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Tourism is a repidly expanding business in the United States. The
recreation industry is the third most important industry following
manufacturing and agriculture (17, p.1). A number of factors have con-
tributed to this phenomenal growth., Perhaps the prime factor is the
increase in personal income during the past twenty years, coupled with the
marked inerease in paid vacations in most sectors of the ecomomy. With
wore leisure and with more money than before, Americans are on the move
in ever increasing numbers (17, p.l).

Many states have recognized the potential benefits from a strong
vacation industry. Out-of-state travelers can contribute to the incone
of any particular region or state. BStates are also recognizing that they
need not be generously endowed with many traditional tourist attractions,
such as 10,000 lakes, to reap benefits from the traveling American. For
exauwple, a North Dakota EDC Research Associate has estimated that auto-
mobile tourists added $25,567,000 to North Deskota's income im 1963
(22, p.20).

With the betterment of highway and travel facilities, people have
been expanding the scope of thelr vacations, driving many miles seeking
recreation and oftentimes not returning home for several weeks or more.
In order to arrive at their destination they travel acroes many states
vhich do not have the interest and tourist drawing powers that the
traveler's destination region might have. But tourists do traverse these
states and significently, spend as they travel. Aes a result any "bridge"
state can enter the race for the tourists dollar. A “"bridge" state is a



state wvhich must be crossed by tourists in order to get to the major
tourist attractions.

Florida, offering much in the way of natural recreation, has been a
traditional leader in towrist pursuit. The Florida Development Commission
employs a research division, gathering and analyzing tourist statisties.
Fuli-time trained personnel interview tourists or hand them guestionnaires
as they enter or leave the state. Estimates of the total number of
tourists are continually being made with help of Florida Highway Depart-
meat surveye and Public Carrier passenger counts. The Development
Commission is able to make falrly accurate statements concerning travel
habits and expenditure patterns of Florida-bound tourists. These tourist
statistics not only are designed to serve as guide-lines for state origi-
nated Florida promotion and business development, but have proven extreme-
ly useful in annual comparisons. The Development Commission has deter-
mined that their increased asdvertising has paid off with increased
tourism. This means increased Florida income (12, p.2).

Florida is a major destination for many travelers. Because of its
unique geogrsphical location and natural recreation facilities 1t does
not have a cross traffic pattern typical of travel in many other states.

North Dekota is towards the other end of the spectrum. The state
vitnesses a much larger percentage of tourist crose traffic, as opposed
to North Dakota destined tourist traffic. This can be attributed to its
smaller natural tourist resource base and its central geographical loca~
tion. As in Floridas, the State Economic Development Commission has
surveyed the vacation and recreation industry. The Commission's purpose



wvas to survey existing facilities, and determine certaln tourist character-
istics. Then, based on these figures, expand the tourist industry and
state facilities to better accomodate travelers, encouraging them to stay
longer. The results of their study slso helped determine the economic
impact of tourists. The impact was large enough to extend promotional
activities and to merit efforts toward development of the tourist industry
(23). The Commission recognizes North Dakote as a bridge state and
promotes it as such. Both North Dekota and Floride realize how important
it is to have accurate and meaningful statistics describing the nature of
the potential customers for their product, the state itself.

In 1961 the Research and Statistics Division of the Iowa Develop-
ment Conmdission compiled statistics on Iowa vacation travel, using the
Iowa Highwey Commission's 1960-1961 Origin and Destination Survey data
(14). These data included a division of sutomobile travelers by groups
according to accomodations sought, if any, in Iowa, and the traveler's
respective origin and destination. Aside from this information, Iowa
has virtually no statistics on the many tourists that travel in the state
each year. Iowa has never been considered a natural tourist attraction
center, and as a result little interest in tourism has been generated.
But Iowa is one of the nation's tourist crossroads, with travelers pessing
through the state on their way to many other destinations. For example,
many travelers pass through Iowa on their wey to Minnesota's lakes.
Tourists from east and south of Iowa pass through enroute to South
Dekota's Black Hills and Mount Rushmore, Viyoming's Yellowstone National
Park, and the West Coast's Californies, Washington, and Oregon. Travelers



from California cross Iowa hesded for destinations north and east. Travel-
ers who come many miles to stay in Iowa are in the minority.

With the increasing amount of money spent every year by traveling
Americans there is concern that Iowa is allowing income opportunities to
pass through the state. How much do the travelers spend while in Iowa?
How is their spending distributed over the various services and com-
modities Iowa has to offer? Who is spending the most? How many tourists
stop in Iowa? In general, what is the impact of travelers on the economy
of Iowal

According to the Iowa Development Commission, Iowa has done very
little tourist promotion on a national, or on a regional non~local scale.
Should the Development Commission actively promote tourism in Iowa? If
80, vhat should be the nature of the promotion? It is necessary to know
where the travelers live in order to direct promotion. It is necessary
to understand vhat the travelers know sbout Iowa in order to advertise
effectively with limlited resocurces.

¥What do the current travelers like and dislike sbout Iowa? This is
important if Iowa is interested in attracting travelers to the state.
What attracts visitors to a state like Iowa? Why do tourists travel
through Iowa rather than through Missouri, Minnesota, or other states?
Research can offer insights into travel patterns and hsbits of tourists.
Research will enable the promotion and public facility arms of the state
to make more efficlent use of the tax dollar. There also exists the
possibility that increased tourism would allowv the state to improve
public facllities at a lower per person per visit rate, giving Iowans
more recreation facilities for their money.



Several of Iowa's neighboring states, namely Minnesota, South Dakota,
and Wisconsin, have been allocating as much as a quarter of a million
dollars per year for the sole purpose of attracting tourists to their
state. Michigan's annual expenditures spproach the half-million dollar
figure (9, p.30). North Dekota has more than quadrupled its annual
tourist promotion expenditures in the last five years (23, p.58). These
rough estimates are for promotional expenditures by state agencles.
Private concerns have contributed much wore.

As other states expand and increase their promotional activities
while Iowa does little to attract tourists, Iowa could lose its relative
tourist position. This could be especially true if the other states are
ad jacent to and compete with Iowa for tourist cross-traffic trade.

An accurate breakdown of the magnitude of traveler's complainte
about Iowa facilities can be used to identify problem areas. The loudest
complaints often are mistaken for the most prevalent, which may or may
not be the case. Determining the relative importance of these complaints
offers an opportunity to ilmprove the tourist industry. With increasing
tourism in the U.8., Iowa should learn more about the needs, habits, and
characteristics of its tourists.

The purpose of this study then, is to extend knowledge in the area
of Iowa tourism, add to the availsble statistics, and make purposeful
recommendations.



SURVEY METHODOLOGY

Population

All types of travelers have some impact on the state. The ideal
or complete population of out-of-gtate travelers would have included all
tourists traveling by suto and using commercial lodging, camp grounds,
traller parks, homes of friends and relatives, or just passing through
vithout stopping. But under the glven survey conditions (i.e., limited
funds, and time period surveyed) it would have been inpossible to include
all types of out-of-state travelers in Iowa.

The population for this survey can be defined as all August, 1964
out-of-state travelers staying at least one night in a motel within the
sarpled area. The sampled area included all motels located in the cities
and towns along U. 8. Highway 20 in Iowa.

Choosing this segment of the total traveler population facilitated
the collection and isolation of data. The choice of August was two~fold.
The concensus of available tourist surveys was that August was tradition-
ally the most vacationed month, and on this basis merited research. In
addition, by choosing the wonth of heaviest travel, an upper bound on the
total monthly expenditures and activities could be determined. August is
the third and last swmer vacation wonth. Travelers questioned after the
tourist season should be more likely to recall events from their most
recent trip.

A fev comments concerning the location of the sampled motels are in
order. U. 8. Highway 20 runs east and west through Iowa, entering on the
vest at Sioux City and leaving on the east at Dubuque. The three main



metropolitan areas of Sioux City, Cedar Falls-Waterloo, and Dubuque
accounted for sbout three-fourths of the motel units in the survey.
There are many points of interest in the portion of Iowa traversed
by U. 8. Highway 20. A few of the more frequented tourist attractions are
the scenic Mississippl River, 0ld Shot Tower, snd Eagle Point Park near
Dubugue; the Little Brown Church in the Vale at Nashua, located north
of Cedar Falls and Waterloo; the fort in Fort Dodge; and numerous lekes
vithin twenty-five miles of U. 5. Highway 20.

Review of Questionnaire

A five page mail guestionnaire consiesting of an introductory letter,
a map, and fourteen questions was used to elicit information from travel-
ers in the survey. The guestionnaire 1s entered as Appendix A. In this
section the questionnaire will be reviewed and reasons for including the
most important guestions will be outlined:

Map
A map of Iowe and the surrounding areas was included in an attempt

to accurately determine the routes followed by travelers. But many
people d4id not bother to fill in the map, or had detached the map and
returned only the questions. The travelers had either not remenbered
their route and did not care to check the map, or simply had not realized
the map was printed on the reverse side of the introductory letter. More
than one-third of the maps were unusabdle.

A secondary purpose for including the map was to provide the travel-
ers wvith a visual reminder of Iowa and stimulate further recollection.



Suestions

§.1. Purpose of trip in Iows There was no straightforward method
to separate the business persons from the other travelers before malling

the questionnaire. The last part of question 1, Iowa is my Business
Territory, etc., was intended not to discourage businessmen who otherwise
might think the questionnaire pertained only to tourists.

8:2. Total pusber in party

8.3 Number of nights in Iowa ¥hat was the composition of travel
parties? What was the aize of the gverage travel party in Iowal! How

many parties included children? How long did the travel parties remain
ian Iova? This information is necessary in order to tie expenditures to
traffic counts and make comparisons with other data.

Q:b. Decision to travel in Iows Wby do pecple travel in Iowa?
Is it because Iowa heppens to be a bridge between thelr origin and destin-
ation, or are there other factors to consider? Question 4 also included
a section to determine vhether or not the tourists had been influenced
by tourist promotion. Any response could be attributed to private adver-
tising.

8.3, ¥hat travelers did while in Iows This question was included
to give some indication as to what types of recreation sctivities interest
travelers, thus laying groundwork for tourist promotion and facilities
isprovement.

The question is straight-forvard but it allowed respondents to
generalize their answers. Additional space allowed the travelers to
elaborate on the happenings of their trip, detailing activities and places
visited in Iowa.



Q:6. What travelers enjoyed while in Iowa ~ To vhat extent do
travelers think Iowa is "scenic"? Do travelers view Iowa farmland with

dlsdain, or do they enjoy farmland countryside as much as other scenery?

Are travelers enjoying the avallable rest areas? Are travelers
enjoying their meals in Iowa restaurants? Question nine allowed addition-
al space for traveler's comments. To meke recommendations concerning
Iowa's facilities we need to know vhat tourists have enjoyed and would
enjoy.

Q7. Mbat travelers did not enjoy  Question seven wes lncluded
as an open question in order not to influence the respondents in any
manner.

2.8. Iowa gould improve its facilities  Question eight was intend-
ed to categorize many of the complaints concerning facilities in Iowa. In
order to evaluate Iowa's tourist facilities, it 1s necessary to determine
the relative magnitudes of traveler's complaints.

S.9. Iafluences to remain in Iows longer than expected

8.10. Influences to leave Iows sooner than intended  These two
open-end questions were included in an attempt to gain insight which would

prove valuable in promotional material. Also, if any significant aspect
of the questionnalre had been overlooked, these gquestions would be gemeral
enough to catch useful comments.

Q:11. Plan to travel in Iows st some future time Do the majority
of the travelers, once they have been in Iowa, plan to return at some
time? A large number of travelers indicating a plenned return would be
encouraging.
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.12, Knowledge of Iowe attractions In order to properly alm
promotional material, it is necessary to be aware of information the

travelers possess concerning the state and its attractions. This guestion
vas designed to determine the percentage of travelers who had visited
different attractions in Iowa, and those who hadn't visited but would
like to visit sometime in the future.

Attraction c. (Spirit Lake Massscre Area) and attraction g. (Iowa
Great Lekes) are within a single recreation complex and knowledge of one
should indicate knowledge of the other.

Q.13. August expenditures How much do travelers spend while
in Jowa? Do they spend more per day if they remain in Iowa for several
days? How is the traveler's dollar distributed over the various goods
and services availsble in Iowa? These data are necessary to determine
the impact of tourism in Iowa.

S.14. Annual income Among the travelers in Iowa, vhich income
class was the most heavily represented? Does income have any ianfluence
on the expenditures or travel habits of visitors? Do visitors with differ-
ent incomes have different opinions about Iowa and its facilitiea?

Grouping data by income classifications should yield information
valuable to agencies responsible for placing promotional materials in the

proper media.
Rate of Return

The first mailing consisted of 1,257 guestionnaires. OF these 85,
or 6.8% vere returned imprinted with "no such street”, "person unknown",
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"ao such address”, etc. Five hundred sixty questionnaires were checked
and returned, 4% of the total sent. Of these 521, or 41.1% were judged
useful and included in the study. Questlonnaires were judged unusable if
respondents had snswered only one or two gquestions. A partial second
mailing ylelded an additional 37 usable gquestionnaires.

The rate of return compares favorebly with several other state's
efforts. For example, North Dakota mailed questionnaires to past visitors,
requesting them to make ten random phone calls in their local vicinity
and ask questions desizned to investigate the image of North Dakota. They
realiged a 44.68% return., But they offered an incentive, a small gift
(23, p.67).

Wisconsin also malled gquestionnaires to travelers. Their usable rate
of return, which they considered very good, was 40.5% (9, p.2).

Test for State Bias of Questionnaire Returns

Did the returns have a geographical bies? Were individuals from
some states more willing to return the guestionnalire than residents of
other states? This question was put to a statistical test.

The first step was to reject all state addresses of questionnaires
vhich were returned unclaimed by the postal authorities. The remaining
addresses in the sample were arranged according to the state of origin.
Alongside was entered the actual number of returns from each state and
the expected number of returns from each state. The deviations from the
expected were noted. The X2 goodness of fit test as outlined by Snedecor
(21, ch.1l) was used to test the hypothesis that the returns did not
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feature geogrephical bias. The calculsted X° was 10.21. Tabulsr % at
the 5% level of significance, 17d.f., was 27.59. The hypothesis that no
geographical blas exists wes not rejected.

The areas comtributing the most to the X~ measure of devistion were
the ad jacent states, California, and Caneda., The adjacent states' and
Canada's residents replied in less numbers than expected and California's
residents replied in greater nunbers than expected.

Sampling Technique

The sample universe consisted of all out-of-state occupants during
August, 1964, of all motels located in eitles and towns along U. S. High-
way 20 in Iowa. A stratified, systematic, self-weighting sample of motel
rooms was drawn with all out-of-state occupants of these rooms during
August, 1964, being included in the ouph.l

Four geographic strata were formed. These strata were approximately
equal-sized in terms of number of wotel rooms. Within each stratum the
motels were ordered by size according to the number of rooms. A systematic
sample of seven motels was selected with probabllity proportional to size
(again, in terms of number of rooms). Within each sample motel, four
rooms were selected in a random manner (several motels were large enough
to enter the sample twice, allowing selection of eight rooms within the
wotel). All August, 1964, out-of-state occupants of these selected rooms
were malled gquestionnaires.

iThe systematic sample used in this survey was suggested by Professor
N. V. Strand of the Iowa State University Statistics Department.
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A minimum of 300 usable replies (i.e. replies that were sufficiently
complete and consistent to require, at most, only minor editing) was
desired. The determination of the sample size necessary to yleld this
nunber of replies was based on preliminery estimates of the anumber of
motels and wotel rooms, the number of August out-of-state occupancies
per room, and the expected return rate of usable replies. The over-all
saxpling rate was .013. The sample was self-weighting in terms of motel
rooms and occupencies (i.e. each room end each August occupancy hed an
equal chance of being drawn in the semple); however, since an individual
could have occupied more than one room in the universe sanpled during
August, 1964, the sample wes not self-weighting in terms of occupents.
The probebility of en individual being selected in the sample was propor-
tional to the number of different rooms he occupied during the month.

A total of 1,257 questionnaires were mailed which ylelded 558 usable
replies. The minimum of 300 replies was exceeded because more travelers
responded than had been antlcipated.
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DATA AND ANALYSIS

Travel Party

Zrip purpose
Any out-of-state persons traveling together are considered a group.

For the purpose of tsbulation “group" is synonomous with "travel party”,
"party”, or "carload™. Included within this definition are such diverse
conmbinations as & family of five vacationing, three women traveling to-
gether, four college students crossing the state, or one businessman
making his calls.

All groups in the sample were soparated into subdivislons, hereafter
abbreviated 8D, according to the purpose of their trip in Iowa. Many of
the survey tabulations were carried out using the followving classifica~
tions:

(3D I) Business ouly All groups who were in Iowa only for the
purpose of conducting business affairs were included in this subdivision.
These groups might have visited friends and relatives, included children,
or plenicked in our state parks; but they did not include these things in
the purpose for their trip in Iowa. Of the 558 usable returns, 158 or
28.3% were classified SD I,

(8D _II) Tourists passing through Groups in this subdivision were
passing through Iowa. They could have visited friends or relatives,
vacationed in Iowa, or even attended a convention or engaged in any other
business activities. But these groups indicated that business was not
their only reason for being in Iowa. Three hundred five groups (54.T%)

wvere tourists passing through.
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(8D _III) Tourists, Iowe destination The groups in this subdivi-
sion identified Iowa as their fiml destination. Their purpose could bave

been vacationing in Iowa, visiting friends or relatlives, or even con-
ducting business affalrs, if business was not their only purpose. 8D III
ves the smallest of the subdivisions, including 95 groups, 17.0% of the
total usable returns.

(8D IV) Tourists  SD IV ie the sum of 8D II snd 8D III, including
all visitors not having business as thelr coie reason for being in Iowa.
Visitors in this subdivision could have checked business as one of their
reasons, but it could not be their only reason.

For the purpose of this thesis 8D IV provides the narrow definition
of “"tourist” as an out-of-state person whose reason for traveling in Iowa
is not singularly business. Four hundred (305 + 95) groups (71.TH of the
total usable returns) were tourists.

Figure 1 shows the distribution of travelers by purpose of their
trip.

Composition of travel party

Table 1 shows the composition and average size of surveyed travel
groupe in Iowa during August, 1964,

A group has been previously defined eas a party or as a carload of
travelers. Mentioned in a previous section was the Highway Commission
Origin eand Destination survey compiled by the Iowa Development Commission
(14). Based on their data, the estimated figure for travelers per auto-
mobile for out-of-state travelers plamnning to stay in a motel during the
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SDh III SD I
Tourists, Iowa Business only
destination 28.3%
17.0% (158)
(95)
SD IT

Tourists, passing through

5k, 7%
(305)
SDh IV
All tourists

71.7%  (400)

Figure 1. Distribution of travelers by purpose of trip
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surmer months was 3.00. At the .05 level of significance the over-all
estimate of 2.98 per car in teble 2 is not significantly different from

SIm.

TABLE 1. Group composition of surveyed travel groups

Child- Standard

Groups Men Women under per people
16  group per group

8D II Tourists, passing 303 361 390 322 3.5h 09
through

8D III Tourists, Iowa 93 102 115 113 3.55 «19
destination

8D IV All tourists 396 463 505 435 3.53 .08

Total All travelers 550 654 538 1 4 2.98 <07

The Iova estimates can be compared with several nearby states.
Michigan, for exanple, complled persons per group averages from tourist
information centers located on various incoming Michigen highweys (18).
Very few, if any, businessmen would stop at such information centers.
Their touriet statistics should be comparable with 8D IV or tourists.
Iowa's 3.53 tourists per group is not significantly different (.05 level
of significance) from Michigan's 3.48 (18, p.95) people per group.
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Teble 2 gives a more detalled breakdown of group composition, indicat-
ing the distribution of groups by number of individuals and purpose of
trip. For exasple, table 2 shows that 202 tourist groups (51%) dld not
include children and 105 business groups (68.1%) consisted of only cne
person.

The modal number of persons per group for SD I, business only, is
cne person. One hundred five business groups consisted of only one person.
The modal number tourists is two. Three hundred ninety seven tourist

groups consisted of two persons.

Incomwe of travel party
Table three classifies groups by income and maln purpose in Iowa.

Very fev respondents (3.8%) falled to indicate their income.

The modal income of business groups is slightly higher than the modal
income of tourists. The business incomes are concentrated in $10,000 and
up brackets, wvhereas the tourist incomes are evenly spresd throughout
the $5,000 and up brackets.

These figures can be compared with available national statistics.
The advance report of the 1963 census of Transportation Passenger Survey,
National Travel Summary (26, p.21), lm data which, with eppropriate inter-
polation, can be compared with the estimates presented in table 3. The
interpolation was carried out according to a method outlined by Kahn
(15, p.161). Although the national figures are for 1963 and our informa-
tion was gathered in 1964, the differences between consecutive years
should be negligible.
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TABLE 3. Annual income of family or individusl receiving questionnaire

Business Tourist, pass- Tourist, Iowa

Incone only ing through destination All tourists
8b I 80 II 8D IIl 8bh Iv
0-4,999 7 (4.4%) 35 (11.5%) 8 (8.4%) 43 (10.8%)
5,000-7,489 20 (12.78) 59 (19.4%) 26 (27.4%) 85 (21.2%)
7,500-9, 999 29 (18.4%) T2 (23.6%) 20 (21.1%) 92 (23.0%)
10,010-14,999 56 (35.5%) 61 (20.0%) 28 (29.5%) 89 (22.2%)
15,000-up 39 (2k.78) 65 (21.3%) 12 (12.6%) 77 (19.2%)
Ho response T (b.4%) 13 (h.3%) 1 (1.2%) 14 (3.5%)
Total (Base) 158 (100%) 305 (100%) 95 (100%) koo (100%)

Figure 2 compares the national survey with the Iowa survey. The Iowa
survey supposedly included only motel patrons. But because travelers
mixed their modes of lodging, the Iowa survey also included indlviduals
wvho had spent nights in the homes of friends and relatives or in other
lodging. The national survey included all travelers using commerclal
lodging. The diverse definitions of the populations preclude statistical
tests determining relationships between the two gets of data.

Zime in Iows during August, 1964
Teble 4 indicates the number of nights groups spent in Iowa. The

groups in each category are expressed as a percentage of respondents in
order to facilitate comparison:
5D I Business groups About 60% of the '"business oaly' groups
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stayed b nights or less, with the modal number of nights belng 2 and 4.
The average number of nights spent in Iowa was 5.7. The businessmen on
long sales trips in their Iowes territory and the businessmen who made
frequent trips during August helped boost the mean well over the mode.

8D II Tourists, pessing through  95% of the tourists who indlcated
they were passing through Iowa stayed four nights or less. The modal
number of nights was one. Fifty nine per cent indicated they had
remained only one night. Eighty five, 28.2%, stayed in Iowa two nights
during August. This 1s sbout half the number of groups staying one night.
Groups without an Iowa destination did not spend sdditional days at one
place, but remained for the night and passed through. Upon closely check~
ing the guestionnaires of groups staying two nights it was found that the
majority of them did not spend both nights at a single location. If they
did, it was generally because they had returned through the same city.

8D III Tourists, Iowe destination Tourists with an Iowa destina-
tion presented a significantly different pattern. Thirty four, 36.6%,
stayed two nights in Iowa., This is double the number that remained one
night.

Sixty nine, T4.2%, of the tourists with an Iowe destination remained
in the state four nights or less. The average length of stay or mean stay
was 3.7 days and the modal stay wes two days.

8D IV All tourists Combining the last two purpose classifica~
tions, SD II and SD III, the average for all tourists wvas determined.

Four hundred forty one, 82%, of the tourists in the survey remained
in Iowa four days or less, with 215, 40%, staying one night. The average
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length of stay for all tourists wes 2.2 nights. The modal length of stay
was one night. The average length of stay for all tourists in another
bridge state, North Dakota, was also 2.2 nights (22, p.20).

Expendi tures

An American Automobile Association survey showed that vacation
expenditures remained unchanged from two years sgo. 'While enroute by
passenger car, two people cen travel comfortably on a dally budget of $31
for necessity spending.” AAA broke down the budget as follows: #$10.50
for meals and snacks; $11.00 for lodging; $7.00 for gas and oil, and §2.50
for tips and miscellsmecus (28, p.7).

How much money do travelers spend in Iowa? Do they spend more per
day if they stay longer? How is the traveler's dollar split among avall-
able activities? How do their expenditures in Iowa compare with their
expenditures in other states? These questions are snsvered in this
section.

Total expenditures were split into five categories: lodging, food,
sutomobile, retail stores and recreation. Lodging and food expenditures
were small for several groups because they didn't spend every night ia
commercial lodging, but rather in private homes and/or camping facilities.
Automobile expenditures included all costs associated with the car, even
tires and repairs. The recreation expenditures category left quite a
wvide range for interpretation. Retall stores expenditures was more
explicit.

Respondents indicated the number of nights they stayed in Iowa. It
has been assumed that staying one night in Iowa required staying one day
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in Towa. Expenditures in this thesis are reported on a per day basis.

Average dally per person expendltures

Figure 3 displays the dally per person expenditures. The average
expenditure figures were rounded off to the nearest quarter dollar. Any
attempt to make finer estimates is unnecessary. Most travelers did not
report costs to the nearest cent.

Figure 3a shows average daily per-person expenditures by business
groups. Average outlay per day was $20. Eighty four per ceat of their
spending was for lodzing, food, and suto, with only 16§ for recreation
and retail store items. The business pecople spent three times more on
recreation than they spent in retall stores.

Figure 3b shows the dally per-person expenditures by tourists passing
through. These tourists spent $9.50 dally per person. Ninety per cent of
their dally expenditures were for lodging, food, and auto. Ten per cent
of their delly outlay was for recreation and retall store items. The
split between recreation and retall store items was even, 5% for each.

Figure 3c shows the dally per-person expenditures for the tourists
with an Iowa destination. The average dally outlay per person was $8.75.
Seventy five per cent of this, $6.50 per person, was spent for lodging,
food and auto. Twenty five per cent of thelr expenditures were for recrea-
tion and retall store items. The split between recreation and retail
stores was almost even, with 11% spent for recreation and 14% spent in
retall stores.

Figure 34 shows the daily per person expenditures by all tourists.
The average daily outlay was $9.50. Eight dollars, 84%, was spent for



26

retail stores

retail stores

$.50 (5%)

recreation

$.50 (5%

SD I - BUSINESS ONLY
$20.00

Fig. 3b

SD II - TOURISTS PASSING
THROUGH
$9.50

etail
stores

lodging
recrgation ?gé;g retail stores
auto
$1.50 food
(17%) $2.50
(29%)
Fig. 3c

SD III - TOURISTS, IOWA
DESTINATION

$8.75

SD IV - ALL TOURISTS
$9.50

Figure 3. Average expenditures per person per day
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lodging, food, and suto. Sixteen per cent or $1.50, was spent in retail
stores or for recreation. Spending in retall stores matched spending for
recreation, 8% each of total daily expenditures.

It is apparent from figure 3 that daily lodging expenditures by tour-
ists with an Iowa destination were lower than lodging outlaye by tourists
passing through. This can be easily explained. Tourists with an Iowa
destination of'ten steyed in the homes of friends and relatives for a few
nights, thereby reducing their average deily lodging costs. This same rea-
son also accounts for their relatively lower food expenditures. HNot all of
their meals were served in restaurants, but rather nany were served in the
homes of these same friends and relatives. Many of the Iowa destined
groups plenicked, a much higher percentage then those passing through.
Picnicking also tended to decrease thelr food expenditures. Another sec-
tion of this thesls offers statistical evidence substantieting an inverse
relationship between tourists average dally expenditurea and length of stay.

Tourist per-person automoblile costs cannot adequately be contrasted
vith business individuals' sutomoblle costs because of the large differ-
ences in group size. Comparisons are valid when discussing group expendi-
tures. But daily auto expense couparisons between classes of tourists
are valid at this level.

Tourists with an Iowa destinstion spent less per day for automobile
costs, although the difference was not significant at the .05 level.

There was a tendency on thelr part to stay longer in one place than those
pessing through, runniang their cars less than 300 miles per day. This
difference is borne out in the travel party comparisons in a following

section.
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The major differences between expenditures occurred in the two remain-
ing cost categories, recreation and retail store items. Business individ-
uals' recreation expenditures were more than triple their outlay in
retail stores.

This contrasts sharply with the rest of the travelers in Iowa. The
tourists reported their spending was evenly divided between the two items.
The cash outlay by tourists just passing through was about half the cut~

lay by tourists with an Iowa destination.

Average dally group expenditures
Figure 4 shows daily expenditures for SD I - business only, 8D II -

all tourists, passing through, SD III - tourists, Iowa destination and

8D IV = all tourists. To facilitate comparison between classes of travel-
ers, the individual expense figures are expressed as a percentage of total
daily expenditures.

It is possible to compare automobile costs at the group level because
group has been assumed to be synonomous with carload. It was found that
business groups and tourist groups with an Iowa destination had similar
dally automobile costs. This could have been due to the similarities in
their travel routes as deplcted on the gquestionnaire map. In other words
they did not travel as many miles per day as travelers passing through
Iowa. There was no significant difference (.05 level) between the auto
expenditures of business groups and tourist groups with an Iowa destina-
tion.

The average dally group automobile expenditures of travelers passing
through Iowa was $7.00. This is identical to the American Automobile



Figure k. Average deily group expenditures
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Association's ges and oll estimate of $7.00 per day for the typlcal

traveling vecationer (28, p.T).

Average total group and indlvidual expenditures in Iows during August, 1964

Figure 5 shows how much money the groups spent in Iowa during August,
1964, Figure & shows how much money the individuals spent in Iowa during
August, 1964. Those traveling in Iowa for business reasons spent the most,
per person and per group, during August, 1964. The average was $115 per
person for the month. Tourists with an Iowa destination averaged $33.25
per person and $121.00 per group in Jowa during the surveyed month. Toure
ists passing through spent on the average $20.25 per person and $71.50
per group in Iowa during the surveyed month.

It is epperent from figures 5 and 6 that the business groups spent
much more during August than any other set of groups. It is also apparent
that the Iowe-destined tourists spent more in Iowa's retail stores than
the other two sets of groups. These estimates could be regarded as an
indication of the additional revenue Iowa could expect from encourazing
different types of travelers,

Percentaze of Iowa expenditures by class of traveler

Figure T shows the percentage of expenditures in Iowa during August,
196h, attributeble to the classes of travelers.” For example, figure T
shows that tourists passing through Iowa (72% of the travelers) accounted
for only 16% of all money spent for recreation by travelers in the survey.

iTo facllitate comparisons, figure Ta repeats the distribution of
travelers shown in figure 2.



Figure 5. Total group expenditures in Iowa during August, 1964
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FPigure 6. Total per person expenditures in Iowa during August, 1964
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Half of the August lodging expenditures were made by business groups.
One-third of the lodging expenses were atiributable to tourists who were
passing through. The remainder of lodging expenses, 1T per cent, wvere
attributable to tourists with an Iowa destination. Total expenditures
for lodging, food, and automoblle were split evenly between the business
groups and tourist groups.

It has been demonstrated in a previous section that business groups
spent more for recreation than other groups. This figure shows that 61§
of the total recreation expenses reported in this survey were by business
groups.

Forty-three per cent of the expenditures im retall stores by the
sampled out-of-state travelers were made by tourists with an Iowa destina-
tion. These tourists represented only 1T# of the total sample.

Relationship between expenditures and income, time in Iowa, and people

EBer growp
Multiple linear regression analysis was used to investigate the
significance of relatlionships between average dally group expenditures

and certain characteristics of the travel groups.

The five different classes of expenditures (lodging, food, suto,
recreation, and retail stores) and total expenditures are expressed as
linear functions of group length of stay in Iowa, income, and number of

persons per group. The general sample regression equation is
Toige ™ % * Por®ien * Poeo®iee * Paka¥ixs

vhere { = 1,....n ses Eroups
J= 1,--00.6 +++ Expenditures
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k=1,2,3 « s+ Purpose
The !130. denote expenditures as dependent variables and the Xjyqrg
denote independent variables. The first subscript, 1, represents the i th
group in the sample. The second subscript, J, indicates the type of
expenditures. k assigns the equation to one of the three group purpose
classifications where 1 is business only, 2 1is tourist passing through,
eand 3 ie tourist with an Iowa destination. 1 identifies the independent

variables described below. makmbmmmmwmsto

be estimated.

Dependent varisbles:

tilk = dally group lodging expendlture

Yo = dally group food expenditure

!13‘ = dally group auto expenditure

Yi4x = dally group recreation expenditure

Yy5x = dally group retall stores expenditure

Y16k = total dally group expenditure
Independent variables:

X1 = tncomet

Xixo = nights in Iowa

Xjx3 = people per group
For example, Y{), represents the dally amount spent for lodging by the
i th touriet group passing through Iowa, and X;)3 represents the number
of persons in the 1 th business group.

Hypotheses The hypotheses tested were that daily group expendi-
tures (Y 5) chenged with length of stay, chenged ms income increased,

and changed as the number of people per group increased

"Iy is & coded value.
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Date and tests Table 5 shows the over-all signlificance of each
regression equation, the multiple R-square for each equation, the b values
for the independent variables, and the calculated t for each b value.

The F-ratio tests whether or not there is a significant linear rela-
tionship between the independent verlables and the dependent variable.
The multiple R-square shows the perceantage of variation in the dependent
varisble that can be explained by the independent variables. The b
values indicate the dollar change in expenditures per unit change in
the independent variable. The sign of b indicates the direction of
chenge in expenditures with an increase in the independent varisbles.

The t value discloses vhether or not b is significantly different
from zero. If the t test indicates the b value is significantly differ-
ent from zero, then with a high probabllity a relationship exists be-
tween the particular .Wt varisble and the expenditure.

The asterisk(s) after certain mumbers in table 5 indicate the
degree of significance. One asterisk signifies 95% assurance that a
definite relationship exists, and two asterisks signify 99% assurance
that a definite relationship exists.

Conglusions Interpretation of the data and conclusions are
presented in three sections, each section consisting of the results
from six equations as shown in table 5.

8D I Business only buotthbmorhmulxnnmumn-
cantly different from zero, indicating income and number of nights in Iowa
of business groups did not affect thelr expenditures.



Results of regression analysis and tests of significance

TABLE 5. Expenditures:
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A significent linear relationship (.01 level) exists between the
number of people per group and average dally group lodging and food expend-
itures. The nmore pecple per group, the higher the food and lodging expend-
itures.

Note that the number of people per group had no significent effect
on spending in retall stores and expenditures for recreation.

SD II Tourists, passing through  The income of tourists passing
through Iowa bad a significant influence on the amount of money they
spent for lodging and food. Touwrlsts with a higher income tended to
spend more for these items. GCroup expenditures for food and lodging
increased significantly as the size of the group increased.

The length of stay, nights in Iowa, had a significant influence on all
expenditures. The expenditures for lodging, food, and suto decreased with
an increase of tiwe in Iowa. This could indicate that these groups travel-
ing through did not occupy a motel room each night, but rather, stayed
in the homes of friends or relatives, decreasing thelr average dally
expendltures for lodging and food.

The significant decreese in average dally asutomobile expenditures
would seem to indicate that the tourists who were passing through but
chose to remein in Iowa longer than one night did not extensively tour
the state.

Also significant was the increase in daily recreation and retail
store expenditures relative to an increase in time spent in Iowa.

8D III Tourists, Iows destination  Income of tourists with an
Iowa destination did not have a significant effect on their expenditures.
But at the .0l level of significance, the length of time in Iowa was
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related inversely to lodging and food expenditures. As nights in Jowa
increased, expenditures on these two items decreased. Many of these
groups could have stayed in the homes of friends or relatives. A few
could have been camping and had decided to spend a few ralny nights in a
motel.

Automobile expenditures of these groups did not significantly
decrease with an increase in time in Iowa. Coupling this with the average
daily suto expenditure by groups, $5.50, it cen be concluded that these
groups did not confine their visit to one location but moved about the
state.

All travelers Automobile expenditures were not significantly
affected by income or persons per group. The size of the group did not
significantly influence recreation or retail store expenditures. General-
ly, the longer the tourists remasined in Iowa, the lower their average
daily expenditures for lodging, food, and suto, and the higher their
dally expenditures for recreation and retall store items.

Averaging methods
The average dally expenditures used in this section are weighed

means, the weight for each group or person being the number of nights
spent in Iowa. For example, a group staying 15 nights and spending $10.00
per night for lodging would be the same in averaging as 15 groups each
staying one night and spending $10.00. The advantage of this method
becomes apparent in the following section where expenditures are extra-
polated to include the entire state. Group days were determined and the

total expenditures were found by multiplying group~days by average expend-
itures.
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Extrepolation of tourist expenditures
In the past various attempts have been made to assess the economic

impact of tourlists in a givem region. "Tourist", "tourist industry”,

and "vacation travel” are rather ambiguous terms. Because they are
difficult to pin down, there are many methods of weasuring the impact of
tourists. One method often used as a starting point is the measurement
of tourist expenditures. There are many approaches to these measurements
once a "tourist expenditure' and 'tourist' have been defined.

One of the most common methods has been to sample 'tourists’,
obtaining estimates of their expenditures. Then these averages have been
expanded to an entire state or region, based on an estimate of the number
of cars entering or leaving.

But as stated above, the expenditures are merely a startiag point in
determining the impact. As pointed out in a government publication (2,
p.16), "spproximately 80% of direct tourist expenditures has gone into
wvhat are sometimes called the "primary travel-serving business”. These
businesses included commercial lodging, gasoline service stations, ete.
The income generated by the original tourist expenditures goes beyond
the cbvious moneys spent in these primary travel-serving businesses.
These businesses spend thelr tourist income money for supplies, lasbor,
and other expenses, bringlng about a second round of income. So the in-
come ultimately generated by the initial tourist expenditure is more than
the expenditure itself; and through the chain of expenditures, the tour-
ist's spending will ultimately affect most businesses to some degree.

One fector to consider in the over-all economic impact would be the
change in employment which would result from the chenge in the state or
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reglonal income. Another factor to consider would be the change in tax
revenues resulting from the change in income.

No attempt will be made to assess the last three factors. An attempt
will be made to determine the total-state wide expenditures of tourists
who remained at least one night in a wotel in Iowa during August 1964.

Assunptions Extrapolating expenditures figures to the state level
required several sssumptions. It was assumed §33 per day was the actual
average. It was assumed the sample was not biased and the respondents
vere representative of the population. The crucial essumption allowing
extrapolation of the survey data vo the entire state was based on the
high correlation between the origin of tourists in the Highway Commission-
Iowa Development Commission survey (14) (encompassed the entire state)
and the origin of tourists im this survey (included only tourists who
stayed in motels along U. 8. Highway 20 in Iowa). Page U6 of this thesis
reviews the legitimecy of this sssumption.

Data  In the second section of this thesis it was stated that 112
units or rooms were surveyed, and 1,257 out-of-state names were obtalned;
of which, based on the return, T1.T$ or 901 were tourists. It follows,
then, that 901/112 or 8 was the number of groups of tourists per unit
during August. The total expenditures per unit for August is the number
of groups of tourists per unit for August, 8, times the average expendl-
ture per day, $33, or $264. According to the author's tabulation of the
Iova Department of Agriculture motel licensing records, there were spprox-
imately 13,870 available motel rooms or units. The estimate of August,
1964, expenditures in Iowa by the group of tourists as previously defined
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(those who stayed et lesst one August night in an Iowa motel) is $3,661,680.

Conments Although the 3 2/3 million figure is small when compared
with other states, one must remember the restrictions which limited the
definition of tourist. The figure for August would be much larger if we
could have included tourists who did not stay in motels. Also the figure
would have been much larger if all out-of-state travelers had been includ-
ed and not just the tourlsts.

To put 3 2/3 million dollars in perspective, Iowa's personal income
for 1964 was 6,548 million dollars (25, p.10), which when divided by 12
to arrive at a comparable August flgure, is 546 million dollars.

Considering the restrictive assumptions, the total figure of
$3,661,680 should not be regarded as a final estimate, but rather, an
estimate which will suffice until a more exhaustive survey can be complet-
ed.

State Origin and Destination of Out~of-State Travelers

State origin of tourist groups
Pigure 8 shows the percentage distribution of the sampled tourists

accordinz to thelr home state.

Almost one-~half of the tourists resided in an adjscent state. It
wvas quite likely that Illinols, Missouri, Wisconsin, or Minnesota resi-
dents crossed portions of Iowa on their way to the Black Hills, Yellow-
stone Park, California, or other points west, It was possible that
Nebraska and South Dekota residents traveling east and Illinois, Missouri,
and Nebraska residents destined to the lake country of the north, crossed
the state.
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Other states contributing 4.5% or wore were Ohio, Indiana, and Michi-
gan. JIowa and U, 8. Highway 20 form a natural bridge to the west from
these three states.

California contributed T7.2% of the tourists in the sample. Only
10% of these tourists considered Iowa their destination. Califoraia does
not fit into the logical geographical pattern as do the adjacent states.
Several reasons are offered to justify this. First, California is the
most populous state in the union. 8o regardless of its geographical
position, vhen compared with less populous states, one could expect
proportionally more travelers crossing Iowa. Secondly, it has been
humorously stated that there is no such thing as a native Californian.
Of course this isn't true, but 1t reflects the fact that many people
have left their respective home states and moved to California, more so
than to many other areas. Many of these people return to visit their
former homes and, Iowa being a bridge state, many of them traveled across
Iowa.

Over 20% of the tourists in the sample were from Illinois, almost
three times the number from any other state: Two~thirds of the tourists
from Illinois were passing through and one-third listed Iowa as their
destination.

State origin of business groups
Figure 9 shows the percentage of total business groups from each of

the states. Approximately seventy-eight per cent of all business groups
in the sample were from adjacent states and an additional 15.9% were Ohio,
Indiena, Colorado, Kansas, and North Dekota; all states within a 325 mile
redius of Iowa.
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Illinois was the leader in supplylng business groups with 30.4% of

the total, over one and one-half as many groups as any other state.

Comparison of motel survey with traffic dats
In 1961 and 1962 the Research and Statistics Division of the Iowa

Development Commission analyzed the 1960-1961 Iowa State Highwey Commis-
sion Origin and Destination survey data. They have listed the number of
out-of-state vehicles from each state on an average summer weekday, the
cccupants of which were on vacation and planning to stay overnight in
Iowa. The state figures were expressed as a percentage of all out-of-
state groups in Iowa on vacation (14).

The definition of group in the context of this motel survey is
synonomous with carload or wvehicle. It 1s reasonable to assume that the
origin pattern of Iowa's out-of-state visitors would not change siganlfi-
cantly over a few years, With these two assumptions in mind, the motor
vehicle data was compared with the data from the motel survey, using
simple correlation as outlined by Snedecor (21, c¢h.7). Table 6 shows the
comparison between the two sets of data.

The correlation between the two sets of data is .97, which is highly
significant. To further teat, a simple regression model was used;

My = o+ BHy + E vhere M; 1s the state orlgin percentage from the motel
survey and Hy is the state origin percentage from the Highway survey. The
hypotheses tested were v = O and B= 1 va, o % 0 and B ¥ 1. The hypoth=
eses were not rejected at the ,05 level of significance. This, coupled
vith the highly significant correlation coefficient indicates the motel

sanmple does not feature a significant state bias and can be considered as
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representative of the state. The acceptance of these hypotheses Jjustified
the assumption which allowed the sampled area to be considered representa-
tive of the state and further, allowed expenditures to be extrapolated

to the state level.

Tourist destinations
Pigure 10 shows the destinations of all tourists by states expressed

as a pirentm of 400, the total number of tourists im the sample. Al-
most one~fourth of the tourists in the sample considered Iowa their dest-
ination. The remaining T5% of the tourists were passing through. Pifteen
of the tonists in the sample specifically indicated the Black Hills or
Yellowstone National Park as their destination and an additional 7.5%
listed South Dakota or Wyoming, as thelr destination; for a total of
23.5% for South Dakota and Wyoming. The only other area which stands out
from the rest as a major tourist destination is Minnesota. 11.25% of the
tourists in the sample indicated Minnesota as their destination.

One must remember that the sample consisted only of tourists who
remained at least one night in motels in Iowa during August, 196k. Accord-
ing to the previously mentioned Iowa Development Commission's statistical
analysis, only about 16% of the tourists crossing the state remained over-
night (14).

The high percentage for South Dekota and Wyoming could be expected;
not only becsuse of the tremendous drawing power of these states' major
tourist attractions, but because of the location of Iowa and sample motels.
U. 8, Highway 20 is a favorite route for tourists east of Iowa traveling

to these natural attractions. Highway 20 also leads directly to and
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through Yellowatone Natlonal Park in Wyomlng.

There is a difference between Minnesota and Wiscomsin (3.75%), both
states richly endowed with natural tourist attrections of a similar nature.
This difference can be partially explained by Iowa's geographical position
directly below Minnesota.

The reader is cautioned to reserve conclusions from this map due to
the nature of possibly equivocal returns. The guestion in the guestion-
naire could have been answered ln many ways. For example, a tourist party
from Ohio traveling through the Black Hills of South Dakote, Yellowstone
Park, and California, and traveling across Iowa twice in the process, had
several alternative destinations to enter on their guestionnaire. This
particular group could have reported any of the areas visited, or in a
probable instance, could have reported their destination as home, Ohlo,.
Others could have traveled through Iowa only on their trip home but list-
ed 'Black Hills' or 'Fisheye, Mimnesota' as their destination,

Knowledge of Gelected Iowa Attractions

Seven Iowa attractions were included in the questionnaire (see Appen-
dix A) with provisions for the respondents to indicate whether or not
they had heard of the attraction, whether or not they had visited the
attraction in the past, and vhether or not they would like to visit the
attraction some time in the future.

A major assumption was necessary in the compllation of the data.
Many respondents checked all but one or two of the attractions. It vas
assumed that a persom vho skipped one, or several, but answered the rest
had not heard of the attraction.
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In order to arrive at more representable estimates, it was decided
to base the various percentages on the number of respondents. A respond-
ent is defined as one who had answered one of the possibilities for at
least one of the attractlons.

Figure 1l shows the numwber of tourists and number of business groups
who had previous kmowledge, vho had visited, and who would like to visit
the listed attractlion, expressed as a percentage of respondents.

"An Iowa Vacation Farm" was included to give some indication or feel-
ing for possibilities of expansion into the vacation farm fleld. In the
United States there are very few vacation farms or farms which are open
to the public. There are only several in Iowa.

The tabulations for Iowa Vacation Farm showed that 31.2% of the tour-
iste had heard of it, but only 27.8% of the business groups had heard of
it. This contrasts with the other ‘'have heard' tabulations, wvhere business
groups dominated. Many respondents skipped this attraction while answer-
ing others. A few people had entered "I was born on e farm” or "My father
wvas a farmer.” It is possible that respondents confused commerclal vaca=
tion farms with farms in general.

Hoover's birthplace was the most familiar attraction listed. Almost
80% of the tourists indicated they had heard of Hoover's Birthplace,
although a few volunteered that they didn't realize it was in Iowa. The
Amana Colonies proved to be almost as well known as Hoover's Birthplace.
In view of the fact that several admitted they didn't know Hoover's Birth-
place was in Iowa, the Amana Colonies might well be the best known of the

listed atiractions.
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The Amana Colonies were by far the most freguented of the seven
attractions. Almost half of the business groups and about one-fourth of
the tourists had visited there at one time or another.

Figure 11b shows that a greater proportica of the business individuals
have visited the various attractions.

Figure lle shows the percentage of respondents indicating a desire to
visit the selected attractions at some time Iin the future. The returne
indicated the tourists were more interested in seeing the attractions than
were the business groups. Over one-fourth of the tourlists expressed an
interest in visiting the two most popular attractions, Hoover's Birthplace
and the Amana Colonies.

Factors Motivating Tourists to Visit Iowa

The tourists in the sample were assked to indicate those things which
helped them make the decision to travel in Iowa. Sixty-six per cent
indicated they traveled in Iowa because it was thelr 'best route'. This
eould mean almost anything, depending on the individual's definition of
'best route'. Twenty-nine per cent of the tourlsts stated they were in
Iowa to visit friends. Thies seemed to be the largest single factor, aside
from 'best route', influencing tourists to visit Iowa.

Eight and one~half per cent of the tourists indicated business was
one of their reasons for visiting Iowa, but that business was not thelr
only reason. Two per cent of the tourists were attending a meeting or
convention in Iowa.

The second part of the question four on the questionnaire (see

Appendix A), "I was influenced by tourist promotion," etc., was devised
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in order to find out vhat affect, if any, different types of promotion or
state advertising have had on the public.

It wvas stated in the introduction that at the time of this survey
Iova as a state unit had been doing virtually no out-of-state tourist
advertising. As a result, it is understandsble thet only 2.5% of the
tourists vere influenced by a megazine advertisement or story, and none
of the tourists wvere influenced by a radio or television advertisement or
story. This indicates the effectiveness or quantity of private Iowa promo-
tion.

Friends and relatives have promotionel effect. Ten per cent of the
tourists maintained they were influenced by tourist promotion originating
from friends or relatives. With the avallable data it was not possible
to separate the extent to which the tourists were influenced by friends
and relatives saylng "Iowa 1s & great placel", "You should visit Iowa!",
end the same suggesting "Why not spend part of your vacation with ust" In
the case of the latter, Iowa might not have been the attraction.

Twelve per cent of the tourists indicated that the American Auto-
mobile Assoclation influenced their decision to travel in Iowa. The one
in eight tourists replying on AAA information were tabulated by income.
The percentage of groups using AAA information was the lowest (4.7%) for
income groups under $5,000 per year and the highest (15.68) for income
groups over $15,000 per year.

The listed items on the questionnalre did not allow full expression
of factors which lafluenced travelers to visit Iowa. Several dozen tour-
ists added special comments concerning factors influencing them to travel
in Iowa.
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"We wish owr children to see as many states as possible to be familiar
with the country”, “"Want children to see Iowa", and "Wanted to see Iowa"
vere typical comments. Many tourists were interested because they had
never seen Iowa; it was somwething different.

Several groups indicated they had been in Iowa at some previous
time, liked the state and were on & return visit. Several others indicated
they were previous residents and had returned for a visit. Additional
statistics are needed to further investigate tourists' motivations and
reasons for returning to Iowa. Approximately three-fourths of the tourists
in the survey indicated some possiblility of returaning to Iowa at some time

in the future.

Activities of Travelers and Their Reaction to Iowe

Activities by group purpose in Iowa
Figure 12 shows the percentage of travelers who participated in the

apecified actlivities.

For exeample, figure 12 indlicates 32% of the 'business only' groups
participated in at least one of the activities, 46% of the tourists pass-
ing through participated in at lesst one of the activities, and 93.T% of
the tourists with an Iova destination participated in at least one of the
listed activitliea.

Graphing the sctivitles in this manner facilitates comparison between
the various types of travelers. It is spparent thnt.thc tourists with an
Towa destination were more apt to participate in activities than were the
other travelers. It is also significant that business people participated

in the selected asctivities; but they did not participate as much as the



Figure 12, Percentage of travelers participating in the selected activi-
ties--by purpose in Iowa

Tourists, Tourists,
Business passing Iowa All
only through destination tourists
Line 8D I 8D II 8D IIT 8D IV
1 32.3 h6. b 93.7 575
2 13.3 17.4 7.9 31.8
3 12.7 19.1 k3.2 2h.8
4 3.8 b9 26.3 10.0
5 b.h 15.5 27.4 18.2
6 5.1 9.9 27.4 14,0
T 1.3 1.0 5.3 2.0
8 6. g 10.2 27.4 1k.2
G 10. 2.0 9.5 3.8

(1) Participated in at least one of the listed
activities

Visited friends or relatives

Visited historic sites

Visited lekes

Plcnicked

Visited state parks

Hunted or fished

Visited commercial attractions

Played golf, etc.

O - o e 0
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tourists.

All of the activities indicated the same trend, except one. Playing
golf was the exception. More businesswen played golf, 10.8% of all
sampled, than any other set of groups shown on graph 9. Golf, it would
seem, was a popular diversion among businessmen.

The percentages in figure 12 are not true averages. They should be
viewved as lower limits of participation. Because there was no provision
for "we dld nothing while in Iowa", it could not be determined how many
respondents skipped this section of the guestionnaire but actually partic-
ipated in the sctivities. It would be more suiteble to say "at least 10%
of the tourists visited lakes while in Iowa", and so on.

Activities by income
Figure 13 shows the seame activities as figure 12, but the tourists

are classified by income.
The tourists were separated into the five following annual income
classifications for analysis:

$ 0-§ 4,999 Lower bracket

$ 5,000-§ T,499 Lower middle bracket
$ 5,500-8 9,999 Middle bracket

$ 10,000-$ 14,999 Upper middle bracket
$ 15,000-$ wp Upper bracket

A general pattern of participation in activities emerged. The in-
creasing vith income trend cannot be pursued to the upper income bracket,
as even a casual glance at figure 13 would indicate.

Over seventy people added their own activities to the questionnaire



Figure 13. Percentage of tourists participating in the selected activi-
tles~~by income

under 5,000~ ﬁ 500~ EE,NO— ,000-
$5,000 :7.599 :”99 $14,999 - up

line
1 55.8 58.8 62.0 65.2 k2.9
2 23.3 38.8 34.8 34.8 22.1
3 23.3 25.9 27.2 31.5 15.6
4 7.0 T+ 13.0 15.7 6.5
5 18.6 23.5 18.8 21.h 9.1
6 0.0 4.8 3.3 11.3 5.2
T 9.3 12.9 15.2 19.1 10.4
8 11.6 9.4 20.7 16.9 7.8

(1) Participated in at least one of the listed
activities

Visited friends or relatives

Visited historical sites

Visited lakes

Plcenicked

Golfed, etc. and/or fished, ete.

Visited copmercisl attractions

Visited state parks

o= O\ W 0
e St S S S S
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list. Many added that they had visited various Iowa sttractions. The
most frequently mentioned were the Amana Colonles and the Little Brown
Church in the Vale at Nashua. Several interesting points were brought

to view by the tourist's own list. lowa's college and university campuses
attracted many out-of-state visitors. A fev families returned to show the
children where their parents had attended school; several were interested
in looking over the campuses for future prospects, while others were just
interested.

Other unlisted but frequented attractions were various town and

city parks which were used by the tourlsts for picnicking and other

purposes.

Activities travelers enjoyed in Iova
Teble T shows the specified ltems travelers enjoyed, expressed as a

percentage of respoandemts who did not skip question & on the gquestion-
naire.

The number of respondents who skipped question 6 wes assumed to be
the nunber of respondents who skipped the entire fourth page of the ques-
tionnaire (see Appendix A) or who skipped all but the last question on
the page.

The selected items were also tabulated by tourist's income, as shown
in figure 14, No over-all incomwe trend is evident. Only the use of rest
areas shows a definite decrease with higher incomes.

Parmland scemery vs. natural scenery Parnland scenery and natural
scenery were by far the two most popular items on the list. These two

items were included ss a deliberate contrast. To what extent was natural
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Figure 14. BSelected activities tourists enjoyed in Iowa~-by income

Enjoyed: Touriste under g,g g,soo— ﬂ.:,ooo- $15, 000~
] » »

’ by income ”om 999 up
(Base) (38) (18) (86) (76) (66)

1 lﬂthlllg 709 2.6 203 503 Tc6
2) Farm visit 109 1!.8 2.3 9.2 ‘os
3) Farmland scenery 57.9 69.2 59.3 s5k.0 60.6
4) Natursl scenery 7.1 6h.1 64,0 59.2 63.6
5) Peace and quiet 23.7 38.5 9 21.1 2
6 mml. ”.6 62.8 .8 "-T 25.6
T ulllg out moh “-9 w-s kToT 25.3
8 Rest areas ﬁ-a 27.2 %OT 18.# 1306

1) Nothing

2) Farm vieit

3) Farmland scenery

%) Natural scenery

5) Peace and quiet

6) Friendly people

T) Pining out

8) Rest areas
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scenery preferred to farmland scenery or vice versal The effectiveness
of state promotional material could be severely dempened if Iowa farms
were promoted, but travelers were not interested in farmlandi scenery.
The hypothesis that no difference exists between fermland and natural
scenery preferance was tested for each of the classifications in table
7 and for each of the income classifications in figure 14.

The testing procedure, difference in proportions, is outlined by
Dixon end Massey (8, p.232). Confildence intervals for the difference
between the two proportions were established at .05 level. If the confi-
dence interval covered zero, there would not be sufficient reason to
reject the hypothesis.

Although several differences were above 13%, only the business
groups' difference between farmland scenery and natural scenery as indi-
cated in table T was significent at the .05 level.

The business groups were not expected to react favorably to all of
the iteme listed in the questionnaire. Question six wes designed pri-
marily for the purpose of examining the tourists' reactions to Iowa. But
it is interesting to note that the business groupe did eanjoy farm visits,
friendly people, and to some degree, dining out, as much as tourists.

Tourists within the $5,000-47,499 income range enjoyed more of the
listed items than tourists within any other income range. Tourists with
an annual income sbove $15,000 indicated fewer favorable reactions than
tourists within any other income range.

Over one-fourth of the tourists used and enjoyed the rest areas in
Iova. This percentage is high enough to werit an additional look at
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Iova's rest arees and facllities.

More than elghty pecple added their own comments, supplementing the
suggested items. About a half dogen commented on the beautiful city parks
end other small parks in Iowa., Twenty-four of the more than eighty people
adding remarks declared they thoroughly enjoyed the motel accomodations
in Iowa, and several of these mainteined the accomodations were the 'best
anywvhere'. A fev travelers commented on the wonderful roads in Iowa, but
these people forwed a very small minority.

Travelers' Complaints and Their Recommendations for Improvement

In the past, grieveances concerning Iowa have been heard from differ-
ent directions with different magnitudes. But until now there have been
attempts to quantify these complaints. Table 8 shows how the three
most freguently registered complaints iuu distributed over the travelers.
Table 8 also displays responses to the guestionnaire list of suggested
possible improvements.

The most common complaint was Iowa's highways. About one-fourth of
the travelers included written comments on the poor condition of Iowa's
highways, the curb along the edge of some highways, or the long and some-
tines needless detours. Over one-half of the travelers checked ‘highways'
as an Iowa feclility needing lmprovement. BSeveral individuals also indi-
cated they would go out of thelr way rather than travel Iowa's roads again.
It is evident that Iowa's highways project an unfavorable image to many.

Four and one~half per cent of the tourists indicated they had insuf-
ficlent information about Iowa. Thie written complaint was more frequent-
1y registered than any other, except highways. Most of the other
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complaints, wonotony of scenery, poor service, poor food, ete., were in
the minority, nct one being greater than three per cent. The only excep-
tions were business groups complaining about farm vehicles on the highways
(4.3%), discourtesy of Iowa drivers (4.3%), and poor quality of food
(5.7%).

It appears a2 if travel groups in the upper income brackets actually
found lese fault with the rest aress, park signs, and historicel markers
than groups in the lower income brackets. But perhsps as figure 13 and
figure 14 might suggest, the groups in the upper income bracket did not
participate in as many activities. They did not use the state's facilities
as much as other grows and therefore were In no position to suggest
improvement.
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SUMMARY AND RECOMMENDATIONS

Tourism is a rapldly expanding business. People have more money
avallable and more leisure time to enjoy it. States richly endowed with
natural resources are actively promoting them, encouraging travelers to
visit and spend, thus adding to the income, welfare, and further develop-
went of the area.

But other states, not richly endowed with natural attractions, are
beginning to realize that tourists can spprecisbly add to the income of
certain areas. Notable among these are tourist 'bridge' states, states
vhich are not destinations in themselves, but are crossed extensively
by tourists who spend as they cross.

Many of these states realize the value of tourist promotion, and
have been engaged in various advertising sctivities in order to encourage
tourists. Other states in the "bridge' category have not entered into
any extensive promoticnal sctivities. Iowa is one of them.

Iowa needs to determine the lmpact of tourists on its economy in
order to declde whether or not it is feasible to actively engage in state
promotion. If the decislon is made to encourage tourist travel, the state
planners wust make institutional decisions, such as vhich facilities need
improvement and what additional facilities are desired; the state adver-
tising committee must also decide on the form or nature of the promotional
material and where to direct 1it.

The purpose of this thesis was to investigate and extend knowledge
in the area of Iowa tourism. The primary surveying tool was a question~
naire (Appendix A) mailed to over 1,200 August, 1964, motel patrons. The
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sample consisted of out-of-state travelers who spent at least one night
in en Iowe motel along U. S. Highway 20 during August, 196k,

This survey has collected data which would be useful in the develop-
ment of tourism im Iowa. Although the survey was concentrated in clities
along U. 8. Highway 20 (located in the upper third of the state), it is
probable that the results can be considered as representative of the
state. The percentage of total tourist traffic from each state in the
survey corresponded closely with the Highway Department-Development Com-
mission Survey.

All trevelers were classifled by the purpose of their trip in Iowa.
The survey results were presented within the fremework of these trip
purpose classifications; business only, tourists passing through, and
tourists with an Iowa destinatiom.

It wvas found that tourists with an Iowa destination and tourists
passing through spent about the same amount each day. But the Iowa~
destined tourists spent more in retail stores and for recreation and less
for lodging and food.

Relationships between expendlitures and income, time in Iowa, and
pecple per group were sought, using multiple regression analysis. Finally,
tourist expendlitures were extrapolated to form a statewide expenditures
estimate for August, 1964,

Investigation of the travelers' knowledge of selected Iowa attrac-
tions showed that Hoover's Birthplace and the Amana Colonies were the best
known and the most frequently visited of the seven selected Iowa attractions.
Over one-fourth of the travelers also indicated a desire to visit these

attractions in the future.
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Traveler's complaints concerning Iowa's facllities and reception of
travelers, and their suggestions for improvement were analysed. Tourists
found only two significent faults with Iows, poor roads and lack of tourist
information.

The state of Iowa did have tourist information available but dld not
extensively advertise cut-of-state. As a result, many travelers did not
know what Iowa had to offer. Conplaints conceruning the lack of Iowa in~
formation was second only to complaints concerning Iowa's roads.

Based on this survey it would seem reascnable to recommend expansion
of tourist promotional activities at both the state and local level.
Because of the many touriste passing through to Yellowstone National Park,
the Black Hills, and Mimnesota, it would seem reascnable to concentrate
a portion of Iowa's promotional activities in the same geographical areas
that these already deeply-entrenched recreation spots actively solieit.

Tourist Information Centers could be located at strateglc points
along main highways entering Iowa. These centers could disseminate infore
mation during the pesk summer tourist months. In the trial stage, these
centers could be portable, perhaps mounted on flat-bed trucks Lf necessary,
and moved about to determine the best locations. Reglsters could be used
to obtain tourist's names for further tourist surveys. Over the years
an accurate group of comparable statistics could be complled, measuring,
among other things, the virtues of various promotional activities. These
Tourist Information Centers would have to be well advertised, both in out-
of-state advertising media, and on billboards along the highways.

How can the state attract tourists and convince them they should
travel in Iowa, and then convince them they should remain additional
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days? Certain laprovements are in order. Almost one-fourth of the tour-
ists pdded written comments regarding Iowa's highwey system. Over balf
of the tourists checked ‘improve Iowa's roads', and over five per cent
nade specific comments about the dangerous iip at the edge of several
Iowa highways.

In order to keep travelers from whizzing through on the interstate,
Iova must improve the quality of certaln substandard, narrow highways.
One edvantage of the interstate, though, is that it should teke some pres-
sure off the now heavily traveled throughways, allowing slower, sight-
seeing tourists to enjoy a more lelsurely drive through Iowa.

Analysis of tourists' suggestions for lsprovement ylelded several
important facts. Out-of-state travelers generally found Iowans courteous
hosts. XIowa's friendly people certainly are an important asset to the
state.

It vas found that more than twice as many tourists desired an increase
in rest areas than desired improvement of existing rest arees. Cities,
and especially smaller cities, could be encoursged to develop parks near
the highways. BSeveral respondents indicated they had utilized existing
small town parks. Tourists seeking local color and friendly people often
found Iowa's small towns much to thelr liking. These parks could be a
supplement to the highwey rest area system, and due to the possibility
of connections with local utilities, these parks could offer better facil-
ities than many rest areas now in existence.

Canping is becoming an extremely popular vecation mode. Adequate,
well-advertised camping faclilities could attract tourists to Iowa. Iowa
farmers could easily expand into this area.
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Another nev field of endeavor open to farmers is the increasing
interest of city people in the functions of the farm. Fifteen per cent
of the tourists indicated a desire to vieit an Iowe Vacation Parm.
Development, coupled with adequate promotion, of vacetion farms in Iowa
could prove beneficial to the state.

In final susmmary: It hes been demonstrated that Iowa could advan-
tageously solicit tourists and data have been assembled which could
benefit those who seek to lumprove Iowa's tourist position.
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EXTE NSION SERVICE

AGRICULTURE AND HOME ECONOMICS
~ STATE OF IOWA

IOWA STATE UNIVERSITY

of Science and Technology, EAST HALL

U. 5. DEPARTMENT OF AGRICULTURE, AMES, IOWA 50010
Cooperating

Dear Towa visitor:

The people of Towa want to be pleasant, efficient hosts to
all visitors. There is much we, and others, need to know about
the expanding, exciting, important business of the traveling
American.

In order that we might become better hosts and be able to
offer you, our guests, the best we have, we are asking recent
"yisitors" for help. You, as an August 1964 visitor in Iowa,
are asked to take a short 10 minutes, to complete and return the
enclosed questionnaire.

Only a few of these are being sent, so your reply is im-
portant! Postal regulations permit your use of the enclosed
envelope without stamp.

Thank you for your time!

Yours truly,

El. Ak Ehitpe

Eber Eldridge
Extension Economist

/br
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QUESTIONNATRE

Can be completed in 10 minutes.
Purpose of your trip in Iowa: (check as many as apply)

a vacation in Iowa

visit friends or relatives
business

passing through Towa, enroute to

(give destination)

attend meeting or convention

Towa is my business territory. I make numerous trips.
(If the latter is the case, please return even though many of the
questions are not applicable.)

The total number of people in my party was .
(total)
number of men
number of women
number of children under 16

The total number of nights party stayed in Iowa during August 1964. nights

Check those of the following which apply and helped you make your decision to
travel in Towa:

best route to my destination

business commitment

visited friends or relatives in Towa

attend meeting or convention

I was influenced by tourist promotion (which of the following)
a. recommendation of friends or relatives
b. newspaper story or advertisement

c. magazine story or advertisement
d. radio

e, TV

f. American Auto Association

g. o0il company maps and information
h. other

(please specify)
While in Towa we: (check all that are applicable)

visited friends and relatives

visited historical sites and/or museums
visited lakes

picnicked

hunted and fished

played golf, tennis, etc.

visited commercial attractions

visited state parks

other

A

(please specify)
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11,

While in TIowa we enjoyed:

While in Towa we did not enjoy the following:

a ftarm wvisit

farmland scenery

natural scenery

peace and quiet

friendly nature of the people
dining out

rest areas

other

(please specify)

Iowa

T

could improve its facilities or treatment of travelers in these ways:

improve courtesy of service

provide additional highway signs

widen the highways

improve the quality of the rest areas
increase the number of rest areas
increase number of signs announcing parks
increase the number of historical markers
other

Did anything about Iowa influence you to remain in Iowa longer than you ex-

pected? If so, what?

Did anything about Iowa cause you to leave Iowa sooner than you had intended?

If so, what?

Do you plan to travel in JIowa at some future time?
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12. Please check:

Never Have heard Would like
Jowa attraction heard of about it but Have to visit
it never visited visited sometime

a. Amana Colonies

b. Herbert Hoover's
birthplace

c. Spirit Lake
masacre area

d. An Iowa vacation
farm

e. Grotto at West
Bend

f. Effigy Mounds

g. Towa Great Lakes

13. During our August visit to Towa my party spent approximately: (your best
estimate, please)

Lodging $
Food

Auto (gas, oil, etc.)

Recreation and entertainment

Retail stores (excluding food)

Other (specify)

l4. Your name will not be used and you will not be identified with the results of
the study in any manner. Therefore, we would appreciate your answer to the
questions below.

Annual income of family, or of the individual receiving the questionnaire:

under $3,000
$3,000 to $4,999
$5,000 to $7,499
$7,500 to $9,999
$10,000 to $14,999
$15,000 to $20,000
over $20,000

T
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