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REVITALIZING SMALL AMERICAN TOWNS:
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Abstract. A sample of 404 people suggests that local residents and visitors to the area are very similar in
their travel planning, travel behavior and experience preferences. The majority of these potential visitors
like to plan their own travel and like to seek out new destinations. They are most likely to plan their trips
on a smart phone. They are almost equally likely to make a generic internet search or go to the website
of a CVB or the state’s Division of Tourism.

These respodents were highly drawn to the term “New” as a marketing message, which is consistent with
their stated desire to find new places to see and experience. The most popular marketing messages after
“New” included “Relaxing”, “Secluded”, “Tried & Trusted”, “Historical” and “Nostalgic”.

According to their answers, our respondents are very willing to leave the Interstate highways to see a
unique attraction (But note that this self-report finding is at odds with most studies of actual visitor
behavior.) Combining a cultural experience with an outdoor or natural experience is very popular as are
new & unique dining opportunities and shopping for arts, crafts and local goods. The respondents in this
survey report an anticipated spending level that is slightly below regional averages for day trip visitors.
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OXXUBJIEHWE HEBOJIbLLUNX AMEPUKAHCKUX rOPOL4OB:
NMPEAIMNOYTEHNS NOCETUTETIEN

Poii PammyH
YHusepcumem «KoHKopOd», AgpuHsl, 3anadHasa BupoxcuHus (CLUA)
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Onpoc 404 yenoBeK CBUAETENLCTBYET O TOM, YTO MECTHbIE }KUTE/IM U NOCETUTENN UCCAeAYEeMOTO PerMoHa
6/IM3KM B NNAHMPOBAHUM NYTELLECTBMA, NOBEAEHUN B NYTELLECTBUN U UMEIOT OLAMHAKOBbIE NpeanoyTe-
HUA. BONbLWMHCTBY NOTEHLMANbHBIX MOCETUTEIEN HPABUTCA NNAHUPOBATbL MX COBCTBEHHOE NyTellecTeue
M MCKaTb HOBble MecTa HasHadeHus. Hambonee BEpOATHO, YTO OHW 3aniaHMPYIOT CBOW MOE3AKMU Mo
cMapTooHy, byayT UCNONb30BaATb YHUBEPCAbHbIN MHTEPHET U MUcKaTb Beb-caiT CVB uam rocysapcTeeH-
Hble noapasgeneHns Typuama. PecnoHAEeHTOB NpuBAeKaeT TEPMUH «HOBbIM» Kak MapKeTUHroBoe coob-
LeHMe, KOTOPOe COOTBETCTBYET MX SKENaHUI0 HANTM HOBble MecTa M UcnbiTaTb MXx. Camble NonyaApHble
MapKEeTUHIoBble COOBLLEHMA CBA3aHbl TaKKe CO CNOBaMU «OTAbIX», «UHAMBUAYANbHOCTb», «UCTOpPUYE-
CKMI», KHOCTANbIMYECKUii» 1 ap.

Hawwu pecnoHAeHTbl roTOBbl OCTaBUTb aBTOMarMcTpann mexay wratamu, 4tobbl YBUAETb YHUKA/IbHOE,
npusaekaTenbHoe. O6beanHEHNE KyAbTYPHOTO OMNbITa C CTECTBEHHbIM OYEHb MOMYAAPHO CPeAM HALUMUX
pecnoHAeHToB. OHM CTPEMATCA COBMECTUTL HOBbIE BMeYaTieHus C NpuobpeTeHnemM NpounsBeseHuin uc-
KyCCTBa, pemMeces1 U MeCTHbIX TOBapoB. PecnoHaeHTbl B CBOMX OTBETaX COO6LWAOT 06 03KMAAEMOM YPOBHE
pacxofoB, KOTOPbIN ABMAETCA HEMHOIO HUMMKE PEervoHasbHbIX CPeaHUX uucen Ana nocetuTenei
OAHOAHEBHOMN NOE3AKM.

Knrovesvoie cnoea: Hebonbwoi ropog, CLUA, nocetutenu, nytewecTeue.
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