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H 2 R Research consultancy that specializes in
MARKET RESEARCH travel and tourism.

We illuminate consumer truths that
empower destinations fo make
informed, research-driven

management & marketing decisions.




COT Market Research Investments

Annual Brand Awareness Study

Measures tangible & intangible impact of COT’s
marketing.

Insights Program

Provides recovery ideas used across the counftry
and insights from Sentiments.

Brand & Sentiment Tracker

Provides unique consumer input from Northeast
residents.

Visitor Profile

Delivers a pre-pandemic profile of CT travelers.

Economic Impact of Tourism

Provides assessment of tourism impact across
jobs, taxes, sales.

Lemonade Blog

Offers constituents a library of relevant
secondary research.

STR

Measures Connecticut’s hotel industry
pcerformance.

USTA Recovery Dashboard

Measures U.S. and Connecticut’s performance
and outlook.




on the Horizon




Northeast Consumers
Vaceination Update

. E "y i Already have been

K -~
A vaccinated

COVID-1¢

Coronavirus
Yaccine
< tin ondy

10%
21%
32%

34%

22%

B January
21%  m February
20% = March

30 ml o

—

In the

=

>
o
5
)
-
)

Vaccine ]

ouraging.

IIII\IIII\H

LA A AL

Nearly 148M (57%)*€ an adults have begun the MCLERA20 days

immunization process and nearly 106 M (41%) are now fully
Immunized.

In Connecticut more than 2M (56%) have
immunization process and 1.3M (37%) are

un the
ly immunize
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A significant acceleration in vaccinations has contributed to the
positive momentum in consumers’ attitudes toward dining out,
seeing live performances and attending indoor events.

Percent of Population Needing Vaccine to

Feel Comfortable
% Already Comfortable

Dining indoors
at restaurants

Seeing a live
performance in
a small venue

' Attending an
indoor event
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SOURCE: Connecticut Tourism Sentiment Tracker



The intent to participate in leisure activities over the next several
months also continues to surge upward each month as we head into
summer.

% Probably/Definitely Will Visit Restaurants, Hotels, Attractions, Events or Travel
for Leisure in the Next 6 Months

60%

59%

54%

January February March

Q22: Using the scale provided, please indicate how likely you are to visit restaurants, hotels, attractions,
events or travel for leisure in the next 6 months.



Furthermore, more than three-quarters of consumers plan to engage in
significantly more travel and entertainment activities this year than
they did last year.

% Will Engage in Travel & Entertainment Activities Somewhat or Much More in
2021 compared to 2020
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SOURCE: Connecticut Tourism Sentiment Tracker
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Recovery may be
a binary event.

The rebound will likely occur in stages as
individuals slowly begin to feel it is safe for
them to venture out again.




Until most Americans

are vaccinated, desire

to visit attractions will

contfinue to be dictated
Dy
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Boomers are still more hesitant to dine out at restaurants;
across the demographic spectrum, most consumers feel
more confident.

% Would Consider or Definitely Would Dine Out
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Consumers are eager to get out soon, and many will resume traveling.

Reconnecting with family is the No. 1 priority for many people, but reunions with friends and co-workers are a potential traffic booster for
restaurants.

Looking \v/0 14 Enjoy,  Not
Forward :
to, Making but No Planning to
' Plans Yet Do This
Plans
See family members who live nearby 30% 22% 10%
Take a vacation by car 29% 32% 17%

Meet friends at a restaurant or bar

See casual acquaintances 22% 28% 20%

Take a vacation by plane 23% 24% 29%

how eager are you to do the following things you might have been discouraged from doing during the pandemic?




Millennials seem to have the most demand for all post-COVID activities.

consumers “looking forward to” or

who “would enjoy” certain activities TOTAL Men Women Gen Z Millennials Gen X Boomers
See family members who live nearby 61% 63% 60% 1% T3% 62% 23%
Take a vacation by car 02% 26% 53% 6 2'}5_ ------ 63% 3% 47%
- Meet friends at arestaurant or bar ~ 53% 57% 5% W% 62% si% W%
See casual acquaintances 2% 28% 48% 24% 60% 48% 49%
Travel to see extended / out-of-state family 21% 21% 21% 260% 62% 3% J8%
Have my kids' friends over a0% 1% 48% 46 60% 48% 41%
Eat lunch with my co-workers 47% 24% 41% 44% - 43% 39%
Cook out (tailgate party, block party, etc.) 47% 49% 49% 31% 62% L4t 3o%
Host friends at home (book club, dinner party, etc.) L% L% 0 2% 4H9% 4% H3% 32%
""""""""""""""""""""""" Travelforwork 4% 4%  33% 3% 5% 45% 2%
© Gather with co-workers outside of work  35% % 2% 6% s0% % 2%
Meet new people (networking, speed dating, etc.) 33% 39% 2T% 33% 47% Jo% 16%
Volunteer outside my home 32% 37% 2T% 38% 47% 33% [ Fily
"""""""""""""""""" Take avacationbyplane  27%  34%  20%  38% | 4% 2% 0%

how eager are you to do the following things you might have been discouraged from dolng during the pandemic? @ DATASSEMNTIAL




Know how COVID-19
changed your target m

e -

v Younger

v' More families
v' Smaller parties
v More diverse
v" More regional
v' Lower income .
v More wide-open space

XX Key Insight

Don't just know your customer will be different—change

your marketing and messaging tactics to reach these

consumers so they will choose you when they begin to
travel.
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As the pandemic goes on, the desire to feel normal again and to visit friends and family
that haven’t been seen in awhile is becoming increasingly more motivating when asked
about their desire to visit restaurants, hotels and attractions.

Motivation for Visiting Restaurant, Hotel or Attraction
% Primary Motivators

67/%
61% 63%
55%
47%
37%
34%
30%
November December January February
B To Feel Normal Again B Want to Visit Friends & Family We Haven't Seen Lately

Ahal
While safety is sfill a concern, the twelve months of pandemic regulations
has fravelers craving a sense of normailcy.

RESPONDENT BASE: ALL NOVEMBER+ RESPONDENTS | N=533

SOURCE: Connecticut Tourism Sentiment Tracker



Actions That Would Increase
Intent to Visit Restaurants

As of March, consumers still want to know that
the staff at restaurants they are visiting are
being vaccinated. This, along with revenues
going to those who have lost tehri jobs and
special vaccination offers are most motivating.

What's interesting is that even though proving staff have
been vaccinated is still most popular, it saw a significant shift
downward in popularity compared to February.

SOURCE: Connecticut Tourism Sentiment Tracker

Promoting that all staff have
been vaccinated or have
antibodies (and still wear masks)

A portion of the restaurant's
revenues going to support those
who have lost their jobs due to
the pandemic

Special offers for those who
have been vaccinated

An area of the restaurant is
specifically set for those who are
vaccinated

Bar area for those who have
been vaccianted

Indoor dining only for those who
have been vaccinated
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YES

would a discount or
free Item from a local

restaurant make you
more llkely to want to

get vaccinated?

NO

Significantly more likely for Millennials (58%)

Significantly less likely for Boomers (23%)

Vaccine discounts or freebiles
may be an effective marketing
tactic, especially for consumers
who already got their shots.

would a discount or
free Item from a local
restaurant for getting

vaccinated make you
more llkely to eat at
that restaurant?

Significantly more likely for Men (57%), Millennials (61%)
and Vaccinated Consumers (66%)

Significantly less likely for Women (39%), Gen Z (31%),
Boomers (38%), and Unvaccinated Consumers (34%)

@ DATASSENTIAL



=
2.9 O
/) =
3 % A
ommo
) ool g T
= = = N
S LD O
OOOA



- Y.

U.S. Restaurant Sales Expected to
Increase 11% over 2020.
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from Reuters in January.

including DoorDash Inc, Uber Eafts
common than launching in-
for fast food chains, the report
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THANK YOU

GET IN TOUCH
WITH US

H2R Market Research
Springfield | Branson | Bentonville
jhenry@h2rmarketresearch.com



