrastructure devel opnent in the
Cavendi sh tourismregion could continue to focus on all aspects of the
industry, with particular attention being given to higher end
restaurants.

The 1995 Tourism Exit Survey concluded that 73% of all pleasure
travelers to Prince Edward Island (an estimated 498,774 visitors)
visited the Cavendish tourism region. Cavendish was the nain
overni ght destination for 22% of all pleasure travelers (150, 315
visitors) , who stayed an average of 4.1 nights, occupying an estimated
308, 146 roomnights -in-paid-and-non-paid- accommodations.

When conpared to 1994 visitation, the Cavendi sh tourismregion
realized a 6% decrease in overnight pleasure travel visitations. The
l ength of time these visitors stayed in the region also declined from
4.3 nights in 1994 to 4.1 nights in 1995.
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Figure 1
DISTRIBUTION OF PLEASURE VISITORS TO PE!I'S TOURISM REGIONS
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Visitor Profile

Thirty-three percent of all visitors who overnighted mainly in the
Cavendi sh tourism region were Maritimers, while 24% were Anerican
pl easure travel ers. Ontarians represented 18% of visitors, while
the bal ance, 25% were fromother origins. Fifty-five percent of
visitors who overnighted mainly in the Cavendish region were repeat
visitors.

Figure 2
ORIGIN OF PLEASURE V|[SITORS
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Fifty-eight percent of visitors that

touri smregion were adult

travel ers,

overnighted in the Cavendi sh
while 42% were fanmilies. The

majority of visitors were 40 years of age and ol der (62%.

region’s appeal to the famly narket, ed
norms, it Is not surprising to find that 36% of visitors that

overnighted in cavendish travelled to experience a “famly vacation,”
while 27% of visitors reported that t

escape.

Gven this

en conpared to provincial

heir primary travel notive was

Pigure 3

PLEASURE VISITOR'S TRAVEL MOTIVES
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Ni nety-five percent of visitors that overnighted mainly in the

Cavendi sh tourism region stayed in paid acconmodati ons,

while 5%

stayed with friends and relatives in non-paid accommopdations. Sixty
percent of visitors who overnighted mainly in the cavendish region
stayed in fixed roof accommodati ons,
and trailer parks. \Wen conpared to provincial standards,
attracted significantly nore visitors who stayed in cottages and
campgrounds, while attracting significantly fewer visitors who stayed
I n non-paid accommodations (visiting friends and relatives)
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Figure 4
ACCOMMODATIONS FREQUENTED BY VISITORS TO CAVENDISH
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Figure 5
ACTUAL VS PLANNED ACTIVITIES FOR PLEASURE VISITORS
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Visitors to the Cavendi sh region actually participated in sightseeing
(86% ; beach visits (72%; craft/souvenir shopping (67%; general

mer chandi se shopping (67%; National Park visits (61%; and Anne/Lucy
Maud Montgonery activities (52% nore than other activities. Gven
the region’ s apparent strength in such activities, cavendish should
continue to use these activities (in addition to fun/theme parks and
ot her commercial attractions) as their primary lure pieces to entice
additional visitors to the region.

Visitor Expenditures

Visitor receipts for the cavendish tourismregion are estinmated at
$32.3 million. The mean party expenditure of those who overni ghted
mainly in the cavendish tourismregion is estimated at $593, 4%

hi gher than the $518 nean party expenditure recorded for the province.
This regional expenditure included an average of 2.9 people.

Col I ectively, accomodations, restaurant neals and grocery/liquor
items conbined, represented 69% of total expenditures, while purchases
of handicrafts, souvenirs and other shopping goods accounted for 14% of
expendi tures. Admi ssions to attractions, events, sporting and
recreation facilities represented 9% of spending, while autonobile
expenses accounted for 8% of expenditures.

Figure 6

MEAN PLEASURE VISITOR EXPENDITURE
BY MAIN OVERNIGHT TOURISM REGION

— PROVINCE ($518)
B meaions

VWen conpared to provincial spending, visitors to Cavendi sh tended to
spend nore agai nst acconmodations and grocery/liquor products, while
spendi ng bel ow provincial averages on restaurant neals. This is not
surprising given the high occupancy |evels for cottages and
canpgrounds where neal preparation is nore likely to be ‘in-house”.
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Figure 7

PERCENTAGE OF VISITOR EXPENDITURES
ON VARIOUS TOURISM PRODUCTS
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(iii) THE CHARLOTTETOWN TOURISM REGION

Regi onal Tourism Plant Inventory

A 1994 Survey of Tourism Operators defined the physical infrastructure
of the Charlottetown tourism plant. The strength of the Charlottetown
region's tourismplant lies in its accomodation and restaurant
sectors.

TEE CHARLOTTETOWN TOURISM PLANT

1994
NUMBER OPERATI ONS NUMBER UNI TS

ACCOVMODATI ONS 121 1509

CAMPGROUNDS 2 90

RESTAURANTS 167 "

ATTRACTI ONS 12

ACTIVITI ES 26 -
CRAFTS/GIFT SHOP 25 -

« I ncl udes governnent canpgrounds

Provincially, the Charlottetown area ranks first in the nunber of
restaurant operators (40%, shares a first place ranking in fixed roof
accommodat i on operators (149, and ranks second in its nunber of
activity operators (18%. The Charlottetown tourismplant is highly
bal anced in conparison to other tourism regions.

G ven the apparent balance of this region's tourismplant, future
infrastructure devel opnent should continue to focus on the _
establishnent of additional commercial attractions. Such attractions
would lure nmore visitors to the region and woul d encourage themto
stay | onger.

The 1995 Tourism Exit Survey concluded that 83% of all pleasure
travelers to Prince Edward Island (an estimted 567,099 visitors)
visited the Charlottetown area. This region was the ‘mains’ overnight
destination for 32% of all pleasure travelers (218,640 visitors), who
stayed an average of-3.8-mights, Occupyi ng-an-equival ent of 415,416
room nights in paid and non-paid acconmobdati ons.

When conpared to 1994 visitation levels, the Charlottetown tourism
region realized a 9% increase in overnight pleasure travel
visitations. The length of tinme these visitors stayed overnight in
thelgggion declined marginally from3.9 nights in 1994 to 3.8 nights
in :
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Figure 1
DISTRIBUTION OF PLEASURE VISITORS TO PEIM TOURISM REGIONS
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Visitor Profile

Thirty-two percent of all overnight pleasure visitors to the
Charlotteto- tourism region were AneriFan pl easure travel ers.
Maritine pleasure travelers accounted TOr 31% Of visitations, while
Ontarians represented 19% of yisitors. The balance, 18% were
visitors of other origins. Fifty-one percent of visitors who

overnighted in the Charlotteto- region were repeat visitors.

Figure 2
ORIGIN OF PLEASURE VISITORS
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Ei ghty-two percent of visitors who overnighted in the Charlottetown
tourismregion were adult travelers, while 18% were famlies. The
strong majority of wvisitors were over 40 years of age (76% . Gven
this region’s appeal to the adult/couples market, it is not surprising
to find that 85% of the visitors that overnighted in the Charlottetown
area reported non-famly travel notives. Visiting friends and
relatives (26% and escape/relaxation (24%, were the primary trave
motivators of visitors to this region

Figure 3
PLEASURE VISITOR’'S TRAVEL MOTIVES
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Seventy-three percent of visitors that overnighted nmainly in the.
Charl ottetown tourismregion stayed in paid accommodations, with the
majority (69% staying in fixed roof facilities. Canpgrounds and
trailer parks were frequented by 4% of this region’s paid
accommodation visitors. Twenty-seven percent of visitors to the
Charlottetown tourismregion stayed with friends and relatives in non-
pai d accommodati ons. \WWen conpared to provincial standards
Charlottetown attracted significantly nmore hotel/notel vacationers,
while attracting significantly fewer cottage and canpground
travelers, a natural reflection of the physical infrastructure of
accommmodations in the Charlottetown area.
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Figure 4
ACCOMMODATIONS FREQUENTED BY VISITORS TO CHARLOTTETOWN
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Visitors to the Charlottetown region actually participated in
sightseeing (87% , craft/souvenir shopping (57%, general merchandise
shopping (52% , beach visits (47%, and Anne/Lucy Maud Mont gomery
(419% activities nore than other activities. Gven the region's
apparent strength in such activities, these activities (supplenented
by worl d class accommodations, fine dininP and the region’s history
and culture) should continue to serve as lure pieces to entice nore
visitors to the Charlottetown region

Vi sitor Expenditures

Visitor receipts for the Charlottetown tourismregion are estimated at
$46.9 nmllion. The mean party expenditure by those who overnighted
mainly in the charlottetown area is estimted at $452, 13% bel ow t he
$518 nean party expenditure recorded for the province. This may, in
part, be due to higher VFR visitors (27% in non-paid accommodations).
This expenditure included an average of 2.2 people.

Col l ectively, accommdations, restaurant neals and grocery/liquor
ﬁurchases represented 64% of total expenditures, while purchases of
andi crafts, souvenirs and ot her shopP|ng oods represented 20% of

expenditures. Autonobile expenses plus adm ssions to
attractions/events/sport and recreation anmenities accounted for a
further 15% of sEending. The bal ance of visitor expenditures (1%
were against nightlife and m scellaneous expenses.

Figure 6

MEAN PLEASURE VISITOR EXPENDITURE
BY MAIN OVERNIGHT TOURISM REGION

— PROVINCE ($518)
Z REGIONS

When conpared to provincial spending nornms, visitors to the
Charlottetown tourismregion tended to spend nore agai nst restaurant
meal s and crafts/souvenirs, while spending bel ow provincial averages
on grocery/liquor purchases and autonobile expenses.
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Figqure 7

PERCENTAGE OF VISITOR EXPENDITURES
ON VARIOUS TOURISM PRODUCTS
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(iv) EASTERN ICINGS TOURISM REGION

Regi onal Tourism Plant Inventory

A 1994 Survey of Tourism Operators defined the physical infrastructure
of the Eastern Kings tourism plant. The strength of the Eastern Kings
region’s tourismplant lies in its fixed roof acconmodations and
restaurant sectors.

THE EASTERN KING8 TOURI SM PLANT

1994 |
NUMBER OPERATI ONS NUMBER UNI TS
ACCOMMODATI ONS 76 272
CAMPGROUNDS* 3 168
RESTAURANTS 25
ATTRACTI ONS 6
ACTI VI TI ES 15
CRAFTS/ G FT SHOP 14

. I ncl udes governnent canpgrounds

Provincially, Eastern Kings ranks fourth in the nunber of activity
operators (10% and ranks sixth or lower in all other conponents of
its tourismplant. Eastern Kings accounts for 9% of all provincial
fixed roof acconmodati on operators, 6% of attractions and 5% of
restaurants.

While the region is relatively balanced in terns of infrastructure
distribution, its share of the provincial tourismplant is relatively
low. Future infrastructure devel opnents should be directed toward the
expansi on of attractions and activities, given its verv high VFR
traffic (44%.

The 1994 Tourism Exit Survey concluded that 25%of all pleasure
travelers to Prince Edward Island (an estimated 170,813 visitors)
visited the Eastern Kings tourismregion. This region was the nmain
overni ght destination-far 5% of all-pleasure- travelers (34,163
visitors) , who stayed an average of 7.8 nights, occupying an _
equi val ent of 133,236 room nights in paid and non-paid acconmodati ons.

VWien conpared to 1994 visitation levels, the Eastern Kings tourism
region realized a 2% increase in overnight pleasure travel _

visitations. The length oftime these visitors stayed overnight in
the region increased from 6.3 nights in 1994 to 7.8 nights in 1995.
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Figure 1
DISTRIBUTION OF PLEASURE VISITORS TO PEFS TOURISM REGIONS
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Visitor Profile

Thirty-two percent of all overnight pleasure travelers to Eastern
Kings were Anerican pleasure travelers, While 25%were Maritine
pleasure travelers. Ontarians and Quebecers represented 22% and 6%
of pleasure travel ers respectively. The balance of visitors (15%
were from other origins. Sixty-seven percent of visitors who
overnighted mainly n the Eastern Kings region were repeat visitors.
Repeat visitation in Eastern Kings is significantly higher than the
provincial norm (59%, and nay be a reflection of a strong VFR (versus
pai d accommodations) traffic.

Figure 2
ORIGIN OF PLEASURE VISITORS
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Si xty-seven percent of Ea
Kings tourismregion were adult travelers and 33% were fanmlies. The
majority of these visitors (73% were over 40 years of age. Gven

this region’s appeal

the visitors who overnighted in the Eastern

to the adult couples market, it is not surprising

to find that 79% of visitors that overnighted mainly in Eastern Kings
reported non-famly travel notives. Visiting friends and relatives
(38% and relaxation and escape (16% were primary travel notivators
for these visitors.

PLEASURE VISITOR’S TRAVEL MOTIVES

Figure 3
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Forty-four

gover nnent

percent of visitors that overnighted in the Eastern Kings
tourism region stayed in non-paid accommpdations. Forty-four percent
stayed in fixed roof accommodations, while 12% stayed in private or

operated ca

grounds. \Wen conpared to provincial norms,

Eastern Kings attracted-significantly nmore VFR (visiting friends and

relatives)
visitors.

vacati oners,

while hosting fewer canpground and hotel/note
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Figure 4
ACCOMMODATIONS FREQUENTED BY VISITORS TO EAST KINGS
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Vi sitor Activities

Sightseeing (47%, visiting friends and relatives (43%, visiting the
beaches (41%, and golf (17% were the main activities planned by
visitors to Eastern Kings. Oher planned activities included:
visiting Anne/Lucy Maud Montgonery sites and |obster suppers.

Figure s

ACTUAL VS PLANNED ACTIVITIES FOR PLEASURE V/|S|ITORS
TO THE EASTERN KINGS REGION




Visitors to Eastern Kings actually participated in si%ytseeing (769
and beach visits (65%, nore than other activities. Sightseeing,
beaches and golf should continue to serve as this region’s primary

lure pieces, when devel oping advertising creative to entice additiona
visitors to Eastern Kings.

Visitor Expenditures

Visitor receipts for the Eastern Kings tourismregion are estimted at
$7.3 mllion. The mean party expenditure by those who overn|ghted
mainly in Eastern Kings is estimated at $687, _32% above the $518 mean
party expenditure recorded for the province. This expenditure

I ncluded, on average, 2.5 people.

Col | ectively, accomodations, restaurant meals and grocery/liquor
purchases conbined, represented 62% of total expenditures: while
purchases of handicrafts, souvenirs and other shopping goods
represented 17% of expenditures. Autonobile expenses and adm ssions
to attractions/events/sport and recreation anmenities accounted for a
further 19% of spending. The balance of visitor expenditures (2%
were on nightlife and m scel |l aneous expenses.

Figure 6

MEAN PLEASURE VISITOR EXPENDITURE
BY MAIN OVERNIGHT TOURISM REGION
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When conpared to provincial spending nornms, visitors to Eastern Kings
tended to spend nore on grocery/liquor purchases, other shopping goods
and autonobil e expenses. These visitors also tended to spend bel ow
provi nci al averages on accommodati ons, restaurant neals, adm ssions,
crafts and souvenirs.
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Figure 7

PERCENTAGE OF VISITOR EXPENDITURES
ON VARIOUS TOURISM PRODUCTS
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(v) EVANGELIZE TOURISM REGION

Regional Tourism Pl ant Inventory

A 1994 Survey of Tourism Operators defined the physical infrastructure
of the Evangelize tourismplant. The strengths of the Evangelize

region’s tourismplant rests with its fixed roof accommodati ons and
restaurant operators.

THE EVANGELINE TOURI SM PLANT L
1994 1 :
NUMBER OPERATI ONS NuMBer UNI TS v
ACCOMMODATI ONS 13 90 -
CAMPGROUNDS . 1 100
RESTAURANTS 6 -
ATTRACTI ONS 4
ACTI VI TI ES 2
CRAFTS/ G FT SHOP 8
«Includes governnent canpgrounds i
Wiile the region is relatively balanced in ternms of infrastructure ‘i

distribution, its share of the total provincial plant is significantly
| ower than that of other tourismregions. Future development could be
directed toward all tourismrelated products.

The 1995 Tourism Exit survey concl uded that 15% of all pleasure
travelers to Prince Edward Island (an estimted 102,488 visitors)
visited the Evangelize region. This region was the “main” overnight
destination for 2% of all pleasure travelers (13,665 visitors), who
stayed an average of 5.7 nights, occupying an equival ent of 38, 945
room nights in paid and non-pai d acconmodati ons.

When conpared to 1994 visitations, the Evangelize tourismregion
realized a 104% increase in overnight pleasure visitations. The
length of time pleasure visitors stayed in the region decreased
marginally from 6.2-nights -in -1994 to0 5.7 -nights in 1995,



Figure 1
DISTRIBUTION OF PLEASURE VISITORS TO PEF'S TOURISM REGIONS
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Visitor Profile

Forty-three percent of all overniv%ht pl ea;ure travelers to the
Evangelize area were Maritiners, Il e 23% were ontarian vacati oners.
quebecers represented 20% of all pleasure travelers to this region,
while Anericans accounted for 11% of visitations, S€venty-seven
percent of all visitors who overnight eq_ mai nloy in the Evanfgel | ze
tourism region were repeat visitors. hi's conpares very favorably
with provincial norms of repeat visitation (59% , and may reflect
ndi vi dual operators’ nore aggressive repeat visitation mar ket i ng

[
initiatives.-

Figure 2
ORIGIN OF PLEASURE VISITORS
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Ei ghty-three percent of visitors that overnighted in the Evangelize
tourismregion were adult travelers and 17% were famlies. he
strong majority of these visitors were over 40years of age (79%.
Gven this region’s appeal to the adult market, it is not surprising
to find that 97% of visitors that overnighted mainly in the Evangelize
area, reported non-family travel notives. Visiting friends and
relatives (43%, history and culture (20%, and experiencing nature
(14% were primary travel notivators for these visitors.

Figure 3
PLEASURE VISITOR'S TRAVEL MOTIVES
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The Evangelize tourismregion offers a strong historical and cultura
tourismproduct and is a softer escape and fam |y vacation product
when conpared to provincial nornmns.

Seventy-one percent of visitors that overnighted in the Evangelize
tourismregion stayed in paid acconmodations, with 57% staying in
fixed roof facilities and 14% staying in private and gover nment
canpgrounds. Twenty-nine percent of all pleasure visitors to the
Evangel i ze region stayed in non-paid acconmodations. \Wien conpared to
provincial norms, the Evangelize region tended to attract
significantly nore VFR visitors and travelers who stayed in hotels
and notels. The Evangelize region attracted fewer cottage, bed and
breakfast and canping visitors.
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FPigure 4
ACCOMMODATIONS FREQUENTED BY VISITORS TO EVANGELINE

|
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Visitor Activities

The Acadian culture (54%, visiting friends and relatives (34% and
sightseeing (31% were the main activities planned by visitors to the
Evangel ize region. Oher planned activities included beach visits,
attending festivals and events, and |obster suppers.

Figure 5

ACTUAL VS PLANNED ACTIVITIES FOR PLEASURE V/|SITORS
TO THE EVANGELINE REGION
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Visitors to the Evangelize region tended to gctuall articipate in
sightseeing (69%, Acadian Culture (66%, and" shoppt ng (%5@6 more than
other activities. Until other commercial and non-conmmercia
attractions are developed, the rich history and culture of the
Evangel i ze region should continue as the main lure piece to entice
additional visitors to the Evangelize region

Visitor Expenditures

Visitor receipts for the Evangelize tourismregion are estinmted at
$2.9 mllion. The nmean party expenditure by those who overni ghted
mainly in the Evangelize tourismregion is estimated at $497, 4%

| ower than the $518 nean party expenditure recorded for the provi'nce.
Thi s expenditure included, on average, 2.3 people.

Col | ectively, accommpdations, restaurant neals and grocery/liquor
purchases represented 68% of total expenditures, while autonobile
expenses, adm ssions to attractions/events/sport andF;ec eat|onf
anenities accounted for a further 12% of spending. urchases o
handi crafts, souvenirs and other shopping goods represented 11% of
expenditures, Wwhile the balance of visitor spending, 9% was on
nightlife and m scell aneous expenses.

Figure 6

MEAN PLEASURE VISITOR EXPENDITURE
BY MAIN OVERNIGHT TOURISM REGION
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When conpared to provincial spending norms, Visitors to the Evangelize
region tended to spend nore on restaurant neals and genera

mer chandi se shoppi ng, while spending | ess on accommodations and
adm ssi ons.
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Figure 7

PERCENTAGE OF VISITOR EXPENDITURES
ON VARIOUS TOURISM PRODUCTS
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(vi) KENSINGTON TOURISM REGION

Regi onal Tourism Plant | nventory

A 1994 Survey of Tourism Operators defined the physical infrastructure
of the Kensington tourism plant. The strengths of the Kensington
region’s tourism plant rests with its fixed roof acconmodations and
restaurant operators.

THE KENSINGTON TOURI SM PLANT

SSOCS SRR |

1994
NUMBER OPERATI ONS NUMBER UNI TS
ACCOVMODATI ONS 81 277
CAVPGROUNDS  * 5 623
RESTAURANTS 30 -
ATTRACTI ONS 11 T
ACTI VI TI ES 8
CRAFTS/ G FT SHOP 9

* Includes Qovernnent canpgrounds

The 1994 Tourism Exit Survey concluded that 43%of all pleasure
travelers to Prince Edward Island (an estimated 293, 798 visitors)
visited the Kensington region. This region was the “main” overnight
destination for 4% of all pleasure travelers (27,330 visitors), who
stayed an average of 5.5 nights, occupying an equival ent of 75,158
room nights in paid and non-pai d acconmodati ons.

When conpared to 1994 visitations, the Kensington tourismregion
realized a 2% increase in overnight pleasure visitations. The length
of time pleasure visitors stayed in the region decreased from®6.9
nights in 1994 to 5.5 nights in 1995.
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Figure 1
DISTRIBUTION OF PLEASURE VISITORS TO PEFS TOURISM REGIONS
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Visitor Profile

Forty-three percent of all overnight pleasure travelers to the
Kensington area were Maritime pleasure travelers, while 19% of
overnight visitors were Anmericans. Ontario and Quebecers represented
17% and 11% of overnight pleasure travelers respectively. The

bal ance, 10% were from other origins. Seventy-three percent of all
visitors who overnighted in the Kensington tourism region were repeat
visitors.

Figure 2
ORIGIN OF PLEASURE VISITORS
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sixty-nine percent of visitors who overnighted in the Kensington
tourismregion were adult travelers, while the balance, 31% were
famlies. The majority of these visitors were over 40 years of age
(71% . Gven this region’s appeal to the adult couples market, it is
not surprising that 79% of visitors that overnighted in the Kensington
area reported non-famly travel notives. Visiting friends and
relatives (33%, and relax and escape (20% were primary trave
motivators for these visitors.

Figure 3
PLEASURE VISITOR’'S TRAVEL MOTIVES
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Thirty-five percent of visitors that overnighted in the Kensington
tourismregion stayed in non-paid acconmodati ons, while 33% stayed in
fixed roof facilities. Thirty-two percent stayed in canp%rounds or
trailer parks. \Wen conpared to provincial standards, the Kensington
region attracted significantly nore VFR cottage and canping
travelers, while attracting significantly fewer hotel/notel visitors.
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Figure 4
ACCOMMODATIONS FREQUENTED BY VISITORS TO KENSINGTON
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Visitor Activities

sightseeing (48% , visiting friends and relatives (39% |, and beach
visits (39% were the top activities planned by visitors to the
Kensington region. Qher planned activities included: ~Anne/Lucy Maud

Mont gonery activities; |obster suppers; and camping.

Figure 5

ACTUAL VS PLANNED ACTIVITIES FOR PLEASURE V/|SITORS
TO THE KENSINGTON REGION
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Visitors to the Kensington region actually i ci i i i
(919, beach visits (63%, squvenir/handcrafecarstfllcc):pl)giart‘lgd(é??%s,l ggrt_lgeel nd
shopping for general nerchandise nore often than other activities.
These activities, conbined with the region's history/culture should
continue to be the main lure piece to entice additional visitors to
this region, until other commercial and non conmercial attractions are

devel oped.
Visitor Expenditures

Visitor receipts for the Kensington tourism region are estinmated at
$5.4 nillion. The mean party expenditure by those who over ni ghted
mainly in the Kensington tourismregion is estinated at $516
marginally lower than the $518 mean party expenditure recorded for the
province. This expenditure included, on average, 2.4 people.

Accommodations, restaurant neals and grocery/liquor purchases
conbined, represented 64% of total expenditures, while purchases of
handi crafts, souvenirs and other shopping goods represented 17% of
expenditures.  Autonobile expenses, adm ssions to
attractions/events/sport and recreation anenities accounted for a
further 18% of expenditures. The bal ance, 19 was spent on nightlife
and m scel | aneous expenses.

Figure 6

MEAN PLEASURE VISITOR EXPENDITURE
BY MAIN OVERNIGHT TOURISM REGION
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SOURCE: 1968 TOURISM XIT SURVEY

VWien conpared to provincial spending norms, visitors to the Kensington
region tended to spend nore on grocery/liquor purchases and autonotive
products, while spending bel ow provincial averages on accomodati ons

and restaurant nmeals. This |atter poipt may be tied into the
significantly higher vFr conponent of Kensington's traffic.
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Figure 7

PERCENTAGE OF VISITOR EXPENDITURES
ON VARIOUS TOURISM PRODUCTS
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(vii) NEW LONDON TOURISM REGION

Regional Tourism Plant Inventory

The 1994 Tourism Operator Survey defined the physical infrastructure
of the New London region’s tourismplant. The Strength of this
region’s tourism plant rests with its accommodations sector.

THE NEW LONDON TOURI SM P- *

— 1994 | !
NUMBER OPERATI ONS NUMBER UNI TS .
ACCOVWMODATI ONS 30 83
CAMPGROUNDS* 0 0
RESTAURANTS 5
ATTRACTI ONS 1
ACTI VI TI ES 2
CRAFTS/ G FT SHOP 5 )|

. Includes government canpgrounds

Wien conpared to the provincial tourismplant, New London has a 4%
share of fixed roof acconmodati on operators.

The 1995 Tourism Exit Survey concluded that 35% of all pleasure
travelers to Prince Edward Island (an estimted 239, 138 visitors)
visited the New London region. This region was the “main” overnight
destination for 1% of all pleasure travelers (6,832 visitors), who
stayed an average of 5.0 nights, occupying an equivalent of 17,080
room nights in paid and non-pai d acconmodati ons.

When conpared to 1994 visitation, the New London tourismregion
realized a 2% increase in overnight pleasure travel visitation. The

l ength of tinme dpl easure visitors overnighted in the New London tourism
region decreased from 5.9 nights to 5.0 nights.



Figure 1
DISTRIBUTION OF PLEASURE VISITORS TO PEr'S TOURISM REGIONS
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Visitor Profile

Fifty-four percent of all pleasure travelers who overnighted mainly
in the New London area were Marjtimers and 23% were visitors from
provinces west of Ontario. EIght percent were Quebec pleasure 7%
travel ers, while another 8% were American VIO%I tvc}rssi't of ’

were from other origins. S Xty-two percent ! s who
overnighted mainly in the New London tourism region were repeat
visitors.

Figure 2
ORIGIN OF PLEASURE VISITORS
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Seventy-seven percent of visitors who overnighted in the New London
tourismregion were adult travelers, while the bal ance. 23% were
famlies. "The majority of these ViISItOrs were over 40 years of age
(77% . Seventy-seven percent of visitors that overnighted in the New
London area reported ‘non-famly"travel notives. Visiting friends
and relatives (62% and experiencing a famly vacation (23%) were
primary travel notivators for visitors to this region

Figure 3
PLEASURE VISITOR’'S TRAVEL MOTIVES
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G ven such strong VFR travel notives, it was not surprising to

di scover that 54%of all visitors who overnighted mainly in the New
London tourism region stayed in non-paid accommodations. Forty-six
percent stayed in fixed roof accommodati ons. G ven the absence of
canpgrounds in this tourismregion, it is understandable that all non-
VFR visitors to this region stayed in fixed roof accomnmodations.

When conpared to provincial standards, New London attracted
significantly nmore VFR (visiting friends & relatives) , cottage, and
bed and breakfast visitors, while attracting significantly fewer
travel ers who stayed in hotels and notels.
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Figqure 4
ACCOMMODATIONS FREQUENTED BY VISITORS TO NEW LONDON
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Visitor Activities

Sightseeing (62% and visiting friends and relatives (54% were the
main activities planned by visitors to the New London region. ~Qher
pl anned activities included beach visits and Anne related activities.

Figure 5

ACTUAL VS PLANNED ACTIVITIES FOR PLEASURE V/|S|ITORS
TO THE NEW LONDON REGION
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Visitors to the New London area tended to actually participate in
sightseeing (91% and visiting friends and relatives (54%-activities,
nore than other activities. These activities should form the base for
any lure pieces that nay be developed to entice additional visitors to
this region.

Visitor Expenditures

Visitor receipts for the New London tourism region are estimted at
$1.5 million. The nmean party expenditure by those who overnighted in
the New London tourismregion is estimated at $408, 21% bel ow the $518
mean party expenditure recorded for the province. This expenditure

i ncl uded, on average, 1.9 people. Gven the high ratio of VFR traffic
inthis region, it is not surprising that the average visitor party
expenditures are significantly below the provincial average.

Restaurant neals and grocery/liquor purchases conbined, represented
45% of total expenditures, while accommodations accounted for 13% of
visitor expenditures. Purchases of handicrafts, souvenirs and other
shoppi ng goods represented 23% of expenditures, while autonobile
expenses, adm ssions to attractions/events/sport and recreation
amenities accounted for 18% expenditures. The balance, 1% was spent
on nightlife and m scel |l aneous expenses.

Figure 6

MEAN PLEASURE VISITOR EXPENDITURE
BYMAINOVERNIGHT TOURISM REGION
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When conpared to provincial spending norms, visitors to the New London
region tended to spend nore against restaurant neals, crafts and
souvenirs, autonotive expenses and ot her shoppi ng goods, while
spending significantly less on acconmmodati ons.
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Figure 7

PERCENTAGE OF VISITOR EXPENDITURES
ON VARIOUS TOURISM PRODUCTS
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(viii) SOUTHERN KINGS TOURISM REGION

Regi onal Tourism Plant | nventory

The physical infrastructure of the Southern Kings tourism plant was
defined by a 1994 Tourism Operator Survey. The strengths of this
region’s tourismplant lie with its fixed roof acconmodati on,
restaurant, and craft/gift shop sectors. Collectively, these
operators account for 80% of this region’ s tourism plant.

THE SOUTHERN KINGS8 TOURISM PLANT

1994
NUVBER OPERATI ONS NUMBER UNI TS

ACCOMMODATI ONS 99 S23

CAMPGROUNDS 7 456

RESTAURANTS 45 --
ATTRACTI ONS 16
ACTIVITI ES 21
CRAFTS/ A FT SHOP 30

« I ncl udes governnent canpgrounds

Sout hern Kings has a 12% share of the Province's tourismplant. It
ranks first in the nunber of craft and gift shop (18% operators,
second in attractions (16%, and third in the nunber of restaurant
operators (10%

The 1995 Tourism Exit Survey concluded that 32% of all pleasure
travelers to Prince Edward |sland, an estinmated 218,640 visitors,
visited the Southern Kings region. This region was the ‘min”

overni ght destination for 6% of all pleasure travelers (40,995
visitors) , who stayed an average of 6.3 nights, occupying an _
equi val ent of 129,134 room nights in paid and non-paid accomodati ons.

When conpared to 1994- visitation levels, -Southern Kings realized a 23%
increase in overnight pleasure visitation. Wth respect to length of
time spent in the region, overnight visitations increased from4.5
nights in 1994 to 6.3 nights in 1995.
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Figure 1
DISTRIBUTION OF PLEASURE VISITORS TO PEPS TOURISM REGIONS
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Visitor Profile

Thirty-nine percent of all overnight pleasure tr velers to

Southern Kings area were Maritime vacationers A% ere® AP can
visitors. Twenty percent were from the pI‘OVén ? of. Ontario wh|#
the bal ance, 20% were from other origins. y-ni ne percent all
visitors who overnighted mainly in the Southern Kings tourism reQ| on
were repeat visitors. Repeat Vvisitation dflgures are 51gF1flcant y
hi gher than the provincial norm (59%, could be a reflection of
high vFR traffic.

Figure 2
ORIGIN OF PLEASURE VISITORS
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Seventy percent of visitors who overnighted in Sout hern Kings were
adult travelers, while the balance, 30% were famlies. The strong
majority of these visitors were over 40 years of age (74%. Gven
this region's appeal to the adult couples market, It I's not surprising
to find that 86% of visitors that overnighted in the Southern Kings
area reported “non-famly” travel motives. Visiting friends and
relatives (40%, experiencing a famly vacation (24%, and relax and
escape (15% were primary travel notivators for these visitors.

Figure 3
PLEASURE VISITOR'S TRAVEL MOTIVES

50%

20% = RORSRENARXK TR / \

10% -B5335552

2 X
424%0%%

2ot
poe o
50X

% 0 120 00%

::I 020X

oyt X

o% 0 0o’ b .o
ESCAPE FAMILY HIST/CULT VFR NATURE OTHER

[l PROVINCE "SOUTH KINGS

SOURCE: 1995 TOURISM EXIT SURVEY

vhen conpared to provincial norms, Southern Kings attracted
significantly nore visitors that travelled for VFR notives.

FortK-thre_e percent of the visitors that overni ghted mainly in the
Sout hern Kings tourismregion stayed in non-paid accormodati ons, while
37% stayedin fixed roof acconmodations, and 20% stayed in canpgrounds

or trailer parks. The high ratio of visitors staying in non-paid
accommodations is not surprising, given the strong VvFR travel notives

of visitors to this tourism region.
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Figure 4
ACCOMMODATIONS FREQUENTED BY VISITORS
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Visitor Activities

Si ght seei ng 2640 , visiting friends and relatives (42%, and visiting
the beaches (35% were the main activities planned by visitors to

L Sout hern Kings. other planned activities included Anne/Lucy Maud
k- Mont gonery activities, canping, and golf.

' Figure 5

! ACTUAL VS PLANNED ACTIVITIES

TOP 10 ACTIVITIES

M PLANNED
BacTuaL
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Visitors to Southern Kings actually participated in sightseeing (85%,
beach visits (57%, general shopping (55%, craft/souvenir shopping
(47% and visiting friends and relatives (50%, nore than other
activities. The region’s sights, beaches, crafts and golf should
continue to be enphasized in future lure pieces.

Visitor Expenditures

Visitor receipts for the Southern Kings tourism region are estimted

at $8.7 million. The nmean party expenditure by those who overni ght ed
mainly in the Southern Kings tourismregion is estimted at $495, 4%
bel ow than the provincial average of $518. The high percentage of VFR
traffic to this region na% account for this variance. The average
party size for visitors that overnighted mainly in Southern Kings is
estimated at 2.5 people.

Accommodations, restaurant neals, and grocery/liquor purchases

conbi ned represented 64% of total expenditures, while purchases of

handi crafts, souvenirs and other shopping goods represented a further
16% of expenditures. Autonobile expenses, adm ssions to attractions,
events, sport and recreation anmenities accounted for an additional 19%
of expenditures. The balance, 1% was on nightlife and m scell aneous
expenses.

Figure 6

MEAN PLEASURE VISITOR EXPENDITURE
BY MAIN OVERNIGHT TOURISM REGION
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When conpared to provincial spending nornms, visitors to Southern Kings
tended to spend nore against auto related and grocery/liquor products,
whi | e spendi ng bel ow the provincial average on acconmodati ons,

restaurant neals, adm ssions, handicrafts and souvenirs.
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rigure 7/

PERCENTAGE OF VISITOR EXPENDITURES
ON VARIOUS TOURISM PRODUCTS
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(iif) SOUTH SHORE TOURISM REGION

Regi onal Tourism Plant |nventory

The physical infrastructure of tourismin the South Shore tourism

regi on was defined by a1994 Tourism Qperator Survey. The strengths

of this region’s tourism plant rests with its fixed roof acconmodation

and restaurant sectors. Collectively, they represent 75% of this
tourismregion's plant. Overall, the South Shore region has a 9% ;
share of the Province's tourism plant. v

THE SOUTH SHORE TOURI SM PLANT

1994 |

NUMBER OPERATIONS | NUMBER UNI TS |

I
i ACCOVMODATI ONS | 96 | 442 i
| CANPGROUNDS « | 5 | 696 I
| RESTAURANTS | 29 | -- ||
i ATTRACTI ONS | 9 \ " [
| ACTI VI TI ES | 12 I "- I
| CRAFTS/GIFT SHOP | 15 | -- ]

.l ncl udes governnent campgrounds

The 1995 Tourism Exit Survey concluded that 39% of all pleasure
travelers to Prince Edward |sland (an estinmated 266,468 visitors)
visited the South Shore region. This region was the "main" overni ght
destination for 4% of all pleasure travelers (27,330 visitors), 0
stayed an average of 5.0 nights, occupying an equivalent of 68,325
room nights in paid and non-paid accommobdati ons.

When conmpared to 1994 visitation, the South Shore tourismregion
realized a 18% decrease in overnight pleasure visitation. Wth
respect to the length of tinme these visitors spent in the region,
overnight visitations -increased marginally.from 4.9 nights in 1994 to
5.0 nights in 1995.
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Figure 1
DISTRIBUTION OF PLEASURE VISITORS TO PEI'S TOURISM REGIONS
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Visitor Profile

Thirty-six percent of all overnight pleasure travelers to the South
Shore were Maritime vacationers, and 21% were pleasure travelers from
Ontario. Eighteen percent were Anericans, and 9% were from Quebec.
The bal ance of pleasure travelers, 16% were from other origins.
Seventy-six percent of all visitors who overnighted mainly in the
Sout h Shore tourism region were repeat visitors.

Figure 2
ORIGIN OF PLEASURE V|[S|ITORS
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Seventy-seven percent of visitors who overnighted nainly in the South
Shore tourismregion were adult travelers, while the balance, 23%
were famlies. The majority of these visitorswere over 40 years of
age (69%. Gven this region’s strong appeal to the adult couples
market, it is not surprising that 86% of visitors that overnighted in
the South Shore area reported “non-famly” travel notives. I'siting
friends and relatives (37%, and relax and escape (23%, were primry
travel notivators for these visitors.

Figure 3
PLEASURE VISITOR’'S TRAVEL MOTIVES
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Fifty-six percent of all visitors that overnighted mainly in the South
Shore tourismregion stayed in paid, fixed roof accomodations, while
38% stayed with friends and relatives in non-paid accommodations. The
bal ance of visitors, 6% stayed at private/governnment canpgrounds.
When conpared to provincial standards, the South Shore region
attracted nore VFR (visiting friends and rel atives), cottage and bed
and breakfast travelers, while attracting fewer hotel/notel and
canping visitors.
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Figure 4
ACCOMMODATIONS FREQUENTED BY VISITORS TO SOUTH SHORE
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visitor Activities

Visiting PEI’s National Parks (80% , sightseeing (59%, visiting
friends and relatives (46%, and beach visits (37% were th%lhop
activities planned by visitors to the South Shore region. €

pl anned activities included Anne related attractions and |obster.

Figure 5

ACTUAL VS PLANNED ACTIVITIES FOR PLEASURE \/|SITORS
TOTHESOUTHSHORE REGION
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Visitors to the South Shore region tended to actually participate in
sightseeing (80%, beach visits (64%, craft and souvenir shoppi ng
(55%, visiting friends and relatives (50%, and shopping for genera
mer chandi se (49% , nmore than other activities. These activities
shoul d serve as the nain thenes for lure pieces to entice additiona
visitors to this region.

Visitor Expenditures

Visitor receipts for the South Shore tourismregion are estimated at
$5.9 mllion. The nmean party expenditure by those who overnighted
mainly in the South Shore tourismregion is estimated at $484,
marginally | ower than the $518 nean party expenditure recorded for the
province. This expenditure included, on average, 2.3 people

Accommodations, restaurant neals, and grocery/liquor purchases
combined, represented 65% of total expenditures; while purchases of
handi crafts, souvenirs and ot her shoppi ng goods represented 15% of
expenditures. Autonobile expenses, adm ssions to
attractions/events/sport and recreation anmenities accounted for a
further 16% of expenditures. The balance, 4% was spent on nightlife
and m scel | aneous- expenses.

Figure 6

MEAN PLEASURE VISITOR EXPENDITURE
BY MAIN OVERNIGHT TOURISM REGION

— PROVINCE (3518)
Eineqions

When conpared to provincial spending norms, visitors to the South
Shore region tended to spend marginally nmore on grocery/liquor
purchases, auto related expenses, and shopping for general

mer chandi se, while spending slightly below the provincial average on
acconmodations, restaurant meals and crafts/souvenirs.
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Figure 7

PERCENTAGE OF VISITOR EXPENDITURES
ON VARIOUS TOURISM PRODUCTS
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(x) SUMMERSIDE TOURISM REGION

Regi onal Tourism Plant Inventory

A 1994 survey of Tourism Operators defined the physical infrastructure
of tourismin the Summerside region. The strength of the region's
tourismplant lies with its fixed roof acconmodation and restaurant
sectors. Collectively, these operators account for 75% of the
Summerside region’s tourism plant. On a provincial basis, Summerside
has a 4xshare of fixed roof accommodations and an 11% share of

restaurant operators.

THE SUMMERSIDE TOURISM PLANT

(. — 1994
NUMBER (perations NUMBER UNI TS
ACCOMMODATI ONS 32 555
| CAMPGROUNDS#* 2 91
RESTAURANTS 53
ATTRACTI ONS 5
ACTI VI TI ES 6
CRAFTS/ G FT SHOP 1s --

* Includes governnent canpgrounds

The 1995 Tourism Exit Survey concl uded that 48% of all pleasure
travelers to Prince Edward |sland (an estimted 327.961 visitors)
visited the Summerside region. This region was the "main® overni ght
destination for 11% of all pleasure travelers (75,158 visitors), who
stayed an avera%f of 4.4 nights, occupying an equival ent of 165,348
room nights in both paid and non-paid accommodati ons.

Wien conpared to 1994 visitations, the Summerside tourismregion
realized a 2% increase in overnight pleasure travel visitations. The
| ength of time-overnight pleasure travelers stayed in the region
increased from 4.0 nights in 1994 to 4.4 nights in 1995.
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Figure 1

DISTRIBUTION OF PLEASURE VISITORS TO PEI'S TOURISM REGIONS
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Thirty-five percent of all ht
Summerside tourismregion were Maritine travel ers.

Ontarian vacationers represented 24% and 22% of visitors re§f§?3[%e

overni ght pleasure travel

Fndr

while 19% of pleasure travelers were fromother origins. _
( visitors who overnighted in the Sunmerside tourism
region were repeat visitors.
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Ei ghty percent of visitors who overnighted nainly in the Summerside
tourism region were adult travellers,-while the balance, 20% were
famlies. The mpjority of these visitors were over 40 years of age
(72%9 . Gven this region’s appeal to the adult couples market, it is
not surprising to find that 92% of visitors that overnighted in the
Summer si de area reported "non-family" travel notives. Visiting
friends and relatives (40%, and relax and escape (23% were primary
travel notivators for these visitors.

Figure 3
PLEASURE VISITOR’'S TRAVEL MOTIVES
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Forty-six percent of visitors that overnighted in the Summerside

tourism region stayed in hotels/notels, while 36% stayed with friends

and relatives in non-paid accommodations. Ten percent stayed in other
fixed roof accommodations, while 8%  frequented canpgrounds or trailer
parks. Wen conpared to provincial nornms, Sumerside attracted
significantly nore travelers who stayed in hotels/notels and wth

friends and relatives, while attracting fewer cottagers and canpground
vacati oners.
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Figure 4

ACCOMMODATIONS FREQUENTED BY VISITORS TO SUMMERSIDE

10%

Vi sitor Activities

Si ghtseeing (53%,

2
%
0"

v ]
e |
e |
oo §
? |
*e |
X

B rnovincE
— SUMMERSIDE

visiting friends and relatives

(389,

beach visits

(2199 and Anne attractions were the main activities planned by
visitors to the Sunmmerside region.

Figure 5

TO THE SUMMERSIDE REGION

ACTUAL VS PLANNED ACTIVITIES FOR PLEASURE \/|S|TORS
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Visitors to the Summerside area actually participated in sightseeing
(82%0 souvenir shopping (56%, and shopping for general nerchandise
: (52% nore than other activities. These activities should continue to
1 be the main lure pieces to entice additional visitors to this region

Visitor Expenditures

4

i Visitor receipts for the Sunmerside tourism region are estinated at

] $16.1 mllion. The nean party expenditure for those who overnighted

7 mainly in the Summerside tourismregion is estimted at $397, 23%
: bel ow the $518 nean party expenditure recorded for the province. This
L expenditure included, on average, 2.2 people.

g Accommodations, restaurant neals and grocery/liquor purchases

7 conbi ned, represented 65% of total expenditures, while purchases of

g handi crafts, souvenirs and other shopping goods represented 19% of

g expendrtures Aut onobi | e expenses, admssions to

? attractions/events/sports an recreation anenities accounted for a

7 further 13% of expenditures. The balance, 3% was spent on nightlife
and m scel | aneous expenses.

Figure 6

MEAN PLEASURE VISITOR EXPENDITURE
BY MAIN OVERNIGHT TOURISM REGION

;
i
&

|
z

L SRR

SRR

S

— PROVINCE ($518)
B reaions

7
b
.
i
FA
i

RN

ez

AT

When conpared to provincial spending nornms, visitors to the Summerside
region tended to spend nargrnally more on restaurant nmeals and

shoppi ng goods, mhrle spendi marginally less on grocery and |iquor

pur chases, adm ssions and craft/souvenirs.
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Figure 7/

PERCENTAGE OF VISITOR EXPENDITURES
ON VARIOUS TOURISM PRODUCTS
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(xi) WEST PRINCE TOURISM REGION

Regi onal Tourism Plant Inventory -

A 1994 survey of Tourism Operators defined the physical infrastructure
of tourismin the Wst Prince tourismregion. The strengths of this
region’s tourismplant lies in its fixed roof accommodation and
restaurant sectors. Collectively these sectors account for 69% of the
region’s tourism plant.

Provincially, West Prince ranks second with 15% of the province's
canpground operators, third in attraction operators (14% and fourth
in restaurant operators (9%). Overall, the Wst Prince tourism area
accounts for 8% of the Province's tourism plant.

THE WEST PRINCE TOURISM PLANT

1994
NUVBER OPERATIONS NUMBER UNI TS
ACCOMMODATIONS 59 279
CAVPGROUNDS . 8 302
RESTAURANTS 43 -
ATTRACTI ONS 15
ACTIVITIES 9
CRAFTS/GIFT SHOP 14 -

« I ncl udes government canpgrounds

The 1995 Tourism Exit survey concl uded that 24% of all _pleasure
travelers to Prince Edward-Island (an estinmated 163,980 visitors)
visited the West Prince region. This region was the "main" overni ght
destination for 5% of all pleasure travelers (34,163 visitors), 0
stayed an average of 7.3 nights, occupying an equival ent of 124,695
room nights in paid and non-paid acconmobdati ons.

When conpared to 1994 v-imtations, -the West Prince tourism region
experienced a 28% increase in overnight pleasure visitation. The
length of tinme these pleasure visitors stayed overnight in the region
remained at the 1994 [evel of 7.3 nights.
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Figure 1
DISTRIBUTION OF PLEASURE VISITORS TO PEFS TOURISM REQIONS
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Visitor Profile

Thirty-four percent of all pleasure travelers that overnighted mainly
In the West Prince area were wMaritinme vacationers and 30% wer e

pl easure travel ers fromthe province of Ontario. Iwenty percent were
American visitors, while the balance, 16% were from other origins.

Ei ghty-four percent of all visitors who overnighted in the West Prince
tourismregion were repeat visitors. Repeat visitation for West
Prince is significantly higher than the provincial norm(59%. This
may be attributed to very high VvFR traffic.

Figure 2
ORIGIN OF PLEASURE VISITORS
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Ei ghty-one percent of visitors who overnighted in West Prince were
adult travelers, while the balance, 19% were fanmlies. The ngjority
of these visitors were over 40 years of age (75%. Gven this
region’'s appeal to the adult couples market, 1t is not surprising to
find that 95% of visitors that overnighted in the West Prince area
reported “non-famly” travel notives. Visiting friends and relatives
(56% , and relax and escape (18%) were prinmary travel notivators for
these visitors.

Figure 3
PLEASURE VISITOR'S TRAVEL MOTIVES
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Si xty percent of all pleasure travelers that overnighted mainly in
the West Prince tourismregion stayed with friends/relatives in non-
pai d acconmodations. An additional 33%of visitors stayed in fixed
roof accommodations, while 7% stayed in canpgrounds or trailer parks.

When conpared to provincial norns, \West Prince attracted significantly

nmore VFR travelers, while attracting significantly fewer hotel/notel
and canpground visitors.
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Figure 4
ACCOMMODATIONS FREQUENTED BY VISITORS TO WEST PRINCE
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visitor Activities

Visiting friends and relatives (55%, Sightseeing (45%, and visiting

the beaches (32% were the top activi E)i e? pl ?nned bK visitois tlo st
Prince. Othéer planned activities, albert, at a much [over |evel,

i ncluded golf and | obster suppers.

Figure 5

ACTUAL VS PLANNED ACTIVITIES FOR PLEASURE \/|5|TORS
TO THE WEST PRINCE REGION




Visitors to West Prince actually participated in sightseeing (76%,
VFR activities (67%, beach visits (57%, general shopping (52% and
crafts/souvenirs shopping (48%), nore than other activities. hese
activities, conbined with the region’s seafood and its history and
culture, should continue as the nmain lure to entice additiona
visitors to this region

Visitor Expenditures

Visitors receipts for the West Prince tourismregion are estimted at
$7.3 mllion. The mean party expenditure by those who overnighted
mainly in the West Prince tourismregion is estimated at $657, 27%
hi gher than the $518 nean party expenditure recorded for the province.
Thi's expenditure included, on average, 2.2 people.

Accommodations, restaurant neals, and grocery/liquor purchases
combi ned, represented 57% of total expenditures; while purchases of
handi crafts, souvenirs and other shopping goods represented 21% of
expenditures. Autonobile expenses, admssions to
attractions/events/sport and recreation anenities accounted for a
further 20% of expenditures. N ghtlife and m scel | aneous expenses
accounted for 2% of total expenditures.

Pigure 6

MEAN PLEASURE VISITOR EXPENDITURE
BY MAIN OVERNIGHT TOURISM REGION
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VWen conpared to provincial spending norms, visitors to Wst Prince
tended to spend nore agai nst autonobil e expenses, grocery/liquor

purchases and general shopping goods, while spending bel ow provincial
averages on accommodati ons.
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Figure 7

PERCENTAGE OF VISITOR EXPENDITURES
ON VARIOUS TOURISM PRODUCTS
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VIl MOTORCOACH TRAVELLER PROFILE

Motorcoach Visitations:

A survey of motorcoach tour operators suggests that between May 15 and
Cctober 31, 1995, approximately 724 motorcoaches visited Prince Edward
I'sland, carrying 27,953 passengers. This represents a 2.5% increase
when conpared to 1994 levels. The average cost of a Maritine
motorcoach tour package was $1, 750. An 11% decrease, when conpared to
1994 tour rates.

MOTORCOACH VISITATION coMPARI SON

[ [ o015 ~/-
BUSES VI SI TI NG PEI 708 724 2.3%
PASSENGERS 27, 265 27, 953 2.5%
AVERAGE BUS LOAD 38. 51 13861 . 3%

Expendi t ur es:

Provi nci al motorcoach receipts for 1995 are estimated at $9.7 mllion
and account for 7% of the province's total pleasure travel receipts.
The average expenditure per party by a motorcoach visitor in 1995 was
$152.50, a decrease of 12% wnen conpared to 1994 expenditure |evels.

The majority of spending by notorcoach visitors was against restaurant

meal s (45%, crafts and souvenirs (41%. Oher expenditures were
agai nst shopping for general merchandi se and adm ssions.

EXPENDI TURE CATEGORI ES % TOTAL
EXPENDI TURES
RESTAURANT MEALS 44,8 $1, 060, 941
SOUVENI RS/ CRAFTS 41.3 $978,055
OTHER SHOPPI NG 3.4 $80, 518
ADM. To EVENTS 4.1 997, 095
OTHER 6.4 $151, 563
SUB- TOTAL 100. 0 $2,368,172
PEI’S S8HARE OF TOUR COST 15.0 $7, 337, 662
i TOTAL | | 89,705,835 |
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Dermogr aphi ¢ es:

The strong majority (84% of motorcoach visitors to Prince Edward
I'sland continue to be first time visitors. These visitors tend to be
ol der, retired, married couples who travel to learn a new culture .
(29% and experience nature (25%. The 1995 Exit Survey characterizes
motorcoach visitors as: over 50 years of age (87% ; retired (71% :
househol d income of $50,000 or less (56%; and USA residents (67%.

PEl MOTORCOACH SURVEY

TRIP NIGHTS

PRINCE EDWARD ISLAND
15%

NOVA SCOTIA
26%
NEWBRUNSWICK 3%,
12% ey
NON-MARITIME NIGHTS

47%

SOURCE: 1995 TOURISM EXIT SURVEY

[tineraries:

Motorcoach tour conpanies tend to offer Prince Edward |sland as one
stop-over in a Maritine tour. Wile the average Iength of a Mritine
tour is 12.9 nights, Prince Edward Island received 2.0 nights, for a
15% share of trip nights. Nova Scotia received the bulk of trip
nights with a 26% share, while New Brunsw ck received a 12% share.

The bal ance of trip nights (6 nights or 46% of trip nights) were spent
traveling to and fromthe Maritinme region.

The nore popul ar motorcoach destinations on Prince Edward I|sland
i ncluded the Charlottetown (96% and Cavendish (93% tourism regions.
Gt her regions visited by motorcoach travelers, albeit |ess

frequently, included the Kensington, New London, and Beaches Tourism
Regi ons.
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PEI MOTORCOACH SURVEY
AREA

S visiTeD

cvarLotrerowN I <%
CAVENDISH— 93%

KENSINGTON
NEW LONDON 43%
SOUTH SHORE 43%
srRAckLEY IR 36%
SOUTHERN KINGS 3%
SUMMERSIDE 3%
evanGeuNE I 8% |
wesT prINCEE 11%
EasTERN KiNas il 10%

0% 20% 40% so% B80% 100%

SOURCE: 1s0s TOURISM EXIT SURVEY

88

[ &d

PRV



e

VIIl THE JAPANESE TRAVELLER PROFILE

During the 1995 tourist season, approximately 8,600 Japanese
travelers visited Prince Edward |Island,_an 1 ncrease of 15% when
conpared to 1994 Japanese visitation. This increase is due largely to
the inclusion of May visitations in the 1995 Japanese report. Forty-
seven percent of the Japanese visitors arrived during the sunmmer
sea_so(;n (July/ August) , with the balance visiting during shoul der
periods.

1995 Japanese Arrivals By Month
July
18% June
15%
May
7%
August 22 R 55 october
29% RIS 8%
Sept enber
23%

Al nost all Japanese respondents indicated at |east one other
destination was included in their trip itinerary, wth Toronto (75%
and Vancouver (41% being the cities nmost often also included. On
average, Japanese visitors stayed 3.2 nights in Prince Edward Island.
This gave PEl a 37% of Japanese trip nights.

Forty-four percent of Japanese visitors were couples traveling al one
or wth other couples and 41% were groups of friends. Famlies
accounted for 10% of Japanese visitors, while single travelers
represented 5% of Japanese visitors. The average travel party size
for all Japanese visitors was 2.8 persons. A trend toward “couples”
aPpears to be devel oping anong Japanese visitors to PEI. In 1995, 44%
of Japanese parties were couples; while in 1994, 21% were couples and
in 1993, 15% of Japanese visitors were couples.

| PARTY COMPOSITION = | PERCENT

GROUP or FRI ENDS | 41%
COUPLES | 44% I
FAM LI ES | 10% i

I SINGLE 5% J
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Japanese visitors who travelled with an organized tour reported
spendi ng an average of $591.49 per expenditure party. In contrast,
Japanese visitors who were not on a tour, spent $1,021.69. The
increase in spending may be due in part, to travel expenditures such
as accommodations being included in tour packages. ~ The comnbi ned
average expenditure for all Japanese V|S|tors I's $715.14 per party
(average Japanese expenditure party size = 2.12 persons).

Based on visitations and partg expenditure levels, it is estimted
that Japanese visitors contributed $2.4 mllion dollars to Prince
Edward [sland tourism industry in 1995.

Forty-eight percent of Japanese expenditures were against gifts, such
as PEI handcrafts/souvenirs. N neteen percent of Japanese visitor
spendi ng was on accommodations. The following table breaks down
expenditures reported by Japanese visitors.

e ey R | PROJECTED TOTAL
"EXPENDITURE CATEGORY. " EXPENDI TURE
CRAFTS/SOUVENIRS $1,144,030
*ACCOMMODATI ONS 18.8 $ 447,509
RESTAURANT MEALS 15. 3 $ 363,630
CITY/LAND/EARBOUR TOURS 5.2 $ 123,673
| AUTO RELATED | 21 | § 97.222
LIVE THEATRE 2.5 $ 60,207
HI STORY/ CULTURE 1.3 $ 31,693
SPORTI NG AMENITIES 0.4 $ 10, 485
OTHER 4.4 $ 104, 371
~ TOTAL - _ 100 $2, 382,900

(*NEote: Results should be read with caution. A large percentage of Japanese respondents (49.11I, n=190) r-port.od Do

on accammndations, likely due to the purchase of accommodation-inclusive packages prior to This
tend to underestimats the acoommodatiom -mum-d-kwm highar in
expenditure categories. Expenditure results for other categories, as restaursnt. msals and live theatre, may

nhohaﬁwbdbythcpnrchnsoott.rmlpu:k-;u)
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IX BUSINESS TRAVELLER PROFILE

Busi ness Traveller Projections:

Twel ve percent (94,650 visitors) of all visitors to Prince Edward
Island between May 15 and COctober 31, 1995 were business travel ers.
Tourismreceipts for business travelers are estimated at $31.3
mllion, 18% of total provincial visitor receipts.

Busi ness Traveller Profil e:

Seventy-four percent of all business travelers to PEI in 1995 were
mal es, who tended to be over 40 years of age (61% and had annual
househol d incomes (61% that were in excess of $50,000. The strong
majority of business travelers (81% to PEl in 1995 were repeat
visitors. Fifty-six percent of business travelers visited PEl during
the shoul der tourism season, while 44% conducted their business durin
the peak season. This suggests that the majority of businesses trave
in the off season as a nmeans of controlling business travel expenses
and avoi di ng crowds.

The primary travel notivators for business travelers were attending:
meet i ngs 3250 , customer service visits (24% ; conventions (15% ; and
sales calls (19%. The average nunber of nights spent on the Island
conducting business was 5.5 nights, an increase of 0.6 nights when
conpared to 1994 | evels.

Origin of Business Travel ers:
Not surprisingly, a strong majority of business travelers (67% were
fromthe Maritime provinces. Fourteen percent were Ontarians, and 12%

were of other Canadian origins. The balance, 7% were of US and
i nternational origins.

ORIG@ N OF BUSINESS TRAVELERS

PROJECTED
r 'NUMBER
MARITIMES 67 63, 421
NEWFOUNDLAND 4 3,773
ONTARIO 14 13,256
I QUEBEC I 3 | 2,040
i OTHER CANADA | 5 | 4,732
ﬂ UNITED STATES 4 3,708
I | NTERNATI ONAL 3 2,840 -
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Activities:

The nost popular tourist related activity for business travelers
while visiting Prince Edward Island was sightseeing (64%. Oher

pl easure activities that business travelers tended to participated
in, albeit to a |lesser extent, included: beach visits (43%,
craft/souvenir shopping (28%, general merchandi se shopping @7%),
attending |obster suppers (24%, and playing golf (25%.

Acconmodat i ons:

Hot el / Mot el accommmodations were preferred by the majority (78% of
busi ness travelers. The strong majority (91%) of these business
travel ers indicated that their accommodations nmet or exceeded their
expect ati ons.

Expendi t ur es:

Seventy-five percent of all Dbusiness expenditures were agal nst
accommodations (38% and restaurant meals (35%. N ne percent of
busi ness expenditures were auto related, while 9% was agal nst
craft/souvenir and general shopping merchandise. The bal ance of
expenditures were against other products.

BUSI NESS TRAVELERS EXPENDI TURES

" ACCOMMODATI ONS 38 $11,894,000
I RESTAURANT MEALS | 35 | s$10,955,000
[ GROCERI ES & LI QUOR | 3 | $939,000

I ADM SSI ON TO EVENTS | 2 | $626,000
I SOUVENIRS/HANDCRAFTS | 5 | $1,565,000
| AUTO RELATED | 9 . $2,817,000
| OTHER SHOPPI NG | 4 | $1,252,000
i SPORTS/ RECREATI ON | 2 | $626, 000

| nzGET ENTERTAI NVENT EXPENSES | 2 | s626.000

Transportation:
Seventy percent of all business travelers arrived on PEl by

autonobile, while 25% arrived by air. Five percent of all business
travelers were truck (tractor trailer) drivers.
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X THE ISLAND RESIDENT: TOURISM EXPENDITURES

The Island Resident survey was adm nistered to a representative sanple
of PEl resident househol ds between June 12 and Septenber 10, 1994.
The purpose of this study was two-fold: to nmeasure “immediate famly
househol d expenditures on tourism products in 1994 and to measure

i ncremental household expenditures while entertaining or hosting off-
I'sland friends or relatives. A total of 251 households,

proportional ly distributed over each of PEI’s three counties,
participated in the survey.

AVERAGE HOUSEHOLD EXPENDITURE

1993 - 1994 COMPARISON

QUEENS COUNTY $1,279

PRINCE COUNTY $1,269
KINGS COUNTY 1,322

PEl AVERAGE 283

S0 SI00 $400 9800 $908 51,000 $1,290 $1,400

M 1994

The data collected suggests that between June 12 and Septenber 10,
1994, PEl residents spent a total of $43,471,6916.53 against tourism
rel ated products, an increase of 7.5% ($3,013,782) when conpared to
1993 levels. The average expenditure per household is estimted at
$1,283.00. Based on the sanple drawn, 51% of expenditures were made
by residents of Queens County, 34% were made by residents of Prince
County and 15% were made by Kings County residents.
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$1,280 17,395 $22.2
PRINCE $1,270 11,570 $14.7
KINGS $1,323 4,930 $ 6.5
TOTAL $1,283 33,895 $43.5

% province of Prince Edward Island Nineteenth Annual Statistical Review.

Fiftg-one percent of total resident spending against tourism products

was by “inmmediate famly" househol ds, while 49% was by househol ds that
"entertained or hosted" off-Island friends and relatives. 1994

expenditure levels by residents who entertained or hosted off-Island

friends or relatives were marginally higher (5% than 1993 |evels,

whi | e expenditures by imediate famly households were 10% above 1993

| evel s.

ISLAND RESIDENT EXPENDITURE SURVEY

i v

ENT/HOST FR.OR REL.

HOUSEHOLD EXPENDITURES

SPSG

90 $100 $200 $308 $440 3500 $800 §700

1994

As i1n 1993, a significant proportion of resident spending on tourism
related product (54% was food related. Twenty-six percent of
spendi ng was agal nst additional grocery/liquor products, 24% was on
restaurant neals, and 4% was agal nst al cohol purchases outside the
hone. The bal ance of spending was agai nst autonotive expenses and
other, nore traditional tourism products, including historica
attractions, general nmerchandise shopping, tours, crafts/souvenirs,
gol f, and other products.
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ISLAND RESIDENT EXPENDITURES

AccommoDATIONS Il 4. 4 ”l
RESTAURANT um& 3.
GROCERIES/LIQUOR IR .7 %
CRAFTS/SOUVENIRS Il 5.1
OTHER SHOPPINGENEER 7.7%
SPORTING AMENITIESH 1.9%
HISTORICAL ATTRACTIONS
LIVE THEATHERE:

ALC.PURCH.OUTSIDE HOME ¢ 3%
OTHERNEN 2/8% | — —

0% 5% 10% 18% 20% 25% 30%

B EXPENSES

95




——

et



