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EXECUTIVE SUMMARY

In 2016, Experience Burnsville, the convention and visitor bureau of Burnsville, with partial funding
from Explore Minnesota Tourism Research Grant, commissioned the University of Minnesota
Tourism Center to profile visitors to Burnsville from September 1, 2016 to February 28, 2017. The
Tourism Center also conducted a non-visitor survey by purchasing an online panel of respondents
from Qualtrics©. Non-visitors were defined as visitors who traveled to the Twin Cities Metropolitan
Area during the same time period but did not visit Burnsville. Below is a summary of findings from
both the visitor profile survey and non-visitor online survey.

RESPONDENTS

For both the visitor and non-visitor surveys, about 51 percent of respondents were male and 49
percent female. The average age of visitor survey respondents was 48 years, while the average age of
non-visitor survey respondents was 40 years. In terms of household income, 22 percent of visitors
reported a family income in the $50,001-$75,000 range compared to 14 percent of non-visitors.
About 16 percent of visitors reported a family income in the $75,001-$100,000 range, while 27.6
percent of non-visitors did. Regarding education-, about 10 percent of visitors and non-visitors
graduated from high school, about 16 percent had some college education or an associate’s degree,
and a little over 30 percent had a college degree. Close to 15 percent of visitors came from
Minnesota, followed by 4.31 percent from Wisconsin and 3.52 percent from Iowa. Among non-
visitors, 10.85 percent came from California, followed by 9.43 percent from New York and Illinois,
respectively, 8.73 percent from Wisconsin, and 7.78 percent from Minnesota.

IMPRES®N OF BURNSVILLE®@NIG NONISITORS

About 37 percent of non-visitors knew either a little or a lot about Burnsville. Close to 40 percent
had heard of Burnsville but did not know much about it, and 23.4 percent were not aware of
Burnsville. Among those non-visitors who knew a little or a lot about Burnsville, 70 percent thought
it was friendly and 51.3 percent thought it was clean. Close to 40 percent regarded Burnsville as safe
and having plenty of shopping options. Among non-visitors who knew a little or a lot about
Burnsville, 52.8 percent identified “schedule already full” as a reason for not visiting Burnsville, and
22 percent identified “too far away from either downtown.” Among these same non-visitors, about
33 percent identified “convenient transportation from either downtown,” “more festivals/events,”
and “shuttle between the Minneapolis-St. Paul International Airport and Burnsville” as factors that
would entice them to visit Burnsville. About 25 percent identified “local restaurants” and “kid-
friendly activities” as reasons they would visit.

TRIP INFORMATION

Close to 30 percent of visitors spent one night in Burnsville, and another 24.2 percent spent two
nights. Among non-visitors, 41.7 percent spent two or three days on the entire trip and another 32.4
percent spent four or five days. Over 60 percent of visitors and close to 70 percent of non-visitors
spent a night in hotels/motels. About 15 percent of visitors stayed with friends or relatives, while
21.8 percent of non-visitors did so. Forty-four percent of visitors traveled in groups of two, while
24.4 percent of non-visitors did. About 20 percent of visitors traveled in groups of three or four
compared to 44 percent of non-visitors. While 35.6 percent of visitors traveled with family and 24
percent with a partner, 50.4 percent of non-visitors traveled with family and 15 percent with a
partner. Both visitors and non-visitors spent the most on lodging, followed by restaurants,
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shopping, transportation, and recreation. The average total of personal spending within a 24-hour
period was $192 among visitors and $456 among non-visitors.

TRIP ACTIVITIES, PRIFSE, AND PLANNING

Among visitors, 86.8 percent dined out and 24.8 percent visited friends and/or relatives. Among
non-visitors, 82.4 percent dined out, 43.8 percent visited friends and/or relatives, and 32.3 percent
participated in sightseeing. Among visitors, the top four reasons for visiting Burnsville included
visiting family/friends who live in the area (20.3 percent), business/work (14.5 percent), and
attending sports events (12.3 percent).

Among non-visitors, the top three reasons for visiting the Twin Cities Metro Area included family
fun (25.1 percent), visiting family/friends who live in the area (24.4 percent), and visiting attractions
(13.6 percent). Overall, both visitors and non-visitors tended to plan their trip within a month of
departure. Visitors were most likely to use word of mouth (36.8 percent) and the area/destination
website (26.1 percent) as information sources during trip planning. Non-visitors were most likely to
use area/destination website (38.9 percent), word of mouth (28.8 percent), and Trip Advisor (20.4
percent) as information sources.

IMPACT AND USE OFC3AL MEDIA

The majority of visitors (80 percent) and non-visitors (56.8 percent) did not change their original
travel plans based on information found on social media. Two-thirds of visitors and 46.8 percent of
non-visitors indicated an equal use of both a personal computer and mobile device. Over half of
visitors would use word of mouth (58.5 percent) and Facebook (53 percent) as an information
sharing medium, and 44.4 percent would use text messages. Over 40 percent of non-visitors would
use word of mouth (48.7 percent) and Facebook (42.2 percent), and 36.8 percent would use text
messages.

DISCUSSION

Overall, Burnsville visitors tended to be older, compared with respondents to both the non-visitor
online survey. A higher percentage of Burnsville visitors had a family income over $175,000 than
non-visitors. This finding is encouraging, as it presents the potential of capturing more visitor
spending. Burnsville visitors came from either other parts of Minnesota or other states in the upper
Midwest. Non-visitors, however, had a much wider geographical distribution, covering both coasts
(California and New York), along with states in the upper Midwest.

The awareness level of Burnsville is not high. Clearly, visitors need to be educated on Burnsville—
what the destination has to offer in terms of activities, restaurants, and other attractions. Among
non-visitors, over half spent three to five days on their trips. As such, opportunities exist to
encourage these visitors to spend some time in Burnsville.

The location of Burnsville may also be a challenge to attracting visitors. Offering convenient
transportation from either downtown and a shuttle between the Minneapolis-St. Paul (MSP)
International Airport and Burnsville may entice non-visitors to spend time in Burnsville.
Additionally, future marketing efforts highlighting Burnsville’s local restaurants and kid-friendly
activities may also encourage more visitors.

Trip information

Staying at a hotel is still the predominant accommodation choice of both visitors and non-visitors. A
higher percentage of non-visitors, however, stayed with friends or relatives, compared to visitors.
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This is encouraging news for Burnsville, since staying with friends or relatives most likely means the
traveler(s), did not incur lodging expenses. Moreover, a higher percentage of non-visitors than
visitors used Airbnb, an online hospitality service. This is also encouraging news for Burnsville, as
Airbnb currently does not collect taxes from hosts in the Minneapolis-St. Paul-Bloomington
Metropolitan Area.

In terms of spending, higher lodging expenses paid by non-visitors may be due to the cost of
accommodations in Minneapolis and St. Paul. The higher spending on restaurants by non-visitors
indicates they were willing to pay more for their dining experiences. Given that “local restaurants”
was identified as a factor that could entice non-visitors to Burnsville, it would be worthwhile for the
city to promote its local restaurants. Non-visitors also spent more on recreation than visitors did,
but visitors were more likely to choose outdoor recreation as their primary reason for taking the
trip. As such, one opportunity is to identify potential for generating more visitor spending on
recreation.

Higher percentages of visitors than non-visitors took a trip to Burnsville for business or sporting
events. At the same time, visitors, as compared with non-visitors, were less likely to participate in
different types of activities during their trips. Identifying Burnsville’s current assets, to better
highlight the many activities the city offers, may generate more visitor spending. It is also important
to reach out to local residents so they know what activities are available for visiting friends and
family.

Trip planning and sharing

Visitors tended to plan their trips less than two weeks in advance. This can be challenging for
destination marketing organizations, as influencing decisions at the last minute is often difficult.
Additionally, since visitors are more likely to receive travel information from word of mouth, high-
quality customer service is very important. No visitor used Explore Minnesota Tourism (EMT) or
area/destination e-newsletters as information sources. If Burnsville posts information on the EMT
website and has an e-newsletter, it may be worthwhile to assess these two information sources in
terms of content, delivery frequency, and e-newsletter recipients.

Lastly, visitors were more likely to use word of mouth, text messages, and Facebook as information
sharing methods. The prevalence of Facebook among visitors, despite their older age, not only
reflects the mainstreaming of Facebook but also creates an opportunity for electronic word of
mouth. Local businesses can encourage visitors to tag their Facebook page (assuming a business has
one) when sharing their experience on social media sites.

Viii
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INTRODUCTION

Consumer profile information is essential for tourism marketing and planning. The Burnsville area
has been using information from the 2012 Minneapolis-Saint Paul (MSP) Metropolitan Area summer
visitor profile project (Tourism Center, 2012) and does not have visitor profile information of its
own. Subsequently, Experience Burnsville, the convention and visitor bureau of the Burnsville area,
contracted with University of Minnesota Tourism Center to profile visitors to the Burnsville area in
2016-17 fall and winter seasons. An online panel of MSP Metro Area visitors who did not visit
Burnsville was further conducted to provide comparison with Burnsville visitors during the same
time period.

METHODOLOGY

For the visitor profile survey, trained staff administered on-site, in-person questionnaires to
Burnsville area visitors during the fall and winter seasons, specifically between September 1, 2016
and February 28, 2017.

For the non-visitor online survey, University of Minnesota Tourism Center contracted with
Qualtrics©, which supplied an online panel of qualified respondents.

STUDY SETTING

Burnsville, with a 2015 population of 61,481 residents, is a southern suburb of the MSP Metro Area
in Minnesota (U.S. Census Bureau, 2015). The City of Burnsville includes several hotels and
restaurants, a performing arts center, a ski area, an ice arena, many parks, and a major hospital.

SAMPLING

For the visitor profile survey, a convenience sample was conducted to reach the breadth of tourists
visiting the Burnsville area. Based on discussions with Experience Burnsville, survey sites included
several hotels and restaurants, the shopping center, the performing arts center, the ice arena, and
the ski area. Data collection took place on Fridays, Saturdays, and Sundays, and a small number of

weekdays throughout the || ||lGzGzG

APPROACHING AND SERIENG RESPONDENTS
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