
effectively reach 
targets that spend

national accommodations statistics for readers of official visitors guides

We aver Official Publications delive rs prove n , m e a s u ra ble results by prov i d i n g :

C u s t o m i zed opportunities that meet your specific adve rtising needs
H i g h ly fo c u s e d , we l l - d e fined audiences 
Ta rgets that are affluent, educated and like ly to spend
C u s t o m e rs influenced at key decision-making times 

We aver Official Visitors Guides A re W i d e ly Seen and Used

• Consumers book accommodations with the Official Visitors Guide
use the guide to make decisions about accommodations

• Your ad in the Official Visitors Guide will get noticed
of readers find the adve rtisements somewhat to ve ry useful

S o u r c e : Independent Quantitative National Survey of those requesting Weaver Official Vi s i t o rs Guides, March 2003.
By A . J . L e rner Market Research, I n c. / S u rv e y b o o t h . c o m

Official Visitors Guide Readers Tr ave l

• Official Visitors Guide readers visit
visit the city within the fi rst 90 day s
after receiving the guide

Of those visitors :
additional visitors plan to visit the
city within 90 –150 day s

49%

90%

52%

30%

8% 18% 22% 52%
• T h ey stick aro u n d

one night t wo nights three nights four nights and up

5 5%
v i s i t

w i t h i n
3 0

d ay s

3 0%
v i s i t

w i t h i n
3 1–6 0
d ay s

1 5%
v i s i t

w i t h i n
6 1–9 0
d ay s

90 Day Visitor Break-Out



• Official Visitors Guides attract the visitor you want

leisure trave l e rs

attend some college through post gra d u a t e

p r o fe s s i o n a l / m a n a g e ri a l / t e c h n i c a l

83%

90%

85%

• T h ey travel often so you build repeat business and brand loy a l t y

F requency of trips
t a ken in the last
12 months

Official Visitors Guide Readers A re A f f l u e n t

• Official Visitors Guide readers are busy while in tow n

s h o p p i n g

casual and family dining

fine dining

n i g h t l i fe activities

sightseeing and tours

spa and wellness activities

HOUSEHOLD INCOME $60K AND UP

$60,000 to $74,999  1 6 %

$75,000 to $99,999  1 9 %

$100,000 to $149,000 1 8 %

$150,000 or more   9 %

* S o u r c e : Independent Quantitative National Survey of those requesting Weaver Official Vi s i t o rs Guides, March 2003.
By A . J . L e rner Market Research, I n c. / S u rv e y b o o t h . c o m

89%

92%

63%

4–6 tri p s
3 8%

1–3 tri p s
3 5%

7–12 tri p s
1 8%

1 3 +
t ri p s
9%

36%

57%

5%


