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INTRODUCTION 

This 2 Market Survey report was done jointly by the La Crosse Area 

Convention and Visitors Bureau (LACVB) and the University of Wisconsin-La Crosse 

Recreation Manageanent and students. The purpose of this report is to provide the 

LACVB and its business members with the latest trends on visitors to the La Crosse 

region. This survey study is the study; the previous study was done in 1998. This 

stcdy report will compare the two to show changing trends. Comparing the 1998 study, 

this 2000 survey study included some minor changes and a few new questions. The 2000 

report provides i n f o d o n  h m  both visitors and non-visitors who requested travel 

information Erom the LACVB. The actual survey instrument was inserted as a bounce- 

back card in the 2000 Area Visitor & Information Guide. 

A chance for a getaway weekend to La Crosse was the incentive for completing 

the survey. A total of 608 useable surveys werr received, 75.5 p a c a t  of which were 

completed by respondents who had actually visited the La Crosse area. Respondents 

were asked to complete the survey whetha they visitad or not. Reported data patauua 
. . 

8 

to the questions regarding the actual visit include only the respondents who visited. An 

explanation of the survey methodology and a sample of the survey instrument can be 

found in Appendices A and B respectively. 



P se ofthis study was to acquire visitor et information and 

it witb the previous 1998 study. The LACVB and La Crosse area businesses 

ey findin@ to better e tourism in the La Crosse 

More i f i d y ,  and ons from this rt will be used to make 

LACVB gns more effective and efficient. Equally important, LACVB 

bus this on to crucial market decisions within their 

. n e  foll * is a list of some of the key findings in this report: 

Origin of visitors 
for travel p 

Month of visit 
Type of visiting party 
Rcarcws for visiting or not vis 
Attractions and activities paaic in visit 
Type of lodging used 
Nights of week stayed 
Length of stay 
Daily per pemmn expenditures 



RESULTS 

ey results are divided into thte sections. In the fmt Section General 

Results, Tables 1 through 14 descfibe the collective gate results. In Section Two, 

Results by Region, Tables 15 through 18 desefibe s in a subdivided form by 

~ e a l  area. Finally, Section provides ion similar to Section 

One but represents only &ow visitors staying in La Cmsse hotel/motels. All tables, 

except for Tables 1,4,6, and 16, are b on re s h m  respondents who 

visited. Tables 1,4, and 16 include both visitor and non-Visitor en@, while Table 

6 hcludes non-visitors only. 



GENERAL RESULTS 

US-North c b t d  64 10.5 
Us-Ea%t 
U s - W e  d 

Total N.40% 100.Wh 

T.blelshowsthcsurvey 'P of origin. 

t b c r p s c i f i c ~ ~ ~  in Appendix C. La Cmmc's closest 



market includes the states of Wisconsin (46.7%), Minnesota ( 1  4.8%), Ninois (1  0.5%), 

and Iowa (8.9%). These four states have been subdivided for a more definitive market 

analysis. The next closest market is the North Central Region (US-NC), which 

includes the states of Indiana, Kansas, Kentucky, Michigan, Missouri, Nebraska, North 

Dakota, Ohio, and South Dakota. 

Market Region 1998 Percent of Visitors 2000 Percent of Visitors 

WI-NW 
WI-SC 
WI-NE 
MN - M- 
MN - SE 
IL-N 



Table 2 and Fi l provide ion on the origin of those respondents 

who did visit La C as scd to Table 1, wGeh shows both visitor and non-visitor 

responses. Lacrosse's in the year 2 an Southeast, Northwest, and 

South Central Wisconsin, C to 1998's visitation rates, it appears 

may have been a decline in visitors from N is and 

Wisconsin, while NorLhwestem Whlls in 's  visitation level may have increased 



Table 3 
Travel Miles 

N = number ofvisitors that responded to this question 

Respondents were asked to identify the number of miles La Crosse is from their 

home. Table 3 reveals that the largest portion of visitors, 67.6 percent, traveled between 

1 0 0  to 300 miles to reach La Crosse. Those who traveled 350 or more miles comprised 

the next largest segment, representing 17.8 p e n t  of the visitors. The average distance 

visitors traveled was 1 9 1 miles. ' 



Table 4 
Sou Uwd for Making Tnvcl Plaas 

N = 5- Vbitors 

Travel Guide 23 1 38.8 
190 3 1.9 
182 30.6 
1 74 29.2 
168 28.2 

e 155 26.1 
AAA 136 22.9 

125 21.0 
89 15.0 

Other 38 6.4 
Television 24 4.0 

* Total percent 1WA k a m e  more than one answer. Percent is based 
on ruarbrr of visiiom. not the of . 

were adcad to c k k  the travel they in making 

their travel plans (See Table 4). two major so w m  Visitor 

Center- with 43 .O paceslt d Travel Guides with 38.8 . Other 

infbmational sources of importance were (3 1 .Ph), fiends and relatives (30.6%). 

a 1-800 number (29.2%). and b (28.2%)). Travel sources that wen u t i b d  by 

C to 1998, an in was seen specifically in 

GS. 9.7 percent in 1998 to 3 1 -9 percent in 2000, 

and reMves 8.6 to 30.6 and a 1-800 number from 9.7 to 



Table 5 
Month of Vbit 

February 13 3.1 

March 19 4.5 

April 14 3.3 

May 32 7.5 
June 53 12.5 

July 65 15.3 

August 69 16.2 

September 56 13.2 
October 55 12.9 

November 9 2.1 

kcemkr 6 1.4 
2 0.5 

N = number of visitors that respoded to this qwstion 

Fire 2 
Month of VbB 

The months of July (15.3%), and August (l6.2%), repsent the strongest 

visitor rates, followed by (1 2.5%), 



5). five a toM of70.1% of h visits. Novmkr (2.1 %), 

(1 .4%)9 and J h e  slowest months. 

w m  arskd to cite  the^ &d 
. 

for not 75.5% of h 

Lac 9 1998 

of the 2 (76.6%) did not visit said thet they 

. fol not were 'Not 



On tbe subjed of percentage of visitors was the two-pemn 

eth 51.0 . partywas thenext largest with 15.7pemmt, 

by party (lo.@!%) and single party (8.1%). 

Type Flmpncy Percent 
134 30.7 
91 20.8 
62 14.2 
47 10.8 

10.1 
31 7.1 

N = 437 100.0?! 
N =  

of 51.5 8). A W y  with olda children was the next 



with 14.2 eat, followed by singles with 10.8 percent and 

Tabk 9 
Prtnrrry a for Trlp 

N = 455 

ts could give more than one answer. Percent b based on 

Sightseeing (45.9%) and visiting yaadfii (18.7%) remain as the 

principal rtasoas visitors are coming to La Crosse uab1e 9). The third most popular 

cited was 'other' (1 7.8%). A ority of who this box did 

not explain their butitmustbe that they were coming for masons other 

listed on the survey. who did provide an explanation most often 

cited a 'S as theb 
. reason for visiting La Cmsse. 



Kver boat cmises 

Feaivals 
College visitlEvent 
Bicyclhg 
spm event 

*Total percent ace@& 1WA became responden& could @w more than one a Percmt is bssed on 
number ofvbifors, not t k  n of respmes. 

Table 10 shows si@tehg with 82.2 mt and sho~pphg with 64.9 

were tfie twro most o m  for La Cmsa  sito om. w m  followed by 

i v  cruises (29.6%) aed visits to of id  sites (24.9%). top four 

y in the 1998 study. Thc most signifi g& from 1998 

to 2000 was college visitdevents, btll2.0 to 11.3 vel y. 



*Total percent &xcee&s IWA because respondents could give more than one answer. Percent is based on 
of visitors, rrot the nmber of respmes. 

were asked to idenhfy both the and type of lodging they stayed 

in (Table 1 1). Over 80 of who to this survey stated they had 

stayed overnight. As in 1998, hotel Is wntinues to be the most popular choice of 

lodging (84.6%). The next most choices were 'ly and fiends with 12.2 

percent c u d c a m p ~ w i t h  10.1 percent. 

Table 1 1 also notes the area where visitors stayed. The majority of visitors, 862 

percent, stayed in a La Cmwe on. For who stayed in a La Cmsse lodon ,  

over 70 percent utilized hoteWmotels. 



Table 12 
Numlber of Nights Visitor Stayed 

N = number of visitors that responded to this question 

Nearly 76 percent of visitors stayed 1 to 2 nights (Table 12). Similar to 1998, the 

1 or 2 night stays (37.7% and 38.00!%, ively) remained the most popular lengths of 

visit. The next most popular was three nights, with 12.2 percent. 

Table 13 
Nights of the Week Stayed 

What Night # of Rcspo~~~es Percent of Visitors 
Monday # 68 19.5 
T h y  76 21.8 
W*Y 90 25.8 
T~&Y 1 05 30.1 
Friday 164 47.0 
-Y 1 76 50.4 . 

Sundrry 83 23.8 
762 2 18.3%* 

*Total percent & couldgive more than one a m w .  Pen:ent is based on 
number of visitors. not the n 

The two m a  nights for La CKBSSC visits were Friday and Seturday (Table 

13). A response rate of 5 0 4  pacent for Saturday mesas half of all respondents stayed 

that night, and y half (47.0%) stayed Friday night as well. T h d y  night (30.1%) 



was the next st popular ~ g h t ,  while the least popular night was Monday night 

(1 9.5%). 

Tabb 14 
Per P e m ~ l  Expelrditure 

Percent 

$61-99 118 27.4 
$100-149 127 29.5 
SlselW 33 7.7 
$200-249 14 3.2 

A majority of visitors, 88.0 $150 per per day (Table 

14). Over half (56.9%) S61 and $150 pa . Visitors under 

$60 31.1 . A Uttle over a of visitors (27.4%) 

$61 and $99. 29.5 $ 100 and 149. The avmge 

for vi was $71 per 



Table 15 
Name of ging Facility 

N=204 

Holiday Inn Hael and Suites 24 11.8 
23 11.3 

Best We@ern Midwy Hotel 20 9.8 
h y s  Inn 19 9.3 - 

Total 129 63.2% 

The top six choices for lodging were B ne ( 12.7%), Holiday Inn Hotel & 

Suites (1 l.8%), sson (1 l.3%), Best W a t m  Midway (9.80/0), Days Inn (9.3%), and 

the Hmpton Inn La Crosse (8.3%) (Table 15). k, o v a  half (63.2%) of the visitors 

who provided a hoteV:motel stayd at one ofulese six facilities, however only about 

45 of visitors staying in a hdevmotel listad the fa~ility 

their next visit 

more enjoyable. The 1 54 at, fclt La Cmsse was doing well and 

should not changc an om on vast kc1 offering coupon 

books or discounts (9.4%), more affordable lodging (6.30/0), d 

visitors, 5.0 9 felt the downtown ri on was positive, 



UI. 

La Cmsw's geo h c  mgions were divided into 18 t areas. It wsls 

hopad this would help invati@o~s d wh&er there were any unique 

c stics among visitors h m  mgiom. Hence, this section 

unique c cristics ofredom that differ from the general M, h t  w e ~ e  

ia Saction One. As p ~ i o w l y  men~onocl, C hcludm s that 

the mgiom should not be 

ofvm & c ion. 

18 =@om h &e 1998 in2 For 

cb ty  only the eight mgons arr in this mtion. These 

eight =@om where the wm or morc visitors. Any regions 

with ma w m  mt y of the d8ta 

mybe le. 



Table 16 
Sources Used to Plan Trip by Market Region 

N = 5 %  

Travel Guide 44.9 38.6 42.6 36.0 40.9 42.9 36.7 39.7 1 38.8 

Fri-totives 32.1 27.1 41.0 24.0 20.5 3 1 .O 28.6 28.6 

1 -800 Number 39.7 34.3 34.4 24.0 22.7 26.2 28.6 19.0 

AAA 26.9 11.4 18.0 20.0 34.1 31.0 10.2 38.1 

Magazirre 23.1 18.6 19.7 16.0 31.8 14.3 18.4 20.6 

NeWVa~er 17.9 14.3 2 1.3 4.0 29.5 23.8 16.3 7.9 

Other 3.8 4.3 6.6 6.0 0.0 2.4 8.2 1 1 . 1  

N = nurnbc* of visitors and non-visitors that respon&d to this question a d o r  category 
*Market averages arejkom Tabk 4 
** Total pmQlt exceeds 100% kcrwe nrpondents could provide morr than one answer. Percent is based on number of visitors, 
aot the number of rwpolller 



In Tablc 16, visitors from Northeast (42%) and Northwest (40%) Wisconsin tend 

to rely on the C k of Co me as a travel info ion source than the La 

Cmsse avmge (26.1%. Mhesota Metro visitors' have a er preference for 

(3 1.8%), w e  (34.1 %), and new (29.5%). Lastly, AAA guides 

are a mow popular travel for N o d  Central US travelers (38.1 %). 



Table 17 
Reuan for Trip by Market Region 

N = 455 

50.8% 41.7% 

Visit@ FdlyfFriends 

Other 

Attending Evento 

Mcetins/ Convention 
N 
CI 

N = nuder of visitors and non-v2sitom that responded to this question a d o r  category 
*Miarket averages arejivm Table 4 
** T d  percerra exceeds 100% because respo could provide mre t h  one answer. Percent is on number of visitors, not the 
number of . 



Southeast ~s i tors  shopping (30.30;) second only to sightseeing 

(45.5%), while in the average shopping (1 4.W) was fo (Table 17). A 

W entage of visitom from the M memplitan area (30.6%) and 

Cmtd Wi in (27.90h) come to La Crosse to visit ly or friends. 



111. CITY of LA CROSSE HOTELJMOTEL VISITOR INFORMATION 

This ion (Tables 1 8-2 1 ) fmdings on those visitors who stayed at one of 

the hoteYmotels wi the city of La Crosse. As was in Table 1 1, a majority of 

visitors, 70.2 stayed in La Cmsse hotelshotels. cities and lodging 

categories are not reported in this section. The response rates for these categories were 

too small to o statistically ac information. 

Tabk 18 
L.C Rotel/Motel Visitors 

Sources Used for Ma T m l  Phnr 
N = 253 Visitom 

Rcmwcc # of Responses Pefccnt of Visitors Market Average* 
Local Visitor Centcr 112 44.3 43.0 
Travel Guide 
Iemct  
FrienddRelrrtives 
1-800Nwnber 
Brochure 
Cbamber of CQ- 
AAA % 

Obm 
TelWOn 

* Market average is@m Toblc 4. 

of v- 

visitors staying in hotels wed the Internet (36.4%) momore than the mukst 

average (3 1 .Ph) as a source of infomation for m&hg travel plsllll (?'able 18). The 



(1 1 .PA) were all less the average (28.2%, 26.1%, 2 1 .Wh, and 15.00/0, 

vel y). 

Visiting hmily/ 41 
0th 42 

33 
35 
45 

* M o r A c t ~ g e ~ ~ T o M e 9  
couldgive mow than one i w w e ~ .  Percent is based 

For botel visitors, wutmg 
. .. f W y d  16.0 percent, was not as significant. 

a masun for pLrming a trip to La Crosse as with the average of 18.7 

percent (Tabk 19). Not surprisingly, hotel visitors ventions (1 7.6%) 

as a mcae hnportlnt reason for visiting La Cmssc than the average (13.4%). 



T&k 21 a slightly e ture among La Crosse 

h avaage. Visitors qedmg under $60 represented 

3 1.1 9 but only 22.9 of those staying in La Crosse 

. Just fewer 57 of dre average spent between S61 and 

as to 622 of La Crosse hoteYmote1. The market 

didnatstpy or stayed with fiends and 

did-kvethe cost of lodging, which is likely the cause of La 

hrviag a . The average expenditure 

foz La $78 per penon per day? 



RPRETATION RECO ENDATIONS 

visitors conre from all of the United Sates, and a few come h m  

foreign L es. In this year2 y, evidence shows that seven out of every ten 

visitors h ~ n  one of the fol 

o Wi in 

P Wmis 

0 

0 host. Paul 

In traveling to La Crosse, the majority of La C visitors are traveling between 100 

a d  300 miles. Tbe average driving was 191 miles. 

The origin of La Crosse visitors has changed . The changes were found 

by comparing these f k b g s  with of the 1998 La Crosse visitor study. In 2000, 

MhcmtaandNorthwestem W h m i n  saw visitation rates while 

visim fiom the densely areas of Northern Illinois and Souhast Wisconsin 

declined. The Wens tothesechangesaremtresdilyapparent. For 

d W W i n  visitors, shopping d a#.adiog 

events were onlytor as the reason for visiting La Cnwre. 

two mpy have 

visitatia WOrfh In 1998 two-thirds of the 

Lac C toothervisitorstWes,thisis 








































