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=7 TTRRC's data

=7 Decline in travel

=1 Michigan’s leakage

=7 Need for a consolidated image for
Michigan




N
TI1A’s data show substantial

econemicImpach el packagertiavel:

1995 |4%!? 55 mil passenger $8.6 bil. 5
days in the U.S. °

1996 49%2 $9.6 bil. ©

1997 5%3

1998 5%*%

L TIA (1996). 1995 Travel Market Report- Full Year Results of the National Travel Survey. p. 41

2: TIA (1997). 1996 Travel Market Report. p. 41

3. TIA (1998). 1997 Travel Market Report. p. 36

4 TIA (1999). 1998 Travel Market Report. p. 46

5 TIA (1996). 1997 Outlook for the Travel and Tourism - Proceedings of the TIA’s 22" Annual National
Outlook Forum. p. 136

6. TIA (1997). 1998 Outlook for the Travel and Tourism - Proceedings of the TIA’s 23" Annual TIA
Marketing Outlook Forum. p.252




Package SegmenRtSheWs Promisen
theeRaittidirREStUENANANIRIIRE:

lllinois, Michigan, Minnesota, Ohio, Wisconsin, and
Ontario/Canada.

7 9.2%, 12.9%, and 14.3% of the pleasure travelers

were package travelers in 1996, 1997, 1998
respectively.

= Package travelers engage in more activities and

spend double as much on average as that of non-
package travelers.

or



PDECnEN N eROFdIStancE tiaVvels
due; e perceived risk

domestic long distance travel has been
suffering due to the perceived risk of
getting on airplanes and being in
unfamiliar environments.

=) This perceived risk might increase the
demand for package travel not only at
international but also at domestic level.




L Michigan's toukrsmleakage.

®

Household trips? 25,431,000 21,940,000 3,491,000
Average # of nights | 5.9 6.3

spent away from

home?

Total nights away 150,043,000 138,222,000 11,821,000
from home

Average Spending per Night = $ 132.241/night?

Deficit in Dollars = 11,821,000 x $132.24 = $ 1,563,209,000

1: U.S. Department of Transportation, Bureau of Transportation Statistics. (1995). 1995 American Travel Survey.
2: Household Survey Data from Tourism Resource Center (for the period of 1995-2001).



Need e conselidate aniinage: ol
Wlieellefzin), & c). “A gleifiofzl o)f
Criglces”

= Michigan does not have a mouse
named “Mickey”

= Small attractions dispersed
throughout the state

=) Variety of attractions

or




L
DEEININION off PACKAGE TRAVEL

o

=1 A combination of travel products
such as transportation, lodging,
meals, attractions, entertainment,

and guide services into a one-price
product.

*: TIA (2001). 2001 Domestic Outlook for Travel and Tourism. p. 271




IYPES 0ff PACKAGES

lodging, meals and attractions.

= Quasi-package: A fixed set of places
and dates but with choices of lodging and
attractions.

=) Open-package: A fixed set of dates
only.

Quasi & Open are suitable for Michigan due to lack of public transportation.
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Dinner Theater

Music
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o 7 Mystery

7 Ecotours 5 National Parks

7 Ethnic = Religious F
7 Events 5 Reunion

= Fall Foliage = Science

7 Family = Spectator Sports

7 Gaming 7 Sports (participatory)

7 Garden 5 Theater

7 Gay/Lesbian 5 Wine Tasting

*: TIA (2001). 2001 Outlook for the Travel and Tourism. p. 276




= Increases customer volume & profit.

=) Reduces the impact of seasonality.

= Reduces marketing costs.

=) Diversifies tourism products and
markets.




I
BENEEINS i PACKAGING

=) Offers good value for money.

=) Offers convenience — time and
effort.

=7 Offers diverse tourist experiences.




for purchasing
=1 Family travel-intergenerational group tours
=1 North American destinations popular- Branson, New York
City, Washington D.C., New England, and Orlando
51 Preferences for flexibility, variety, and action-oriented
packages (experience-based travel that is educational,
fulfilling, and stimulating)
= Historical/Heritage tours-museum
= Cultural and art-related tours- theater and dinner theater
= Fall color tours
= Cooking, wine-tasting, quilting, Broadway-related tours,
= Cruises
*: TIA (2001). 2001 Outlook for the Travel and Tourism. p. 271-274 -
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customers.

=1 Mix and match various tourism assets for
different segments.

=1 Use themes and USPs.

=) Partner and cooperate with different
players of the Industry.

=) Use IT if possible.




Knoew! yeur products-

MICHIGAN'S ASSETS

lighthouses, festivals/fairs, small towns, B&Bs,
reservations)

=1 Nature-based tourism (parks, forests,
trails, campgrounds, underwater parks,

=) Special interest tourism (auto-shows,

sporting events, theaters, spas, concerts, casinos,
schools, theme parks)

=) Convention (hotels, golf courses, resorts)




KRew! yeur currentand petenitial cUStomers:

MICHIGANFS MARKETS

5 Senior market
=1 Conventioners |
= Students, especially international

college students and high school

students

There is a need for research on the preferences of these
segments in terms of package travel




VWHNYSIINIERINAIHIONALL SIUIDENIIS?Z

o

= The number of International students in Ml is
21,120.2

7 Their contribution to Michigan’s economy is $432
million.2 i
7 International students have potential due to their’

= Traveling more
7 Cultural differences / curiosity

= Loyalty

12 TIA (2001). 2001 Outlook for the Travel and Tourism. p. 277
2 : Institute of International Education (2001)




L
SAMPLE PACKAGES in MICHIGAN

http://www.michiweb.com/qolf/lodaina/specials/
http://www.golfpackages.com/michigan/

=) Fishing packages F
http://www.exploringthenorth.com/Znorthland/packages.html

=) Lodging packages

http://www.sanctuaryatwildwood.com/special.htm
http://wwwv. nline.com/Zmi/Zski.html




Eind a creative way: oh mixing and matching hetween

VAarieus, teWURS assets oy diffierenit SEgmERtS:

7

Chip Ahoy Vie-Day
A package for Vicky

A package for Dr. Holecek A 2-hour spa session

A gaming coupon of $20 value

follow m
for a two hour stay followed ac:n doa 5;583: c:u n?jziacge
by wine tasting tour and a 't - $100
gourmet dinner at a concert -

restaurant - $100




Use themes and USPs—

2.0, PATRICT IS

“know your county”,
“know other counties” and
“become a state”.




Partner andicopperate With diffiereni: players
e the IndustRy/-

COORPERATIVE MARKETING

community, CVBs, local businesses,

Economic Development Offices should
collaborate to harness the opportunities in
the market for mutual benefits.

= Involvement of travel agents is crucial
because package travelers are far more
likely to use their help (64%b in the HHS).




Use I - pessikle-

CONVERGENCE MARKETFING

media in an attempt to develop more
comprehensive communication and to
eventually gain competitive advantage.

=) Also implies the connection to partners’
online media when cooperative
marketing is implemented.




are online travelers.

= In 2000, 59.4 million U.S. adults used the
Internet to make travel plans, and 24.7
million U.S. adults used the Internet to
make travel reservations in the past year

Source: http://www.tia.org/Travel/internetuse.asp




Types of Internet Sites Used for Travel Planning
(Among 59.4 million Online Travelers
Who Used the Internet to Make Travel Plans)

Search Engine Sites

Company Sites

Destination 5ites 6.3%

Online Agency Sites M

Special Interest Sites 30%

Hewspaper/Magazine Sites 16%

Community Sites 15%

Travel Guide Sites j

e 0% 20% 30% 4% S50% 60% §0%  80%  90%

ocorce: Travelers' Use of the Internet, 2000 Edition
Trave! Industyy Associationh of America

Source: http://www.tia.org/Travel/internetuse.asp

Asli D. A. Tascl & Azlizam Aziz June 30, 2005 -




Arsample: el 1N
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software professionals.

=) Tour operators can create a range of tour
components or options form full to open
packages.

=) Online reservation confirmation 24 hours
a day.

=1 Ability to network with the partners.

or

For more info, visit: http://4seasons.travel.world.net/tour op.html




=1 Initiate and support research on package
travelers.

= Create enticing packages at affordable
prices.

7 Cooperate, communicate, and converge.

=) Reap the benefits: lower costs, lower risks,
higher profits, and stable business.
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