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Executive Summary

¢ The survey was conducted at the Washington Sportsmen’s Show, 2009, which attracted
approximately 37,500 attendees. The show included many different vendors and exhibitors
offering things such as guided hunting and fishing trips, hunting and fishing equipment, campers,
etc.

+ Show attendees who visited one or both of the Montana travel region booths were asked to
participate in the survey. A response rate of 81% was achieved (218 surveys).

+ Most respondents were from Washington, and 88% had taken a leisure trip to Montana before.

4 54% of respondents were gathering information for a trip in 2009 at the consumer show.
Likewise, 54% of respondents had already decided to visit Montana in 2009.

¢ Approximately half of the respondents were considering visiting Glacier Country, and half
were also considering visiting during the summer.

¢ The three most highly considered activities for respondents’ visits to Montana in 2009 were
fishing/fly fishing, hunting and camping.

+ Most people who stopped at the travel region booths spoke with a booth representative and
picked up information. Many of them were looking for maps or updated information at the
booths.

¢ The majority of booth visitors were very satisfied with the information (76%) and service
(82%) they received.

¢ The majority of respondents had a positive image of Montana as a travel destination. Some of
the common words and phrases they used to describe Montana included: big sky, clean, friendly
people, nature, peaceful, recreation, scenic and uncrowded.
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Introduction

Consumer shows can be a very good way for tourism marketers to reach a large number of
consumers with common interests at once. Travel shows, hunting shows and boat and RV shows,
for example, obviously attract people who are interested in those types of activities. If tourism
marketers have something to offer which fits within the niche of a particular consumer show,
they have a chance to interact, one on one, with members of a large and focused group who have
a high likelihood of being interested in the products or services being offered. Many people
attending consumer shows are also very interested in making a purchase or scheduling a service
on the spot or gathering information to do so in the immediate future. As it says on the
O’Loughlin Trade Shows website, “Tens of thousands of serious buyers mean serious business
for exhibitors... There simply isn’t a more cost-effective way to meet prospects face-to-face,
build lasting relationships and make sales immediately and for months afterwards” (2009).

While exhibiting at consumer shows can be a very cost effective means of marketing,
particularly if the show is a success for exhibitors, it does not mean it is inexpensive. Costs for
exhibiting at consumer shows include paying for the space in which to display the products or
services; paying for any necessary “extras” such as extra electric hookups, display tables, booth
decorations, etc.; the costs to ship or transport the exhibit supplies such as a booth backdrop and
informational brochures; and the cost of traveling to the consumer show’s location and
accommodations while there.

Tourism marketers often have a difficult time trying to weigh the costs and benefits of exhibiting
at consumer shows. Both the costs and the benefits can be substantial and have to be evaluated
for each individual consumer show. Every consumer show is different, in terms of location,
theme, attendance, and season. What defines success at a consumer show is different for each
exhibitor, as well, so a show that has great potential for one exhibitor may not be worth the effort
and expense for another. In light of this, the case study described here was undertaken in an
effort to answer several questions about attendees at the Washington Sportsmen’s Show, held in
Puyallup, Washington in January, 2009.

Methods

Consumer shows are very different from one another making it difficult to generalize any
observations made about them. Therefore, it was decided that this would be a case study
focusing on just one consumer show. The overarching purposes of the study were:

1. to analyze the likelihood to visit Montana by attendees at consumer shows who stop at travel
region booths, and

2. to assess the image these attendees have of Montana after talking to Montana representatives
at the booth.



A study undertaken by Tourism British Columbia in 2005 and 2006 was used as a model for the
development of this survey and methods used for administering it at the Washington
Sportsmen’s Show. Two Montana travel regions, Russell Country and Missouri River Country,
had exhibits at the show, and visitors to their booths were asked to participate in the survey.

The Washington Sportsmen’s Show was held in Puyallup, Washington, January 21-25, 2009.
Four surveyors from ITRR attended the show to conduct the survey on January 22", 23" and
24™ The surveyors approached show attendees as they left the Montana travel regions booths to
see if they would be willing to participate in the survey. People who talked with the
representatives at either booth or picked up any of the literature provided at either booth
qualified to participate in the survey. If they were willing to participate, the surveyors asked each
participant a set of questions. In addition to asking demographic questions, the surveyors asked
about participants’ plans for travel during the year, how satisfied they were with their experience
at the tourism region booth or booths, and about their image of Montana as a travel destination.
The results of the survey questions are presented in the following section.

In addition to answering the survey questions, each participant was asked for permission to be
contacted at the end of the year to see whether or not they had actually traveled to Montana
during 2009. A follow-up survey will be sent to the people who provided contact information in
December, 2009, and the results will be presented in a separate report.

Additionally, hourly counts were conducted to get an idea of the flow of foot traffic during the
day. The number of people who stopped by the booths (either to talk to a representative or to
collect information) and the number of people who passed by without stopping were each
counted. The amount of printed materials given away to show attendees during the show was
also estimated by the two tourism regions.

Results

Total visitation

Total visitation to the show was approximately 37,560 people over the course of five days.
Saturday was the busiest day, with just over 12,800 people attending, and Wednesday was the
least busy day with just over 4,800 people attending. Attendance on Thursday, Friday and
Sunday was approximately 5,375, 6,540 and 8,020, respectively. (Personal communication, Bill
O’Loughlin).

Flow of foot traffic in the vicinity of the Montana travel regions booths
For five minutes each hour, the number of people passing by the Montana travel regions’ booths
and the number of people stopping at the booths were counted. Each count was multiplied by 12




































Many of the survey respondents already had a positive image of Montana as a travel destination,
so this image wasn’t necessarily changed by their stops at the travel region booths. Although
their images weren’t changed, it was a great opportunity for the exhibitors to further confirm
those positive images, perhaps convincing show attendees that it is time to visit Montana again!

Conclusions

This case study shows that, while not all consumer shows are great venues for attracting first-
time visitors to Montana, it can still be worth the effort or expense to attend. Consumer shows
can be a place to attract repeat visitors and inform them of new and different things to do and
places to visit. It remains to be seen how many of the survey respondents who indicated that they
were at least considering travel to Montana in 2009 actually visited the state. The follow-up
survey, which will be distributed in December, 2009, will shed some light on this question.
Results of that survey will be published in a separate report.
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