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% of
travellers
INFORMATION SOURCES USED TO PLAN OVERNIGHT Number . who are_
PLEASURE TRIPS IN 2004-2005 involved in
planning
(17.4 mil)
A travel agent 5,928,408 34%
An internet website 11,320,446 65%
An electronic newsletter or magazine received by e-mail 732,027 4%
An auto club such as AAA 3,069,296 18%
Articles in newspapers/magazines 3,614,796 21%
Advertisements in newspapers/magazines 2,469,646 14%
Visitor information centres 4,050,322 23%
Travel guide books such as Fodor's or Michelin 2,350,751 14%
Advice of friends or relatives/word-of-mouth 8,862,553 51%
Visits to trade, travel or sportsmen’s shows 528,988 3%
Programs on television 1,297,478 7%
Advertisements on television 882,423 5%
Travel information received in the mail 1,534,184 9%
Past experience/been there before 8,674,514 50%
Maps 5,659,173 33%
Official travel guides or brochures from state/provincial/national organizations 4,477,065 26%
None of the above 1,023,220 6%
Not stated 117,414 1%




“How Important are each of the following conditions when
choosing a destination for an overnight pleasure trip?”

Highly
Important

Somewhat
Important

Of No
Importance

Percentages based on total number of Canadian

trqve[lers = 20.9 million

No health concerns at the destination | 50% 38% 8%
Feeling safe at the destination | 66% 28% 4%
Being familiar with the culture and language of the destination | 14% 56% 27%
Being at a place that is very different, culturally, than yours | 9% 47% 40%
Having friends or relatives living there | 11% 27% 59%
Low cost package deals available for the destination | 23% 50% 23%
Destination is disabled-person-friendly | 6% 16% 73%
Lots of things for children to see/ do | 17% 22% 56%
Lots of things for adults to see/do | 38% 51% 7%
Information about the destination available on the internet | 25% 43% 27%
Great shopping opportunities | 12% 41% 43%
Availability of luxury accommodation | 7% 26% 55%
Availability of mid-range accommodation | 29% 50% 13%
Availability of budget accommodation | 22% 44% 23%
Availability of camping | 13% 24% 51%
Convenient access by car | 43% 41% 1%
Direct access by air | 29% 42% 22%
Convenient access by train/bus | 13% 3T% 39%
Not stated | 1.0%
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Specific Destinations

The following table illustrates the percentage of visitors who indicated they had visited specific
Nova Scotia destinations. (Tables 21Ba-21Bf)

Atl. Western New Other Over-
Ov;zrall Can. ?/c ?zl Can. Eng. us seas
% = % % % %
[ Halifax (waterfront) [ 57 [ 52 [ 63 [ 62 [ 63 [ s [ & [ 57
Lunenburg/
| Mahone Bay | 26 | 18 | 24 | 30 | 38 | 28 | 43 | 41
| Peggy's Cove | 24 [ 14 [ 31 | 30 | 35 | 25 | 43 | 29
[ Cabot Trail [20 [ 11 [ 27 [ 22 [ 26 [29 [ 3 [ 3
| Baddeck [7 [ 10 [ 1 [ 19 [ 25 [ 22 [ 3 [ 27
| Annapolis Royal | 14 [ =2 [ 14 ] 11 | 20 | 18 || 26 || 15
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