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l. DESCRIPTION OF THE STUDY

The report is based on information gathered during four quarterly
studies of travelers to Lawrence, Kansas. The target population of these
studies was all visitors to Lawrence. The sampling procedure was a fixed,
sequential random probability sample based on the hotel/motel the visitor
was checking into and the time of check in. For additional information on
the sampling procedure, see Appendix A. The visitors were approached
after they completed the check in process at one of the local hotels or
motels in the city and asked if they would spend a short time with the
interviewer answering a few questions about their trip to Lawrence. Most
potential respondents were cooperative and the refusal rate was
approximately 8% over the entire period of the study. This refusal rate is
more than acceptable for a study of this type. Because of the method of
sampling and the low refusal rate, the information developed from analysis
of this data may be used to infer conclusions about the entire population in
question, visitors to Lawrence, Kansas.

The interview was structured after three separate pretests. The
interviewer introduced him/herself to the potential respondent as being from
the University of Kansas and asked the respondent to answer a few
questions concerning their current visit to Lawrence, Kansas. The interview
was described as taking approximately two minutes of their time. The
standard interview form completed is attached as Appendix B. The results
below are a synopsis of the information obtained in these personal
interviews completed during four quarterly involving one calendar year. For
more detailed information, the Quarterly Reports in Appendix C may be
consulted.

1. GENERAL PROFILE OF LAWRENCE TRAVELERS

For the purposes of this study, travelers were divided into four
categories, based on what they described as the primary reason for this
particular journey. Travelers defined their travel purpose as either Business,
Pleasure, Business Combined with Pleasure, or Other.

Business travelers were most predominant in the fall and winter
months, comprising an average of 50% of the travelers interviewed during
the months January, February, March, and October, November, December.
They were only 31% of the travelers during the warmer months of April
through September.

Pleasure travelers were most prevalent in the summer months, and
were 54% of the travelers during July, August, and September, Pleasure
travelers were also 40% of the travelers during April, May, and June. They
were less than 30% of the travelers in other months of the year.

Those travelers who traveled to Lawrence for Business Combined
with Pleasure for the particular visit in question were an average of 11% of
the respondents. While this percentage remained fairly constant, Business



with Combined Pleasure travelers were slightly more frequent during the
months of October, November, and December.

Those travelers who defined the purpose of their journey as Other
were slightly more prevalent than the Business Combined with Pleasure
traveler, comprising 12% of the total respondents. When asked, most of
these travelers said the impetus of their trip was family-oriented, being
illness, death, or family matters.

Il GENERAL MEASURES

A. Destination of Trip

This question asked the traveler if Lawrence was the primary
destination on his/her trip, just a convenient overnight stopping place, or
one or several stops on the journey. Approximately half the travelers to
Lawrence declared Lawrence to be their primary destination on their current
trip. The other half was split between those who were either using
Lawrence as a convenient place to spend the night on the way to another
destination and those whose trip included several stops and Lawrence was
only one of the stops.

There was some seasonal difference in these travelers. The summer
Pleasure traveler was most likely to be using Lawrence as a convenient
overnight stay. The Business traveler was most likely to have Lawrence as
one of several stops in a single journey during all seasons. From our
discussions with these business people, they tended to be in a business
where they had a regular set of customers or clients to visit. Often they
consistently stayed in one hotel or motel on a regular basis. Some even had
a regular day of the week to visit Lawrence.

B. Frequency of Trips to Lawrence

The second question asked travelers if this was the first trip to
Lawrence or if the visitor had been to Lawrence previously. If the traveler
had visited Lawrence before, we asked how many times before. The
question determined how familiar the visitor was with Lawrence and if the
visitor was a repeat visitor.

First time visitors were the majority of the travelers participating in
our study. They averaged 41% of the travelers interviewed. Interestingly,
travelers who had visited Lawrence five or more times in the past were the
next most frequent type of visitor, averaging 35% of the travelers. Those
visitors who had been to Lawrence somewhere between one and two times
before were 15% of the travelers and those with three and four previous
visits were the remaining 9% of the guests.

There was little seasonality between the types of travelers. The only
seasonal shifts were in the first-time visitors who were here for Pleasure.
They tended to visit Lawrence more frequently in the summer and to visit
less frequently in the winter months.

C. Purpose of Business or Business Combined with Pleasure Traveler

The majority of travelers to Lawrence, an average of 57%, were
traveling for Business or for Business Combined with Pleasure. Those who
were in Lawrence for Business were here for a variety of reasons, but most
predominantly for a call on a client or to perform a service for a client (13%
each). The next most prevalent reason for traveling to Lawrence for



business reasons alone were.visiting a branch or home office (4.3%),
attending a conference or convention (3.9%), attending a trade show
(4.7%), or attending training (3.6%). Those who were visiting Lawrence for
the purpose of evaluating the city for business purposes were only 0.9% of
the respondents.

For those travelers who were in the category, Business Combined
with Pleasure, calling on clients was the most often named reason for the
trip, constituting 15% of the respondents. Conferences and conventions
were the reason for the trip for 12.7% of the respondents and trade shows
were the purpose for 11.7% of the respondents.

D. Associations with University of Kansas

Associations with the University were weak in all traveler segments.
Of all travelers to Lawrence, the majority, 68%, had no association or
previous connections with KU. Only 12% of the travelers in Lawrence for
Business purposes associated their business with the University. This was
surprising given the predominance of the University in the minds of
Lawrence residents. It implies that the hotel/motel business in Lawrence
has an independence from the University that was not anticipated.

E. Transportation

Most travelers to Lawrence drove their private vehicle. While the
Pleasure traveler used his/her private vehicle most often (88%), the
Business traveler used private transportation over half the time (54%). The
next most popular means of transportation, especially for the Business
traveler, was to fly into KCI Airport and to rent a car there to drive to
Lawrence (13% of the time for the Business traveler). It was interesting to
note that the Business Combined with Pleasure traveler never used this
option during the entire period of the study. They most frequently drove
their private vehicle (85%) or drove a company vehicle for the trip (7%).

lll. DEMOGRAPHIC MEASURES

A. Gender

Men were the most frequent respondents, comprising 67% of the
people interviewed. They were especially predominant among the Business
travelers and were 79% of that type of respondent. Please note that this
does not necessarily mean that men are 67% of all travelers. It could have
been that men were heavily represented in our sample because they tend to
be the person who completes the check in process. It is interesting to note
that women were 51% of the respondents in the Other category, those
people most likely to travel as a result of personal reasons, especially illness
or death in the family.

B. Age

People in the age range from 31-45 years of age were most
frequently represented in our samples, comprising 40% of the respondents.
This is the group of the population most often called the Baby Boom
generation. The other age brackets were between 7% and 20% of the
sample. Those who traveled for Pleasure tended to be slightly younger than
whose who traveled for Business or for Business Combined with Pleasure;
however the differences were small.



c. Income

Respondents were predictably spread among the nine income
brackets with most respondents (50%) falling in the three brackets
$20,000-29,999, $30,000-39,999, and $40,000-49,999 a year combined
family income.

D. Composition of Party

Party composition was determined by observation, not by questioning
the respondent. We were able to determine within a reasonable doubt the
party composition in all but 5% of the interviews by noting the number of
people checking into the hotel/motel, by observing the check in party size,
or by information volunteered by the respondent.

Traveling alone was the most frequent case, 46% of all respondents.
Those respondents who traveled alone were most frequently Business
travelers or were traveling in the winter months (January, February, March,
October, November, December), or both.

Respondents who were traveling in pairs or parties containing both
sexes were 27% of all respondents. They were most frequently traveling
for Pleasure and were 45% of that category of traveler. They were also
most prevalent during the spring and summer months (April through
September).

Respondents who were traveling in pairs or parties containing only a
single sex, male or female, were the smallest group of respondents, 12%.
They were most often traveling for Business or for Business Combined with
Pleasure.

Adults traveling with children were 13% of the respondents and
traveled most often in the spring and summer. They were 19% of the
Pleasure travelers and 41% of those who traveled for Other reasons.
Interestingly, none of the respondents traveling for Business Combined with
Pleasure had children in their party.

IV.  ORIGIN OF TRAVELERS

A. By Region and State

Not surprisingly, the Midwest Region (Kansas, Missouri, Colorado,
Nebraska, Oklahoma) provided the majority of travelers to Lawrence, 62%
of the total. The next most prevalent region was the North Central Region
(Ohio, Indiana, Michigan, lowa, Wisconsin, Minnesota, lllinois, North
Dakota, and South Dakota). This region provided 15% of the respondents.

On a state-by-state basis, Kansas provided 41% of all travelers,
Missouri 9%, Colorado 6%, Nebraska 4% and Oklahoma 2%. lowa and
Illinois were most represented within North Central Region, with 2% and 6%
of the total respondents. Texas and California were also strongly
represented in the sample, with 8% and 6% of the sample respectively.

V. IMPLICATIONS OF THE STUDIES

A. Seasonality

The number of people who traveled for Pleasure increased during the
spring and summer months. Those who traveled for Business, Business
Combined with Pleasure, or for Other purposes remained fairly constant
throughout the year. Marketing efforts should reflect these seasonal
differences, Different media and advertising images can be used to target



these different audiences in advance of the seasons, emphasizing the appeal
of various facets of the Lawrence area for the traveler in question.

B. Destination of the Traveler

Lawrence is a specific destination or stopping point for 75% of all
travelers to the city. These visitors are in Lawrence for some period of time
and accordingly will be in need of information about the area, whether their
trip is for Business, Pleasure, Business Combined with Pleasure, or Other
purposes. Therefore, it becomes very important for all persons in contact
with these visitors to be able to provide information. Supplemental
information like the Visitors Guide can induce longer visits to Lawrence
because the visitor enjoys his/her visit more. For example, the interviewers
noted that the visitor to Lawrence has two primary needs once they have
checked into their hotel or motel.

One is to find a good place to eat. Each visitor asking about "a good
place to eat" appeared to have different financial constraints and culinary
desires, and many visitors had difficulty describing what they wanted. Desk
assistants at the various hotels and motels varied in their knowledge of local
eating establishments. (There is no consistency between facilities; rather
the difference is in the assistant’s familiarity with Lawrence as a whole.)
The visitors’ frustrations were very apparent to the interviewers as we
observed the sometimes lengthy conversations they had with clerks. In
order to solve these difficulties, we recommend that the Visitors and
Tourism Board create for each facility a Restaurant Guide which contains
Restaurant menus.

We recommend that the Restaurant Guide be a notebook containing
actual menus of as many of the local restaurant as possible for the following
reasons. The menus have the prices on them so visitors can discretely
choose the establishment most suited to their pocketbook. Second, the
menus will give the visitor the most information about what the Restaurant
serves. Those sophisticated visitors who seek Cantonese food can
recognize it from the menu rather than rely on a potentially inexperienced
desk assistant. The Guide will also allow parties of visitors to discuss and
compare Restaurant menus to resolve their mutual plans for meals. These
notebooks could be updated on a routine basis using form inquiry letters
from the Visitors and Tourism Board to the restaurant.

Finally, the visitor to Lawrence almost always needs directions around
town and to major highways. We noted a potential aid during another
study. The White Haven Inn in Overland Park has placed on the wall of the
lobby a large and detailed map of the Kansas City metropolitan area for
visitors’ reference. The location of the White Haven has been identified and
major highways highlighted with color. We recommend that the local hotels
and motels consider a similar map for their lobbies. Visitors seem more
confident about their location and directions when they can see the map in
front of them. Landmarks and frequently sought locations (like restaurant)
can be clearly identified on them. A map like this is frequently consulted
before the desk clerk is questioned, saving the clerk’s time and keeping the
desk open for potential guests.

C. "Circuit Riders"

There exists a definite market for the modern day "circuit riders,"
who traveled a regular route, visiting clients or making deliveries on a
regular schedule. These travelers were as much as 25% of the visitors
interviewed. In interviews, these travelers indicated preferences for clean,



inexpensive lodging and meals, but usually were unable to find evening
activities beyond the television in their room. There exists a definite need
on their part for information about different types of activities they can
engage in during the evening hours. It is possible that travelers could
potentially be pulled from the Topeka and metropolitan Kansas City areas
with the right information and advertising.

D. Repeat Travelers

Over half the travelers to Lawrence were repeat visitors, returning to
Lawrence as many as five or more times. However, there exists a
significant proportion (41%) of travelers who are first-time visitors to the
city. These are distinct market segments with very different needs. The
repeat visitor needs information about what's new or seasonal in Lawrence
while the first-time visitor may be more interested in what we regard as the
tried and true attractions. A supplement to the Visitor’'s Guide could be a
smaller flier which headlines the new, unusual, and seasonal attractions and
events in the city.

E. Conferences, Conventions, and Trade Shows

These special events are increasingly important to the tourism trade in
Lawrence. Travelers attending one of these events are 8.6% of all Business
travelers and 24.4% of all Business Combined with Pleasure travelers. It is
interesting to note that those travelers attending conferences, etc., regard
their visit to Lawrence as an opportunity to combine business with pleasure.
It is critical to provide these visitors with information about the area
attractions and activities. They come to these events expecting more than
the scheduled meetings and shows.

F. Impact of the University of Kansas

While the University of Kansas is important to tourism in Lawrence,
68% of all travelers have no association, either personal or business, with
the University. Tourism in Lawrence does not depend on the University
directly. However, the various museums, sights, and events on campus can
be used to enrich the visit of the traveler. Because most travelers are not
familiar with the University (and its infamous traffic gates and parking rules),
information about access and parking should be a part of any Guide
mentioning attractions or events on campus.

G. Transportation to Lawrence

The automobile is essential to travelers to Lawrence. Over 85% of all
travelers used either private automobiles or rental cars to drive to Lawrence.
Limousines, tour buses, and taxicabs provided less than 3% of all
transportation. Billboards and highway signs thus becomes an important
part of advertising and communication with visitors to Lawrence.

H. Traveler Demographics

Travelers were most often male, were usually between the ages of
31-45 years, and had an average level of income (between $20,000 and
$49,999 a year).

The travel party composition was distinctly different for different
types of traveler. Those traveling for Business purposes traveled most often
alone. Those traveling for Business Combined with Pleasure were most
often alone, but often were in parties with both sexes represented and



children were never present. Those traveling for Pleasure were most often
in parties with both sexes represented and often had children present.

These demographic profiles become very important when developing
advertising material. They can be used to select images for media directed
at different types of audiences. For example, an advertisement in the
magazine, Better Homes and Gardens, directed at the Pleasure traveler,
should probably have pictures of families or couples, while the
advertisement in the airline magazine directed at the Business traveler would
picture a single man or woman.

I, Geographic Distribution of Travelers

Travelers to Lawrence most often come from the Midwest, especially
Kansas. The states of Missouri, Colorado, Nebraska, and Oklahoma also
provide many visitors to Lawrence. The second most important region for
Lawrence is the North Central region of Ohio, Indiana, Michigan, lowa,
Wisconsin, Minnesota, lllinois, North and South Dakota. Finally, the
individual states of Texas and California also were strongly represented in
the sample, probably reflecting the central geographic location of Kansas
and Lawrence in particular.

Advertising should be placed so as to reinforce and trade off this
geographic strength. Advertising outside these regions should be cautiously
evaluated because it is more risky than advertising targeted at travelers from
the above regions.

Vl. FUTURE RESEARCH DIRECTIONS

The next step in this line of research would be a set of indepth
interviews with selected respondents who are either travelers to Lawrence
or involved in providing services to travelers. Additional information on this
suggested additional research will be forthcoming.
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1. Introduction

The following material is designed as a guide and explanation of the
procedures and methods used by the University of Kansas in executing the
Lawrence quarterly tracking study of hotel and motel visitors.

Beginning in Winter 1988-89, this study will continue quarterly.

2. General Description

The tracking study of Lawrence visitors is a strict probability
sample of visitors checking into all hotels and motels -- with the
exception of the Jayhawk and College motels -- in Lawrence. Data are
collected four weeks per quarter and the sampling design employed within
each week is a probability sampling design known as a multistage cluster
sample. The virtue of this sampling design is that it is statistically
equivalent to a simple random sample of visitors in each week, thus

providing representative and accurate data.

3. Researchers

The procedures used in this study were developed by Professor John L.
Lastovicka (Ph.D, University of Illinois), a member of Che faculty at the
University of Kansas School of Business. These development of the
questionnaire, the sampling plan, the data processing plan and the field
work plan are based on widely accepted methodology used in marketing

research and the social and behavioral sciences in general .



4. Sample Frame

A sample frame is a list of the population to be sampled. The sample
frame for each week consists of a table with counts of weekly guest
registrations; this table of visitor registrations is broken down by: day
of the week, part of day and hotel. 1In the ideal world of statistical
theory one should have a complete sample frame before drawing a sample.
Unfortunately, the perfect sample frame for any week's visitors does not
exist until that week is over and the opportunity to interview guests at
the time of hotel registration is gone. Therefore, the sample frame nsed
for this study is an estimated sample frame based on counts of prior weeks

obtained from cooperating Lawrence hotels.

5. Sample Selection

a. Selection of Day Parts within the Week

Days have been divided into three day parts: 8am-2pm, 2pm-10pm,
10pm-8am of the following day. With seven days per week. there are twenty
one day parts per week. Thus the first step in the sampling consists of
selecting two day parts per week.

This is accomplished using a method in which the probability of
selection of any of the twenty one day parts is proportionate to the number
af registrations in that day part. For example, most guests check in
between 4pm and 10pm, thus these "late afternoon - evening'" day parts have
a higher probability of selection than the 10pm-8am day parts. Note that no
day parts are excluded from selection and that all day parts are
proportionately represented using the probabilities in proportion to size
(PPS) approach. Use of this technique allows the collection of

statistically reliable and representative data



b. Selection within Day Parts

Within day parts is a further time division by hotels and motels.
Within each day-part segment, a hotel is selected using the PPS technique
described in the prior paragraph. Thus the final clusters selected consist
of: a hotel for some ecight-hour period within some day part.

Interviewing is conducting in three day parts per week. Thus three
hotels are selected by PPS per week.

In the event that the expected number of visitors checking into a
selected hotel is less than the required number of visitors, then two
hotels are drawn in the two-hour segment. The second hotel selected in
these circumstances is always the adjacent hotel in the sampling frame to
first hotel selected.

c. Selection of Visitors in Hotels

When the eight-hour cluster lists are prepared, interviewers are
provided with the number of interviews needed and the number of visitors
expected at that hotel during the eight-hour segment. Interviewers are
instructed to interview the first visitor checking in during the eight-hour
period. Subsequent visitors are selected using a sampling interval that is
the following ratio:

(number of visitors expected / number of interviews required).



Thus if 15 visitors are expected and 3 interviews are needed, then the
interval is 15/3 or 5. This means that visitors I, 1+(1)5 or 6, 1+(2)5 or
11 are then approached for an interview. Thus visitors are selected for
interviewing based on a systematic sampling procedure and not on the whim
of the interviewer. If interviewers were left to there own devices they
will interview only those they view as "approachable" or "friendly;" such
ad hoc selection destroys the representativeness of the data. Thus in order
to collect representative data, interviewers use the objective and

standardized procedure outlined in this paragraph.

6. Sample Size

The sampling methodology has been designed to randomly select around
100 visitors per quarter or some 400 visitors per year. Twenty five

visitars are selected in each of the four weeks per guarter,

7. The Interview and the Questionnaire

The personal interview, conducted with a specifically selected sample
visitor to Lawrence, is the primary vehicle for collecting the data
for the Lawrence Tracking Study. Interviewers approach the visitor
immediately after registration at the hotel's front desk and then identify
themselves as a University of Kansas researcher conducting a study for the
Lawrence Convention and Visitors Bureau. Following this approach, a
two to three minute interview is conducted with over 90 percent of the
visitors approached., Visitors who refuse a personal interview are
re-contacted by mailing them a copy of the study's questionnaire along with
a 31 incentive. The address for these follow-up mailings placed on the
pre-stamped mailing envelope by hotel personnel so that anonymity of

respondents replying by mail is maintained.
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The questionnaire is included as the last page of this technical
appendix. It was designed to collect data on the purpose and origin of
visitors to Lawrence. Questions are also asked about the visitor's

planned business or pleasure activities while in Lawrence.

8. The Survey Execution

a. Staffing the Field Work

Each quarterly wave of the tracking study is carried out by a staff of
about four part-time graduate research assistants employed by the
University of Kansas Institute for Public Policy and Business Research.
These research assistants are trained and supervised by a field supervisor
who has a quarter-time position on this project., About half of the
interviewers are conducted by the field supervisor and the remaining
interviews are collected by the research assistants on an as-needed basis.

b. Data Processing

All the data contained in the questionnaire are transferred to computer
files. These files are the sources for quarterly reports. Access to these
computer files allows additional tabulations not contained in the quarterly

reports. These additional tabulations can be produced upon demand.



9. Questionnaire

A copy of the guestionnaire used in the Lawrence Tourism Tracking

Study follows this page.

D:TECH. 1w
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LAWRENCE, KANSAS, TOURISM STUDY

Hello! My name is
In cooperation with the University of Kansas, the Hotel is participating
in a Kansas Tourism research project. | have a very short questionnaire that will only take a few
moments to complete. Can you please help us?

i How many times have you been to the Lawrence, Kansas, area on a stay that is
overnight or longer? (PLEASE CIRCLE A NUMBER BELOW.)

15 thiS IS YOUF FIFSE D eeuserieeriie it s
Only One oF IWO PrOr MBS s sasmssmssonsssesnrsssessssmmarssersssseseossmrsssasssnssesrasss
Three or four imes ....ccevievevicnnenn,

Five or more times to Lawrence

2: What is your reason for stopping in Lawrence? Is it? (PLEASE CIRCLE A NUMBER BELOW.)
Your piimanidestinalonT:wavsssmenssomssmmiciss s s e 1
A convenient stopping place on your way through? ... 2
One:of several S1ops on VOUL TP ... pmerssrsavnsios s s smsmisrassiesesammos s 3

3. What is the purpose of your trip to or through the Lawrence area? Is it: (PLEASE CIRCLE

A NUMBER BELOW.)

BUSTIEES .covimmmanssnnisnin s s o s ks s Farm e e e e e s S e oo oo 1
Pleasure..(Skip 10 QUESHON B) vttt sesrese s ceeenes et saereeee
Combination business and pleasure ..

4. If you are in the Lawrence area for business, which one of these activities best
describes your primary purpose for the trip? (PLEASE CIRGLE A NUMBER BELOW.)

Call on clients OF SUPPHEIS.. ..ot ssressesse e ssssasssssassnsssssnss 1
Perform a service for client/customer.
Visit branch/home offiCe...c.cccvvivimrennriieniienenns
Attend a corporate or business meeting
Attend a conference or convention.........cc...eu.

¥ Is your business associated with the University of Kansas?



6.

. While you are currently in the Lawrence area, which--if any--leisure activities do you plan

doing? (PLEASE CIRCLE ALL NUMBERS THAT APPLY.)

For example, will you be shopping at any stores like:
Antique stores.....veevvecvenecinnes
Downtown Lawrence shops
K ol ore o O E MODS s s mas cnpesssenssamssst st sasre
At GAlIES s s o b O S8

Will you be altending any actlivities like:
A game of the KU Jayhawks ... 5
A KU theatre parlormantela s s 6
A professional sports game in Kansas Gity........ccoiinnn, 7
Any other live performance

Will you be seeing any area attractions like?
Kangas Spoits Hall i of FAME sttt sisstsimsims paisystio i 9
Watking Community, MUSBUIM .asissuissssssvisisiisisiinmssssisinnssmsbrigasiii 10
KU Anthropology Museum :
KU Spencer Art MUSEUM ..ot s e anrers e
Kelpatural Histemy MuSeTTY iyt o s s T S n
Midland train in Baldwin........ccoocoveiiiiiinnnen. -
Museums or the Capitol in Topeka.......uiiiinn,

Will you visit anyone like:
A 500 ORdAugRYEr @t WU iosssmsienatmsotmenarsississiomsasnes iz amssaissarorsnsiassssns
A friend or relative in LAWrence.......oominmnsnmsessma.
KU, so your son or daughter can evaluate the school

Will you participate in any outdoor spaorts like
Hunting
Fishing
Gl g

Did we miss anything? e 23

How did you arrive in your accommodations in Lawrence, today? (PLEASE CIRCLE A
NUMBER BELOW.)

Did you:
drive your own Private VEIICIE. ... mmmssisssimscisiissossssvssossernssssssasssnsinssstisssssns 1
drive a rental car from somewhere
othentham KG) AlTO T scsssms o assissgsmsismsm s neisssais s s 2
TAKEIE FOUF DUS <ot covenssmsmimssmns s i s a s s S e s o s er RS s A g 8

Did you fly into Kansas City International Airport and then
have fiiends plek YoM WDk msssimmismasessssissssussisrias sy imsassasssssniion
take a shuttle bus like Corporate Coach .......ccvvvvrvrrrisisirissrennens
take aicab 10/ LaWrENOR it issssnmn s s gt e
take a company-provided car....
LAKE B TBITHA] GAE .o rrrrrmrorssnssesesssssesssansssansssisnassssssssion ssassas s sasdsnsons sansusssssanssonssasnaiobons




Did you fly into Lawrence Airport and then take a

company provided i Carvarnyssaimmannssisisimraims R
rentaliCar susassmsassmsng
have friends pick you up

@RBrE ey s s i s 13
The next set of questions will allow us to compare your answers to those of people similar to
yourself.
8. What is your affiliation--if any--with the University of Kansas? (PLEASE CIRCLE A NUMBER
BELOW.)
Are you a former student yourSelf..umawws s i s i 1
Is a member of your immediate family
@ .current StUAent, imirsismcsans i T S R T 2
Was a member of your immediate family
a Tormer StUdeNtcisaammssammanrimrainissiass s s eommeo s oonsstianitonssntions
Are you a former instructor or faculty member
Other
INDIRE <sinmsisscasssusniossmnsaasnnssusisssessssmmsssissdumassssses nsxesssaye oy avasaosss s enos sl nsiansianiipisssnsas
9. What is your zip code at your home address? (PLEASE WRITE IN YOUR FIVE-DIGIT ZIP CODE

FOR YOUR PRIMARY ADDRESS.)

10. Looking at the card which | have just handed you, which letter best describes your age
on your last birthday? (PLEASE WRITE THE LETTER ON THE BLANK BELOW.)

11. Looking at the other side of the card, which letter includes your approximate total family
income, before taxes, during the last calendar year? (PLEASE WRITE THE LETTER ON THE
BLANK BELOW.)

Thank you very much for your help. We hope you enjoy your visit to Lawrence!



APPENDIX C

QUARTERLY REPORTS



LAWRENCE TOURLSM STUDY
QUARIERLY SUMMARY DATA
JANUARY — MARCH, 1989

PURPOSE OF TRIP
Business/Pleasure
Total Businass Pleasure Canbined Other
Sample Size (n=60; 52% (r=29; 25% (=l 11% (=137 21%
n=115 of the total) of the total) of the total) of the total)
GENERAL MEASURES Percent Percent Percent Percent Percent

(Down) (Down) (Deam) (Desm) - (Down)
Dastination of Trip
Lawrence = primary deslination 50.8 45,6 H5.4 45.9 43,4
Cenvenient Stopping Place.......... 20.6 14.8 19:0 28.0 44,1
Cre of Several Stopsies.sssws s 28.5 39,5 18,6 26.1 12.5
Bunber of Trips to lawrence
Firgl Wt sa wes s ¢ 39.7 41.0 28.9 39.9 60.0
1-2 Previous TEEDS: cve v vensssmse son 10.5 10.3 9.5 19.6 5.5
F4 Previous Trips..eevesvesevenns ; 13.4 13.C 15.2 7.9 15,2
ot Previous TELES. v ven sen waie wan swen 36.5 357 46.4 32.6 19.3
Purpose of Business
ot in Lawrence for Bu.\sine.'ss1 ...... 41,6 — ) —_ 171 —_
CAlL, Bf ELIBRE, v wwisis o s o sa s 12,7 21.8 —— 15.2 =
Performing Service for Client..,,., 10.7 0.9 — 0.0 —
Visit Branch/Hame Office........... 8.3 16.2 - 0.0 —
Conference/Convention. . ..e.e.s. ... 2.9 17 — 20,2 —
Trade SEoM ves wes o o o s b 55k« 6.3 9.4 — 15.2 =
Baluate Lawrence as Business Site. Ll 2.2 —— 6.2 =
Trainé‘ng ..................... N W vk 5.5 3.9 = 15.2 ==
CEBBE™: waim sem & deim 59 5 ol Hal B siome siess 12.3 17.6 —_ 10.9 =
Business Asscciated with KU
WEBusan st et Wa%es Wais G TESwes BaE o 12.1 14,1 — 26.1 —
R T L T m—— 46.3 79.4 - 56.8 —
Not AppLACABLE«u s vsm suis e w0 st o : 4]1.6 6.5 — 31 , =

L designates a nonapplicable response. For example, pleasure travelers do not have business purposes for the
trip. ‘
L anid

ZOther business purposees include: Track meet (4); Interviews (2); Recruiting (2); Debate meet (1); Visit (2).

-



LAWRENCE TOURTSM S1UDY
QUARTERLY SUMMARY DATA
JANUARY — MARCI, 1989

PURPOSE OF TRIP
Business/Pleasure
Total Business Pleasure Cambined Other
Sample Size (n=60; 52% (r=29; 25% (n=13; 11% (r=13; 217
= 115 of the total) of the total) of the total) of the total)
GENERAL MFASURES
(Continued) Percent Percent Percent Percent Percent.
(Dowm) (Dewm) (Dowm) (Down) (Dexm)
ion to ence
Frivate Vehlcle, e wsws s s . 4 64.7 51.5 84.0 81.2 T3l
Non—KCI Rental Car..vueveievnennn., 2.8 4.3 0.0 0.0 5.5
Tl BUSEs7 105 sisies wene sk sas mE 4,1 5.9 0.0 0.0 9.6
Flew to KCI, then,
friends picked UP.«ves e s inss 0.8 0.0 3.0 0.0 0.0
£ook ShULElE.u e nn v rinnrennnns 0.0 0.0 0.0 0.0 0.0
BEOK: BABI w5 5eie siornis sen 5o iets o T TR § 0.0 0.0 0.0 0.0 0.0
took campany Car..........ovi.e.. 0.0 0.0 0.0 0.0 0.0
took rental GAT. .. wis s oib §igdra 8.8 13:3 5.7 0.0 3.9
Flew to Lawrence Airport, then
Yook (CADG v v s s me e e st 0.0 0.0 0.0 0.0 0.0
took CaNpany Car...evivieesssas 0.0 0.0 0.0 0.0 0.0
took rental (CaT: vuws s i e v 0.0 0.0 0.0 0.0 0.0
fr:'_;iends pleked Upeis v s vay v L 2.2 0.0 0.0 0.0
OBHET™ s vnad nauk sdier sos o s s svals 16.6 22.9 7.2 18.8 9.6
'

Jother methods of transportation include: Company vehicle (15); Ride with friemnd (4); State vehicle (1).



LAWRENCE TOURISM STUDY
QUARTTRLY SUMMARY DATA
JANUARY — MARCH, 1989

IURPCSE OF TRIP
Business/Pleasure
Total Business Pleasure Cembined Other
Sample Size (r=60; 52% (n=29; 25% (=135 11% (=135 s
n=115 of the total) of the total) of the total) of the rotal}
LETSURE RELATED MFASURES Percent Percent Percent Percent Percent

(Down) (Desm) (Down) (Deam) (Do)
Shopping _
Antique BHOPS: v o s o s van 55 sy o ]85 0.0 4.0 4.3 0.0
s 1o T o) ol = P 13.0 5.2 19.5 41,0 7.7
U Bookstores/Giftshops............ 8.0 5.6 13.2 15.2 0.0
Cak Park MAll..euurunneonseonanson 21.3 9.9 DD 81,1 0.0
Art Galleries. s vvnennsveniiennnns 2.6 0.0 4.0 4,3 9.0
Al Activiti
MU Jayhawks Game.veene o vnrvnnns 11:0 6.5 24,1 10,9 0.0
WU Theatre. . cvevvrnnrnnas v o i i 0.0 0.0 0.0 0.0 0.0
ProiBports I0BC . wes vies pan 0.0 0.0 0.0 0.0 0.9
Other Live PerformanceS............ 0.6 0.0 2.3 0.0 0.0
Visit Area Attractions
¥ansas Sports Hall of Fame......... 0.9 1.7 0.0 0.0 0.0
Watkins Camunity Museum...... 2.0 0.0 4.0 0.0 7.7
XU Anthropology Museum............. 3.9 0.0 10.9 0.0 P
MU Spencer Art Museum.............. 3.1 0.0 8.0 0.0 7.7
#U Natural History Museum.,....... : 2 0.0 S 0.0 7l
*idland Train in Baldwin........... 0.0 0.0 0.0 0.0 0.4
Topeka Capitol, Museums..... 0.9 0.0 0.0 0.0 fuf
Visit
Son or Daughter at KU..vvvviuvenn., 9.0 0.9 273 10.9 0.0
Friends or Relatives......vviveusess 18.5 12.0 29.0 6.1 15,2
MU for Evaluation. s eeeeernrnenes 3.0 0.0 4.0 0.0 16,4
Cutdoor Sports
CRELI 8 s & S g 5 s RoTed serd s s 0.0 0.0 0.0 0.0 v 0.0
PLBRAND & v wiwn sv o i d P 5 v W i 0.0 =00 0.0 0.0 @
BOLE: v sieiern 5160w 5360 Frits @ 56636 a3 Trase gy 0.8 0.0 2.9 0.0 0.0
Other Teigsine Activ*i':ies('. .. ......... 28.6 26,7 29,1 41.6 11.

st ledsure activities include: General Shopping (6); Movie (4); Bars (4); Ceneral Sightseeing (2); IJancing
(2); Jazz Club (2); Opera (1); J. Hood Bockseller (1): Bicycling (1); Wedding (1); Aerobics (1); Studying (1).



LAWRINCE TOURTISM STUDY
QUARTERLY SUMMARY DATA
JANUARY — MAR(I1, 1989

PURPCSE OF TRIP

Business/Pleasure
Total Business Pleasure Cembined Other
Sample Size (n=60; 52% (r=29; 25% (=13 117 (n=13; 21%
n= 115 of the total) of the total) of the total) of the total)

DIMOGRAPHIC MEASURES Percent Percent Percent Percent Percent
(Doxm) (Dowvm) (Desm) (Deam) (Doam)
er o s t
falediiiians, W BTh & B G s e W 73.9 84.8 61.5 68.0 59.4
Bl o v s smse oo Sl ey S Fend i 26.1 15.2 38.5 32.0 40,4
Aze of Respondent
Less Than 25 Years of Age......... 16.6 10.3 20,9 16.8 34.4
203005 i 5 55T K6 VHA Sufm sies Sate sh Pl 10.3 6.6 0.0 0.0
Ul o5 snir Rosioss Sinim Fisrels, silesd sl itsis swis 44.0 54.6 18.6 53.6 46.8
AE0 55 5 T Do e wi s\iieh B S e 1745 201 19.1 0.0 13.2
o ST S SRR VAT SRR Nk e Bretese 8.8 s ¥ 150 21 o 7 Sl
BB Sous dodi & Baeie sxmss v . ST EVS S TR & 6.1 0.0 19.7 7.9 0.0

Annual Household Incame

Urder $10,000. ., vvreevnevrvenenns 2.2 2.2 0.0 0.0 9.0
$10,000-519,999. . vvvrievunninrones 52 2.2 10.5 0.0 14.f
$20,000-529,999, . v\ ivi e nnniennns 18.2 19.9 14.4 23.3 19.3
S30,000-839,999. 1 ittt et 19.2 25.0 Jeds [ 19.6 1.0
$40,000-849,999 1 et von i e 16.2 13.3 18.3 18.8 27.0
550,000-859,999, ,... o5 WA Wl e i 10.4 12.0 7.9 L3 9.6
SE0,000-574,999. . . ovvvrrrneinnens 7:3 12.5 3.7 0.0 0,0
ST75,000-5100,000 0 vios s v s v g i 5.9 4.3 9.2 10.9 3.9
Cver $100,000, 0 0ee v vvnvnnnnns o Eni B.4 2.6 22,9 15.2 0.0
Declined to Respord....vvvunin... 7l 6.0 0.0 0.6 5.5
Canposition of the Visiting Party

Alone. s v e T, 73,7 72,2 28.6 25.8 31.6
Adults, Different Sex............. 14.0 13.7 40,9 32.3 32.8
Adults; S S, vew vies s s 11.4 11.1 19.5 41,9 20.9
fdults with Children.............. 0.9 0.9 14.9 0.0 i 4.2
Undetermined, .......... s 0.0 0.0 0.0 0.0 10,5




LAWRENCE TOURLSM STUDY
QUARTERLY SIMMARY DATA
JANUARY — MARCH, 1989

PURFOSE OF TRIP
Business/Pleasure
Total Business Pleasure Canbined Other
Sample Size (n=60; S2% (n=29; 25% (r=lds L1 (n=13; 21%
n=115 of the total) of the total) of the total) of the total)
DEMOGRAPHTC MFASURES
(Continued) Percent Percent Percent Percent Percent

(Doem) (Dom) {(Desm) (Doem) (Doem )
Respondent's Connection With KU
Former (SEASNt cwws s s 5o siuie aa 19,7 8.2 275 21.7 iy P
Family Member Current Stident.. 6.8 0.9 23,3 0.0 0.0
Family Member Former Student...,. 6.6 3.2 8.0 0.0 15,2
Former Instructor/Faculty.,...... 0.0 0.0 0.0 0.0 0.0
QBB s 5 o e o Daishs s ot i 0.0 0.0 0.0 0.0 0.0
MO CONBBCL LGN s iieis 56108 siais saies srace 71.0 85.8 41,2 783 69,7

’

7. it



LAWRENCE TOURISM STUDY
QUARITRLY SIMYARY DATA
JANUARY — MAR(I, 1989

PURPCSE OF TRIP
Business/Pleasure
Total Business Pleasure Cembined Other
Sample Size (r=60; 52% (r=29; 25% (r=13; 11% CrEl 3y 200
n=115 of the Fotal) of the total) of the total) of the total)
ORIGIN OF TRAVELER Percent Percent Percent Percent Percent
(Dexm) (Doem) (Dorm) (Derm) (Deem)
By Region
New England..vvvvivinnnnniivnninns 0.0 0.0 0.0 0.0 0.0
Mid Central........vu.u. AT % F il 9.0 8.5 0.0 8.3 0.0
SOUEH EASE s« vow viaw sias & omin siae sins s 4.0 3.4 Y 1 0.0 0.0
Notth CENEFAL v s v v & 055 5565 5 4 14.0 16.9 10,7 8.3 9.1
MAAREEE s viovws snats 5,55 8 50 sudie o e miits sio 72.0 71.2 67.9 83.3 72.7
VEELOETY: coit 5 sinie san wimim & somn wiete sxaie s 5:0 0.0 10,7 0.0 18.2
WesE Eorgl. miue evs was sraws sl e w9 1@ 0.0 3.6 0.0 0.0
By Most Frequ States
BANSHS! 555 ssan 5 swis hark sotios Late i 599 & 50.9 45,0 58.0 62.0 46.0
MABSBUTT i voriv ims 563 % %S s 1 § 9.1 13.0 4.0 8.0 0.0
Nebraska..v..vveeneinnenenennnns 3.0 3.0 0.0 8.0 0.0
(0" 3F:15% 11 U 3.6 5.0 4.0 0.0 0,0
Illincis..... STOE S Bl w wNE W e Bl S 3.0 0.0 8.0 8.0
TERRE wivsece ity & i s R o SN THEE WoE B 3.6 5.0 4.0 0.0 0.0
COLOFEG st wive 5 vt w08 Bwing sios vl aie 5 3.0 8.0 0.0 15,8
% of Total in Category 79.2 77.0 78.0 86.0 69.0




TAWRENCE TOURTSM STUDY
QUARTERLY SUMMARY DATA
July — September, 1989

PURPOSE CF TRIP

Business/Pleasure
Total Business Pleasure Combined Other
Sample Size (n=19; 32% (n=32; 54% (=73 127 (25 3%
n-= 60 of the total) of the total) of the total) of the total)

GENERAL MEASURES Percent Percent Percent Percent Percent
(Down) (Down) (Down) (Down) (Down)
Destination of Trip
Lawrence = primary destination 36.5 38.6 372 42.9 0.0
Convenient Stopping Place....... 35.6 15.8 44.7 28.6 100.0
One of Several StOPS...veesessss 27.9 47 .4 18.0 28.6 0.0

Number of Trips to lawrence

TIrst VASIE samivmaswssins sae igs soee 36.2 3.6 36.6 42.9 50.0
1=2 Provions THEEDEs sussesens s sioo s 16.6 5.3 24.8 0.0 50.0
34 Previous TripSeeeecsass T B § 13.0 5.3 11.8 42.9 0.0
5+ Previous TriPSssesesvesesssassss 34.2 57.9 26.7 14.3 0.0
Purpose of Business

Not in Lawrence for Busine_'ssl ...... 63.5 —_ — 0.0 —_—
Call on Client.seessses 13.3 41.2 — 20.0 —_
Performing Service for Client...... 10.0 235 — 40.0 —
Visit Branch/Home Office..ssessesss o 5.9 — 0.0 —
Conference/Convention...eeseessssss 3.3 5.9 - 20.0 —
Trade SH. viessensnis soa vas naimniimes 0.0 0.0 — 0.0 —
Evaluate Lawrence as Business Site. 1.7 3.9 — 0.0 —
Training...ceeeeas @ o B ket aiaTe. BAHRENTE 0.0 0.0 —_ 0.0 —
OEHEE sviawars wnses s sias sisis siue o owies 6.6 17.6 — 20.0 —
Business Associated with KU

YeSeueersnnnnee el et w7l ETa B IR 11.6 35,3 — 25.0 —_
N e CaTr e YR CETE | B BT TS S e 26.6 64.7 — 75.0 —
Not Appldcables ves svas vowsomnensisne 61.8 0.0 . 0.0 =—

——
2

b designates a nonapplicable response. For example, pleasure
travelers do not have business purposes for the trip.



TAWRENCE TOURISM STUDY
QUARTERLY SUMMARY DATA
July — September 1989

PURPOSE OF TRIP

Business/Pleasure
Total Business Pleasure Combined Other
Sample Size (n=19; 32% (r=32; 54% (n=7; 12% (n=2; 3%

n =60 of the total) of the total) of the total) of the total)

GENERAL MEASURES

(continued) Percent Percent Percent Percent Percent
(Dowm) (Dowm) (Dowm) (Down) (Dowm)
Transportati o ence
53 (o= TV ol ol (YR ——————— 88.7 84.2 91.3 85.7 100.0
Non=KEL Rental Cariveewssesass sumsios 0.0 0.0 0.0 0.0 0.0
THIE BB s wov swawssie SR E AR SCE e e 0.0 2 0.0 0.0
Flew to KCI, then,
friends picked Up.sesesesocsnsss 1.7 0.0 0.0 14.3 0.0
took shuttle...eeeeseeesennsnnns 0.0 0.0 0.0 0.0 0.0
teok Cabis svemeens AR e i e 0.0 0.0 0.0 0.0 0.0
took COMpany Car.seessessssssss 1.7 903 0.0 0.0 0.0
teols rental CAYvisevssensanaa 33 10.3 0.0 0.0 0.0
Flew to lawrence Airport, then
BOGK CaD s sewn s miosmmnsintn 0.0 0.0 0.0 0.0 0.0
todk company Caliea.esssessasess 0.0 0.0 0.0 0.0 0.0
tock rental car..... S A 0.0 0.0 0.0 0.0 0.0
friends picked UpPiiseerereteenss 0.0 0.0 0.0 0.0 0.0
OEDBT s vommsis son ios s nsnwe s smesss 3.3 0.0 5.6 0.0 0.0



LAWRENCE TOURISM STUDY
QUARTERLY SUMMARY DATA
July — September 1989

PURPOSE OF TRIP
Business/Pleasure
Total Business Pleasure Combined Other
Sample Size (n=19; 32% (n=32; 54% (o=l 127% (r=ly 3%

n =60 of the total) of the total) of the total) of the total)

LEISURE RELATED MFASURES Percent Percent Percent Percent Percent
(Down) (Down) (Down) (Down) (Down)
Shopping
Antigue ShopSissessses sesseessesees 15 0.0 4.0 14.3 0.0
Downtown SEOreS..eessesesssesasssss 17.8 211 17.8 14.3 i
KU Bookstores/Giftshops........ 8.3 5.3 12.4 0.0 0.0
Art Galleries e svenssinsns s i s Lo 5.3 0.0 0.0 9.6

Attend Activities

KU Jayhawks GamB.eveseesreassannens 0.0 0.0 0.0 0.0 0.0
KU Theatre.ceeeeass e e 0.0 0.0 0.0 0.0 0.0
Pro Sports in KCes sesssemmesseasaing 0.0 0.0 0.0 14.3 0.0
Other Live PerformancesS.....ceeees. 5.0 0.0 3.1 28.6 0.0
Visit Area Attractions
Kansas Sports Hall of Fame......... L4i# 0.0 3l 0.0 0.0
Watkins Community MUSeUm.....seeees 2.0 0.0 0.0 0.0 T
KU Anthropology Museum. sveeesesasse 3.9 0.0 0.0 0.0 FiAvE
KU Spencer Art Museum......ceeeeess 5.0 253 642 0.0 77
KU Natural History Museum.......... 3.3 0.0 6.2 0.0 TS
Midland Train in Baldwin.....eeeess 0.0 0.0 0.0 0.0 0.0
Topeka Capitol, MUSEUMS...evesasss . L7 0.0 3.1 0.0 Wil
Visit
Son or Daughter at KU...eeseeasases 9.6 10.5 8.7 14.3 0.0
Friends or Relatives....... 18.3 5.3 24.8 28.6 15.2
KU for Evaluation,.sssieseesaasssss 3.3 0.0 6.2 0.0 16.4
Qutdoor Sports
HUNEIng.essseeressssneseesosnennss 0.0 0.0 0.0 0.0 0.0
BAAMING, s wise sve siote selaivemasmmssies 5.0 0.0 6.2 14.3 0.0
BOLEs cewmers v v siomunimmewinias e e 1.7 5.3 0.0 0.0 0.0
Other Leisure Activities®,.......... 22.7 15.8 30.1 0.0 50.0
s 4l 2_other leisure activities include: Restaurants and bars (6);

General Sightseeing (3); Visit friends/family (2).



TIAWRENCE TOURISM STUDY
QUARTERLY SUMMARY DATA
JULY — SEPIFMBER 1989

PURPOSE OF TRIP
Business/Pleasure
Total Business Pleasure Combined Other
Sample Size (n=19; 32% (n=32; 54% (n=7; 12% (=2 3%

n =60 of the total) of the total) of the total) of the total)

DEMOGRAPHIC MEASURES Percent Percent Percent Percent Percent
(Down) (Dovn) (Dovm) (Dowm) (Down)

Gender of Respondent

YAl s oien oo son sivisseaaes swm s 63.8 73.7 60.3 571 50.0
PHELB ienaenams pew me et sese s 36.2 26.3 39.7 42,9 50.0
Age of Respondent

Less Than 25 Years of Age......... 16.3 21.1 11.8 28.6 0.0
26-30000eennes T 11,2 21.1 8.5 0.0 0.0
3=l wevwaesoss s s R T — 26.4 36.8 18.3 28.6 50.0
BB s arimrnemmems s seseEa R e ES 17.9 5.3 24,2 28.6 0.0
568l mevsaniee ion e 19.9 10.5 24.8 0.0 50.0
L T SN S L R o . 8.3 5.3 12.4 14.3 0.0

Under $10,000...... e PR Re R 3.3 0.0 6.2 0.0 0.0
510,000-519,999. v evrrennnacnnanns 18.3 31.6 12.4 14.3 0.0
$20,000-529,999. e vvrennnnn 17,8 21,1 11.6 42.9 0.0
$30,000-839,999. 4 setrrennnnnncnnns 1153 15.8 5.6 0.0 100.0
$40,000-849,999. e evennnns 14.6 15.8 18.0 0.0 0.0
$50,000-859,999 . e tvearrrnnnnnanns 8.3 53 12.4 0.0 0.0
560,000-574,999. ceeereannnsnnnnne 13.3 10.5 15.5 14.3 0.0
§75,000-5100,0004 4« veeenennnsanens 2.3 0.0 3l 14.3 0.0
Over $100,000.40eeeneerenneseannns 1.7 0.0 3.1 0.0 0.0
Declined to Respond.sevesssasaness 8.1 0.0 12.1 14.3 0.0
Composition of the Visiting Party

TRl oy e 39.9 68.4 2l 28.6 100.0
Adults, Different SeX.eevess. 31.2 10.5 45.9 28.6 0.0
Adilte, Same S&%ie ssscsnsves s wms 10.0 15.8 6.2 14.3 0.0
Adults with Children..seeieesesssas 12.3 23 19.9 0.0 0.0
Undetermingedsescecsssssesacesconas 6.6 0.0 6.2 28.6 0.0




TAWRENCE TOURTSM STUDY
QUARTERLY SUMMARY DATA
JULY — SEPTEMBER 1989

PURPOSE OF TRIP
Business/Pleasure
Total Business Pleasure Combined Other
Sample Size (n=19; 32% (n=32; 54% (n=7; 12% (n=2; 3%
| n = 60 of the total) of the total) of the total) of the total)
|
DEMOGRAPHIC MEASURES
(continued) Percent Percent Percent Percent Percent
(Dowm) (Down) (Dowm) (Down) (Down)
Respondent 's Connection With KU
Former Student....eeeeeeressensss 9.7 110 11.6 0.0 0.0
Family Member Current Student.... 9.8 167 5.6 14.3 0.0
Family Member Former Student..... 3.4 0.0 6.2 0.0 0.0
Former Instructor/Faculty........ 0.0 0.0 0.0 0.0 0.0
OERET sovion amis ot DERE SR R 3.4 5.6 3.1 0.0 0.0
No Connection..veessessesasssanes 73.8 66.7 7355 85.7 100.0



TLAWRENCE TOURISM STUDY
QUARTERLY SUMMARY DATA
JULY — SEPTEMBER 1989

PURPOSE OF TRIP

Business/Pleasure
Total Business Pleasure Combined Other
Sample Size (n=19; 32% (n=32; 54% (n=7; 12% (n=2; 3%

n = 60 of the total) of the total) of the total) of the total)

CRIGIN OF TRAVELER Percent Percent Percent Percent Percent
(Dewm) (Down) (Down) (Down) (Down)
By Region
Rewr England .. vane ses s wors sise - 0.0 0.0 0.0 0.0 0.0
Mid Centraleiesesivoss soie oo sie 39 0.0 3.1 14.3 0.0
Southy Bagb i mvne sosanssns o nne i 8.3 5.6 9.4 0.0 50.0
North Central..eeessesss eivinien waEs 20.0 33.3 15.6 14.3 0.0
MHAVEBES, oo were s weeiunece s e aial sl sie 50.0 611 43.8 57.1 50.0
Weshat s s vewians ehiEes SeG il 10.0 0.0 15.6 14.3 14.3
West Coastsee sesssensess i e 6.7 0.0 12.5 0.0 0.0
By Most Frequent States
KENBEAS wwwans sus e s o5 wisimaies e 274l 36.8 25.0 14.3 0.0
Missouri..... N e, 8.5 10.5 6.3 14.3 0.0
NeBraskaaweue sen iwn Eossesssmsas s Sl 5.3 3.1 14.3 0.0
81112127 ) SO 3l 5.3 Jud 0.0 0.0
8 5o A — vace we A s 6.8 10.5 6.3 0.0 0.0
Californidiceses vos vus saisass 5.1 0.0 9.4 0.0 0.0
ATIZONE v ssinissionmt i eai s e s o | 0.0 9.4 0.0 0.0
% of Total in Category 61.1 68.4 62.6 42.9 0.0




TAWRENCE TOURTSM STUDY
QUARTERLY SUMMARY DATA
OCTOBER — DECFMBER 1989

PURPCSE OF TRIP

Business/Pleasure
Total Business Pleasure Combined Other
Sample Size (n=26; 49.1%7 (n=15; 28.3% (n=10; 18.9% (n=2; 3.8%
n=>55 of the total) of the total) of the total) of the total)
GENERAL MEASURES Percent Percent Percent Percent Percent
(Down) (Down) (Down) (Down) (Dewm)
ination ©

Lawrence = primary destination 79.2 76.9 7343 90.0 100.0
Convenient Stopping Place.......... 3.7 3.8 6.7 0.0 0.0
One of Several StopS..eesssessssess 17.0 19.2 20.0 10.0 0.0
Number of Trips to Lawrence
First Visit...ees.. 23.6 26.9 13.3 30.0 50.0
1-2 Previous TripSe.seessssossessos 10.9 15.4 13.3 0.0 0.0
34 Previous TripSseeaasssnesswasss 73 115 0.0 10.0 0.0
ot Frevious TripsSiesseseesesssssnns 58.2 46.2 73.3 60.0 50.0
Purpose of Business
Not in Lawrence for ESusine:ss1 SR 49.1 — — 0.0 —
CAlL on Clientas sswnsrvnavs o aiasans 25.6 30.8 — 20.0 —_
Performing Service for Client...... 17.9 15.4 — 10.0 —
Visit Branch/Home Office........... 2.6 3.8 — 0.0 -
Conference/Convention..eeseeseessss 10.3 1.5 — 10.0 -
Trade: Shefie s seiniaevewsnieis s s P | Fiwl — 0.0 —_
Evaluate Iawrence as Business Site. 0.0 0.0 — 0.0 —_
Tra.m%ng 2.6 0.0 —_ 10.0 —_
DEBBY, won s sistaineesme s i e s 35.9 30.8 — 50.0 —
Business Associated with KU
W oo g S ie Smiszeinmin sincs winlE Siain Hiols Bieis 12.7 15.4 o 20.0 —
NOvessas o5 B e e el B B - 52.7 80.8 — 80.0 —
Not Applicable..... AT &% G5, e 34.5 3.8 —_ 0.0 —_

1
) ~purposes for the trip.

%0ther business purposes include: Sporting events (5); Interviews (1)j Recruiting (3).

— designates a nonapplicable response. For example, pleasure travelers do not have business



LAWRENCE TOURTSM STUDY
QUARTERLY SUMMARY DATA
OCTOBER — DECEMBER 1989

PURPOSE OF TRIP
Business/Pleasure
Total Business Pleasure Combined Other
Sample Size (n=26; 49.1% (n=15; 28.3%Z (n=10; 18.9% (n=2; 3.8%
n=55 of the total) of the total) of the total) of the total)
GENERAL MEASURES
(continued) Percent Percent Percent Percent Percent
(Down) (Dowm) (Down) (Dowm) (Dowm)
Transportation to Lawrence
Private VBhICLE: vew s sivw snmsen s s 66.7 44,0 93.3 70.0 100.0
Non—KCI Rental Car....eeeeveeeenens 7.4 16.0 0.0 0.0 0.0
O BlSss asmmesaemaession Sy fem-seme & 0.0 0.0 0.0 0.0 0.0
Flew to KCI, then,
friends picked UpP.iieesscesncenns 1.9 0.0 0.0 10.0 0.0
Lok ShULELe. o.aiviwainsmisrssime s 1.9 0.0 6.7 0.0 0.0
took Ccabesesass SO s RO e 0.0 0.0 0.0 0.0 0.0
tool, company’ CAY v esesmesmenasin 3.7 4.0 0.0 10.0 0.0
took rental Cars.sssssssisesesss 9.3 20,0 0.0 0.0 0.0
Flew to Lawrence Airport, then
took CADL:csaes sos son wosmawess s 0.0 0.0 0.0 0.0 0.0
tock cOmMpany Carisesssssessesses 0.0 0.0 0.0 0.0 0.0
took rental Car. v s sessains 0.0 0.0 0.0 0.0 0.0
frgends plcked UPss i svssssanss 0.0 0.0 0.0 0.0 0.0
CETBY ™ vutetics S0t Sfeinemro g isoE s RIS 9.3 16.0 0.0 10.0 0.0

—
% s

3Other methods of transportation include: Company vehicle (9); Ride with friend (2); State
vehicle (2).



TLAWRENCE, TOURTISM STUDY
QUARTERLY SUMMARY DATA
OCTOBER — DEXFMBER 1989

PURPOSE OF TRIP

Business/Pleasure
Total Business Pleasure Combined Other
Sample Size (n=26; 49.1% (n=15; 28.3% (n=10; 18.9% (n=2; 3.8%
ny= 55 of the total) of the total) of the total) of the total)

LEISURE RELATED MEASURES Percent Percent Percent Percent Percent
(Dowmn) (Down) (Down) (Down) (Down)

Shopping
Antigue ShopS.seesscsseseses 1.8 00 6.7 0.0 0.0
Donmitowny SEOreSune s ssissvswnsssss 32.7 3.8 40.0 80.0 50.0
KU Bookstores/Giftshops....eeeves.. 16.4 3.8 33.3 10.0 50.0
Art GallerieS....eeeues. AT DD 3.8 13.3 0.0 9.6
ALt tivities
KU Jayhawks GamEeeeescesseeeceaceas 16.4 3.8 26.7 30.0 0.0
KU Theatre.eieeeeesnsnnsennsnnnnnns %) 3.8 20.0 0.0 0.0
Pro Sports in KC..... R B S S - 1.8 3.8 0.0 0.0 0.0
Other Live PerformancesS....eveeeess 1.8 3.8 0.0 0.0 0.0
Visit Area Attractions
Kansas Sports Hall of Fare......... 1.8 0.0 6.7 0.0 0.0
Watkins Community Museum..veeeeesss 1.8 0.0 6.7 0.0 Fad
KU Anthropology Museum....evesvsnss 3.6 0.0 13.3 0.0 i
KU Spencer Art Museum.....eeseesess 9.1 3.8 20.0 10.0 T
KU Natural History Miseum.......... 53 0.0 20.0 0.0 i
Midland Train in Baldwin.....eeees. 0.0 0.0 0.0 0.0 0.0
Topeka Capitol, MUSEUMS...csesssess 0.0 0.0 0.0 0.0 7.7
Visit
Son or Daughter at KU.eevvuesnnaass 9.1 3.8 26.7 0.0 0.0
Friends or RelativeS.veeeeeceancans 20.0 Tl 13.3 60.0 15.2
KU for Evaluation....... e o 1.8 0.0 6.7 0.0 16.4
Ou r Sports
HOREIOE e v wimin i aron smes R 0.0 0.0 0.0 0.0 0.0
B NE st aeieg v S0 v DemEaEs 0.0 0.0 0.0 0.0 0.0
o ) 5.9 3.8 6.7 10.0 0.0
Other Leisure Activitiesl' ........... 7.3 T2 13,3 10.0 11.0

Z'Other leisure activities include: General Shopping (4); Movie (2); General Sightseeing (2).



TAWRENCE TOURISM STUDY
(QUARTERLY SUMMARY DATA
OCIOBER — DECEMBER 1989

PURPOSE OF TRIP
Business/Pleasure
Total Business Pleasure Combined Other
Sample Size (n=26; 49.1% (n=15; 28.3% (n=10; 18.9% (n=2; 3.8%
n=>55 of the total) of the total) of the total) of the total)
DEMOGRAPHIC MEASURES Percent Percent Percent Percent Percent

(Dowm) (Dowm) (Dovm) (Dowm) (Down)
Gender of Respondent
VBB arsvisiniosnin wiainmisre oiais 5eid Wi iisis &ie 56.4 69.2 46.7 50.0 0.0
PEBRIR: voiom s e e s o Hol AW 43.6 30.8 53.3 50.0 100.0
Age of Respondent
Less Than 25 Years of Age......... 7.4 Fad 0.0 20.0 0.0
2680 wiareiorei misiereis were s aETe Kie 4 8 7.4 Ted 0.0 20.0 0.0
Bl e s A R A RN S 44 .4 42.3 40.0 50.0 100.0
BB v i it o i racn e o 20.4 26.9 20.0 10.0 0.0
DBl vun s wamwnm e R e 9.3 11.5 6.7 0.0 0.0
ODb cen so wies B aaiissieisisslavm e 11:) 3.8 33.3 0.0 0.0
Annual Household Income
Under $10,000.ce0seerenenneecnenas 0.0 0.0 0.0 0.0 0.0
510,000-519,999. v evrenenrancnannes 9.1 11.5 6.7 0.0 50.0
$20,000-529,999. v1vrrnnnnn T 14.5 15.4 133 20.0 0.0
530,000-839,999. a6 v siois niois ainie ol 18.2 15.4 13.3 30.0 0.0
$40,000-549,999 . s eevrrenrnnnnannns 10.9 3.8 20.0 10.0 50.0
550, 0005595999 545 ca5 15 505 5 45 o9 12.7 T 13.3 30.0 0.0
860,000-574,999. s v vrerennnnnnnnas 14.7 19.2 13.3 10.0 0.0
§75,000-5100,000. s e vvavensennannss 3.5 P 0.0 0.0 0.0
Over $100,000....v0.. & leie SH: Niele Wi 9.1 11.5 13.3 0.0 0.0
Declined to Respond.eesessssssases 73 Lol 6.7 0.0 0.0
Composition of the Visiting Party
AlenB v snmamnnminns tase foe coss o 61.8 73.1 46.7 80.0 0.0
Adults, Different SeX..eeeeeessess 18.2 Tl 26.7 20.0 50,0
Adults, Same SeX.essesssscssssases 9.1 19.2 0.0 0.0 0.0
Adults with Children..eeeesscsesss 9.1 0.0 20.0 0.0 50.0
Undetermined.ceevessesnsasenscnass 1.8 0.0 6.7 0.0 0.0



LAWRENCE. TOURISM STUDY
QUARTERLY SUIMMARY DATA
OCIOBER — DECEMBER 1989

PURPOSE OF TRIP

Business/Pleasure
Total Business Pleasure Combined Other
Sample Size (n=26; 49.1% (n=15; 28.3% (n=10; 18.9% (n=2; 3.8%
n=2>55 of the total) of the total) of the total) of the total)
DEMOGRAPHIC MEASURES
(continued) Percent Percent Percent Percent Percent
(Dowin) (Dowm) (Down) (Down) (Dovwm)
Respondent's Connection With KU
Former Student...... e 20.0 21.7 21.4 21.7 0.0
Family Member Current Student.... 14.0 4.3 35.7 0.0 0.0
Family Member Former Student..... 6.0 0.0 14.3 0.0 0.0
Former Instructor/Faculty........ 0.0 0.0 0.0 0.0 0.0
Othetie s snas R e e WS W e 4,0 0.0 0.0 0.0 50.0
No! ConRectItneaion sninsnissni st sisiss 56.0 69.6 28.6 78.3 50.0



LAWRENCE TOURISM STUDY
QUARTERLY SUMMARY DATA
OCTOBER — DECEMBER 1989

PURPOSE OF TRIP

Business/Pleasure
Total Business Pleasure Combined Other
Sample Size (n=26; 49.1% (n=15; 28.3% (n=10; 18.9% (n=2; 3.8%
=55 of the total) of the total) of the total) of the total)

ORIGIN OF TRAVELER Percent Percent Percent Percent Percent
(Down) (Down) (Down) (Down) (Down)

B ion

New England.......... o s e 0.0 0.0 0.0 0.0 0.0
Mid Central....... . 0.0 0.0 0.0 0.0 0.0
South East,.,......... & ST G S e 5 747 8.0 Tad 0.0 50.0
North Central.............. 13,2 12.0 Tad 10.0 50.0
Midwest.eusinenuennn... s S8 LelEN 69.2 64.0 76.9 90.0 0.0
WESTETTIo e via 660 biuim 510 sieeisa s s 0.0 16.0 0.0 0.0 0.0
West Coast...,... e P 9.6 0.0 7.7 0.0 0.0

Kansas...... O ST e s . 50.0 42.3 53.3 70.0 0.0
MISSOUTT s o niasivainn onios e sl sews 13,5 15.4 6.7 20.0 0.0
I11inois...cu..... wieh aias ore s 3.8 Tl 0.0 0.0 0.0
Tevas, o v wnia sia e TS b e § Tl 15.4 0.0 0.0 0.0
Colorade..... b TR mdate - 3.8 3.8 6.7 0.0 0.0

% of Total in Category 78.8 84.6 66.7 90.0 0.0




UNIVERSITY OF KANSAS
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LAWRENCE TOURTSM STUDY
QUARTERLY SUMMARY DATA
SPRING, 1989

PURFOSE OF TRIP

Business/Pleasure
Total Business Pleasure Cambined Other!
Sample Size (r=43; 31% (r=54; 407 (r=13; 97 (r=27; 207
n:= 137 of the total) of the total) of the total) of the total)

GENERAL MEASURES Percent Percent Percent Peréent Percent
(Dowm) (Dowm) (Down) (Down) (Dowm)
Destination of Trip
lawrence is...Primary Stop...... 54.6 61.7 42.1 49,6 70.1
.- .Convenient Stopping Place....... 27.5 9.7 38.0 38.5 29.9
++.0ne of Several Stops........ 179 28.6 19.9 12.0 0.0
Number of Trips to Iawrence
First Visiteeseesveesas wah st e 55.3 36.8 57.3 63.2 56.4
1-2 Previous Trips....... e 17.7 25.4 133 8.5 18.7
34 Previous Trida. s ceessmsinscs 5.2 7.0 Dad 0.0 3.7
5+ Previous TelEs G e sinm we o 23.8 30.8 23.7 28.2 11.2
Purpose of Business
Not in Lawrence for Business...... 60.0 2 — 8.6 —
Call on Client,,...... S5H gEals siesn b 0§ 6.7 19.1 - 8.5 —_
Performing Service for Client...... 10.0 29.5 —_ 0.0 —
Visit Branch/Hame Office........... 2,1 6.8 — 0.0 —
Conference/Convention. ............ : 1.8 4.1 —_ 6.0 —
Trade ShoW..evseeenens, 3 e 4.2 6.5 — 23.9 —
Evaluate Lawrence as Business Site. 0.0 0.0 — 0.0 -
DrainiNg . s e ¢ i T S S R 4.5 12.1 — 8.5 =
DEREE™ srviaimn wai siais sotemmm sas smie siods S5aid 10.7 21.8 - 44,4 —_
Business Associated with KU
FEE sun soms comvitsm s sl mmseiinisin 11.5 26.4 — 20.5 =
NBui 53 nns enseninaisime fies o e e 297 66.3 — 70.9 =
Not Applicable.iiivessennannnnnans ; 60.8 7:3 e 8.5 -

lother purposes for trip include: KU orientation (17); family/personal (3).

2—designates a nonapplicable response. For example, pleasure travelers do not have business purposes for the
trip. '
other business purposes and their counts include: opening new store (1); research (3); moving to Lawrence for
new job (4); business-related funeral (1); making business pickup (1); dropping off boss (1).



UNIVERSITY OF KANSAS
INSTTIUTE FOR PUBLIC POLICY AND BUSTNFSS RESEARCH

LAWRENCE TOURISM STUDY
QUARTERLY SUMMARY DATA
SPRING, 1989
PURPOSE OF TRIP
Business/Pleasure
Total Business Pleasure Cambined Other
Sample Size (r=43; 31% (r=54; 40%, (r=13; 9% (r=27; 20%
n =137 of the total) of the total) of the total) of the total)
GENERAL MEASURES
(continued) Percent Percent Percent Percent Percent
(Dowm) (Dowm) (Down) (Down) (Dorm)
Transportation to Lawrence
Private Vehicle...vyvouun.. s s 76.2 48,9 87.9 100.0 85.1
Non—KCI Rental Car § W AT b s 1.5 2.4 1.9 0.0 0.0
Tour BuS..e.eussss. o BN s a 0.0 0.0 0.0 0.0 0.0
Flew to KCI, then,
friends picked up......... o it 0.8 0.0 1.9 0.0 0.0
took shuttle...,..... o b 3.0 6.3 247 0.0 0.0
teok cab..... W EEEE S R e : 0.8 0.0 0.0 0.0 3,7
toock campany car.,..... ot yus s @ . 0.0 0.0 0.0 0.0 0.0
took rental car.......... e 6.8 9.7 3.8 0.0
Flew to lawrence Airport, then
BRI CHB s siase isrimisias 5% mosmininn 0.0 0.0 0,0 0.0 0.0
teok campany car........., - 0.8 0.0 1.8 0.0 0.0
took rental car,,.... S v § 0.0 0.0 0.0 0.0 0.0
frﬁ'ends picked Upy. winasee 0.0 0.0 0.0 0.0 0.0
Other s euveresnnsennas Sie0e Viars 0 5 & 10.2 32.7 0.0 0.0 0.0

aOther metheds of transportation and their counts include:

Campany vehicle (9); Ride with friend (2).



UNIVERSITY OF KANSAS
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LAWRENCE TOURTSM STUDY
QUARTERLY SUMMARY DATA
SPRING, 1989
PURPOSE CF TRIP
Business/Pleasure
Total Business Pleasure Cambined Other

Sample Size (r=43; 31% (r=54; 407, (r=13; 9% (r=27; 20%
n =137 of the total) of the total) of the total) of the total)

LETSURE RELATED MEASURES Percent Percent Percent Percent Percent
(Dowm) (Down) (Dowm) (Dowm) (Down)
Shopping
Antique Shops............ oy b siaid o 1.4 2.4 1.5 0.0 0.0
Downtown Stores.,.... s e 13:0 13,3 11.0 16.2 14.9
KU Bookstores/Giftshops............ 8.7 9.0 7.2 8.5 11,2
Art Galleries. vueessonsesaon s B 2.7 2.2 54 0.0 0.0

Atterd Activities

KU Jayhawks Game....vevernnnnn. sy & 0.0 0.0 0.0 0.0 0.0
KU Theatre.eesesevnnnn.., e 0.0 0.0 0.0 0.0 0.0
Pro Sports in KCu.vvvuuse.. wbes e 0.8 0.0 0.0 8.5 0.0
Other Live Performances,........... 0.6 0.0 0.0 0.0 0.0
Visit Area Attractions

Kansas Sports Hall of Fame......... 1.5 4.8 0.0 0.0 0.0
Watkins Camunity Museun........ 3.0 4.8 1.9 0.0 3.7
KU Anthropology Museum..... s 5.1 7.0 5.4 0.0 3.7
KU Spencer Art Musetm............. 5 6.5 7.0 8.9 0.0 3.7
KU Natural History Museum.......... 5.8 7.0 5.3 8.5 BT
Midland Train in Baldwin........... 1.5 2.4 1.9 0.0 0.0
Topeka Capitol, Museuns........... z [ 2.4 545 0.0 3.
Visit

Sen or Daughter at Kluveevsonnnnss. 1.5 0.0 3.8 0 0.0
Friends or Relatives.......... i 15.5 7.0 27.9 24.8 0.0
KU for Evaluation.sseeseesseereanss 2.1 0.0 0.0 0.0 10.4

[ 9%}
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LAWRENCE TOURISM STUDY
QUARTERLY SUMMARY DATA
SPRING, 1989

r PURPOSE OF TRIP

Business/Pleasure
Total Business Pleasure Ccmbined Other
Sample Size (n=43; 31% (n=54; 407 (n=13; 9% (n=27; 20%
n= 137 of the total) of the total) of the total) of the total)

LEISURE RELATED MFASURES
(continued) Percent Percent Percent Percent Percent
(Dowm) (Dowm) (Do) (Dowm) (Down)

Qutdoor Sports

Hunting...... - e, 0.0 0.0 0.0 0.0 0.0
Fishing.......... e, 2.0 2.4 1.5 7.7 0.0
Golf....... TR = 1.5 4.8 0.0 0.0 0.0
Other Leisure Activities........... 15.5 4.8 26.8 20.5 7.5

5other leisure activities and their counts include: track meet (4); }?igh school gr;dtjationi(é)é;;ntorcycle
show/rally (2); quilt show (1); walking tour (1); visit KU campus (5); movie (2); bars (2); wedding (3).



UNIVERSTTY OF KANSAS
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LAWRENCE TOURTSM STUDY
(UARTERLY SUMMARY DATA
SPRING, 1989
PURPOSE OF TRIP
Business/Pleasure
Total . Business Pleasure Cambined Other
Sample Size  (n=43; 31% (=543 407 (n=13; 9% (n=27; 20%
n =137 of the total) of the total) of the total) of the total)
DEMOGRAPHIC MEASURES Percent Percent Percent Percent Percent
(Dowm) (Do) (Dowm) (Down) (Dowm)
Gender of Respondent
Mle.ivsunns, T ey SO brere alee 67.0 79.4 64.0 70.1 51.5
Female,...... w18 WHE 0 e e o 33.0 20.6 36.0 29.9 48.5
e of Res ent
Less Than 25 Years of Age....... i 10.0 10.7 1.9 0.0 29.1
263000 s eenanne SRR Ak s TR 6.0 11.9 3.9 0.0 3.7
BB b oo 255 secte arafe 58 42,7 49.9 35.8 51.3 41.0
HE=38 vnias sinivmiaie snia maceriion St 21.3 15.7 20.7 32.5 26.1
56640 ueaan 10.3 9.4 1551 16.2 0.0
B e ncacuravin siois sinve ¢ S5 ek TR SO e s 9.7 2.4 22.6 0.0 0.0
Annual Household Incame
Under $10,000.4.00euveneennennnnn. 3.8 4.8 3.8 0.0 3.7
$10,000-519,999, s v vevnenrrnens 5 3.7 4.6 3.8 0.0 8.7
520,000-529,999.,...... o, N el 13.8 13.8 14.6 26,2 7.5
$30,000-539,999, v e venrnnnnnnnns . 18.5 16.2 22.0 18.7 14.9
$40,000--549,999, . ....... Py ret 17.0 24,0 11.4 34.6 10.4
S50, 000-858,9000 . vivus wnis sxismesssms 15.4 17.4 17.1 0.0 14.9
$60,000-574,999. vt vrenrnnnnnnanns 8.4 4.8 10,2 6.5 11.2
$75,000-5100,000...... Sin T FA i T 4.6 7.6 6.5 11.2
Over S100,000.,ueverecanncsenes 4.6 2.4 3.8 0.0 11.2
Declined to Respond..ceceesvensess e Ted el TS 1.2
Camposition of the Visiting Party
ALOTB s sisia san sios wisie ol imings wiste i ot 38.6 73.8 22.6 23,1 22.4
Adults, Different SeX...eeeeeeeee.s 29,0 9.7 50L5 42,7 10.4
Adults, Same SeX.vevvrveereriennns 9.7 El.9 Sl 25.6 7.5
Adults with Children...vevevsieeens 19.8 2.4 19.4 0.0 56.0
2.9 22 1.9 8.5 2.9

0573 {3t iy - SRS i




UNIVERSITY OF KANSAS
INSTTTUTE FOR PUBLIC POLICY AND BUSINESS RESFARCH

LAWRENCE TOURISM STUDY
(UARTERLY SUMMARY DATA
SPRING, 1989

PURPOSE OF TRIP

DEMOGRAFPHIC MEASURES

Business/Pleasure
Total Business Pleasure Canbined Other
Sample Size (r=43; 31% (=543 40% (n=13; 9% (n=27; 20%
n =137 of the total) of the total) of the total) of the total)

(continued) Percent Percent Percent Percent Percent
(Down) (Dovm) (Down) (Dowim) (Dowm)
Respondent.'s Connection With KU
Former Student............. o B6G & 5.8 4.8 8.9 0.0 Sk
Family Member Current Student.... 171 7.0 7.6 0.0 59.0
Family Member Former Student..... T2 2.4 7.6 16.2 0.0
Forrreg Instructor/Faculty,....... 0.5 0.0 0.0 6.2 0.0
916l 0"=) S R, B TR AT e 3.8 2.4 L 0.0 3.7
No Connection.seveeeeeaess, e 67.5 83.3 70.2 77.8 33.6

6Other connections with KU include: member of family is faculty/staff member (5); respondent is current KU

student (4). B



UNIVERSITY OF KANSAS
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LAWRENCE TOURISM STUDY
QUARTERLY SUMMARY DATA
SPRING, 1989
PURPOSE OF TRIP
Business/Pleasure
Total Business Pleasure Cambined Other

Sample Size (n=43; 31% (n=54; 40% (r=13; 9% (r=27; 207
n=137 of the total) of the total) of the total) of the total)

ORIGIN OF TRAVELER Percent Percent Percent Percent Percent
(Down) (Down) (Down) (Down) (Down)
By Region
New Englard......, SR e 0.8 0.0 2.0 0.0 0.0
Mid Central......... S G see s 16 7.0 5.9 0.0 15.4
SoUth Fasteeresessnneennns 8.3 4.7 11.8 8.3 Tud
North Central..... o B b 15.9 4.7 19.6 16.7 26.9
Midwest....vvuu.. A GRS R & 56.8 72.1 49,0 58.3 46,2
Western.oeesas SIS 63 SR e Sre 3.8 7.0 3.9 8.3 3.8
West Coasteeieenrnnnaeas ot wiain sl o 5.3 4.7 7.8 8.3 0.0

Kansas.ieeeveeveneas o T BT 34,0 46,5 24,0 46.2 29.6
PSSO suie wan s s sivis o 5.8 4,7 7.4 7.7 8.7
Nebraska..... WD e SRR A 30 e 5.8 9.3 3.7 0.0 7.4
OILAREIR v vios aa s 4ins dissasonis woe o 19 4.7 0.0 0.0 0.0
I11in0iS.vevenss R AR e 6.6 2.3 9.3 0.0 11.1
Coloradice:swss s s s el T3 6.9 11.1 0.0 B,

% of Total in Category 61.0 74.4 55.5 53.9 55.5




UNIVERSITY OF KANSAS
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LAWRENCE TOURISM STUDY

QUARTERLY SUMMARY DATA
WINIER, 1988-89
PURPOSE OF TRIP
Business/Pleasure
Total Business Pleasure Cambined Other
Sample Size (r=60; 52% (n=29; 25% (r=13; 11% (o=13; 11%

n =115 of the total) of the total) of the total) of the total)

GENERAL MFASURES Percent Percent Percent

Percent Percent

(Down) (Down) (Dosm) (Dowm) (Dovm)
Destimation of Trip
Lawrence is...Primary Stop.....,... 50.8 65,4 45.9 43.4
-..Convenient Stopping Place....... 20.6 14.8 19.0 28.0 44.1
...Cre of Several Stops............ 28.5 39.5 I5.6 26.1 12.5
surter of Trips to Lawrence
TAEEE VESHE  waiis 5ot siomin e e S 39.7 41.0 28.9 39.9 £0.0
1-2 Previous Trips,..... T i 10.5 10.3 2.5 19.6 5.5
34 Previous TripS.......... w826 ware 4 13.4 13.0 15,2 7.9 15.2
3 Prevdous TEAPE. cues s sis aes pae & 36.5 35:7 46,4 32.6 18,3
Purpose of Business
Yet in Lawrence for Business...... 41,6 —1 — 1.7 -
€all 0N ClieNtios e esos s oes onms 3 12.7 21.8 — 15,2 —
Performing Service for Client,..... 10.7 20.9 — 0.0 —
Visit Branch/Hare Office........... 8.3 162 — 0.0 -
Conference/Convention.............. 2.9 1o? — 20.2 —
Trade: ShoMies vvi s 6vs 650 simmsseit sisresics 53 9.4 — 15,2 —
Evaluate lawrence as Business Site, L? 2.2 — lgg —
Iram%' o]~ AR ¥ s Wais 65 de 5.5 3.9 — : —
Other ng ......... SRR N e Bed e § 12.3 17.6 — 10.9 —
Business Associated with KU
{ 12.1 14.1 — 26.1 =
B8 iiminn v wa S ORI SR A i
D ieturaa, SV S B DR siels SalE alas 46 79.4 —- 56.8 =
Neot Applicable...... R 41.6 6.5 — 17.1 -

—d as ' -poses for ths
1 esignates a nonapplicable response. For example, pleasure travelers do not have business purposes fo
trip.

o Zother business purposes and their counts include: Track meet (4); Interviews (2); Recruiting (2); Debate me=:
(1); Visit (2).



UNIVERSITY OF KANSAS
INSTITUIE FOR PUBLIC POLICY AND BUSINESS RESEARCH

LAWRENCE TQURISM S1UDY
QUARTERLY SUIMMARY DATA

WINIER, 1988-89
PURPOSE OF TRIP
Business/Pleasure
Total Business Pleasure Cambined Other
Sample Size (r=60; 52% (re=29; 25% (r=13; 11% (n=13; 117
n=115 of the total) of the total) of the total) of the torz:
GENERAL MFASURES
(Continued) Percent Percent Percent Percent Percent
{Dovm) (Dowm) (Down) (Dowm) (Dewm)
Transportation to Lawrence
Private Vehicle........ o Vil SR SR 64,7 51.5 84.0 81.2 73.1
NonmKCI Rental Car..veveeeeesessess 2,8 4.3 0.0 0.0 3.5
TOUE" BUB w 5ia.5 3505 0 armses siers srois s o0 B § 4,1 5.9 0.0 0.0 9.6
Flew to KCI, then,
friends picked Up...eveesaas 0.8 0.0 3.0 0.0 0.0
took shuttle,...... SRl S e § 0.0 0.0 0.0 0.0 0.0
BOBIECBDI i 15 5558 Srstine ree sivteriie 0.0 0.0 0.0 0.0 0.0
tock campany car........ S e 0.0 0.0 0.0 0.0 0.0
tock rental CAr.ivieeveenennens ici 8.8 13.3 5.7 0.0 3.9
Flew to Lawrence Airport, then
BEOIE CaB o vos 51 sinis ausis sumiesmaimisieom 0.0 0.0 0.0 0.0 0.0
took CamMpanY ‘CaT. o wenwnveeens 0.0 0.0 0.0 0.0 0.0
took rental CAr...eeeeseeesssses 0.0 0.0 0.0 0.0 0.0
fr%ends pleked. Upias vars v v wom 1.1 2.2 0.0 0.0 0.0
GEREE™. i siiis wnias L T . 16.6 22.9 7.2 18.8 9.6

BOEher methods of transportation and their counts include: Campany vehicle (15); Ride with friend (4); Stzt=
vehicle (1).



UNIVERSITY OF KANSAS
INSTTIUTE FOR PUBLIC POLICY AND BUSINESS RESEARCH

LAWRENCE TOURISM STUDY
QUARTFRLY SUMMARY DATA

WINITTR, 1988-89
PURPOSE OF TRIP
Business/Pleasure
Total Business Pleasure Canbined Other
Sample Size (r=60; 52% (re=29; 25% (r=13; 11% (r=13; 11%

e 115 of the total) of the total) of the total) of the toiz.

LEISURE REIATED MFASURES Percent Percent Percent Percent Percen-
(Down) (Dcm) (Derm) (Deem) (Dorm)

Shopping
Antdeue. ShopS.. vies v wvmmeees sa 143 0.0 4.0 4.3 0.0
DOWNEOW SEOreS.cvverennvarrrnnrone 13.0 Gl 19.5 41.0 77
KU Bockstores/Giftshops..vvevss... : 8.0 5.6 13,2 15.2 0.0
Qale Parle MALY.; iis ves e aais e ¢ 2Le3 9.9 38D 51.1 0.0
Art GallerieS..veeseereersenaenncss 2.6 0.0 4.0 4.3 9.6

Attend Activities

KU Jayhawks Game..ievveiennvinannns 11.0 6.3 24,1 10.9 0.0
KU Theatre. corsensereonsnransnnnnos 0.0 0.0 0.0 0.0 0.0
Pro Sports dn KBaswas s e wwe v v e 0.0 0.0 0.0 0.0 0.0
Other Live Performances............ 0.6 0.0 243 0.0 0.0
Visit Area Attractions

Kansas Sports Hall of Fame......... 0.9 1.2 0.0 0.0 0.0
Watkins Cammunity Museum........... 2.0 0.0 4.0 0.0 B
KU Anthropology Museum.........v... 3.9 0.0 10.9 0.0 7.7
KU Spencer Art MUseUm....e.seseoeos 31l 0.0 8.0 0.0 7.7
KU Natural History Museum.......... 2:3 0.0 5.2 0.0 Tl
Midland Train in Baldwin........... 0.0 0.0 0.0 0.0 0.0
Topeka Capitol, MuseUmS....vevevnse 0.9 0.0 0.0 0.0 Fad
Visit

Son or Daughter at KU.vovevvsuaens 9.0 0.9 2743 10.9 0.0
Friends or Relatives.....iivuversss 18.5 12.0 29.0 26,1 15:2
KU for Evaluation..eeeessssnssasans 3.0 0.0 4,0 0.0 16.4

£ A



UNIVERSITY OF KANSAS
INSTTIUTE FOR PUBLIC POLICY AND BUSINESS RESFARCH

LAWRENCE TOURTSM STUDY
QUARTERLY SUMMARY DATA

WINIFR, 1988-89
PURPOSE OF TRIP
Business/Pleasure
Total Business Pleasure Cambined Other
Sample Size (n=60; 527 (r=29; 25% (=133 11% (r=13; 11%
n=115 of the total) of the total) of the total) of the tctzl)
LEISURE RELATED MEASURES Percent Percent Percent Percent Percen:
(Continued) J (Down) (Down) {Dexm) (Dosm) (Dowm)
Outdoor Sports
HEPETE R s 54,8 o 5o femsn massiviiolBilons sve 0.0 0.0 0.0 0.0 0.0
B i shavaerai agats s & v S 0.0 0.0 0.0 0.0 0.0
Golf...... VRIS S B Sl el SIS DR 0.8 0.0 2.9 0.0 0.0
Other Leisure Activities™........... 28.6 29.7 29.1 41.6 11.0

l“Other leisure activities and their counts include: GCeneral Shopping (6); Movie (4); Bars (4); Ceneral N
Sightseeing (3); Dancing (2); Jazz Club (2); Opera (1); J. Hood Bockseller (1); Bicycling (1); Wedding (1); Aerchic:
(1); Studying (1).



UNIVERSTTY OF KANSAS
INSTTIUTE TOR PUBLIC POLICY AND BUSINESS RESFARCH

LAWRENCE TOURISM SIUDY
QUARTERLY SUMMARY DATA

WINTTR, 1988-89
FURPOSE OF TRIP
Business/Pleasure
Total Business Pleasure Cembined Other
Sample Size (r=60; 52% (r=29; 25% (=135 117 (=135 112

m = 119 of the total) of the total) of the total) of the total)

DEMOGRAPHIC MFASURES Percent Percent Percent Percent Percent
(Dowm) (Dowm) (Down) (Dovm) (Down)
ndent
AT S, e siats wsismmins saie st T Eae 5 73.9 84.8 61.5 68.0 59.6
BRBELE, s s s s 9608 508 55 oo Sie 26.1 15.2 38.5 32.0 40.4
ze of Res nt
Less Than 25 Years of Age......... 16.6 10,3 20,9 16.8 344
28205 53 w5t v sE wdl i wate Femm mie 7.1 10.3 6.6 0.0 0.0
BIEEEY vvin vinls wins Biwaisislioss wiols o5 o i i 44,0 54.6 18.6 53.6 46.8
LG s o ek BT Telye T sia Has S 175 21.1 19.1 0.0 13,2
SE=B s ssvnwin wais ves sl o eisi Gi1d e 8.8 3.7 15,0 21.7 5.5
ST AR — g 6.1 0.0 19.7 79 0.0

Under $10,000..... . 2.2 D2 0.0 0.0 9.6
$10,000-519,999 e vevnrerrennnnnnn. 5.2 ) 10.5 0.0 14.0
S20,000-529,999, 1t iiririiennas 18.2 19.9 14,4 23.3 19.3
$30,000-539,999. v vviirrinne s 19.2 25.0 13.1 19.6 11.0
S40,000-549,999, v vviini i ‘ 16.2 13.3 18.3 18.8 27.0
S50, 00055599990 waie st srvinein i i 10.4 12.0 7.9 1253 9.6
S60,000-576,999. ¢ viveiiinnniannnns F 12,5 3.7 0.0 0.0
575,000-5100,000. s 0 eeerrnnrrennnns 5.9 4,3 9.2 10.9 3.9
Over $100,000....... T AT BT TR 8.4 2.6 22.9 15.2 0.0
Declined to Respond...vvsvinevns, 7l 6.0 0.0 0.0 5D
Campositicn of the Visiting Party

ALCXBes s siass v &8 GRS Kise R, W 8. 72,2 28.6 25.8 31.6
Adults, Different Sex............. 14.0 13,7 40.9 32.3 32.8
Adults, Same SeX..vierverrernnneran 11.4 3 i 15.5 41,0 20.9
Adults with Children...c.eeevenenes 0.9 0.9 14.9 0.0 4,2
Undetermmingtls oee sevsi s siste sia's 0 558 0.0 0.0 0.0 0.0 10.5




UNIVERSITY OF KANSAS
INSTTIUTE FOR PUBLIC POLICY AND BUSINESS RESEARCH

TAWRENCE TOURISM STUDY
QUARTERLY SUMMARY DATA

WINTER, 1988-89
FURPOSE OF TRIP
Business/Pleasure
Total Business Pleasure Cambined Other
; Sample Size (r=60; 527 (=293 25% (=137 11% (r=13; 11%
| n=115 of the total) of the total) of the total) of the total
DEMOGRAPHIC MEASURES !
(Continued) Percent Percent Percent Percent Percent
w (Down) (Dowm) (Down ) (Dowm) (Dowm))
Respondent's Connection With KU
Ebmmer SEUdembs sus vomm cum wms ams s 157 8.2 27.5 21 .7 15.2
Family dMember Current Student.... 6.8 0.9 £23.3 0.0 0.0
Family Member Former Student..... 6.6 302 8.0 0.0 15,2
Former Instructor/Faculty........ 0.0 0.0 0.0 0.0 0.0
KRBT o 00 winie sisivnimine viois Himisieisinis sinin s 0.0 0.0 0.0 0.0 0.0
No: Connection. veeeess s sans e o 71.0 85.8 41.2 78.3 69.7



UNIVERSTTY OF KANSAS
INSTTTULE FOR PUBLIC POLICY AND BUSINESS RESEAR(IH

LAWRENCE TOURISM SIUDY
QUARTERLY SIMMARY DATA

WINIER, 1988-89
PURPOSE OF TRIP
Business/Pleasure
Total Business Pleasure Cembined Other
,: Sample Size (r=60; 52% (r=29; 25% (r=13; 11% (n=13; 117
L n =115 of the total) of the total) of the total) of the total)
\
ORIGIN OF TRAVELER Percent Percent Percent Percent Percent
‘[ (Deem) (Dowm) (Dowm) (Dowm) (Dowm)
By Region
New Englande: cos v o6 wioin simis sinn o 0.0 0.0 0.0 0.0 0.0
Mid Central.e.veeeeennnns R AT K 5.0 8.5 0.0 8.3 0.0
SoUth) BRSE. vuw e e smin siviesinmmaie s s b 4.0 35 7| 0.0 8.0
NoeER CBRETAL « uiivsis s vierss@i, ssi e 14.0 16.9 10.7 8.3 9.1
Midwest....... T R S e 7240 71,2 67.9 83.3 127
WESEBEN e sions ssie s wad fls Fou sisi s 5.0 0.0 10.7 0.0 18.2
WESE CORSEies vassrvnmeeserans sus e 1.0 0.0 3.6 0.0 0.0
By Most Frequent States
BANSES i mrow s aall B8 Fidmsmmmais i 50,9 45.0 58.0 62.0 46.0
B BSOUEL o uintniore isisinse wrove aimsiazoneavan ik 9.1 13.0 4.0 8.0 0.0
NEBEAEE s ircharana wats sssrehmess e 3.0 3.0 0.0 8.0 0.0
Ol abieatel. oo s waims vie 3 §ile B SISTORE 3.6 5.0 4.0 0,0 0.0
TIEITORE s sove oan aiims 6o Sinm dais Fesow Frsee 3.6 3,0 0.0 8.0 8.0
T 34 55 mpie rinie mmimm wimss wiein iais sewts sisie 3.6 5.0 4,0 0.0 0.0
COLOEAAR, caie viein viarn wvsis wiois wove st siaie 5.4 3.0 8.0 0.0 15.0
% of Total in Category 79.2 71.0 78.0 86.0 69.0




TAWRENCE TOURISM STUDY
AGGRFGATED DATA
1989-90

PURPOSE OF TRIP

Business/Pleasure
Total Business Pleasure Combined Other
Sample Size (n=133; 39.4% (n=125; 36.9% (n=38; 11.3% (n=41; 12.1%
n = 339 of the total) of the total) of the total) of the total)

GENERAL MFASURES Percent Percent Percent Percent Percent
(Down) (Down) (Dowmn) (Down) (Down)
Lawrence = primary destination 54.1 55.5 49.3 58.1 61.5
Convenient Stopping Place...... . 233 11,2 32.2 23.9 35.4
One of Several StopS......e.. 22.6 33.3 18.6 17.9 3.2

Nurnber of Trips to Iawrence

First VSTt cowsvmen R AR 41.8 35.6 41.0 45.0 63.2
1-2 Previous TripSeeseeessesss 14,5 15.3 15.5 7.4 16.0
B4 Previous TEIDS. v cesssaseess ais 9.1 9.8 8.5 12,5 6.2
5+ Previous TripS.eeceecssss 34.6 39.4 35.0 35.1 14.6
Purpose of Business

Not in Lawrence for Business...... 41.3 = — 7e2 =
Call ion /Client, vy sswonnoisssnsasns 13.5 25.3 — 15:0 -
Performing Service for Client...... 12.6 22,9 — 8.4 =
Visit Branch/Home Office.....eeu... 4.3 9.4 — 0.0 —
Conference/Convention. .veesessesss . 3.9 5.0 — 12.7 —
TERRIE SN s was Pal 5 5 E T S ER S SR s 4.7 6.9 o 1.7 —
Evaluate Lawrence as Business Site. 0.9 1.5 —_ 1.6 =
G, LT, o S 3.6 5.2 — 9.5 —
DEREE sa i mdaied va Snvdwsmim s s 15,2 19.2 — 34.0 —
Business Associated with KU

s s O a6, B e 14.3 21.2 — 22.4 —
N v eas s EeE 155 BT I S 44,0 74,2 —_ 70.3 _—
Not Applicable......eeeues 41.7 4.6 — 7.4 —




TAWRENCE TOURISM STUDY

ACGREGATED DATA
1989-90
PURPOSE OF TRIP
Business/Pleasure
Total Business Pleasure Combined Other

Sample Size (n=133; 39.4% (n=125; 36.9% (n=38; 11.3% (n=4l; 12.1%
n = 339 of the total) of the total) of the total) of the total)

GENERAL MEASURES
(continued) Percent Percent Percent Percent Percent
(Down) (Down) (Down) (Dowm) (Down)

Transportation to Lawrence

Private Vehicle.uveveressaaasannaas 73.6 54.0 87.8 84.9 83.1
Non—KCI Rental Car....... 25 5.3 0.8 0.0 1.4
Tl BliS sesasansinssssae o o oo s 1.4 2.1 0.8 0.0 2.4
Flew to KCI, then,
friends picked UPsssissssaseanes Ted 0.0 1.4 5.3 0.0
took SRIEELS v vomwnsnivs ams s i 1:5 2.0 1.9 0.0 0.0
Eools Cabuss s vaw anina s s s s 0.3 0.0 0.0 0.0 2.4
took Campany Car......sss. 09 L.5 0.0 2.6 0.0
took rental. Calis venresrsnswssan 7.1 13.1 2.7 0.0 8.3
Flew to Lawrence Airport, then
toli €ab, eesivaemaeniamis s s s s 0.0 0.0 0.0 0.0 0.0
took company Car...sseeesscscnss 0.3 0.0 0.8 0.0 0.0
took rental CAr..eeeveseannnanss 0.3 0.0 0.0 0.0 0.0
friends picked Up..seees.. 10.4 0.8 0.0 0.0 0.0
BEBBE siemn o sevwenmseick wny oo sei g 0.6 21.3 2.8 7.2 2.4




TLAWRENCE TOURISM STUDY

AGGREGATED DATA
198990
PURPCSE OF TRIP
Business/Pleasure
Total Business Pleasure Combined Other

Sample Size (n=133; 39.4% (n=125; 36.9% (n=38; 11.3% (n=41; 12.1%
n = 339 of the total) of the total) of the total) of the total)

LEISURE RELATED MEASURES Percent Percent Percent Percent Percent
(Down) (Down) (Down) (Down) (Down)
Shopping
Antique ShOpS..useseaaas SR o 1.5 0.8 2.2 3.7 0.0
Dovmtown Stores..... T 17.4 9.7 17.9 38.7 14.1
KU Bookstores/Giftshops....ees..... 9.7 6.3 12,9 9.0 9.7
Art GallerieS.iceeeeesessssnonrasans 3.0 2.2 4.6 Lol 2.4

Att Activities

KU Jayhawks GAMEB.sessesssessssnnsns 5.6 3.0 8.0 10.6 0.0
KU ThEatT 8 vrewnieniiivnmivans s 655 v 1.2 0.8 2.4 0.0 0.0
Pro Sports in KCieeeess oot 0.9 0.8 0.0 5:3 0.0
Other Live PerformanceS......eevue. 1.3 0.8 1.3 | 0.0
Visit Area Attractions

Kansas Sports Hall of Fame......... 1.4 2.1 1.6 0.0 0.0
Watkins Comumnity Museum,.......e.. 2.0 1.5 2.4 0.0 4.4
KU Anthropology MuseUm. ...veeseasse 3.6 2.2 6.0 0.0 4.4
KU Spencer Art Museum...sesveenaass 5.7 37 9.4 2.6 4.4
KU Natural History Museum......... . 4.4 2.2 7.3 2.6 4.4
Midland Train in Baldwin....eesoeo.. 0.6 0.8 0.8 0.0 0.0
Topeka Capitol, MuseUMS...eveesns.. 2.0 0.8 3.1 0.0 4.4
Visit

Son or Daughter at KUissssasansanss 6.2 2.6 12,5 5.3 0.0
Friends or RelativeS.ieiesecescasns 175 8.7 25.6 35.1 3.8
KU for Evaluationsessssscesscscsass 2.5 0.0 3.2 0.0 10.9
Outdoor Sports

Hunting..... SRS S AR e 0.0 0.0 0.0 0.0 0.0
Pihing: s wws o5 6 phma s semanen 1.7 0.8 2.2 5.0 0.0
7ol I TS A —— we s s e e 2.0 3.0 1.4 2.6 0.0
Other Leisure ActivitieS...seessess 19.0 14.9 26.5 19.1 10.1



TAWRENCE TOURTSM STUDY
ACGREGATED DATA
1989-90

PURPOSE OF TRIP

Business/Pleasure
Total Business Pleasure Combined Other
Sample Size (n=133; 39.4% (n=125; 36.9% (n=38; 11.3% (n=1; 12.1%
n = 339 of the total) of the total) of the total) of the total)

DEMOGRAPHIC MEASURES Percent Percent Percent Percent Percent
(Down) (Down) (Dowm) (Down) (Down)

Male..iasans e 66.7 78.5 60.4 61.9 50.8
FemalBe o sinuen e soe soiossnsasssmsns 33.3 219 39.6 38.1 49.2
Age of Respondent

Less Than 25 Years of Age..vveasas 12.5 11.5 8.0 14.6 27.6
26300 yonnneme woms ve aish Ga palEED ne 7.4 11.9 Sud 5.3 2.4
BI=A55 55 VAN EREED S B0 pins posm wrwen 40,4 48.5 28.4 47.3 45.8
B o S e e i e 19.5 18.4 21.2 17.9 20.3
DB icave varmimawmmoniospama san s sisy 11.5 8.1 16.6 12.9 3.8
B aase s s semsmaineimmss 45 8.7 1.5 20.7 1.9 0.0

Annual Household Income

Under $10,000.c0uuseeennsenananens 2.8 2.3 3.4 0.0 4.9
$10,000-519,999, s e e vvrrnnnnnns 8.0 9.3 8.0 2.8 8.5
S20,000-829,990 4.0 vos siiin s swiansmaiin 16.6 17.9 14.2 27.7 9.9
$30,000-539,999. .0 v vunn. . 18.2 19.8 15.6 18.9 17.6
$40,000-549,999. ¢ v vrenrnrnrnnnrans 16.1 15.7 16.1 17.9 16.3
$50,000-559,999 1 s vvenrnnnns 12.9 12.3 14.3 TL.5 1923
S60,000-574,999. e vvrernrensnrnrnns 10.5 11.6 11.3 7.5 7.4
$75,000-5100,0004 s e s eeneenssnnnans 5.9 4.6 6.0 7.5 8.4
over $100,000. . 0vuenenss 6.1 4.1 8.6 3.9 7.4
Declined to Respond....eesseensss. 3.0 9.3 2.6 2.2 7.4
Composition of the Visiting Party

L BB 5 i T T TR, T S g 46.1 72.9 26.5 39.8 27.3
Adults, Different SeX...eeseesesss 26.7 10.9 44.5 31.6 17.2
Adults, Sams S8, cee evin inm e ssnns 11.5 13.7 Zind 20.7 9.9
Adults with Children......eeeen... 12.8 1.8 18.7 0.0 40.6
Undetermined. sveveveerneenas 2.9 0.7 3.2 7.9 5.0




TAWRENCE TOURTSM STUDY

DEMCGRAPHIC MEASURES

ACGREGATED DATA
1989-90
PURPCSE OF TRIP
Business/Pleasure
Total Business Pleasure Combined Other

Sample Size (n=133; 39.4% (n=125; 36.9% (n=38; 11.3% (n=41; 12.1%
n =339 of the total) of the total) of the total) of the total)

(continued) Percent Percent Percent Percent Percent
(Down) (Dowm) (Down) (Dowm) (Dowm)
Respondent 's Connection With KU
Formey StUdenit.. oo svaswnvsesssne 113 9.9 14.8 7.9 6.2
Family Member Current Student.... 12.5 Bl 13.4 5.3 38.4
Family Member Former Student..... 5.4 2.6 8.1 7.7 3.8
Former Instructor/Faculty........ 0.2 0.0 0.0 1.8 0.0
OEREY v swvanms s sen s » 2.7 2.3 3.2 0.0 4.9
No Connection..sesesesssseses 67.9 79.4 60.5 T7e3 46,7



TAWRENCE TOURTISM STUDY

1989-90

PURPOSE OF TRIP

Business/Pleasure
Total Business Pleasure Combined Other
Sample Size (r=133; 39.4% (n=125; 36.9% (n=38; 11.3% (n=4l; 12.1%
n = 339 of the total) of the total) of the total) of the total)

ORIGIN OF TRAVELER Percent Percent Percent Percent Percent
(Dowm) (Down) (Down) (Down) (Dowm)
By Region
New Bhglanteees v vsmeawisesassss 0.9 0.7 1.6 0.0 0.0
YA CenEPalconsarss sl nasisies s 5.4 6.3 3:2 4.9 9.8
South East...sees o s R S a e 6.6 4.2 9.7 2.4 9.8
Notth Central . cusi son eomaressm s 14.8 13.9 14.5 12,2 22.0
PHABEE v s onmivnsns sen smsmesnasmen 62.4 69.4 54.8 1342 512
Westerm.eeesene ieine S SNl oeTelaE 6.0 4,2 8.1 4.9 7 N |
West. Coast e swsiew s s s o 4.0 1.4 8.1 2.4 0.0
By Most Frequent States
KETIBAS v a0 s woto 41.2 44,8 36.0 52.4 34.1
MiISSOULL awsains v eneasimessavesins 8.5 11.0 6.4 11.9 2.4
NEBERQRA, 4vs sinis atas siiios;eie;s wisim e i 4.0 4.8 2.4 4.8 4.9
Oklahoma...... aieinie Fae RSN e 2:3 4.1 1.6 0.0 0.0
8 S o o Iy 4.5 3.4 4.8 2.4 9.8
IO vom i amie s Vo 0 807 50F $55.00 & 23 3.4 2.4 0.0 0.0
ColoradO. sveeeeeeansannsnnns 3.9 4.1 8.0 2.4 9.8
% of Total in Category 68.7 75.6 61.6 73.9 61.0




