





Introduction

In 2002, the New York State Canal Corporation commissioned Eric Mower and
Assocrates to-execute an economic impact study following an aggressive
marketing campaign to celebrate the 175" anniversary of the canal. The study
looked at the economic effects of tourism, including leads generated from
inquiries and NYS thruway usage, with the objective to measure overall
effectiveness in generatmg business for attractions, merchants and services
along the Canal.

The 2002 study focused on measuring day visitors and direct sales from festivals,
“tour operators, and tourism leads. The results reflected an overall economic
impact of $380 million which included per person spend of $600 and a 31%
conversion of inquiries to visitors. Overall, the study showed a notable economic
impact and return on investment for the anniversary year marketing spend.
However since the anniversary year the marketing budget has been drastically
reduced .

Five years later, the New York State Canal Corporation would like to review the
lasting effects of the marketing campaign as well as benchmark the economic
impact of the canal. The objectives include:

= Measure the impact of annual vacationers, festival and event related
visitors, Tours and Charters along the Canal and Day-use visitors.

* Provide data and insight necessary to measure growth or reduction in
tourism for any of the above sectors.

= Benchmark (where possible) growth by business segments and activities
based on the 2002 results.

= Use the findings to develop understanding of direct and indirect sales by
segment and how best to further leverage and maximize the existing
messaging.

From 2002 to 2007 the conversion of inquirers to canal visitors increased by 7%.
Although conversion increased, the average amount spent per visitor decreased.

In order to estimate the economic impact of canal tourism we will again analyze
data gathered from those who inquired about and visited the canal (the
conversion study) as well as visitors to other canal attractions (i.e., boat
charters, boat rental firms, tour companies). The data used in this study comes
from various sources. In each section we will detail the sources as well as the
logic behind each of our assumptions. '






Vacationer revenue declined as a result of fewer inquiries (and subsequently
fewer visitors) and lower visitor spend. The number of vacationers dropped from
24,000 in 2002 to just over 5,000 in 2007. As previously mentioned overall visitor
inquiries dropped substantially from an estimated 77,419 in 2002 to 13,188 in
2007, likely due to the reduced canal marketing budget. Fewer inquiries in the
“pipeline” translated to fewer canal vacationers. Note that in order to show a
comparative analysis to 2002, vacationer data only reflects inquiries coming
directly to the NY Canal. There may be many people who still visit the canal
without requesting information from this source, so this is only one indicator of
Canal vacationers. It is likely however that fewer inquires were made to the
Canal as a result of the reduced marketing efforts.

Boater numbers also fluctuated a bit — with fewer tours and boat rentals in 2007
compared to 2002. The average spend per party/individual is lower in 2007;
however the sources utilized were also different in 2002 compared to 2007. In
2002 the best estimates were assumed based on the conversion study and
tourism data available and in 2007 the boat rental/charter and tour operators
were asked to estimate the average individual rate; therefore it is difficult to
compare the numbers. The 2007 numbers are based on actual estimates
provided by the boat rental/charter/tour companies and therefore a more
realistic estimate.

Day-use revenue dropped somewhat, however visitor estimates in 2007 were
obtained from recent Canalway trail counts, which were a much better source
than data available in 2002 (projections from a 1990 U.S Army Corps Study on
the Champlain Canal). In 2007 we estimated Canalway trail visits rather than
focusing on park visitors for any type of activity. Although the visitor count is
lower based on the user type, the trail users spend more on average than a
typical park visitor.

In the table shown on the next page, details including number of visitors and
average party spend is shown for 2007 with overall comparisons for 2002.

We will cover each of these visitor segments in greater detail later in the report.
















Data Sources and Methods
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The data used to arrive at the estimate of economic impact was

compiled from several sources:

Visitor Segment

Data Source

Vacationers, converted from tourism inquiries
and leads :

Festival and event-related visitors (one-day trips)

Tour operators, Boat charters, Boat Rental
operators

Day-Use visitors

New York Canal Corporation Inquiry Conversion Study,
2007

EMA Staff Survey of Community Festivals, 2006.
D.K. Shifflet & Associates, Ltd., 2005 Visitor Profile, 200

Canal Corporation Staff Survey of Canal-Related
Businesses, 2007.

Parks & Trails New York, Canalway Trail User Count
2007

NYCC (http://www.nyscanals.gov)

Champlain Canal Trail Concept Plan

Thinking Green, Florida Dept. of Environmental
Conservation, 1998

Greenways, W&OD Trail Study, 2004

11




Here were the results of these data collection methods:

Visitor Segment _Data Source
1. Vacationers, converted from New York Canal Corporation Inquiry
NY Canal Inquiries Conversion Study, 2007

Using data from the 2007 season, EMA Research conducted a study of people
who had inquired about Canal tourism and related activities. This is known as a
conversion study. These inquiries came in by phone, mail, e-mail, New York
Canal website and the I Love NY website. Those who inquired had been sent
information about the Canal and related attractions. The study found that 38%
of those who inquired actually visited the canal within a year or so of their
inquiry. Projecting this percentage to the population of inquiries in 2006
(estimated at 13,188 per the New York Canal Corporation) the study estimated
that about 5,011 people vacationed on the canal in 2007. This estimate is very
conservative however considering that there are many vacationers who likely
visited the Canal without inquiring about it through these sources.

In addition, respondents in the study were asked to tell us what they did during
their visit to the canal, how long they stayed, and how much they spent.

The study found that on average visitors stayed for just over three days (3.2),
and they spent about $176 per visitor per day.

We have divided visitors into three distinct categories based on their home zip
code compared to the Canal area visited; those who travel within the state and
same area of where they live, those traveling from within the state but outside

the area and those traveling from outside the state and the area.

For the purposes of this study the areas have been defined by the most popular
canal destinations and split into 6 main areas including:

Zone 1: Niagara/Buffalo/Lockport
Zone 2: Rochester/Fairport/Pittsford
Zone 3: Seneca/Finger Lakes

Zone 4: Syracuse/Watertown/Utica
Zone 5: Ithaca/Corning/Watkins Glen
Zone 6: Albany/Hudson/Saratoga

We assumed that those from out of the area, including New York state residents
from another Canal area and all of those from outside New York, will impact the
economy differently since they are bringing in revenue from outside the area by
visiting the Canal. The impact of those from within the same Canal area is not as
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Visitor Segment Data Source

2. Festival and event-related EMA Staff Survey of Community
visitors (one-day trips) Festivals, performed in summer of
2006 based on 2005 events.

Each year there are many festivals and events along the Canal which provide
additional revenue for the area. The majority of these events are one-day trips
for visitors.

Eric Mower and Associates surveyed the festival organizers in these communities,
who provided data on the number of visitors to their events. The results of this
survey show that festivals in 2005 generated over 2 million day-visitors for 48
events. This estimate is using the most conservative numbers provided by the
festival organizers. There were an additional 33 events mentioned but organizers
were unable to estimate the attendance. According to the Canal Corporation
website, the 2007 annual calendar held more than 150 events; therefore the
estimate of 2,035,722 one-day trip visitors for 48 events is very conservative. We
feel very comfortable using the estimated 2005 attendance to represent numbers
for 2007. The table showing the events is displayed on the next page.

Comparing the estimated attendance from 2005 te 2001, we show a significant
increase in the number of events reported (from 10 to 48) and therefore more
than double the attendance (from 873,000 to 2,035,722). Estimated spending
for one-day trips is more difficult because the focus tends to be on overnight
visitors who bring in more revenue. The average spend in 2007 is estimated at
$103 per person. This is provided by D.K. Shifflet & Associates from a NY visitor
profile study- similar to data from the 2002 study.

Total direct sales are estimated at $209,684,516, assuming 2,035,722 visitors
spending $103 per trip. :
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Visitor Segment Data Source

3. Tour operators, Boat charters, Canal Corporation Staff Survey of
Boat Rental operators Canal-Related Businesses, 2007.

A number of businesses benefit directly from canal tourism. The Canal
Corporation staff surveyed the operators of boat tours, rental companies, and
charter companies to obtain their estimates of the number of people they served.
In 2007 the survey was modified to also inquire about the average rates charged
by these businesses. '

This survey showed that 94,431 people took one-day tours from the operators,
and we estimate they spent about $47 each based on the survey data. About
19,500 people chartered or rented a boat, which run anywhere from a 2 day to
12 nights. We estimated $285 per person per charter/rental, based on the data
from the boating surveys. The direct sales revenue for all operators and charters
surveyed results in $9,994,617. We are assuming that these tourists were
generated independently of those who came from Canal-sponsored tourism
marketing efforts. Of course, this assumption could be cailed into question, but
there is no way to determine what degree of overlap, if any, may exist between
the visitors generated by Canal-sponsored efforts and those generated by tour
companies’ efforts.

Charter Companies:

Cruise USA 512
American Canadian Caribbean Line 600
Seneca Cruise Co. : 4,000
CHARTER TOTAL: 5,i12

Boat Rental Companies:
Lock 12 Marina . 144
Canal Princess Charters 228
Genesee Waterways Center 400
Big Bay Marina 900
Mid Lakes Navigation 712
Erie Canal Boat Company 4,000
Erie Canal Cruises 8,000
BOAT RENTAL TOTAL: 14,384

Tour Operators: ,

Canalside Experiences ' 60
Mid Lakes Navigation ’ 2,871
State Council on Waterways 4,000
Champlain Canal Tour Boats - 6,500
Captain Bills " 10,000
Corn Hill Navigation 10,000
Colonial Belle . 21,000
Lockport Locks & Erie Canal Cruises 40,000
TOUR OPERATOR TOTAL: 94,431

TOTAL BOAT, CHARTER & TOUR:
113,927
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CANAL CORRIDOR COUNTIES

ALBANY
CAYUGA
CLINTON
COLUMBIA
DUTCHESS
ERIE
ESSEX
FULTON
GREENE
HERKIMER
JEFFERSON
MADISON
MONROE
MONTGOMERY
NIAGARA
ONEIDA

ONONDAGA
ONTARIO
ORLEANS
OSWEGO
RENSSELAER
SARATOGA
SCHENECTADY

* SCHUYLER

SENECA

ST. LAWRENCE
TOMPKINS
ULSTER
WARREN
WASHINGTON
WAYNE

YATES
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