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Abstract 

Tourists have many choices for information when they plan a vacation to a new international 

destination.  With so many choices for travel information, New Zealand tourism marketers 

have a huge task finding out the best way to get their information across to tourists.  This 

study aimed to discover if tourist characteristics could help travel marketers efficiently use 

information sources.  The hypothesis was that tourist characteristics are closely related to 

their use or preference of travel information sources.  A self-administered questionnaire was 

given to a sample (n=42) of “destination-naïve” international tourists in Cathedral Square.  

Respondents were asked questions about personal characteristics and their use and preference 

of travel information sources (Travel Agent, Print, Family and Friends, Media, and Internet).  

The results were statistically analysed using the Statistical Package for the Social Sciences 

(SPSS).  A χ2 test showed a significance in the internet as the first preferred source from what 

we would expect from random chance, χ2(4,42) = 14.43, p>.01.  None of the personal 

characteristics were significantly related to this, which suggests that the internet is the most 

preferred source of travel information despite personal characteristics, and that New Zealand 

travel marketers should always consider the internet as a marketing tool. 
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The Leisure Traveller: Characteristics Affecting Sources Used 

Tourists have many choices for travel information when they begin to choose and 

plan a vacation to a new international destination.  Acquiring information is essential for 

informed leisure travel decisions.  With so many choices for travel information, New Zealand 

tourism marketers have a huge task trying to find out the best way to get their information 

across to tourists.  So, could a travel marketer determine which sources tourists would look at 

based on certain characteristics about them? 

 To succeed, a marketer must learn to communicate appropriate products and services 

to tourists more effectively and efficiently.  Marketers must compete with each other to get 

their information across to tourists.  So, tourism marketers must make sure that the right kind 

of information is available at the right place at the right time (Gronflaten, 2005).  The 

availability of information can make or break a business.  Travel advertising expenditures in 

the United States have exceeded $1 billion annually since 1988 (Crotts, 1999).  Since 

advertising and promotional costs are significant for many travel companies, an 

understanding of the types of information tourists seek can improve a travel company’s 

profitability and make the most effective use of their marketing funds (Dodd, 1998).  For 

example, a study found that tourists who sought information on the internet were more likely 

to spend more money on their trip (Luo, Feng, & Cai, 2004).  Knowing the information 

sources leisure travellers use will help New Zealand destination marketers determine the 

source that is becoming more useful for future marketing strategies, and will allow travel 

marketers to spend their marketing money more wisely.  Once useful information sources are 

identified, marketing strategies can be designed for the various segments (Snepenger, Meged, 

Snelling, & Worrall, 1990).  The different sources used can provide a useful basis for 

segmenting the vacationer market since this is the means by which service and product 

offerings are communicated to the vacationer (Assael, 1995). 



Characteristics affecting sources used   4 

 

 The primary motivation for a vacation is to see new places or do new things 

(Crompton, 1979), and the need for variety in a vacation affects the type of information 

sources used (Snepenger, 1987).  New vacations involve greater external information seeking 

due to the greater need for variety (Engel, Kollat, & Blackwell, 1973).  For complex 

vacations and extensive problem solving, such as planning a new international vacation, there 

is considerable time and effort devoted to the information search (Fodness & Murray, 1999).   

 According to Fodness and Murray (1999), tourist information search strategies can 

include a spatial, temporal, and operational dimension.  The spatial dimension refers to 

whether the tourist’s search activity is from his or her internal information (previous 

memories or experience) or external information (knowledge from the environment).  The 

temporal dimension relates to the timing of the information search, which can be ongoing or 

pre-purchase, and the operational dimension includes a tourist’s actual search for information 

and the sources used.   

 A travel marketer has little influence on a tourist’s internal information sources, which 

includes information from a tourist’s memory about a previous experience at a destination.  

However, a travel marketer can have a considerable amount of influence on a tourist’s 

external information search, which involves seeking out new information through 

communication with others (Gitelson & Crompton, 1983).  A first-time vacation would 

emphasize primarily external travel information sources because 1) a vacation is a high-risk 

purchase with high monetary investment, 2) tourists can not see what they are purchasing, 

and 3) tourists prefer to visit new destinations (Gitelson & Crompton, 1983).  Tourists 

visiting a destination for the first-time, who are not visiting friends or family, are referred to 

as destination-naïve (Bitner & Booms, 1982).  Studies have shown that “destination-naïve 

visitors are more likely to rely on promotional sources provided through the marketing 

channel” (Bitner & Booms, 1982, p. 40).  So, a destination-naïve tourist’s information search 
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would use primarily external information sources, rather than internal information sources.  

This study focuses on a destination-naïve tourist’s external spatial, ongoing temporal, and 

operational dimension.   

Research on information search behaviour is complex because of the many factors 

involved (Snepenger et al., 1990); however, studies have found that general consumer 

behaviour is influenced by individual differences, which are often measured by demographic 

characteristics (Luo et al., 2004).  Previous research has illustrated that information sources 

used and tourist characteristics are closely related (Luo et al., 2004), and that tourist 

characteristics drive individual tourists to use certain information sources (Fodness & 

Murray, 1999; Luo et al., 2004).  More recent studies show that “demographic characteristics 

kept its influence on information sources preferences and choices over years” (Luo et al., 

2004, p. 17).  However, previous research shows inconsistent findings and sometimes 

contradicts each other on the significance of some personal characteristics (sex of the 

respondent and education level) to sources used and preferred.   

First, previous research showed that sex of the tourist is significantly related to 

tourists’ choices of information sources (Luo et al., 2004; Snepenger et al., 1990), while other 

studies have found no significance (Lo, Cheung, & Law, 2002).  Some studies show that 

women place more importance on family and friends for travel information (Dodd, 1998; Luo 

et al., 2004).  Understanding the information source preferences of women and men can give 

an advantage to streamline marketing material.  Since female travellers can have a unique set 

of needs, travel marketers can use their information sources to efficiently market to these 

needs.  For example, research has shown that women’s travel needs are often ignored because 

most tourist locations are aimed at the male client (Pearce, 2005).  Therefore, sex of the 

respondent can be a critical personal characteristic to research, which may influence tourist’s 

use and preference of travel information sources. 
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Secondly, previous research also has found a relationship between a person’s 

education level and the source they will use (Dodd, 1998; Gitelson & Crompton, 1983), while 

other studies found no significance (Lo et al., 2002; Luo et al., 2004).  A study has shown 

that tourists with higher levels of education use more print information sources (Gitelson & 

Crompton, 1983); however, another study contradicts this with lower educated respondents 

placing more importance on brochures (Dodd, 1998).  More research could re-test education 

for significance. 

Two other personal characteristics have not been researched: a tourist’s general 

leisure behaviour, and a tourist’s level of internet use.  First, consumers often evaluate the 

costs of their search efforts in terms of time and money required to conduct the search 

(Srinivasan & Ratchford, 1991).  Most research has measured tourist’s “time” with 

information search efforts by how far in advance the tourist started planning his or her trip.  

No studies found have focused on a tourist’s general leisure “time” as defined in terms of a 

tourist’s general leisure pursuits.  Studies have segmented tourists into numerous typologies 

ranging from tourists who are more active and desiring strenuous adventure, to tourists who 

are more passive and expecting things to be done for them (Sharpley, 1999).  So, a tourist’s 

general leisure time use (measuring the tourist from active to passive pursuits) could be an 

influencing personal characteristic in the choice or preference of travel information sources.  

For example, a previous study showed that tourists who use travel agents as their only 

information source were the least active during their trip than other destination-naïve tourists 

(Snepenger et al., 1990).  Therefore, research could aim to find out if a tourist’s general 

leisure behaviour (active vs. passive) has any relationship with their use or preference of 

travel information sources. 

Secondly, the internet is becoming more and more utilized for information needs.  

The internet is relatively inexpensive and easy to use, but tourists must still pay for internet 
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service and invest time and effort into information searches (Gursoy & McCleary, 2004).  

Previous studies have shown travel agents in a pivotal role for “destination-naïve” tourists 

(Snepenger et al., 1990).  However, with the increased use of the internet, it is unlikely that 

the travel agent is still in a critical role.  A study showed that tourists have become more 

independent in using a range of tools to arrange their travel (Buhalis, 1998).  Studies have 

shown that the internet is now the pivotal role in vacation planning (Luo et al., 2004).  With 

the rapid advancement of information technology and the popularity of the internet, the 

number of internet users also increases rapidly.  Research could aim to discover if a tourist’s 

level of internet use influences his or her preference or use of travel information sources. 

This study centred on the hypothesis that information sources used and tourist 

characteristics are closely related (Luo et al., 2004).  The study’s hypothesis was that 

relationships exist between tourists’ personal characteristics and the information sources used 

or preferred to plan their leisure travel.  The study focused on information sources used and 

preferred by leisure travellers, as compared to tourists visiting friends and family or for 

business activity, for planning a new international holiday.  From the study, it is hoped that 

tourists’ characteristics may help to predict their use or preference of information sources, 

and help travel marketers efficiently use the information sources.  This study measured the 

following personal characteristics: sex of the respondent, education, general leisure 

behaviour, and level of internet use.  Education and sex of the respondent are included to re-

test previous research findings.  The new personal characteristics “general use of leisure 

time” and “general use of the internet” are included to discover any influences on the 

information sources used or preferred.   
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Method 

 This study focused on destination-based sampling (foreign visitors at a destination), 

rather than origin-based sampling (local residents travelling to a foreign destination).  New 

Zealand’s physical remoteness offers it as a new destination for many leisure travellers, 

requiring the use of external information sources for planning.  Therefore, the sample 

included destination-naïve leisure travellers to New Zealand. 

Procedure 

The study was conducted in the fall of 2007 on one randomly chosen weekday and 

one randomly chosen weekend day (by rolling a dice).  To reduce bias, the data was collected 

at a randomly chosen (by rolling a dice) three hour interval on each randomly selected day.  

One research day’s interval was between 8:00 a.m. and 2:00 p.m. to get a sample of morning 

tourists, and the other research day’s interval between 2:00 p.m. and 8:00 p.m. to have access 

to tourists who sightsee later in the day.  Also, each research day was randomly (by flipping a 

coin) matched with one of two chosen areas of Cathedral Square: the open space in front of 

Cathedral Church, and the area in front of the I-Site Centre. 

 A convenience sampling method was used, which was the most effective way to 

sample tourists in a short amount of time.  Many New Zealand leisure travellers visit the 

Cathedral Square attraction in Christchurch, and its casual atmosphere provides an easier 

approach to possible participants.  Although a convenience sampling method was risky for 

implications of the results, to reduce bias, a systematic sampling technique was used within 

the convenience sampling method.  The researcher approached every 2nd available person 

with a random start.  Since random sampling was not possible, the systematic sampling 

provided a feasible alternative.   

 The researcher approached possible tourists and introduced herself and the project. 

The sample was limited to male and female international leisure travellers over the age of 18 
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years, who were destination-naive, who had adequate English skills, and, in so far as 

possible, judged mentally competent to give informed consent to participate.  In order to 

select the appropriate respondents for the study’s participant criteria, the researcher asked 

filtering questions to make sure the prospective participant was a new traveller to New 

Zealand without personal local contacts. 

If the participant was selected for the study, the researcher discussed the project in 

detail by explaining the title and aims of the project, importance of participation, participation 

time involved, confidentiality and anonymity of the study, how to withdraw from the study, 

and the researcher’s contact details.  The researcher asked the respondent if he or she would 

volunteer to participate in the study.  If the person agreed, the researcher asked the participant 

to sign the consent form, which was immediately concealed in a folder for privacy.  The 

researcher gave the respondent a research information sheet with written details about the 

study and a unique ID number.  The ID number corresponded with the participant’s consent 

form and completed survey in case the he or she decided to later withdraw.  Respondents 

were advised that they were free to refuse to answer any question they felt uncomfortable 

with, and asked if they had any questions about the nature of the study and their rights as a 

voluntary participant.  Then, the survey, a working pen, and a clipboard were given to the 

respondent.  The researcher ensured that respondents were given the opportunity to complete 

the survey seated and in the shade.  The researcher asked the participant to return the survey 

to the researcher when finished.  Once the respondent returned the survey, the researcher 

thanked the respondent for his or her time, and the survey data was immediately concealed in 

a separate file folder from the consent forms.  The researcher continued this process until all 

required surveys were collected.   
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Participants 

Forty-four (44) surveys were completed.  One survey was discarded because the 

respondent did not fit the study’s population criteria.  Another survey was discarded because 

the respondent did not finish the survey due to his or her time constraints.  Therefore, forty-

two (42) surveys were included in the sample (n=42).  The study’s response rate was 95.45%, 

which includes 44 of the 46 respondents who agreed to participate after being asked the 

filtering questions.  The mean age was 38.4 years with a standard deviation of 18.75.  The 

age range was 60 years, with a minimum of 19 years and a maximum of 79 years.  The 

sample had proportionately more male than female respondents, as shown in Figure 1. 

- Insert Figure 1 about here - 

 The sample’s education was split into Up to Secondary education, which included 

respondents with primary and secondary school, and Tertiary education, which included 

respondents with all professional and university education.  As Figure 2 illustrates, the 

sample had slightly more Up to Secondary educated respondents. 

- Insert Figure 2 about here - 

The general leisure behaviour scale was reduced to three discrete responses because 

of the low sample size.  Therefore, leisure behaviour was categorized into active, neither, or 

passive pursuits.  Figure 3 shows the sample’s proportions for general leisure behaviour. 

- Insert Figure 3 about here - 

Each respondent’s general internet use score was totalled from the five internet use 

statements.  Based on the internet use score, the respondent was considered low-use if his or 

her score measured 0 to 8, and high-use if his or her score measured 9 to 24.  The scores were 

set to categorize the low-use group with respondents who never or rarely used the internet, 

and the high-use group with respondents who often used the internet for various different 

activities.  The majority of the sample was categorized as high-use as seen in Figure 4. 
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- Insert Figure 4 about here - 

Instrument 

 The study used a self-administered, pencil-and-paper survey, primarily using a 

combination of semantic differential, open-response, and Likert-type formats.  The self-

administered survey method was chosen because of private data questions, such as income.  

The survey was structured in four sections (see Appendix A for survey).  First, the survey 

collected demographic data (income, age, sex, nationality, and education).  Secondly, the 

survey gathered data on how the respondent generally spends his or her leisure time using 

one semantic differential scale with responses from 0 (in active pursuits) to 4 (in passive 

pursuits).  Thirdly, the participant’s general internet use was measured using five “one-off” 

Likert-type format statements (e.g., “How often do you use the internet for creating web 

pages?”).  Responses for each statement were measured from 1 (never) to 4 (always).  Don’t 

know was offered as a response to each internet use questions; however, no respondent ticked 

that option.  Fourthly, the survey used Likert-type format questions to measure how often 

(1=never to 4=always) the respondent used certain information sources for travel planning.  

Open-ended questions asked for the top three most preferred travel information sources, 

although the first most preferred source is considered to be the only significant one for 

analysis.  Studies have shown that certain information sources are used or preferred more 

than others (Gronflaten, 2005).  Although it is possible that not all information sources are 

included, tourist information sources in the survey were grouped into 1) travel agent, 2) 

family and friends, 3) print sources, 4) media, and 5) internet. 

Results 

 The primary goal of the study was to determine relationships between tourist’s 

personal characteristics and their used or preferred travel information sources.  A Bonferroni 

Correction for the four tests gave the study a lower significance level to meet, p<.0125.  Due 
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to the low sample size, a chi-square analysis could not be used to test the four personal 

characteristics (sex, education level, general leisure behaviour, or internet use level) with all 

five travel information source categories (travel agent, family and friends, media, print 

sources, and internet).  Therefore, the researcher combined the information sources into two 

categories: social (travel agents and family and friends) and non-social (media, print sources, 

and internet).  A chi-square test found no significant relationship between any of the personal 

characteristics and social or non-social information sources.   

 Although no significance was found between personal characteristics and travel 

information sources, exploratory tests of the data uncovered one result separate from the 

hypothesis.  This analysis showed a significant difference in the internet as the first preferred 

source from what we would expect from random chance, χ2(4,42) = 14.43, p<.01.  Table 1 

shows the significant difference in the internet from what we would expect from random 

chance.   

- Insert Table 1 about here - 

 In other words, most respondents chose the internet for their first preferred travel 

information source.  Figure 5 illustrates the proportion of preference for each travel 

information source.   

- Insert Figure 5 about here - 

 This finding warrants in-depth comparisons with each personal characteristic.  The 

significant preference of the internet was analyzed using a chi-square analysis with each 

personal characteristic to view the relationships.  As stated previously, studies have shown 

that males use the internet more for information sources in travel planning.  Interestingly, sex 

of the respondents in this study had no significant association with preference of the internet, 

χ
2(4,42) = 2.83, n.s.  Males did show slightly more preference for the internet (see Figure 6), 
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but the difference is not significant.  With a larger sample size, it may be possible to see a 

more reliable difference with sex of the respondent. 

- Insert Figure 6 about here - 

 Education level also gave no significance, χ2(4, 42) = 2.09, n.s.  Higher education was 

thought to be related to the significant internet preference, but that is not the case in this 

study.  In fact, both “Up to Secondary” and “Tertiary” educated respondents were equally 

likely to prefer the internet as a travel information source, as seen in Figure 7. 

- Insert Figure 7 about here - 

 The chi-square analysis gave no significant relationships between the incidental 

finding of the significant preference of the internet and general leisure behaviour, χ2(8,42) = 

11.28, n.s., or level of internet use, χ2(4,42) = 5.90, n.s.  Interestingly, how much the 

respondent used the internet did not matter in his or her preference of internet as a travel 

information source, which suggests its popularity and usefulness.  Exploratory tests on the 

other recorded demographic characteristics (age and income) were also conducted with no 

significant results found. 

 In summary, no personal characteristics were significantly related to a tourist’s use or 

preference of the five travel information sources.  Also, none of the personal characteristics 

were reliably associated with the incidental finding that the internet was a significantly 

preferred travel information source.  But, the results suggest an overall preference for the 

internet as a travel information source, regardless of the sex, education level, general leisure 

behaviour, and level of internet use of the respondent. 

Discussion 

 The tourism industry acknowledges that different types of tourism suit different 

tourists according to a variety of demographic factors (Sharpley, 1999).  Previous studies 
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have shown significant relationships between some personal characteristics and the 

preference or use of travel information sources.  However, the findings from this study did 

not support the hypothesis that significant relationships exist between a tourist’s sex, 

education level, general leisure behaviour, or level of internet use and his or her use or 

preference of travel information sources. 

 Several reasons could account for the non-significant results to support the 

hypothesis.  First, the sample size was too small to discover any significant results.  With a 

larger sample size, a greater difference could possibly be seen in males compared to females 

preferring the internet, as previous studies have suggested.  Also, a larger sample size would 

increase the power of the chi-square analysis and give the opportunity to test the hypothesis 

as originally intended with all four personal characteristics and all five information source 

categories.  Secondly, certain parts of the survey may not measure the desired personal 

characteristics appropriately.  For example, the “one-off” scale used to measure the 

respondent’s level of internet use was not pre-tested.  Therefore, the scale may not have 

measured the desired data appropriately.  Thirdly, with the low sample number, it was 

necessary to combine respondents into only a few categories for their general leisure 

behaviour and their level of internet use.  Therefore, a larger sample size could have added to 

the data giving more category possibilities and possibly more relationships. 

 Although the results did not support the hypothesis, the incidental finding gives both 

theoretical and practical benefit.  The study’s sample significantly preferred the internet as a 

travel information source regardless of their sex, education, general leisure behaviour, and 

level of internet use.  For theoretical benefits, the results determined that the sample’s 

education, sex, level of internet-use, and general leisure behaviour did not influence the 

significant preference of the internet as a travel information source.  The number of internet 

users is increasing at an extraordinary rate, the internet has become a global medium, and 
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internet users can come from a widely diversified background (Luo et al., 2004).  This 

study’s results justify this in that a wide variety of respondents preferred the internet for 

travel information.  The tourist’s personal characteristics may not have significantly 

influenced the preference of the internet because the internet is widely used, independent, can 

be used at any time, easily accessible, and inexpensive.  People of all backgrounds are able to 

take advantage of it.  The results suggest that people from many different lifestyles are 

realizing the usefulness of the internet as a travel information source.  Care should be taken in 

structuring internet information to take into account the many different levels of education, 

and the needs of both males and females. 

 For practical benefits, the internet has become an invaluable marketing tool and 

information source for many different types of tourists.  So, New Zealand travel marketers 

should always consider the internet as a marketing tool.  The study suggests that the internet 

is overwhelmingly the first preferred source of travel information, so New Zealand’s 

destination-naïve tourists more than likely prefer the internet first for their travel information.  

If a travel marketer does not take advantage of the phenomenal growth of the internet, the 

company may bypass many different types of tourists.  Also, companies with a specific target 

market, such as retired females, should still consider the internet as a marketing tool since the 

study’s results show no significant difference in a respondent’s age or sex. 

 As previously mentioned, the data in this study were collected using a convenience 

sample.  While implications from the findings can be discussed for New Zealand’s 

destination-naïve tourists, cautions should be taken in generalizing the results to other tourist 

populations.  Cautions should also be taken in discussing the sample’s proportion of high-use 

and low-use internet user groups because of the “one-off” scale used to measure the variable. 

 Since internet technology and use change rapidly, future studies should be conducted 

to observe any changes in results for preference of the internet.  Research can also aim to 
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investigate why the internet is such a significantly preferred travel information source despite 

personal characteristics.  Future research can also use a tested scale to determine a 

respondent’s level of internet use to replicate the study and determine if a significant 

relationship exists with a use or preference of a certain travel information source.  Studies 

could research whether the internet is the most preferred source with other types of travellers, 

including those visiting friends and family, as well as business travellers.  Furthermore, 

research could extend similar studies in a range of other destinations to determine validity of 

this study’s significant incidental finding.  For example, research could be conducted in non-

English speaking countries or countries with low internet use.  A comparison against this 

study’s incidental finding could indicate if the internet is only preferred when a traveller is 

destination-naïve.  
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Table 1 

Significant Difference in the Internet from What We Would Expect from Random Chance 

Source Observed Expected Residual 

Travel Agent 10 8.4 1.6 

Family/Friends 6 8.4 -2.4 

Print Sources 9 8.4 0.6 

Media 1 8.4 -7.4 

Internet 16 8.4 7.6* 

Total 42   

 

*p=.006 
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Figure Captions 

Figure 1.  Proportion of respondent’s sex in sample. 

Figure 2.  Proportion of respondent’s education level in sample. 

Figure 3.  Proportion of respondent’s general leisure behaviour in sample. 

Figure 4.  Proportion of respondent’s level of internet use in sample. 

Figure 5.  Overall preference of the internet as a travel information source. 

Figure 6.  More males than females preferred the internet as a travel information source. 

Figure 7.  “Up to Secondary” and “Tertiary” educated respondents equally likely to prefer the 

internet as a travel information source. 
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Questionnaire 

The Leisure Traveller: Characteristics affecting sources used 
 

 

1)  What is your age? (Please fill in the blank)   _______  years 
 
 
2)  What is your sex? (Tick one)       Female       Male 
 
 
3) What was your total household income (before taxes) last year?* 

* Please ask the researcher for a currency conversion chart, if needed. 

(Tick one) 

  Under $15,000 NZD 

  $15,000 to $24,999 NZD 

  $25,000 to $34,999 NZD 

  $35,000 to $49,999 NZD 

  $50,000 to $74,999 NZD 

  $75,000 to $99,999 NZD 

  $100,000 to $149,999 NZD 

  Over $150,000 NZD 
 
 
4)  What is your highest education level? (Tick one) 

  Primary School 

  High School Diploma 

  Some Technical, College or University 

  Undergraduate / Bachelor’s Degree 

  Postgraduate Degree (Masters or PhD) 

  Other (Please specify) ________________________ 
 
 

5)  In which country do you currently live? (Please fill in the blank) 

________________________________ 

 
6)  Please read the following statement and mark an X on the line below that closely represents you. 
 

“I typically spend my free time…” 
 
In active pursuits 

(i.e., bike riding, 
hiking, exercise, 
sports) 

 In passive pursuits 

(i.e., watching 
television/movies, 
reading a book) 

 

ID Number: 

Very Much 
More 

Very Much 
More 

Somewhat 
More 

Somewhat 
More 

Equally 
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7)  How often do you use the internet for the following?  (Tick one box per row) 
 

 
Never Rarely Sometimes Always 

Don't 
Know 

E-mails      

Create blogs      

Online chats (not including e-mail)      

Online telephone calls / Voice Over IP      

Database searches      

Online purchases      

Downloading multi-media (i.e. music, videos)      

Creating web pages      

 
 
8)  In general, how often do you use the following sources to choose and plan a new vacation?  

(Tick one box per row) 

    
Never Rarely Sometimes Always 

Don't 
Know 

Travel Agents      

Auto Clubs      

Family / Friends      

Guidebooks / Travel Books      

Brochures / Pamphlets      

Newspapers      

Magazines      

Television / Travel Shows      

Radio      

Internet / Websites      

Other (Please specify) ____________      

 

9) Using the sources in the above list, rank your top three most preferred sources of information?  

1st most preferred:  _______________________________________________ 

2nd most preferred:  _______________________________________________ 

3rd most preferred:  _______________________________________________ 

This is the end of the survey. Thank you for your time and efforts.  

Please return the survey to the researcher. 


