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Presenter
Presentation Notes
Ross D. Levi, New York State Executive Director of Tourism, recently said, “The Erie Canal is a tourism crown jewel for New York State, providing countless opportunities for residents and visitors alike to discover its history, enjoy its water activities and explore its attractions in surrounding towns and villages.”
Canal Corridor- More than 500 miles of waterway, nearly 400 miles of trail, 200+ communities, hundreds of historic sites and museums, and home to 3.2 million people. 
And, yet…we have no single entry or exit point. That means: we don’t know who’s coming here. We don’t know where they come from, or where they go or what they think, or what they spend. We are not Yosemite or the Grand Canyon, where every visitor comes through a welcome booth. 
(NOTE: Green boundaries following the waterway as when I talk about “insider and outside” visitors it refers to this map) 


 Who is most likely
to visit?

 What do visitors
think of their
experiences?

 How much do they
spend?

 What are the best
methods of
reaching target
audiences?

 What role do events
play in bringing
people to the
Corridor?
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Presenter
Presentation Notes
Visitor Research Questions and Purpose
We received a grant from ILNY to conduct visitor research that would help us better understand and serve our visitors and better target our marketing efforts. 
We hired Level 7, a marketing research firm based in Rochester, to conduct the research.
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Presenter
Presentation Notes
Methodology
Explain- diverse sample
The results are very detailed…more than 100 pages of charts, graphs, quotes, data
Not going to present all of that to you…but encourage you to look at it because it is very rich (website).
Instead, I’m going to give you an overview, distilled from all that information, and present several TOP TAKEAWAYS most relevant to you.


Recent canal visitors skew older, travel in smaller parties
and come from higher income households.
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Canal Visitors were 3X more likely
to travel internationally.



Presenter
Presentation Notes
Results- Who Visits
59% have visited a location along the canal/communities in the past few years.
51% are 55+; 44% have 2 person household—retired with a little money and ready to explore
3x more likely to travel internationally—SAAVY, EXPERIENCED TRAVELERS 



Half of our respondents were from New York, with a
strong representation from PA, OH, NJ, Ml, and VA.
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Presentation Notes
Where they live
Half of surveyed from NY (didn’t include Canada); recent visitors were 2x as likely to five in NY compared to prospects. We may not have to market too far away to attract visitors



Sightseeing was by far the most preferred vacation style with
over three-quarters choosing it in their top three types.
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Sightseeing R&R Family Time Mature  Adventurous

Enthusiast Type Playtime




Insiders and Outsiders have different motivations for visiting.

M INSIDERS OUTSIDERS M INSIDERS OUTSIDERS

The Canal liself Exploring Where | Live

M INSIDERS OUTSIDERS M INSIDERS OUTSIDERS

Historic Sites/Museums Curious About Area
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Presentation Notes
Why Visit- Insiders and Outsiders have different motivations…






WHY VISIT? OTHER REASONS
M INSIDERS M OUTSIDERS
Adventure With Someone Else  Personal Accomplis.. Convenient Stop Other
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Presentation Notes
Why Visit- Adventure and Personal Accomplishment may be audiences to grow. Some outsiders seem to be here by accident.



79%

want to take a canal

boat tour

69%

want to visit historic
sites and museums

Festivals

Canal Communities
Beer/wine tasting
Shopping at outlet malls
Hike the Trail
Canoe/kayak

Bike the Trail




78%

hike or cycle the
SEREWEVAIEN

60%

visit historic/
cultural sites

Visit canal communities
Canal Boat Tour
Festivals

Beer/wine tasting
R

Canoe/kayak

Outlet mall
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What did recent visitors do? Historic sites and communities are the big winners, along with the Canalway Trail (78% hike or bike the trail!)
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Presentation Notes
Let’s not forget food- ate in local restaurants (71% insiders/59% outsiders)



Average Spend in Dollars

800

700

600

500

400

300

200

100

O

People who travel here from outside the canal
corridor spent 2.5 x more than insiders.

$745

$269

Recent Visitors

B Insiders Outsiders




Multi-Day Visitors spent 7x more than Day Trippers. Boaters
spent the most.

800 $764
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OUT OF TEN
MOST VISITORS RATED HIGH



Presenter
Presentation Notes
Rate your trip experience- pleased with that…note that day trippers rated lowest (just below 8) and people that spent more time here rated highest…the more time people spent, the more they liked it.



UNIQUE TOWNS CANAL SETTING
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Presentation Notes
What stood out?
Feedback- hospitality and heritage stands out



Base: Recent Visitors with memorable experience (n=376)
Yes, What was it?

The lock keepers were\
very friendly and willing
to share information
about the canals and
communities.
(Outsider) -

"Port" towns embracing
the heritage, especially
Lockport, Brockport,
Spencerport, Newark,
Lyons, Sen Falls,
Baldwinsville (Insider)

-

.

Every venue we have visited had
some feature or people or local
eatery that made an impression.
(Insider)

4

Scenery, history, the locks. A

Visiting the harbor facilities

at Waterford, Baldwinsville,

St Johnsville, Phoenix and
other canal towns. (Outsider)/

/People were knowledgeabD

and friendly, happy to
answer our questions.
Genuinely seemed to be
excited and happy to pass
information our way (we
stopped in Amsterdam, Fort
Hunter and Waterford).

)

\ (Outsider)




ROOM FOR IMPROVEMENT

Base: Recent Visitors Rating 7 or less (n=167)

Wish there were more hotel options within walking distance
of the canal public docks, would also like to see more
restaurants cater to boaters. (Outsider)

N

rew up here so take many of the assets for\
granted, but as a visitor experience its too Could use more places to
much like a third world country. The place is tie up or dock with
pretty run down, people depressed and not bathrooms, showers for
\_ hospitality friendly.(Insider, Boater) ) boaters. (Insider)

- J

Worried about in-between amenities.

7 We use\m

Canalway for
regular recreation,
don't really think
of it for vacations.

G (Insider)  /

(Insider, Boater)

/Ihave cycled on other trails in the Eastern United

States that are in much better condition and offer
more amenities for cyclists. The Canalway trail
has too many sections that are rough,
unmaintained, and in need of drinking water and
\ toilet facilities. (Insider) /
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Presentation Notes
Room for Improvement- remember SAAVY TRAVELER, good basis of comparison; amenities



839

websites

65% 55%

friends & relatives brochures
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Presentation Notes
Where do people look for information?
WEBSITES, but brochures and word of mouth important
We did a lot more research on this topic, specifically looking at which websites are used most frequently, by whom. We got feedback specific to ECNHC, Canal Corp, PTNY that we will be using, but I won’t touch on today.
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Presentation Notes
Map & Guide and Itineraries used and useful.






- KEEP SPREADING
THE WORD

Average knowledge
was barely above
neutral!

Website
Word of Mouth
Social Media

Brochures

Trip Advisor



Presenter
Presentation Notes
Spread the word- people knew more about history, historic landmark, but NOT about boating or the trail or activities. Outsiders and prospects especially in the dark:
2 in 5 are unaware that the canal is open for boating from Albany to Buffalo and beyond;
Less than half of paddlers know they can use the canal;
Less than half of cyclists know you can cycle the trail from Albany to Buffalo�


REVIEW
YOUR WEBSITE

Attractive

g MONTGOMERY
COUNTYn

‘ ThingstoDo  AboutOurCounty  History Events Blog <3 Findaplacc(ostayl =4 Location ~

Mobile Responsive 6)7 » pé (Sﬁ :
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Don’t Assume
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Presentation Notes
#1 way to find you; others need to link to you for details


- STAY NETWORKED

Local/Regional Sites

Community Advocates
Residents, Youth
Tourism Promoters
Erie Canalway NHC
Parks & Trail NY

Canal Corporation
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Stay networked- don’t only think of your small site or community…think bigger


4 MAKE IT WORTH
THE DRIVE

Connect the dots
for visitors

Become a “secret
shopper”

Good to Great
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Make it worth the drive- Tell them where to go and show them what to see and do


GO AFTER
HIGH SPENDERS

Boaters
Cyclists
Paddlers

Qutsiders
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Presentation Notes
Go after high spenders- Boaters and cyclists most interested in extended trips


USE EVENTS
AS A DRAW

BILLION
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Presentation Notes
Economic impact of canal corridor events is HUGE. Use Multiday and Multi-site events to drive visitation


Canal Fest of the Tonawandas

Fairport Canal Days Arts Festival

Oswego Harborfest

Waterford Tugboat Roundup

Little Falls Canal Celebration

Seneca Falls Canal Fest

200,000

200,000

100,000

20,000

16,500

15,000
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Presentation Notes
Event data—notice that the biggest attendance are multiday festivals/events—highest $$; pool resources to create something bigger (Tour the Towpath- central ny- 2 day cycle w/community stops)



Our Next Steps...

. Wébéite & Visitor Information

—+ Water Trail . —
* Festivals & Events =~

——

~+ Canalway Challenge



thank

you!

ERIE
CANALWAY

National Heritage Corridor

www.eriecanalway.org
(518) 237-7000
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Presentation Notes
The canal is a tourism crown jewel; but it’s UP TO ALL OF US to make it an attractive destination and fantastic experience for visitors. YOU are the welcome booth. ECNHC is here to support you and to amplify everyone’s efforts. 
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