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I would be more inclined to extend my stay in 

Wilmington if there was...
The first five categories suggest that people are looking for a destination.
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Which of the following activities

attracted you to the region?
Need to get the visitor to stop on the way up or on the way down

from the Whiteface Mountain Memorial Highway.
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Wilmington could use more...
Five highest rankings speak to Destination Planning.
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I would be more inclined to extend my 

stay in Wilmington if there was…
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Please rank the importance of the following 

amenities when taking a pleasure trip.
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Lake Placid Image Study
- Montreal DMA Analysis

March 5, 2008

Draft



Travel Motivators

15
•A measure of the degree of association between each factor 
and  whether destination is a place “I would really enjoy visiting.”

Importance
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Lake Placid’s Montreal Image

— Luxurious
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Lake Placid’s Image vs. Competitors

— Luxurious
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Lake Placid’s Montreal Image

— Sightseeing (Cont’d)
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Lake Placid’s Image vs. Competitors

— Sightseeing
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Lake Placid’s Montreal Image

— Entertainment
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Lake Placid’s Image vs. Competitors

— Entertainment
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Lake Placid’s Image Weaknesses vs.

Competitors — Montreal
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Note: Bolded items are attributes that are some of the most important image hot buttons for travelers



Lake Placid’s Image Weaknesses vs.

Competitors — Montreal
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Note: Bolded items are attributes that are some of the most important image hot buttons for travelers
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Welcome to the County

Prince Edward County, 

Ontario
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Ontario

Taste the County


