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About This Survey

What Is the Survey?

As part of developing Vermont’s first statewide Destination
Management Plan (DMP), Coraggio Group conducted a
comprehensive stakeholder survey to understand the current state of
tourism across the state.

The survey gathered input on the quality of tourism offerings,
perceived strengths and challenges, funding priorities, and the
effectiveness of support structures, covering both resident and
industry perspectives.

When Was It Conducted?

January to February 2025, during the stakeholder input phase of the
DMP development process.

Why Does It Matter?

Survey results directly shaped the four strategic imperatives and
supporting objectives in the DMP. This data is one of several
engagementinputs used to ground the plan in statewide realities,
alongside listening sessions, 1:1 interviews, and a Wayfinder
stewardship assessment.
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Survey Participants Stakeholder Types

14 19

Tourism Regions Represented Organization Types

Survey Topic Areas

Perceptions of Vermont as a tourism destination
Quality and quantity of tourism attractions and offerings
Key opportunities, challenges, and threats

Strength and quality of tourism support structures

Funding priorities and growth opportunities



How the Survey Fits Into the DMP Process

The DMP was developed in three phases. The survey was one of four primary inputs in Phase 1: Get Clear, alongside listening sessions, 1:1
interviews, and a Wayfinder stewardship assessment.

Phase 1: Get Clear Phase 2: Get Focused Phase 3: Get Moving

Dec 2024 — Mar 2025 Apr —Sep 2025 Oct 2025 - Dec 2025

Stakeholder Input Includes: Facilitated Planning Team Discussions: Plan Implementation and Industry
e  This Survey e 10 sessions with cross-sector planning team Discussions:
e 523 respondents statewide e Defined 4 strategic imperatives and 16 * DMPfinalized and released January
iecti 2026
* 10 In-person Listening Sessions objectives o
_ e Established shared vision, indicators, and * Industry partners invited to adopt and
* 40 One-on-one Stakeholder Interviews VDTM action steps adapt imperatives
e Wayfinder Stewardship Assessment * Progress tracked against shared
indicators

Survey findings, along with all other Phase 1 inputs, were analyzed and synthesized

to inform the strategic direction of the Destination Management Plan.

Source: Vermont Destination Management Plan, January 2026. Prepared by Coraggio Group for the Vermont Department of Tourism and Marketing.



Who Responded: Survey Participant Overview

N =523 respondents. The survey captured a broad cross-section of Vermont’s tourism ecosystem, spanning industry sectors, geographies, and
stakeholder types.

Role / Relationship to VDTM Geographic Distribution Organization Type (Top Sectors)

30% Business owner (visitor-serving) Regional Coverage (N = 524) N =507
21% Vermont resident 36% South Vermont 15% Other
16% Employee (visitor-serving business) 33% Northwest Vermont 14% Lodging & Accommodations
13% Nonprofit leadership (visitor-serving) 28% Central Vermont 13% Outdoor & Recreation
6% Other 8% Northeast Kingdom 9% Retail & Shopping
5% Nonprofit employee (visitor-serving) Top Counties: 8% Food & Beverage
3% VT student (non-resident) e Chittenden (23%), Washington (17%) 7% Resident / Student
3% State of VT employee (non-VDTM) e Rutland (13%), Addison (8%) 6% Economic/Community Dev.
2% VDTM staff member e Windsor (9%), Windham (8%) 6% Culture & Heritage
All 14 tourism regions represented 5% Education

4% Attractions
4% Government / Elected Official



Appendix 1.1: Relationship to VDTM

Please select the option that best describes your relationship to VDTM:

State of Vermont employee
(other than VDTM), 3%

VDTM staff member, 2%

Vermont student (Non-
Resident), 3%
Employee of a nonprofit
organization serving visitors to
Vermont, 5%

Other, 6%

Leadership role in anonprofit
organization serving visitors to
Vermont, 13%

Vermont resident, 21%

Employee of a business
erving visitors to Vermont,

N =526



Appendix 1.2: County

In which county of Vermont do you spend the most time? :
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Appendix 1.3: Organization

Please select the option below that best describes the primary role of your business/organization:

Attractions, 4%

Events & Festivals, 3%
Travel Services, 1% Culture &
Other (e.g., salon, Heritage
(agri)farmer, real estate, Experiences, 6%

camping, etc.), 15%

Transportation, 1% __—— Economic or

Community
Development
Organization, 6%

Education, 5%

Resident/Student, 7% Food & Beverage, 8%

Government Agency/Elected Official, 4%

Outdoor & Recreational Activities,

Lodging & Accommodations, 14% ) )
Local or Regional Marketing

Office/Chamber of Commerce, 2%

N =507

Non-Resident/Visitor, 1%

Nightlife & Entertainment, 2% Media & Marketing Partners, 2%



Appendix 1.4: Perceptions of Vermont as a Destination

Please select your level of agreement with the following statements about Vermont as a destination.
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Appendix 1.5: Perceptions of Attractions
Please rate your perception of the QUALITY and QUANTITY/VARIETY of each of the following tourism offerings
based on the area in Vermont where you spend most of your time:
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Appendix 1.6: Perceived Strength of Tourism Support Structures
Using the scale below, please rate your perception of the STRENGTH of each of the following tourism industry
support structures in Vermont:
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Stakeholder/Partner Local Government Resident Support Pro-Tourism Policies State Government International Tourism Legislative/ Elected  Tourism Funding
Support Support & Regulations Support Readiness Official Support
N =450



Excellent

Very Poor

Appendix 1.7: Perceptions of Visitor Experience Support Structures

Using the scale below, please rate your perception of the QUALITY of each of the following visitor experience
support structures in Vermont:
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Welcome/Information Destination Information Public Infrastructure Wayfinding Convention, Infrastructure for visitors Inbound Transportation In-market
Centers Conference, and with disabilities/special Options Transportation Options

Meeting Venues needs

N =451



Appendix 1.8: Opportunities

Below are various opportunities that could enhance the tourism industry in Vermont. Sort the list below, placing

what you believe is the BEST OPPORTUNITY at the TOP OF THE LIST.

W 1stchoice ™ 2nd choice 3rd choice

Funding for grants for tourism-oriented businesses/organizations
Add'l bus/public transit options 15%

Engaging residents

I - N ——
Add'l funding for state level marketing
Add'ldining/food and beverage attractions
Advocacy support for pro-tourism issues and policies 26%
Attract more events, meetings and group sales 24%
Add'l cultural, recreational, and historic attractions 24%
Add'l lodging options 22%
Add'l nightlife and downtown event programming 21%
Add'l event venue and convention/conference locations 18%
0% 10% 20% 30%

Top 3 Boxes
37%
32%

32%
32%

31%

40% 50%

N =393



Appendix 1.9: Trends

Below are various emerging trends and opportunities that could enhance the tourism industry in Vermont. Sort the
list below, placing what you believe is the BEST TREND/OPPORTUNITY at the TOP OF THE LIST.

Wellness travel
Eco-friendly/sustainable travel
International travel
Multi-generational travel
Agritourism

Solo travel

Luxury travel

Hands-on learning experiences
Slow travel

Sports travel (participant)

Dark skies/astrotourism
America/Vermont 250 events
Entertainment/sports travel (spectator)

Film and/or literary travel

H 1st Choice ™ 2nd Choice 3rd Choice

200 |
| 200

Top 3 Boxes
42%
41%
39%
34%

N =377

35% 40% 45% 50%



Appendix 1.10: Challenges

Below are some challenges facing Vermont as a destination. Sort the list below, placing what you believe is the
BIGGEST/MAIN CHALLENGE at the TOP OF THE LIST.

W 1st Choice ™ 2nd Choice 3rd Choice Top 3 Boxes
Insufficient workforce and housing 58%
Economic downturns 35%
Limited transportation options 34%
Climate change/severe weather events 29%
Insufficient tourism funding at the state level 26%
Insufficient public infrastructure 22%
Insufficient govt. support/collaboration 17%
Overtourism at popular destinations 17%
Resident/community resistance 16%
Increased competition 14%
Limited brand awareness 14%
Shifting travel patterns/visitor preferences %%l 11%
Poor quality of experiences &%l 6%

N =366

0% 10% 20% 30% 40% 50% 60%



Appendix 1.11: Threats

Below are some threats to the visitor experience in Vermont. Sort the list below, placing what you believe is the
BIGGEST/MAIN THREAT at the TOP OF THE LIST

H 1st Choice ™ 2nd Choice 3rd Choice

Top 3 Boxes
Insufficient destination information & wayfinding... I I N 45%
Insufficient digital presence and information for... I KL N 44%
Climate change and severe weather events I V. 31%
Limited transportation options Y.L 29%
Insufficient digital presence/ information in market A 27%
Insufficient public infrastructure IR/ 21%
Limited lodging & accommodations I/ 21%
Limited dining/food & beverage MY 20%
Insufficient priority on diversity, inclusion, or... EERZ N 16%
Overtourism at popular destinations L/ 13%
Limited nightlife & entertainment ERL/ 11%
Limited shopping & retail  jkz 8%
Insufficient infrastructure for visitors with... L/ 8%
Poor quality of experiences pAZNEEE 5% N = 351

0% 5% 10% 15% 20% 25% 30% 35% 40% 45%

50%



Appendix 1.12: Welcoming Destination

Please select your level of agreement with the following statements about Vermont's inclusivity as a destination:
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Appendix 1.13: VDTM Mission Statement

Please select your level of agreement with the following statements about VDTM's current Mission Statement:
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Appendix 1.14: Words to Include in VDTM’s Mission in the Future
What three words would you like to see included in VDTM's mission in the future? (SINGLE WORD RESPONSES)
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Appendix 1.15: Importance of Destination Marketing Roles

Using the scale below, please rate the importance of each of the following destination marketing roles for VDTM:
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© Build awareness of the Provide effective Engage and coordinate with Provide relevant travel & Drive visitor demand
© destination through cooperative marketing stakeholders on tourism research and data through travel trade
§ effective marketing partnerships, programs destination tourism (trends, visitor profiles, (packages, tour operators,

campaigns, branding and/or grant opportunities initiatives and promotions markets, economic impact, etc.)
efforts and PR etc.)

N =370



Very Important

Not at all Important

Appendix 1.16: Importance of Destination Management Roles

Using the scale below, please rate the importance of each of the following destination management roles for VDTM:

Implement destination

marketing campaigns

Provide advocacy and
guidance on tourism policy
issues

Facilitate the development

of tourism products,
experiences, and events

Provide educational Manage visitation to ensure
opportunities to share best a sustainable destination
practices to for the tourism experience

industry sector on

destination tourism N =370

marketing and hospitality



Appendix 1.17: Perceptions of VDTM
Please select your level of agreement with the following statements about Vermont Department of

Tourism and Marketing as an organization:
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Appendix 1.18: Importance of Destination Marketing Roles

Using the scale below, please rate the importance of each of the following destination marketing roles for VDTM:
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Appendix 1.19: Importance of Destination Management Roles

Using the scale below, please rate the importance of each of the following destination management roles for VDTM:
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Appendix 1.20: Perceptions of VDTM

Please select your level of agreement with the following statements about Vermont Department of
Tourism and Marketing as an organization:
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2 organization with additional promoting visitation to activities or priorities to advocating for the needs of to support the visitor
resources. Vermont. evaluate the effectiveness of Vermont’s visitor economy economy in the State.
the organization. business and organizations.
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