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Overall, 7.3 % of the travelers have participated in two or more travel activities associated with agro-tourism (i.e., gone to afarmer’s fair or
market with traveling; visited a pick-your-own farm or participating in a harvest; staying at a working farm or guest ranch). During the past
two years, 33 % of travelers have participated in at least one of these three agro-tourism activities while traveling in the last two years. There
was no meaningful difference between Canadians and Americans in the likelihood of participation in agro-tourism while traveling.

Female travelers, and especially female Canadian travelers, were slightly more likely to have participated in agro-tourism activities while
traveling during the past two years than were males. Participation in agro-tourism also increased as the income of the household increased,
but was unrelated to the level of education of the traveler. Overall, Affluent Families and Affluent Mature and Senior Couples represent the
prime target markets for agro-tourism.

Those who travel domestically were more likely to participate in agro-tourism while on a trip than those who travel internationally. While
the TAMS database is inappropriate to determine what types of trips were taken when the traveler participated in agro-tourism activities, the
data suggests that such activities are more likely to be participated in during shorter-haul domestic vacation, than international or longer haul
trips.

Those with an interest in agro-tourism were more likely to have sought out vacation experiences that allow exploration and learning. They
were also more likely to participate in outdoor activities with a nature theme such as hunting & fishing, canoeing & kayaking and hiking &
biking and to have visited zoos, aguariums and planetariums. They were also more likely to have exhibited increased interest in new tourism
attractions with a nature theme such as an overnight train ride through natural terrain, a games park or games preserve with wild life viewing
areas, wine tours, forestry and mining tours and a world class fishing tournament. Those with a high interest in agro-tourism were also more
likely to have sought our French Canadian cultural experiences and opportunities to learn through visits to aboriginal attractions and
heritage attractions. Overall, those with an interest in agro-tourism are likely to be responsive to opportunities to learn and explore nature or
different cultures.

In both Canada and the United States, travelers who exhibited a high interest in agro-tourism were more likely to have a more favourable
impression of Canada and Ontario than those who were not interested in such activities. This suggests that these markets may be more
predisposed to consider Canada and Ontario as a travel destination.




Background

An association of Canadian Tourism Ministries and organi zations have collaborated to conducted two large scale surveysto
assess the travel activities and motivators of pleasure travel among Canadians and Americans.

This survey, known asthe Travel Activities and Motivation Survey (TAMS), represents the comprehensive assessment of
travel behavior and motivators and provides arich and authoritative database by which to develop marketi ng strategies and
travel products to attract visitors to Canada and Ontario.

A series of anal yses are being conducted using the TAMS database to explore the travel patterns of the marketplace as well
as the factors which motivate travel behavior. The TAMS database consisted of a tel ephone survey and a self-compl eted
mail-back survey. The survey was conducted i n Canada and the United States between September 27, 1999 to April 16, 2000.
The telephone survey was completed by 28,397 individualsin the United States and by 18,385 individual s in Canada.
Respondents were selected randomly within the househol d. Persons participating i n the tel ephone survey who had traveled in
the past two years or expressed interest intravel in the next two years were asked to compl ete a mail-back questionnaire.
Overall, 40,271 qualified for the mailback questionnaire. Of these 11,892 (29.4 %) returned usable questionnaires. The
response rate was higher in Canada with 5,490 (35.2 %) returning the questionnaire while 6,405 (26.0 %) of the U.S.
respondents returned the questionnaire.

This current study exami nes interest in agricultural tourismor “agro-tourism’ (i.e., visiting a farmers’ fair or market, visiting
apick-your-own farmor participatingin a harvest, stayi ng at aworking farmor guest ranch) while traveling during the past
two years. The database was used to identify sectors of the market that exhibit a moderate interest or highinterest in agro-
tourism. This report provides the demographic profile, Canadian travel activities, Canadian travel intentions, vacation
experiences sought duri ng the past two years, vacation activities participated i n during the past two years, media consumption
habits, information sources consulted to plan brief and longer vacations and i mpressions of Canada and Ontario relative to the
interest shownin agro-tourismwhile traveling. This report aso provides an overall market potential to identify those
segments that offer the best potential for marketing, advertising and promotional activities designed to promote Canada’ s and
Ontario’ s agro-tourism activities.




Agro-Tourism Interest Index
Construction of the Index
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The TAMS Mailback survey contained three items specifical ly associated with agro-tourismwhile
traveling that were used to construct an overall Agro-Tourism Interest i ndex. These were as follows

*Whether the respondent had visited afarmers’ fair or market while traveling in the past 2
years.

*Whether the respondent had visited a pick-your-own farm or participated ina harvest while
traveling inthe past 2 years.

*Whether the respondent has stayed at a working farmor guest ranch while travelingin the
past 2 years
Those who had done none of these activities during the past two years were considered to exhibit a
“low interest” inagro-tourismwhile traveling. Those who had participated in one of the three
activities were considered to exhibit a“ moderate i nterest” and those who had participated in two or
all three activities were dassfied as manifesting a“ highinterest” i n agro-tourism.




Interest in Agro-Tourism
Canada versus United States
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Based on Participation in Agricultural-Related Activities While Traveling in the Past 2 Years

Canai

L

Base: Percent of Population (18 Plus) Who Either Traveledin Last 2 Yearsor Intendsto
Travel in Next 2 Years

There was no difference inthe level of interest exhibited in agro-tourism between
Americans and Canadians. Overall, about 7.3 % of the adult travel ers exhibit a high interest
in agro-tourism travel activities while about 33 % in both countries had participated in at
least one of the three agricultural-related activitieswhile on a trip during the past two years.




Interest in Agro-Tourism

Canada: By Province
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Based on Participation in Agricultural Related Activities While Traveling inthe Past 2 Years

Base: Percent of Population (18 Plus) Who Either Traveledin Last 2 Yearsor Intendsto
Travel in Next 2 Years

Among Canadians, interest in agro-tourismwas highest in Alberta and New Brunswick.
Thereis also above average interest i n agro-tourismin P.E.| (based on avery small sample),
Nova Scotia and Ontario. Those from Quebec were the least likely to exhibit aninterestin
agro-tourism.




Interest in Agro-Tourism
United States: By Region
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Based on Participation in Agricultural Related Activities While Traveling inthe Past 2 Years
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Thelevel of i nterest manifested i n agro-tourismwas relatively uniform across the regions of
the United States. However, the i ncidence of participationin at |east one agro-tourism
activity during the past two years was slightly higher in the Pacific/Hawaii Regionthanin
other regions of the United States.




Interest in Agro-Tourism
Canada: By Demographics
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Based on Participation in Agricultural Related Activities While Traveling inthe Past 2 Years
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Base: Percent of Population (18 Plus) Who Either Traveledin Last 2 Yearsor Intendsto
Travel in Next 2 Years

In Canada, females were 51 % more likely than malesto exhibit a highinterestin agro-
tourismand 23 % more likel y to be moderately interested i n such activities. The level of
interest on agro-tourismwas unrel ated to the education level of the respondent, but
increased as the household income increased. Overall, the pri me markets for agro-tourism
are moderate to highincome families and mature/senior couples.
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Interest in Agro-Tourism
United States:By Demographics
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Based on Participation in Agricultural Related Activities While Traveling inthe Past 2 Years

Base: Percent of Population (18 Plus) Who Either Traveledin Last 2 Yearsor Intendsto
Travel in Next 2 Years

There was less variation in the interest in agro-tourism across the various sectors of the
market in the United States rel ative to Canada. However, mature couples were more likely
to exhibit aninterest i n agro-tourismwhil e traveling than other sectors. The level of interest
in agro-tourism al so increased as the household income increased. Overall, the prime target
market for agro-tourismin the United States are moderately to high i ncome mature couples.
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Interest in Agro-Tourism
Canada: By Market Segment
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Based on Participation in Agricultural Related Activities While Traveling inthe Past 2 Years

Base: Percent of Population (18 Plus) Who Either Traveledin Last 2 Yearsor Intendsto
Travel in Next 2 Years

Interms of the market segments (see technical notes) in Canada, interest in agro-tourism
was highest among Affluent Families. Mainstream Mature Couples and Affluent Mature
and Senior Couples also exhibited an above average participation rate in agro-tourismwhile
traveling during the past two years. These are the prime markets for such tourism activities.

Technical Note

The market segments used in this analysis have been derived using the OTMP tracking
database. See Appendix Two for a description of each of these segments.
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Interest in Agro-Tourism
United States:By Market Segment
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Based on Participation in Agricultural Related Activities While Traveling inthe Past 2 Years

Base: Percent of Population (18 Plus) Who Either Traveledin Last 2 Yearsor Intendsto
Travel in Next 2 Years

A similar patternwas observed inthe United States with the Affluent Families and Affluent
Mature and Senior Couples most likely to have participated in agro-tourism activities while
traveling inthe past two years. Mainstream Couples and Affluent Singles also exhibited an
above average interest in such activitiesin the U.S. market. These represent the pri me tar get
markets for agro-tourism.

Technical Note

The market segments used in this analysis have been derived using the OTMP tracking
database. See Appendix Two for a description of each of these segments.
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Interest in Agro-Tourism
Canada vs. U.S.: By Trips In Canada Last 2 Years
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Based on Participation in Agricultural Related Activities While Traveling inthe Past 2 Years

Base: Percent of Population (18 Plus) Who Either Traveledin Last 2 Yearsor Intendsto
Travel in Next 2 Years

In Canada, those who traveled domestically were only 107 % more likely to have
participated in two or more agro-tourism activities and 72 % more likely to have
participated in at |east one activity of this nature. Thus Canadian domestic travelers were
much more likely to exhibit aninterest i n such activities than those who have not traveled
domestically during the past two years. Travel ers to Canada from the United States were
only 35.4 % more likely to have participated in at |east one agro-tourism activity while
traveling than those who did not take a trip to Canada. This indicates that agro-tourism
vacation activities are more likely to be undertaken as part of a domestic vacation rather
than as part of a vacation to another country.
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Interest in Agro-Tourism
Canada: Interest By Province Traveled To
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Based on Participation in Agricultural Related Activities While Traveling inthe Past 2 Years

Base: Percent of Population (18 Plus) Who Took At Trip to Each Province During the Last 2
Years

In Canada, there was a weak associ ation between i nterest i n agro-tourism and the provinces
visited during the past two years. However, those who exhibited aninterest in agro-tourism
were somewhat |ess likely to have visited Quebec than other provinces and slightly more
likely to have visited Prince Edward Island. The decreasein travel to Quebec reflects the
fact that those from Quebec exhibited less interest in agro-tourism and were also more
likely to have taken a trip within the province of Quebec.
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Interest in Agro-Tourism
United States: Interest By Province Traveled To
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on Participation in Agricultural Related Activities While Traveling inthe Past 2 Years

Base: Percent of Population (18 Plus) Who Took At Trip to Each Province During the Last 2
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There was only aweak associ ation between the level of interest exhibited in agro-tourism
by Americans and the province visited during the past two years. However, those with an

interest i n agro-tourismwere more likely to have visited P.E.I. and Nova Scotia than other
provinces and less likely to have taken atrip to Alberta.
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Interest in Agro-Tourism
Intentions to Travel to Canada in Next Two 2 Years
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Based on Participation in Agricultural Related Activities While Traveling inthe Past 2 Years

Base: Percent of Population (18 Plus) Who Either Traveledin Last 2 Yearsor Intendsto
Travel in Next 2 Years

The likelihood of taking a trip within or to Canada duri ng the next two years increased
slightly asthe level of interest in agro-tourismincreases. This association was stronger in
Canada than in the United States. This result reflects the fact that Canadians who travel
domestically are more likely to be i nterested i n agro-tourism activities.
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General Vacation Experiences Sought
During Pleasure Travel in the Past 2 Years
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By Interest in Agro-Tourism Based on Participation While Travelingin Past 2 Years

Base: Total Population (18 Plus) Who Took a Trip inthe Last Two Years: Canada & U.S.
(Mailback Survey)

Those with a high i nterest i n agro-tourismwere more likely to have sought out vacation
experiences associ ated with expl oration, sports and learni ng vacation (e.g., to participate in
a hobby or sport) and socializing with family and friends. Advertising and promotional
material s designed to promote agro-tourism should emphasi ze the opportunities for learning
and the ability to spend quality time with one' s spouse/partner or children.

Technical Note

This analysisis based on afactor anal ysis of the vacati on experiences sought during the past
two years. See Appendix Three for a description of the i ndividual items associated with
each of these factor scores. The factor scores for each di mension are determi ned by the
weighted sum of all items. The weight for each item is determined by how much theitemis
correlated with the overall factor score. Factor scores are standardized with an average of
“0” and a standard deviation of “1”. A value of “0” means thet the travelersin the group
exhibited an average tendency to pursue a given vacation experience. Progressively more
positive val ues indicate that the travel ersin the group were progressively more likely to
have pursued the vacation experience. Progressively more negative val ues indicate that the
travelers within the group were progressively lesslikely to have pursued the vacation
experience.
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OQutdoor Activities Sought
During Pleasure Travel in the Past 2 Years
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By Interest in Agro-Tourism Based on Participation While Travelingin Past 2 Years

Base: Total Population (18 Plus) Who Took a Trip inthe Last Two Years: Canada & U.S.
(Mailback Survey)
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Those with a high i nterest i n agro-tourism tended to be more active in most outdoor
activities than those who were not i nterested. This was especially apparent for team sports,
natural site seeing and swimming & sun bathing. They were also more likely to have
participated in nature-orientated outdoor activities such as hunting & fishing, canoeing &
kayaking and hiking & biking. Clearly there is a nature-theme in those activities pursued by
persons who have participated in agro-tourism activities. This suggest that the promotion of
agro-tourism should stress the opportunities to experience nature.

Technical Note

This analysisis based on a factor anal ysis of the outdoor vacation activities sought during
the past two years. See Appendix Four for a description of the individual items associated
with each of these factor scores. The factor scores for each dimension is determi ned by the
weighted sum of all items determined by how much any givenitemis correlated with the
overall factor score. Factor scores are standardi zed with an average of “0” and a standard
deviationof “1". A value of “0" meansthat the travelersin the group exhibited an average
tendency to pursue a given vacation experience. Progressively more positive val ues indicate
that the travelersinthe group were progressively more likely to have pursued the vacation
experience. Progressively more negative val ues indicate that the travel ers within the group
were progressivey less likely to have pursued the vacati on experience.
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Cultural and Entertainment Activities Sought
During Pleasure Travel in the Past 2 Years
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By Interest in Agro-Tourism Based on Participation While Travelingin Past 2 Years

Base: Total Population (18 Plus) Who Took a Trip inthe Last Two Years: Canada & U.S.
(Mailback Survey)

|||||||||

Those with a high i nterest i n agro-tourismwhile traveling were also more likely to have
participated in French Canadian cultural experiences and to have visited zoos, aquariums
and planetariums. This reflects the fact that persons with an interest in agro-tourismare also
interested i n other learni ng experiences and especially those with a nature or cultural theme.

Technical Note

*Thisanalysisis based on a factor analysis of the culture and entertai nment vacation
activities sought during the past two years. See Appendix Five for a description of the
individual items associated with each of these factor scores. The factor scores for each
dimensionis determi ned by the weighted sumof all items determined by how much any
givenitemis correlated with the overall factor score. Factor scores are standardized with an
average of “0" and a standard deviation of “1”. A val ue of “0” means that the travelersin
the group exhibited an average tendency to pursue a given vacation experience.
Progressively more positive val ues indicate that the travelersinthe group were
progressively more likely to have pursued the vacation experience. Progressively more
negative values indi cate that the travel ers within the group were progressively less likely to
have pursued the vacation experience.
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Accommodation-Related Activities Sought
During Pleasure Travel in the Past 2 Years
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By Interest in Agro-Tourism Based on Participation While Travelingin Past 2 Years

Base: Total Population (18 Plus) Who Took a Trip inthe Last Two Years: Canada & U.S.
(Mailback Survey)

Those with a high i nterest i n agro-tourismwere also more likely to have camped in public
camp grounds or the wilderness or stayed at | akeside or wilderness resorts. Thisagain
reflects the love of nature exhibited by such travelersin their vacation purstits.

Technical Note

Thisanalysisis based on afactor anal ysis of the accommodati on-rel ated activities sought
during the past two years. See Appendix Six for adescription of theindividual items
associated with each of these factor scores. The factor scores for each dimensionis
determined by the weighted sum of all items determined by how much any givenitemis
correlated with the overall factor score. Factor scores are standardized with an average of
“0" and a standard deviation of “1”. A value of “0" means that the travelersinthe group
exhibited an average tendency to pursue a given vacation experience. Progressively more
positive val ues indicate that the travel ersin the group were progressively more likely to
have pursued the vacation experience. Progressively more negative val ues indicate that the
travelers within the group were progressively lesslikely to have pursued the vacation
experience.
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Day & Overnight Touring Activities in the
Past 2 Years
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By Interest in Agro-Tourism Based on Participation While Travelingin Past 2 Years
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Base: Total Population (18 Plus) Who Took a Trip inthe Last Two Years: Canada & U.S.
(Mailback Survey)

Those with a highinterest i n agro-tourism, as well as those with a moderate interest, were
more likely to have taken tours of small towns and rural areas by personal vehicle during
the past two years reflecting their interest i n expl oratory vacation experiences with arural
theme. Those with a highinterest were also more likely have taken guided tours of the
country or city, wine tours as well as other types of tours. Clearly explorationis an
important di mension to the vacation activities of these travelers.

Technical Note

Thisanalysisis based on afactor anal ysis of the overnight tours taken during the past two
years. See Appendix Seven for a description of the i ndividual items associated with each of
these factor scores. The factor scores for each di mensionis determined by the weighted sum
of all items determined by how much any givenitemis correl ated with the overall factor
score. Factor scores are standardized with an average of “0” and a standard deviation of “1”.
A value of “0” means that the travelersin the group exhibited an average tendency to pursue
a given vacation experience. Progressively more positive val ues indicate that the travelersin
the group were progressively more likely to have pursued the vacation experience.
Progressively more negative val ues indicate that the travel ers within the group were
progressively less likely to have pursued the vacation experience.
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Sources of Information Consulted to Plan
Brief Vacations

Past experience/Been there before

Advice of friends/relatives

Internet/ World Wide We b

Atravelagent

Articles in new spapers/ magazines

An airline's reservation system

An auto club such as CAA/JAAA

Advertisem ents in newspapers/magazines

Travelinformation offices including printed materials

Travel information you received in the mail

Travel guides such as Fodder's or Michelin |:| Hi gh Interest
W Moderate Interest

W Low Interest

Programs on television

Other mentions

Advertisem ents on televis ion

Visits to trade/travel/sportsmen's shows
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By Interest in Agro-Tourism Based on Participation While Travelingin Past 2 Years

Base: Total Population (18 Plus) Who Took a Trip inthe Last Two Years: Canada & U.S.
(Mailback Survey)

|||||||||

Those with a high i nterest i n agro-tourismwere more likely to rely on the advice of family
and friends than others when planni ng brief vacations. They also consult alarger variety of
informati on sources when planning their brief vacations and especially newspaper and
magazi ne arti cles/advertising, travel information obtai ned fromtravel bureaus, travel
information received in the mail and travel guides. Those with a moderate interest in agro-
tourism also consult a larger array of i nformation sources when planni ng brief vacations
than those with low interest, but fewer information sources than those with a high i nterest.
The reliance on print material s when planni ng vacations suggests that agro-tourismis best
promoted through the print media, travel guides and direct mail campai gns.
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Sources of Information Consulted to Plan
Longer Vacations

Past experience/ Been there before

Advice of friends/ relatives

Atravel agent

Internet/ World Wide Web

An airline's reservation system

Anauto club such as CAA/AAA

Articles in news papers/magazines

Travel information offices including printed materials

Advertisem ents in newspapers/ magazines

Travel information you received in the mail

Travel guides such as Fodder's or Mic helin

Programs on television
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M Low Interest

Other mentions

Advertisem ents on television

Visits to trade/travel/sportsmen's shows
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By Interest in Agro-Tourism Based on Participation While Travelingin Past 2 Years

Base: Total Population (18 Plus) Who Took a Trip inthe Last Two Years: Canada & U.S.
(Mailback Survey)

|||||||||

Those with a highinterest i n agro-tourismwere more likely to rely on the advice of family
and friends when planning longer vacations as well. They were also more likely to consult
newspaper and magazine articles and advertising, travel information obtained from travel
bureaus, travel information received inthe mail, travel guides, trade shows and television
programs. Those with a moderate i nterest i n agro-tourism also consult alarger array of

infor mation sources when planning longer vacations than those with low interest, but fewer
infor mation sources than those with a hi gh interest. As with brief vacations, the heavy use
of newspaper and print materials when planni ng vacati ons suggests that agro-tourismis best
promoted through the print media, travel guides and direct mail campai gns.
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Interest in New Tourism Products
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By Interest in Agro-Tourism Based on Travel Activities (Part One of Two)

20% 30%

Percent Stating Attraction Would Make Them “A Lot More Interested” in Takinga Tripto
Ontario

Base: Total Population (18 Plus) Who Took a Trip inthe Last Two Years: Canada & U.S.
(Mailback Survey)

Respondents were asked whether each of sixteen new tourism attractions would make them
“alot moreinterested” intakingatrip to Ontario. Among the more popular tourism
attractions, those with a high interest in agro-tourism exhibited interest in activities with a
nature theme such as an overnight train ride through natural terrain, a games park or games
preserve withwild life viewing areas and garden attractions. High i nterest agro-tourism
travelers were d so more interested i n exploratory attractions such as an aboriginal museum
and heritage attractions with historical reconstructions.
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Interest in New Tourism Products

21% |
8% OHigh Interest

B Moderate Interest
B Low Interest

Acultural festival such as Mardi Gras

such as Disneyland

Awine region such as Napa Valley or Cote
d'Or in France

A nusical festival such as the Jazz Festival
in Montreal

Aforestry or mining attraction such as mine
tours

Afilm festival such as the Cannes Film
Festival

A musical attraction such as the Rock'n
RollMusuem, etc.

World class trophy fishing tournaments
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By Interest in Agro-Tourism Based on Travel Activities (Part Two of Two)

Percent Stating Attraction Would Make Them “A Lot More Interested” in Takinga Tripto
Ontario

Base: Total Population (18 Plus) Who Took a Trip inthe Last Two Years: Canada & U.S.
(Mailback Survey)

Among the tourism attractions w hich were somewhat | ess popul ar overall, those with a high
interest i n agro-tourismwere also more likely to be interested in wine tours, musical
festivals, forestry and mi ning tours and world class fishing tournaments. Clearly these types
of travelersare attracted to events and attractions that will give them interesting and
unusual vacation experiences.
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Media Index for Print Media: Canada &
United States
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By Interest in Agro-Tourism Based on Travel Activitiesin Past 2 Years
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Percent Reading Each Publication Type Among Those With An Interest in Agro-Tourism
By Percent Reading Each Type of Publication in General Market

Base: Total Population (18 Plus) Who Took a Trip inthe Last Two Years: Canada & U.S.
(Mailback Survey)

Mediaindexing for various types of print media (see Technical Note below) suggests that
travel magazi nes, the travel section of the newspaper, National Geographic, hobby
magazines and general interest magazines are the most efficient channel s by which to reach
those with a highinterest i n agro-tourism. These same print media sources are generally
efficient methods by which to promote agro-tourismto those with a moderate interest in
such activities.

Technical Note

The Media Index is computed by dividing the percent withi n each segment routinel y
reading each publication by the percent in the total market who routi nely reads each
publication. A score of 1.0 means that readership is the same as the total market. Index
values above 1.0 indicate that the readership is above average while index val ues below 1.0
indicate that readership is below average. For example, anindex value of 1.2 means that
persons very interested i n professional sports were 20 % more likely to read a particular
publication than the general adult population.
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Media Index for Television Programs: Canada
& United States

Movies shown on television
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By Interest in Agro-Tourism Based on Travel Activitiesin Past Two Years

Canadi

Percent Watching Each Type of Television Program Among Those With An
Interest in Agro-Tourism By Percent Watching Each Program Type in General Market

Base: Total Population (18 Plus) Who Took a Trip inthe Last Two Years: Canada & U.S.
(Mailback Survey)

Those with a high i nterest i n agro-tourism are more likel y to watch i nstructional and hobby
shows as well as nature shows, outcomes consistent with their interest inlearning and
nature.

Technical Note

The Media Index is computed by dividing the percent withi n each segment routinel y
reading each publication by the percent in the total market who routi nely reads each
publication. A score of 1.0 means that readership is the same as the total market. Index
values above 1.0 indicate that the readership is above average while index val ues below 1.0
indicate that readership is below average. For example, anindex value of 1.2 means that
persons very interested i n professional sports were 20 % more likely to read a particular
publication than the general adult population.
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Agro-Tourism

Percent Using Internet and Booking At Least
One Trip Using the Internet By Interest in
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Base: Total Population (18 Plus) Who Took a Trip inthe Last Two Years: Canada & U.S.
(Mailback Survey)

Use of the Internet as a source of i nformation and a media channel by which to book atrip
was unrel ated to the level of interest mani fested in agro-tourismwhile traveling.
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Destination Image Mapping
- Technical Explanation -
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Respondents were asked to assess the i mage of Canada and Ontario on aten poi nt rati ng scale for 25
image attributes. These ratings were factor anal yzed to identify to general image di mensions upon
which Canada and Ontario were eval uated (See Appendi x Eight for more details). The val ues of
Canada and Ontario were plotted on a destination map to i ndicate the positioni ng of Canada for each
type of respondent. If Canada or Ontario is found i n the upper left quadrant it is considered to offer
excell ence opportunities to experience culture and entertainment activities, but less likely to provide
opportunities to experience nature or participate in outdoor activities. If Canada or Ontario is found
inthe lower right quadrant, it is considered to offer excellent opportunities to experience nature and
participate in outdoor activities, but fewer opportunities for cultural experiences or entertai nment.
When Canada or Ontario isfound i n upper right quadrant, it is perceived as a hybrid destination
offering opportunities for both nature/outdoor experiences and cul ture/entertai nment experiences. On
the other hand, when Canada or Ontario is found in the lower left quadrart, itis either not well
known or has weak i magery on both i mage di mensions.
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Canada and United States
Canadian Vacation Imagery
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By Interest in Agro-Tourism Based on Travel Activitiesin Past Two Years

Base: Total Population (18 Plus) Who Took a Trip inthe Last Two Years Able to Rate Canada
On One Plus Attributes: Canada & U.S. (Mailback Survey): Circle Size Denotes Size of the
Market

IE,'."L:J:H]':'E

Those with a high i nterest i n agro-tourismwhile traveling generally had a more positive
impression of Canada than those with a moderate or low interest. This was especidly
apparent among Americans where those with a high i nterest i n agro-tourismwere much
more likely to view Canada as having much to offer inthe way of culture and entertainment
than other Americans. Among Canadians, those with a hi gh interest in agro-tourismwere
more likely to view Canada as having more to offer ininthe way of nature and outdoor
activities than those with a moderate or low interest i n agro-tourism.
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Canada and United States
Ontario Vacation Imagery
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By Interest in Agro-Tourism Based on Travel Activitiesin Past Two Years

Base: Total Population (18 Plus) Who Took a Trip inthe Last Two Years Able to Rate Ontario
On One Plus Attributes: Canada & U.S. (Mailback Survey): Circle Size Denotes Size of the

Market

The impression held of Ontario tended to i mprove as the level of interest in agro-tourism
increased. Thus, in both Canada and the United States, those with a high i nterest i n agro-
tourism perceived Ontario as a place with more to offer in terms of both culture &
entertainment as well as nature & outdoor activities. This may partially reflect the fact that
those who have participated in such activities were more sophisticated and knowledgeable
travelers and more likely to be familiar with Ontario’ s natural and cultural riches.
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Overall Market Potential
Interest in Agro-Tourism:Canada
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Interest in Agro-Tourism By Likelihood of Travel Within Canada (I ndexed)

Percent of Population (18 Plus) Who Either TraveledinLast 2 Yearsor Intendsto Travel in
Next 2 Years

The Overall Market Potential Index is constructed to identify those segments which are
most likely to be responsive to marketing, advertising and promotional initiatives designed
to promote agro-tourism. This Index i ndicates that i n Canada, Affluent Families represent
the prime target market for such initiatives. Other segments with above average interest in
agro-tourismincl ude Mai nstream Y oung Families and Affluent Mature and Senior Couples.
These segments represent the prime target groups for such promotional activities.

Technical Note

The Overall Market Potential Index is computed by multiplyi ng the percent who exhibit an
Interest i n agro-tourism rel ated vacation products and the percent likely to take atripin
Canada during the next two years. Thisindex is standardized such that val ues above 1.0
reflect above average market potential and val ues bel ow one reflect below average market
potential.
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Overall Market Potential
Interest in Agro-Tourism:United States
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Interest in Agro-Tourism By Likelihood of Travel To Canada (I ndexed)

.....

Percent of Population (18 Plus) Who Either TraveledinLast 2 Yearsor Intendsto Travel in
Next 2 Years

The Overall Market Potential Index for the United States shows a similar pattern as that
observed for Canada. However, inthe United States, the Affluent Mature and Senior
Couples and Affluent Families are more likely to be responsive to such i nitiatives. Affluent
Mature Singles, who often seek out novel vacation experiences, represent a secondary tar get
market for the promotion of agro-tourism to the U.S.

Technical Note

The Overall Market Potential Index is computed by multiplyi ng the percent who exhibit an
Interest i n agro-tourism rel ated vacation products and the percent likely to take atripin
Canada during the next two years. Thisindex is standardized such that val ues above 1.0
reflect above average market potential and val ues bel ow one reflect below average market
potential.
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