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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 Kensas in executing the
Overland Park quarterly tracking study of hotel and motel visitors,

Beginning in Fall 1988, this study will continue quarterly,

2. General Description

The tracking study of Overland Park visitors is a strict probability
sample of visitors checking into all hotels and motels -~ with the
exception of the Ramada Inn -- in Overland Park. Data are collected six
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 ig 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 two faculty at the
University of Kansas School of Business: Professors John L. Lastovicka
(Ph.D, University of Illinois) and Surendra N. Singh (Ph.D., University of
Wisconsin). These procedures are based on widely accepted methodology used
in marketing research and the social and behavioral sciences in general .
Professor Singh assisted in the development of the questionnaire and
Professor Lastovicka is responsible for the questionnaire, sampling, data

processing and field work.



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. [n 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 used

for this study is an estimated sample frame based on counts of prior weeks

obtained from cooperating Overland Park 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
of 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 of two hour segments.
Within each two-hour segment, a hotel is selected using the PpPs technique
described in the prior paragraph, Thus the final clusters select;d consist
of: a hotel for some two-hour period within some day part.

Interviewing is conducting in two day parts per week. If the 8am-2pm
day part is selected, then data are collected from three possibly
different hotels in that day part. A hotel is selected using PPS for the
8am-10pm segment, another selection is drawn for the 10pm-noon segment and
a final selection is drawn for the noon-2pm segment .

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 two-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 two-hour segment. Interviewers are Instructed to
interview the first visitor checking in during the two-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 1, 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 select 120 visitors
per quarter or some 480 visitors per year. Twenty visitors are
selected in each of the six weeks per quarter. With two day parts
selected per week, this means that ten visitors are selected per day
part. The number of visitors selected per two-hour segment is

proportionate to the number of visitors expected per two-hour segment.

7. The Interview and the Questionnaire

The personal interview, conducted with a specifically selected sample
visitor to Overland Park, is the primary vehicle for collecting the data
for the Overland Park 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
Overland Park 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
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a $1 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 mall is maintained.

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 Overland Park. Questions are also asked about the visitor's

planned business or pleasure activities while in Overland Park.

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 questionnaire used in the Overland Park Tourism Tracking

Study tollows this page.

D:TECH.OP
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OVERLAND PARK, 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?

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

Is thisiis yOUrBIStED wmsrnsmsimmmsmsssimm s R S 1 (37)
Only one or two prior trips ...,

Three Or fourPriortrPS v v s ssssssaississiisss

Five or more prior trips to Overland Park

2 What is your reason for stopping in the Overland Park area? Is it? (PLEASE CIRCLE A
NUMBER BELOW.)
Your primary destination ... ieissseissiiniosos 1 (39)
A convenient stopping place on your way through?......ccceiieiiiieninen, 2
One ofiseveral:stops on VOUNET wasussiwismmsasmmss s miimissammmam 3
3. What is the purpose of your trip? Is it: (PLEASE CIRCLE A NUMBER BELOW.)
BUSIMESS ... uucraenersneessernsseressnsassressnarsrssssrsassissstessssssssnas sassssssnssnassesssssnessenssssnssassnns (41)

Pleasure (Skip To Question 6)
Combination business and pleasure...

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

Attend a corporate meeting
Attend a conference/convention
FaN 8 (=T o = TR (= o L3R Lo SR
AHEN TRINIAG «orosirs s coinmssnssimsmssessmsnsn venssapsnmssssmsuresssnssssnsiss

Other

5 Which areas of Kansas City do you plan on visiting on this trip as you conduct your
business? (PLEASE CIRGLE ALL NUMBERS THAT APPLY.)

D) OB OMIT v emsensaasssasmvonmminnans sssssinniss s susenssasanssssssismmussnsins assnssas dussnssadenasssinprnss 1 (45)
Country Club Plaza
Corporate WooES uiww s wssamamss i asasms mmsmsm
Crown Center
] OV Bz b o S T T e S S S e T T TR e A
Other




While you are currently in the Overland Park area, which--if any--leisure activities do you
plan doing? (PLEASE CIRCLE ALL THAT ARE APPLICABLE.)

For example, will you be shopping at:
The Country Club Plaza ... 1 (51)
Metcalf South Shopping Center
[Bo7cr ol b1 ] A b R - P U
The Oak Park Mall Shopping Center
B rOWN G BIIBT i s samsr s e P R

Will you be attending any games like
Kansas City Chiefs
Kansas City Royals
KArS A By COIBES: et stmsrenirimetohesvssmssss e iR RV AR SR o AR T 8
KL ey R R e e R R e R e S 9

Will you be attending any area tourist attractions like
WO 5ol FUN o msmmmn s s it s
B EEaNE O EUN ot fers s o st s ey i e s B S A N T3 A e R T
Nelson-Atkins Museum of Art
Truman Home or Museum
Renaissance Festival
Missouri River Queen




Will you attend a performance at:
Titfany’s AIG THEatrE: v s R AT s
Waldo Astoria Theatre................
American Heartland Theatre
Missouri Repertory ..o
Starlight Theatre

Did we miss anything?

7. How did you arrive in your accommodations in Overland Park today? (PLEASE CIRCLE
THE APPROPRIATE NUMBER BELOW.)

Did you:
diive poliriown prvatevehiolei. s maimaismsiansngs 1 (73)
drive a rental car from somewhere

other than KCI Airport
Take a tour bus

Did you fly into Kansas City International Airport and then
have friends pICKVEU LR s ommsas i s 4
take a shuttle bus like KCI| Express
take a:cab 16 OVEIANG Paf .y asniinsimasaniiisseisimisiossiiisg
take a company-provided car
take a rental car

Other 9

The next set of questions will allow us to compare your answers to people similar to yourself.

8. What is your zip code at your current home address?
(74)
8. 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 LINE.)
___ AGE K. Under 25 Years of Age (1) (79)
Z. 26-30 Years of Age (2)
F. 31-45 Years of Age (3)
T. 46-55 Years of Age (4)
D. 56-64 Years of Age (5)
B. 65 or More Years of Age (6)



10. 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 LINE.)

__ ANNUALINCOME  C. Less than $10,000

C (1) (80)
L. Between $10,000 and $19,999 (2)
P. Between $20,000 and $29,999 (3)
S. Between $30,000 and $39,999 (4)
Q. Between $40,000 and $49,999 (5)
E. Between $50,000 and $59,999 (6)
M. Between $60,000 and $74,999 (7)
V. Between $75,000 and $100,000 (8)
. Over $100,000 (9)

o

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



APPENDIX C

QUARTERLY REPORTS



OVERLAND PARK TOURISM STUDY
FINAL REPORT

l. DESCRIPTION OF THE STUDY

The report is based on information gathered during four quarterly
studies of travelers to Overland Park, Kansas. The target population of
these studies was all visitors to Overland Park. 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 within the city limits and asked if they would spend a short
time with the interviewer answering a few questions about their trip to
Overland Park. Almost all of the 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 Overland Park, Kansas.

The interview procedure was designed and tested in three separate
pretests. The interview procedure was simple. Appendix A describes how
a potential respondent was identified for interviewing. Once the respondent
was identified, 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
Overland Park, 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.

Il GENERAL PROFILE OF OVERLAND PARK 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 the majority of the travelers to Overland Park,
totaling 63% of all respondents interviewed. Business travelers were most
predominant in the winter months, comprising 81% of the travelers
interviewed during the months January, February, and March. They were
only 49% of the travelers during the months of October, November, and
December.

Pleasure travelers were 22% of the total sample. They were 28% of
the sample in the nine months from April to December, but dropped to only
9% of the sample during January, February, and March, the time period



when business travel was most predominant. These fluctuations in Pleasure
travel coincide with the traditional schedule of summer family vacations.

Those travelers who traveled for Business Combined With Pleasure on
the particular journey in question were an average of 12% of the
respondents. This type of traveler experienced the most quarterly
fluctuation of all types of traveler. They were most predominant during the
October, November, and December period, but least present during January,
February, and March. This is directly opposite to the fluctuations in the
Business traveler. It may be that total travel paid for by business remains
stable over the two periods, but that the purpose for the trip is perceived
differently by the traveler. Many of those traveling for Business Combined
With Pleasure were attending conventions and trade shows. It would be
interesting to examine the convention and trade show schedule to see if the
higher concentration of Business Combined With Pleasure travelers
coincided with increased convention and trade show attendance.

Those travelers who defined the purpose of their journey as Other
were only 3% of the total sample, with little seasonal fluctuation. When
asked, most of these travelers said the impetus of their trip was family-
oriented, being illness, death, or family matters.

1. GENERAL MEASURES

A. Destination of Trip

This question asked the traveler if Overland Park was the primary
destination on his/her trip, just a convenient overnight stopping place, or
one or several stops on the journey. 70% of all the travelers to Overland
Park declared Overland Park to be their primary destination on their current
trip. This was fairly consistent across all types of travelers.

The next most frequent category was those travelers who identified
Overland Park as one of several stops on their current journey. These
travelers were an average of 20% of the total sample. Overland Park was
given as a convenient stopping place for only 10% of the visitors.

Those traveling for Business were extremely consistent in declaring
Overland Park as a primary destination. This is an established and regular
clientele for the hotels and motels. However, there were some variations
among the other three types of travelers. Those traveling for Business
Combined With Pleasure were more likely to give Overland Park as one of
several stops on the current journey, probably because a part of the trip
was for business while another part was for vacation. The Pleasure and
Other travelers were least likely to have Overland Park as ane of several
stops on a journey. For these travelers, Overland Park was a convenient
stopping place on their journey, not one of several destinations.

Only 10% of all respondents to Overland Park reported that Overland
Park was only a convenient stopping place to spend the night. These were
most commonly those who were traveling for Pleasure. It appears that
these respondents were spending the night in Overland Park on their way to
a different destination. However, even in this group, these respondents
were a minority, only 22%.



From these findings, it is obvious that Overland Park has established
itself as a viable destination for either business or personal travel. The
research does show that there are some small differences between the
different types of travelers which could be used in a targeted marketing
campaign. An attempt.could be made to show those traveling for Business
Combined With Pleasure that are many opportunities for vacation fun in the
general vicinity of Overland Park. These visitors could be tempted to stay
longer and focus their trip on the metropolitan area.

Hotels and motels in Overland Park do not appear to be attracting the
traveler who is just looking for a place to spend the night. These visitors
were only 10% of the total sample. There could be many reasons for this.
Many times these travelers are looking for an inexpensive room and
Overland Park establishments may be perceived as too expensive. These
travelers frequently do not reserve ahead. If they are turned away because
all rooms are taken, Overland Park may need additional hotels and motels.
Traffic and street signage in Overland Park may be too confusing for the
traveler just passing through and they may choose to drive on to a less
confusing city to spend the night. The current research does not offer any
information to answer these questions at this time.

B. Frequency of Trips to Overland Park

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

The visitor who had visited Qverland Park five or more times in the
past were the most predominant visitor, averaging 47% of the travelers.
First time visitors were only 22% of the total respondents. Those visitors
who had been to Overland Park somewhere between one and two times
before were 17% of the travelers and those with three and four previous
visits were the remaining 14% of the guests. There was little seasonality
between the types of travelers and the number of trips they had made to
Overland Park.

Over 78% of all current visitors to Overland Park are repeat visitors.
The high percentage of repeat visitors is very good for Overland Park hotels
and motels. Obviously, the local hotels and motels are more than holding
their own against the competing establishments in the surrounding
metropolitan area. However, this study does not establish why visitors are
returning to Overland Park. If future research could determine why visitors
are choosing Overland Park rather than Kansas City, Lenexa, or the other
available cities, these strengths could be used in marketing the local area to
other potential visitors.

C. Purpose of Business or Business With Pleasure Travel

The majority of travelers to Overland Park, an average of 85%, were
traveling for Business or for Business Combined With Pleasure. Those in the
city for these reasons were asked what the purpose of their current journey
and given a list of seven potential purposes. These were: Call on a Client,
Performing a service for a client or customer, Attending a meeting,



Attending a convention, Attending a trade show, Attending training, or
Other. If they identified Other, they were asked to describe their purpose in
general terms.

Those who were.in Overland Park for Business were here for a variety
of reasons, but most predominantly for Attending a meeting (30%) or for a
Call on a client (25%). Other reasons for traveling to Overland Park for
business reasons alone were to Perform a service for a client (17%),
Attending a convention (5%), Attending training (5%), or Attending a trade
show (3%). Those identifying Other as a purpose for visiting Overland Park
for Business had many different reasons for the visit and no trends were
identifiable.

For those travelers who were traveling for Business Combined With
Pleasure, Attending a meeting was the most often named reason for the trip
(27%). Other reasons were Performing a service for a client (14%), Calling
on a client (10%), Attending a convention or trade show (9% each), or
Attending training (8%). Again, those identifying Other as a purpose had
many diverse reasons for the visit to Overland Park.

There was very little difference between the two groups of visitors.
Meetings, either with fellow employees or with people outside the firm,
were the most common reason for travel. Facilities and equipment for
meetings should be a high priority for the local hotels and motels.

D. Transportation

Most travelers to Overland Park drove their private vehicle (45% of
the aggregated sample). As could be expected the Pleasure traveler used
his/her private vehicle most often, 84% of the time. The Business traveler
used private transportation least often, only 27% of the time. Those
traveling for Business Combined With Pleasure and for Other reasons used
their private vehicle 65% and 62% of the time respectively.

The next most popular means of transportation for all travelers was to
fly into KCI Airport, rent a vehicle there, and drive to Overland Park. 32%
of all travelers did this. This was the most popular means of transportation
for the Business traveler, with 45% of these travelers choosing this means
of transportation. However, for the traveler who was in the category
Business Combined With Pleasure, this was the least favored means of
transportation, with only 16% of the these travelers selecting to rent a
vehicle. This reinforces our conclusion that many of these travelers were
combining a business trip with vacation, and used their private vehicle to
drive on to another destination. Few travelers flew into KCI and then took a
cab or a limousine to their hotel (only 1% of all travelers, 2% of Business
travelers).

Because the private vehicle is the most popular means of
transportation, hotels and motels must be concerned with access to and
from major arterial streets. Employees working with the public should be
trained in providing clear directions to the hotel/motel and to major
landmarks in the metropolitan area. Maps should also be available.



E. Areas Visited by Business Travelers

This question was designed to determine how many travelers were
both staying in Overland Park and conducting their business-related
activities in Overland Park versus those travelers who were choosing to stay
in Overland Park while conducting business in other parts of the
metropolitan area. We asked those who were in Overland Park for Business
or Business Combined With Pleasure which areas of the Kansas City
metropolitan area they planned on visiting as they conducted business.
Respondents could name more than one specific area, could reply "all over"
the metropolitan area, or could specify a location not on our list of five
general geographic areas. Our listed locations included: Downtown Kansas
City, Country Club Plaza, Corporate Woods, Crown Center, All Over the
Metropolitan Area, and Other Not Listed.

Results were spread among the several locations we had specified in
our list. Only 16% of the respondents planned to visit Downtown Kansas
City, Kansas or Missouri. Corporate Woods was named by 28% of the
respondents. The most popular specific location to be visited was the
Crown Center area (30%).

Many respondents were more general in their plans. 34% of them
planned on visiting "All Over" the metropolitan area. And 57% named
specific areas we did not supply with our predetermined list of locations.
Most of these respondents were planning on focusing their visits in the
Johnson County area, naming cities like Lenexa, Olathe, and Overland Park
itself as their primary locations to visit on this trip.

What was most interesting was that only 31% of the travelers
interviewed were staying in Overland Park and visiting locations outside the
Overland Park/Johnson County geographic area. It is apparent from this
information that the Overland Park/Johnson County area has become a
magnet for the business traveler. Not only is the business traveler staying
in Overland Park, he/she is conducting their business in the area as well.

V. LEISURE RELATED MEASURES

Few travelers were able to list many planned leisure activities,
perhaps because the survey was taken at the time the visitors were
checking into the hotel/motel. The more popular activities given by the
respondents were shopping, eating out, and family-related activities. As
expected, the traveler who could most frequently list leisure activities was
in town for Pleasure. 41% of these travelers listed one or more leisure
activities. The Business traveler listed leisure activities least often (14% of
the time).

V. DEMOGRAPHIC MEASURES

A. Gender

For the purposes of this study, gender of the person interviewed was
determined by observation by the interviewer. The gender of additional
members of the traveler’s party was also determined by observation (see
Section V.D.), but exact gender percentages were not tabulated. Any
additional research should further explore the gender composition of the



party as it checks into the hotel/motel in order to further specify the exact
percentages of men and women who are traveling to Overland Park. More
specific information on the gender of travelers will help the hotels and
motels better target the services they provide to their guests.

Men were the most frequent respondents interviewed in our survey
comprising 75% of the people interviewed. They were especially '
predominant among the Business travelers (87%) and among the Business
Comblneq With Pleasure (64%) travelers. Please note that this does not
necessarily mean that men are 75% 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,

Among the Pleasure travelers, women were 51% of the sample and
among the Other travelers, women were 45% of the sample. Women
respondents were also slightly more prevalent in all segments during the
spring and summer months,

B. Age

People in the age range from 31-45 years of age were most
fre‘qulently represented in our sample, comprising 46% of the respondents.
This is the group of the population most often called the Baby Boom
generation. The other age brackets were between 5% and 24% of the
sample, with the young (less than 25) and old (over 65) least represented.
Those who traveled for pleasure tended to be slightly older than whose who
traveled for Business or Business Combined With Pleasure; however the
differences were small, less than less than 5%.

C. Income

Respondents most often reported a combined family income of
$75,000-100,000 a year. However even this income bracket was small,
representing only 17% of the total respondents. Next most represented
were those reporting an income of $40,000-49,999 a year (16%) and
$60,000-74,999 a year (15%). Those traveling for Business or Business
Combined With Pleasure reported slightly higher incomes than those
traveling for Pleasure or Other.

While these reported incomes appear to be high given national
statistics, we believe few respondents inflated their income in their
response. Response was totally disguised to the interviewer so as to
minimize any tendency to misrepresent incomes. Those respondents
sensitive to this question also had the opportunity to decline to answer the
question. Declines were only 6% of the total sample. The higher-thgm
expected figures are probably due to the types of hotels and motels in
Overland Park, the fact that most respondents were business travelers, and
the general income levels of Overland Parlk itself.

D. Composition of Party o

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 thg number of
people checking into the hotel/motel, by observing the party size, or through
unsolicited comments made by the respondent.



Traveling alone was the most frequent case, including 51% of all

Respondents who were traveling in pairs or parties containing both
sexes but no children were 25% of all respondents, They were most
frequently traveling for Pleasure and were 54% of that category of traveler,
These travelers were also 41 % of the Business Combined With Pleasure
travelers and 46% of the Other travelers. They were only 11% of the
Business travelers. They were also most prevalent during the spring
months, April through June.

Respondents who were traveling in pairs or parties containing only a
single sex, male or female, were only 17% of all respondents. They were
most often traveling for Business (19%) Business Combined With Pleasure
(24%), or Other (23%). Only 6% of those traveling for Pleasure were in a
party of only one sex.

Adults traveling with children were only 7% of the respondents and
traveled most often in the spring and summer, As could be expected, they
were 18% of the Pleasure travelers and 22% of those who traveled for
Other reasons.

They were only 9% of those traveling for Business Combined With Pleasure
and 1% of those traveling for Business.

There are distinct differences among the composition of the parties of
the different types of travelers. The lone traveler is most prevalent in the
Business traveler. For all other types of travelers, the most prevalent party
has two or more adults, with both sexes represented.

VI.  ORIGIN OF TRAVELERS

Not surprisingly, the Midwest Region (Kansas, Missouri, Colorado,
Nebraska, Oklahoma) provided the majority of travelers to Overland Parle,
45% of the total. The next most prevalent region was the North Central
Region (Ohio, Indiana, Michigan, lowa, Wisconsin, Minnesota, Illinois, North
Dakota, and South Dakota). This region provided 20% of the respondents.
The Western Region (California, Oregon, and Washington) provided 13% of
the total respondents.

On a state-by-state basis, Kansas provided 35% of all travelersr
Missouri 13%, Texas 8%, lllinois 6% and California 5%. There was little
seasonality in the origin of the travelers.

This information can be used to target the marketing efforts of both
the hotel/motel staffs and the Convention and Tourism Board of Overland
Park. Advertising and convention/trade show efforts would probably have
the most return when focused on the above three regions and five states.



VII.  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 Overland Park area for the traveler in question.

B. Destination of the Traveler

Overland Park is a specific destination or stopping point for 90% of all
travelers to the city. In addition, 78% of all visitors were repeat visitors.
These visitors are in Overland Park 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
Visitors Guides can induce longer visits to Overland Park because the visitor
enjoys his/her visit more. For example, the interviewers noted that the
visitor to Overland Park 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 Overland Park 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 inex_penenced
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 Overland Park 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
restaurants) 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. Repeat Travelers

78% of the travelers to Overland Park were repeat visitors, returning
to Overland Park as many as five or more times. Only 22% of the visitors
were first-time visitors. There could be a problem of relying too heavily on
those travelers who already know of Overland Park. Marketing efforts
should focus on drawing in new travelers who don’t know about how good
Overland Park really is.

D. Conferences, Conventions, and Trade Shows

These special events are increasingly important to the tourism trade in
Overland Park. They are as much as 13% of the travelers in the spring
months and as little as 5.1% in the summer months. However, the
mainstay of the hotel and motel trade in Overland Park is the Business
traveler, who is as much as 72% of the total traveling public (excluding the
convention and trade show travelers). It is important not to lose sight of
the relative importance of these two populations.

E. Transportation to Overland Park

The automobile is important to travelers to Overland Park. Over 80%
of all travelers used either private automobiles or rental cars to drive to
Overland Park. Limousines, tour buses, taxicabs, and other forms of
transportation provided less than 12% of all transportation. Billboards and
highway signs thus become an important part of advertising and
communication with visitors to Overland Park. Visitors also rely heavily on
employees for driving directions

F. Leisure Activities

When questioned about leisure activities, most visitors had very few
identifiable planned activities. In fact, frequently they asked the interviewer
about the listed activities and wanted recommendations about "what to do."”
These visitors need information about what is available, what it costs, and
how to get to the various sites. Visitors Guides and trained hotel/motel
employees are very helpful.

G. Traveler Demographics
Travelers were most often male, were usually between the ages of 31-45
years, and had an above average level of income (between $75,000 and
$100,000 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 any other purpose were most often
were in parties with both sexes represented. 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.

H. Geographic Distribution of Travelers

Travelers to Qverland Park most often come from the Midwest,
especially Kansas. The second most important region for Overland Park is
the North Central region of Ohio, Indiana, Michigan, lowa, Wisconsin,
Minnesota, lllinois, North and South Dakota. Finally, the individual states of
Texas, lllinois, and California also provide many visitors to Overland Park,
probably reflecting the central geographic location of Kansas and Overland
Park 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.

VIIl. 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 Overland
Park or involved in providing services to travelers. Additional information on
this suggested additional research will be forthcoming.



OVERLAND PARK TOURTSM STUDY

ACGREGATED DATA
198889
PURPOSE OF TRIP
Business/Pleasure
Total Business Pleasure Combined Other

Sample Size (n=186; 63.0% (n=64; 21.7% (n=35; 12% (n=9; 3%
n = 295 of the total) of the total) of the total) of the total)

GENERAL MEASURES Percent Percent Percent Percent Percent
(Dowm) (Dowm) (Down) (Dowm) (Dovm)
Destination of Trip
Overland Park = primary destination 69.9 70.6 68.4 66.3 78.9
Convenient Stopping Place.......... 9.8 5.9 21.8 8.3 11.3
One of Several StopS..esesssessess . 20.3 23.5 9.8 25.4 9.7
Number of Trips to Overland Park
First VIsities son veesemssnmnsesise 21.7 20.3 21.4 25.0 39.7
1-2 Previous ‘TrlpSes sesesnansmreses 16.9 14.0 20.4 26.8 13.0
34 Previous TripSeeeeessesses 14.1 15.2 16.9 4.4 8.5
5 Previous) Tripsi e ves s e s s 47.3 50.7 41.3 43.8 38.8
Purpose of Business
Not in Overland Park for Busimsl. . 20.3 — - — —
Client Callizs i mmmansesmemssaseiss 18.3 25.3 —_— 10.4 -
Service Call..essssevensns SRR 13.5 16.9 — 13.7 —
Meeting..eesss T, 23.9 30.1 — 26.7 e
CORVERE TN 0 wiais wres alamasiainsinss s 4.9 5.4 —_ 9.3 —
Trade Show..... T T — 3.2 3;1 — 8.9 —_
TEATNIRS e oo 0 SalbErvsRRER S 4.2 4.7 — 7.8 =
OENBE somvenn s nas Boe e Sas 5 555 b 117 14.4 — 23.4 —
Transportation to Overland Park
PrIvats: Gl seunvaas aas o sa v v 8 45.1 27.4 84.2 64.5 61.9
NomKCI Rental Car...eeeeeveeonsess 2.2 1.0 1.6 1.3 11.3
TOUE BUIRs snnisasmads 6 5 7 oa e & 0.2 0.0 1.5 0.0 0.0
Flew to KCI, then,
friends picked up.seveveesanans 4.6 4,7 5.9 2.8 0.0
took: SHIEElS i s sas sion v o s 4.7 6.8 0.5 2.8 0.0
LODK; BAD: cnmissms sins wras swn s Ham s 1.4 2,2 0.0 0.0 0.0
took  campany: Cak s e sve seeaene 1.2 1.9 0.0 0.0 0.0
tock Tenital ChRuswvsswsanssassnes 32.6 45,2 6.4 16.0 17.0
REREE. v samimimarmais saiams wims 7.9 10.8 0.0 B9 9.7

b designates a nonapplicable response. Fér example, pleasure’ travelers do not have business purposes for
a

their travel



WE_IU.ANDPAIK'IURISMSRDY

ACGREGATED DATA
1988-89
F ' PURPOSE OF TRIP
Business/Pleasure
Total Business Pleasura Combined Other

Sample Size (n=186; 63.0%  (n=64; 21.7% (n=35; 12% (n=9; 3%
n =29 of the total) of the total) of the total) of the total)

GENERAL MFASURES Percent Percent Percent Percent Percent
(continued) (Down) (Down) (Down) (Down) (Down)

Areas of City to be Visited for Business

Dcwntown.. 12.6 16.0 — 20.7 —
Countdly Club Plaza........... 12.8 157 —_ 24.1 —
Corporate Woods...vvevsusssnnsss... 111 14.0 — 18.9 —
Crown Center,,....., O r— 6.0 7.0 — 12.7 =
ALY OVET e wwisnnms sion vos ae e awe sy . 9.4 12.3 — 13.2 —
Others Not Listed....... o Sisie TR AR 373 50.5 — 40.8 =



OVERLAND PARK ‘[OURISM STUDY

ACGREGATED DATA
1988-89
r PURPOSE OF TRIP
Business/Pleasure
Total Business Pleasure Combined Other

Sample Size (n=186; 63.0% (n=64; 21.7% (n=35; 12% (n=9; 3%
n =295 of the total) of the total) of the total) of the total)

LEISURE RELATED MEASURES Percent Percent Percent Percent Percent
(Dowm) (Down) (Down) (Down) (Dovm)

Shopping
Countgly Club Plaza.......... 22.2 13.0 43.8 37.9 0.0
Metcalf South............... e 15.4 11.6 25.1 22.4 0.0
Loehmann's Plaza...... ST T 6 - 5.9 5.4 6.2 9.9 0.0
Cak Park Mall..... v asiaieine SieeTe S e 14.9 9.0 27.7 27l 0.0
Crown Center,,...... SRR e aie ” 11.3 5.7 27.0 16.8 5.5
Attend Sports Activity
KC Chiefs.vveunnn.. T . S 0.3 0.0 1.6 0.0 0.0
KC Royals SRS TH dremere D 3l 2.3 14.0 2.8 8.5
KC Corets....... AT TS T e sie 0.5 0.5 0.5 0.0 0.0
KU Jayhawks.......... sisn s S S & . 0.7 0.9 0.5 0.0 0.0
Attend Tourist Attraction
Worlds of Fun......vvu.... R 2.7 0.0 12,4 0.0 0.0
Oceans Of FlN..eesesesecesensennns 0.7 0.0 Bl 0.0 0.0
Nelson-Atkins Museum of Art........ 3.1 0.7 10.8 1.7 1.6
Truman Home/MUSeUm. s u.eeesvnvnnens. 1.1 0.0 4.7 0.0 1.6
Renaissance Festivaleeeseiessseens. 0.0 0.0 0.0 0.0 0.0
Missouri River QUeeN....eeeesvo... . 0.5 0.0 2.1 0.0 0.0
Attend Live Performance

: : 0.0 0.0
Tiffany's Attic.eee.... 6 Maa BSHE. St 0.0 0.0 0.0 4
Valdo ASEordfie. savensssis daie 5is 65 s 0.0 0.0 0.0 0.0 88
American Heartland......oeeeeeenens 0.5 0.8 0.0 0.8 0.0
Missouri Repertory........ SR 0.0 0.0 0,5 g.o O.O
Starlight Theater....vvesensenennss 0.3 0.0 1.4 . .

Other Leisure Activities.......... 21.3 14.1 41.0 19,1 29.1



OVERLAND PARK TOURISM STUDY

ACGREGATED DATA
1988-89
PURPOSE OF TRIP
Business/Pleasure
Total Business Pleasure Combined Other

Sample Size (n=186; 63.0% (n=64; 21.7% (n=35; 12% (n=9; 3%
n = 295 of the total) of the total) of the total) of the total)

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

Sex
Male.deunn.... ey 74.9 86.7 49.0 644 55.1
72 1 [ —— S 25.1 13:3 51.0 35.6 44,9
Age (in years)
Unde® 25, i cunanniios semeers r— 5.0 2,2 12.9 4,2 12.8
2680 00 meimimmininin R saE KRR N L 10.9 1le? 1847 5.0 0.0
1D, o s waw s s s s s 45.6 50,5 22.2 49,5 76.3
85-550 con wamson SRS AR G ST 23,7 26.4 16.9 24.3 11.0
506l e vein winiwareiinsie e S R 9.7 FA5) 15.6 13.6 0.0
B3 63l 955 3606 SO 088 b e s aes e 9.2 7.6 18.6 3.4 0.0

Undet ST0:000: ia5 su iswnssamnamis 1.5 0.0 4.0 5.1 0.0
$10,000-519,999. c e vernrnnnenrnnn 4.8 2.2 7.6 11.4 12.8
$20,000-529,9%..... 7.6 7.5 12.5 2.6 0.0
$30,000-539,999...... e 10.4 73 18.0 13.4 12.8
$40,000-549,999...... 5.5 15.1 13.3 17.8 27.9
$50,000-559,999, 4 e e sss s s asnniinnie 12.5 12.9 14.8 10.5 0.0
$60,000-574,999. ¢ e vtenrnrannnnnans 14.5 18.2 4.1 9.2 27.4
$75,000-5100,000. 4 s s vurernsnsnnnss 16.8 20.7 5.7 13.6 19.2
Over $100,000. 400 veneenrenansenans 13.2 14.8 10.6 12.5 0.0
Declined to Respond........ 3.1 1.2 9.3 3.9 0.0
sitio the Visitin t
BLGIB o avsm0 s maniase 3ot o 50.8 68.1 19.4 26.4 9.7
Adults, Different SeX.....eeesees. 24.8 10.9 53.5 40.9 46,2
AdULES, SAME SEXeusenvnrernsnnenes 16.8 19.1 5.6 23,7 22.7
Adults with Children..o.eeeeeeeess 6.6 1.4 18.4 8.9 21.5
Undetermined, vvereseresenrnsnrnens 1.0 0.5 3.1 0.0 0.0




(VERLAND PARK TOURISM STUDY

ACGREGATED DATA
1988-89
PURPOSE OF TRIP
Business/Pleasure
Total Business Pleasure Combined Other

Sample Size (n=186; 63.0% (n=64; 21.7%  (n=35; 12% (n=9; 3%
n = 295 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)

Region
New Eﬂgland ....................... 0.9 0.5 3e2 0.0 0.0
Mid Central.....eeeevenass 6.6 9.1 0.0 2.6 10.0
SoUth Easti s e mesamevsn sy aresin 73 8.6 4.8 y 0.0
North Central..eveeeceeees RO 202 21.8 15.9 17.9 20.0
Midwest...... B N 44,9 36.8 60.3 61.5 60.0
WESEORH. & v vrmimnniinn s/ pom swismemaiose 13.3 16.4 11.1 2.6 0.0
West Coasteeennnanannns ais saie G g 6.6 6.8 4.8 7.7 10.0

KATSES Y, v aremi vws bea i ivmm s sstaios 34.6 16.7 37.5 40.0 44,4
PSSO viei iias sis 0in 5025 50 vis mieieieieie 13.3 16.7 7.8 171 22.2
TEBEE 4.5 50550 00 min e Finie. Skatm 8.4 13.4 3.1 2.9 0.0
I1lioniS.eensassses T . AT ST 6.0 8.1 4.7 2.9 11,1
BARECERIR . oo iawssises slode s s s 5.4 6.5 3.1 8.6 08

% of Total in Category 67.7 61.4 56.2 71.5 88.8




OVERLAND PARK TOURISM STUDY
QUARTERLY SUMMARY DATA

SOMMER 1989
PURPOSE OF TRIP
Business/Pleasure
Total Business Pleasure Cambined Other
Sample Size (n=35; 60.2% (n=16; 27.7% (o=6; 10.4% (o=l; 1.7%
n= 159 of the total) of the total) of the total) of the total)
GENERAL MFASURES Percent Percent Percent Percent Percent
(Down) (Down) (Dowm ) (Dowm) (Down)
Destination of Trip
Overland Park = primary destination 67.1 68.3 62.5 66.7 100.0
Convgnient Stopping Place.......... 10.4 23 31.3 0.0 0.0
One of Several StOPS..esssessesasss 22.5 28.8 6.3 33.3 0.0
Number of Trips to Overland Park
Finet, VASIT: o cvnnnni s smises 173 11.5 18.8 33.3 100.0
13 Previous Tripsiewss s o som i 1%.0 14.4 25.0 33,3 0.0
I Previous ‘TripSi.sses s ses seses 2.7 31.7 31.3 0.0 0.0
o Previons: TrdpSie s e sen go s 35.9 42.4 25.0 33.3 0.0
Purpose of Business
Not in Overland Park for Businessl. 2 217 — e — —
CLient ERl . nswnes ave mamiwssssass v 17.0 29.7 — 0.0 —_—
Berwiee: Calll cewawame eI 17.0 26.7 —_ 16.7 -
MBEEIND L ran wer swaiomsie s, Saesis sem fe 18.3 23.0 — 50.0 —
Convention....eeesae. o | EaT AT R | 3.4 3.0 — 16.7 —
TEACE Bh e vuwwvmvsnis vumuss s oo 1.7 0.0 — 16.7 —_
Training.eeessesses 3.4 59 — 0.0 =
Other. vewwees SRR S B 3 R 6.8 11.9 — 0.0 —_
sportation to Over Park
BElvats (Gt i wiei soeres as S Hedein 42.1 19.4 93.8 33.3 100.0
NomKCI Rental Car..vevevevnerovens 1.7 0.0 0.0 16.7 0.0
TOUE B commsoiind sinie siofe e sai swiaonm 0.0 0.0 0.0 0.0 0.0
Flew to KCI, then,
friends picked Upssssssraninnes | 5.8 0.0 167 0.0
Egel, AL ELE: iss vonawei vie sasaes 3.4 3.8 0.0 0.0 0.0
o] L[ o/=] o RS S R s 3.4 5.8 0.0 0.0 0.0
took Campany CaC.eeesessessossss L.Z 2.9 0.0 0.0 s 0.0
took Tental CAY: e seewsam seiwes 37.4 51.8 6.3 33.3 0.0
DTS srae Sinins wais v siwenem 6 s er 51 8.6 0.0 0.0 0.0

. designates a nonapplicable response.

their travel

For example, pleasure travelers do not have business purposes for



OVERLAND PARK TOURTSM STUDY
QUARTERLY SIMMARY DATA

SOIMMER 1989
PURPOSE OF TRIP
Business/Pleasure
Total Business Pleasure Canbined Other
Sample Size (n=35; 60.2% (r=16; 27.7% (r=6b; 10.4% (re=ly L1.7%
n=59 of the, total) of the total) of the total) of the total)
GENERAL MEASURES Percent Percent Percent Percent Percent
(continued) (Down) (Dowm) (Dowm) (Dewm) (Dowm)
Areas of City to be Visited for Business
Donm}oom ........................... 4,7 7.9 — 0.0 —
Country Club Plaza..eeieecssesesass 15.3 17.3 — 50.0 ==
Corporate WoodS..sessssssessssnsnns 13.2 16.5 = 33.3 =
CrOu CENBE: vav sismajisi wis i som o 4.7 5.0 —_ 167 —
All OVEeLssesoannss LA SN POR eI BTR EES 3.1 8.6 e 0.0 —_
Others Not Listed...evsee R EwE 203 A 30.6 48.9 — 16.7 —

20thers not listed include: Overland Park (8), KOO (6).



OVERLAND PARK TOURTSM STUDY

QUARTERLY SUMMARY DATA
SIMMER 1989
PURPOSE OF TRIP
Business/Pleasure
Total Business Pleasure Cambined Other
Sample Size (n=35; 60.2% (re=16; 27.7% (r=6; 10.4% fre=ly 1.7%
n-=:59 of the. total) of the total) of the total) of the total)
LEISURE RELATED MFASURES Percent Percent Percent Percent Percent

(Dowm) (Dexm) (Dowm) (Down) (Dowm)

Shopping
&

Country Club Plaza,...veveeveseanss 15.3 8.6 25.0 33.3 0.0
Metealf Southes s sweewisosi 8.5 8.6 }2.5 0.0 0.0
Loehmann's Plazau. vee scviesssasess 8.1 10.8 0.0 16.7 0.0
Cak Park Mallos ces sui sasasonnensess 10.2 5.8 18.8 16.7 0.0
Crown Center.eeisesesess SR AT 5,1 5.8 6.3 0.0 0.0
Att Sports Activit
KE! ChieBS: s voemmmmemimes sl s s . 0.0 0.0 0.0 0.0 0.0
B! HoEE G s Bimsnn o D s s 8.1 2.2 18.8 16.7 0.0
KE COMBES oa siore siois siors savonion ¥an s i 0.0 0.0 0.0 0.0 0.0
KL JayBawiiei e e v i i e emaomds 0.0 0.0 0.0 0.0 0.0
Attend Tourist Attraction
Worlds 6 Bullivewy sinis vice viowsinie sima srsie 6.8 0.0 25.0 0.0 0.0
Oceans of Fille.visasani soissenss e 3.4 0.0 12,5 0.0 0.0
Nelson-Atkins Museun of Art...... - 34 0.0 12,5 0.0 0.0
Truman Hame/Museum, . .veveerenrnnens 3.4 0.0 12.5 0.0 0.0
Renaissance Festival..veesessssesss 0.0 0.0 0.0 0.0 0.0
Missouri River Queen.....ceeveveess 1.7 0.0 6.3 G.0 0.0
Attend Live Performance
Tiffany's AEEIC vas v swn B eialioie 0.0 0.0 0.0 0.0 0.0
Waldo ASEOLIR. i son ves sasvs pein s 0.0 0.0 0.0 0.0 0.0
American Heartland.....vvvevvonnnn. 0.0 1.4 0.0 0.0 0.0
Missourl Bepertoly. «es ses s sos oo o 0.0 0.0 0.0 0.0 0.0
Starlight Theater...ceeeiesesesenns 0.0 0.0 0.0 0.0 0.0
Other Leisure ActivitiesS.......... 28.9 28.8 37.5 0.0 0.0

3Ot‘.her leisure activities include: dining out (3); family events (2); golf (5); o
general shopping-(1). The number in parentheses corresponds to the count of visitors participating in each

activity.



OVERLAND PARK TOURTISM STUDY
(QUARTERLY SUMMARY DATA

SIMMER 1989
PURPOSE OF TRIP
Business/Pleasure
Total Business Pleasure Cambined Other
Sample Size (r=35; 60.2% (n=l6; 27.7% (n=6; 10.4% (r=l; 1.7%
n=>59 of the.total) of the total) of the total) of the total)
DEMOGRAPHIC MEASURES Percent Percent Percent Percent Percent

(Dexm) (Dowm) (Doxan) (Down) (Dowm)
Sex
MBLE, roce eissra.acain avets v 8 S v 64.3 77.0 1.3 .3 0.0
Female...... e 35.7 23.0 68.8 16.7 100.0
Age (in years)
Undey 25w ass svvnana SRR GeTE Siee 56 119 5.8 25.0 16.7 0.0
26705 ciarsiansali s sinR RN S S T 10.2 11.5 12.5 0.0 0.0
L e e 37.0 45,3 18.8 50.0 0.0
465510000 nnnns e ST TS 20.4 25.9 12.5 0.0 0.0
SO e Bl oot S A 15.3 8.6 25.0 33.3 0.0
65 s s Bl S S SR Tl 2.9 6.3 0.0 100.0
Annual Household Incame
Urder B10,0005: v oossios s ses s 5.1 0.0 6.3 16.7 100.0
510,000-519,999. ....... 5.1 0.0 12.5 16.7 0.0
520,000-529,999, s e vrerrenennnennns 13.6 8.6 25.0 16,7 0.0
S80,000=539 9555 wieis s:cnimioininsias sinia 6.8 2.9 12.5 16.7 0.0
S0, 000-849,999, .4 vuu sawivsisinsiaisins 6.8 8.6 6.3 0.0 0.0
$50,000-859,999 v 4 ervernannnennon 8.5 1.5 6.3 0.0 0.0
560,000-874,999, 0 virunen TR - 23.8 23.0 25.0 16.7 0.0
$75,000-5100,000. 4 1 0vvrnnnsnnssnns 17.0 23.0 6.3 16.7 0.0
Over $100,000. ceeireeennunnes 11.5 19.4 0.0 0.0 0.0
Declined to Respond..seseeascaanss L 2:9 0.0 0.0 0.0
Camposition of the Visiting Party
DG o wisiiotie o sre s s i e @ 42.6 57.6 12,5 33.3 0.0
Adults, Different SeX....evvveves. 25.1 13.7 43.8 50.0 0.0
Adults, Same SeX..vveeeeeasvenssss 18.7 23.0 6.3 16.7 r100.0
Adults with Children.....ssssssces 10.2 2.9 31.3 0.0 0.0
Undetermined. sovveecsccsesnnsasne 3.4 2.9 6.3 0.0 0.0




OVERLAND PARK TOURLSM STUDY
QUARTERLY SUMMARY DATA

SIMMER 1989
PURPOSE OF TRIP
Business/Pleasure
Total Business Pleasure Cambined Other
Sample Size (n=35; 60.2% (n=16; 27.7% (o=6; 10.4% (=13 1.7%
n=>59 of the:total) of the total) of the total) of the total)
ORIGIN OF TRAVELER Percent Percent Percent Percent Percent
(Dewm) (Dexm) (Down) (Dexan) (Down)
Region
]
New England....ovevveanas 0.0 0.0 0.0 0.0 0.0
Mid Contral vuws vos wos sawasssmsanme 3.3 0.0 ol 14.3 0.0
Bouth Bl soenans wve womimmnnessos 8.5 5.6 9.4 0.0 50.0
Notth Centtials vasiwions arais scorm sums aai & 20.3 33.3 15.6 14.3 0.0
MIRESE: aais st rais Famimibiors s e souis § 50.8 61.1 43.8 57.1 50.0
Westernueueeesenns T TR TG AT s 8.5 0.0 12.5 14.3 0.0
WESE: Ceastuees: i win insseasyessoms 8.5 0.0 15,6 0.0 0.0
Most Frequent States

KansasS..eeeeessaenses T TR ETe 28.8 20.0 56.3 16.7 50.0
MEBSSIET oy suvewamsig v sassem e . 8.5 5.7 12,5 16.7 0.0
L5151 {o PR wieisin SELH SRR s 6.8 8.7 12.5 0.0 0.0
CATITOVITA a5 ssmmaran mas biiw sise siess sie 5. 8.6 0.0 0.0 0.0
Arizona....... TR T T S o 5.1 8.6 0.0 0.0 0.0
% of Total in Category 54.3 48.6 8L.3 33.3 50.0




OVERLAND PARK TOURISM STUDY
QUARTERLY SUMMARY DATA

SPRING 1989
PURFOSE OF TRIP
Business/Pleasure
Total Business Pleasure Cambined Other
Sample Size (rm=€0; 53.1% (n=32; 28.3% (n=17; 15.0% (r=5; 4.4%
n=113 of the rotal) of the total) of the total) of the total)
GENFRAL MEASURES Percent Percent Percent Percent Percent
(Down) (Dowm ) (Dosm) (Deam) (Desm)
Destination of Trip
Overldhd Park = primary destination 64.1 73.9 48.4 49,2 76,7
Convenient Stopping Place.......... 11.4 4.6 28.6 10.4 0.0
One of Several SEOPS.es«essionsesss 24.5 215 23.0 40.4 23.3
Number of Trips to Overland Park
Eiat Visiaa ned iera wvit wea v s 33,5 3742 30.8 21.7 40,8
=2 Previous TripS. .« ssss veme conn 21.1 12.8 22::3 58.8 0.0
34 Previous TEIPS. see wase sanses s 8.3 6.3 1.4 6.8 20.4
DA Previods TElDS e veis swas s siwn sinn 3l 43.8 35.8 12.7 38.8
Purpose of Business
Not in Overland Park for Businessl.. 30.8 = === — =
GLIETY: Rl o st naes Bibe & woale BaE T 12.0 213 — 0.0 —
Service Call...ovuuun, T Tt T T 10.9 15.0 — 172 —
MBS o wion ciosesmmis sists ginge ich i EOE ST 17.3 23.5 — 21.1 ==
COnVeRtione: sive vwsveime s maies s i 10.2 14.8 — 13.6 ==
Traele ISIChTan ciei amwommioeisimints sumsais simis e 2.5 1.8 — 10.4 —
Tratndng v sam vevas oo vae samay 6.3 Al —_ 15.9 —
RERBT s s diaa s 10.0 16.5 - 5.2 -
Transportation to Overland Park
Brivate (0B cvi som s 5oty sotln s 45,9 23.7 78.9 76.4 30.9
Non—KCI Rental Careesvees seesssssns 2.6 0.0 5.8 9,1 0.0
TOUE (BlS 00 55 v 56 o ¥ wbin St e § 0.0 0.0 0.0 0.0 0.0
Flew to KCI, then,
friends picked Up..eeosesvusanas 3.8 3.7 7.0 0.0 0.0
took BhubElesas v s s naw oo o 7.0 11.9 1l 0.0 0.0
EOOK (G w0 wan oe an wanie un wos s 0.0 0.0 0.0 0.0 0.0
Look CAMPANY CALeeesessensrnsnss 1.0 1.7 0.0 0.0 0.0
took rental. Cari. v weze s 30.0 44,6 T 10.0 40.8
DR, s cavuis sase: Sois Bl Rtels Bishs Eanics 9.7 14.3 0.0 4.5 23.3

L designatés a nonapplicable response. For example, pleasure travelers do not have business purposes for
their travel. Other business purposes include: visit local office/personnel (2); military (2); interview (1).



OVERLAND PARK TOURISM STUDY
(UARTERLY SUMMARY DATA

SPRING 1989
PURPOSE OF TRIP
Business/Pleasure
Total Business Pleasure Cambined Other
Sample Size (n=60; 53.1%  (n=32; 28.3% (n=17; 15.0% (n=5; 4.4%
n=113 of the total) of the total) of the total) of the total)
GENERAL, MEASURES Percent Percent Percent Percent Percent
(Derm) (Desm) (Dexam) (Dexm) {Desm)
Areas of City to be Visited for Business
DORIECRI as sinieis sonis sivia wivias sime aimis wioin o 11.8 17.4 = 15.9 =
Count® Club Plaza.......eeenusnnns 5.2 8.7 — 3.0 -
Corporate Woods i v wie s s s swis s 4.1 5.6 — 6.8 —
Creny CotitBlve 1o 6os R sine 503 s 0.4 0.0 — 3.0 -
All OvVerewivnvaans gons oun vais bwn suie 9.2 16.6 —_ 0.0 —
Orhers Not Lisked® o sun vans s v : 39.2 53.6 — 59.3 —

2Othérs not listed include: Johnson County area (38); Topeka (1); Westport (1); Bendix Plant

(1.



ful

OVEILAND PARK TOURISM SIUDY
QUARTERLY SUMMARY DATA
SPRING 1989

PURFOSE OF TRIP

Business/Pleasure
Total Business Pleasure Cambined Other
Sample Size (n=60; 53.1% (n=32; 28.3% (n=17; 15.0% (re=5; 4.4%
n=113 of the total) of the total) of the total) of the total)

LEISURE RELATED MEASURES Percent Percent Percent Percent Percent
(Dexm) (Dexm) (Down) (Dowm) (Dowm)

Shopping
Cotntry 'CLUb Blazae:e et v o ¢ son p YL.i? 9.0 15.5 18.9 0.0
Metca¥ South...eevrveenrreaerennn. 12.6 5.9 20.5 29.2 0.0
Loehmann's Plaza. covveeeevneenanns 2.9 2.3 4.0 4.5 058
Ok Parle Ml Yo vun v o aais st io & 12.2 5.9 26.3 14.9 0.0
GREWT BEONEY s sivv in some v g don ? 8.8 0.0 29.9 3.0 155
Atterd Sports Activity
RE ChdelSan sasie s sl son siaier sty soms 0.0 0.0 0.0 0.0 0.0
KC BOVELS 4 5.5 650 wis o1 i e i 13:2 8.3 29.9 0.0 20.4
KC Camet v o waivis vimn soois ainzarm sine o viois 0.0 0.0 0.0 0.0 0.0
K TaVBasilEss oo s vasss swnies srs s 0.0 0.0 0.0 0.0 0.0
Attend Tourist Attraction
Worlds oF BN oo smes ses semsn s 5.0 0.0 19.6 @8 0.0
Oceans ©f FUD: cow vies siei s oo siie s » 0.0 0.0 0.0 0:0 0.0
Nelsonr-Atkins Museum of Art........ 32 0.0 12.6 0.0 0.0
Truman Hame/Museum. . vveeurrnvnneens 0.0 0.0 0.0 0.0 0.0
Renaissance Festival...eeeeesneass : 0.0 0.0 0.0 0.0 0.0
Missouri River QUEEN....evvseeverns 0.0 0.0 0.0 0.0 0.0
Atterd Live Performance
THEPARY" S AEERG ari o ot sisiss sieis o s 0.0 0.0 0.0 0.0 0.0
Waldo AStorda cus as i sem s s v " 0.0 0.0 0.0 0.0 0.0
American Heartland....eeeneoeennns. 0.0 0.0 0.0 0.0 0.0
Missouri Repertory...eesee s ves ooy 0.0 0.0 0.0 0.0 0.0
Starlight Theabteri...eeeessseesiesn 1.2 0.0 h.5 0.0 0.0
Other Leisure Activities3 .......... 28.2 20.9 56.2 10.0 ' 15.5

Jother leisure activities include: general shopping (7); wedding (4); reunion (4); graduation (1); movie (2);
visit family/friends (4); golf (4); bars (3); Swope Park (1). The number in parentheses correspords to the count of
visitors participating in each activity.



OVIRLAND PARK TOURISM STUDY
QUARTERLY SUMMARY DATA
SPRING 1989

PURFOSE OF TRIP

Business/Pleasure
Total Business Pleasure Cambined Other
Sample Size (r=60; 53.1% (r=32; 28.3% (r=17; 15.0% (re=5; 4.4%
n=113 of the total) of the total) of the total) of the total)

DEMOGRAPHIC MEASURES Percent Percent Percent Percent Percent
(Boim) (Dosm) (Dowm) (Down) (Dowm)

Sew
:.hle.é“. *00 EREE A KN SRR esen slale & . 68.0 Q0.4 49 4 23.3
Femall® roem 5% 51600 mamnm 1ie % D e i 32.0 9.6 50.6 71.4 1547
Aze (in years)
Under 28,0 veiee van euis sis W SR f 6.2 3.2 14.6 4.5 0.0
BB B0y ciane s waais s 555 Brareds st & 6.8 6.4 11.0 3.0 0.0
FLhB s v o5 5005 moie Sivim waless u Brie s 41.2 0.0 24.6 24.9 76.7
860844 10000 miwiee SRR S SR 26.6 30.9 12.0 37.4 23.3
566400 iteininnnnns T T 12,1 Tl 20.3 2.0 0.0
515, A T e G S 7.1 2.5 17.5 9.1 0.0
Annual Household Income
Under 510,000........... v o e e 33 0.0 53 13.6 0.0
$10,000-519,999, . vvvvnnnenn. 5.9 1.5 11.0 15.9 0.0
$20,000-529,999 .44 v o ese sass 510 oi0e 9.5 10.7 10.0 6.8 0.0
$30,000-839,999. s .ttt ve e 8.2 7.7 1255 5.4 0.0
$40,000-549,999, . ..... W Save R e 22,0 20.4 13.7 31.1 59.2
550,000-859,999. vvvvuennnn. B3 7.3 14.3 4.5 0.0
560 000-574, 89944 vun iivies 55 5.5 04 & 8.5 14.6 L7 0.0 0.0
S75,000-S100,000. 1 v veveeeenaerens 16.9 21.9 3:3 13.6 40.8
COver S100,000....44., o ] oets ofls & 14.6 14,0 21.6 9.1 0.0
Declined to Respond..... 2l Lad 6.7 0.0 0.0
G sition of the Visiting Part
BLGRE soss vateim arins inwia i wintasis wierd sioid & y 1 74.9 l/2.5 422 ggg
Adults, Different SeX......oeeuess 30.4 9.3 64.6 24.0 0'0
Adults, Same SeX...iieveerennnnnns 11.5 12.4 5.0 23.3 20.4
Adults with Children..veeeveereees 10.8 3.5 18.0 o-o , o‘o
Urdetermingd s os sos sios sson s sifs B Ve 0.0 0.0 0.0 : :




OVERLAND PARK TOURISM STUDY

(UARTERLY SUMMARY DATA
SPRING 1989

FURPOSE OF TRIP

Business/Pleasure
Total Business Pleasure Cambined Other
Sample Size (n=60; 53.1% (r=32; 28.3% (r=17; 15.0% (re=5; 4.4%
n= 113 of the total) of the total) of the total) of the total )

ORIGIN OF TRAVELFR Percent Percent Percent Percent Percent
(Dowm) (Dexm ) (Dowm) (Dowm) (Derm)
Pegion
New Englard............. D e 2.6 1o 6.5 0.0 0.0
Mid Cehtral...... i B S s s Wk 6.2 10.0 0.0 0.0 20.0
SOULR [BASE v va5 56 siee s10ms sis sieme 8.0 B 7 5.5 17.6 0.0
North Central.....oevvvunn.. s i 15.0 18.3 16,1 5.9 0.0
Midwest..vivverrnn, e S —— 21.3 43.3 58.1 64.7 €0.0
WESEET M sinwi i 56 55a siminss sue T 8.0 117 6.5 0.0 0.0
West Coast...uvvusvvnnnnnn. § i Gaa 8.9 8.3 6.5 11.8 20.0

KERBES. vere v s aiwia v S RS A e 2.7 18.3 313 35.3 40.0
MESBOUES +:0 wiafi & wswia s acnin smmit i 15.9 15.0 12.5 23.5 20.0
(= T b SR SR ; 4.4 8.3 0.0 0.0 0.0
LILIROES o 5-aimis siia winte s e 418 iSRS i 2,6 3.3 8.1 0.0 0.0
CRlEEOERI nn v vom baie mume simn wivit o ‘ 8.0 6,7 6.3 1147 20.0

% of Total in Category 33.6 51.6 53.2 70.5 80.0




OVERIAND PARK TOURISM STUDY
QUARTERLY SIMMARY DATA

WINIER 1989
I ' PURFOSE OF TRIP
Business/Pleasure
Total Business Pleasure Cambined Other
Satple Size  (n=79; 81.4%  (n=9; 9.37 (n=7; 7.2% (n=2; 27
n =97 of the total) of the total) of the total) of the total)
GENERAL MEASURES Percent Percent Percent Percent Percent
(Dovn) (Dowm) (Down) (Down) (Down)
Destimation of Trip
Overland Park = primary destination 68.3 68.2 86.1 33.7 100,0
ConV}nient Stopping Place......, 7.9 6.4 13.9 18.4 0.0
One of Several Stops........ o wias i 23.8 25.4 0.0 47.9 0.0
Number of Trips to Overland Park
First Visit,..oevoo... T 18.4 16.8 13.9 29,4 50.0
1-2 Previous Trips......... S 14.6 5.5 22.2 0.0 0.0
34 Previous DA EG s s wisers oaii s simne & 16.9 21.3 0.0 0.0 0.0
5+ Previous TEIPS: 45 soie wane 50.1 46,4 63.9 70.6 50.0
Purpose of Business
Not in Overland Park for Business!.. 13.0 — - . Ame
Client Call.essersrenss siwia a0 ulE 18.5 19.7 — 36.8 —
Service Call.veuvvneennnns,s A 12.8 10.9 — 35.6 —
MESting .o v vinvs s sins o o481 ORI 89 RS mm 29.0 35.6 — 9.2 —
801 =31 Lo s ORI 2.6 3.2 — 0.0 —_
Trade Show.....vvuun.. wiass KIS KSR 6.5 8.2 — 0.0 —_
Training..... oin 36 A s aten vwie diein § 2.8 3.5 — 0.0 -
DEDET s w0 4008 w1056 wie g s R 14.9 18.8 — 18.4 —
anspor i to
Private Car..iieeesensness o S S & 41,1 38.2 64.8 36.8 50.0
NonrKCT, Raital. Cati cow v vivis sk s 4.5 2.8 0.0 11.8 Sgg
Y BUS v sibaienisn ras 583 s ssose- Srocorals 1.3 0.0 13.0 o. 2
Flew to KCI, then, '
friends picked BRhwis ense wammiiesinis 4.9 4.3 13.9 g(j 88
took! SHUBELE. ¢ aiamie s i o iin ses 7.0 Had 0.0 10.0 O.O
took cabiuieernreenens T T T 0.0 0.0 0.0 . .
0.9 11 0.0 0.0 ' 0.0
took campany car..... 418 V5 A H "
34.6 41.0 8.3 15,3 0.0
teok: tertal CHT. vawmenie s s 55 . iy
OIEREES: aisssin asecs wists shove s eiss Sorh 516 5.7 5.4 0.0 18.4 iy

L designates a nonapplicable response. For example, pleasure travelers do not have business purposes for
their travel



OVERLAND PARK TOURISM STUDY
QUARTERLY SUMMARY DATA

WINTER 1989
PURPOSE OF TRIP
Business/Pleasure
Total Business Pleasure Cambined Other
Sample Size  (n=79; 81.4% (r=9; 9.37 (n=7; 7.27 (n=2; 2%
n =97 of the,total) of the total) of the total) of the total)
GENERAL, MEASURES Percent Percent Percent Percent Percent
(continued) (Dowm) (Dowm) (Dowm) (Down) (Dowm)
Areas of City to be Visited for Business
Dowmgown. .. ...... wRE a0 Bmte e 15.9 12.9 — 73.6 -
Country Club Plaza..... S - 15.0 14.3 —_ 47.9 —
Corporate Woods..,.. i e o 18.2 17.8 - 54.0 —
Crown Center........... SEATB WHTH B minm 6.7 8.4 — 0.0 —
All Over....... Pegernaees 7.7 9.7 —_ 0.0 —
Others Not Listed“,.... o " 42.8 48.6 — 36.8 —

ZOthers not listed include: Overland Park (29), Lenexa (3), Olathe (2), K&KS (2), KD (2),
Ward Pariway (2), Westport (1), Raytewn (1), Topeka (1)



OVERLAND PARK TOURISM STUDY
QUARTERLY SUMMARY DWTA

WINIER 1989
l PURPOSE OF TRIP
Business/Pleasure
Total ' Business Pleasure Cembined Other
Sample Size  (n=79; 81.4%  (n=9; 9.37 (=75 7.2% (r=2; 22
n=97 of the. total) of the total) of the total) of the total)
LETSURE RELATED MEASURES Percent Percent Percent Percent Percent

(Down) (Do) (Down) (Dowm) (Dowm)

Shopping
2

Country Club Plaza.......... o v 15.9 11.4 26.9 54.0 0.0
Metcalf Scuth........... T 14.6 13.2 36.1 6.1 0.0
Leebmann's Plaza.......... S s 8.1 3.5 8.3 18.4 0.0
Cak Park Mall....... g S " 13.8 12.4 35.2 6.1 0.0
Crowm Center......oovuu.n... & 3.6 4.0 4.6 0.0 0.0
Attend Sports Activity
KC ChiefB.ai vais sinn s e vié 0.0 0.0 0.0 0.0 0.0
KC Royals...... H WA e DR 0.0 0.0 0.0 0.0 0.0
KC Carets....... T T T T : 0.0 0.0 4.6 0.0 0.0
KU Jayhawks....oevunn.n, Bos ZaT TRR s 0.0 0.0 4,6 0.0 0.0
Attend Tourist Attraction
Worlds of Fun....vvvuuuns. T e IR 0.0 0.0 0.0 0.0 0.0
Oceans of Funuueveeeessvnennsenns o 0.0 0.0 0.0 0.0 0.0
Nelson-Atkins Museum of Art........ S5t 0.0 22.2 11.0 0.0
Truman Hame/Musetm, .veeerernennnss 1.4 0.0 13.9 0.0 0.0
Renaissance Festival....... aisiaieaten 0.0 0.0 0.0 0.0 0.0
Missouri River QUeen......eeuvons.. 0.0 0.0 4.6 0.0 0.0
Attend Live Performance
Tiffany's AttiC.eveseeeernneernnnns 0.0 0.0 0.0 0.0 0.0
Waldo ASEOria...vveeseeennsss —— 0.0 0.0 0.0 0.0 0.0
Arerican Heartland..veeeeeeesesesss 1.1 1.4 0.0 0.0 0.0
Missouri REPErtory...vesseeseess.. 0.0 0.0 4.6 0.0 0.0
Starlight TheAtersusevsvseuinensns 0.0 0.0 0.0 0.0 0.0
Other Leisure Activitiess.......... 13.0 5.8 55.6 18.4 100.0

Yother leisure activities include: dining out (7); family events (3); visit bars c.:r.jaz? clubs (4); We.T;tPort
(1); exercise (1). The number in parentheses corresponds to the count of visitors participating in each activity.



OVERLAND PARK TOURISM STUDY
QUARTERLY SUMMARY DATA

WINTER 1989
PURPOSE OF TRIP
Business/Pleasure
Total Business Pleasure Cambined Other
Sample Size (n=79; 81.4% (r=9; 9.3% (75 7.2% (25 2%
n =97 of the-total) of the total) of the total) of the total)
DEMOGRAPHIC MFASURES Percent Percent Percent Percent Percent
(Dowm) (Dewm) (Dowm) (Down) (Down)
Sex
= TO% I8 BF OF 8l.2 85.6 46.3 Bl.6 100.0
PemBlE s wivmanss v wvie st simas e v sis 18.3 14.4 53.7 8.4 0.0
Age (in years)
Uder 25.....000en. ST 3 i T 5.5 1.8 18.5 11.0 50.0
e e LT D" 13.4 13.3 13.9 18.4 0.0
B4 v e wa v SRl wiee e 54.0 56.7 27.8 52.1 50.0
T Ty "' 17.2 19.9 13.9 0.0 0.0
BE00 53 55 mivie simceimine Sl sisn BAlR siwin Tt 5 1746 18.4 0.0
157 TR piae e i AR EA 2.8 1.8 8.3 0.0 0.0
Annual Household Incame
Under $10,000...... oi% eI A 0.0 0.0 0.0 0.0 0.0
510,000-519,999. ¢ e v verinrnnnnsnenns 8.4 3.5 18.5 29.4 50.0
$20,000-529,999 s s verrrnranannnns 9.4 8.3 27.8 0.0 0.0
$30,000-539,999. ¢4 eterrnrensnanans 9.5 8.5 8.3 24.5 0.0
$40,000-549,999 . v v vrrrnneranennas 8.6 9.8 8.3 0.0 0.0
$50,000-559,999, vt vrrrrrnnnnnannns 13.9 13.9 27.8 0.0 0.0
880, 0005 789990 0 syisn s e wisi s & 20.0 19.8 0.0 36.8 0.0
S5, 000=51004060 wsiwi s won sarnsan o 16.0 19.3 0.0 9.2 50.0
Over $100,000. .00 veeeesnnnsansnns 8.3 10.4 0.0 0.0 0.0
Declined to Respond.eeevsrevensnss 6.0 6.4 9.3 0.0 0.0
& ition of the Visitin, t
AlONE..vveerneronnnanss s Gas £ § 55:8 64.0 23.1 46,0 0.0
Adults, Different SeX...veeevenees 16.0 11.0 54.6 24.5 0.0
Adults, Same Sex..... 2341 25.0 0.0 29.4 s 50.0
Adults with Children....oeeveeisns 0.0 222 0.0 50.0
Undetermined.....vvevvnnnnrenerss 1.4 0.0 0.0 0.0 0.0




OVERLAND PARK TOURTSM STUDY
QUARTERLY SUMMARY DATA

WINTER 1989
PURPOSE OF TRIP
Business/Pleasure
Total Business Pleasure Cambined Other
Sample Size (n=79; 81.4% (r=9; 9.3% (n=7; 7.2% (=2 2%
n =97 of the-total) of the total) of the total) of the total)
ORIGIN OF TRAVELER Percent Percent Percent Percent Percent
(Down) (Do) (Down) (Down) (Down)
Region
]
New England....cvevuue. wire i, b 0.0 0.0 0.0 0.0 0.0
Mid ICONtEE] e i sie siom s sios o7 T2 0.0 0.0 16.7 0.0
South ‘East..uasiwenis S wals sl KaE i 8.2 10.7 0.0 0.0 0.0
Nerth ‘Central oo sismcsnis sisie si5n4is 22,7 24.0 222 16.7 50.0
MABWESE iias sas 6650 B0 555 besainis miwin winsa e Je6.1 36.0 44,4 50.0 50.0
WesStern..veesrannss R R e 16.5 18.7 222 0.0 0.0
Vet /COaSE v aran aiss siom sesiene e e 4,1 27 7 16.7 0.0
t B t e

Kansas..vvevvees A T O 18.5 12,7 44,4 42.9 50.0
NHEBOEEL vo s sraie scate sras stnrwsimieis s 12.4 152 0.0 0.0 0.0
T B a0 o s wois s 058l RO SRS 13.4 13.9 222 0.0 0.0
TG S s wisie wivis vass wawinsins ssiwed 9.3 8.9 11.1 0.0 50.0
7% of Total in Category 53.6 5051 77.8 42.9 100.0




OVERLAND PARK TOURISM SIUDY
(UARTERLY SUMMARY DATA
FALL 1988

PURFOSE OF TRIP

Business/Pleasure
Total Business Pleasure Cambined Other
Sample Size (r=82; 65.6% (r=24; 19.2% (r=16; 12.8% (re=33 2.4Y%
n =129 of the total) of the total) of the total) of the total)

GENERAL MFASURES Percent Percent Percent Percent Percent
(Dowm) (Down) (Down) (Dowm) (Down)

Destination of Trip

Overland Park = primary destination 78.3 72.1 87.0 93.7 B
Convgnient Stopping Place.......... 9.4 8.4 10.1 6.3 46.7
One of Several Stops..... b S b seG 12.3 19.4 249 0.0 0.0
Number of Trips to QOverland Park
First Visiteesas soe s oR R WA e Wlske § 16.7 15.9 16.9 22.1 0.0
1-2 Previous Trips........ oS B i b 13.6 13.0 14.4 i | 53,3
I Previous TripSie e iss ses saie 8.0 5.0 17.2 6.2 0.0
5t Previous TripSeesesrereersessees 61.8 66.1 51.6 64.0 46.7
Purpose of Business
Not in Overlard Park for BLL":'i!‘E.SSl.. 41,0 — — —_ =4
CLIEHE CALL uis s 5306 195 5ies i mewts s i 20.8 321 — 12.9 —_
Service Call...vevvuns., & S S e IL.0 18.8 — 0.0 —
MERtAng s eoe wanmon s ee SN alw i 24.2 34.2 —= 279 —
ConVENtioN. s s vessennnnnnerssss 1.8 1.6 — 6.2 —
Trade ShoW...vesessess B ST B 1.5 .6 — 17 —
Training..... S5 HEE B U SN Eiee w8 11.2 32 - 7.7 —
DERBTG o st o 55 wivce stk xols o : 27.6 9.6 — 37.6 —
Transportation to Overland Park
Private (Cal. sou sisi sal sim meesa sl s 49.6 24.1 88.6 80.5 100.0
NomKCI Rental Car......... 0.3 0.6 0.0 0.0 0.0
TOME BUS 0v0 515 01m sivis s & Wl BT e e s 0.0 0.0 0.0 0.0 0.0
Flew to KCI, then,
friends picked Up.sasieioenvenss 4.6 5.2 6.6 0.0 0.0
took Shuttle.wieeieevennnnnrnnsns 1.6 2.8 0.0 0.0 0.0
took cab...vevinnnn. SATE S P 2.4 4.1 0.0 0.0 0.0
bk COMPANY CRE... x.a5 51ws sasisimsins 1.3 252 0.0 0.0 ’ 0.0
took Tental CATi« ieessasosiessss 30.1 45.8 4.8 13.3 0.0
Other....... o i B P 0.0 15.3 0.0 6.2 0.0

= designates a nonapplicable response. For example, pleasure travelers do not have business purposes for
their travel



OVERLAND PARK TOURISM STUDY
QUARITRLY SOIMMARY DATA
FALL 1988

PURFOSE OF TRIP

GENERAL MEASURES

Business/Pleasure
Total Business Pleasure Canbined Other
Sample Size (re=82; 65.6% (r=24; 19.2%  (re=l6; 12.8%  (o=3; 2.4%
n=129 of thetotal) of the total) of the total) of the total)

(Continued) Percent Percent Percent Percent Percent
(Dowm) (Dewm) (Dosim) (Dowm) (Dowm)
Areas of City to be Visited for Business
DERRER o o it save vien. v 508 e i 15.7 23.6 —_ 12.2 —
Gouriy: CIub Plazi. ween v smpssosiis 37.9 2241 — 20.1 —
Corporate WoedS. . ves ses v ssaweins 28.1 15.4 — I'7 =
Citonm Cantef s sas sio smivi s sasissnns 29.9 12.8 — 24.5 —
WY VB passsa s won sapupees ieioe e 34.2 14,1 — 36.1 —
Othet:s Mot TASEE s sasa sas semaasss 5743 50.9 — 37.8 —



OVERLAND PARK TOURTSM STUDY
(UARTERLY SIMMARY DATA
FALL 1988

F PURPOSE OF TRIP

Business/Pleasure
Total Business Pleasure Cambined Other
Sample Size (n=82; -65.,6% (=243 19.2% (r=l6; 12.8% (n=3; 2.4%
n =129 of the total) of the total) of the total) of the total)

LEISURE RELATED MEASURES

Percent Percent Percent Percent Percent

(Dowm) (Dowm) (Down) (Down) (Dovm)
Shopping
Counfgry Club Plaza........... 5T S5 41.4 21.0 91.4 49.6 0.0
Metcalf South...v.ev....... v s s 23.8 16.4 35.6 38.2 0.0
Leehmann's Plaza G Tal Sl —— 7.9 6.4 12.4 iy 0.0
Oak Park Mall........ S8 GE BAT Rere it 21.3 9.9 33.5 5.1 0.0
Cromm Canter. e vesssessosone vos 23.8 10.1 47,9 43.4 0.0
Attend Sports Activity
K CHIEE S, sois snivmoniosiss an « o T S sl 0.0 4.8 0.0 0.0
KC Royals..uvvnrunsn. T - 0.0 0.0 0.0 0.0 0.0
KC CametS.vnevenrneennnns o M 1.1 1.9 0.0 0.0 0.0
KU JayhasRa . o vus o sos snnsoemonsions 1.9 3.2 0.0 0.0 0.0
Att Tourist Attraction
Worlds of Funuseseeseseesoeeoanssss 0.0 0.0 0.0 6.0 0.0
Oceans of Fun..,....... S e e 0.0 0.0 0.0 0.0 0.0
Nelson-Atkins Museum of Art........ 2.6 2.6 3.8 0.0 6.7
Truman Hamre/Museum. ..ovveeuennn.... 0.2 0.0 0.0 0.0 6.7
Renaissance Festival............... 0.0 0.0 0.0 0.0 0.0
Missouri River Queen.....veeeeenn.. 0.0 0.0 0.0 0.0 0.0
Attend Live Performance
Tiffany's AttiC.eeeveeeeneeernsnns v 0.0 0.0 0.0 0.0 0.0
Waldo Astoria.,... o A G Saaa 0.0 0.0 0.0 0.0 0.0
American Heartland...vovvvveiviennss 0.8 1.3 0.0 0.0 0.0
Missouri Repertory.ccesssescssonses 0.0 0.0 0.0 0.0 0.8
Starlight Theater.....veveviiivennn 0.0 0.0 0.0 0.0 0
Other Leisure Activitie32 ........... 16.7 7sd 24,0 36.1 ' 46,7

2Ql:her leisure activities include: See Plaza lights (7); visit family or friends (5); visit hars or jazz
music (2); visit.Westport (1); visit library (1); visit Fine Arts Theatre (1). The number in parentheses correspord
to the count of visitors participating in each activity.



OVERLAND PARK TOURISM STUDY
(UARTERLY SUMMARY DATA

FALL 1988
, PURPOSE OF TRIP
Business/Pleasure
Total ' Business Pleasure Cambined Other
Sample Size  (n=82; 65.6%  (n=24; 19,27 (=165 12.8% (n=3; 2.47
DEMOGRAPHIC MFASURES N7 12 of thetotal) of the total) of the total) of the total)

Percent Percent Percent Percent Percent
Sex
Male. .................. Sl 9.4 63.1 79.0 98.3
Faraame.... ........ VS T T e 5 : 1751 8.6 36.9 21.0 6.7

e (in years
Under 25...ucnenas T . 3.4 1.9 9.1 Ll 0.0
26730 0008 ¥ SR R Bwrn mne v v B sieis 12:5 14.4 16.5 L.l 0.0
A5 svmmmenrie + sy SriziTES & 42,7 43.3 177 69.4 100.0
TR —— oie dis e i o 26.5 29.7 23.1 23.2 0.0
B i iiaen s 8 B BN B Sere Ham x 9.1 10.1 10.1 5.2 0.0
B sninionis w6 wiese sine Bl SR Gl s 5.8 0.6 235 0.0 0.0
Annual Household Incare
Under $10,000............. 0.9 0.0 4.0 0.0 0.0
5$10,000-819,999. e vvrrvnnnnnnnnns 0.7 1.2 0.0 0.0 0.0
$20,000-$29,999, ....... Sih BT oK v 4.2 35 9.1 0.0 0.0
$30,000-839,999. . e v evvrnnnrrnnnnn 12.6 342 26.4 15.5 46.7
$40,000-549,999....... I —— 14.6 155 14.3 13.9
$50,000-559,999. . 0000t 14.6 15.5 10.1 20.1 0.0
$60,000-574,999 i svrenrecossnsnass 14.7 18.1 7.9 335 0.0
$75,000-8100,000. 4 e vrenneeeenss 16.4 19.8 10.1 15.5 0.0
Over $100,000....... via e A 15,2 183 2.9 20.6 0.0
Declined to Respond..ssesssssesnss 6.0 2.0 15.1 8.8 0.0
ition of the Visit t

ALODE, v isa s, suwss wrwme winie WLE5E Bt ¥ERE 55.0 73.8 30.1 29.4 0.0
Adults, Different Sex.....vuvunn.. 26.4 10.2 50.0 41.9 93.3
Adults, Same SeX.ivcvvervrenerenens 14.8 16.0 TS 24.3 0.0
Adults with Children........eve.u. 2.6 0.0 Tad 4.4 6.7
Undatetmingd s ice aoi s sas s L.l 0.0 4.8 0.0 ' 0.0




Travelers by Origin

Region

State

OVERLAND PARK TOURISM STUDY

(UARTERLY SUMMARY DATA
FALL 1988

State-By-State
Percentage

Regional
Percentage

New England

Mid Gentral

South East

North Central

Maine

New Hampshire
Vermont
Massachusetts
Rhode TIsland
Connecticut

New York

New Jersey
Pennsylvania
Washington DC
Delaware
Maryland
West Virginia
Virginia

North Carolina
South Carolina
Kentucky
Tennessee
Louisiana
Mississippi

Georgia
Florida
Arkansas

Ohio

Indiana
Michigan
Towa
Wisconsin
Minnesota
Illinois
North Dakota
South Dakota
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FALL 1988
avelers b igin
State-By-State Regional
Region State Percentage Percentage
Midwest Kansas 20.3 .
Missouri 10.9
Colorado 1.6
Nebraska 7.8
Oklahama 3.1
43.7%
Western States Montana =
; Idaho =
Wyaming =
Utah 23
Arizona 2.3
New Mexdco 2.3
Nevada -
Texas 7.8
14.7%
West Coast Washington 0.8
Oregon -
California 5.5

6.3%





