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Section 1
Project Overview
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The main objective of this project is to better understand Visitors (FL
Residents and Non-Residents) and Non-Visitors (FL Residents) to Florida
State Parks in terms of their:

eDemographics

ePark usage behaviors/barriers

eReaction to promotional offers

eAppeal of ideas for enhancing the visitor experience
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The overall research plan divides the project into two (2) key
tasks:

1.Assessment of Florida Residents’ and Non-Residents’ visitation
to Florida State Parks (intercept study at 15 state parks)

2. Assessment of Florida Residents who have not visited a Florida
State Park in the past year (Non-Visitor online study)

5
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Project overvie Data Collection Amonag Pa 0

Intercept surveys among park visitors were conducted between
October 17t and November 234, 2013.

Interviewers approached visitors, screened them for being over 18 years
old, and then had them complete the survey using a handheld electronic
“tablet” device or paper questionnaire. Respondents were offered the
option of the survey being self-administered or interviewer administered.
The survey was about 5 minutes long.

Listed below are the details regarding data collection at the parks.

A pretest was conducted at Wekiwa Springs State Park in Apopka.
interviewers completed 49 surveys among park visitors. (29 among
Residents and 20 among Non-Residents).

* Following the pretest, the main set of interviews were conducted over a 5
week timeframe.

* Interviews were conducted at 3 parks within each of the 5 park regions.
 Each interviewer had 3 electronic devices to use plus the paper surveys.

* Interviews were conducted primarily on the weekend, 7-9 hours per day.
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Interviews with Florida residents who have not visited a Florida State Park
within the past 12 months were conducted ONLINE between Nov 11th
and 15t 2013. This survey was an average of 5 minutes.

The Florida residents that have not visited a Florida State Park in the past
12 months were recruited against the following criteria:

Over 18 years of age

Have lived in Florida continuously for more than 6 months
Have not visited a Florida State Park in the past 12 months
Equally divided across the 5 Districts
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Listed below are the sample sizes for each research task of the project and
the resulting confidence intervals in total and for each of the five districts.
The next page lists the number of interviews conducted among Residents
and Non-Residents in each of the parks where the interviews were

conducted.

Visitor Study:

- Intercept Study
5 districts; 3 parks per district
N=3972 (target: 3800)
- N=794 average per district (target: 780)
Confidence Interval for Total Sample: 1.5%
Confidence Interval for Each Region: 3.4%

Non-Visitor Study (FL Residents only):

- Online study

- N=382 (target: 380)

- N=76 average per district (target: 76)
Confidence Interval for Total Sample: 4.9%
Confidence Interval for Each Region: 11.0%
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Locations for On-Site Interviews and Sample Sizes

Park Name

TOTAL

FL Resident
Visitors

Non-Resident
Visitors

Sebastian Inlet State Park 175 144 31
Anastasia State Park 258 224 34
Central : :
Wekiwa Springs State Park 365 287 78
TOTAL 798 655 143
Crystal River Preserve State Park 120 103 17
Paynes Prairie Preserve State Park 207 183 24
Northeast :
Ft. Clinch State Park 465 348 117
TOTAL 792 634 158
Edward Ball Wakulla Springs State Park 294 199 95
Northwest Alfred B. Maclay Gardens State Park 163 148 15
Grayton Beach State Park 325 208 117
TOTAL 782 555 227
John Pennekamp Coral Reef State Park 364 164 200
: . 1
Southeast Bill Baggs Cape Florida State Park 269 93 76
John U. Lloyd Beach State Park 163 137 26
TOTAL 796 494 302
Delnor-Wiggins Pass State Park 315 224 91
Honeymoon Island State Park 212 144 68
Southwest : ,
Weeki Wachee Springs State Park 277 203 74
TOTAL 804 571 233




Florida State Park Visitors
Place of Residency (n=3972)
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Florida State Park Visitors
Qut-of-State US Visitors — State of Residency (n=752)
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Florida State Park Visitors

@6 Foreign Tourists — Country of Residency (n=311)
Q\S\'\ ©
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\ J

*Qther countries was mentioned by 14% of the respondents.
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Section 2
Florida State Park Visitors
FL Residents vs. Non-Residents

This analysis is based on n=3972 Visitors who were
Intercepted in 15 different parks between October 17

and November 23, 2013. All of the stat testing is
conducted at the 95% confidence level.
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Florida State Park Visitors — Visiting Party Compaosition

Total FL Resident Visitors Non-Resident Visitors®

My husband/wife - 47% - 43% - 58%
rionds - 26% ‘ 29% - 20%
Children aged 12 and under . 16% . 17% l 13%
My boyfriend/girlfriend . 14% . 14% . 12%

Relatives other than parents, l 9% I 8% . 13%

grandparents, or husband/wife

Children aged 13-17 I 7% I 1% I 6% *Includes Foreign Tourists.

Parents I 7% I 7% I 8%
All other were

mentioned by less
Children aged 18 or more I 6% I 5% m 8% than 5% of the ,14

respondents each. &“ﬂ |
/ Significantly Above / Below Total. brainpower. trust. \)




Florida State Park Visitors
Number of (Any) FL State Park Visits in ) -
Past 12 Months R 5 Orsf

t R
ISTLOTS \Y
=8972) | (1=2909)  (n=1063)

Avg. Number of Park Visits in P12M 8.0

This is my first visit in the past 12 months 31% 17% 67%

2-3 times 23% 25% 20%

4-6 times 15% 18% 6%

7-9 times 7% 9% 2%

10-12 times 7% 9% 2%

13-15 times 3% 4% 1%

16-18 times 2% 2% 0%

19-21 times 2% 3% 0%

22-24 times 2% 2% 1%

25-27 times 1% 1% 0%

28-30 times 1% 2% 0%

31-36 times 1% 1% 0%

37-43 times 1% 1% 0%

44-50 times 1% 1% 0%

Over 50 times in the past 12 months 4% 6% 1%
*Includes Foreign Tourists. 15
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Florida State Park Visitors
Demographic Profile — Age and Gender

Avg. Age
18 to 24
25t0 34

35to0 44
45 to 54
55to 64
65to 74
75 or older
Male
Female

*Includes Foreign Tourists.
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Florida State Park Visitors
Demographic Profile — Marital Status and Household Compaosition

Marital Status

Married

Single, never married

Separated/Divorced
Domestic partnership

Widowed

Other
People that Live in the HH
Spouse (husband/wife)

51%

62%

Children age 12 and under

Just myself

Children age 13-17

Roommate/friend

Significant other/domestic

partner

Children over the age of 18

Parents/Grandparents

Other

18% 18% 16%

17% 18% 16%

11% 12% 9%
9% 10% 6%
9% 10% 8%
8% 8% 9%
7% 8% 4%
2% 2% 2%

/ Significantly Above / Below Total.

*Includes Foreign Tourists.

brainpower. trust.
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Florida State Park Visitors — Among US Visitors
Demographic Profile — Ethnicity

Caucasian/White

Hispanic

African American

Asian or Pacific Islander

Some other ethnic background

*Includes Foreign Tourists.

/ Significantly Above / Below Total. brainpower. trust.
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Florida State Park Visitors
Park Visiting Party Size

= Ne)r)-

ozl Réa!gnt Rég!gnt
VISILOTS \/ISItors”

(n=3972) | (n=2909) (n=1063)

Avg. Size of Visiting Party 3.3 3.3
12% 4%
39% 35% 48% '
14% 14% 16%
16% 15% 19%
8% 8% 5%
4% 5% 3%
2% 2% 1%
7% 8% 4%

*Includes Foreign Tourists.

Significantly Above / Below Total. brainpower. trust.
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Florida State Park Visitors
Most Value About Florida State Parks

Total FL Resident Visitors Non-Resident Visitors*

Natural resources [ GGG NG c: T 2%
Scenic beauty |GG G TN cc0 T 600
wildlife M— 0100 T — 0100 T 03%
Recreational activities |G 40% T 12% T 369
Enjoyment provided [ 35% I 6% B 29%

“Sense of place” it creates [ 26% I 25% B 21%
Family-oriented activities [N 23% B 25% B 19%
Cultural resources | 22% B 23% B 19%

Educational activities [l 20% B 20% B 8%

*Includes Foreign Tourists.

Children’s activities [l 13% B 15% B 9%
Impact on the economy [l 12% Bl 13% B 9%

20

Community pride it fosters [Jj 10% M 11% N 6% >N

/ Significantly Above / Below Total. brainpower. trust. ‘{)




Florida State Park Visitors - Most Important Reasons to Participate in Qutdoor
Recreational Activities at Florida State Parks

Total

FL Resident Visitors

To see nature/wildlife _ 58% _ 55%
T — 53%

For relaxation _ 52%
To participate in park activities - 30%
It is affordable - 29%
 live close to a park - 25%

For my physical fitness - 23%
For my mental well being - 22%
camping [l 20%
My kids want to visit . 10%

To spend time by myself l 7%

Other l 7%
/ Significantly Above / Below Total.

-1

e

Non-Resident Visitors*

6%
|| 4% *Includes Foreign Tourists.
W 7% 2
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Florida State Park Visitors
Seasons Visited Any Florida State Park in Past 12 Months

Total FL Resident Visitors Non-Resident Visitors*

Fall

(September, October, November)

87% 86% 92%

Spring

0
(March, April, May) 46%

16%

10%

Summer
(June, July, August)

45% 58%

*Includes Foreign Tourists.

Winter
(December, January, February) 38% 45% 16%
/ Significantly Above / Below Total. brainpower. trust.
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Florida State Park Visitors
% Will Make Much More Likely to Visit Florida State Parks

Non-Resident

Total FL Resident Visitors _ *
\isitors

Buy one, get one free Visitors Pass . 54%
50% off Visitors Pass on weekdays .42%
Extended park operating hours l32%

*Includes Foreign Tourists.

5/% 46%

45% 37%

35% | 24%

23
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ANele ~

A TURF Analysis helps optimize the Offers/ldeas by identifying the combination that
reach the broadest base of consumers with the least amount of cannibalization.

*The “optimal combination” that a TURF produces is best looked at as the set of
CORE OFFERS/IDEAS, or the “MUST HAVES.”

Identifying the MUST HAVES:

eStarting out with the most appealing offer/idea, we continue to add offers/ideas until
such time as the incremental reach is not statistically significant.

Note: A TURF provides guidance on offers/ideas at a conceptual level. Other
strategic considerations must also be made before deciding to add an offer/idea.

24
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Florida State Park Visitors - Total
TURF — Best Set of Offers

Buy One, Get One Free Visitor Pass 54%

50% Off Weekday Visitors Pass
60%

Extended Park Operating Hours
63%

25
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Florida State Park Visitors
Extremely Appealing Ideas to Encourage Florida State Parks Visitation

Total FL Resident Visitors Non-Resident Visitors*

Zip line tours - 32% - 35% - 23%
A special event package - 30% - 30% - 29%
Having access to Wi-Fi hotspots in the parks - 30% - 32% - 25%
el . ECE B
Special areas within the parks for pets - 29% - 33% - 17%
Holiday-themed activities - 28% -‘ 31% - 18%
Special “After 5 pm” events - 27% - 30% - 19%
Eco-tourism activities - 26% - 28% - 22%
A Kayaking/Canoeing class - 24% - 26% - 18%
Special “How-To” activity courses - 23% - 25% - 16%
Food Trucks in the parks - 22% - 24% - 16% u26

/ Significantly Above / Below Total. sIncludes Foreign Tourists. brainpower. trust.
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Florida State Park Visitors - Total
TURF — Best New Ideas

Zip Line Tours _ 3204
Special Event Package T — 1 790
Special Pet Areas T — 5570
L DL e ——————— 2"
O —

Discount Offers 69%

Specials After 5 PV NG 72%
Kayaking/Canoeing Class G 73%
Food trucks NG, 7300

Special How To Courses [N 739

brainpower. trust.
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Florida State Park Visitors
% Familiar with...

Total FL Resident Visitors Non-Resident Visitors*

Florida State Parks 76% 85% 52%

Florida Park Service

21% 26% 9%

None of the above 21% 12%

*Includes Foreign Tourists. 28

/ Significantly Above / Below Total. brainpower. trust. "
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Florida State Park Visitors
How Typically Get Information about Florida State Parks

Total FL Resident Visitors Non-Resident Visitors*

online search |G TG s T 59%
Friends [ 30% T 3% B 23%
Florida State Park website [ 29% I 2% B 22%
Family [l 20% B 20% B 19%
visit Florida [JJj 18% B 15% B 25% ’

Phone call to park [l 13% B 15% N 5%
Social media [ 13% B 14% N 9%
Vacation guide/ brochure [Jij 11% N 8% B 19%
Just drove by [ 10% B 10% W%

All other methods
were mentioned by

less than 5% of the News article J]5% N 5% /3%

respondents each.
29

Travel website []5% |1 4% N 8%

/ Significantly Above / Below Total.  *Includes Foreign Tourists. brainpower. trust.




Florida State Park Visitors
Preferred Method for Learning About New Products or Services

FL Resident Visitors Non-Resident Visitors*

34% 43%

Website

E-newsletter 22%

Brochure 17%

*Includes Foreign Tourists.

All other methods

were mentioned by
less than 5% of the
respondents each.

Social media 14% 14% 13%

/ Significantly Above / Below Total. brainpower. trust.
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Miles Willing to Travel to Attend a
Special Event at a Florida State Park

/

Florida State Park Visitors

Avg. Number of miles

Less than one mile
1-4 miles

5-9 miles

10-14 miles

15-19 miles

20-24 miles

25-29 miles

30-39 miles

40-49 miles

50-59 miles
60-69-miles

70-79 miles

80-89 miles

90-99 miles
100-149 miles
150-199 miles
200-249 miles
250-299 miles

300 miles or more

Significantly Above / Below Total.

1%

2%

3%

8%

7%

9%

7%

8%

3%

9%

5%

1%

1%

2%

6%

2%

1%

1%

7%

31
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Florida State Park Visitors
“Florida State Parks...the Real Florida” Meaning

Total FL Resident Visitors Non-Resident Visitors*

The natural environment of

0
Florida 62%

61% 64%

A place to connect with the 37% 20%
environment of Florida
What is unique to Florida 36% -38%
It's not commercialized 30%
What Florida used to be like 26% 28% 21%
32
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Florida State Park Visitors
Florida State Parks Visitation Barriers

Too far away

Too busy/not enough free time
Weather conditions

Cost for admission

Too crowded

Cost of the activities in the park
Just don’t think about it

Lack of facilities in the parks

All other reasons Not enough activities

were mentioned by
less than 5% of the Operating hours of the parks are

respondents each. not convenient

Nothing prevents me from visiting other Florida
State Parks

/ Significantly Above / Below Total.

Total

B

B 18%

- 2o
-

*Includes Foreign Tourists.

FL Resident Visitors

Non-Resident

L

B 15% ~33
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Section 4

Florida State Park Visitors

By District
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Florida State Park Visitors
Number of (Any) Park Visits in Northeast | No st | So st | Southwest

Past 12 Months Florida © Florida [ Florida = Floricla
o=792) | (=782 | (=96 | (n=sos)

Avg. Number of Park Visits in 8.5
R 24\Y .
This is my first visit in the past 12 40% 32%
months
2-3 times 24% 20%
4-6 times 13% 13%
7-9 times 6% 6%
10-12 times 8% 7%
13-15 times 2% 4%
16-18 times 1% 2%
19-21 times 2% 3%
22-24 times 1% 1%
25-27 times 1% 1%
28-30 times 0% 2%
31-36 times 0% 1%
37-43 times 0% 1%
44-50 times 0% 0%
Over 50 times in the past 12 1% 6%
months
35
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Florida State Park Visitors by Regions
Demographic Profile — Age & Gender
Avg. Age 45 42 47 47 44 47
8 to 2/ 12% 19% 9% 13% 8% 10%
0 3¢ 19% 22% 17% 16% 23% 16%
0 44 20% 20% 20% 17% 25% 19%
45 to 5¢ 19% 16% 17% 20% 20% 20%
0 6/ 17% 13% 19% 20% 16% 20%
65 to 74 11% 9% 14% 12% 7% 12%
or olde 2% 1% 3% 2% 1% 3%
ale 50% 56% 53% 49% 52% 41%
— 0 44% 47% 51% 48% 59%

Significantly Above / Below Total.
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Florida State Park Visitors by Regions
Demographic Profile — Marital Status and Household Compaosition

TN | e | S | R | S |
(n=792) (n=782)

(h=8972) | (n=798) | | | (n=796)  (n=804)

Marital Status
Married
Single, never married
Separated/Divorced
Domestic partnership
Widowed

Other
People that Live in the HH

Spouse (husband/wife) 57% 59%
Children age 12 and under 18% 15% 14% 17% 24% ' 19%
Just myself 17% 19% 18% 17% 18% 14%
Children age 13-17 11% 12% 10% 11% 11% 12%
Roommate/friend 9% 13% 12% 8% 4% 6%
Significant other/domestic 10% 10% 8% 9% 10%
partner 9%

Children over the age of 18 8% 8% 8% 8% 9% 8%
Parents/Grandparents 7% 9% 4% 5% 7% 8%
Other 2% 4% 1% 1% 2% 2%

/ Significantly Above / Below Total. brainpower. trust. t’




Florida State Park Visitors by Regions — Among US Visitors
Demographic Profile — Ethnicity

Ecenthal NoYHEaASt | NOTY; est | Seu ast | SeU est
E a =l a = a = a E a

(n=714) | (n=656) | (n=694) | (n=622)  (n=756)

Caucasian/White

Hispanic

African American

Asian or Pacific Islander

Some other ethnic
background

38
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Florida State Park Visitors by Regions
Demographic Profile — Place of Residency

6%

Foreign Tourists
B Out of State
B Florida Resident

Seu ast SeU st
= a = a

(n=796) (n=804)
39
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Florida State Park Visitors by Regions — Among FL Residents
Demographic Profile — FL Area of Residency

'@I Cential | Nenrtheast | Nor; est|Sou ast Sou est
Fl a El a El a El a = a

(n=655) | (n=684) | (n=555) | (n=494) (n=571)

Central Florida

Northeast Florida

Northwest Florida

Southeast Florida

Southwest Florida
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Florida State Park Visitors by Regions — Among Out-of-State Visitors
Demographic Profile — US Out-of-State Visitors State of Residency
Top States

Central Florida
(n=88)

13%
7%

GEORGIA

CALIFORNIA
ALABAMA 7%
NEW YORK 6%
MASSACHUSETTS 6%
PENNSYLVANIA 5%
MICHIGAN 5%
WASHINGTON

Florida
(n=118)

GEORGIA
PENNSYLVANIA
NEW YORK
ILLINOIS
NORTH CAROLINA 5%
NEW JERSEY 5%

21%
7%
5%
5%

\/ Northeast \/ Northwest\

Florida
(n=181)
GEORGIA
TENNESSEE
ALABAMA
PENNSYLVANIA
INDIANA

\ /

\

23%
10%
9%
7%
5%

Florida
(n=178)

CALIFORNIA
PENNSYLVANIA
NEW YORK
ILLINOIS
NEW JERSEY
GEORGIA

/

All other states were mentioned by less than 5% of the

respondents each.

L

/ Southeast \/

MASSACHUSETTS 9%

(n=187)
NEW YORK
ILLINOIS
GEORGIA
CALIFORNIA
MICHIGAN

9%
7%
6%
6%
6%
5%

N

Southwest
Florida

11%
9%
8%
6%
6%

brainpower. trust.
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Florida State Park Visitors by Regions — Among Out-of-State Visitors
Demographic Profile — Foreign Tourists Country of Residency
Top Countries

Central Florida
(n=55)

20%
16%
9%
9%
7%
5%
5%

Canada

United Kingdom
Germany
Puerto Rico
Other

India

Ireland

\/ Northeast \

Florida
(n=40)

Canada
United Kingdom
Other
Germany
Italy
Russia

France

Norway

All other states were mentioned by less than 5% of the

respondents each.

L

28%
18%
15%
10%
8%
5%
5%

AN

Florida
(n=46)
Canada
Germany
Other
France
Brazil

Russia

/ Northwest \

30%

17%

15%
9%
9%
7%

Florida
(n=124)
Canada
Other
Germany
United Kingdom
Brazil

Russia

L

/ Southeast \

19%
18%
17%
15%
7%
5%

N

-

Florida
(n=46)
United Kingdom

Canada
Other
Germany
MICHIGAN

Southwest

24%

20%

11%
7%
6%

42
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